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Entrepreneurship is all 

about risk. In this, the first 

of what will be an annual 

list of the boldest brand 

builders, inventors, leaders, 

and designers, we celebrate 

those who take leaps— 

and are rewarded for it.
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I HAVE THIS JOB because I took 

a risk in 2007.

I was a small-town newspa-

per reporter in Massachusetts 

then, writing about minor 

crimes and mayoral races, and 

the road ahead depressed me. 

That gig would only lead to a 

similar one at a slightly larger 

paper, in another random town. 

And then another. And another. 

What I really wanted was to be 

a magazine editor in a big city, 

a role nobody in the industry 

would consider me qualified 

for. So I started pitching 

freelance stories to maga-

zines, hoping to prove myself. 

Whenever one was accepted, 

I’d stay up late after my day job 

to meet the deadline. Eventu-

ally I got some steady work in 

Boston magazine, met some 

of the staff, and saw that an 

editor was leaving and they’d be 

hiring a replacement. I wanted 

it to be me.

So I quit my newspaper job. 

I moved to Boston, renting an 

apartment far out of my budget. 

And I told the editor at Boston

that I was ready to be hired. A 

few months later, that’s what 

happened. It was the risk that 

changed my career—and, 

frankly, I don’t know where I’d 

be now if it hadn’t worked out.

Every entrepreneur has a 

story like this, if not many of 

them. When we take a risk, we 

separate ourselves from the safe 

and steady path. We shift more 

burden onto our shoulders—

willing to bet that some com-

bination of skill and instinct 

will lead to greater rewards. In 

taking a risk to achieve a vision, 

we can change the rules and 

create lives of our own making. 

Risks don’t always work out, 

but they do always remind us of 

the vast possibilities awaiting 

us. And that’s why we at Entre-

preneur created this issue, our 

first annual list celebrating 50 

daring entrepreneurs who took 

inspiring risks within the past 

year. You’ll know some of their 

names; others will be new. All 

are motivating. We want to 

celebrate the many ways that 

people can go their own way. 

From the outset, this could 

seem reckless: Nobody should 

celebrate risk only for the sake 

of risk. In fact, just as we were 

closing this issue in September, 

The New York Times captured 

exactly that problem. Pharma- 

bro Martin Shkreli had just 

been sent to prison for violat-

ing the terms of his bail, and, 

to contextualize it, the paper 

explored research from two 

economists: They’d found that 

entrepreneurs are more likely 

than others to have broken 

the law in their teens and 20s. 

“The problem,” says the story, 

“is that the psychological forces 

that drive teenagers to break 

rules may not be so easily chan-

neled later on.” As adults, the 

impulse can turn into careless 

business decisions.

It’s an interesting theory, 

and a reminder of the dif-

ference between daring and 

dangerous. It’s healthy to think 

of ourselves as risk takers, but 

what we should do is make 

bold, calculated decisions 

that look like risks. The truly 

smart risk isn’t made like a 

roulette bet; it’s in seeing an 

opportunity that others don’t, 

and summoning the courage to 

seize it. Consider this: Richard 

Branson, whom I spoke to for 

this issue, is famous for his line 

“Screw it, let’s do it”—but he 

doesn’t bust that out every time 

someone pitches him. He con-

siders the odds of success. He 

thinks big picture. He’s really 

saying, “This is a properly 

assessed risk; let’s do it.” It’s not 

as catchy, but it’s good logic.

So with this in mind, let 

me admit something about 

that personal story I told you 

above. When I tell it in public, 

I do so like a swashbuckler—I 

just called up that magazine 

editor and told him to hire me!

In reality, the editor and I had 

a series of conversations over 

many weeks while I still had 

my newspaper job. He hadn’t 

promised to hire me, but I 

could tell it was a possibility. So 

when I quit my job and moved 

to Boston, it wasn’t done 

recklessly. It was calculated. 

I wanted to show him I was 

serious. And it worked, just like 

the best risks do.

Jason Feifer

jfeifer@entrepreneur.com

@heyfeifer
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Take the 
 Right Risk
Be bold. Be daring. Be out there. 

But first, be sure it's the right bet to take.
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Risk with a Purpose
Richard Branson is known as an adventurer, a billionaire, and a prolific entrepreneur with  

an ever-expanding brand, Virgin. But as he explores in his new autobiography,  

Finding My Virginity, entrepreneurship is about much more than money.  by J A S O N F E I F E R
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Q&A

T
his issue of Entrepre-

neur is all about risks, 

and you’re known 

for taking many. But 

I imagine that what 

seems daring to oth-

ers is actually, to you, 

very calculated. 

We take a lot of calculated risk, 

but we make sure that no one risk 

is going to topple everything. Pro-

tecting the downside is critical. 

One of the first big deals I did was 

buying a secondhand 747 from 

Boeing. I was going from a record 

company to the airline business, 

so the key thing in that deal was 

that if it didn’t work out, I could 

hand the 747 back to Boeing after 

the first year. It wasn’t going to 

bankrupt our record company or 

the other things we’d started. So 

every decade, I have experience 

based on things that have gone 

wrong and gone right, and the lit-

tle computer in my brain is com-

puterizing everything that’s gone 

before. But as I get older, I’ve got 

to be careful not to get more con-

servative in my decision-making, 

which some other people do.

How do you stop yourself from 

a conservative shift? 

I don’t actually think I have a 

problem with it. But a lot of 

people do. As they get older, 

they take less risk. I mean, it’s 

bizarre. People will jump into 

balloons or boats and take enor-

mous risks when they’re in their 

20s and 30s with a long life 

ahead of them. When they get 

to their 60s or 70s, when their 

life isn’t so long ahead of them, 

they won’t take these risks, and 

yet they’ve got less to lose. I’ve 

found that I get great pleasure 

in throwing myself into life and 

learning. I see life as one long 

learning process. And I love a 

challenge. I suppose I have to 

bring my fellow directors along 

with me. 

You say in the book, “We like 

to work fast, to try ideas, see 

if they stick, and if they don’t, 

quickly move on to the next,” 

which is a very freeing mental-

ity. Is that how you guide the 

people around you?

If you look at most companies in 

the world, they abide by that rule 

they’re taught at business school: 

Stick with your onions and don’t 

stray. Most big brands in the 

world are like that. Coca-Cola, 

we know what it does. Microsoft, 

we know what it does. And so on. 

Very few become all-encompass-

ing, way-of-life brands. And it’s 

a pity, because I think the people 

who work for those companies 

would have a lot of fun if some of 

their resources went to starting 

new companies or challenging 

people in new areas. But we’re 

very happy they’re not. We’ll 

carry on doing it ourselves. 

And yet, though you love 

launching companies, you’re 

not comfortable parting with 

them. Many times in your book, 

you’re genuinely anguished at 

the prospect of selling a com-

pany for a lot of money. You 
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→ OPEN MIND

“Nobody ever 

learned anything 

by listening to 

themselves speak,” 

Branson writes.
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write that it’s “one part of my 

life I don’t enjoy.” That’s such 

a stark contrast to how many 

entrepreneurs think, where it’s 

all about the exit.

A company is simply a group of 

people, so what you’re selling is a 

group of people. If you’re a really 

close-knit company where people 

love working for you, and then you 

sell it to a company that doesn’t 

have the same culture, I feel that 

you’re letting people down. And 

obviously the classic example of 

that is Virgin America, where it 

was sold to Alaska [Airlines], and 

by selling it, a lot of people lost 

their jobs, which is very sad. Yes, 

there were great financial returns. 

But having a little bit more money 

in the bank is not the same as 

running a great airline and having 

a great group of people, and hav-

ing people come up every moment 

of every day saying you’ve created 

the best airline in the world. I get 

my satisfaction from that, not 

from the amount of dollars in my 

bank account. 

If you walk into a roomful of tech 

hopefuls in Silicon Valley and 

tell them that, many would stare 

blankly back at you. How would 

you convince an entrepreneur 

that the exit is not the only goal?

I could point to 20 people who 

sold their companies and are 

having the most miserable lives. 

They’ve got lots of money in the 

bank, but they’ve sold their baby 

and they’re finding far too much 

time with their wife or their 

husband, and they’ve lost a very 

important purpose in their life. 

That would be one way I’d point 

it out. But look, if they sell their 

baby, if they have a good reason to 

sell it, and they don’t just buy a big 

yacht and get more and more cav-

iar, and then they use that money 

to create 10 more babies, and they 

are the kind of entrepreneur that 

likes creating new things, then 

yeah. There’s two sides to a story.

Milton Friedman had the right 

idea of saying profit is important, 

but he should have added, “Your 

people are important. Your cul-

ture’s important. The moral way 

that you run your company is 

important. How you deal with 

the environment is important. 

Your responsibility to society is 

important.” What we have to do 

is get every company to think like 

that. And if every company thinks 

like that, then I do think we can 

get on top of most of the problems 

in the world. 

Your answer comes down  

to purpose. It makes me feel  

like the big question to pose  

to entrepreneurs is:  

What’s your purpose?

I wonder if it was really 

purpose-driven leadership.

When I was brought up, if I ever 

said anything ill about someone, 

my parents would put me in 

front of a mirror and make me 

stand there for 10 minutes and 

say how badly it reflected on me. 

So I always look for the best in 

other people. We should be out 

there to praise other people, to 

care for other people. It doesn’t 

matter which person it is. If 

somebody comes up to ask for a 

selfie, take the effort. It doesn’t 

take long. And that follows 

through to, if somebody is killed 

in a train, it’s important to go 

there, to hug the relatives, and 

to treat them as your own family. 

That’s just the human, decent 

way of dealing with people. If you 

deal with people properly, when 

you look in the mirror, hopefully 

it will reflect back on you in a 

positive way, and life’s that much 

more enjoyable as a result.

We talked about you not wanting 

to think conservatively as you 

got older. But I wonder if your 

perspective has shifted as you 

got older, and this focus on pur-

pose is a part of it.

I think more so, I was a lad of the 

’60s. We had a magazine, and I 

set it up originally to campaign 

against the Vietnam War. So most 

ventures that we set up, we have 

not set up thinking, How can we 

make the most money? There 

is a purpose behind them. And 

when I started, I never thought 

of myself as going into business. 

I just wanted to be an editor. I 

wanted to do what you’re doing. 

I can assure you that you  

chose the route that makes 

more money.

I’m sure you can have the same 

food on your plate as me. And the 

same mattress on your bed. Hav-

ing more money just gives you 

more responsibility. When you 

have a hurricane on your island, 

you’ve got a big headache.

Yeah. You do need to ask. People 

get so wrapped up in the day-

to-day of what they’re doing. It’s 

important to sit back and think 

about, Why am I on this Earth? 

What can I do to make a real 

difference?

In your book, you tell a story 

from 2007 when one of your 

trains derailed and a woman 

died. You rushed to the scene 

and met with the families, and 

you wrote that “the key thing 

after a major disaster is to get 

there quickly, deal with it head 

on and be both sympathetic and 

honest.” At the time, that struck 

me as smart leadership. But now 

Q&A
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IT'S IMPORTANT TO SIT BACK AND 

THINK ABOUT, WHY AM I ON  

THIS EARTH? WHAT CAN I DO TO 

MAKE A REAL DIFFERENCE?”



Farmers know the importance of being stewards of the earth. 

Modern agriculture offers digital tools that can help them use fewer 

natural resources in land, water and energy. Learn how technology 

harnesses the power of data at ModernAg.org







The Big Idea

C
hargeback loves 

obsessive employ-

ees. The Utah-

based company 

investigates and 

documents credit 

card disputes—

every time someone 

claims a card was used without 

their permission—and so its 

analysts must be persistent and 

nitpicky, with a sharp eye for 

detail that not everyone has.

That’s why its president,  

Khalid El-Awady, recently hired 

spectrum. But her hiring is not 

unique. She represents a van-

guard in the war for talent, in 

which American companies—

mostly large, but some small, 

too—are increasingly recruiting 

what they now call neuro-

diverse workers. It’s still the 

early days, but more and more 

companies say these individuals 

have proven to be a competitive 

advantage due to their creative, 

detail-oriented, and technically 

adept traits. “It’s fertile ground,” 

says Susanne Bruyère of the 

a 36-year-old analyst named 

Carrie Tierney. She breezed 

through training and han-

dles technical data, computer 

requirements, and repetitive 

tasks with ease, in about half 

the time new analysts usually 

take. “We’ve been very, very 

impressed,” says El-Awady. The 

experience has convinced him 

to consider more employees 

with Tierney’s abilities—and, 

by medical textbook standards, 

disabilities. 

Tierney is on the autism 

K. Lisa Yang and Hock E. Tan 

Institute on Employment and 

Disability at Cornell University. 

As companies discover the 

value of having autistic employees, 

many are making major changes 

to their hiring practices. Today, 

roughly 50 companies in the U.S. 

have a workforce that’s primarily 

made up of autistic workers, says 

Michael Bernick, a former 

director of California’s labor 

department who is now counsel 

to Sedgwick law firm and  

writes about neurodiversity. →
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Redefining Ability
For an increasing number of companies, hiring autistic employees is good business.

by N E I L  P A R M A R
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Software giant SAP plans to 

make 1 percent of its workforce 

(about 650 positions) people 

on the autism spectrum; Jose 

Velasco, head of SAP's autism 

program, calls these workers 

“underutilized” and says they 

“bring diverse thinking to fuel 

innovation.” JP Morgan Chase 

has an autism-hiring program, 

and Microsoft has hired 31 such 

workers full-time over the past 

two years.

Companies stress that they 

aren’t acting out of a sense of 

social responsibility. Microsoft 

says autistic candidates are 

an “untapped pool of talent.” 

The director of JP Morgan’s 

program has described some 

characteristics of autism as 

“ideal assets in the workplace, 

particularly in industries like 

tech and engineering.” 

“We’re not doing this as a 

diversity and inclusion pro-

gram; it’s actually filling a very 

specific business need,” says 

Hiren Shukla, national process 

improvement leader at EY, an 

accounting and professional- 

services firm. The company 

launched a pilot last year in its 

Philadelphia office, hiring a few 

autistic employees to explore 

how best to work with them; it 

was so successful that it’s since 

been expanded to the Dallas 

office as well. Now EY has 14 

neurodiverse employees work-

ing in areas including cyber-

security, automation, and data 

analytics. “These aren’t special-

ized roles we created for them. 

We put them into existing 

roles,” says Shukla. “We think 

this is a very innovative way to 

help with the war on talent but 

also, more importantly, to bring 

creative talent.”

However, as with employees 

from any background, advocates 

caution against generalizing. 

Some experts say the competi-

tive advantage has been a little 

overplayed, creating an unreal-

istic understanding of the broad 

spectrum of abilities that define 

autism. Only 58 percent of peo-

ple with autism who finish high 

school ever end up holding a job 

for pay—a significantly lower 

number than people with intel-

lectual or learning disabilities. 

And for those who are able to 

excel at high-level work, many 

still struggle with certain life 

skills, such as staying organized 

or interacting with coworkers. 

That’s why many companies are 

also building systems to help 

those employees succeed. EY, 

for example, pays a job coach to 

work with its autistic employees 

in Philadelphia, who can act as 

a sounding board and help with 

transitions, like for one worker 

who moved from another state 

and is living on his own for the 

first time. At DXC Technology 

(formerly Hewlett Packard 

Enterprise) in Australia, some 

of the 58 autistic employees 

hired over the past four years 

have been given financial plan-

ning and nutritional advice to 

ensure they know how to save 

their newfound income, spend 

wisely, and purchase a healthy 

mix of groceries. “Some people 

are bright but will spend all 

their money in a week and not 

have financial awareness,” says 

Michael Fieldhouse, who over-

sees the company’s program to 

hire autistic workers, which it 

calls Dandelion.

Autism-hiring programs 

of major tech companies are 

extremely selective and hire 

only a very small percentage 

who apply, says David Platzer, 

an experience researcher at 

Adobe and Ph.D. candidate 

nonprofit that supports peo-

ple with disabilities (through 

which Chargeback’s El-Awady 

met Tierney)—as well as the 

Uniquely Abled Project—a 

collaboration among educa-

tors, social service agencies, 

and both for- and nonprofits 

dedicated to training people 

with disabilities—help train 

and place autistic people in 

the workforce while providing 

ongoing support. “There’s an 

extensive infrastructure of sup-

port,” says Bernick. “Employers 

shouldn’t try to go it alone.” 

Plus, some small businesses 

have found success by offer-

ing trial runs through a paid 

internship, a project-specific 

contract, or a part-time gig. 

And of course, once a neurodi-

verse employee finds success, 

they become like every other 

employee in at least one respect: 

They want upward momentum, 

or else they’ll leave for another 

gig. “What companies are expe-

riencing very quickly is that 

many of these individuals have 

gained such a high degree of 

confidence that they’re looking 

for the next iteration, to grow 

their skills, yet the companies 

may not have anticipated and 

prepared for that,” says Bruyère.

That’s something El-Awady 

is thinking about. He says he’s 

always watching for analysts, 

like his new hire, Tierney, who 

might assist with more senior 

responsibilities, such as identify-

ing chargeback trends that could 

be useful to the growth of his 

business down the road. “There 

are much more sophisticated 

things we can give her,” he says.

at Johns Hopkins University, 

who has extensively researched 

this field. But those who do are 

taking the opportunity to adjust 

how they recruit. Fieldhouse 

finds recruiting goes best when 

he replaces the stale boardroom 

interview setup with practical 

assessment testing and then 

takes a candidate out for coffee. 

That’s when he asks about their 

hobbies and often hears about 

deep knowledge within an 

interest area, which helps him 

align their skills to a particular 

role, like the guy he hired in 

data forensics who goes home 

after work and sorts data for 

fun. “That’s where you get the 

‘one plus one equals three’—you 

get high productivity and high 

passion,” says Fieldhouse. Tech 

giants including SAP, Microsoft, 

and DXC Technology recently 

shared best practices at a sum-

mit on effectively hiring neuro-

diverse candidates.

Of course, cash- and time-

strapped entrepreneurs and 

small businesses may wonder 

how they’d manage all this sup-

port on their own. The answer, 

say advocates: There are many 

resources out there to help. 

Federal tax credits may be avail-

able for hiring a person with a 

disability, and most states have a 

vocational rehabilitation agency 

to assist individuals on the spec-

trum. Often that can include 

help for employers in identifying 

candidates for different roles, as 

well as access to job coaches or 

counselors for employees, plus 

travel between home and work. 

Similarly, organizations 

such as Expandability—a 

WE’RE NOT DOING THIS AS A DIVERSITY AND INCLUSION 

PROGRAM,” SAYS HIREN SHUKLA OF EY, WHICH IS 

RECRUITING AUTISTIC WORKERS. “IT’S ACTUALLY FILLING 

A VERY SPECIFIC BUSINESS NEED.”
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ADVERTISEMENT

Building a dream team to help run your business 

is a surefi re way to succeed. But it’s not just about 

fi nding the right talent, it’s making sure you’re fos-

tering the best environment for employees so they 

can work to their fullest potential. 

Based on data gathered by Afl ac from thou-

sands of employers and employees, here are key 

ways to ensure your team is optimally working to 

bring your business to the next level.

Always lead by example.
If you want team members to act and behave 

a certain way, you must display the gold standard 

of commitment and behavior. For example, if you 

want employees to get started on projects early, 

be willing to do the same so they can take their 

cues from you. Also, be open with your team and 

collaborate with them on decision-making and 

big projects. Encouraging employees to work well 

together always starts with your own example.

Show your team that you’re
taking care of them.

With employer-offered benefi ts options be-

coming a growing scarcity in the workplace, 

Brought to you by

Showing your team they’re valued goes a long way in 

making sure they’re working at their fi nest

How to Get Your Team Working 
Like a Well-Oiled Machine

61% believe employee 

happiness is important to their 

company’s leadership team.

1. Afl ac’s 2017 WorkForces Report afl ac.com/awr

2. 2017 Afl ac Happiness Report afl ac.com/happy

Z171256



offering them to your team goes a long way in 

signaling you have their best interests in mind. 

Comprehensive benefi ts packages show you are 

thinking about your employees’ wellbeing—both in 

and outside of the offi ce. 

Take, for example, the fi ndings of Afl ac’s most 

recent workforce survey. According to the 2017 

report1, three quarters of surveyed individuals say 

that improving their benefi ts package would make 

them happier employees. What’s more, how com-

prehensive a benefi ts package is plays a crucial 

role in employees level of job satisfaction, accord-

ing to 60 percent of those surveyed. 

Benefi ts also inspires employee retention. 

More than one out of every three people say that 

improving their benefi ts package is one way their 

employer can increase their workplace loyalty so 

they stay in their current jobs.

1. Flexible schedules and benefi ts.
One out of every three millennial employees say a fl exible work 

schedule is crucial to their satisfaction when working for a small 

business. That increased autonomy allows them to build their 

work around their lives. 

Their desire for fl exibility also extends to benefi ts. That’s where 

options such as Afl ac’s voluntary insurance policies come in, 

which give employees the option of having supplemental insur-

ance that pays cash benefi ts. Millennials are looking for the best 

coverage without breaking their budget, which is why offering 

voluntary insurance is a great option for employers.

See how Afl ac can help you and your employees today at afl ac.com/smallbusiness

3 Things Millennials Really 

Want From Employers

2. Seeing the fruits of their labor.
This generation of hyper-connected and socially networked 

young people is hardwired to look for instant gratifi cation. 

According to Nielsen data, 21 percent of millennial-age employ-

ees said that seeing the fruits of their labor was an important 

factor that lead to their overall satisfaction at work. 

3. That their input matters. 
Also important for this ever-connected generation is the sense 

that their contributions are making a difference in your business. 

They want to take ownership over their work and feel like they’re 

part of a bigger goal or mission. 

Make sure to communicate to your employees that their input 

doesn’t just matter—it’s crucial to the very success of your busi-

ness. 

Afl ac coverage is underwritten by American Family Life Assurance Company of 

Columbus. In New York, Afl ac coverage is underwritten by American Family Life 

Assurance Company of New York.

74% of employees agree

that happiness in life has a lot to

do with the work you choose.

Be fl exible to change.
In a recent survey2, Afl ac found that the number 

one benefi t employees cited as their top perk in

working for a small business was fl exible 

scheduling. Meaning, don’t just ensure that 

your business stays fl exible to changes in the 

marketplace—enable employees to maintain 

fl exibility when it comes to setting their own work 

schedules. 

Praise standout results.
Often, we’re so busy with our head in the 

weeds, just trying to put out fi res and get through 

short-term tasks, that we forget to stop and cele-

brate what we’ve accomplished. When it comes to 

morale building and keeping employees invested in 

your business’ results, vocalizing your appreciation 

for their hard work will make a massive difference.  

Nearly one in four surveyed2 employees say that 

their ability to see the fruits of their labor is a major 

benefi t they associate with working for a small 

business. When a project goes well or a big sale 

comes through, don’t forget to acknowledge your 

team and the hard work they put into contributing 

to the success of your business.

When your team is working like a well-oiled 

machine, your entire business will experience the 

positive results. 

EXP 9/18
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Strategies

in the middle of nowhere.

Maoli knew logistics, but 

he needed extra help forming 

those personal connections, so 

he called an old friend—Gary 

Gabriele, a hospitality prodigy 

who had worked his way up 

from dishwasher to general 

manager of a local hotel fran-

chise by the age of 21—and asked 

him to run Flash’s customer 

service. Gabriele got to know 

the technicians and their needs. 

Compliments made their way up 

to corporate, and the job helped 

establish Flash Global as a logis-

tics powerhouse in 90 countries.

When Maoli left logistics for 

luxury car sales, he brought 

Gabriele with him and took 

over his first dealership, Lexus 

of Route 10 in Whippany, N.J. 

And that’s when they discov-

ered that the rarefied world of 

luxury autos also had a lot to 

learn from the hotel business.

Take the greeter problem. 

Instead of leaving it to the 

customer to find a salesperson 

who wasn’t occupied, Maoli and 

Gabriele split the dealership’s 

greeting and selling duties into 

separate jobs, posting “con-

cierge” staff at the front desk to 

walk new arrivals around and 

talk to them about the cars until 

a salesperson was free.

Next, they looked for a way 

to deal with upset customers. 

Most dealerships just pass angry 

calls to busy sales or service 

employees. This wastes the 

salesperson’s time and doesn’t 

necessarily ensure a good out-

come for the customer. Gabriele 

noticed that Brad Vaill, a ser-

vice manager, had a talent for 

defusing situations, so he made 

him the dealership’s dedicated 

complaints manager, which let 

sales and service people focus on 

what they do best. “The amount 

of business you can lose if one of 

your key sales managers is tied 

up on the phone for 45 minutes 

is remarkable,” Vaill says. 

The approach has paid off. 

In 2011, the dealership sold 

more than 1,800 cars. In 2017, 

it’s on track to sell 5,100, and 

they’ve since added six more 

dealerships. One customer 

even recently wrote to say 

he could’ve saved $1,200 at 

another dealership but bought 

from Maoli because of his  

dealership’s “extreme courtesy 

and kindness.”

“Most Lexus dealers believe, 

I have a great product; people 

have to come buy it,” Maoli says. 

“No. It’s about making the cus-

tomer feel important and valu-

able and part of your family.”

T
om Maoli bought his 

first Lexus dealership 

in 2011. It wasn’t 

easy. Lexus usually 

doesn’t allow people 

with no experience in 

the car business to 

buy in. But he con-

vinced them he could not only 

learn it fast but do it better. 

As Maoli stood inside his 

new shop, he immediately 

noticed an opportunity to 

demonstrate what he was 

talking about. “The first thing 

that set me off was the way 

customers were greeted coming 

in the front door,” Maoli says. 

“They were greeted and then 

left alone to wander.” And if 

a salesperson was busy and 

didn’t get to a customer quickly 

enough, that person would just 

turn around and walk back out.

So Maoli did what he’d done 

many times before. He deployed 

his secret weapon: a hotel- 

industry expert. 

At first, it seems illogical. 

What does hotel experience 

have to do with selling cars? 

But Maoli is a big believer that 

hospitality—that deep, honed, 

customer-first attitude that the 

greatest hotels excel at—can 

work for any business.

He first made this discovery 

in 1994, in a very different field. 

Back then, he was running a 

logistics company called Flash 

Global, and he got a call from 

America Online. This was 

during the early days of the 

internet, when AOL frequently 

needed to get parts to its engi-

neers, but its logistics vendor 

was falling down on the job. As 

Maoli listened to AOL execs talk, 

he realized that to succeed at this 

job, he’d need to win over their 

beleaguered field engineers—the 

guys waiting for a part at 2 a.m.

Think Like a Hotel
The case for treating every business like the hospitality business.  

by L I S S A H A R R I S
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A cargo van that turns heads. A lease that turns profi ts.

Contact your Kenworth Medium Duty Regional Sales Manager for additional program terms and restrictions, or visit Kenworth.com.

$885
per Month*

60
Term

*On a pre-confi gured T270 equipped with PX-7 engine, Allison automatic transmission, 26' Morgan van body with lift gate, rated at 26,000 lbs GVW. 
Includes up to 20,000 annual miles (additional mileage subject to $.05 per mile charge). Other options and confi gurations are available for additional 
cost. Lease offered by PACCAR Financial Corp. Terms and acceptance subject to credit review and approval. PACCAR Financial Corp reserves the 
right to amend, supersede, or terminate this program at any time. ISO 9001:2000  © 2017 Kenworth Truck Company. A PACCAR company. 

Months

Leases starting at 

WEST
Ryan Breezee
(425) 518-0000

GREAT LAKES
Joe Morris
(609) 315-6716

CENTRAL
John Simon
(816) 516-3040

NORTHEAST
John McCoy
(412) 618-8069

SOUTHEAST
Mike Kleespies
(813) 455-1248 

Whether you’re bringing fresh ingredients to local restaurants or delivering furniture, you need a cargo van you can 

depend on. And when you lease a Kenworth T270, you’re getting all the benefi ts of The World’s Best truck without 

the capital cost. Equipped with a powerful PACCAR PX-7 engine, automatic transmission and a 26' Morgan van body 

rated at 26,000 lbs GVW, you can 

confi dently haul more for less. 

The World’s Best® delivers.

Follow us on



BAD NEWS IS HARD. It’s hard to get, and it’s hard 

to give. Whether we’re giving feedback in a one-

on-one, telling a client we missed a deadline, or 

having to correct someone’s work, we all dread 

giving and getting bad news. 

Why? Because humans have what is known as a negativity 

bias. That means bad news hits us much harder than good news, 

and stays with us long after. This is the product of evolution. 

“It is evolutionarily adaptive for bad to be stronger than good,” 

writes researcher Roy Baumeister. “Survival requires urgent 

attention to possible bad outcomes but is less urgent with regard 

to good ones.” 

In other words, our brains perceive bad news as a threat to 

survival. It diminishes our sense of security and triggers a fight-or-

flight reflex. That’s why people often react so badly to bad news—

and why you have to tread carefully when delivering it. Fortunately, 

there are pretty simple ways to minimize negative impact. 

Illustration / C H R I S T I A N G R A L I N G E N

Science of Success

How to Give Bad News
by VA N E S S A VA N E D WA R D S
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of improvement. This makes it 

easier for the creators to accept 

negative feedback, because it is 

not viewed as a personal attack 

on them. There is science 

behind this. Researchers have 

found that when people hear 

negative information presented 

with a positive tone, they do not 

react as defensively as they do 

when they’re given the informa-

tion with a negative tone.

2/ Focus on the facts. 

Researchers have found that 

the most effective negative 

feedback is backed by verifiable 

reasons for it. The benefit of 

using facts to deliver bad news 

is that it makes the information 

less emotional. For example, if 

you have to tell your team that 

your company lost a major cli-

ent and needs to make budget 

1/ Stay positive. 

Pixar, the animation studio, has 

mastered the art of sharing bad 

news without letting it hamper 

creativity. As part of their film-

making process, Pixar’s leaders 

put their teams through several 

rounds of in-depth critique ses-

sions. But rather than focusing 

on work that isn’t up to snuff, 

team members give critical 

feedback on the potential areas 

cuts as a result, to the greatest 

extent possible identify practical 

reasons why the client left and 

outline what is going to change 

moving forward. This keeps the 

conversation action-oriented 

and avoids portraying the news 

as a personal loss or a betrayal 

of the client. 

3/ Show you care. 

Ask sincere questions about 

your recipient’s thoughts and 

feelings toward the bad news. 

This serves two purposes. One, 

it makes delivering the news 

a two-way conversation—an 

exchange instead of a frontal 

attack. Two, it gives you a bet-

ter understanding of their reac-

tion. That will help you devise a 

solution to the problem tailored 

to the person.

4/ Help them get better. 

After you deliver bad news, 

gauge the recipient’s reaction 

to determine whether they have 

a growth mindset—basically, 

a belief in their own ability to 

improve. Someone who does 

will be motivated to better 

the situation; someone who 

doesn’t will act defeated. If the 

person is defeated, encourage 

them with specific reasons why 

they can bounce back from 

what happened, and offer them 

explicit ideas for doing so. And 

then check back frequently. 

They will likely need some 

time to recover from the initial 

shock. But if you stick with 

them, they will come around.

DELIVERING BAD news doesn’t 

have to be the bad part of 

business. When you help people 

understand that they are safe, 

heard, and a valued part of a 

team, you’ll find setbacks and 

corrections can be valuable 

opportunities to improve the way 

you work together.

Vanessa Van Edwards is  

the founder of  Science of People.



Building America’s largest 
Gig-speed network.

Imagine the technologies your business 

could tap into with 1,000 Mbps of download 

speeds—that’s 20x faster than what most 

people have.* That’s the power of Gig. 
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Go ahead, Dream Gig.
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Download lifesaving files 
in seconds not minutes.
See what you can do when you



Personal

 I
can’t say I saw it coming, 

but I can’t say it was 

totally unfair, either. I 

was sitting in a meeting 

at my previous job as 

a beauty publicist, and 

after some exchange, a 

supervisor turned to me 

and declared, “Well, maybe this 

environment is just too entre-

preneurial for you.”

I have found myself on the 

receiving end of comments like 

that a lot over the years. When I 

first came to this country from 

the Soviet Union, at age 7, the 

school I entered wanted to hold 

me back because I didn’t speak 

English. I ended up being one 

of their best students. My guid-

ance counselor in high school 

told me he thought NYU was a 

reach. I got in early decision. 

All of which is to say: I know 

what it is to be underestimated.

But the criticism stung. 

Because even though I liked to 

move fast and be scrappy and 

creative and push boundaries—

in other words, be entrepreneur-

ial—I also had a tendency to 

be a little shy, because I didn’t 

want to ruffle any feathers.

I got fired from that job not 

long after. But here’s the ironic 

thing: At that time, I was also 

quietly developing a company 

with my husband. It was called 

Brooklinen, and it would offer 

beautiful bedding at a decent 

price, direct to consumer. Losing 

my job lit a fire under my butt 

and put a chip on my shoulder. 

I could have just gotten a safe, 

stable job, but I decided to go all 

in on Brooklinen and prove that 

supervisor wrong. 

I doubled down on every 

creative instinct I had and 

every PR thing I knew, and I 

came up with a launch strategy 

for a Kickstarter campaign. 

It included everything from 

delivering packages of newly 

made sheets to bloggers (with 

handwritten notes asking them 

to share our story if they liked 

the sheets), to simply emailing 

and Facebooking our friends 

and family and asking them to 

share our story as well. I also 

worked on designing packaging, 

pulling together favors from 

friends in creative fields to help 

us with our Kickstarter video 

and product photo shoot, and 

generally did whatever I could 

to get the word out. 

In 2014, a month after I 

lost my job, we launched the 

campaign. It was a runaway 

success. Our goal was $50,000; 

we brought in more than 

$236,000. Growth since has 

been explosive. Sales were more 

than $20 million in 2016. For 

2017, we are projecting more 

than double that. 

All the while, that super-

visor’s judgment has stayed 

with me, tattooed on my brain. 

It represents all the nos, the 

don’ts, and the you can’ts I’ve 

heard along the way. It’s a 

reminder that people won’t take 

you seriously if you don’t speak 

up, and you won’t grow as a 

person or an entrepreneur. And 

it serves as inspiration to never 

be deterred or lose my focus, 

determination, hunger, vision, 

or voice just because someone 

doubts me. As the inimitable 

actress Taraji P. Henson put it, 

“If you…allow people to project 

their fears onto you, you won’t 

live.” You’ve got to use it all as 

fuel for pursuing your passions. 

When “You Can’t” Means “I Will”
A former boss told me I wasn’t entrepreneurial. How wrong she was.

by V I C K I  F U L O P,  c o f o u n d e r,  B r o o k l i n e n
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*The 3.49% interest rate applies to a new or used equipment Quick Loan up to 80% LTV for loan terms up to 36 months for credit-qualified applicants. Disclosed rate reflects
0.50% discount based on automatic monthly payments from a U.S. Bank Business Checking account. Automatic payment from a U.S. Bank Business package checking
account is required to receive the lowest rate, but is not required for loan approval. A $75 origination fee applies to all loans and will impact final APR. Higher rates may apply 
based on a lower credit score, a higher LTV or not having automatic monthly payments taken from a U.S. Bank Business Checking account. Advertised rate is as of 08/28/2017 
and subject to change without notice based on market conditions. Minimum Quick Loan amount is $5,000. Maximum Quick Loan amount is $250,000. Credit products offered 
by U.S. Bank National Association and are subject to normal credit approval and program guidelines. Some restrictions and fees may apply. Financing maximums and terms 
are determined by borrower qualifications and use of funds. See a banker for details. U.S. Bank is not offering legal, tax or financial advice. You should consult with your tax 
advisor for the specific impact of the Section 179 deduction and how it may apply to your business. Credit products are offered by U.S. Bank National Association. Deposit
products offered by U.S. Bank National Association. Member FDIC. ©2017 U.S. Bank.

“World’s Most Ethical Companies” and “Ethisphere” names and marks are registered trademarks of Ethisphere LLC.

Business Quick Loan interest rates as low as

3.49%*
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usbank.com/quickloan

Go from “Is it possible?” 

to “What’s next?”

With a Business Quick Loan from U.S. Bank, 

you may be able to finance equipment for your 

expanding business needs. You may even 

be eligible for a Section 179 tax deduction 

up to $500,000. Talk to your local U.S. Bank 

Business Banker today.
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1/ You don’t  
hate them. 

“I ask myself what I 

call ‘the airport ques-

tion.’ I imagine I’m 

stranded at the air-

port and my flight is 

delayed by three 

hours. If I saw this 

investor in the airport, 

would I walk right up 

to them and say, 

‘Great, we get to 

spend some time 

together!’ or would I 

turn away and hope 

they didn’t notice 

me? If I can’t 

emphatically say it’s 

the former, they aren’t 

the right fit.” 

—PATRICK QUINLAN, 

CEO, Convercent

2/ Their references 
check out.

“I ask potential inves-

tors for an introduction 

to a portfolio company 

that isn’t a high per-

former or that has been 

challenging to support. 

Every early-stage 

investor, at some point, 

struggles with a com-

pany, because startups 

have big ups and 

downs. Do a reference 

check with the portfolio 

company's founder to 

understand their point 

of view on working with 

the investor. This will 

give you a greater 

understanding of the 

investor's support 

during contentious 

moments.” 

—MILANA RABKIN, 

cofounder  

and CEO, Stem

5/ They’re curious.

“In more than one 

meeting, we walked 

through our launch 

strategy and business 

model, and the inves-

tors voiced their agree-

ment. Things like ‘This 

makes a lot of sense’ 

and ‘I really like the 

approach’ came up 

over and over again, 

but there weren’t a lot 

of thoughtful questions. 

When we followed up, 

they did a complete 

180 in terms of how 

they thought about our 

strategy. The lack of 

thoughtful questions 

was actually one giant 

red flag. Now we 

know.” 

—JOSH WIESMAN, 

cofounder  

and CEO, Smilo 

3/ They see  
your strengths.

“The Riveter is a 

coworking space for 

women entrepreneurs. 

We’ve had a pretty 

obvious litmus test for 

investors this year, as 

I've been very pregnant 

with my third child. 

Some investors 

expressed pretty anti-

quated ideas of what it 

means to be a mother, 

and those sentiments 

were nonstarters in 

terms of moving for-

ward. Outdated defini-

tions don’t reflect our 

reality, which is that 

mothers are powerful 

leaders. We need to 

work with investors who 

walk the same line.” 

—AMY NELSON, 

cofounder and CEO, 

The Riveter

4/ They 
communicate!

“I text them, usually 

something time-sensitive 

but not critical. If they 

respond quickly and are 

comfortable with this 

communication stream, 

then I know two things. 

First, they are interested 

and want to move to a 

more ‘direct’ conversa-

tion. Second, I will be 

able to keep them 

updated on business 

developments so our 

board meetings won’t be 

spent recapping. An 

unexpected thing hap-

pened recently: A VC 

texted me first! It made 

me want to accept her 

firm’s term sheet.” 

—GINA ASHE,  

CEO, ThirdChannel

6/ They do  
their homework.

“It’s essential that our 

investors consider health 

and wellness to be 

important. To ensure they 

truly get it when it comes 

to the need for healthier 

skincare options, I’ll ask 

about the products they 

use daily. This is pretty 

fun—most of these inves-

tors are male and have 

never shared their skin-

care rituals with anyone. 

One investor took it super 

seriously and reported 

back that he tried tons of 

our products compared 

with conventional 

options—he even tried on 

our lipsticks and com-

pared them with his 

wife’s. Now that was 

commitment!” 

—TARA FOLEY,  

founder, Follain

The Investor Test
Finding someone to support your business is about more than facts and figures on a term sheet.  

So we asked six entrepreneurs: How do you know when an investor is the right fit?

Six Ways
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*Invoca, State of the Mobile Experience, 2016
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Office Space
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SINCE LAUNCHING IN 2010, WeWork has become the go-to coworking space and office provider for growing 

startups and fledgling freelancers alike. With 165 locations worldwide, its affordable, stylish spaces are 

home to more than 20,000 businesses. But the crown jewel of WeWork’s portfolio is the company’s own 

headquarters in New York’s Chelsea neighborhood. A dramatic staircase with three large landings is 

outfitted with cozy couches and lounges, connecting three floors to provide synergy among WeWork teams 

(not to mention the 100 other companies that share the space). A communal kitchen encourages employees 

to chat as they grab an espresso or gather for weekly TGIM—thank God it’s Monday—dinners. A company 

that gets employees to celebrate the beginning of the workweek? Must be doing something right. 

Inside WeWork
Interviews by K R I S T I N H U N T

DEVIN VERMEULEN/

Creative director of enterprise

“We wanted to make this HQ an expression of the 

brand. It was built on getting people to interact 

as much as possible. There’s no kitchen on the 

fifth or third floor—it’s on the fourth, which makes 

everyone go down or up there to get coffee, to 

get a beer after work. That, combined with the 

open stairs, makes this feel like one giant floor. 

We may not know everyone’s name, but at least 

we see them on a regular basis.”

CARLO BAILEY/

Design researcher

“What we’re doing is unique in 

terms of research into workplace 

architecture and how that connects 

with technology. We have this test 

bed of thousands of spaces and 

track everything about how mem-

bers use the space versus how 

architects have designed the space, 

and study this relationship.”
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ASHLEY COUCH/

Creative director for 
Europe and Israel

“My background is in hos-

pitality, and I used to design 

restaurants, run them, own 

them. In a weird way, all the 

things I loved about that 

experience are replicated here 

on a larger scale. It’s 100 per-

cent about the people. From 

day one, we’ve all been in the 

trenches together—and we’re 

still in the trenches. The goals 

don’t get any easier. Yet we 

still keep achieving.”

GABRIELLA CASIMIR/

Community lead

“There’s no workplace that has this energy. 

I’ve worked in a lot of corporate buildings, 

but it’s always so dim and dull after you 

leave the lobby. Meanwhile, over here, you 

enter this buzz, and even if you’re having a 

shitty day, something here makes it OK.”

KAITLIN SWARTWOOD/ Digital operations manager

“I love morning yoga on Thursdays, which really speaks to the flexibility of the space. 

We can have a common area where we’re having tech demos, and the next morning 

it’s a yoga studio. I’ve seen people tie ropes to columns and create a boxing ring in the 

same place where I do interviews. I’ve run the stairs to do sprints. You get to see the 

space light up in different ways, and then every day doesn’t feel stale.”

RAMIN BOZORGZADEH/

Engineering director

“If you’re driven and you want 

to have an impact, this is the 

place where you can see it 

become reality. A lot of places 

I’ve worked before, you can 

have impact at a smaller scale. 

You can do great work. But at 

some point, it plateaus. This is 

one of the rare places where 

it seems like there’s no limit to 

what you can do.”

KANE KIM/ Corporate counsel

“People think coworking spaces and startups are all play, but there is 

a significant amount of sophistication. Yeah, I’m wearing a duck T-shirt 

right now, but I’m also thinking about a partnership that involves a lot 

of moving pieces. Just because we have a lighter culture doesn’t mean 

that what we do isn’t some of the most innovative stuff out there.”



Problem Solvers

three different prices, and you 

can book the cheapest one.” 

They got to work building 

a metasearch engine (which 

required a new engineering 

team) and started convincing 

travel sites like HomeAway 

and TripAdvisor to sign on and 

share their listings. Mean-

while, they kept the social 

network they’d built alive. “We 

just weren’t ready to let go,” 

O’Neal says. But as the com-

pany invested more in its new 

direction, confusion reigned 

on the site. Old members had 

no use for the search engine, 

and potential search customers 

were turned off by the social 

network. It was time for a 

painful decision: The commu-

nity was put to rest in 2012. 

Soon the rental business took 

off. Tripping.com grew rapidly, 

signing on listing partners 

across the world as the $100 

billion vacation-rentals market 

became one of the fastest- 

growing segments in travel. In 

2016 alone, Tripping.com did 

$500 million in bookings. 

And those early social 

network users that O’Neal and 

Manheimer so hated parting 

ways with? A few years later, 

they found their way back. 

“They now had jobs, were 

married, were trying to have 

kids,” O’Neal says. “They were 

in a place, financially, to utilize 

our service. And they finally 

became our customers.” 

Hear Tripping.com’s founders, 

and more stories like this one, 

on our new podcast, Problem 

Solvers. Search for it on iTunes 

or wherever you get podcasts.

E
ver visit a foreign city 

and wish you could 

hang with a local—

someone to give you 

insider tips on the 

community and cul-

ture? Jen O’Neal and 

Jeff Manheimer were 

betting on it. “We wanted to 

build a social travel site, a place 

for cultural exchange,” says 

O’Neal. “If you’re in Paris or 

Prague or Shanghai, we’ll help 

you meet a local for a beer.”

They called the new social 

network Tripping.com and 

launched it at TechCrunch 

Disrupt in 2010. A month 

later, they had members in 150 

countries. Joining was free; 

the company planned to make 

money as an affiliate for big 

travel sites—when a member 

booked flights, hotel rooms, 

or rental cars, Tripping.com 

would get a cut. But that didn’t 

happen; there was no interest 

in booking flights, hotel rooms, 

or rental cars.

The duo had stumbled upon 

a common business problem: 

Sometimes an idea is popular 

but just not monetizable. “We 

looked at our user base and 

realized that most of them 

were in their early 20s,” O’Neal 

says. “A lot were still students, 

with very small budgets. And 

they just weren’t in a place 

to buy. We couldn’t monetize 

our base.” In this situation, a 

company has two options. It 

can change its business model 

or switch businesses entirely.

To find a solution, O’Neal 

decided to host a team retreat. 

“We figured we’d spend a few 

days at Lake Tahoe, drink some 

beers, and brainstorm.” Easier 

said than done. “We started 

looking at rental properties, and 

it was an insanely complicated 

process,” O’Neal says. Back in 

2011, rentals couldn’t be booked 

online with a credit card; they 

instead involved countless 

emails and phone calls with the 

property owner, and a deposit 

via cash or check. “We also 

noticed the same properties on 

different rental sites at different 

prices. It was a hassle.” 

They never did find a place 

to stay. Instead, they ended 

up in tents in Big Sur—and as 

they sat around the campfire 

complaining about the lack 

of fluffy beds and cozy linens, 

they stumbled upon their 

answer: Fix the vacation rental 

market. “This was a huge, 

global problem,” O’Neal says. 

“If we could aggregate all the 

rentals around the world onto 

a single platform, we’d really 

have something. We’ll show 

you every rental in Bali and 

when you find a place that you 

love, show you that it’s avail-

able on three different sites at 

What It  
Really Takes  
to Pivot
When Tripping.com’s customer base wasn’t  

interested in buying what it planned to sell, the company 

had to find a new model—and let go of the past.   

by S T E P H A N I E S C H O M E R
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Tripping.com cofounder 

Jen O'Neal.
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HAVE A PROBLEM WE CAN SOLVE FOR YOU?  

TELL US AT HELPME@ENTREPRENEUR.COM What's Your Problem?

Find the Right Help for Hire
Expert opinions and guidance can help your business soar—but before you invest,  

be sure you know what you’re looking for. by A D A M B O R N S T E I N

isn’t to have lots of clients—it’s 

to add significant value to 

every single client.

Your task, Bobby, is navigat-

ing through smoke and mirrors 

to avoid another bad partner-

ship. Before you start con-

tacting consultants, develop 

a way to measure success and 

predetermine what would be 

worth your time and money. 

Some agreements are clear: 

You pay money and hope to 

make it back, and then some. 

Others have wrinkles, where 

the payoff isn’t immediate, 

such as building an audience 

or acquiring leads. Those all 

have worth, but it’s up to you to 

decide how much. 

After you’ve built your 

assessment, separate those who 

look good on paper from those 

who can actually take your 

business to the next level. Most 

people are happy to talk about 

their strengths, so ask a poten-

tial consultant to discuss their 

weaknesses. Who’s a client he 

can’t help? What services can’t 

he provide? 

For example, my team stays 

away from companies without 

any infrastructure. Our short-

term goal is to build and execute 

strategy—and then hand it over 

to a team. If a business can’t 

sustain what we build, it’s not a 

good fit. We also avoid compa-

nies that don’t think tech and 

digital media can help them. 

We work with many brick-

and-mortar businesses, and it’s 

important that they’re eager 

to learn how advancements in 

tech can keep them relevant. (If 

you want to piss into the wind, 

that’s fine. But we’re not going 

to stand next to you.)

Once you’ve weeded out 

the wrong candidates, ask the 

remaining consultants to name 

two clients they’ve worked with 

that are similar to your busi-

ness, why those clients were a 

good fit for the agency, and the 

results of the partnership. I’ll 

be the first to admit that this 

can be a tricky situation. Most 

clients we work with—espe-

cially big names like Microsoft, 

DirecTV, and Equinox—require 

us to sign a nondisclosure 

agreement, so the information 

we can share is limited. But if a 

consultant has done the work, 

he should be able to communi-

cate wins even if he can’t offer 

specific numbers. 

When you think you’ve 

found someone who can walk 

the walk, you can either decide 

to move forward or make one 

last request and ask to speak 

with a former client. This final 

step isn’t necessary, but it can 

be incredibly helpful—espe-

cially if you’ve had bad experi-

ences in the past. Besides, the 

best consultants are excited to 

share their work because they 

have very satisfied clients. 

This is a long process, no 

doubt. But these steps will not 

only help you avoid entering 

into a bad relationship, they’ll 

also provide clarity about what 

your business truly needs to 

grow—and that will continue 

to pay off long after you’ve 

hired a consultant. 

Adam Bornstein is the  

founder of Pen Name  

Consulting, a marketing and 

branding agency.

WHEN I FIRST started my con-

sulting agency, I took on every 

client who showed interest in 

our services. We were new, and 

I truly believed we could add 

value anywhere. 

It was a huge mistake. 

Early on, we were a catch-

all branding agency, trying 

to be everything to everyone. 

We offered public relations 

and design services, and we 

specialized in growth—building 

an audience, creating social 

marketing, helping sites convert 

audience members into custom-

ers. We had too many clients 

to juggle and lacked focus. We 

ended up with some hits, sure, 

but we had way too many misses. 

Today, we reject more 

than 90 percent of the folks 

who knock on our door, and 

that’s been the best move for 

our clients and our business. 

Deeper integration means bet-

ter results, and better results 

means better case studies that 

demonstrate our work and 

impact. The job of a consultant 

We’d like to hire a consulting  

firm to help our business grow, but  

we’ve been burned in the  

past. How do we find a good fit?  

—BOBBY A., San Diego
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You’ve always dreamed of being an 

entrepreneur. In fact, you already have 

an idea for a creative new product or ser-

vice. You even have the qualities to lead 

a passionate team. 

So what’s holding you back?

Starting your own business can be a 

daunting endeavor; It requires risk, men-

tal and emotional toughness, and lots 

of hard work. But you’ll never achieve 

your dreams if you don’t get started. And 

what better time than now?

Here are three things every aspiring 

entrepreneur should keep in mind while 

pursuing their success.

1. Be courageous.
Fear is a universal emotion. For a 

person who has ambitious goals and 

dreams, fear is something to over-

come—quickly. Otherwise, you may 

never get started.

Successful business owners har-

ness their inner courage and press on, 

regardless of rejection, criticism or 

failures. They account for risk and strat-

egize ways to succeed despite their 

obstacles or uncertainty, facing them 

head-on and overcoming them. 

Always remember your dreams and 

3 Tips For Achieving And 
Protecting Your Business Dream

With hard work and passion, you can turn the 
dream of owning your own business into reality.

the impact you want to make, as it will 

help bolster your courage. Having a 

strong, confident mindset can be a 

game-changer.

2. Keep pushing forward.
Getting started is just the first step. 

Achieving your dreams and building a 

successful business isn’t a sprint, it’s a 

marathon. 

To accomplish your goals, you have 

to keep moving forward.

Smart entrepreneurs stay focused 

and motivated. The daily requirements 

of running and growing a business can 

become a grind. It takes hard work to 

get the hard work done. 

Try working with a mentor who can 

guide you through the ups and downs 

of entrepreneurship. Set realistic goals 

and celebrate your achievements, that 

way you consistently see your prog-

ress. Pushing forward isn’t always a 

straight line, so remember to be flex-

ible enough to make adjustments to 

your strategy as necessary.

3. Protect what you’ve built.
Your business is a valuable asset—not 

only to you but to your employees and 

partners. You’ve put in so much hard 

work to get it off the ground, so why 

would you leave it unprotected?

Whether you’re in retail, medical, 

auto repair, you name it, any number 

of unforeseen events can negatively 

impact your company’s forward prog-

ress. Good news is there are partners 

like American Family Insurance who 

want to work with you to ensure your 

business thrives and that your most 

ambitious dreams are realized!

Not sure how much or what type of 

coverage is right for you? They’re happy 

to help! You may benefit from umbrel-

la insurance coverage, or perhaps you 

need a customized business insurance 

policy. Either way, a local agent can 

explain all your options. They’ll take 

the time to make sure you’ve got the 

coverage you need to keep your small 

business dream thriving.



YOU WERE THE BOSS OF YOUR LEMONADE STAND.

Lawn mowing company.

Or sidewalk shoveling gig.

And when you were standing there

waist deep in three feet of Minnesota snow,

you knew that one day

this dream of yours would happen:

you would own your own business.

And now, 23 years later,

in this tiny corner store,

you do.

Every business begins with a dream.

And we believe every dream deserves the utmost protection.

Because with the right support, any dream is possible.

And there’s no better insurance than that.

LEARN MORE AT AMFAM.COM/BUSINESS
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What four entrepreneurs learned from 
working side by side with Jeff Bezos.

J
eff Bezos started Amazon 23 years ago

as an online bookstore. Today it has

grown into the largest internet retailer

in the world; it’s home to an Oscar- 

and Emmy-winning production studio; 

its subscription service, Amazon Prime,

reached 80 million members this year (up

from 58 million in 2016); and it’s made Bezos

one of the richest men on the planet. This

success alone—to see opportunities where

others haven’t, and move into them faster

than others can—would make him a daring

entrepreneur. But alongside that, Bezos has

proven himself adept at taking on totally

unexpected challenges.

In June, Bezos snapped up organic-

grocery purveyor Whole Foods for

$13.4 billion and quickly slashed prices

(though the full scale of his plans have

yet to be revealed). His stewardship of

the Washington Post, which he bought in

2013, has become the envy of the media

business: Its ad revenue grows double digits

each year, traffic has surged and broke the

90-million-monthly-user mark this year, and

it’s building technology that other media

outlets can now pay it for (like Zeus, which

delivers ads at light speed; Heliograf, the

Post’s automated storytelling system; and

Clavis, its content recommendation engine).

In sum, Bezos doesn’t just buy a company—

he uses it to rethink an industry.

To understand how his impact spreads

beyond the walls of his own operation, we

asked four Amazon alumni—all of whom

now head up their own companies—to look

back on the priceless lessons they learned

from the boldest man they know.

—J.J. McCorvey

 Jeff  
 Bezos
Founder and CEO/ Amazon  

Risk/ Never stopping, and never being predictable

Lesson 1/ 
Don’t worry about  

the money.

“My first year at Amazon, I was in 

charge of ‘space management,’ which 

meant overseeing how the storage 

was used in our warehouses. I made a 

mistake and placed too much product 

at the very top of our shelves, and 

when orders came in, workers couldn’t 

bring items down fast enough to fulfill 

them. It was a massive mistake, so I 

presented Jeff with a plan to save us 

money [while canceling the least num-

ber of orders]. I was proud of myself— 

I thought I was saving the situation. 

He looked at me and said, ‘Stop. 

Don’t worry about the money. Ship 

everything you can as fast as you can; 

don’t miss a single order. Figure out 

how much it cost us, and make sure 

it doesn’t happen again.’ Don’t worry 

about the money? Most companies 

claim the customer is the most import-

ant thing, but they’ll do what’s right for 

the company. For Jeff, it’s genuinely 

what’s right for the customer.” 

—Nadia Shouraboura,

founder and CEO, Hointer

Lesson 3/ 
Be a leader,  

not just a decider.

“Back in 2003, I was one of a handful 

of people who got the chance to start 

Amazon Web Services, which [pro-

vides cloud-computing applications 

and] today is a very large business. I 

was tasked with figuring out how to 

monetize Web Services, and I got to 

work fairly closely with Jeff. About 

a year in, my team had an idea for a 

loyalty program. Our CIO, Rick Dalzell, 

set up a meeting with Jeff, who said 

that it wasn’t a good idea for Amazon. 

As meek as I was, I actually asked 

him, ‘Can you explain why?’ He could 

have easily dismissed me, but he very 

patiently and articulately described why 

our idea wasn’t good for the company 

but would be good for other businesses 

implementing loyalty programs at the 

time. I took away two very big things. 

One was the clarity of thought I saw 

from Jeff. It forced me to think—and 

that’s the kind of clarity of thought I 

aspire to. Second, it strengthened my 

belief in him as a leader, because he 

used the moment to educate me.” 

—Vikas Gupta, cofounder 

and CEO, Wonder Workshop

Lesson 2/ 
Forget the output, and  

focus on input.

“When you look at how Jeff Bezos inter-

acts with Wall Street, he says, ‘Look, I 

don’t care about revenues and profits. 

If you want to hold me accountable for 

revenues and profits, then Amazon is 

not the stock you should be buying.’ 

Instead, he focuses on the inputs: how 

new initiatives integrate with Amazon 

Prime, the number of U.S. households 

he delivers to, the number of ware-

houses he’s built. If you look at scrip-

tures and mythologies, many of them 

talk about warriors doing their duty and 

not worrying about the outcome. It’s a 

very powerful concept, being at the top 

of your game with the things you can 

control and not worrying about what’s 

out of your control. I’ve talked to maybe 

50 CEOs in the past year during sales 

meetings, and it unsettles me how the 

majority of them are so emphatic about 

growth and revenue or profit but don’t 

think too much about the inputs it takes 

to achieve these things.” 

—Guru Hariharan, founder 

and CEO, Boomerang Commerce

Lesson 4/ 
Even as you grow, find  

ways to stay small. 

“If I were to summarize the gist of what 

it’s like having Jeff Bezos as the leader 

of the company, it would be ‘Think 

big.’ Amazon’s internal slogan actually 

became ‘Work hard, have fun, make 

history.’ Come with big ideas, but be 

thorough in how we can achieve them. 

The key is to keep everyone focused on 

the needs of the customer. And the way 

you do that is to organize your work-

force into small teams that are close 

to the customers. In the early days of 

Amazon Web Services, my team was 

very focused on customers who wanted 

payments, while other teams were 

focused on customers who needed 

storage. That notion of small teams, to 

maintain a tightness with customers, 

was alive even within the bigger team 

that was AWS. At [cloud communica-

tions platform] Twilio, we’ve adapted 

this as ‘Wear the customers’ shoes.’ 

Everywhere you walk in our offices, 

you see actual shoes sent in from our 

clients. It’s a constant reminder of how 

to succeed.” 

—Jeff Lawson, cofounder 

and CEO, Twilio
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Tom Cridland
Founder and CEO/ Tom Cridland

Risk/ Doing PR very, very differently

W
hen England withdrew from the European Union, British designer Tom Cridland got nervous. His

company sells sustainable clothing that he guarantees for 30 years, and since 2014 it has grown

into a buzzy label that generates more than £2 million ($2.5 million) annually. But when Brexit

weakened the pound, Cridland needed to expand to survive and looked to the U.S. market.

To get his name out there, he didn’t turn to a PR firm—he’d looked into it before and was shocked

at the outrageous fees. Instead, over the past two years, he mastered the art of his own PR (he even

launched a side hustle, Tom Cridland Public Relations, to help others earn press at discounted rates).

Cridland decided to drum up publicity stateside in an old-fashioned, DIY kind of way: the road trip. In

April, he and his business partner and girlfriend, Debs Marx, traveled here, jumped into a rental car, and

embarked on a 22-city media tour that meandered from Boston to Las Vegas. Before each stop, they’d send

pitches to local reporters and ask for in-person meetings. “We went out there with a plan,” Cridland says.

By booking cheap Airbnbs and motels along the way, they spent less than $6,000 on the whole trip.

And thanks to all the press—both local and national—online sales from the U.S. surged tenfold and now

make up more than half of Cridland’s business. The road-trip stunt also drummed up new business for

his PR operation. “It’s a profit-making business,” says Cridland. “And we use that profit to invest in our

fashion brand, which is why it’s 100 percent privately owned.”
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Issa Rae
CEO/ Issa Rae Productions 

Risk / Telling real stories 

Issa Rae may be best known for her 

hit HBO comedy Insecure, which had 

a season two debut this year that 

doubled last year’s ratings. But as the 

first black woman to create and star 

in a premium-cable series, she’s using 

her success to push industry-wide 

change—and stories that look and 

feel authentic to their creators and 

target audience, despite Tinseltown 

pushback. “She’s [always] saying, ‘I 

only want this shot in Inglewood, and 

I only want this cast—I don’t care that 

you’ve never heard of them before,’” 

says Deniese Davis, head of produc-

tion at Issa Rae Productions, which 

also creates many YouTube series. 

Rae and Davis are also cofounders 

of Color Creative, which produces TV 

pilots by people of color.

Russ D’Souza and  
Jack Groetzinger
Cofounders/ SeatGeek

Risk/ Writing their own ticket  

to the ticket wars

This spring, when SeatGeek spent 

$56 million to acquire Israel-based 

TopTix, the ticketing industry sud-

denly got a lot more interesting. Until 

then, SeatGeek was just another 

place to buy and sell secondary 

tickets. But more than 500 clients, 

from sports venues to music festi-

vals, use TopTix’s software to sell 

tickets directly to fans. That means 

SeatGeek just armed itself to go up 

against the behemoth Ticketmaster. 

And with its new software platform 

SeatGeek Open, it’s enabling clients 

to sell tickets directly on their own 

apps, sites, and even social media. 

“Venues realized they can’t just 

expect someone to go to their web-

site or Ticketmaster,” says SeatGeek 

cofounder Russ D’Souza. “They need 

to take advantage of the fact that fans 

are in all these mobile experiences.”

MOST DARING ENTREPRENEURS
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Tali Gumbiner and Lizzie Wilson 
Associate creative directors/ McCann New York

Risk/ Challenging the bull, and the ad industry

T
ali Gumbiner and Lizzie Wilson had a doozy on their hands: How could their advertising firm help

promote State Street Global Advisors’ index fund of gender-diverse companies? Their answer was

Fearless Girl, a bronze figure in a power pose that they installed in March in the face of Wall Street’s

famous Charging Bull. “It was a delicate moment, a high-profile location,” says Gumbiner. “Either

we’d capture lightning in a bottle, or it’d just flop.” The award-winning project delivered—not only did it

help its client reach a nearly 400 percent increase in trading volume, but the statue itself became an icon

for social movements, and New York City renewed its lease into next February. “Our favorite thing is what

it means for the industry,” says Wilson. “The idea that the work can be about doing good in the world.”
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Piera Gelardi
Executive creative director 
and cofounder/ Refinery29

Risk/ Proving that a lifestyle 

brand can be a heavy hitter 

W
hen Refinery29

launched in 2005, it

was just one in a sea

of fashion blogs. But

the startup had larger ambitions,

and over 12 years it has evolved

into a holistic news and lifestyle

site, one that’s eager to wade

into thorny issues its competitors

tend to run from. Refinery29’s

unmistakable voice (think an

ultra-supportive, ultra- informed

big sister) has attracted a global

audience of more than 20 million.

Executive creative director Piera

Gelardi—who cofounded the site

with Christene Barberich, Justin

Stefano, and her now-husband,

Philippe Von Borries—is the

embodiment of that voice, con-

stantly pushing her own limits as

much as the brand’s.

In September, you may have

followed Gelardi on Instagram as

she toured through 29Rooms,

Refinery’s Brooklyn art-show-

meets-funhouse that promotes

up-and-coming artists and causes,

including Planned Parenthood and

Women’s March. (This December,

29Rooms will set up shop in Los

Angeles for the first time.) 

Or maybe you’ve seen her

speak about the 67% Project, an

initiative launched last fall to

increase the representation of

plus-size women in media and

retail—including curating a new

stock-photo library—inspired by

the fact that while 67 percent of

American women are “plus size,” 

they’re seen in just 2 percent

of media.

Or perhaps, in July, you came

across Gelardi’s deeply personal

story about her own miscarriage,

which she suffered this June. On

Refinery29 and on social media,

she chronicled the trauma and

the struggle to move forward, and

expressed gratitude for her

friends, family, and her company’s

health insurance—especially

when her hospital bill arrived.

Gelardi shared her story on the

same day the U.S. Senate was

preparing to vote on the Health

Care Freedom Act, otherwise

known as the “skinny” repeal of

Obamacare. Why? The 20 hours

she spent in the ER cost her $150

out-of-pocket, but the grand total

without insurance would have

been a staggering $40,374.06—

more than enough to bankrupt

the average American family.

“It’s always important for us to

challenge different taboos that

create shame in women’s lives

and keep them from having the

important conversations that

move them forward,” Gelardi

says. “I want to help dismantle

that shame. After my miscarriage

piece posted, we had so many

submissions from women sharing

their own stories and hospital

bills, and it really started a con-

versation about healthcare. So

many things in our culture are

kept in the dark, but it just per-

petuates suffering and keeps

people from the connection they

deserve in those tough

moments.” 

Keeping in line with Refinery’s

mission, Gelardi’s story came

with a call to action. Not only

were readers encouraged to

share their own #CostOfCare

stories, many of which were

posted on the website, but they

were also given info on access to

healthcare, how to contact gov-

ernment representatives, and

support groups for traumatic

experiences. “We try to strike a

balance by providing tools, not

rules,” Gelardi says. “We really

think about what the resource is.” 

Just weeks later, they were

guiding their readers through

another difficult topic and news

event: the deadly white national-

ist rally in Charlottesville, Va.

Gelardi and her team shared a

series of tools to help the Refin-

ery community be an ally to those

affected, and provided tips on

how to effectively talk about race.

“You have to go into these

uncomfortable territories,” 

Gelardi says, speaking about

both life and business. “Some-

times we try and sometimes we

mess up. But it’s always going to

be important for us to take a

stand.” —Stephanie Schomer

MOST DARING ENTREPRENEURS



GET PLUGGED IN TO OUR POWERFUL 

HIGH-TECH NETWORK.

From robotics and photonics to mobile technologies and modeling and simulation, there is 

no doubt that Florida is a hotbed for high-tech excellence. That’s why we’re home to over 

27,000 tech companies that employ nearly 240,000 workers. We’re also one of the largest 

exporters of high-tech goods. And considering we have over 2.5 million young, motivated 

millennials working here, we will be for a long time to come. Discover what a future in 

Florida means for your business at

fl oridathefutureishere.com/technology, or call 877-YES-FLORIDA.



52 /  E N T R E P R E N E U R . C O M  / November 2017

Amanda de Cadenet
Founder and CEO/ #girlgaze

Risk/ Creating her own opportunity by creating opportunity for others 

I
didn’t set out to start a business,” says Amanda de Cadenet. Instead, she was just a photographer

and TV personality trying to make a point. “You look at magazine covers, editorials, ads—they’re

all photographed by men, but they depict women,” she says. She wanted to encourage female

photographers to share their work online and increase visibility. Her call to action came in 2016 

through the Instagram hashtag #girlgaze, and to date, 2.8 million images have been shared. Teen Vogue

even handed an entire issue over to the cause. “We curated the September issue and provided more

than eight paid photography jobs to girls around America,” she says. “That’s when I knew this could be a

self-sustaining business.” This year, #girlgaze evolved into a one-stop creative agency. “We conceptual-

ize the content and use our network of talent to execute it,” she says. Projects with Warby Parker,

Gap, and Shinola have created numerous campaigns and jobs for female photographers, and #girlgaze

is now building a portfolio-hosting and job-listing site. “People say, ‘Oh, we don’t know where to find

girl photographers.’ We’ll tell you where to find them.” 

John Idol
CEO/ Michael Kors

Risk/ Walking away from the 

masses he once courted

John Idol took over as CEO in 2003

and famously embraced a strategy of 

accessible luxury (selling Michael 

Kors as a nice brand most people can 

afford). That led to big sales and hun-

dreds of stores worldwide, but in 

recent years, sales have plummeted—

largely because the brand became 

too ubiquitous, almost too accessible. 

So now Idol is steering Kors into a 

bold new direction—not just by mak-

ing his brand more exclusive but by 

laying the foundation for a new luxury 

conglomerate. Idol is nixing discounts 

on his products, closing 100 or so 

outlets to concentrate on the glitzier 

ones, and, in July, agreed to pay  

$1.2 billion for British shoe brand 

Jimmy Choo. Key to this plan is 

reaching millennials in Asia. According 

to Accenture, 60 percent of the 

world’s millennials will live in Asia by 

2020 and their disposable income will 

nudge $6 trillion. Idol wants to be top 

of their mind. Jimmy Choo’s sales in 

the region rose 19.2 percent last year, 

and in August, Michael Kors became 

the first upmarket brand to accept the 

Chinese online credit card Huabei on 

its Asian website.

Micha Kaufman
Founder and CEO/ Fiverr

Risk/ Going after an audience he 

used to dismiss

Fiverr began as a marketplace for $5 

services, which often meant cheap 

offers that undercut professionals. (A 

much-criticized Fiverr 2014 Face-

book ad: “You’re paying too much for 

design.”) But this June, it launched 

Fiverr Pro, a platform for the high-

skill talent it once pissed off. Already, 

more than 10,000 have joined—

charging fees of up to $9,000. P
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Ted Sarandos
Chief content officer/ Netflix

Risk/ Betting it all on a big vision

If you anticipate a negative cash flow 

of up to $2.5 billion this year and 

have long-term debts of $4.8 billion 

on the books, some advisers might 

suggest you pull back on spending. 

Netflix takes a different approach. 

Chief content officer Ted Sarandos 

insists that prestige fare brings in 

more viewers, whom it can then 

monetize with higher subscription 

prices. That’s why the company will 

increase spending on original pro-

gramming from $6 to $7 billion next 

year. In August, the network also 

poached Shonda Rhimes from ABC, 

cajoled the Coen brothers into TV 

production, and lured David Letter-

man out of retirement. Despite the 

sticker shock, Netflix insists it’s being 

cost-savvy. By owning content, it can 

renew hits, ditch flops, and retain 

rights. It also recognizes that the 

future of content development is 

global. Netflix currently has 104 mil-

lion members in more than 190 

countries and produces shows in  

19 countries. “Some of them work 

out great, some of them work out not 

so great,” said Sarandos in an inves-

tor call in July. “We can learn from 

every single one of them.”  

Tina Sharkey and Ido Leffler
Cofounder/CEO, cofounder/chairman/ Brandless

Risk/ Taking “stealth mode” to the next level

T
ina Sharkey and Ido Leffler had a bold idea: an online store that sells only generic versions of

daily essentials for $3 each. The dish soap, say, would just be labeled DISH SOAP. But they shared

this with almost nobody. “When you’re taking on the reimagination of modern consumption like

we are, it’s better to do it in stealth,” says Sharkey, a serial entrepreneur and venture capitalist.

“It’s better to disrupt than announce your disruption and then try to disrupt.” So as they raised money

and built their company, Sharkey and Leffler claimed they were building something called Dhosi—and

included it on business cards and in LinkedIn profiles, employee recruitment outreach, and investor

decks. They even built a Dhosi website. “Dhosi is the name of a historical hill in India where, legend

has it, dirt was said to have healing properties. We joked that it was the first known brand,” Sharkey

says. “And, you know, the URL was available.” The deception paid off: When they launched their real

brand (called Brandless) in July, the press pounced and orders came in from 48 states. By week six, a

double-digit percentage of customers were already reordering products.

Yifan Zhang
CEO/ Loftium 

Risk/ Helping out on  

mortgages—with a curious catch

The mortgage industry is a big, 

scary, old one, with little in the way 

of innovation. But Yifan Zhang’s 

newly launched Loftium has a sur-

prisingly fresh idea: It will provide 

down-payment assistance for home 

buyers, so long as they agree to 

Airbnb at least one spare bedroom 

for up to 36 months and split the 

additional income with Loftium. P
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Nicholas Horbaczewski
Founder and CEO/ Drone Racing League 

Risk/ Creating a 21st-century sport

T
wo years ago, not many people had heard of drone rac-

ing. (You may still have never heard of it.) It’s a sport that

drone owners dreamed up and play as a hobby. But self-proclaimed adrenaline junkie Nicholas

Horbaczewski saw greater potential. In 2015 he created the Drone Racing League, a tech, sports,

and media startup with $32 million in funding whose eclectic investors include Miami Dolphins owner

Stephen Ross. “Creating a sport from scratch involved pilots, spectators, broadcasters, sponsors, and

venues,” says Horbaczewski. “But first we had to build the actual drones.” For fans, the races look like

computer games, with drones flying more than 90 mph, viewable via a live feed from pilots’ headsets.

Last year’s inaugural tournament aired on ESPN, and business has soared since then. The 2017 races

led to deals with broadcasters in 87 countries and sponsorship deals with Allianz, Amazon, and the

U.S. Air Force. The league is investing in tech to deliver a more immersive experience and tying up a

gambling partnership with Betfair—for those who find the races aren’t sufficiently nerve-jangling.

MOST DARING ENTREPRENEURS





Ebele Ifedigbo
Cofounder/ The Hood Incubator 

Risk/ Making pot dealers legit

Legal pot has been a boon to many 

entrepreneurs—but people who 

were “underground cannabis entre-

preneurs” (a.k.a. pot dealers) have 

often been left out, lacking the  

capital, the networks, and, some-

times, the clean records it takes to 

go legit. Ebele Ifedigbo, along with 

cofounders Biseat Horning and 

Lanese Martin, wants to change that. 

Their Oakland incubator connects 

budding entrepreneurs with jobs and 

apprenticeships, and hosts legal 

clinics on red tape and cleaning up 

records. “This is an economic 

opportunity unlike any that we’ve 

seen for our community,” Ifedigbo 

says. “We want to make sure we’re 

really taking advantage of it.”

Jackie Hunter
CEO/ BenevolentBio,  

a subsidiary of BenevolentAI

Risk/ Making life-or-death 

decisions with AI

Discovering a new drug requires 

combing through reams of data in 

what can be a 12-year, $1 billion 

process. And still, things get missed. 

“Big Pharma’s business model is not 

sustainable,” says industry veteran 

Jackie Hunter. “It doesn’t use a frac-

tion of available evidence.” So she’s 

building a way to use artificial intelli-

gence to process scientific results 

exponentially faster, enabling 

researchers to work on many drug 

programs at once for diseases from 

ALS to Parkinson’s. It may sound 

scary, handing such a task to robots. 

But, she says, “AI can be used as a 

force for good.” 

Perrin Chiles
CEO/ Adaptive Studios

Risk/ Turning unloved film 

scripts into fresh revenue

Every day in Hollywood, scripts are 

bought, only to be abandoned at the 

expense of considerable money and 

time. That’s where Adaptive Studios 

sees opportunity. It buys abandoned 

properties cheap and converts them 

into fresh content across several plat-

forms. The four-year-old studio saw 

big payoffs in 2017. For example, it 

took a discarded script, turned it into a 

book to generate buzz, and then 

adapted that into a Netflix movie, Coin

Heist. TV and film make up 60 percent 

of the (profitable) business, but the 

real growth is in video, “which is really 

exciting,” says CEO Perrin Chiles. “We 

want to be the Sundance for the next 

generation of storytellers.” 

Oliver Sanchez 
Cofounder and CEO/ Plug

Risk/ Helping immigrant  

entrepreneurs flourish in the U.S.

When Mexican entrepreneur Oliver  

Sanchez ran Plug coworking spaces 

in Brazil, he realized some startups 

need more than just a desk and 

wi-fi—especially when they’re run by 

immigrants. “Many entrepreneurs 

from abroad face the same chal-

lenges: lack of a network, cultural 

adaptation, and a different confi-

dence level,” he says. So last year, 

he opened Plug Cambridge, an incu-

bator that provides space, mentor-

ing, and visa assistance to foreign- 

born entrepreneurs in Massachu-

setts. “I want to prove that non– 

U.S. entrepreneurs are an asset to 

the economy, that they’re as good  

as someone from here,” he says. 

MOST DARING ENTREPRENEURS

Old Dominion’s focus on premium service means every item arrives with one of the 
lowest claims ratios and one of the best on-time records in the industry. 

Old Dominion Freight Line, the Old Dominion logo, OD Household Services and Helping The World Keep Promises are service 
marks or registered service marks of Old Dominion Freight Line, Inc. All other trademarks and service marks identified herein are 
the intellectual property of their respective owners. © 2017 Old Dominion Freight Line, Inc., Thomasville, N.C. All rights reserved. 

Major League Baseball trademarks and copyrights are used with the permission of Major League Baseball Properties. Visit MLB.com.



Brianna Wu
Cofounder/ Giant Spacekat

Risk/ Trading Gamergate for 

government 

In 2014, game developer Brianna Wu 

became a prime target in Gamer-

gate, a sustained harassment cam-

paign of women in the video game 

industry. “It gave me very thick,  

rhinoceros-like skin,” she says, so 

now she’s trading one toxic fight for 

another—by running for Congress. 

Gunning for Stephen Lynch’s seat 

representing Massachusetts’ 8th 

District, Wu is pushing the need for 

cybersecurity and says government 

could benefit from a dose of entre-

preneurial pragmatism. It isn’t about 

wins and losses, she says: “As an 

entrepreneur, we don’t get points if 

we get our way; we have to make it 

happen no matter what.”

Gina Waldhorn
President/ Quirky

Risk/ Embracing a brand best 

known for its bankruptcy

Quirky was an innovator’s dream, 

taking novice inventors’ projects from 

idea to market, but the high cost of 

manufacturing so many different 

types of products led it to bankruptcy 

in 2015. Now under the leadership of 

Gina Waldhorn, who previously 

cofounded innovation startup  

Evol8tion, Quirky will work exclu-

sively with manufacturers who have 

expertise in given categories. Inven-

tor royalties will decrease, but higher 

volumes, Waldhorn says, could earn 

them more. And Quirky has many 

inventions to choose from; more than 

50,000 were submitted while the 

company was dormant. “The com-

munity wouldn’t quit,” she says. 

Wade Foster
Cofounder and CEO/ Zapier

Risk/ Paying new hires to leave

Many tech companies pay to move 

new hires to the Bay Area. But this 

spring the Silicon Valley–based 

workflow automation software com-

pany Zapier offered the opposite 

deal: $10,000 to help any Valley 

resident move somewhere else. 

(Zapier’s workforce is remote.) The 

offer got so much press that it 

attracted excellent applicants—from 

all around the country. Zapier has 

since hired or made offers to 41 new 

people, including only one from  

San Francisco who got the deal. 

“We’re ready and willing to make it 

happen [for more people],” says 

CEO Wade Foster. But compared to 

hiring pricey recruiters, Zapier has 

gotten the deal of the century. 

Daniel Schwartz
CEO/ Restaurant Brands 

International

Risk/ Taking big bites of  

a global restaurant market

Daniel Schwartz was 30 and had no 

restaurant experience when he became 

Burger King’s CEO in 2010, after his 

investment firm gained majority owner-

ship. Following months working the 

grills, swirling soft-serve, and even 

scrubbing toilets, he instituted changes 

that led to a tripling of BK’s valuation. 

In 2014, he merged BK with Tim Hor-

tons and promised big international 

expansion for that brand—which 

hasn’t happened as fast as it should 

have, some analysts grumble. That 

didn’t stop him from buying Popeyes 

for $1.8 billion this year, making a big 

bet on a global demand for 

Louisiana-style fried chicken. P
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Bozoma  
Saint John
Chief brand officer/ Uber

Risk/ Offering love  

to a very tarnished brand

E
verything Bozoma Saint John touches

turns to pop culture gold. Last year,

as the head of global consumer mar-

keting for Apple Music, she brought

the funk to the Worldwide Developers

Conference, leading a sing-along of “Rap-

per’s Delight” onstage to showcase the

service’s new features. In 2012, as head

of music and entertainment marketing for

Pepsi, she wrangled celeb endorsements

with the likes of Nicki Minaj, Eminem, and

Kanye West. And in an act of amazing

foresight—back in 2002 while working for

Spike Lee—she championed a newly solo

Beyoncé to star in a Pepsi commercial.

So tongues wagged in Silicon Valley

this June when Saint John (or Boz, as she

calls herself) took on a newly created role

as chief brand officer at Uber, a company

whose reputation may charitably be called

beleaguered. Mired in accusations of sex-

ual harassment, a toxic internal culture, and

cutthroat competitive tactics, the founder

and former CEO, Travis Kalanick, resigned

around the same time Saint John joined. A

new CEO, Dara Khosrowshahi, formerly of

Expedia, was brought on in August.

For Saint John, joining Uber was about

knowing in her gut that she was ready to

take on a full-scale brand turnaround—

and genuinely believing that Uber was

worthy of one. “I expected to come in

to doom and gloom and people walking

around with their heads down,” she says. “But

overwhelmingly, people are inspiring and want to

do great things for the future. It’s a reinvigorated

group of people who want to do the right thing.” 

Saint John knows authentic reinvention will

hinge on internal transformation—no campaign in

the world could (or should) paper over the troubles

Uber created for itself. “The things that have hap-

pened that make people feel like they can’t sup-

port the brand need to stop,” says Saint John. “It’s

not the job of one; it’s the job of many to change

the brand of Uber.” That means working with HR

and the company’s leadership team to create a

more diverse and inclusive environment. To that

end, in August Uber announced a three-year part-

nership and $1.2 million commitment to Girls Who

Code; Saint John will also join its board. It’s a first

step, she says, in creating a more robust pipeline

of women engineers.

Despite the heavy lifting and time required to

revamp Uber’s culture, Saint John thinks there

is immediate work to be done closing the gap

between how people think about Uber the service

and Uber the company. Lots of people love the

former; the latter, not so much. Saint John sees it

as part of her role to refocus the storytelling.

“I do believe in complicated brands and com-

plicated stories,” says Saint John. “I want to show

more than one side of this thing. There are things

happening with product, things happening with

drivers, things happening with riders, things hap-

pening with new partnerships. I want to be able to

tell a layered story.” 

The first campaign released during Saint John’s

tenure features 17 TV spots, one for each of Uber’s

official NFL ride-sharing partners. The ads feature

real-life Uber drivers in their favorite team’s gear,

getting psyched for game day before driving to

the stadium. The ads are a love letter to drivers,

who have at times had strained relations with

their employer. “The drivers are talking to people

every single day while they take them from here

to there,” she says, “and I want to make sure their

humanity is also seen.” 

As for the competition, which saw Uber’s bad

press as a business opportunity, Saint John says

bring it on. “I’ve always been in business with strong

competitors, whether it was the cola wars, or Apple

versus Android, or Apple Music versus Spotify,” 

she says. “I almost feel like I can’t do my work

unless there is competition. I was a track athlete in

high school, and there’s nothing better than having

someone three lanes over breathing down your neck

to help you run faster.” —Erin Schulte

Jason Njoku
Founder and CEO/ IROKOtv 

Risk / Changing everything to 

chase the right customer

IROKOtv launched as a subscription 

service streaming Nollywood films—

essentially a Netflix for Nigeria. One 

problem: Few Nigerians have  

wi-fi strong enough for streaming, so 

most subscribers were from the far 

smaller pool of Nigerian emigrants 

living in the West. To change that, 

starting in 2015, Jason Njoku built a 

new product that enables downloads 

(no more buffering!), created original 

content (to drive subscriptions), and 

built wi-fi kiosks across Lagos where 

subscribers could download content. 

The investment paid off: This June,  

Nigeria surpassed the U.S. and 

Europe as his largest subscriber mar-

ket. “The disruptive and often painful 

journey I’d taken the entire organi-

zation through was worth it,” Njoku 

says. He’s now angling to expand 

across Africa.

Ellie Dinh and  
Quang Dinh
Cofounders/ Girlfriend 

Collective

Risk/ Pricing product at $0

When activewear brand Girlfriend 

Collective launched in 2016, it 

wanted to amass loyal customers. 

“But we didn’t know how to get peo-

ple to trust us,” says Ellie Dinh, who 

founded the company with her hus-

band, Quang Dinh. Advertising 

seemed a gamble…so what if they 

just gave away product instead? On 

Facebook, they announced they’d 

sell pairs of $68 eco-friendly leggings 

for just the cost of shipping—and 

received 10,000 orders in hours. The 

promotion ran for months. “We’re still 

climbing out of a hole,” Quang says. 

But now they’re selling at full price, 

and those first freebie recipients are 

back (and paying) for more. 

MOST DARING ENTREPRENEURS
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Alex Bellos
President/ West Elm 

Risk/ Breaking out of a comfortably 

furnished comfort zone

W
hen you enter a furniture store, the company hopes you

sit and stay a while. Now West Elm is betting on it. The

Brooklyn-based home furnishings retailer, whose stores are beloved for their pristine styling of

sophisticated but inviting furniture and accessories, announced last fall that it’s making a push

into the world of hospitality and will debut West Elm Hotels in 2019. Six locations are in development and

will result in boutique experiences in which guests will have the opportunity to purchase the furnishings

and accessories that surround them.

West Elm, like many furniture retailers, is losing market share to online startups like Wayfair. Company

president Alex Bellos knew it needed to create new opportunities that could do what no online retailer

could, namely let the customer live with the furniture before buying. “Our stores’ environment and styling

are designed to help customers imagine and express their personal style at home,” he says. “The hotels

will offer a deeper experience as guests and the community make each property feel like their own.” 

The opportunity is bigger than just an ultimate showroom, Bellos says. He believes West Elm has

spotted a meaningful gap in the hotel market. By creating homey stays in underserved business hubs

like Detroit and Minneapolis, the company is moving into fertile Airbnb territory. Instead of extolling

thread counts or rug weaves, its marketing materials gush about “communal spaces” and “community

connections.” And with the hotels overseen by DDK, a management company formed by alums of

trailblazing Andre Balazs Properties and Ian Schrager Hotels, the accent is firmly on the guest expe-

rience. Staff members, who will soon be put through their paces at the West Elm Academy, will be

chosen for their conviviality.

Howard Schultz
Executive chairman/

Starbucks 

Risk/ Leaving a thing that’s 

really, really working

Howard Schultz saved Starbucks 

from a downward spiral and could 

have kept running a caffeinated 

victory lap. Instead, less than a year 

ago, he stepped down from CEO (to 

executive chairman) and is launching 

upscale coffee bars (Reserve) and a 

handful of ultra-luxe coffee destina-

tions (Reserve Roastery)—all to win 

over the big-spending coffee snobs 

that may deem Starbucks too mass- 

market for their morning routine. 

West Elm Hotels, 

set to open in 

2019, will feature 

shoppable rooms.
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I
t was supposed to be a simple transaction. Fairfax Media, one

of Australia’s largest media companies, wanted to digitize two

million photos in its newspaper archives. So it struck a deal with an Arkansas company that would scan

the images and could then sell off the originals. In 2013, Fairfax shipped over the photos. A few months

later, the FBI raided the Arkansas company and charged it with an unrelated fraud. (Its owner pleaded guilty

this March.) Years passed. A bank took control of the photos and would likely sell them off indiscriminately.

When Los Angeles–based photo dealer Daniel Miller heard about the situation this year, he asked to

take a look. “To see a collection that was a pictorial survey of the history of a country was amazing,” he

says. “My idea was that these should be sent back, but I couldn’t find any entity that could deal with

something this big.”

Miller had no connection to Oz but felt suddenly responsible, the last man standing between a country’s

cultural history and potential oblivion. He also saw a business opportunity. So in August, he bought the

collection (the price was undisclosed but in the millions) and began plotting how to get most of it back to

Australia—selling to cultural organizations, nonprofits, museums, and libraries at a subsidized rate, and to

collectors at full price, so he could fund the subsidies. So far, 50,000 photos have made it back home, and in

September, he launched an exhibition called “The Australians” at his Santa Monica gallery, which he plans

to tour around the U.S. Will he make a profit on this? He hopes so, but he knows only one thing for sure: “It

was the right thing to do,” he says.

Daniel Miller
Owner/ Duncan Miller Gallery

Risk/ Saving a country’s cultural history, at a cost
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(Clockwise from top right)

Inside the warehouse 

where two million photos 

are being organized; some 

photos from the collection.
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Rachel Tipograph
Founder and CEO/ MikMak

Risk/ Changing her business model…right after she got funded

R
achel Tipograph thought she had a digital retail winner. Her app, MikMak, launched in 2015 and cre-

ated short, funny infomercials to get consumers to laugh all the way to checkout. Brands like GE and

L’Oréal signed up to sell products through it. But in 2016, Tipograph realized that dedicated shopping

apps weren’t the future. Instead shoppers relied more and more on Google, Amazon, and Facebook

to find and buy. So months after closing a 2016 fund-raise, she told investors to forget the app—she was

going to license MikMak’s platform to retailers to use on their own. “It’s not an ideal time to change your

model,” she admits. “You go out to the venture market with a narrative, and if you change it, that spooks

people.” Only one investor ran; the rest cheered. To date Tipograph has raised $4 million.

Mitch Lowe
CEO/ MoviePass

Risk/ Slashing prices harder 

than Freddy Krueger

MoviePass is a dream product for 

movie buffs, but it’s been a night-

mare for stakeholders. The com-

pany, which enables subscribers to 

see a free movie every day at  

91 percent of U.S. theaters, has 

never been profitable. In 2016, it 

brought in former Netflix and Red-

box executive Mitch Lowe as CEO, 

and this August he made a bold 

change: He dropped MoviePass’s 

monthly plan from between $30 and 

$50 to just $9.95. In response, its 

subscriber base reportedly soared 

from 20,000 to 150,000 in a week. 

MoviePass hopes to break even on 

the subscriptions, but Lowe believes 

the increased attendance will open 

up new revenue streams from stu-

dios and theaters. “It may sound 

crazy,” Lowe says, but at Redbox he 

offered $1 rentals while Blockbuster 

was charging $5. “And we all know 

what happened to Blockbuster,” he 

says. Plus, the more people use 

MoviePass, the more data it can 

gather—like how many trailer views 

it takes before someone buys a 

ticket—which it can then sell to 

studios and theaters.

Patty Jenkins
Director/ Wonder Woman

Risk/ Making the impossible 

profitable

Patty Jenkins took a film repeatedly 

deemed impossible to make and 

turned it into a $400 million box-office 

hit. But it wasn’t easy. For instance, 

execs wanted to cut a scene in which 

Gal Gadot’s Diana realizes her own 

power and becomes Wonder Woman. 

Jenkins fought for her vision and 

saved what became the film’s most 

buzzed-about moment. P
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Sami Ismail
Cofounder/ Intellect Events

Risk/ Staying to support his  

fellow Syrian entrepreneurs

E
ntrepreneurship is challenging in

any context. But for Sami Ismail,

it’s challenging in a way few oth-

ers can understand: His com-

pany, Intellect Events, which puts on

cultural, business, and networking

events for entrepreneurs, is based in

Damascus, Syria. “We’re living in a

war zone,” Ismail says.

Ismail, 27, is a veteran of the

region’s startup scene, having

launched his first company, Find-

book, in 2010. He conceived of it as

a sort of Amazon for Syria, but when

a promotional book fair for the brand

brought in more money and buzz 

than the actual brand did, Ismail

realized the entrepreneur community

was hungrier for intellectual events

and safe spaces to gather and net-

work. So he closed Findbook and

launched Intellect Events with a

partner in 2011.

“The fabric of our society has

been hit hard by the war,” he says.

“It has enlarged cultural and social

gaps that already existed. People are eager for

anything that gives them a chance to engage

in conversation and mutual understanding.” He

continues to provide this even as civil war rav-

ages his country—because, yes, Syria is a state

in crisis, but it is also home to entrepreneurs who

are trying to succeed despite extreme challenges,

including a lack of financing or global mentorship.

Ismail hosts quarterly conferences for entrepre-

neurs in tech, social media, and public relations,

which go on for two to five days and attract hun-

dreds of attendees. He offers a mix of networking

and programming, focusing on topics including

global entrepreneurship, useful PR tactics, and

the challenges that come with growth and scale.

Ismail has attracted speakers from Microsoft

and other major companies, as well as researchers

and professors from academia, although booking

foreign guests isn’t easy, especially American

ones. It’s against the law for an American company

to attend anything sponsored by the Syrian state,

so Ismail has to be explicit that neither he nor his

events have anything to do with the government.

And even then, people get squeamish about the

optics. Once, an investment firm sent a speaker to

Ismail’s event, but when the connection received

public scrutiny, the investment firm publicly

denied any involvement. (Microsoft, on the other

hand, has publicly supported Ismail.) 

Of course, although Syrian entrepreneurs have

much in common with global entrepreneurs, they

also face unique problems. A range of hurdles—

simply attracting clients, having e-commerce

reach outside the country, dealing with painfully

slow internet connectivity and regular power

outages—means day-to-day operations can feel

impossible. “Bandwidth is so bad,” Ismail says.

“I’ll attend conferences in Lebanon and hear them

talking about their bad internet, and I think, You 

haven’t seen Syrian internet!” Not to mention, he

estimates that more than half the country’s skilled

workforce has fled in just two years, leaving huge

gaps in the economy and making hiring difficult.

Ismail insists that there are benefits to oper-

ating in Syria, however. Those gaps in the econ-

omy? He sees them as opportunities—because

although there’s no official tally of how many

people are now living in Syria, it’s still a country

with millions of residents and a lot must be done.

“Entrepreneurs who have the ability to adapt

and cope with change see the glass half full and

make good out of bad,” he says. “Entrepreneurs

in any country with internal conflicts can produce

results with the right mindset.”

Still, it’s easy to wonder why Ismail hasn’t

fled, both for safety and better business oppor-

tunities. “It’s the million-dollar question,” he

admits. “Ninety percent of my college friends

have relocated. If you’re one of the 10 percent

left, you need to really know why you’re staying

and what you’re going to do with your time.” His

answer: He’s loyal to the local entrepreneurs

who have come to rely on him, and he wants to

find new ways to innovate under unimaginable

circumstances. And leaving comes with no guar-

antees, either; he’s watched countless friends

go to Europe, Asia, and Silicon Valley, only to

encounter new challenges and prejudices that

make it difficult for them to raise money or attract

clients. “We’re really afraid of the future,” he says.

“We don’t know what’s going to happen. But that

doesn’t stop us.” —Adam Elder

Maria Molland Selby
CEO/ Thinx

Risk/ Taking over after the 

year’s strangest PR crisis 

Stepping into a CEO vacancy is 

never easy—especially when that 

position is open due to one of 

the worst PR scandals of 2017. 

Yet Maria Molland Selby jumped 

eagerly into Thinx this summer, 

with big plans to scale its team 

and expand its product line of 

leakproof period underwear—all 

while fixing the toxic culture that 

made national headlines and 

imperiled the company’s future.

Thinx’s eccentric founder, Miki 

Agrawal, left the company in 

March following employee com-

plaints of below-standard wages, 

fuzzy leave policies, and inappro-

priate behavior (including attend-

ing meetings via video chat from 

the toilet). One former employee 

filed a complaint against the 

founder for sexual harassment. 

“I started talking to the board 

a few days before the [scandal] 

broke,” Selby says. “And when it 

finally did, I thought, Wow, this is 

certainly an HR challenge.” 

Beneath the mayhem, Selby 

saw something worth fighting 

for. “I was struck by the strength 

and passion of the team,” she 

says. “They really believe in the 

mission.” It helped that Selby 

herself was already a believer. 

Years earlier, a friend had shared 

that Thinx made her period seem 

like a nonissue and gifted a bunch 

to her circle of friends. “Everyone 

immediately started raving about 

them,” Selby says. 

Now she wants to scale that 

passion—fast. She has plans to 

double the team’s 35 members by 

the end of 2018, has launched a 

new line of cotton underwear, and 

is pushing harder into interna-

tional markets. She is also hiring 

a head of HR, has published an 

employee handbook, and has 

created a workflow for concerns 

and complaints. “It was a big 

event,” she says of the scandal, 

“but the team has moved on. Last 

May, we had our highest-revenue 

month ever. That says a lot about 

the team.” 
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Randy Hetrick
Founder and CEO/ TRX 

Risk/ Taking copycats to court, 

for the benefit of everyone

Randy Hetrick became famous for 

TRX, his suspension training equip-

ment, which was originally sold to 

gyms and trainers. He started selling 

it on Amazon in 2008, and by 2011 

knockoff listings started to appear. 

Fighting those phonies was a slow 

process. “Amazon would make you 

do a test buy, so we’d have to order 

one of the knockoffs, wait for it to 

ship, affirm that it was a fake, then 

spend weeks on bureaucracy to get 

the listing removed,” he says. It wasn’t 

just the millions in lost revenue that 

stung but the brand equity that took a 

bruising. “Customers would call us for 

a refund after the equipment failed and 

find out they bought a counterfeit.” 

Despite no wrongdoing, “they were 

furious with us,” he says. 

Over the past decade, Amazon’s 

reporting process has gotten quicker, 

but fraudsters have grown more 

sophisticated. Instead of selling 

product with a fake TRX logo, they 

manufacture a look-alike product 

under a different name. “When a fake 

listing is taken down, within a matter of 

minutes or hours, these e-commerce 

parasites put up new ones,” he says. 

“It’s whack-a-mole in the worst way.” 

That’s why many sellers on Amazon 

just take the hit.

But not Hetrick. In 2014, he turned 

to the federal courts and sued Antioch, 

Calif.–based Woss Enterprises for 

patent and trademark infringement, 

alleging that the manufacturer—

the most egregious TRX-knockoff 

purveyor—manipulated e-commerce 

platforms to siphon off legit custom-

ers, costing Hetrick nearly $6 million 

in lost profits. This February, a federal 

jury sided with Hetrick and awarded 

TRX $6.8 million in damages, setting a 

valuable legal precedent for intellectual 

property moving forward. 

Woss filed for bankruptcy, but 

Hetrick says the real victory will come 

from stronger sales and fewer para-

sites. “Before, we’d send a cease-and-

desist letter, and fraudsters wouldn’t 

care,” he says. “Now we send one 

with news of the damages awarded, 

and they decide to focus somewhere 

else.” Since the verdict, TRX sales 

are up 100 percent year over year. “It 

makes you realize how much has been 

stolen,” he says. 

66 /  E N T R E P R E N E U R . C O M  / November 2017

David Cohn
Cofounder and CEO/ Cohn Restaurant Group

Risk/ Competing against himself—with a nonprofit

D
avid Cohn’s philosophy: A rising tide raises all boats, and

more consumer options buoy bottom lines. Unlike many

restaurateurs, who scatter locations to spread risk, Cohn

clusters many of his two dozen California eateries. He thinks a vibrant dining scene attracts more

eaters. For his most recent space in San Diego—in front of his speakeasy and next to his California-French

restaurant—he decided to try something even more daring. In May, he opened a taco shop called Libertad

that donates all profit to local charities. (A monthlong event in September benefited Hurricane Harvey relief

efforts.) And yet, he says, even this feel-good venture betters his for-profit businesses. “People take a

break from the speakeasy to grab tacos rather than go elsewhere,” he says. “The synergy is working.” 
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Alexandra Waldman and Polina Veksler
Cofounders/ Universal Standard 

Risk/ Letting customers size up or down as needed

W
hen Alexandra Waldman and Polina Veksler launched their first line of high-quality plus-size

women’s clothing in 2015, it sold out in six days. But in 2017, they realized customers

need more than just good clothes. “We’d see people in our showroom hesitate to buy that

$120 dress because of the anxiety of not being sure they were going to stay that size,”  

Veksler says. So this April, they launched a new program: Women can exchange many pieces that

no longer fit within a year of purchase for their new size. Returned clothing is laundered and donated

to charity. “We don’t know how this will turn out,” says Waldman, “but we felt like it was an elegant

solution. We get love letters—it’s incredible!” 
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Rev. Georgiette 
Morgan-Thomas
Owner/ American Hats

Risk/ Saving a dying business

Rev. Georgiette Morgan-Thomas, a 

68-year-old retired social worker and 

hat lover, had never worked in manu-

facturing before, but when she learned 

that a Pennsylvania hat factory was at 

risk of closing down, she felt com-

pelled to do something. So she bought 

it, figuring she’d let the existing pro-

duction manager run operations while 

she took care of the business side. 

Then the manager quit, a giant whole-

sale customer left, and she was forced 

to do everything. So she fell back on 

her people skills: She showed off hats 

in coffee shops, befriended boutique 

owners and designers, and opened a 

Harlem showroom. Today the once 

debt-ridden factory makes a profit. “As 

I write in my journal each day,” she 

says, “it’s the joy of the struggle.”

Scott Keyes
Founder/ Scott’s Cheap Flights

Risk/ Being faster (and bolder) 

than the airlines 

In September, Air Transat accidentally 

priced a roundtrip flight from Toronto 

to Dublin at $98 Canadian. The airline 

fixed the price almost immediately 

(up to $600), but not before Scott 

Keyes blasted it out to his readers. 

Since 2013, Keyes’ emails have been 

notifying readers about deals and fare 

mistakes—a project that exploded 

this year, as his email list reached one 

million subscribers and evoked a 

love/hate view from airlines. “They 

love us when we help sell unsold 

inventory but hate us when we get 

those mistakes out to people,” he 

says. Could they come after him? 

Maybe, but he’s undaunted: He’s now 

launching a mobile app with faster 

alerts and better customization. 
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Stephen Shearin
Project lead and consultant/ American Green

Risk/ Transforming a desert depot into a marijuana mecca 

W
hat if a pot company bought an entire town?

The idea started as a flippant comment during a brainstorming session at American Green,

a marijuana-focused technology company. “As we went through the possibilities—to be able to

dictate our own future in a town and produce a blueprint for others to replicate in other towns—

we fed off our own excitement,” says Stephen Shearin. What if the town could become a manufacturing

hub, pumping out cannabis-infused drinking water for nearby distribution? What if it could be reimagined

as a tourist destination, with visitors attending ganja workshops, shopping at dispensaries, and staying

at pot-friendly rentals? 

After months of researching locations, the company settled on the unincorporated Nipton, Calif. It’s

home to one general store, a 100-year-old five-room hotel and café, and a handful of houses scattered

across 120 acres in San Bernardino County, and it already had an owner that was putting it up for sale.

(How does one entity own a town? Answer: Own all of its land.) In August, after four months of nego-

tiations, American Green closed on the purchase for a reported $5 million. But serious challenges are

ahead: logistics, regulations, marketing, funding. Nipton has already had more than half a dozen private

owners over the years, and efforts to rebrand have so far been elusive.

Adding marijuana to the mix only makes it harder. Even the process to incorporate the town so the

company can apply for a grower’s license may be years in the making. And, until now, American Green

has had a low profile and relatively discreet products: marijuana-dispensing vending machines, seed-to-

sale tracking software, marijuana-infused balms and oils. “What we’re discovering is that the most excit-

ing parts of this project—and the most difficult—are the things we couldn’t really consider until we were

in the town,” Shearin says. But he believes that if he builds it, they will come.

Alex Tomlin
Senior VP for Scotch and 
reserve brands/ Diageo

Risk/ Hablar en otro idioma

Days before the 2016 presidential 

election, global liquor giant Diageo 

ran a commercial for Buchanan’s 

Scotch Whisky during games 6 

and 7 of the World Series. The ad 

contained everything you’d expect 

from an international booze con-

glomerate during a prime-time 

sporting event: a massive pop star, 

raised glasses, lifted spirits. The 

difference is that most people who 

saw the ad didn’t understand it. It 

was presented only in Spanish.

The ad featured reggaeton 

superstar J Balvin and the tagline 

“Es nuestro momento,” which 

translates to “It’s our time,” a bold 

statement at a particularly tense 

moment. While immigration was 

central to a heated and often nasty 

national debate, Diageo was 

embracing Hispanic culture in the 

U.S. as a triumph. 

Alex Tomlin of Diageo wasn’t 

worried about a backlash. Diageo 

has found great success in mar-

keting the more than 130-year-old 

Scotch brand to Latinos of drink-

ing age, and consumer research 

told the company that young 

Latinos in the U.S. view them-

selves as the new face of America 

but don’t see that reflected in 

mainstream culture. 

“As soon as the ad played, 

there was this incredible and over-

whelming outpouring of emotion 

on all our social media channels,” 

Tomlin says. “The response was 

more positive than anything we’ve 

ever seen on any communications 

from the brand.”

The ad did well on paper, too. 

The brand saw 39 percent growth 

in the quarter, year over year. 

What’s more, Tomlin says the 

success of a campaign like “Es 

nuestro momento” encourages 

creative teams and decision mak-

ers across the company’s brands 

to experiment with daring ideas. 

“It gives younger brand managers 

and teams incredible confidence,” 

he says. “It inspires them that 

they, too, can create great work to 

really connect on the biggest 

platforms in culture.” 
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Chieh Huang
Founder and CEO/ Boxed

Risk/ Barreling into the future, and bringing his entire team with him

B
oxed sells bulk products online at wholesale—like Costco, but digital—and until recently, orders

were packed by hand. Sometimes, when it got busy, everyone on staff (execs included!) had to hit

the fulfillment floor. But after raising $165 million in funding, founder Chieh Huang built a solution: a

150,000-square-foot automated facility designed for big orders. Despite staff fears, he promised no

one would be replaced by robots. “Guess who’s going to operate and troubleshoot these structures?” he’d

say. And troubleshoot they did. Huang insisted that the system operate at full speed right away so bugs

could be worked out quickly. “The whole thing almost melted down,” he says. Employees slept on the floor

for weeks. In time, they fixed the bugs, and Boxed strode into the future. Best of all: No one’s been laid off.

Jon Steinberg
Founder/ Cheddar

Risk/ Producing TV for an  

audience that’s everywhere

When Jon Steinberg launched his 

“post-cable” millennial business 

channel on Facebook Live in early 

2016, no one believed millennials 

would watch serious news. But 

Steinberg realized platform, not 

audience, was the problem. “Face-

book is not willing to separate sub-

stantive content from viral stunts,” 

he says. So this year, he forged 

deals across media—producing 

“flash videos” for Amazon’s Alexa, 

segments for local TV networks 

nationwide, distribution on AirAsia 

and JetBlue, new live feeds on Twit-

ter, and more. Total viewership has 

jumped to 148 million. “Facebook 

may be the 800-pound gorilla,” he 

says, “but there are tons of 200- and 

300- and 500-pound gorillas.”

Rob Waldron and  
Frank Ferguson
CEO, chairman emeritus/

Curriculum Associates

Risk/ Giving away the company

Curriculum Associates is a K-12

education technology company 

whose goal is to improve how stu-

dents learn. And it’s unusually com-

mitted to that goal. The company’s 

91-year-old cofounder, Frank Fergu-

son, was ready to step away from 

the business but didn’t want to just 

sell it to a competitor. So he gave a 

majority share to Iowa State Univer-

sity—a gift valued at nearly $200 

million. The university is free to sell 

the company and keep most of what 

it earns—with a catch: “I have veto 

power over any new owner,” CEO 

Rob Waldron explains. “This was a 

benevolent move, but it’s also allow-

ing us to think about the mission 

rather than make a strategic sale.”
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Stephanie Lampkin
Founder and CEO/ Blendoor

Risk/  Holding Silicon Valley accountable

S
tephanie Lampkin is tired of what she calls diversity theater, which she defines like this: “Companies

hire someone as a diversity officer, with no budget or team, just to act as a spokesperson for the com-

pany.” The rank and file might get padded out with more women and people of color, but those demo-

graphics rarely make it to the C-suite.

Lampkin is the CEO of Blendoor, an app that helps companies take bias out of hiring by presenting only

candidates’ merits, rather than their names and photos. In recent years, as more tech companies have gone

public with hiring data, she’s grown frustrated with Silicon Valley’s tendency to measure diversity by simple

headcount, instead of more meaningful metrics like engagement and retention. “So we decided to showcase

the stories behind the numbers,” she says.

The inaugural BlendScore was released in May, a ranking of 161 tech companies based on everything from

the demographics of the leadership team to retention statistics and recruiting practices. Lampkin’s team built

an algorithm based on publicly available information and scoured company websites, LinkedIn, and Glass-

door to learn parental leave policies and the like. They contacted each company to verify their findings and

scored them on a scale of 1 to 100.

Intuit topped the list with a score of 82, while Slack (47), Etsy (37), and Netflix (27) hovered near the bottom.

“When the list first came out, we got a lot of calls from people concerned about branding,” she says. “That’s

a good thing, because now we’re connected to people driving decisions.” But the goal isn’t to shame; it’s to

share best practices. These are, after all, the kinds of companies she’d like to be using her service.

The lists will continue. Blendoor’s team is already at work on an updated list and a separate ranking of VC

firms. “There really is no silver-bullet solution,” she says. But attention, she reasons, is a good first step.
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Marcus Wainwright 
Creative director and CEO/

Rag & Bone

Risk/ Abandoning fashion’s  

oldest sales pitch

Earlier this year, the fashion designer 

announced that his brand would  

opt out of runway shows moving 

forward—essentially saying “no 

thanks” to the way the industry does 

business and press—and instead 

debut new collections through artful 

portraits and selfies. 

Elon Musk
Founder and CEO/ SpaceX

Risk/ Out-of-this-world thinking

Every day seems to bring a new fan-

tastical endeavor from Elon Musk, 

who has become Silicon Valley’s Willy 

Wonka. This winter, SpaceX plans to 

launch Falcon Heavy, a commercial 

rocket capable of taking crewed 

missions farther than they’ve ever 

gone. (Mars, anyone?) The Boring 

Company, an infrastructure and tun-

neling company that debuted in Jan-

uary, recently won approval to drill a 

two-mile test tunnel near SpaceX in 

Hawthorne, Calif. Over the summer, 

that town also hosted a competition 

to build pods for Musk’s proposed 

Hyperloop. (The vision: People-filled 

pods would be propelled by magnetic 

accelerators through tubes at speeds 

of 700 mph; a trip from New York to 

Washington would take 29 minutes.) 

More immediately, Musk’s electric-

vehicle and energy-storage startup, 

Tesla, is gearing up for production of 

its mass-market Model 3 car, for 

which there’s already a waitlist 

455,000-people strong. And by this 

past August, he had raised 

$27 million for his next startup,  

Neuralink, which could someday  

help repair neurological damage 

by linking human brains with comput-

ers. What of all this will truly work? 

The world can’t wait to find out. 
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Clay Hebert
Founder/ Crowdfunding Hacks 

Risk/ Giving up the home base

At the end of 2016, Clay Hebert 

needed a change. So he ditched his 

apartment in San Diego and hit the 

road. “I had two months of speaking 

gigs lined up, and I figured I would 

clear my head and get a place after,” 

says the marketing strategist. Nine 

months later, he’s still at it. “Working 

on the road has forced function in my 

business,” he says. Because he isn’t 

tethered to an office, he’s more proac-

tive about finding opportunities in new 

cities and spends more time meeting 

new people—anywhere. “I sat next to 

a woman on a plane who’s head of 

innovation at a major consumer goods 

company. We may work on some-

thing,” he says. “I call it business 

development via plane networking.” 
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Jim VandeHei 
Cofounder and CEO/ Axios

Risk/ Betting on readers’ appetite for news

E
veryone is so hangdog about media because they know it

through the lens of companies that were around 10 or

20 years ago,” says Jim VandeHei, the cofounder and CEO

of digital news site Axios, which launched in January. “I

never shared that hangdog view.” 

Despite years of consolidation in the industry, with legacy

brands struggling to offset declines in advertising revenue and

cries of “fake news” sowing mistrust, VandeHei—who a decade

ago left the Washington Post to cofound and grow Politico—

saw 2017 as an opportune time to hit reset again. Political

coverage makes up about a quarter of Axios’ content, and a

controversial new president was about to take office. “There

was a bit of poetry to it,” he says. “We launched Politico almost

to the day of Barack Obama’s 2008 campaign announcement; 

we launched Axios two days before [Donald] Trump took office.” 

He says starting from scratch—untethered to print and able to

take advantage of cheaper technology and social networks that

had no traction 10 years ago—has given him access to bigger

audiences than he ever imagined.

While Axios’ coverage areas—politics, tech, business,

healthcare, science, and the future of work—mirror competi-

tors’, its approach stands apart, emphasizing what VandeHei

calls “smart brevity.” Stories and video from respected journal-

ists supply scoops with a quick hit of context, rather than long-

form reporting. “Most people are faking it on a lot of topics and

want someone to help them be a little bit smarter, faster,” says

VandeHei. On the business side of things, Axios runs punchy

native ads that tell readers the “one thing” the advertiser wishes

readers knew. So far, it’s working: Eleven months in, Axios—

which raised $10 million in financing—was doing 60 million

page views a month, and advertising revenue was more than

double what it presented to investors prelaunch.

Bill Brown
CEO/ New Energy Technology 

[NET] Power 

Risk/ Fighting global warming 

with an energy plant 

This December, NET Power will con-

duct a test of interest to energy com-

panies and environmentalists. It’s the 

first effort of NET’s 50-megawatt natu-

ral gas plant, which aims to capture 

almost all the carbon dioxide it pro-

duces—for about the same cost as a 

standard plant. Where most carbon- 

capture processes modify existing 

steam-powered plants, NET Power’s 

technology uses high-pressure, super-

heated CO2 instead of steam as the 

working fluid. “Everybody told us we 

were crazy,” says Brown, an ex–Wall 

Streeter who teamed up with Miles 

Palmer, a pal from MIT, to form NET 

Power’s parent company, 8 Rivers 

Capital. “But we’ll allow the world to 

meet any climate target it chooses 

without paying more for electricity.”

Reporting by/ Boyd Farrow, Jason Feifer,  

Joe Keohane, Chris Kornelis, Maya Kroth, J.J. McCorvey,  

Nancy Miller, Neil Parmar, Kate Rockwood, 

Stephanie Schomer, Erin Schulte, and Amy Wilkinson

Catherine  
Cook Connelly
Cofounder and VP of  
brand strategy/ The Meet Group 

Risk/ Broadcasting a love life

The Meet Group owns four dating 

apps—its largest is MeetMe—and 

serves 2.7 million active users a day. 

But each user visit was averaging 

about a minute. Could the apps do 

better? Catherine Cook Connelly 

thought so. In March, her company 

launched a live broadcast feature, 

alerting users if someone popular or 

new who may be interesting to them 

is about to go live. It blew up. Now 

22 percent of MeetMe users watch 

for an average of 20 minutes a day. A 

survey even found that 65 percent of 

broadcasters feel more attractive 

afterward. “They’re just getting tons 

of compliments,” she says.

Kristin Lemkau
Chief marketing officer/

JPMorgan Chase 

Risk/ Dropping advertising by 

98.75 percent

Chase once advertised on 400,000 

websites. In March, Kristin Lemkau 

made what seemed like a radical 

decision: She cut that to 5,000. 

She did so because Chase ads—

like many companies’ ads—were 

appearing on hate sites, the result 

of how online ads are automatically 

distributed. Lemkau reasoned that 

she’d rather have less visibility than 

the wrong visibility. But as it turns 

out, she got the best of it all. Those 

5,000 ads (on handpicked sites) 

were seen by almost as many peo-

ple as the 400,000 ads—an insight 

perhaps into how poorly trafficked 

the internet’s seedier corners really 

are. Eight months later, Chase says 

its footprint has expanded to 10,000 

sites, still a tiny fraction of its past.
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From Founders to Franchisees
Larry and Cookie Shelton built Cookie Cutters—a hair salon for kids—from the ground up.  

But after two decades, they took a huge step back.  by N I N A Z I P K I N
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Franchisee

What made you decide  

to sell the business  

after 20 years?  

LARRY SHELTON: Well, you have 

to either expand or sell. We 

started in ’94 and franchised 

for years, so we’ve been 

through the stress and the 

work that comes with selling 

franchises. And now we’re at 

an age where we didn’t want to 

do that again. A younger crowd 

is more suited to it. 

COOKIE SHELTON: We became 

grandparents, too! And I think 

that played into it. They’re 9, 6, 

and 20 months old. We also 

wanted to travel a bit, and the 

business was keeping us from 

having that freedom. 

Was it tough to make the move 

from franchisor to franchisee?

COOKIE: To be honest, it’s been 

a relief knowing somebody 

else is going to be selling the 

franchise and making the name 

bigger. We’ve known Neal 

and Alexis for several years, 

and they’re ambitious and 

educated and have the drive 

to do this. I am definitely a 

type B personality, so from 

the beginning I knew that 

they were going to take the 

brand further than we could.

What was it about the  

Courtneys that made  

you comfortable 

with the transition? 

LARRY: They were master 

franchisees with us, which 

means they had the rights to 

sub-franchise in six states 

throughout the Rocky 

Mountain region and were 

responsible for all sales and 

marketing, store develop-

ment, and ongoing opera-

tional support of stores within 

their territory, in addition to 

their own. Neal had been in 

the franchise business for 

years—he was CEO of 

Famous Brands International, 

which owns TCBY and Mrs. 

Fields—so he had probably 

more experience than even we 

did and had worked with 

different types of franchise 

concepts. The time spent 

working with him helped us 

feel confident that he’s who 

we wanted to carry the 

business moving forward. 

How has the brand changed 

under their leadership? 

LARRY: They’ve created 

several processes and best 

practices in marketing that 

focus on customer acquisition 

and retention. They’ve also 

formed several national 

partnerships in the area of 

real estate. Through their 

efforts, store count has gone 

from 28 to more than 50, with 

plans for 25 more to open by 

the end of the year. They have 

a lot more resources available 

to them than we did. It’s 

exciting to watch. 
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 T
he simple act of cutting a child’s hair is, in fact, anything but 

simple. At best, the customer is in perpetual motion. At worst: in 

hysterics. As parents of two, Cookie and Larry Shelton knew this 

experience all too well. So in 1994, they created Cookie Cutters, 

a hair salon that serves young clients and delivers a comfortable, 

stress-free experience for both the little ones and their parents.

With eye-catching interiors that feature playful kid-size seats and 

a seemingly endless supply of bubbles and balloons to distract and 

delight nervous kiddos, Cookie Cutters grew to 28 locations over two 

decades. By then, the Sheltons needed a break and sold the business to 

Neal and Alexis Courtney, two of their most trusted franchisees. But 

instead of washing their hands of the operation completely, they held 

tight to three locations in their hometown of Indianapolis and became 

franchisees themselves.  
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food. By having a streamlined 

menu, we have been able to 

achieve this. When you start 

adding new elements and com-

ponents, it becomes problem-

atic to stay true to brand values.

In what ways do you evolve to 

stay ahead of the market as it 

becomes more saturated with 

health-focused brands?

YOUNG: We’d like to even-

tually become a gluten-free 

restaurant. We need to find a 

way to bring down the cost of 

gluten-free soy sauce. And we’re 

working very aggressively to 

see if we can serve antibiotic- 

free chicken before anyone else 

does—not to compete with 

others, just to serve the better 

product as soon as we can.

Since Daniel joined the com-

pany, how do you balance your 

relationship as both  

colleagues and family? 

YOUNG: Daniel understands 

the greater goal of Flame 

Broiler, and he’s taught not 

to take business criticisms 

personally. He’s instructed to 

call me Mr. Lee at work, not 

Dad, Father, or Pop. And he 

has a fair amount of autonomy 

when it comes to day-to-day 

tasks. When bigger-picture 

issues come up, he makes sure 

to check in with and bounce 

ideas off not only me but 

others in the office. Working 

so closely with family can get 

tricky, so I like to leave work 

behind when we get home 

and focus on enjoying each 

other’s company. No work talk 

at dinner. Disagreements can 

happen in the workplace, and I 

don’t want any of that tension 

coming home.

Flame Broiler’s tagline is 

“Simply healthy,” a nod to 

keeping things streamlined for 

franchisees and nourishing  

for customers. How does that 

impact operations? 

YOUNG LEE: The menu is sim-

ple, so the cooking process and 

back end are simple. Marketing 

collateral is simple. We limit the 

amount of things franchisees 

need to keep track of. We’ve 

never sold multiple units at a 

time. Even if potential franchi-

sees have money to do so, we 

reject it. 

DANIEL LEE: We make sure 

that the owners we accept are 

owner- operators, people who 

will be at the store a decent 

amount of the time. Depend-

ing on their performance, we’ll 

allow them to open additional 

units, but it’s usually a very 

slow, step-by-step process. 

How does that idea of  

simplicity impact the menu 

and potential changes or 

additions? 

DANIEL: We only have a couple 

dozen total ingredients. The 

number one thing is: Is it 

healthy for the customer? That’s 

why we’re slowly phasing out 

ribs—they taste amazing, but 

they’re not very good for you.

Last year, we added tofu to the 

menu, our first change since 

opening in 1995. 

YOUNG: Our franchisees agree 

to the concept, and that limits 

their ability to single-handedly 

introduce their own menu 

items. We want all our locations 

to be consistent in what they 

serve. We’re open to suggestions 

and recommendations—from 

both the public and our franchi-

sees—but our goal has always 

been to simply serve healthy 

 T
he life of a traveling salesman is not a glam-

orous one. Young Lee knows this all too well. 

During the years Lee spent roaming the 

country as a life insurance salesman, he lived 

on countless fast-food meals in an effort to 

save both time and money. The greasy grub took 

a toll, and Lee found himself longing for the tasty, 

nourishing Korean dishes he grew up eating. So 

he took matters into his own hands, and in 1995, 

he created Flame Broiler, a quick-service restaurant offering healthy rice bowls with lots of veggies. 

He expected the original location in Fullerton, Calif., to be his first and last, but fans wanted in on the 

action, and Lee decided to franchise the business. Today the chain has nearly 200 locations, and Lee’s 

25-year-old son, Daniel, has stepped in as marketing manager. The pair now work side by side to make 

sure Flame Broiler’s mission and message are clear to both customers and franchisees.

Franchisor

A Simple Plan
Less is more at Flame Broiler, a fast-casual 

restaurant that keeps its customers healthy  

and its franchisees happy.    

by LY D I A B E L A N G E R
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→ Daniel (left) and 

Young Lee.



Franchise opportunities are now 

available locally and worldwide. 

Own your own 
sandwich shop. 

If you enjoy working with people, leading your own team, learning new 
skills and are ready for an exciting new challenge, contact us today! 

The Subway® franchise fee is $15,000 which is included in the total 
investment. The total investment can range from $147,050 to 
$320,700+ (See Franchise Disclosure Document for further details.) 
Restaurant owners should have half of the total investment in cash 
and finance the other half.  Please visit subway.com or call Ralph Piselli, 
Franchise Sales Manager: 800.888.4848 x 1312 . 

SUBWAY® is a Registered Trademark of Subway IP Inc. ©2017 Subway IP Inc. 



 The  
 Service 
 Industry
Veterans are flocking to the  

franchising business.  

Why? Turns out it’s a mix of focus,  

structure, camaraderie, and  

a hard-earned ability to thrive  

within complex operations.

  by J O N M A R C U S

Veterans
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That’s one of the surprisingly 

long list of parallels that have 

attracted disproportionate 

numbers of veterans to the 

franchising industry: the idea 

that they can be their own boss 

but also have an established 

structure and a clear plan of 

attack from headquarters. 

Franchising, like any business 

model, isn’t for everyone. 

Some entrepreneurs prefer to 

go their own way, and chafe 

against guidelines. But veter-

ans often come with a different 

skill set.

“If you look at someone who’s 

very used to a structured system 

and you give them a venture 

like a franchise, they succeed,” 

says Misty Stutsman, director 

of the Center of Excellence for 

Veteran Entrepreneurship at 

Syracuse University. “They 

stick to the plan, and they 

understand why there’s not 

always a need to go changing 

things just to change things. 

That’s why a lot of veterans 

identify with the franchise idea: 

Someone’s already proven that 

this works.”

Some 14 percent of franchi-

sees are veterans, according 

to the International Fran-

chise Association’s VetFran 

program—twice what the 

Veterans Administration says 

is their share of the American 

population—and together they 

own some 66,000 franchises, 

according to an analysis 

by PwC. This cohort is also 

aided by targeted assistance 

from the government and 

franchises that offer financial 

breaks for veterans; Edible 

Arrangements, for example, 

slices $10,000 off the price 

of buying a unit, bringing it 

down to $20,000. “Franchises 

recognize that veterans are 

well-suited to this business 

model,” says Radim Drago-

maca, director of VetFran. 

Edible Arrangements franchi-

see Maurice Welton was then 

able to cover the rest of the 

franchise charge with a fee-free 

U.S. Small Business Associa-

tion loan for veterans.

That franchising carries 

a strong appeal to vets is no 

surprise to Tim Colomer, 

who worked as an explosives 

ordnance disposal technician 

in the Marine Corps and over 

the summer started as a JDog 

Junk Removal franchisee in 

Lake Houston, Tex. Running 

a franchise maps almost iden-

tically with military culture, 

Colomer says. “From boot 

camp to the rest of your career, 

there’s a very, very strong 

structure in place. We had rigid 

rules set up for safety reasons.” 

And just like the military, he 

says, franchising follows “a 

well-traveled path with past 

experience and performance 

that helps you accomplish  

your mission.”

Similarly, Army veteran 

Noiel Massey wanted to get 

into a business “where I could 

hit the ground running,” he 

says. He bought an Oxi Fresh 

Veterans

R
obert and Radiah Mallard manage a lot of build-
ings. And when a tenant in one of them has  
a broken window or a leaky faucet, the first  
thing the Mallards do is fill out a Form 5988-E. 

Nowhere on the form is it called that. But the Mallards 
reflexively revert to the military jargon they used during long 
careers as U.S. Army logistics, maintenance, and supply offi-
cers, including in Iraq and Afghanistan, where a 5988-Echo 
was the ubiquitous starting point for fixing anything, from a 
defective rifle to an out-of-commission truck.

“We’re about standard operating procedures, just like 
everything in the military has a standard operating proce-
dure,” says Robert Mallard, who, with his wife, opened  
a Property Management Incorporated franchise last year 
in Columbus, Ga.
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Carpet Cleaning franchise in 

Columbia, S.C. “It’s already 

structured. I don’t have to do 

everything on my own,” he 

says. “They tell you, ‘This is 

what needs to happen,’ just like 

in the military.”

Still, veterans in the industry 

reject the suggestion that 

they’re only following orders. 

The franchisor “tells you what 

to do and how to do it. But you 

can do it your way, too—find 

your niche, what works for you, 

what area you want to focus 

on,” Radiah Mallard says. 

Like many veterans who 

go into franchising, Maurice 

Welton wasn’t just a grunt in 

the military. An Army cook, 

he rose to the rank of sergeant 

and worked as a food inspec-

tor. Now, as the owner of five 

Edible Arrangements fran-

chises in South Texas, he says 

he has promoted himself to 

field general. Leading employ-

ees, Welton says, is the same 

as leading troops. “You have a 

common goal. If your job is to 

cut the fruit, cut it. If your job 

is to dip the strawberries, dip 

them. If your job is to take the 

orders, take the orders.” 

Having served, many of 

these entrepreneurs and 

employees are trained to be 

precise, focused, conscientious, 

and able to improvise when 

needed. And yet, in interviews 

with a number of veterans 

turned franchisees, an even 

richer picture develops—of a 

culture in which unexpected 

parts of military experience 

translate into franchise suc-

cess, and where community 

has been able to form in unex-

pected ways.

“My guys are absolutely 

aggressive when it comes to 

details—our knowledge and 

understanding of chain of 

command and how things 

work,” Colomer says. On the 

weekends they drink beer and 

play pool together. “But when 

we’re at work, we’re at work.”

Masters Of 
Bureaucracy
Veterans say their military ser-

vice gives them experience with 

something else many civilians 

find overwhelming: the massive 

amount of regulatory red tape 

they often face as franchisees.

“Everybody has their pro-

cesses and things they need 

done to be in compliance. And 

the military is all about com-

pliance,” says Robert Mallard, 

the property manager. His 

business must be registered 

with the secretary of state and 

licensed in multiple ways to 

deal with things like real estate 

and handling money. “Compli-

ance to me is kind of similar 

to military regulation—every-

thing needs to be structured 

and completed in a specific 

way. You have to be able to 

balance your budget and make 

sure you have everything from 

toilet paper to fuel for your 

vehicles. You have these strict 

guidelines to abide by.”

In the military, “no matter 

what your job is, you’re con-

stantly doing paperwork,” says 

Massey, who is also branching 

out into a restaurant. “Oh my 

God, there were so many forms 

to fill out and permits to get for 

that,” he says.

“We don’t like dealing with 

bureaucracy,” says Brian Han-

non, an Air Force veteran and 

operations manager at a Signal 

88 Security franchise in Sara-

sota, Fla. “But service members 

have learned to cope with it.”

Veterans  
Hiring Veterans
Veterans often have chal-

lenges transitioning back to 

civilian life, but many have 

used franchising as a bridge: 

Through a business, they can 

serve as a civilian but also 

work with other veterans. 

Veteran-owned franchisees 

are 30 percent more likely 

than civilian- managed ones to 

hire fellow veterans, a VetFran 

survey found. Seventy percent 

of them report having hired or 

recruited veterans or spouses 

of veterans in the past year. 

“The franchise model works 

for veterans because you join 

back into that close-knit cama-

raderie we’re used to,” says 

Hannon, who says he goes out 

of his way to recruit employees 

with military service, including 

homeless veterans.

Welton has found a lot of 

solace in that connection. He’d 

struggled with readjusting to 

civilian life; no one had his 

back, he says. To keep that from 

happening to others, he now 

seeks out veteran employees. 

It’s a brotherhood, he says. “We 

know that transitioning from 

the military to civilian life is 

tough. You want to take care of 

your brother who just got out.”

“There’s a cult of personality 

that we have,” says Colomer, 

who recovered from head and 

spine issues he suffered when 

his vehicle ran over an impro-

vised explosive device, and  

now serves as an advocate  

for, and mentor to, other 

wounded veterans. All his 

employees are former military, 

including a vice president of 

operations—who is Colomer’s 

best friend from the Marine 

Corps. He plans to hire  

85 veterans as he expands in 

the next five years. 

Hannon also applies that 

sense of camaraderie to hiring 

fellow veterans. “I would hire 

a brother over anybody else,” 

he says. One of those, Marine 

Corps veteran Steven Stouffer, 

was homeless when Hannon 

offered him a job. “I felt like I 

was back with a team, as in the 

military,” Stouffer says. “I felt 

I was refocused. We’re all on 

the same page. We think alike, 

work alike.”

That culture, as you would 

expect, also leads to a lot of 

soldierly lingo being bandied 

about in franchise workplaces. 

When Colomer’s trucks are on 

the move, they’re “Oscar Mike.” 

(Most of the rest of their mil-

itary patter “is pretty profane, 

to be honest,” Colomer says.) 

When one of his deliveries is 

late, says Welton, he calls it a 

misfire. Massey says he some-

times has to check himself 

when “Roger that” comes out 

of his mouth in front of cus-

tomers of his carpet-cleaning 

service. “They just look at  

me funny.”

None of this is to say that 

veteran franchisees are neces-

sarily fresh out of the service. 

There are 21.2 million veterans 

in the U.S., and they own  

2.5 million businesses, the 

Center of Excellence for 

Veteran Entrepreneurship 

says. That works out to 13 

percent of the nation’s business 

Veterans
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VETERAN STEVEN STOUFFER WAS HOMELESS WHEN HE 

JOINED A VETERAN FRANCHISEE. “I FELT LIKE I WAS BACK 

WITH A TEAM, AS IN THE MILITARY,” HE SAYS. “WE’RE  

ALL ON THE SAME PAGE. WE THINK ALIKE, WORK ALIKE.”





owners. Veterans are 45 per-

cent more likely than civilians 

to be self-employed. And like 

civilians, many of them have 

already dabbled in other pro-

fessions after leaving military 

service but before going the 

franchise route; the median 

age of new franchisees is 50, 

according to VetFran.

Many “look at it as like a 

third career. They have the 

skills they learned in the mili-

tary, and now they have some 

real-world civilian experience,” 

Stutsman says.

Colomer, for instance, 

worked for Halliburton as 

director of explosives, with 

roughly 140 managers report-

ing to him across 74 locations 

worldwide, before getting itchy. 

Veterans “don’t like sitting in 

an office, in a cubicle,” he says. 

“I can’t be sitting at a desk 

all day waiting for a bottom 

line.” So he quit and went into 

franchising, bringing with him 

a background that combines 

deep empathy for the struggles 

of returning veterans, but also 

an abundance of real-world 

civilian and business wisdom he 

can pass down to his employees. 

A Community 
at Home
Veterans’ camaraderie extends 

to the towns in which many of 

these franchisees elect to set 

up shop. They often choose 

to be near or even on military 

bases. The largest numbers are 

in California, Texas, and Flor-

ida, which have the first-, sec-

ond-, and fifth-highest (after 

Virginia and North Carolina) 

concentrations of military 

personnel. Massey’s business 

is near Fort Jackson; the Mal-

lards serve the area around 

Fort Benning.

“There’s that sense of 

community and belonging,” 

Stutsman says. “If you look at a 

lot of veterans, of course that’s 

where they want to be. They 

have a network.”

Dragomaca recalls one vet-

eran who began his franchise 

venture with some Dunkin’ 

Donuts stores in Maryland but 

decided to expand four states 

away, in Tennessee. “He said, 

‘I’m opening in the vicinity of 

military communities, where 

I feel close affinity and I feel 

comfortable serving,’” Drago-

maca says. 

There is also a practical 

reason for veteran franchisees 

to do business with fellow 

military members: They know 

how to. “It’s not just a comfort 

thing,” Radiah Mallard says. 

“We saw there was a need 

in the community to have 

Veterans

THERE’S THAT SENSE OF COMMUNITY AND BELONGING”  

IN MILITARY TOWNS, WHERE MANY VETERANS  

SET UP SHOP. “IF YOU LOOK AT A LOT OF VETERANS,  

OF COURSE THAT’S WHERE THEY WANT TO BE.” 

*50% off initial franchise fee for Active  

Duty and Vets 

 #1 Revenue-Producing Tutoring Franchise

 Rated a Top 50 Franchise for franchisee

satisfaction and Top Franchise for Veterans

 Easy in-house financing available for

qualified applicants

 World-class training and coaching

 No prior education experience required!

U.S. military veterans and active duty personnel make

outstanding Huntington franchise owners. With a low initial

investment and your own drive to succeed, you can own

your own business and help kids K-12 prepare for successful

academic futures.

Call us: 1.800.653.8400

Email us: Franchise@HLCmail.com

Request more info: HuntingtonFranchise.com

YOUR SUCCESS IN THE FIELD

WORKS WELL IN OUR FIELD

CONTACT US TODAY

Our mission is “To give every student the best education possible.”

50% OFF
INITIAL FEE!*



a [property management] 

company that understood the 

military and could relate to 

the struggle and the stress and 

strain, and maybe ease that 

burden a little bit.” 

She’s talking in large part 

about service members’ fam-

ilies who have to move a lot, 

or whose loved ones deploy 

overseas. “We understand how 

difficult that is, and maybe 

those who serve can relate to 

us more than someone who 

has never served.” Adds Robert 

Mallard: “They’re going to 

basically drop off their families 

and leave the country. We 

streamline the process to make 

it easier for them.”

The tight-knit families 

that often emerge from long 

deployments also make good 

franchise teams. “I’ve seen more 

husband-and-wife teams or 

family-run franchises than I do 

in the general small-business 

community,” Dragomaca says.

Two of the Mallards’ own 

four children are in the Army; 

the couple says they like the 

idea of giving their kids the 

option of working in the 

business if they choose. Welton 

isn’t waiting. He enlists his 

14-year-old daughter to help 

out when his five South Texas 

Edible Arrangements locations 

get busy. 

“When everyone fights 

together, everyone wins,” he 

says.

Filing the  
026 Report
When their eyes tire of staring 

at Form 5988-E, the Mallards 

can look up at inspirational 

posters they’ve hung on the 

walls of their office, similar to 

what often decorates military 

workplaces and barracks. 

“Vision,” “Integrity,” “Possibil-

ity,” and “Dedication,” they say. 

“It was important to us to have 

these visual reminders of what 

our company represents, and 

we wanted our clients to see 

that when they came in and 

looked at the walls,” Radiah 

Mallard says. “If I had not been 

in the military, that wouldn’t 

have been something I’d have 

thought about.”

She excuses herself to fill 

out an update summarizing 

remaining repairs that need to 

be done. The Mallards call  

that a 026 Report—same as in 

the Army.

As much as they complain 

about bureaucracy, veteran 

franchisees do seem to create 

a lot of it. Colomer has drawn 

up what he calls a Nine-Line, 

mimicking a Marine Corps 

work order so named because 

it has nine lines to fill out.

It’s among the many ways 

his military experience 

connects with managing a 

franchise, Colomer says. 

“Especially in combat, we 

didn’t know when the next call 

was going to come in, where it 

was going to come from, what 

it was going to encompass. 

We’d get a call to come to one 

place, and in the middle of it 

we’d get called to someplace 

else miles away,” he says. 

“That’s just like the junk- 

removal business—minus 

getting shot at.”  

Jon Marcus has written for 

Time, The Atlantic, the  

Washington Post, the Boston 

Globe, and others. He lives  

in Boston.

Your best opportunity for business ownership lies within the $142 billion 

staffi ng industry. Plus, when you are awarded a new Express franchise 

before June 30, you’ll receive a $10k bonus! If you’re ready to keep 

more of what you earn and control your career path, consider Express 

Employment Professionals. 

ExpressFranchising.com
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Who Are Our Owners?

Wild Birds Unlimited franchise store 
owners are enthusiastic about the hobby 
of bird feeding and about helping their 
community enjoy birds and nature in their 
own backyards. They’re also passionate 
about self-employment and building a 
business enterprise that will be a joy 
to operate. 

WBU Owners Love Their Business!

Wild Birds Unlimited has been ranked 
#1 in Owner Satisfaction in the Retail 
category by Franchise Business Review 
for the past four years. This is not by 
chance. Our staff at the WBU Franchise 
Support Center provides dedicated, 
personalized coaching to train and equip 
our owners to execute a system of 

proven Best Practices. Helping our 
franchisees reach their business goals 
is our top priority.

What Our Owners Are Saying: 

At the start of my day, I am happy to go 
to work and at the end of my day, I get to 
go home just as happy. This business is 
one that’s full of joy! I get to serve happy 
customers who are so thankful that we 
are here for them. I get to be a productive 
member of my community and help educate 
WKH�FRPPXQLW\�RQ�WKH�EHQHÀWV�RI�HQJDJLQJ�
with nature. And, I’ve built a strong 
business enterprise to leave to my kids.

Dan Sweigard, Lexington, 
KY- Florence, KY and Cincinnati, OH

You must embrace being a part of the 
franchise, follow the proven system, and use 
the resources that are available. Being part 
of a strong franchise is great, but you also 
have to remember that it is your business 
and you are responsible for getting the 
results you want.

Ed Valentine, Lancaster, PA and 
Mechanicsburg, PA

WILD BIRDS UNLIMITED:

BRINGING PEOPLE AND

NATURE TOGETHER WITH

EXCELLENCE

FRANCHISE 
ADVERTISEMENT

�  $7.6 Billion per year industry – 

       Bird Feeding and Wildlife watching

�  Ranked #1 in Franchisee    

      Satisfaction – 2014, 2015, 

      2016, 2017         

�  Under $250K investment - $30K

       Franchise Fee – 4% Royalty – 

       0.5% National Ad Fund         

�  2015 Average Owner’s Cash 

       Flow $82,208      

�  2016 Average Gross 

       Sales $541,755      

*Per 2017 FDD on file at Wild Birds Unlimited, Inc.

company headquarters

WILD BIRDS UNLIMITED

FAST FACTS

With over 320 operational stores,

Wild Birds Unlimited is the largest

franchise system of backyard bird

feeding retail stores in North America.

With a full offering of private label

and proprietary products, we are

dedicated to helping our customers

attract and enjoy birds and nature in

their own backyards.

ABOUT WILD BIRDS

UNLIMITED

�  (888) 730-7108�  wbufranchise.com

�  pickettp@wbu.com

For Wild Birds Unlimited Information:

 Paul Pickett
Chief Development Officer

This is not an offer to sell or a solicitation of an offer to buy a franchise. Any offer to sell a franchise will be made after individuals have completed an application and been qualified to receive a 

Franchise Disclosure Document. For those individuals who qualify, an offer to sell the franchise will only be made in conjunction with the delivery of a Wild Birds Unlimited Franchise Disclosure 

Document. You may request a confidential application from Wild Birds Unlimited, Inc. by phone, mail or access it from wbufranchise.com. Other qualifications will apply in determining whether you 

will be offered a Wild Birds Unlimited franchise. If you currently reside in the state of Hawaii, please call Paul Pickett at 1-888-730-7108 before completing the application. Minnesota File No. F-2491  

You should not take the franchisee’s statement or their experience as an inference that the purchase of a franchise is a safe investment or that failure, loss or default is impossible or unlikely, or 

that earning or profits are assured.



Access breaking stories, watch our latest videos, enjoy 
exclusive interviews, and discover new solutions from 

Entrepreneur anytime and on any of your mobile devices. 

GET THE LATEST FROM ENTREPRENEUR
Download our free app available on iOS and Android devices

GET THE APP

EVERYDAY ENTREPRENEURSHIP
GETS MORE INTERESTING
WE’LL HELP YOU KEEP UP



�  (877) 963-3129�  pillartopostfranchise.com

�  franchise@pillartopost.com

36-year-old Matt Robertie operates Pillar 
To Post Home Inspectors® of Montgomery 
County, Pennsylvania.  Choosing to 
enter the Army right out of high school, 
Robertie was stationed in Fort Hood, 
Texas on September 11, the day of the 
2001 terrorist attacks. He was deployed 
to Iraq in 2003 and spent nine months 
there in various parts of the country as 
a gunner on a Bradley Fighting Vehicle. 
On 9/11/17, 16 years to the day when he 
found himself in Fort Hood preparing to 
ÀJKW�IRU�KLV�FRXQWU\��5REHUWLH�EHJDQ�D�
new chapter in his life. 

Pillar To Post Home Inspectors® has 
consistently been named to Entrepreneur 
Magazine’s Top Franchises for Veterans 
list and has also received Five Star 
VetFran Program status from the 
International Franchise Association, one 
of only 100 franchisors of the 600 who 
participate in the program to be awarded 
ÀYH�VWDUV��3LOODU�7R�3RVW�RIIHUV�D����
percent discount on its initial franchise 
IHH�WR�TXDOLÀHG�YHWHUDQV�DQG�LQ������WKH\�
made up 20 percent of Pillar To Post’s 
new franchisees with many more coming 
aboard in 2017.

“I’m excited to go down this road with 
Pillar To Post,” Robertie said, “and their 
VetFran program made it really easy to 
make this decision.”

Robertie is looking forward to building 
his business with one of the most 
reputable names in the industry. “Pillar To 
Post has earned many accolades and they 
do an impressive job promoting the brand, 
which is helpful, especially when you are 
ÀUVW�VWDUWLQJ�RII�μ�5REHUWLH�VDLG�

AFTER SERVING AS TANK 

GUNNER IN IRAQ WAR, ARMY 

VETERAN IS NOW A PILLAR TO 

POST HOME INSPECTOR®

For Pillar To Post Information:

  Pillar To Post

FRANCHISE 
ADVERTISEMENT

�  Franchise Fee: $18,900

�  Provides flexibility and 

       financial security

�  Helps your work/life balance

�  Allows you to take control of 

       your financial future

PILLAR TO POST 

FAST FACTS

Founded in 1994 , Pillar To Post Home 

Inspectors is the largest home 

inspection company in North America 

with nearly 600 locally owned 

franchise offices in 49 states and 9 

Canadian provinces. 

The company is consistently ranked 

No. 1 in its category by Entrepreneur 

Magazine’s Franchise 500®. Long-

term plans include adding 500 to 600 

new franchisees over the next five 

years. For further information, please 

visit www.pillartopostfranchise.com

ABOUT PILLAR TO POST

Matt Robertie of Pillar To Post Home Inspectors of Montgomery, PA

F R A N C H I S E

RANKED
#1 IN CATEGORY

2 0 1 7

500
R





V
eterans just may be the 

perfect franchisees. They 

have the leadership and 

drive necessary to run a 

successful business, but 

they also understand 

the importance of strict 

adherence to systems 

and guidelines. So it’s no surprise 

that franchisors want to recruit them. 

To wit: Almost 68 percent of the 

988 companies that applied for the 

Entrepreneur 2017 Franchise 500® 

ranking offer some sort of incentive 

(usually a franchise-fee discount) 

for veterans joining their system. 

But which ones truly offer the best 

opportunities?

To find out, we invited those 

companies to participate in a new survey 

designed to help us learn more about 

their veterans programs. From there, we 

developed our ranking of top franchises 

for veterans, taking into account each 

company’s veteran incentive, how 

veteran franchisees are attracted to and 

supported by the company, and how each 

company scored in our 2017 Franchise 

500® list. 

You’ll find all 150 companies 

that made our final ranking on the 

following pages, complete with a 

description of the incentives they offer, 

along with extras on how some of these 

companies go above and beyond to 

honor veterans and the military, and 

other stats gleaned from our survey.

Please note that this list is not 

intended as a recommendation of 

any particular company. Whether 

incentives to ownership are being 

offered or not, it’s always vital to do 

your research before investing in a 

franchise. Read the company’s legal 

documents, consult with an attorney 

and an accountant, and talk to existing 

and former franchisees to find out if 

the opportunity is right for you.
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BEHIND THE RANKINGS/

Here’s a breakdown of some of the 

key factors that went into our evaluation:

→ VETERAN INCENTIVE 

• Value of incentive

• Number of years offered

→ VETERAN FRANCHISEES & SUPPORT

• Veteran-owned units

• VetFran membership

• Veteran mentorship/training programs

• Recruitment efforts

• Franchise giveaway contests for veterans

→ FRANCHISE 500® SCORE

• Costs and fees

• Size and growth

• Franchisee support

• Brand strength

• Financial strength and stability

The List

VETERAN’S  
DAY

THE TOP 150 FRANCHISES READY TO SERVE  
THOSE WHO’VE SERVED THEIR COUNTRY.

by T R A C Y S TA P P H E R O L D
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1
Dream Vacations/
CruiseOne
Travel agencies

STARTUP COST

$3.2K–$21.9K

FRANCHISE FEE

$495–$9.8K

TOTAL UNITS
( Franchised / Co.-Owned )

1,119/0

INCENTIVE

20 percent off franchise fee; 

training fee waived or 

reduced for business 

partners and associates; 

marketing assets

2
Snap-on Tools
Professional tools 

and equipment

STARTUP COST

$169.5K–$350.2K

FRANCHISE FEE

$7.5K–$15K

TOTAL UNITS
( Franchised / Co.-Owned )

4,696/162

INCENTIVE

$20,000 off startup 

inventory

3
7-Eleven
Convenience stores

STARTUP COST

$37.6K–$1.1M

FRANCHISE FEE

$10K–$100K

TOTAL UNITS
( Franchised / Co.-Owned )

61,086/1,019

INCENTIVE

10 to 20 percent off

franchise fee; special 

financing

4
Precision Tune  
Auto Care
Auto repair and 

maintenance, tires, 

engine diagnostics

STARTUP COST

$127K–$253.6K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

281/45

INCENTIVE

$15,000 off franchise fee; 

reduced royalty in first year

5
Cruise Planners
Travel agencies

STARTUP COST

$2.1K–$22.9K

FRANCHISE FEE

$495–$10.5K

TOTAL UNITS
( Franchised / Co.-Owned )

2,564/1

INCENTIVE

25 percent off franchise fee; 

free training for co-owner/

associate; $250 marketing 

credit; $60 design credit; 3

months free technology 

access; free software 

license; 1 year free errors 

and omissions insurance

“IT’S ALWAYS BEEN a dream to own my own business,” says Grant Springer, “but I never really thought 

it was feasible.” Then, while doing research for his master’s thesis, the 26-year Army veteran discovered 

CruiseOne—now Dream Vacations/CruiseOne—and realized his dream was actually well within reach. 

The travel agency franchise offered flexible hours, the ability to work from home, and a low cost of entry.

That cost turned out to be even lower for Springer and his wife. They entered the company’s Operation 

Vetrepreneur contest and ended up being one of five winners to receive a free franchise that year. 

Since launching Operation Vetrepreneur in 2012, Dream Vacations has more than doubled the 

percentage of veterans in its system. Veterans who don’t win the contest are still eligible to receive a 

discount on their franchise fee, and more.

Springer opened his Edgewater, Md., franchise in late 2013, and his sales have increased every year. 

Recently, he encouraged one of his employees, a fellow veteran, to open her own travel agency franchise—

and take all her clients with her. After the generosity that was shown to him by his franchisor, Springer 

says he considers it an honor to be able to give back to other veterans.

SUPPORTING OUR TROOPS Dream Vacations/CruiseOne
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Success symbol.

There’s a reason LunchboxWax 

attracts top-caliber franchisees.

It’s our vibe, an inner verve that 

fuels a culture of heart-driven, 

headstrong entrepreneurs.

That’s us. Is it you?

Own it.

lunchboxfranchise.comT
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6
Marco’s Pizza
Pizza, subs, wings, 

cheese bread

STARTUP COST

$222.8K–$663.8K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

840/0

INCENTIVE

$10,000 off franchise fee; 

franchisee fee waived for 

veterans with service- 

related disabilities

7
Budget Blinds
Window coverings, window 

film, rugs, accessories

STARTUP COST

$105.1K–$225.9K

FRANCHISE FEE

$19.95K

TOTAL UNITS
( Franchised / Co.-Owned )

1,104/0

INCENTIVE

$15,000 off franchise and 

territory fees

8
The UPS Store
Postal, business, printing, 

and communications 

services

STARTUP COST

$177.96K–$402.6K

FRANCHISE FEE

$29.95K

TOTAL UNITS
( Franchised / Co.-Owned )

4,979/0

INCENTIVE

$10,000 off franchise fee; 

50 percent off initial 

application fee

9
Express  
Employment 
Professionals
Staffing, HR solutions

STARTUP COST

$130K–$206K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

761/0

INCENTIVE

50 percent off franchise fee

10
Sport Clips
Men’s sports-themed 

hair salons

STARTUP COST

$189.3K–$354.5K

FRANCHISE FEE

$25K–$59.5K

TOTAL UNITS
( Franchised / Co.-Owned )

1,638/54

INCENTIVE

20 percent off franchise fee

11
Anytime  
Fitness
Fitness centers

STARTUP COST

$89.4K–$677.8K

FRANCHISE FEE

$20K–$39.5K

TOTAL UNITS
( Franchised / Co.-Owned )

3,617/38

INCENTIVE

20 percent off

franchise fee

12
Beef Jerky  
Outlet Franchise
Jerky, sausages,  

specialty foods

STARTUP COST

$215.8K–$394.9K

FRANCHISE FEE

$44.9K

TOTAL UNITS
( Franchised / Co.-Owned )

101/1

INCENTIVE

50 percent off first-store 

franchise fee

13
Meineke Car 
Care Centers
Auto repair and 

maintenance

STARTUP COST

$123.1K–$572.4K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

915/11

INCENTIVE

50 percent off royalty fee for 

first six months

14
Pillar To Post  
Home Inspectors
Home inspections

STARTUP COST

$34.4K–$42.6K

FRANCHISE FEE

$18.9K

TOTAL UNITS
( Franchised / Co.-Owned )

559/0

INCENTIVE

20 percent off franchise fee

15
Instant Imprints
Embroidery, signs, banners, 

promotional products

STARTUP COST

$139.8K–$304.3K

FRANCHISE FEE

$39.95K

TOTAL UNITS
( Franchised / Co.-Owned )

52/1

INCENTIVE

$10,000 off franchise  

fee; free training

16
Good Feet  
Worldwide
Arch supports, 

related products

STARTUP COST

$117.7K–$183.2K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

119/9

INCENTIVE

25 percent off franchise fee 

and initial inventory

17
Checkers and 
Rally’s Restaurants 
Burgers, fries

STARTUP COST

$96.4K–$1.5M

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

567/284

INCENTIVE

Franchise fee waived

18
Maaco  
Franchising
Auto painting and  

collision repair

STARTUP COST

$313.3K–$478.3K

FRANCHISE FEE

$40K

TOTAL UNITS
( Franchised / Co.-Owned )

496/0

INCENTIVE

Reduced royalty fee  

for first six months

19
Captain D’s 
Seafood

STARTUP COST

$781K–$1.1M

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

221/299

INCENTIVE

50 percent off first-unit 

franchise fee; royalty fee 

reduced for first year

20
Office Pride 
Commercial 
Cleaning  
Services
Commercial cleaning

STARTUP COST

$59.5K–$107.2K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

135/0

INCENTIVE

25 percent off franchise fee

21
Signal 88  
Security
Private security guard and 

patrol services

STARTUP COST

$73K–$268.4K

FRANCHISE FEE

$45K–$150K

TOTAL UNITS
( Franchised / Co.-Owned )

357/7

INCENTIVE

10 percent off

franchise fee

22
Papa Murphy’s
Take-and-bake pizza

STARTUP COST

$287.6K–$521.2K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

1,397/148

INCENTIVE

Reduced royalty fee for  

first three years

23
sweetFrog Premium 
Frozen Yogurt
Self-serve frozen yogurt

STARTUP COST

$221K–$439.5K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

200/70

INCENTIVE

25 percent off franchise  

fee; 50 percent off

in May and November

EACH YEAR, Anytime Fitness contributes $250,000 to the nonprofit Tee It Up for 

the Troops as part of the franchise’s Operation Heartfirst program. Tee It Up  

for the Troops then selects a veteran to receive a $125,000 grant and a $125,000 

loan to open an Anytime Fitness gym. This year’s recipient is Liz Hunt, who served 

15 years in the Air Force, and also previously worked at an Anytime Fitness. Her 

gym will open early next year in Dothan, Ala.

SUPPORTING OUR TROOPS Anytime Fitness
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24
Juice It Up!
Juices, smoothies, acai 

and pitaya bowls,  

healthful snacks

STARTUP COST

$216.4K–$378.3K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

88/2

INCENTIVE

60 percent off first-store 

franchise free; second- 

store franchise fee 

refunded if second unit 

opens within a year of first

25
Big Frog 
Custom T-Shirts
Custom garment printing

STARTUP COST

$180.2K–$239.2K

FRANCHISE FEE

$39.5K

TOTAL UNITS
( Franchised / Co.-Owned )

80/0

INCENTIVE

20 percent off franchise fee

26
PostNet 
Neighborhood 
Business Centers
Packing, shipping, printing, 

signs, marketing solutions

STARTUP COST

$169.8K–$212.3K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

666/0

INCENTIVE

35 percent off franchise fee

27
Batteries Plus Bulbs
Batteries, light bulbs, phone 

and tablet repairs

STARTUP COST

$152.2K–$369.5K

FRANCHISE FEE

$37.5K

TOTAL UNITS
( Franchised / Co.-Owned )

660/52

INCENTIVE

$10,000 off franchise fee

28
Huntington Learning 
Centers
Tutoring and test prep

STARTUP COST

$110.1K–$225.7K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

 245/35

INCENTIVE

50 percent off franchise fee

29
Max Muscle 
Sports Nutrition
Sports nutrition products, 

weight-loss consulting, 

athletic apparel

STARTUP COST

$114.6K–$281.3K

FRANCHISE FEE

$18.5K–$35K

TOTAL UNITS
( Franchised / Co.-Owned )

127/0

INCENTIVE

$10,000 product credit

30
Mosquito Joe
Outdoor pest control

STARTUP COST

$69.6K–$122.5K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

235/2

INCENTIVE

$2,500 off franchise fee

31
Money Mailer 
Franchise
Direct-mail advertising

STARTUP COST

$95.6K–$106.6K

FRANCHISE FEE

$87K

TOTAL UNITS
( Franchised / Co.-Owned )

183/48

INCENTIVE

10 to 25 percent off

franchise fee

32
Tropical Smoothie 
Cafe
Smoothies, salads, wraps, 

sandwiches, soups, 

coffee drinks

STARTUP COST

$222.8K–$525.4K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

597/1

INCENTIVE

50 percent off franchise fee

33
Pirtek
Hose service and supply 

centers/mobile services

STARTUP COST

$113.6K–$633K

FRANCHISE FEE

$20K–$50K

TOTAL UNITS
( Franchised / Co.-Owned )

484/4

INCENTIVE

$5,000 to $15,000 off

franchise fee

34
MaidPro
Residential cleaning

STARTUP COST

$57.6K–$207.5K

FRANCHISE FEE

$17K–$68K

TOTAL UNITS
( Franchised / Co.-Owned )

242/1

INCENTIVE

$3,000 off franchise fee; 

$12,000 in invoice credits

35
HobbyTown
General hobbies and 

supplies, toys

STARTUP COST

$153.3K–$326.1K

FRANCHISE FEE

$20K

TOTAL UNITS
( Franchised / Co.-Owned )

150/0

INCENTIVE

$10,000 off franchise fee



36
Border Magic/
Boulder Designs
Concrete landscape edging; 

custom rocks and boulder 

signage

STARTUP COST

$78K–$138K

FRANCHISE FEE

$28.5K–$62K

TOTAL UNITS
( Franchised / Co.-Owned )

163/0

INCENTIVE

$2,500 off franchise fee; 25 

percent off royalty fee for 

five years

37
CPR-Cell Phone 
Repair
Electronics repairs 

and sales

STARTUP COST

$58.2K–$176K

FRANCHISE FEE

Up to $37.5K

TOTAL UNITS
( Franchised / Co.-Owned )

365/4

INCENTIVE

10 percent off franchise fee 

or franchise fee waived on 

third unit

38
Jan-Pro Franchising 
International
Commercial cleaning

STARTUP COST

$3.99K–$51.1K

FRANCHISE FEE

$2.5K–$44K

TOTAL UNITS
( Franchised / Co.-Owned )

8,224/0

INCENTIVE

20 percent off franchise fee

39
Aire Serv 
HVAC services

STARTUP COST

$82.6K–$206.4K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

187/0

INCENTIVE

15 percent off franchise fee

40
Advanced 
Maintenance
Commercial-fleet 

maintenance, repair, and 

management services

STARTUP COST

$117.7K–$174.6K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

18/2

INCENTIVE

$5,000 off franchise fee

41
Jet-Black
Asphalt maintenance

STARTUP COST

$43K–$100.98K

FRANCHISE FEE

$7.5K

TOTAL UNITS
( Franchised / Co.-Owned )

104/8

INCENTIVE

First-unit franchise 

fee waived

42
Mr. Appliance
Residential and commercial 

appliance installation 

and repairs

STARTUP COST

$60.8K–$139.5K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

210/0

INCENTIVE

15 percent off franchise fee

43
HoneyBaked Ham
Specialty foods, catering, 

cafés

STARTUP COST

$299.2K–$468.2K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

206/198

INCENTIVE

$10,000 off first-store 

franchise fee

44
The Cleaning 
Authority
Residential cleaning

STARTUP COST

$71.2K–$153.2K

FRANCHISE FEE

$15K–$20K

TOTAL UNITS
( Franchised / Co.-Owned )

214/1

INCENTIVE

25 percent off territory fee

45
9Round
Kickboxing circuit-training 

programs

STARTUP COST

$75.2K–$116.8K

FRANCHISE FEE

$24K

TOTAL UNITS
( Franchised / Co.-Owned )

533/6

INCENTIVE

15 percent off franchise fee

46
Rita’s Italian Ice
Italian ice, frozen custard

STARTUP COST

$150.5K–$440.9K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

605/0

INCENTIVE

50 percent off franchise fee

47
The Maids
Residential cleaning

STARTUP COST

$76.1K–$164.4K

FRANCHISE FEE

$12.5K

TOTAL UNITS
( Franchised / Co.-Owned )

1,236/111

INCENTIVE

$5,000 off franchise fee

800-291-0771
TruBlueFranchise.com 

•  Recurring Monthly Revenues 

from Multi-Service Approach

����'LVWLQFW�3UR¿�W�&HQWHUV�

��1H[W�%LJ�:DYH�LQ�6HQLRU�&DUH

• Enjoy Being Your Own Boss

This Month’s Featured Brand

StrategicFranchising.com

All of our brands provide...

• Home-Based Opportunity

• Low Start-Up Cost

• In-Demand Services

• Outstanding Training,            

Marketing and Support

5 Franchise Brands. 
30 Years of Expertise.  

In 15 Countries...And Growing.

Join a Winning Team!
30 Years of Proven Franchise Success

Largest Senior Transition Services 

Company Nationwide.

Residential and Commercial

 Premium Painting.

International Leader in the Coaching 

Industry, now in 15 Countries!

Leader in House Care Management for 

Seniors and Busy Adults.
Fresh, top-quality pet food 
delivered right to your door.

R
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48
Safe Ship
Packing, shipping, freight, 

office supplies, notary 

services

STARTUP COST

$54.9K–$153.9K

FRANCHISE FEE

$19.9K

TOTAL UNITS
( Franchised / Co.-Owned )

35/5

INCENTIVE

$5,000 franchise fee

49
Postal 
Connections/ 
iSold It
Postal, business, and 

internet services

STARTUP COST

$55.9K–$233.3K

FRANCHISE FEE

$29.9K

TOTAL UNITS
( Franchised / Co.-Owned )

49/0

INCENTIVE

25 percent off franchise fee

50
National Property 
Inspections 
Home and commercial 

property inspections

STARTUP COST

$43.2K–$47K

FRANCHISE FEE

$34.9K

TOTAL UNITS
( Franchised / Co.-Owned )

224/0

INCENTIVE

15 percent off franchise fee

51
FirstLight 
Home Care 
Nonmedical home care

STARTUP COST

$97.7K–$141.7K

FRANCHISE FEE

$42.5K

TOTAL UNITS
( Franchised / Co.-Owned )

154/0

INCENTIVE

$10,000 off franchise fee

52
Window Gang
Window, gutter, and 

dryer-vent cleaning; 

pressure washing; 

chimney sweeping

STARTUP COST

$34.4K–$81.2K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

90/102

INCENTIVE

10 percent off franchise fee

53
The Little Gym 
International
Children’s development/

fitness programs

STARTUP COST

$185.8K–$436K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

361/0

INCENTIVE

50 percent off franchise fee

54
Bruster’s Real 
Ice Cream
Ice cream, frozen yogurt, 

ices, sherbets

STARTUP COST

$270.2K–$1.3M

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

195/2

INCENTIVE

50 percent off franchise fee

55
Lapels
Dry cleaning and 

laundry services

STARTUP COST

$86.5K–$609.9K

FRANCHISE FEE

$20K–$25K

TOTAL UNITS
( Franchised / Co.-Owned )

80/0

INCENTIVE

20 percent off franchise fee

56
Go Mini’s Portable 
Franchising 
Portable storage containers

STARTUP COST

$198.7K–$406.9K

FRANCHISE FEE

$45K

TOTAL UNITS
( Franchised / Co.-Owned )

83/0

INCENTIVE

20 percent off franchise fee

57
Rainbow Interna-
tional Restoration 
& Cleaning
Indoor cleaning and 

restoration

STARTUP COST

$171.7K–$278.1K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

370/0

INCENTIVE

15 percent off franchise fee

LAST YEAR, 11,000 veterans applied for 7-Eleven’s Operation: Take Command 

contest, which awards the winner a free franchise. Contestants submitted videos 

telling their stories, and a Facebook poll whittled them down to the top three. But 

the final decision fell to CEO Joe DePinto. He conducted in-person interviews to 

select the final winner: 20-year Marine Corps veteran Jean Cetoute of Richlands, 

N.C., originally an immigrant from Haiti.

SUPPORTING OUR TROOPS 7-Eleven

P
H

O
T

O
G

R
A

P
H

 C
O

U
R

T
E

S
Y

 O
F

 7
-

E
L

E
V

E
N



Jeff  ~ Jimmy John’s Manager ~ Clearwater, FL

HAPPY AND ENJOY

WHAT YOU’RE DOING, IT’S 

“AS LONG AS YOU’RE
NOT REALLY WORK.”

©2017 JIMMY JOHN’S FRANCHISE, LLC  ALL RIGHTS RESERVED.

FOR FRANCHISING INFORMATION, VISIT JIMMYJOHNS.COM

OR CALL 800-546-6904
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58
PrideStaff
Staffing

STARTUP COST

$112.6K–$237.5K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

72/3

INCENTIVE

25 percent off franchise fee

59
Red Mango - Cafe 
& Juice Bar
Frozen yogurt, smoothies, 

juices, wraps

STARTUP COST

$193.5K–$466K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

315/0

INCENTIVE

50 percent off franchise fee

60
ASP–America’s 
Swimming Pool 
Company
Swimming pool 

maintenance, repairs,  

and renovations

STARTUP COST

$96.2K–$143.3K

FRANCHISE FEE

$32K–$65K

TOTAL UNITS
( Franchised / Co.-Owned )

254/0

INCENTIVE

15 percent off franchise fee

61
Property 
Management Inc.
Commercial, residential,  

and association property 

management

STARTUP COST

$19.9K–$86.8K

FRANCHISE FEE

$15K–$45K

TOTAL UNITS
( Franchised / Co.-Owned )

189/1

INCENTIVE

10 percent off standard 

($35,000) franchise fee

62
Dickey’s 
Barbecue Pit
Barbecue

STARTUP COST

$289.9K–$421.2K

FRANCHISE FEE

$20K

TOTAL UNITS
( Franchised / Co.-Owned )

549/5

INCENTIVE

25 percent off franchise fee

63
Edible 
Arrangements 
Sculpted fresh-fruit 

bouquets

STARTUP COST

$195.5K–$327.7K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

1,240/6

INCENTIVE

$10,000 off first-store 

franchise fee

64
Fyzical Therapy & 
Balance Centers
Physical therapy, balance 

and vestibular therapy, 

preventative wellness 

services

STARTUP COST

$138.8K–$390K

FRANCHISE FEE

$70K–$140K

TOTAL UNITS
( Franchised / Co.-Owned )

222/17

INCENTIVE

25 percent off franchise fee

65
Pop-A-Lock 
Franchise System
Mobile locksmith and 

security services

STARTUP COST

$99.7K–$134.3K

FRANCHISE FEE

$15.5K

TOTAL UNITS
( Franchised / Co.-Owned )

558/3

INCENTIVE

10 percent off franchise fee

66
Two Men and a 
Truck International 
Moving services

STARTUP COST

$95K–$666K

FRANCHISE FEE

$15K–$85K

TOTAL UNITS
( Franchised / Co.-Owned )

300/2

INCENTIVE

10 percent off franchise fee

67
Ace Hardware 
Hardware and home- 

improvement stores

STARTUP COST

$272.5K–$1.6M

FRANCHISE FEE

$5K

TOTAL UNITS
( Franchised / Co.-Owned )

4,912/98

INCENTIVE

Franchise fee waived

68
Archadeck Outdoor 
Living
Outdoor living space design 

and construction

STARTUP COST

$75.95K–$103.6K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

54/2

INCENTIVE

15 percent off franchise fee; 

30 percent off in May and 

November

69
Right at Home 
Home care, medical staffing

STARTUP COST

$78.3K–$137.9K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

553/0

INCENTIVE

10 percent off franchise fee  

70
Which Wich 
Superior 
Sandwiches
Sandwiches

STARTUP COST

$203K–$495.3K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

435/3

INCENTIVE

$10,000 off franchise fee

71
CleanNet USA 
Commercial cleaning

STARTUP COST

$20.9K–$85.4K

FRANCHISE FEE

$16K–$69.5K

TOTAL UNITS
( Franchised / Co.-Owned )

2,364/11

INCENTIVE

5 to 10 percent off franchise 

fee

72
Precision Door 
Service
Garage-door repairs and 

installation

STARTUP COST

$67.8K–$515.4K

FRANCHISE FEE

$10K–$100K

TOTAL UNITS
( Franchised / Co.-Owned )

86/1

INCENTIVE

20 percent off franchise fee
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HOME FRANCHISE CONCEPTS has held a number of different giveaways since 2006. The latest is the 

There’s No Place Like Home Veteran Partnership and Giveaway, in which existing franchisees can 

nominate a veteran to receive a free Budget Blinds, Tailored Living, or Concrete Craft franchise and up 

to $100,000 in operating capital. Franchisees also fund-raise to provide that extra capital for the three 

winners (one for each brand), who will be announced on Veterans Day.

SUPPORTING OUR TROOPS Home Franchise Concepts
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73
Color Glo 
International
Leather, vinyl, fabric, carpet, 

and surface repair and 

restoration

STARTUP COST

$56.3K–$61.4K

FRANCHISE FEE

$33K

TOTAL UNITS
( Franchised / Co.-Owned )

142/0

INCENTIVE

10 percent off franchise fee

74
The Grounds Guys 
Lawn and landscape 

maintenance

STARTUP COST

$73.5K–$200.1K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

209/0

INCENTIVE

15 percent off franchise fee

75
Mosquito Squad
Outdoor pest control

STARTUP COST

$29.6K–$69.6K

FRANCHISE FEE

$15K–$27.5K

TOTAL UNITS
( Franchised / Co.-Owned )

220/0

INCENTIVE

$2,500 off franchise fee; 

$5,000 off in May and 

November

76
GymGuyz
Mobile personal training

STARTUP COST

$56.7K–$119.8K

FRANCHISE FEE

$35K–$49.99K

TOTAL UNITS
( Franchised / Co.-Owned )

111/4

INCENTIVE

$5,000 off franchise fee

77
Padgett Business 
Services
Financial, payroll, consulting, 

and tax services

STARTUP COST

$20.2K–$99.98K

FRANCHISE FEE

$15K–$56K

TOTAL UNITS
( Franchised / Co.-Owned )

356/0

INCENTIVE

$4,000 off franchise fee

78
Culver Franchising 
System 
Frozen custard, specialty 

burgers

STARTUP COST

$1.8M-$4.3M

FRANCHISE FEE

$55K

TOTAL UNITS
( Franchised / Co.-Owned )

623/8

INCENTIVE

$10,000 off franchise fee

79
Happy & Healthy 
Products 
Frozen fruit bars

STARTUP COST

$50.1K–$92.6K

FRANCHISE FEE

$23K

TOTAL UNITS
( Franchised / Co.-Owned )

58/0

INCENTIVE

5 percent off franchise fee

80
Philly Pretzel 
Factory
Soft pretzels

STARTUP COST

$131.99K–$368.2K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

173/10

INCENTIVE

$1,776 off franchise fee

81
Mr. Electric
Electrical services

STARTUP COST

$86.1K–$184.8K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

151/0

INCENTIVE

15 percent off franchise fee

82
Fully Promoted
Branded products and 

marketing services

STARTUP COST

$92.8K–$248.4K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

275/0

INCENTIVE

10 percent off franchise fee

83
Molly Maid
Residential cleaning

STARTUP COST

$89.2K–$137.2K

FRANCHISE FEE

$14.9K

TOTAL UNITS
( Franchised / Co.-Owned )

466/0

INCENTIVE

15 percent off franchise fee

84
Senior Helpers
Personal, companion, and 

Alzheimer’s home care

STARTUP COST

$83.3K–$117.3K

FRANCHISE FEE

$44.5K

TOTAL UNITS
( Franchised / Co.-Owned )

291/1

INCENTIVE

15 percent off franchise fee

85
Cottman 
Transmission and 
Total Auto Care
Transmission repair

STARTUP COST

$192.4K–$230.7K

FRANCHISE FEE

$37.5K

TOTAL UNITS
( Franchised / Co.-Owned )

54/0

INCENTIVE

$8,000 off franchise fee

86
IceBorn
Ice and water 

vending machines

STARTUP COST

$27.1K–$213.5K

FRANCHISE FEE

$1K–$5K

TOTAL UNITS
( Franchised / Co.-Owned )

54/111

INCENTIVE

50 percent off franchise  

fee; first-year royalty fees 

waived

87
Mr. Rooter
Plumbing, drain, and 

sewer cleaning

STARTUP COST

$74.3K–$180.2K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

276/0

INCENTIVE

15 percent off franchise fee

T
K

ALMOST 30 PERCENT of the companies that responded to our survey reported having at least one 

veteran on their executive leadership team. One example is Gordon Logan, CEO and founder of 

Sport Clips, who served as an aircraft commander in the Air Force. He recently donated $500,000 to 

VetFran to encourage other veterans to enter the franchise world.

SUPPORTING OUR TROOPS Sport Clips

P
H

O
T

O
G

R
A

P
H

 C
O

U
R

T
E

S
Y

 O
F

 S
P

O
R

T
 C

L
IP

S



Meet face-to-face with the most exciting franchise brands at the 

largest franchise events in the United States. Attend seminars and 

collaborative workshops, learn about the benefits of franchising, and 

interact with hundreds of franchise brands from over 75 industries.

THREE CITIES
COUNTLESS OPPORTUNITIES

JAN. 18-20, 2018
Dallas, TX

FranchiseExpoSouth.com

NOV. 2-4, 2017
Los Angeles, CA

FranchiseExpoWest.com

NEW LOCATION!

MAY 31-JUNE 2, 2018
New York, NY

IFEInfo.com SUPPORTED BY

REGISTER TODAY FOR FREE!

USE PROMO CODE GPENT
SPONSORED BY
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→ ARMY/ 34.5 percent

→ AIR FORCE/ 21.7 percent

→ NAVY/ 18.3 percent

→ MARINE CORPS/ 18 percent

→ COAST GUARD/ 7.5 percent

Military Branches  
Most Represented  
Among  
Franchisees



88
Tint World
Auto accessories,  

mobile electronics,  

security, window tinting, 

appearance services

STARTUP COST

$118.1K–$199.7K

FRANCHISE FEE

$20K–$35K

TOTAL UNITS
( Franchised / Co.-Owned )

55/0

INCENTIVE

10 percent off franchise fee

89
Glass Doctor
Auto/residential/

commercial glass 

installation, repair, and 

replacement

STARTUP COST

$128.8K–$265.5K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

180/0

INCENTIVE

15 percent off franchise fee

90
Bloomin’ Blinds
Window covering sales, 

installation, and repairs

STARTUP COST

$49.1K–$105.2K

FRANCHISE FEE

$35K

TOTAL UNITS
( Franchised / Co.-Owned )

39/1

INCENTIVE

$10,000 off franchise fee

91
Chronic Tacos 
Enterprises 
Mexican food

STARTUP COST

$299K–$799K

FRANCHISE FEE

$35K–$40K

TOTAL UNITS
( Franchised / Co.-Owned )

42/5

INCENTIVE

20 percent off franchise fee

92
Restoration 1
Water, fire, smoke, and 

mold restoration

STARTUP COST

$77.95K–$182.1K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

109/0

INCENTIVE

$7,000 off franchise fee

93
Mr. Transmission/
Milex Complete 
Auto Care
Auto repair

STARTUP COST

$204K–$288.4K

FRANCHISE FEE

$45K

TOTAL UNITS
( Franchised / Co.-Owned )

88/0

INCENTIVE

$5,000 off franchise fee

94
Bar-B-Clean
Barbecue cleaning

STARTUP COST

$36.95K–$50.1K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

28/1

INCENTIVE

15 percent off franchise fee

95
Wow 1 Day Painting
One-day residential and 

commercial painting

STARTUP COST

$108.5K–$147.1K

FRANCHISE FEE

$50K

TOTAL UNITS
( Franchised / Co.-Owned )

40/0

INCENTIVE

10 percent off franchise fee

96
Togo’s
Specialty sandwiches, 

salads, soups, wraps

STARTUP COST

$274K–$508.7K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

238/12

INCENTIVE

20 percent off franchise fee

97
Fantastic Sams 
Cut & Color
Hair salons

STARTUP COST

$145.4K–$317K

FRANCHISE FEE

$30K

TOTAL UNITS
( Franchised / Co.-Owned )

1,045/3

INCENTIVE

15 percent off franchise fee

98
The Joint 
Chiropractic services 

STARTUP COST

$211.4K–$339.9K

FRANCHISE FEE

$39.9K

TOTAL UNITS
( Franchised / Co.-Owned )

337/47

INCENTIVE

15 percent off franchise fee

99
Auto Appraisal 
Network 
Auto appraisals

STARTUP COST

$16.7K–$44.3K

FRANCHISE FEE

$12K–$20K

TOTAL UNITS
( Franchised / Co.-Owned )

19/7

INCENTIVE

20 percent off franchise fee
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100
Vanguard Cleaning 
Systems
Commercial cleaning

STARTUP COST

$10.9K–$39.4K

FRANCHISE FEE

$9.6K–$35.7K

TOTAL UNITS
( Franchised / Co.-Owned )

3,237/0

INCENTIVE

10 percent off franchise fee

101
Caring Transitions
Senior relocation, online 

auctions, and estate 

management

STARTUP COST

$58.1K–$80.8K

FRANCHISE FEE

$44.9K

TOTAL UNITS
( Franchised / Co.-Owned )

192/0

INCENTIVE

$2,000 off franchise fee

102
Assisted Living 
Locators
Senior-care referrals and 

senior-living placement

STARTUP COST

$61.95K–$74.6K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

64/3

INCENTIVE

10 percent off franchise fee

103
Allegra Marketing–
Print–Mail
Printing, marketing, mail, 

signs, promotional products

STARTUP COST

$202.96K–$561.2K

FRANCHISE FEE

$25K–$45K

TOTAL UNITS
( Franchised / Co.-Owned )

254/4

INCENTIVE

25 percent off franchise fee

104
Stratus Building 
Solutions
Environmentally friendly 

commercial cleaning

STARTUP COST

$3.5K–$48.4K

FRANCHISE FEE

$2.7K–$37.6K

TOTAL UNITS
( Franchised / Co.-Owned )

1,325/0

INCENTIVE

10 percent off franchise fee

105
Real Property 
Management
Property management

STARTUP COST

$86.8K–$113.8K

FRANCHISE FEE

$45K

TOTAL UNITS
( Franchised / Co.-Owned )

280/3

INCENTIVE

10 percent off franchise fee

106
Happy Tax 
Franchising
Tax preparation

STARTUP COST

$30.4K–$66.5K

FRANCHISE FEE

$20K–$25K

TOTAL UNITS
( Franchised / Co.-Owned )

85/0

INCENTIVE

20 percent off franchise fee; 

franchise fee waived for 

veterans who served in a 

war zone

107
Window Genie
Residential window cleaning, 

window tinting, pressure 

washing

STARTUP COST

$90.8K–$145K

FRANCHISE FEE

$32K–$57K

TOTAL UNITS
( Franchised / Co.-Owned )

124/0

INCENTIVE

Expanded territory (15,000 

additional households)

108
Surface Specialists
Bathtub repair and 

refinishing, tub liners, 

bath remodeling

STARTUP COST

$43.2K–$56K

FRANCHISE FEE

$36K

TOTAL UNITS
( Franchised / Co.-Owned )

45/0

INCENTIVE

20 percent off franchise fee

109
WSI
Digital marketing agencies

STARTUP COST

$64.5K–$94.6K

FRANCHISE FEE

$49.7K–$69.7K

TOTAL UNITS
( Franchised / Co.-Owned )

832/2

INCENTIVE

10 percent off franchise fee

110
Mr. Handyman 
International 
Residential and commercial 

repair,  maintenance, and 

improvement services

STARTUP COST

$105.1K–$136.7K

FRANCHISE FEE

$49.9K

TOTAL UNITS
( Franchised / Co.-Owned )

209/0

INCENTIVE

15 percent off franchise fee

111
Tailored Living 
Home organization products 

and services

STARTUP COST

$156.9K–$297.3K

FRANCHISE FEE

$29.95K

TOTAL UNITS
( Franchised / Co.-Owned )

203/0

INCENTIVE

10 percent off franchise and 

territory fees
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franchise.org/convention

Come and join nearly 4,000 of your peers 
at the biggest franchise event of the year, 
designed specifically to address your 
challenges and provide solutions that will 
make a difference for your business. 

SHARK TANK STAR

DAYMOND JOHN
TO APPEAR AT IFA2018 ON FEB. 13!







112
Fibrenew
Leather, plastic, and vinyl 

restoration and repair

STARTUP COST

$89.5K–$101.3K

FRANCHISE FEE

$46K

TOTAL UNITS
( Franchised / Co.-Owned )

238/2

INCENTIVE

10 percent off franchise fee

113
Five Star Painting
Residential and 

commercial painting

STARTUP COST

$69.7K–$179.3K

FRANCHISE FEE

$40K

TOTAL UNITS
( Franchised / Co.-Owned )

161/0

INCENTIVE

15 percent off franchise fee

114
Kitchen Tune-Up
Residential and commercial 

kitchen and bath remodeling

STARTUP COST

$71.9K–$105.2K

FRANCHISE FEE

$49K

TOTAL UNITS
( Franchised / Co.-Owned )

190/0

INCENTIVE

10 percent off franchise fee

115
Handyman 
Connection
Home repairs, remodeling

STARTUP COST

$101.8K–$159K

FRANCHISE FEE

$60K

TOTAL UNITS
( Franchised / Co.-Owned )

82/0

INCENTIVE

$7,500 off franchise fee

116
Homewatch 
CareGivers
Home care, nursing-care 

coordination, memory care

STARTUP COST

$83K–$131K

FRANCHISE FEE

$49K–$61.5K

TOTAL UNITS
( Franchised / Co.-Owned )

190/0

INCENTIVE

10 percent off franchise fee

117
HomeVestors of 
America 
Home buying, repair, and 

selling

STARTUP COST

$44K–$347.3K

FRANCHISE FEE

$18K–$55K

TOTAL UNITS
( Franchised / Co.-Owned )

851/0

INCENTIVE

10 percent off franchise fee

118
Chem-Dry Carpet & 
Upholstery Cleaning
Carpet and upholstery 

cleaning; tile and stone care; 

granite countertop renewal

STARTUP COST

$56.5K–$161.96K

FRANCHISE FEE

$23.5K

TOTAL UNITS
( Franchised / Co.-Owned )

3,536/0

INCENTIVE

10 percent off franchise fee

119
ACFN, The ATM 
Franchise Busi-
ness Automated teller 

machines

STARTUP COST 

$39.4K–$64.8K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

239/0

IINCENTIVE

$1,000 off franchise fee

120
Aire-Master of 
America 
Restroom odor-control 

and maintenance

STARTUP COST

$39.6K–$142.4K

FRANCHISE FEE

$24.9K–$83K

TOTAL UNITS
( Franchised / Co.-Owned )

109/7

INCENTIVE

10 percent off franchise fee

121
The Flying 
Locksmiths 
Locksmith and security 

services and products

STARTUP COST

$121.6K–$366.4K

FRANCHISE FEE

$15K–$240K

TOTAL UNITS
( Franchised / Co.-Owned )

67/1

INCENTIVE

5 percent off franchise fee

122
Service Team of 
Professionals 
(STOP)
Water/fire restoration, 

mold remediation

STARTUP COST

$78.6K–$138.5K

FRANCHISE FEE

$48K

TOTAL UNITS
( Franchised / Co.-Owned )

35/0

INCENTIVE

10 percent off franchise fee

123
Pet Supplies Plus
Retail pet supplies and 

services

STARTUP COST

$555.4K–$1.3M

FRANCHISE FEE

$49.9K

TOTAL UNITS
( Franchised / Co.-Owned )

198/210

INCENTIVE

$6,000 off franchise fee

The List
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™

entm.ag/networkinglikeapro

GROW YOUR NETWORK 
GROW YOUR BUSINESS

Networking experts Dr. Ivan Misner and Brian Hilliard 

reveal key networking techniques to help you build, 

revive, and grow your business. 

“Networking Like A Pro is the most

comprehensive book I’ve seen on networking—

bar none. From beginning to end, Misner and 

Hilliard divulge networking concepts and 

strategies which will catapult you from an average 

networker to a master networker and empower 

you to achieve greatness in business and life.”

JACK CANFIELD CO-AUTHOR OF CHICKEN SOUP FOR
THE SOUL AND THE SUCCESS PRINCIPLES

“Done well, effective networking is

‘the speed of trust’ in action. No one

understands networking like Ivan Misner,

so if you want to get the maximum results 

possible from your networking efforts,

you need to read this book—period.”

STEPHEN M. R. COVEY AUTHOR OF NEW YORK TIMES
AND NUMBER-ONE WALL STREET JOURNAL BESTSELLER

THE SPEED OF TRUST

“The title says it all and this book surely does

not disappoint. But don’t take my word for it;

read Networking Like A Pro, apply the new 

knowledge you gain to your networking efforts, 

and the results you get will speak volumes.”

MICHAEL E. GERBER AUTHOR OF BEYOND THE E-MYTH 

“Wow! This book breaks the mold in

professional networking. Its practical,

powerful ideas will accelerate your success

in ways you cannot imagine.”

BRIAN TRACY CHAIRMAN AND CEO OF BRIAN TRACY 

INTERNATIONAL AND AUTHOR OF MILLION DOLLAR HABITS



124
Interior Magic
Auto appearance 

reconditioning

STARTUP COST

$33.1K–$100.1K

FRANCHISE FEE

$14.9K–$39.9K

TOTAL UNITS
( Franchised / Co.-Owned )

51/0

INCENTIVE

25 percent off franchise fee

125
ComForCare 
Home Care
Nonmedical and skilled 

home care

STARTUP COST

$38K–$48K

FRANCHISE FEE

$48K

TOTAL UNITS
( Franchised / Co.-Owned )

200/0

INCENTIVE

10 percent off franchise fee

126
Expense Reduction 
Analysts
Business consulting

STARTUP COST

$66K–$85.9K

FRANCHISE FEE

$59.9K

TOTAL UNITS
( Franchised / Co.-Owned )

708/6

INCENTIVE

$5,000 off franchise fee

127
N-Hance Wood 
Refinishing
Wood floor and cabinet 

refinishing

STARTUP COST

$26.7K–$154.7

FRANCHISE FEE

$17.4K–$42.8K

TOTAL UNITS
( Franchised / Co.-Owned )

479/0

INCENTIVE

10 percent off initial down 

payment on franchise fee

128
Rocky Mountain 
Chocolate Factory
Chocolates, confections

STARTUP COST

$191.3K–$363K

FRANCHISE FEE

$24.5K

TOTAL UNITS
( Franchised / Co.-Owned )

275/4

INCENTIVE

$5,000 off franchise fee

129
The BrickKicker 
Home Inspection
Residential and commercial 

inspections, related services

STARTUP COST

$16.8K–$44.6K

FRANCHISE FEE

$12K–$27K

TOTAL UNITS
( Franchised / Co.-Owned )

41/1

INCENTIVE

$2,000 to $4,000 off

franchise fee

130
Any Lab Test Now
Health, drug, alcohol, and 

DNA testing

STARTUP COST

$103.1K–$179.6K

FRANCHISE FEE

$40K

TOTAL UNITS
( Franchised / Co.-Owned )

166/0

INCENTIVE

10 percent off franchise fee

131
InXpress
Shipping services

STARTUP COST

$79.3K–$169.2K

FRANCHISE FEE

$50K

TOTAL UNITS
( Franchised / Co.-Owned )

324/0

INCENTIVE

15 percent off franchise fee

132
TruBlue Total 
House Care
Handyman services, 

residential cleaning, 

lawn care

STARTUP COST

$61.9K–$81K

FRANCHISE FEE

$39.5K

TOTAL UNITS
( Franchised / Co.-Owned )

25/0

INCENTIVE

Up to $2,000 off franchise 

fee

133
Ductz International
Air-duct cleaning, HVAC 

restoration, dryer-vent 

cleaning

STARTUP COST

$92.8K–$204.2K

FRANCHISE FEE

$49.9K–$74.9K

TOTAL UNITS
( Franchised / Co.-Owned )

90/9

INCENTIVE

$5,000 off franchise fee

134
Miracle Method 
Surface Refinishing
Kitchen and bathroom 

surface refinishing

STARTUP COST

$83.4K–$127.99K

FRANCHISE FEE

$40K–$50.3K

TOTAL UNITS
( Franchised / Co.-Owned )

144/1

INCENTIVE

10 percent off franchise fee

135
GarageExperts
Garage cabinets, floor 

coatings, organization 

products

STARTUP COST

$48.5K–$86.4K

FRANCHISE FEE

$15K

TOTAL UNITS
( Franchised / Co.-Owned )

47/0

INCENTIVE

10 percent off franchise fee

136
Transworld 
Business Advisors
Business brokerages; 

franchise consulting

STARTUP COST

$69.6K–$91.9K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

210/0

INCENTIVE

10 percent off franchise fee

137
Synergy HomeCare
Nonmedical home care

STARTUP COST

$38K–$152K

FRANCHISE FEE

$27K–$52K

TOTAL UNITS
( Franchised / Co.-Owned )

349/0

INCENTIVE

$2,000 off franchise fee

138
The Alternative 
Board (TAB)
Peer advisory boards, 

business coaching

STARTUP COST

$45.4K–$94.5K

FRANCHISE FEE

$9.5K–$44K

TOTAL UNITS
( Franchised / Co.-Owned )

226/28

INCENTIVE

10 percent off franchise fee

139
i9 Sports
Youth sports leagues, 

camps, and clinics

STARTUP COST

$59.9K–$69.9K

FRANCHISE FEE

 $24.9K

TOTAL UNITS
( Franchised / Co.-Owned )

128/1

INCENTIVE

10 percent off franchise fee

We asked the franchisors  

what regions of the  

country most of their  

veteran franchisees  

are located in.  

Here’s the distribution:

South/ 37.2 percent

Midwest/ 23.4 percent

Northeast/ 22.4 percent

West/ 17 percent

The List





140
Young Rembrandts 
Franchise 
Drawing classes for 

ages 3 to 12

STARTUP COST

 $41.3K–$48.1K

FRANCHISE FEE

$34.5K

TOTAL UNITS
( Franchised / Co.-Owned )

105/0

INCENTIVE

10 percent off franchise fee

141
360clean
Commercial cleaning

STARTUP COST

$7.1K–$45.3K

FRANCHISE FEE

$5.4K–$34K

TOTAL UNITS
( Franchised / Co.-Owned )

81/0

INCENTIVE

$500 off franchise fee

142
Two Maids & A Mop
Residential cleaning

STARTUP COST

$56K–$136.95K

FRANCHISE FEE

$25K

TOTAL UNITS
( Franchised / Co.-Owned )

45/1

INCENTIVE

10 percent off franchise fee

143
Tutor Doctor
Tutoring

STARTUP COST

$68.5K–$101.7K

FRANCHISE FEE

$44.7K–$49.7K

TOTAL UNITS
( Franchised / Co.-Owned )

531/5

INCENTIVE

$5,000 off regional territory 

($49,700) franchise fee 

144
SpeedPro Imaging
Graphics and large-format 

imaging

STARTUP COST

$150.2K–$377.7K

FRANCHISE FEE

$49.9K

TOTAL UNITS
( Franchised / Co.-Owned )

175/0

INCENTIVE

$5,000 off franchise fee

145
Kona Ice
Shaved-ice trucks

STARTUP COST

$120.2K–$143K

FRANCHISE FEE

$15K

TOTAL UNITS
( Franchised / Co.-Owned )

894/14

INCENTIVE

10 percent off franchise fee

146
ARCpoint Labs
Laboratory testing,  

HR services

STARTUP COST

$145.3K–$249.3K

FRANCHISE FEE

$49.5K

TOTAL UNITS
( Franchised / Co.-Owned )

105/2

INCENTIVE

$5,000 off training fee

147
Engineering for Kids
Math, science, technology, 

and engineering activities

STARTUP COST

$27.3K–$93.7K

FRANCHISE FEE

$11.3K–$22.5K

TOTAL UNITS
( Franchised / Co.-Owned )

171/1

INCENTIVE

10 percent off full-territory 

($22,500) franchise fee

148
Clothes Mentor
Women’s clothing and 

accessories resale stores

STARTUP COST

$219K–$344K

FRANCHISE FEE

$20K

TOTAL UNITS
( Franchised / Co.-Owned )

147/1

INCENTIVE

$2,500 rebate on franchise 

fee

149
Martinizing
Dry cleaning and laundry 

services

STARTUP COST

$125.8K–$693.5K

FRANCHISE FEE

$69.5K–$99.5K

TOTAL UNITS
( Franchised / Co.-Owned )

379/0

INCENTIVE

$5,000 off franchise fee

150
Duct Doctor USA
Residential and commercial 

air-duct cleaning

STARTUP COST

$41K–$136.5K

FRANCHISE FEE

$25K–$75K

TOTAL UNITS
( Franchised / Co.-Owned )

26/0

INCENTIVE

$5,000 off franchise fee

The List

NO AUTO EXPERIENCE 
REQUIRED

LOW INVESTMENT

STRONG UNIT  ECONOMICS

RECESSION RESISTANT 
BUSINESS

Franchise Today!

866-675-7687

ed.pearson@meineke.com

www.meinekefranchise.com



Please check appropriate boxes:

1. Are you considering starting/buying an additional business? 1/ Yes 2/ No

2. If “yes,” when are you planning to start/buy an additional business?

3/ In the next 6 months 4/ 7 to 12 months 5/ 13 to 24 months

6/ More than 24 months 7/ Not sure

3. How much do you plan to invest in the purchase of your business?

8/ Less than $50,000 9/ $50,000-$99,999 10/ $100,000-$499,999 11/ $500,000+

Please print clearly:

Name_____________________________________________ Title______________________________________________

Company____________________________________________________________________________________________

Address_________________________________ City______________________________ State______ ZIP____________

Phone (_____)__________________________________________ Fax (_____)____________________________________

e-mail ______________________________________________________________________________________________

Fax to (888) 847-6035 or mail to Entrepreneur®, P.O. Box 413050, Naples, FL 34101-3050

Visit entrepreneur.com/freeinfo now to receive more information from 

the franchise and business opportunities advertisers in this month’s  

Entrepreneur®. Simply take a minute to quickly enter your selections online 

to learn more about any of these opportunities!

ADVERTISEMENT

1. Cruise Planners

2. Dream Vacations

3. Crunch Franchise

4. Express Employment Professionals

5. Huntington Learning Centers

6. Jimmy Johns Sandwiches

7. Lil’ Orbits

8. LunchBOX Franchise

9. Meineke

10. Merchant Lynx Services

11. Pillar To Post

12. Pinot’s Palette

13. PuroClean

14. Restoration 1

15. Signal 88

16. Snap-On Tools

17. 7-11

18. Strategic Franchising

19. Subway

20. Tide Dry Cleaners

21. Wild Birds Unlimited Inc.

Expires 03/31/2018

Go to entrepreneur.com/freeinfo now to make your selection and get more 

information fast! Or, you can also fill out this form, circle your selections 

above, and then fax or mail back your request.

Free Information
From Advertisers



OPPORTUNITY

One of these opportunities could mark the turning point to owning a business of your own, 

realizing your personal dreams and securing true financial independence. So go ahead, make 

your first move by considering all that they have to offer in this Opportunity Spotlight. 

Then make your first call.

ADVERTISEMENT

 Lil Orbits 
ent_1117_5982

TO ADVERTISE IN THIS SECTION, PLEASE CALL 800-864-6864 .

Department 9999
8900 109th Avenue, Ste 100
Champlin, MN 55316

1-800-228-8305 
(Ext. 9999)
Fax: 763-559-7545

Lil’Orbits, Inc.

If you write to us, please  
include your phone number!

Be Your Own Boss!
Own a Lil' Orbits mini-donut operation. It's fun, 
flexible and profitable. We love it! You will too. 
Make the money you want, when you want. 

Besides the 80% profit margin, the best part is 
selling our delicious snack food to happy customers. 
Turn-key programs make it easy to get started.  
Call toll free for complete information.  
Ask about the Lil' Orbits FREE INFO KIT
and lifetime warranty.

www.lilorbits.com

You can't be 
laid-off or fired! 

Guarantee your job security and stop worrying!

Made in  
the USA

Take Control Of
Your Financial 

Future!

E-mail: contact@lilorbits.com

(Ext. 1650)1650



Whether establishing your operations or spreading the word, no matter what stage

STARTING A
BUSINESS PLANNING LEADERSHIP
You’ve got the idea and
the passion; now learn what
you need to know to hit the
ground running

Franchise Your Business
Main Street Entrepreneur
Start Your Own Business

Preparation is key to your 
success—uncover valuable
tools to establish and grow
your business 

The Marketing Plan Handbook
The Tax & Legal Playbook
Write Your Business Plan

Your success is driven by your 
ability to lead—discover strategies 
and techniques to improve your 
leadership skills

Real Leaders Don’t Follow
Fueled By Failure
Think Big Act Bigger

shelve under  



of your business you’re in, we’ve got the resources to help you succeed.

Visit entm.ag/books

SALES &
MARKETING

ONLINE
MARKETING

SOCIAL
MEDIA

Communicating with potential 
clients and customers is a must—
learn how to position yourself, 
attract new customers and keep 
them coming back

Ultimate Guide to Local Business
 Marketing

No B.S. Maximum Referrals And
 Customer Retention

80/20 Sales And Marketing

Reach millions—discover how to 
gain visibility and close deals in the 
world’s largest marketplace

Ultimate Guide To Pay-Per-Click
 Advertising

Ultimate Guide To Google AdWords
Success Secrets Of The Online 

 Marketing Superstars

Interact with clients and 
customers to keep them coming 
back—learn how to take your 
customer relationships to a whole 
new, more profi table level

Ultimate Guide To Facebook Advertising
Tweet Naked
No B.S. Social Media Marketing

entrepreneur.



Master proven practices, gain valuable tools and priceless insights shared 

in these leading titles from Entrepreneur and Perry Marshall.

entm.ag/perrymarshall

People spend over three hours a day
on mobile 

Facebook has more than a billion
daily active users 

42% of the world’s internet users
are on Facebook

Only 6% of the 50 million active business 
pages on Facebook actively advertise

Google processes over 3.5 billion
searches each day

INVEST LITTLE & GAIN BIG
WITH GOOGLE AND FACEBOOK
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WhiteWalls.com | 800-624-4154

Turn your room, office, or hallway into a

creative hot-spot. WhiteWalls® provide the

vital avenue your team needs to:

Magnetic Whiteboard Steel Wall Panels

See the big picture

Show what's happening

Work through complex problems

WhiteWalls®



The Art of the Hustle
by Jeff Sinelli, founder and CEO of WHICH WICH SUPERIOR SANDWICHES

I
started my company with a business card. 

I had just exited my previous company, Genghis Grill, and was 

looking for my next big idea. I was eating a lot of sandwiches at 

the time, so I figured I’d start a sandwich company and call it 

Which Wich, because I had always liked alliterative names, and 

I love great sandwiches. So I had some business cards made up 

with a black-and-yellow logo and took them to the National 

Restaurant Show to hand out. The next thing you know, reporters 

started calling me. I thought it was a joke—I mean, I hadn’t even made 

a sandwich yet! But it wasn’t a joke. I wound up on the cover of a major 

trade magazine. That meant I needed a real company. 

I scrambled for real estate in Dallas, where I’m based. Nobody 

wanted to lease me anything; they preferred sure things like Subway 

or Quiznos. Finally, I asked one landlord, “Is there anything I can do 

to land this deal? I mean, is there any food you like?” 

“Well, I really love a good milkshake,” he said.

I wasn’t intending to do milkshakes, but then and there I told him I 

would. Sometimes you just have to take that leap. It worked. We did 

the deal on a handshake and a milkshake. (And today, by the way, our 

milkshakes sell quite well.) 

Shortly after we opened that first location, I went to Venice, Italy, 

with my girlfriend. I was still wondering if I had been crazy to start this 

company. But then I spotted a painting in a gallery window. It showed 

a man leaping over a void, and he was wearing black and yellow, just 

like my company’s colors. The artist’s name was David Dalla Venezia; 

Dalla is one letter away from “Dallas,” and his name was alliterative, like 

Genghis Grill and Which Wich.

Maybe it was the timing, or the relationship I was in, but that 

painting seemed like a sign. I went into the gallery to buy it, but it was 

astronomically expensive. I left with a $10 print. That was 14 years 

ago, and it’s been hanging next to my office door ever since. Now we 

have more than 500 Which Wich locations open and in development, 

and the painting has become a powerful symbol for our whole 

company. We’re surrounded by people—whether they’re partners or 

vendors or even our customers—who take leaps of faith every day. We 

don’t take that lightly. It stands at the core of what we do.

I’m Facebook friends with that artist now. We chat using the 

Facebook translator. I hope to meet him someday. I’ve even bought 

some of his art. But that $10 print is worth as much as the real thing. 

More, even. It’s priceless.

WHAT INSPIRES YOU?

Tell us about a story, person, object, or something else that pushes you forward, and we may include it in a future issue. And we may make you  

photograph or illustrate it, too.  Email  INSPIRE@ENTREPRENEUR.COM with the subject line “WHAT INSPIRES ME.”
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PURE MOMENTUM

With help from technology accelerators around the state that provide support to start-ups and entrepreneurs, 

54 companies received more than $222 million from Michigan venture capital fi rms in 2016. And since Michigan 

has the highest research spending-to-venture capital investment ratio in the country, PlanetM is the ideal place 

to pursue ideas in mobility. To learn more, go to michiganbusiness.org/planetm



Options shown. Illustration is for conceptual purposes only and is not an actual representation of Lexus Safety System+. 1. The Pedestrian Detection System is designed to detect a pedestrian ahead
of the vehicle, determine if impact is imminent and help reduce impact speed. It is not a substitute for safe and attentive driving. System effectiveness depends on many factors, such as speed, size and
position of pedestrians and weather, light and road conditions. See Owner’s Manual for additional limitations and details. 2. Drivers are responsible for their own safe driving. Always pay attention to your
surroundings and drive safely. System effectiveness is dependent on many factors including road, weather and vehicle conditions. SeeOwner’sManual for additional limitations and details. ©2017 Lexus

How long did it take you to see the pedestrian? At Lexus, we’re constantly
looking out for the driver. That’s why we create advancements—like
Pedestrian Detection1—that actively help you see things you might not
notice at first. Better-informed drivers get us closer to our ultimate vision:
a world without accidents. See more of our standard comprehensive
safety system2 at lexus.com/safety. Experience driver-first innovation.
Experience Amazing.

LEXUS SAFETY SYSTEM+INNOVATION
THAT HELPS SEE
WHAT YOU
MIGHT MISS. lexus.com/safety  |  #Lexus


