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0 Y ocan see your future just by
looking at the six people with
whom you spend the most time.
If you don't like what you see,
t hen change t hosg
---Steve Pavlina

“Innovation has nothing to do
with how many R&D dollars
you have. When Apple came
up with the Mac, IBM was
spending at least 100 times
more on R&D. It's not about
money. It's about the people
you have, how

and how muchyouget it."
--- Steve Jobs, founder
APPLE COMPUTER,
Interview featured in
Fortune Nov. 9, 1998

UHE ART @

CONFI

Confrontations are a given in
life. No matter what, you’re going
to have to deal with them in
business as well as your personal
relationships.

Most people hate the thought of
getting involved in any sort of con-
frontation. They equate them with
conflict and anger and will do any-
thing to avoid them. Avoiding a
confrontation is actually the worst
thing a person can do.

Cause and Effect

Confrontations are generally
triggered by broken promises and
unfulfilled expectations, underlying
unresolved problems or issues, un-
delivered communications, or even
someone just having a bad day.

During the course of a confron-
tation, people can get angry,
assertive, aggressive, accusatory;
they can belittle, scold, lecture
and, otherwise, make it a very un-
pleasant experience.

Confrontations happen often in
business. Any company in the
business of making a profit, is in

the business of building people. It
is the people that ultimately pro-
duce the profit.

Conflicts get in the way of pro-
ductivity. Authors of the new book,
“Crucial Confrontations,” state,
“Most companies lose 20% to 80%
of their potential performance
because they have not mastered
techniques for dealing with con-
frontations constructively.”

Bum Rap

Properly used as a communica-
tions tool, confrontations are
actually good for us.

On a personal level, confronta-
tions help us strengthen relation-
ships, improve our performance,
shed emotional baggage and deal
with minor issues before they get
out of hand.

On a business level, confronta-
tions can help managers signifi-
cantly improve productivity,
decrease internal conflicts, and
hold people accountable for their
performance or lack thereof.

Continued on page 3...
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Message from Mars

oDonot Go to Bed A

This may be the most important newsletter of the
year. The article written on confrontation is brilliant.
However, I must disagree with the cartoon. People
have often said, “Don’t go to bed angry” and, “We stay
up all night and work out our problems.”

Well, I say, “Don’t go to bed angry, just go to bed.”
I can’t tell you how many times I have gotten into an
argument with my wife, a family member, or a friend
only to find that the resolution to the conflict was only
a good night’s sleep away. Both parties get up the
next day often to say, “What were we fighting about?”
or in my case, “I'm sorry I was an ass!”

As the article states, the key to the art of confron-
tation and conflict resolution is controlling your
emotions and then getting to the heart of the problem;
listening to the other party, and actually under-
standing the situation from their point of view. This
cannot be accomplished with an all night verbal
slugfest with your significant other.

So, as I stated above, “Don’t go to bed angry, just
go to bed!”

Regards,

e

Marc Jablon
President
Big Apple Consulting USA
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THE ART OF CONFRONTATION
Continued...

Confrontations have gotten a
bum rap because people generally
don’t know how to deal with them
in a constructive way. But there’s
no reason why we can’t learn.

Constructive confrontation
means premeditated and system-
atic effort to resolve an issue. Like
any acquired skill, learning the
techniques will take practice. The
individual steps are actually easy
once you know what they are. The
process is divided into three
distinct phases:

Phase I: Problem Evaluation
There are several things to con-
sider in your mental preparations
for your confrontation:
< Get the facts straight.
m Let go of any emotions you may
be experiencing. They are in direct
response to how you feel about
whatever the problem is, not the
problem itself.
m Mentally attack the problem, not
the other person. Keep the two
separate and in perspective.
m Avoid assumptions, judgments
and finger pointing.
m Sometimes problems are grouped
and it’s necessary to mentally un-
bundle them and reduce each
element to its bare essence.
m Deal with only one problem at a
time; make it the most important
one.
m Know that while we may think a
problem is attributable to a per-
son’s behavior, in actuality, the
problem is more likely to involve
the consequences of that behavior.
m Describe the problem in a single
sentence. Verbosity obfuscates the
situation.
m Begin with the end in mind.
Determine what you want out of
the confrontation — for yourself, the
other person and your relationship.
< Don't talk when you're upset;
get your emotions totally under
control first.

Phase Il: Face-to-Face

You may not realize that your
newly acquired confrontational
skills put you in control of the
situation. Your behavior during

the first few seconds can relax the
other person and make them feel
safe enough to really open up to
you. It literally can set the tone for
everything that follows. You’ll have
to maintain that behavior through-
out the confrontation to achieve
the positive results you seek.

m Close the door; allow no audience.
m You should remain calm and
composed.

m Your body language should be
open and receptive to put the other
person at ease. At the same time,
you want to use commanding body
language — straight posture and
direct, unwavering eye contact.

m Be respectful.

m Be specific; no generalities.

Donodt

go to b
Stay up all night and practice
the Art of Confrontation

m Avoid trying to soften the blow by
sandwiching the bad between two
slices of good.

m Ask, don’t tell. Ask direct
questions about their view of the
situation and really, really listen to
what they say. In turn, they’ll be
more open to listening to your
views, and you’ll both learn a lot
that will help you work together to
create a positive conclusion.

m If you don’t understand some-
thing, ask for the back story.

m Empathize with their feelings or
position.

m Don’t jump in with your own
solutions. Empower others by
allowing them to take part in
diagnosing the real causes and
coming up with doable solutions.

m Respond, don't react. You always
have the ability to choose your
emotional response to any situa-
tion. There’s a gap between stimu-

lus and response, and within that
gap you have the power to choose.
m Ask for time out should you need
it to maintain control of your emo-
tions or that of the other person if
they start losing it.
m Never forget: dealing with wh a t
right is always more important
than dealing with who’s right.
ltés really al/l
your emotions and helping the other
person control theirs so that,
together, you can work toward an
amenable solution. The rest is
easy. Here are the steps:
m Open by describing the problem
(one sentence, please) in a calm,
non-accusatory fashion.
m End your opening with a simple
question: “What happened?” Then
shut up. Give them all the space
they need to tell you. Don’t inter-
rupt except to ask for clarification.
m Share your thoughts. Go back
and forth hashing it over; get
everything out in the open.
m If the other person starts to
argue — trying to make themselves
right — practice the art of tongue fu.
You can never win an argument
with resistance, it only strengthens
the other person’s resolve. Instead,
steer the talk toward the goals you
set for yourself, the other person
and the relationship. Remember,
it’s about what’s right, not who’s
right.

Phase Ill: Seal the Deal

Wrap it up nice and neat by
asking the other person: “What do
you think it’ll take to fix this?”

Then work toward a mutually
agreeable plan that often will
consist of: Who does What by When
and How.

That’s it.

Throughout the entire process,
instead of wasting your energy on
getting annoyed, aggravated or
defensive, focus on lessons that
can be learned from all of it and
grow from what you’ve learned.

Successful people confront well.
They know that setting healthy
boundaries improves relationships.
They have discovered that uncom-
fortable situations can often be
avoided or easily resolved by
confronting them.

0s

abou
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Harnessing the Power
of Laser Technology.
Bringing Success to you.

o\ N\\N\

Savvy investors looking for ten
bagger stocks — stocks that grow in
price by 1000% or more — know
two things about finding them:

(1) Penny stocks in small com-
panies who have yet to realize their
full potentials, are the only stocks
where that kind of payoff is even
possible.

(2) They must get in fairly early to
score those incredible profits and,
to do that, they need to find
companies currently under the
industry’s radar who are about to
achieve a market breakthrough.

Due Diligence and Deep Thought

Investing in penny stocks with
ten bagger potentials should be
done only after completing in-
depth due diligence research; and
only after some deep thought.

When a prospective investor
finds a penny stock company that
has a proprietary product or
service with a strong sustainable
market advantage and the realistic
capability of successfully broach-
ing one or more markets, they need
to ponder 0 Wh a t P0isdenarias to
help them determine the feasibility
of investing in that stock.

0 Wh at iqudestions 2ar& cen-
tered around projected sales out-
comes (e.g., 0 Wh at ey dell 1,000
units?0). Answers to these quest-
ions are based on the knowledge
gained from due diligence work
and then simply connecting the
dots to determine the likeliest
impact on the company’s stock
value.

Poised On the Brink

A perfect penny stock for 6 Wh a t

i f . scen@rios is Laser Energetics,
Inc. (LEI), which was founded in
1991 by Robert D. Battis — who has
been in the laser industry since
1987, and is an innovator of laser

applications, products and
systems. Since 1995, one of his
inventions, a high speed UV laser
marking system, has been used by
Fortune 500 companies to mark
ceramic chip capacitors found in
cell phones, computers, electronic
devices, and advanced military
electronics and missiles.

Today, the Company’s focus is
on its new Alexandrite laser tech-
nology for which it owns the
patents and know-how.

Considered the next generation
of laser technology, LEI’s Alexan-
drite lasers have a number of
unique and sustainable market
advantages. Among them are its
efficient lower voltage require-
ments, simplified conductive air
cooling, and an exceptional
bandwidth (275nm in most
models) that can easily be fine-
tuned to fit the needs of specific
laser applications.

LEI is literally on the brink of
great success in adapting its
proprietary technology for medical,
industrial, scientific and military
applications.

Forward Thinking Investors

Investors following LEI’s
success should be mentally
exploring the possibilities, asking
themselves the 0 Wh at i f .
questions on a number of the
Company’s market fronts.

Mr. Battis provided us with use-
ful estimates and projections
gathered through their own inde-
pendent research as well as that of
companies in these industries.

Mr. Battis tells us, “Currently,
lasers are performing a couple of
these applications detailed here,
but none can compare to the
superior performance of our
unique Alexandrite laser tech-

nology. For the rest of the
applications, the LEI Alexandrite
laser is the only laser that can get
the job done.”

Very Real Technology with
Very Real Market Potentials
What follows are the industry
specific applications for which LEI
has developed Alexandrite lasers
and other technologies; projected
unit sales to those specific markets
once they are broached, and the
retail price per unit designed to
serve the needs of that market:

m Military & Homeland Security

LEI is developing a new, highly
effective Alexandrite laser for use
in remote sensing of chemical and
biological warfare agents as well as
high explosives. Sales projections
for this application total 3,500
units at $125,000 each.

LEI is also developing a very
effective non-lethal Dazer-Lazer™
weapon for military applications.
Sales projections are conservatively
estimated at 5,000 units retailing
at $5,000 to $25,000 each.

Again, for military and security
markets, LEI is developing a state-
of-the-art Alexandrite laser for Low
Light lllumination. Sales are pro-
jected at 500 units at $15,000
each.

< Medical

When it comes to cancer, early
detection can mean the difference
between life and its alternative. LEI
has already delivered new genera-
tion technology for early detection
of cancer with its Alexandrite laser
application for Photo Acoustic
Imaging that can sense cancerous
tissue in several areas of the body,

. induding the breast. Sales projec-

tions total 3,000 units at $100,000
each.

Tattoo removal will become a
less expensive, quick and easy
procedure with LEI’s Alexandrite
laser designed for this very
purpose. Sales are projected at
3,000 units at $50,000 each.

In dentistry, LEI’s IR and UV
Alexandrite lasers have a variety of
applications, offering superior per-
formance over anything currently
used in this market. Projections
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call for the sale of 2,000 units at
$35,000 each.

Patents are now being applied
for by LEI for a new Alexandrite
laser technology dedicated to an
ophthalmological application.
When ready for market, sales are
projected at 2,000 units, each
priced at $60,000.

< I ndustrial/ Commer

LEI’s newest versatile Alexan-
drite laser will offer advantages for
next generation marking systems
used for a limitless range of
products, including most metals,
plastics and even pills. Sales for
these lasers — which would be
embedded into a laser marking
system — are projected at 3,000
units priced between $70,000 to
$100,000 depending on the
machine required for the specific
application.

Beyond all that, LEI’s same
Alexandrite laser discussed above
for marking, can serve a whole
host of industrial materials
processing applications, including
surface machining, hole drilling,
annealing, welding, etching and
scribing. Sales projections for this
broad market call for 1,000 units
priced $70,000 to $150,000.

The Big Questions

LEI is moving forward on all
fronts with its unique Alexandrite
laser technology. Already,
Mr. Battis and his team have made
major inroads with the production
of these products through their
talks and negotiations with a

number of Fortune 500 companies.

Unfortunately, none of this can be
discussed here until news of their
deals is first made public.

In the meantime, now is the
time for prospective investors to
complete their due diligence and
ponder the answers to the big
questions: 0What if LEI sells 3,500
units at $125,000 each? How does
that impact the price of its stock?
What happens to the stock price
when the next deal comes to
fruition? And the deal after that?0

TRADING SYMBOL: LNGT
- For more information, visit:
www.laserenergetics.com

Did You Know?

=+ There are more people alive
today than the number of all the
people that have ever lived
before us on this Earth.

= One out of every eight couples
married in the U.S. last year met
online.

=+ Gasoline in the U.S. cost about
$.33 per gallon back in 1967.

=+ Lincoln had a dog named Fido.

=+ At any given time, the average
number of items for sale on
EBAY is about 18,000,000.

=+ The motto on the first U.S. penny
was fAMind your o

= 66% of home-based businesses
in the U.S.are owned by women.

=+ 7-Eleven is the largest retail
chain in the world.

=+ A matchbox-size lump of gold
can be flattened into a sheet the
size of a tennis court.

= Drunk drivers in Taiwan can
choose their penalty.

= Bruce Lee had to slow down his
movements so the camera could
catch the action.

=+ Walt Disney was afraid of mice.

= If you eat too many carrots, your
skin could turn orange.

=+ Chewing gum while peeling onions
will prevent you from crying.

= A giraffe can clean its ears with
its 21-inch tongue.

= The shortest war in history was
between Zanzibar and England
in 1896. Zanzibar surrendered
after only 38 minutes.

- The most common name for a
pet goldfish is "Jaws."

= There is no sound in space.

= Thunder does not come from
lightening, but from the air
around the bolt that gets super-
heated to 5 times the tempera-
ture of the Sun. This sudden
heating causes air to expand
faster than the speed of sound,
which forms a shock wave we

hear as thunder.

car
Corner

by Carol Scansaroli
Recruiting Manager

ARE YOU SAVING
ANY MONEY?

Chances ar e,lnitgo
financial columns, www.msn.com
reports that the personal savings
rate has plunged over the years as
Americans spend nearly every
dime they earn.

The problem i snfd
don6t have any mdg
some kind of a savings program.
Msn.com reports that, according to
behavioral economists studying
why people have such a hard time
saving money, the biggest factor is
inertia i people are more likely to
keep doing what e\
rather than change it.

With Big Apple's 401K pro-
gram, you can contribute either a
set dollar amount or a percentage
of your compensation per pay
period on a pre-tax basis. In 2007,
the total amount you can apply to
the program cannot exceed
$15,500 (or $20,500 if you are over
the age of 50). Big Apple will match
funds up to 4% of your weekly pay-
check. What 6s really
program is that it requires no effort.
You sign a few documents to put it
in place and then forget about it.
Your 401K savings program auto-
matically grows with every pay-
check.

So, what are you waiting for?
Come see me today.

Carol
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General Disclaimer and Safe

-Harbor Statement

The companies that are discussed in
Big Apple Connections have not approved
the statements made. This opinion
contains forward-looking statements that
involve risks and uncertainties. A
company's actual results could differ
materially from those described in any
forward-looking statements or
announcements discussed herein. This
material is for informational purposes
only and should not be construed as an
offer or solicitation of an offer to buy or
sell securities. Big Apple Consulting USA,
Inc., its partners and affiliates, are not
licensed broker, broker dealer, market
maker, investment banker, investment
advisor, analyst or underwriter. Please
consult a broker before purchasing or
selling any securities viewed or
mentioned on this site. Big Apple
Consulting USA, Inc., and its affiliates,
officers, directors and employees may
have also bought or may buy shares of
companies mentioned herein and may
profit in the event those shares rise in
value. Big Apple Consulting USA, Inc.,
will not advise as to when it decides to
sell and does not and will not offer any
opinion as to when others should sell;
each investor must make their own
decision based on his or her judgment of
the market. This advertisement is not a
solicitation or recommendation to buy,
sell or hold securities and does not
provide an analysis of the financial
position of the company. We recommend
you use the information found in this
advertisement as an initial starting point
for conducting your own research on the
advertised company in order to determine
your own personal opinion of the
company before investing. All statements
and opinions contained in this
advertisement are the sole opinion of the
authors and are subject to change
without notice. We are not liable for any
investment decisions by our readers.
Readers should independently investigate
and fully understand all risks before
investing. It is strongly recommended
that any purchase or sale decision be
discussed with a financial adviser or
broker prior to completing any such
purchase or sale decision. We are not
registered investment advisers, or broker-
dealers, or members of any financial
regulatory bodies. Furthermore, our
associates and/or employees and/or
principals may have stock positions in
advertised companies purchased in the
open market or in private transactions.
These positions may be liquidated,
without prior notification, even after we

have made positive comments regarding
the advertised company. The receipt of
this information constitutes your
acceptance of these terms and
conditions. Reading this advertisement
shall not create under any circumstances
an offer to buy or sell stock in any
company advertised. Nor shall it create
any principal-agent relationship between
the reader and us. Void where prohibited.
Information within this advertisement
contains "forward looking" statements
within the meaning of Section 27(a) of the
U.S. Securities Act of 1933 and Section
21(e) of the U.S. Securities Exchange Act
of 1934.

Neither Big Apple Consulting USA,
Inc., its employees, officers nor affiliates,
is a broker-dealer. The information on
Dailywallstreet.com, including the
opinions expressed and the statements
made within, is for informational and
advertising purposes only and should not
be construed as investment advice, and
does not constitute an offer to sell any
securities, nor is it to be construed as a
solicitation to purchase any securities in
any state or other jurisdiction where the
offer or sale is not permitted. The
information to prepare this report is
believed to be from reliable sources, but
no representation is made as to the
accuracy or completeness of such
information. Investment in securities
carries a high degree of risk and involves
risks and uncertainties, which may
result in investors losing all of their
invested capital. Past performance does
not guarantee future results. The
information contained herein contains
"forward-looking statements," within the
meaning of Section 27A of the Securities
Act of 1933 and Section 21E of the
Securities Exchange Act of 1934.
Forward-looking statements are based
upon expectations, estimates and
projections at the time the statements
are made and involve risks and
uncertainties that could cause actual
events to differ materially from those
anticipated. Forward-looking statements
may be identified thorough the use of
words such as expects, will, anticipates,
estimates, believes, or by statements
indicating certain actions may, could,
should, or might occur. Any statements
that express or involve predictions,
expectations, beliefs, plans, projections,
objectives, goals or future events or
performance may be forward-looking
statements. Factors that could cause
actual results to differ materially include
but are not limited to adverse economic

conditions, intense competition, lack of
meaningful research results, inadequate
capital, termination of contracts or
agreements, adverse publicity and news
coverage, inability to carry out research,
development and commercialization
plans, loss or retirement of key
executives and other key personnel, and
other risks detailed in the reports filed
with the Securities and Exchange
Commission by the companies who are
mentioned in this periodical. Readers
should consult with their own
professional investment, tax and portfolio
advisors before making any investment
decision and should independently verify
all information herein. More complete
information about any of the companies
mentioned in this periodical is available
from the website of the Securities and
Exchange Commission, at

http:/ /www.sec.gov, and copies of their
filings may be read without charge and
copies obtained at prescribed rates from
the public reference facilities of the
Commission, at 450 Fifth Street, NW,
Washington, DC 20549

There are risks involved.

Always remember that Big Apple
Consulting USA, Inc., its employees,
officers, directors, partner companies and
affiliates are not analysts and investing
in securities such as the ones listed
within are for high risk tolerant
individuals only and not the general
public. Whether you are an experienced
investor or not you should always
consult with a broker before purchasing
or selling any securities discussed
herein.

Material

All material listed within Big Apple
Connections was prepared for the
companies discussed within, based upon
information supplied by the company or
from other sources believed to be reliable.
The information contained in Big Apple
Connections is not guaranteed to be
accurate and should not be considered to
be all-inclusive. The companies
discussed in Big Apple Connections have
not approved the statements made herein
about them in Big Apple Connections. All
material is for informational purposes
only and should not be construed as an
offer or solicitation of an offer to buy or
sell securities.
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U BIG APPLE WORLDWIDE
& BIG APPLE WALLCOVERING

Neal Jablon, President, Big
Apple Worldwide, tells us they've
made great progress with their “No
More Books™” campaign promoting
use of their high-tech, easy-to-use
kiosks for selecting and ordering
all types of wallcoverings. With the
cooperation of Benjamin Moore— an
innovative industry leader — kiosks
will begin serving customers in two
of their retail stores (New York and
Chicago) by the end of August.

&

Big Apple Wallcovering, a
wholly-owned subsidiary of Big
Apple Worldwide, has just signed
with MarketNet Services — a
marketing technology and services
firm — to provide warehousing,
fulfillment services and inventory
management to help facilitate and
service Wallcovering’s “No More
Books™” kiosks being placed in

major retail outlets throughout the
U.S. starting later this year.

A2
U BIG APPLE CONSULTING USA
Mark Kaley has been promoted
to Big Apple’s Chief Compliance
Officer. In his new role, Mark will
ensure compliance with corporate
policies and procedures governing
management and employees at Big
Apple and all its Divisions. As
such, Mark will play an essential
role in helping Big Apple meet the
standards required of companies
whose stock is publicly traded.

2

=

<~/ Bl G APPLE | NTGL
Three new agents have joined
the Realty Team:
m Jose Santos — a well-seasoned
Realtor, active since 1985.
m Melanie Wargo — a relative new
comer to real estate, having just

acquired her license.
m Ashley Roseberry— with two years
experience as a Realtor, brings
fresh enthusiasm to the Team.

&

Shawn McGuire, Broker, reports
that the Realty Team triumphed in
meeting their goal for real estate
closings in June. Bravo!

A2
U BIG APPLE TRAVEL

Peggy Kimball, President of Big
Apple Travel, has really big news
for us: Starting this month, they
are the official travel agency for
Budweiser in Florida, supporting
their 4-month promotion campaign
for Grolsch beer. (They’ll be work-
ing through City Beverages of
Orlando on all promotions.)

Big Apple Travel will be featured
at the weekly Grolsch Greenlight
District Parties, their monthly pub
crawl, and in all their advertising
materials, including their vans,
ads, billboards, and handouts.

¢ BAD APPLE COMICS

 Big news is also breaking at
Bad Apple Comics. Its President,
Shawn Schinault, tells us that
starting July 20th, Orlando’s
coolest place for CDs and vintage
vinyl records — Park Ave CDs — will
be featuring Bad Apple Comics
display racks in their downtown
and UCF stores.

Bad Apple’s bodacious custom-
made display racks will feature
selections of just-published comic
books as well as popular trade
paperbacks and graphic novels.

This is a savvy marketing move
for Bad Apple as their customer
demographics and that of Park Ave
CDs are relatively similar. The Park
Ave UCF location is in the Student
Union — the most trafficked build-
ing on campus.

The high visibility Bad Apple

RvidlA&veE With these displays will

help drive new customers into their
stores for bigger, better, badder
things to capture their imagina-
tions; especially the UCF site with
Bad Apple’s newest store right
across the street.

BIG APPLE CONSULTING USA
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MOVIE & PIZZA
Wednesday 6 August Ist @4:15
All Big Apple & Division employees
are invited. The event will be at

BACG corporate headquarters.
Please RSVP to your supervisor.

PRESI DENTO S

Wednesday 0 August 22nd
Attendance at this monthly event is
by invitation only and is extended
solely to the top two performing
employees as determined by their
managers.

Top Performers for July 2007 were
Susan Kempista, Accounting Dept.
Josh Michaels, Big Apple AccoReip

Dead Donkey

A man bought a donkey from an
old farmer for $100. The farmer
agreed to deliver the donkey the
next day.

Come morning, the farmer drove
up and said, "Sorry, but I've got
some bad news. The donkey died."

"Well then, just give me my
money back."

"Can't do that. | spent it already,"
replied the farmer.

The man thought about it and
said, "OK, just unload the donkey."

"What're you gonna do with him?"
asked the farmer.

"I'm gonna raffle him off."

"Ya can't raffle off a dead
donkey!" exclaimed the farmer.

"Sure | can. Watch me. | just won't
tell anyone he's dead."

A month later the farmer met up
with the guy and asked about the
dead donkey. "I raffled him off; sold
500 tickets at $2 apiece and made
a profit of $898."

"Didn't no one complain?" asked
the farmer.

"Just the guy who won. So | gave
him his $2 back."
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Q: Jerrell, you spent 11 years at
Disney World, quickly working
your way up the corporate ranks
to a position in Labor Relations.
Please tell us about it.

“l was recruited in 1995 as a
Guest Service Manager at the
Magic Kingdom. During my first
five years, I transitioned into differ-
ent leadership roles, ultimately
becoming responsible for hundreds
of employees. At the end of 1999, I
was promoted to Labor Relations
Manager and, for the past six
years, was responsible for coaching
all levels of Disney leadership on
policy issues, collective bargaining
issues, conflict resolution and
Company/Union relations. [ was
also responsible for all ‘Reasonable
Cause’ drug testing and substance
abuse program.”

Q: What were some of your
greatest challenges at Disney?

“In my Labor Relations role,
every day was challenging because
every situation was unique.

“The great thing about that type
of environment is that it expands
your mind, promotes creativity and
enhances your problem solving
abilities.

“Dealing with a person’s liveli-
hood, while maintaining the
integrity of Company procedures
and policies, can be challenging.”

Q: What made you jump off the
career fast track at Disney World
0 a huge corporate behemoth &
and join the Big Apple Team?

“I had many conversations with
Marc and Ann about Big Apple and
what was being created here. I felt
the excitement of being on the fore-
front of the growth that Big Apple
is experiencing. [ also felt this was
a wise move for me as well as my
family because of the flexibility
that it afforded me professionally
as well as personally.”

Q: You exhibit a passion for
guiding and helping others
achieve their full potentials.
Who or what has served as your
personal guide over the years?

“I have been blessed with oppor-
tunities through family, sports and
business to meet people that were
willing to invest time, money and
resources into me. I feel it is vital
to have a good support base to
help you stay focused.

“I do my best to give back via
my time and resources. In my
current role, I have the opportunity
to apply the skills that [ have
learned from previous roles and life
experiences to, hopefully, help
support Big Apple Consulting.”

Q: What piece of advice has
helped you the most and that
you 8 d elto dhare with others?

“If you place people and life
situations in their proper perspec-
tive, they won’t have opportunity to
disappoint you.

“Also, don’t feel that you need
others to validate you. How can
you expect others to believe in you
if you don’t believe in yourself?”

Q: Can you please explain your
OWor k smart, aredd? h
“Take the time to think about

your desired outcome. In my
opinion, it takes more time and
work to undo something than it
takes to make an informed
decision beforehand.”

Q: How do you relax?

“For me, spending quality time
with my family is most relaxing. I
also enjoy sports; I love to play golf
and am also into fishing and
basketball. I attended college on a
baseball scholarship and was
scouted by a couple of MLB teams.

“The other thing that relaxes me
is music; I like all kinds.”

BIG APPLE CONSULTING USA

Joshua Michae Is

Josh was selected for this
honor because of values he con-
sistently exhibits that are import-
ant to the continued growth and
success of Big Apple. Namely,
Josh exhibits a commitment to
the company, leadership skills,
consistent production, and his
contagious enthusiasm.

Now with Big Apple over 6
months, Josh began his career as
a juggler and moved on to several
interesting jobs, including man-
aging a couple of furniture stores.

He admits to being extremely
competitive yet Josh is known to
encourage others and render
assistance without being asked.
He’s definitely a people person
and tells us, “It’s the incredible
people at Big Apple that I like
most about working here.”

As to the techniques he uses
to help him keep his edge, Josh
reveals that he, “...likes to make
his personality come through. If
you can make a broker laugh,
you’re halfway home. Honesty
and conviction usually close the
deal for me.”

Josh tells us he has a great
lady in his life — Deena — and that
he likes to relax in a hammock
with a book and a drink; or with
friends at a sports bar sharing an
ice cold brew.

Congratulations Josh!




