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"Persons of high seffsteem
are not driven to make them
selves superior to others; they
do not seek to prove their
value by measuring themselve
against a comparative
standard. Their joy is being
who they are, not in being
better than someone else.”
--Nathaniel Branden
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People have very short
attention spans these days and, if

you want to be heard, you've got to
play by the new rules of communi-

cation.

The new rules apply to most
letters

forms of communications:
and emails, text mes-
sages, presentations,
casual and business

Blah, blah, blah,
yadda, yadda,

yadda, etc., etc. ot the oot

. et to the point,

conversations - both on Man. Zzz277772
the phone and in person.

Rarely does anyone have
hours to listen to or read
your message. Everyone’s
busy and has demands on
their time. They might
listen to you for a while
out of politeness, but, at
some point — usually early on
—you’ll get tuned out.

Verbosity Is Verboten

Aside from the fact that people
no longer have much patience with
their long-winded brethren, they
also may tend to avoid them. Then
everybody loses. The verbose
among us don’t get heard and the
rest of us don’t learn from them or
get the benefits of their message.

Bottom line: these days you've
got, at most, only 30 seconds to get
your message across. It doesn’t
matter how important that
message is — be it a great idea,
valuable knowledge or insight,

asking the boss for a
raise, or negotiating a deal — after
30 seconds, it’s likely you’ll be
tuned out by your audience.

Marc Jablon, President of Big
Apple Consulting USA, tells us,
“The ability to quickly make your
point, covering all your key speci-
fics, gives you a great advantage
in business. You'll be
heard.”
= Marc goes on to say,

¢\ This is especially valu-
\ﬂ able in sales. People
just don’t voluntarily
hand over their money.
A sale is an agreement
between two parties;
b, You have to clearly de-
fine your message
before you can close the sale.”

How to Be Heard

Being an effective communi-
cator is an acquired skill. It can be
yours by practicing these simple
guidelines:
1. Concentrate less on what you
want to say and more on what you
want your audience to hear. There’s
a big difference. Think about it.

2. Begin with the end. The first
thing you say should alert others
to what you’re talking about and
what you want from them.

Continued on page 3...
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Meseape fron Mars

Vacations!!!

Il 6m a big proponent of vacati
However, | believe there is a right way and a wrong way to take
your vacation. So, for what its
dondéts for your next vacation:

1. Before your vacation, make a list of priorities you need to
accomplish before you go. Set goals (i.e., | need to come up
with $X, or sign X contracts before | can leave).

2.Donét | e awaokeryiotherdark. det people know

that youol | be on vacation so yo
slack while youbre gathepeacedhi s w
mind to enjoy your vacation. Do

to pick up the slack for them when they go on vacation.

3. Turn off your cell phone! Check your messages twice a day
i once in the morning, once in the afternoon. If you have to
return calls, only return the calls you must handle personally,
otherwise let the office know to return the call for you.

4. Vacations are for relaxation. Plan a vacation that will allow

you to relieve stress. Theme parks,f r o m madirdark, argg 6
many times more work than most people do during a week.

5. Get Away. A change of scenery is a great way to get a new
perspective of life. See new things and meet new people. Our
agents at Big Apple Travel will help you plan a stress free get
away.

6. Finally, dondt worry about wor K
back!!!

Regards,

Marc Jablon

President

Big Apple Consulting USA
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GET TO THE POINT
Continued...

3. Make two or three key points
up front so people get the picture.
If they want more information,
they’ll drill down with questions,
extending the conversation.

4. Keep your message to 30
seconds — about 75 words. Make
each word count because you may
not get another chance. Develop
the skill of delivering substance in
seconds.

Executives like Marc receive
hundreds of emails and letters
daily. He relates, “It’s rare for me
to have time to read the whole
message. One or two paragraphs —
that’s it — then I'm on to something
else.”

Even casual conversations have
their limits. If people are interest-
ed and have time to chat, they will.
Don't force it on them.

5. Be specific; avoid generalities
and provide viable information.

6. Meet the other person’s needs
in your message. Your boss wants
to grow his business; prospective
investors want to feel confident
with their investment; your co-
workers, friends and family want to
feel good about themselves.

7. People would rather hear them-
selves talk than listen to you. Get
used to it. Let them talk and really
listen; they might return the favor.

8. Don’t waste people’s time.

9. Make the effort to understand
the communication preferences of
those people you interact with on a
regular basis: ask them, observe
them, and ask others how best to
get through to them. Customizing
your communication style to your
audience will get you heard.

10. Pay close attention to your
audience’s body language, facial
expressions and other nonverbal
communication and adapt your
conversation or presentation
accordingly.

11. Don’t be lazy about your
communication. Do your home-
work. Decide what your point is

before making your point. Above
all, organize your thoughts and
think before you speak. Make no
mistake: brevity requires effort.

12. Practice. Practice. Practice.
You'll get to be really good at
succinct communication. People
will listen to what you have to say
because they know you won’t
waste their time.

There’s a big payoff for improv-
ing your communication skills and
being able to get to the point in
under 30 seconds. Your career or
your business will take off and
your relationships improve as well.

Going Up?

If you’re in sales or you own or
operate a business and are looking
for clients or investors, one of the
most beneficial things you can do
for yourself is to develop an
effective elevator pitch.

An elevator pitch is a concise,
carefully planned, easy to grasp
and well-practiced description of
your company and/or its products
or services that can be delivered in
30-60 seconds - the average time of
an elevator ride, hence the name.

Don'’t let yourself get all caught
up in a sales pitch. An elevator
pitch is not about selling. It’s
about capturing the imagination
and attention of your prospect and
getting an appointment later on
with that person where you’ll have
time to make the sale.

You never know when or where
opportunity will present itself — it
could be anywhere and at anytime
— so having your pitch ready is all
about being prepared.

Practice the skills we've just
discussed. Then write your pitch,
commit it to paper and edit it to
the bone. Be sure to convey only
essential information about your
company, product or service.

Practice your delivery. It should
be in a clear and concise manner,
communicating in a tone that’s
likeable and also credible. Let your
energy, dedication and passion
show.

At the end of your pitch, be sure
to ask for the appointment. You'll
get it.

BIG APPLE CONSULTING USA
%
EVER

MOVIE & PIZZA

Wednesday 6 July 11t @4:15
All Big Apple and Division
employees are invited. The
event will be at BAC’s corporate
headquarters. Please RSVP to
your supervisor.

FUN ACTIVITY

Wednesday 6 July 18" @ 6:00

Over 40 people participated
in June’s event (bowling) and
confirmed that group activities
are a blast. These events will
be held monthly and all BAC
Account Representatives are
invited. Save the date.

Information on the what and
where for July’s Activity shall
be provided soon.

PRESIDENT'S
DINNER

Wednesday 0 July 25t

We all know how important
our employees’ efforts are to
the continued 8 and rapidly
growing 0 success of Big Apple
Consulting. Their work literally
drives the business.

Outstanding performance is
both valued AND rewarded.
One such reward is participat-
ing in a private dinner with
Marc Jablon, President of Big
Apple.

Attendance at this monthly
event is by invitation only and is
extended solely to the top two
performing employees as
determined by their managers.
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MANAGEMENT SOLUTIONS INTERNATIONAL

www.askmsi.com

by Beth Hannum

Every business starts with an
idea. No matter the size of the
idea, a well thought out business
plan is what helps turn the idea
into a reality.

The main purpose of a business
plan is to help a company map out
its goals and strategies they will
use to achieve their idea. Once the
Plan is completed, it will be used
as a tool to develop and grow the
company, and can be used to raise
capital.

A good Plan can help the
company prepare for
any potential threats or
dangers before they occur
and discuss how they will
handle certain situations if
they arise.

Successful Components

The key to a good business plan
is a business model, which de-
scribes how the company is going
to set up the business so it has a
sustainable competitive advantage.

It is important to keep the Plan
short and to the point, as well as
have an executive summary in the
beginning. This will provide the
most relevant information to the
reader and hopefully encourage
them to read further for details.

A typical Plan describes what a
company wants to sell, its back-
ground and qualifications, who its
prospective customers are and
where they can be found, what is
needed to build the business, its
niche in its particular industry,
and how the company plans to
promote and distribute its pro-
ducts or services to designated
markets.

The Plan also needs to cover
these main areas:

m The company’s mission state-
ment.

m The company’s vision for the next
five to ten years.

1 “t;’

m The company’s goals and strate-
gies to accomplish those goals.

m The company’s five year financial
projections.

Using these main components,
the business plan sets up future
topics for effective press releases,
so that the company can announce
when they have accomplished
goals that were set forth in the
Plan.

#

Staying on Track
While many com-
) panies can easily come

up with a Plan, follow-
ing it can prove to be
difficult.

A company’s man-
agement must be careful
not to let urgent things
get in the way of the important
things laid out in their Plan. On
the other hand, things change, and
small companies must be flexible
and be able to go back to the
drawing board and revise their
Plan.

Whether a company already has
a Plan or hasn’t begun to think
about its benefits, Management
Solutions International (MSI) can
guide the company through the
creation or revision process. They
have the experience to write
effective business plans that can
help companies reach their goals.

MSI works with its clients to not
only create effective business
plans, but also stresses the impor-
tance of top management taking
ownership of the Plan.

Whether the company uses the
business plan or never takes it out
of the drawer, just the exercise of
putting the Plan together is impor-
tant so that the CEO and other
members of the company can
reflect on important issues and
ensure that everyone is driving in
the same direction.

DID YOU KNOW?

O Our eyes are always the same
size from birth, but our nose and
ears never stop growing.

Q cats have over 100 vocal sounds,
while dogs only have about 10.

O The tune for the "A-B-C" song is
the same as "Twinkle, Twinkle
Little Star."

O There are only three animals with
blue tongues, the Black Bear, the
Chow dog and the blue-tongued
lizard.

{ Most Americans' car horns beep in
the key of F.

O Oliver Cromwell was hanged and
decapitated two years after he had
died.

O The name Jeep came from the
abbreviation used in the army for
the "General Purpose” vehicle,
G.P.

Q The United States has never lost a
war in which mules were used.

O Dracula is the most filmed story of
all time.

Q Giraffes have no vocal cords.

0 Montpelier, Vermont is the only
state capital without a McDonalds.

O In Chinese, the words for crisis
and opportunity are the same.

O Queen Elizabeth II, the cruise
ship, moves only six inches for
each gallon of diesel fuel it burns.

O The poisonous copperhead snake
smells like fresh cut cucumbers.

O Astronauts in the Space Shuttle
are weightless not because there
is no gravity in space, but because
they are in free fall around the
Earth.

O The first Ford cars had Dodge
engines.

0 Only two people signed the
Declaration of Independence on
July 4™; 1776. Most of the others
signed on August 2" - almost a
month later i and the last sigha-
ture wasn't added until 1781.
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CLIENT FOCUS

EVANSISYSTENS, INC.

STRATEGIC LIAISONS

Little more than ten weeks after
assuming leadership of Evans
Systems, Inc. — a shell company
with no assets and no employees —
CEO, Frank Moody, made public
his corporate objectives: to uplist
the Company to the NASDAQ
Bulletin Board and focus on
developing income sources that
“would provide significant and
stable growth for the Company and
its shareholders.”

Man With a Mission

With a wealth of experience in
growing strong companies, Frank
has a powerful entrepreneurial
spirit. He’s not one to waste time
nor is he one to let opportunities
pass him by.

Just one week after announcing
the Company’s objectives, Frank
announced his signing of a licens-
ing agreement with Child Watch of
North America.

hild
atch

Founded in 1993, Child Watch
is a non-profit company focused on
the search and recovery of missing
children. Their mission is daunt-
ing: the National Center for Miss-
ing and Exploited Children reports
that 797,500 children under the
age of 18 were reported missing
during a one year period.

The organization had previously
worked with Frank in the develop-
ment and national deployment of
Rigs for Kids, a successful nation-
wide effort to help recover missing
children through the use of signage
on the sides of trucks.

Don Wood, President of Child

Watch, contacted Frank about the
possibilities of doing something
more with the organization. Don
says, “I was thrilled with Frank’s
enthusiasm. The strategies and
ideas he brings to Child Watch are
revolutionary.”

When Time Is of the Essence
Frank created the Child Watch
Network — a new division of Evans
Systems — that will soon start im-
plementing an aggressive plan to
install thousands of state-of-the-
art screens in retail venues nation-
wide. Situated at point-of-purchase
and high-visibility locations in
stores, gas stations and more, the
screens will feature photos and up-
to-the-minute news and informa-
tion on missing children from the
area. Child Watch teams will be at
the parent’s home working with the
family and volunteers, coordinating
a search and rescue operation and
handling the information fed to the
Child Watch Network screens,
whose coverage would span
broader and broader geographic
areas until the child is found.

Consistent Revenue Streams

All such services are rendered
free to the families of missing
children. Income to support the
Child Watch organization’s work
and provide significant profits for
the Child Watch Network — and
Evans Systems — comes from the
sale of ads on the Network.

The Network has the ability to
feature up to 15 ads per venue,
each paying $100 per month to
reach a highly targeted audience.
After the first 1,000 screens are in
place — each averaging six ads —
projected gross annual revenues
total over $7 million. Evans
Systems makes 40% gross profit
off that amount.

Frank tells us, “It is rare when a
business opportunity comes along
that allows commercial industry
and philanthropic entities to work
together to create something that
benefits all parties involved.”

B

Boondoggle Sports Nelwork
Necessary Expertise

The technology for the Network
comes from Humware Media Corp.
(HMWW), whose extraordinary
infrastructure and digital expertise
supports their Boondoggle Sports
Network (BSN) nationwide.

Frank has signed a 5 year con-
tract with Humware for the devel-
opment and maintenance of the
Child Watch Network’s hardware
and operating systems through
Evans Systems.

The Relationship Grows

BSN has proved tremendously
popular across the U.S., providing
bars and restaurants with digital
screens that entertain patrons with
interactive fantasy sports and
sports trivia — along with paid
advertising. BSN is free to estab-
lishments; it also allows them to
promote their own events and in-
house specials.

Opportunity doesn’t need to
knock twice for Frank; he saw
lucrative potentials for BSN in the
United Kingdom and Europe.

Frank recently concluded an
agreement with Humware giving
Evans Systems the exclusive right
to market and sell BSN outside
North America. The Company will
initially focus on establishing a
presence in the U.K., utilizing its
management's experience and
contacts to expand into other
European countries.

John Huemoeller, HumWare’s
CEOQO, says, “The timing is perfect
to introduce BSN’s unique pro-
grams to a rapidly growing and
largely untapped international pub
and restaurant market.”

Evans Systems — with Frank
Moody at the helm — will make it
happen.
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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.




July 2007

BIG APPLE CONNECTIONS

Page 7

BIG APPLE CONSULTING USA

\ %

-
g0

%g

¥ < BAD APPLE COMICS

Bad Apple has been looking
beyond comic books to market its
brand name and designs. “We've
received a tremendous amount of
positive feedback regarding our
logos and designs that project a
youthful and rebellious attitude
uniquely our own. We’ve been over-
whelmed with requests for mer-
chandise with Bad Apple logos,”
stated Shawn Schinault, President
of Bad Apple Comics.

Trademarked designs currently
include the Bad Apple™ Comics
logo, the Bad Apple™ Apple Core,
the Jolly Roger Apple Core design
and their new mascot, the Bad
Apple™ Black Sheep.

Bad Apple’s goals are to form
direct partnerships with product
manufacturers to produce mer-
chandise with the Bad Apple™ logo
to sell in its stores. The Company
also looks to sell licensing rights to
manufacturers and vendors pro-
ducing their own products using
the Bad Apple™ name and logos.

To that end, Bad Apple has just
participated in the Licensing Int’l
Expo 2007 and will be following up
with a considerable number of
interested merchandisers. Visit
wwuw.bacomics.com for details.

=

A2

U BIG APPLE INT’L REALTY

Big Apple International Realty
has just launched a new division —
Property Management Solutions —
to better serve the needs of the
growing ranks of investors now
coming into the area to buy; taking
advantage of current market prices
and low interest rates.

Headed by Vickijo Hash, the
division offers a broad spectrum of
no hassle, worry-free services to
investors that cover financial, legal,
marketing, maintenance, reporting
and other aspects of owning in-

vestment properties. The division’s
Mission is “to maximize investor’s
potential net income over the life-
time of their investment while
preserving and increasing the
value of their property.” The new
division already has 30 properties
under management. Visit
wwuw. bigappleinternational.com/
for more information.

&

Shawn McGuire, Broker, tells
us, “Big Apple International Realty
is working to take advantage of an
area market rich with home, busi-
ness and land listings, as well as
property management prospects.
With this objective in mind, Realty
has changed its slogan to better
reflect all it has to offer: ‘In the
Business of Moving You Forward@”

A2

BIG APPLE WORLDWIDE
& BIG APPLE WALLCOVERING

Big Apple Wallcovering, a wholly
owned subsidiary of Big Apple
Worldwide — a publicly traded com-
pany (BPWW) — recently partici-
pated in the Hotel of Tomorrow
(H.O.T.) Project Ideation Session.
The event was designed to foster
ideas for creating hotels more
suited to, and protective of, the
environment.

Big Apple Wallcovering stresses
the importance of conserving
materials and is focused on creat-
ing wallcoverings and fabrics that
utilize natural materials and inks.
The Company will identify environ-
mentally sensitive products with a
green symbol on its Web site and
the No More Books™ kiosks, which
have long since replaced the bulky
sample books at Big Apple.

Neal Jablon, President of Big
Apple Worldwide, said, “The H.O.T.
show was an eye-opening experi-
ence for us. Many of the ideas
presented were revolutionary. We
created our No More Books™ tech-
nology to do away with wasteful
sample books and make it easier
for our clients and the environ-
ment. As for our wallcoverings and
fabrics, we've been moving in the
green direction for years; the
H.O.T. show reaffirmed our
commitment.”

BIG APPLE CONSULTING USA

As Big Apple’s top producing
Account Representative of the
Month, Jim is someone we can all
learn from. In the almost three
years Jim has been with the
company, he has consistently
been among our most valuable
players and, most often, he’s #1.

Jim works hard at it. You can
see his complete concentration as
he walks the floor talking with his
brokers. Having recently moved
to Indianapolis, IN, with his new
bride, Jim tries to spend at least
one week each month here.

He readily helps others and
shares his hard-earned wisdom:
“If you are consistent in your
work habits, then you benefit on
up cycles and ride out the down
cycles in this business.

“I never pretend to be an
expert in the stock market... my
brokers have more experience
and education in the market. I
am just giving them what they
need to make an informed deci-
sion. I believe this is why, even
though some of them may be
down in some of the stocks we
represent, they take my calls.”

Jim’s last piece of advice:
“Have fun. If you can’t enjoy what
you do, do something else. Life is
short; the world is large.”

Congratulations Jim!
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Q: Jay, your career has revolved
around the retail environment.
How did you first get into it?

“Interestingly enough, there was
never any conscience decision to
start a career in retail. I had just
finished college and moved back
home... and opportunity came in
the form of a rather large Now
Hiring’ ad for an up-and-coming
big box sporting goods retailer,
Dick’s Sporting Goods. They were
offering full-time positions selling
sporting goods equipment... and I
love sports.”

Q: What is it about retail that
keeps you interested?

“The learning experience! There
is so much depth to running and
operating a successful retail
operation, especially a multi-store
chain that continues to grow.

“What do you buy? How much
do you buy? How much space do
you dedicate to each category?

When and how much do you spend

on upgrades in technology to help
automate portions of your busi-
ness? How much do you spend in
advertising? Where and in what
media form do you advertise in? Is
your business set up for expan-
sion? The list goes on and on.

“I try to learn from everyone
around me and apply it to building
the business. I enjoy having the
ability to really affect the direction
of retail companies; then watching
the results at the register.”

Q: You spent over 10 years
working your way up the corp-
orate ladder at Dick’s Sporting
Goods - a major retailer with
over 290 stores - starting there
selling golfing equipment and
rapidly advancing to store mana-
ger and problem solver for other

stores. You were on a career fast

track and yet you left. Why?
“When I started in 1995, there
were only 10 stores in the North-

east and it was easy to see the
path to professional growth. You
had greater access to company
executives; there was more time to
form a relationship that could
benefit your career in the future.
“Over time, with rapid expan-
sion of the company, the distance
grew between the stores and the
corporate office. More often, the
company looked outside to recruit;
unfortunately, internal personnel
development slowed dramatically.
“I loved what I did, but work
days became more of a routine. I
wanted the opportunity to grow
personally and looking outside of
the company was the best option.”

Q: What was it about Big Apple
that inspired you to uproot your
family from New England and
move to Florida so you could
join the firm?

“Marc Jablon and I were room-
mates in college and we kept in
touch. Over the years, I followed
the growth of Big Apple Consulting
and always admired Marc’s
genuine sincerity to his employees.

“l was at a career plateau with
Dick’s Sporting Goods and was
talking with Marc about it when he
said, ‘Well... I may have an oppor-
tunity for you.’

“The inspiration was the oppor-
tunity to apply my experience to
help grow the retail companies of
Big Apple Consulting. The timing
could not have been more perfect
and, best of all, I had my entire
family’s support.”

Q: Jay, what motivates you to
seek out bigger challenges?

“My family. I measure my
success upon what I can deliver to
my family. First and foremost, I
want to set a good example for my
children. By relentlessly bettering
myself, I have more positive guid-
ance to deliver. If it’s not good for
my family, it’s not good for me!”

car
Corne

by Carol Scansaroli
Recruiting Manager

Hi, Everyone.

| met most of you when you first
applied to work here at Big Apple,
and, for many of you, that was a
l ong ti me ago. §
a minute to remind you that, aside
from my recruinm in
also an important company re-
source for you.

Come to me for easy stuff like
vacation requests, Employee
Handbooks, deduction changes
affecting your W-4 status, changes
in your personal information (new
phone number, new address, just
married, etc.) and our awesome
Referral Bonus Program.

Come to me for the not-so-easy
stuff like:

Yy Quest i olemsswihryoup r
Group Insurance. Be it your Health,
Dental or Vision coverage, | can

get the answers you need to help
resolve it. [ Y
Group Insurance, are eligible
(empl oyed 90 days
help you get the best coverage
program for your needs.

Yy réblems with your FSA (Flexible
Spending Account). | can connect
you directly to the person who can
fix it for you.

Yy The Bieg 40plpK pr
something | urge all employees to
participate in. You can invest up to
4% of your weekly income and the
company matches the amount, so
youove e floibdedyourv el
money on the spot and it keeps
growing from there. This is a really
great tax free in
miss out on it.

Please know that our conver-
sations are confidential and the
candy bowl is full, so come see me.

Carol




