
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Trade shows provide incompar -
able opportunities for the movers 
and shakers and wannabes in any 
given industry to congregate under 
one roof to promote  and sell their 
wares.  Success at a trade show is 
usually measured by the sales that 
ultimately result from connections 
made at the event.  
 There are intangible benefits as 
well.  Trade shows can help a 
company gain industry recognition 
and heightened vi sibility for its 
brand.  They also provide oppor -
tunities for gathering valuable 
information on its industry and 
competition, and for its manage -
ment to network on a national and 
even global scale.  
 
Barriers to Entry  
 Itõs tough for a small company 
to get onto the trade show playing 
field to participate.  Entry for ex -
hibitors isnõt cheap.   
 Unavoidable expenses include a 
booth of some sort, floor space at 
the show, signage, giveaways, mar -
keting materials, staff to work the 
booth, travel and accommodation s, 
and a myriad of add -on charges . 
Itõs all  necessary just to have a 
place in the action and a chance to  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

reap the  benefits.  For some com -
panies, trade show s can eat up an 
entire yearõs marketing budget. 
 Then thereõs the probability  of 
getting lost amidst the glitz and 
cacophony put on by the big guys 
to grab peopleõs attention.  Atten-
tion Deficit Disorder afflicts nearly 
everyone and exhibitors have 
barely a split second to capture  the 
attention of attendees cruising th e 
aisles.  
 The big players are also known 
to dominate the playing field by 
bringing small armies to work the  
trade show floor, glad handing and 
pulling in everyone in sight.  Some 
also put out media -savvy press 
releases that create a buzz on the 
floor abo ut their must -see newest 
new thing to attract crowds.   
 The big players know all the 
ways to maximize the payoff they 
get from their investment in trade 
shows.  Most small business 
owners and managers donõt. 
 

The Biggest Show o n Earth  
 Take, for instance,  the recent 
Intõl Consumer Electronics Show 
(CES).  Now in its 41 st  year, CES 
has grown into the biggest trade  
 

Continued on page 3...  
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CONNECTING YOUR COMPANY TO THE WORLD ® 

Back issues of BIG APPLE CONNECTIONS 
can be found  on the Companyõs Web site:  

www.bigappleconsulting.com  

 òTwenty years from now you will 

be more disappointed by the things 

that you didnõt do than by the ones 

you did do.  

 òSo, throw off the bow lines. Sail 

away from the safe harbor. Catch the 

trade winds in your sails. Explore. 

Dream. Discover.ó      ñ Mark Twain 

òAmateurs focus on rewards; 

professionals focus on risk.ó 
ñHarald Anderson ð Analyst &  

founder of  eOptionsTrader.com 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Please direct questions or comments regarding this newsletter to the Editor. 
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THE SECRET  
 
  Thereõs been a lot of buzz over òThe Secretó this 
past year , and the question is : òDoes it work? ó 
 

  The answer in one wordé YES!  I have always 
said that the mind is the most powerful force, and if 
you believe, then anything is possible.  Positive think -
ing is the key to a success ful life and works finan -
cially, with relationships, and , yes, even with parking 
spaces.  
 

  Donõt waste your time wishing for what you donõt 
want to happen.  Think about the positive events that 
you want to occur in your life, and make that your 
focus.    
 

  I have often found that people who complain 
about their meals in restaurants, always seem to get 
poor service.  Itõs also the same people who seem to be 
in the worst relationships, and who have financial 
problems.  
 

  It is possible to turn around your bad luck .  Start 
by ignoring the n egative thoughts in your head.  
Remove yourself from negative environments by 
changing negative conversations towards positive 
solutions or by walking away.  Finally , start focusing 
on your positive goals and the steps to ac hieve the 
results you have always dreamed of.   
 

  I recommend Rhonda Byrneõs òThe Secretó ð both 
her book and its DVD ð to all our readers .  Feel free to 
tell me your thoughts after you read the book!  
 
Regards,  

 
Marc Jablon  
President  
Big Apple Consulti ng USA  
 

          
 
 
 

BIG APPLE CONSULTING USA  
280 Wekiva  Springs Road #2030  

Longwood, FL 32779  
Phone: 407.884.0444 Á Fax: 407.884.0 125 

Toll Free: 866.THE APPLE  



 
 

TRADE SHOWS  
The Big Apple Way  
Continuedé 

 
show in the world. Itõs usually held 
in Las Vegas  ð one of the few 
venues capable of supporting its 
vast size.   
 At this yearõs CES, 2,700  ven-
dors hawked their wares; 20,000 
new products were launched; and 
140,000 industry professionals 
walked the trade show floor, 
attended numerous seminars and 
cocktail parties, exchanged 
business cards, and shook every 
hand within reach.  
 There we re video screens on 
every available wall and surface 
blasting advertising messages; 
gimmicks and hoopla at every 
turn; celebrity hawkers and more  
attention -getting sounds and 
visuals than a person can even 
begin to take in.  The scene over -
whelms the sense s. 
 

Equal Footing  
 A number of Big Apple clients 
were able to participate in this 
yearõs CES right alongside the big 
guys on the trade show floor.  They 
could be there ð and reap all the 
benefits of the òbiggest show on 
earthó ð because they worked CES 
òthe Big Apple way.ó  
 A force at major trade shows for 
over 10 years, Big Apple adroitly 
uses these events to showcase 
clients.  Big Apple does all the prep 
work; the client just has to pack a 
tooth brush and a pile of business 
cards and show up.  
 

Highly Tal ented Team s 
 Big Apple starts working on a 
trade show months before the 
actual event. Most of the prep work 
is done by Management Solutions 
International, a wholly -owned sub -
sidiary of Big Apple.   
 Lead by John Neff, its President, 
MSI is comprised of te ams of some 
of the smartest and savviest mar -
keters, business people, public and 
investor relations professionals, 
technology mavens  and I.T. spe -
cialists around.   In preparation for 
this yearõs CES, MSI teams swung 
into action.  Consulting with 
clients p lanning to exhibit at the 
show, MSI created individual  

 

 
strategies and game plans aligned 
with the clientõs own marketing 
objectives.   
 

No Detail Overlooked  
 Big Apple and MSI never skimp 
on planning for a trade show on 
behalf of clients.  Before they e ven 
set foot on the trade show floor, 
planning can determine their ulti -
mate success or failure.  So, for 
clients participating in this yearõs 
CES, the MSI teams:  
˂ Created the marketing materials, 
like signage, brochures and hand -
outs for the event.  
˂ A video montage was shown on 
big screens at the booth for one 
client.  For another, its Web site 
was featured so attendees could 
actually try out its hugely popular 
computer software. For the rest of 
the clients, MSI created entertain -
ing flash advertising messages that 
ran continuously on the screens.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
˂ Organized representation at the 
booth with teams of highly -trained 
and knowledgeable BAC and MSI 
employees  to field questions on 
behalf of clients and pitch their 
wares.  This kind of support is 
critical to freeing the time of client 
CEOs and managers for their most 
important work at trade shows.  
˂ Strategically planned and create d 
press releases and m edia coverage 
to be handled before, during and 
after the show.  
˂ Coordinated every detail, includ -
ing arranging all travel and accom -
modations for clients (with consid -
erable help from Big Apple Travel).  
 

 And, perhaps one of the most 
important services MS I does for 
clients in preparation for a trade 
showé 
˂ Perused attendee and exhibitor  

 
 

lists on behalf of every  Big Apple 
client ð even those not  attending 
the show; identifying those with 
potentials for business, network -
ing, and even acquisition.  Then, 
on behalf the client, contacting the 
CEOs in each of those companies 
and setting up meetings during the 
trade show.  Convenient private 
meeting sites were also booked in 
advance just for this purpose.  
 Just prior to the trade show, 
clients receive d a packa ge from 
MSI containing their itineraries 
and meeting schedules, back -
grounders on each company whose 
CEO or manager theyõre scheduled 
to meet, and their travel arrange -
ments.  It couldnõt have be easier 
for them.  
 

Experience Makes  
the Difference  
 Marc Jab lon, President of Big 
Apple Consulting USA, relates 
valuable lessons learned early on, 
òImage is everything at trade 
shows. Thatõs why we put so much 
effort into helping clients put their 
best foot forward.  Also, if youõre 
the CEO, you need to be upwardly  
mobile at the event and should 
focus on working the trade show 
floor, holding meetings, network -
ing, checking the competition, and 
doing everything you can to pro -
mote your companyõs name and 
image, and not  waste your valua -
ble time sitting in a booth all  day.ó 
 

The Big Apple Way  
 Clients avoid traditional entry 
and success barriers at CES and 
other trade shows, by having Big 
Apple and MSI do all the planning 
and prep work and by sharing 
space in the enormous, high -tech 
Big Apple booth.   
 With Big Apple s ponsoring their 
participation, clients are spared 
the huge expense on getting onto 
the playing field at trade shows.  
Then, the design of the Big Apple 
booth and all its multi -media 
razzmatazz draws the crowds in.  
 Itõs no wonder that Big Appleõs 
slogan is  òConnecting Your Com -
pany to the World ®ó because, 
with the extraor dinary help and 
support of its d ivisions ð like 
Management Solutions Interna -
tional ð thatõs exactly  what we do 
for clients.  
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Alicia Goldberg  
 

 Aliciaõs been with MSI for eight 
months and, in that short time, 
has made her mark.  Working as 
a Consultant, she facilitates our 
clientsõ business development 
needs by identifying, developing, 
and performing due diligence for 
the closing of mergers and acqui -
sitions, as well as helping create 
opportunities for clients to in -
crease their customer base and 
distribution outlets.  
 MSIõs Vice President of Opera-
tions, Kelson Monks, says, òAlicia 
has always displayed a high de -
gree of integrity, responsibility, 
and ambition.  S he is organized, 
efficient, and willing to do what -
ever is needed to get a particular 
task finished.  Because we often 
have last -minute deadlines, her 
cooperative attitude and good 
cheer are important and appre -
ciated.ó 
 Alicia tells us she married her 
col lege sweetheart and enjoys 
weekend getaways with him at a 
beachside B&B.  Her hobbies 
include sculpting and crocheting.  
 She also expressed an intrinsic 
need to excel, òI continuously 
strive to be more productive and 
balanced than I was yesterday.  I 
find pleasure in exceeding the 
expectations I have for myself.ó 
 Alicia says she , òéenjoys see -
ing MSIõs efforts aid in the growth 
of Big Appleõs clients.ó  Brava!  

 

BIG APPLE CONSULTING USA  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Here at Big Apple, we feel itõs important to recognize our people 
for their years of dedication, hard work, and outstanding perform-
ance that has helped make this Company and each Division the 
success it is today. 

Employees celebrating 

Anniversaries in  
January 2008  
 

The Founders of Big Apple 

celebrated their 10 th  
Anniversaries:  
 

Keith Jablon  
Corporate Vice President, MSI &  
Director of Clie nt Communications, 
BAC 
 

Marc Jablon   
President & CEO, BAC  
 

Peggy Kimball  
President, BAT  
 

Matthew Maguire   
Vice President, BAC  
 

Jennifer Mase   
Vice President Client Relations, BAC  
 

David Zanni   
Sr Account Representative, BAC  

 

6 th  Anniversary Celebrants:  
 

Daniella Acevedo  
Payroll & Security Administrator, 
BAC 
 

Nate Rossique  
Sales Floor Manager, BAC  

 
4 th  Anniversary Celebrants:  
 

Richard Lossman  
Account Representative, BAC  
 

Bill Peterseim  
CEO & Chairman, BAIR  

 

2 nd  Anniversary Celebrant:  
 

David Mayhew  
System Adm inistrator, MIS  

 

1 st  Ann iversary Celebrant s: 
 

Susan Kempista  
Accounting Administrator, BAC  
 

Joshua Michaels  
Account Representative, BAC  
 

Jerrell Watson  
Director of Human Resources, BAC  
 

Virginia Wilson  
Account Representative, BAC  

 
 
 
 

Employees celebrating 
Anniversaries in  
Februa ry 2008  
 
4 th  Anniversary Celebrants:  
 

Bill Byron  
Vice President, BAW  
 

Neal Jablon  
President, BAW  
 

Abbey Voigt  
Client Relations Specialist, MSI  

 

3 rd  Anniversary Celebrant:  
 

Kristian Allen  
Sales Representative, B A Comics  

 

2 nd  Anniversary Celebrants:  
 

Leah Hiss  
Administrative Assistant, BAC  
 

Kelson Monks  
Vice President Operations, MSI  

 

1 st  Anniversary Celebrant:  
 

Wendy Andrews  
Office Administrator & Agent , BAIR  

 

 

òEntrepreneurship is living a few years of your life like 

most people wonõt, so that you can spend the rest of your 

life like most people canõt.ó            ñAnonymous 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 A few months ago, our Presi -
dent, Marc Jablon, made an 
important commitment  when he 
pledged the local Make -A-Wish 
Foundation $50,000 in donations 
raised and contributed by the 
people of Big Apple this year.  

 Right now weõre far short of 
that amount and , in the spirit of 

Big Apple,  all of u s need to pull 

together and MAKE IT HAPPEN!  
 Giving back to the community 
has long been a trad ition for our 
Company.  We chose the Make -A-
Wish Foundation because it serves 
the needs of children living right 
here in our area.  
 

Making a  
Difference  
 Founde d in  
1980, the Make -A- 
Wish Foundation is a non -profit 
dedicated to helping children with 
life threatening medical conditions  
forget their troubles for a while.  
 With the help of generous 
donors and 25,00 0+ volunteers, 
Make -A-Wish Foundation grants 
more than 144,000 wishes to 
children worldwide.  The types of 
wishes granted include gifts, travel, 
meeting a celebrity, or the child 
could get to be a fireman or what -
ever they want for a day.  

 Make -A-Wish Foundation oper -
ates under a unique set of values:  

˂ Life-affirming ð the wish experi -
ence has a powerful therapeutic 
value for the child and the entire 
family.  

˂ Child-focused ð the wish must 
be of the child's expression and no 
one else.  

˂ Family-friendly ð the wish 
granting experience involves as 
many f amily members as possible.  

˂ Community-based ð all wishes 
are delivered by local volunteers.  
 Make -A-Wish Foundation is  

 
 
 
 
 
 
 
 
 
 
 
 

 
focused on human enrichment at 
all levels.  Wish granting gives the 
medical community another tool to 
help sick childre n fight or cope 
with their illnesses. It also provides 
uplifting experiences to everyone 
else involved ð from the donors to 
the volunteers.  
 
Do Your Part  
 Weõre calling you to action to do 
your part to raise money for these 
children.  They need you.  
 Lucki ly, there is a fun event 
coming up where we can all parti - 
cipate to help MAKE IT HAPPEN.  
       On Thursday,  
         March 6 th , 2008,  
         Make -A-Wish  
         Foundation is  
         sponsoring its  
         first annual Walk 
for Wishes at Lake Eola in down -
town Orlando from 5:30 to 9pm.  
 Big Apple is competing as a team 
against a number of other organiza -
tions to see who can raise the  most  

money  for the Walk for Wishes .   

 
Get Your Name on the Team List  
 Go to the event Web site:  

http://orlandowalk.wishcentral.org 

You can easily sign up to partici -
pate in the Walk for Wishes with 
your Big Apple Team (registration 
fee is only 10  buc ks). You can also 
support the team by using the 
siteõs convenient email program to 
solicit friends and family for dona -
tions.  MAKE IT HAPPEN.  
 The Big Apple Team will be at 
the Walk for Wishes event in force.   
There will be music, food, a num -
ber of ince ntives and prizes given 
away, and lots of fun to be had.  
 

 
Katie Amos, our HR Assistant, is 

coordinating Big Appleõs participation.  

Call her if you have any questions: 

407.884.0444 X113  
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 Three college students and three 

accountants were traveling by train to 

New York City.  At the station, the 

accountants each bought tickets and 

watched as the three students bought 

only a single ticket.  

 "How are three people going to 

travel on only one ticket?" asked an 

accountant.  

 "Watch and you'll see," answered 

one of the students. 

 They all boarded the train.  The 

accountants took their seats, but the 

three students all crammed into a rest-

room, closing the door behind them.  

 Shortly after the train departed, the 

conductor came around collecting 

tickets.  He knocked on the restroom 

door and said, "Ticket, please."  The 

door opened just a crack and a single 

arm emerged with a ticket in hand.  

The conductor took it and moved on.  

 The accountants all saw this and 

agreed it was quite a clever idea.  So, 

on their return trip, wanting to save 

some money, they decided to copy the 

students and bought only one ticket.   

 By coincidence, the same students 

were in line behind them to buy their 

tickets and were watching the 

accountants purchase just one ticket.  

 As the accountants left the ticket 

counter and started walking toward 

the train, the students left the line 

without buying any tickets and joined 

them.  Astonished and a bit perplexed, 

an accountant asked, "How are you 

going to travel without any tickets?"  

 "Watch and you'll see," one said. 

 Upon boarding the train, the three 

accountants crammed into a restroom 

while the three students all got into 

another one nearby.  The train left the 

station and, shortly afterward, one of 

the students left his restroom and 

walked over to the restroom where the 

accountants were hiding.  He knocked 

on the door and said, "Ticket, please." 
 

With thanks to www.comedycentral.com 
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 Today, change is about getting 
better or being left behind. Today, 
change is constant; much of it is 
instigated by our need to fix or 
improve things;  like the quality 
and quantity of our work output.   
 Because we live in a messy and 
complex world, change can be very 
difficult to deal with successfully . 
Whatõs more, corporations, and 
even whole industries, have every -
thing  riding on their ability to suc -
cessfully manage change.  Thatõs 
why the work of MetaPower Inter -
national has become so critically 
important.  
 
 
 
 
 
 
 
 
 

The Masters of Change  
 Ed Gibson , MetaPowerõs Vice 
President  ð Corporate Development, 
tells us, òThe companyõs story 
actually began 24 years ago when I 
and a number of our other key 
people worked together providing 
engineering and management ser -
vices to the nuclear industry.   
 òThe mid 1980s were a time 
when the need for change started 
to significantly ramp up, driven, in 
part, by the rapid introduction of 
new technologies.  
 òBack then, no one really under -
stood the process of change. People 
would try to drive change in a 
linear fashion  from Point A to Point 
B, and then have to clean up the 
costly problems left in their wake.  
 òLike pieces of a massive and 
complex puzzle, our team started  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
figuring out some of the answers. 
We found ourselves ahead of the 
times with much  of our thinking 
and methodology, yet we still didnõt 
have the whole answer.    
 òOur group broke up and each 
went their separate way, but we all 
kept in touch and kept working on 
that puzzle, finding more and more 
of the answers we needed.   
 òIn 1997, we r egrouped and 
formed MetaPower. The years apart 
had done us good, helping us bring 
fresh insights to the table.  In 
putting all that knowledge together 
ð literally, the missing  pieces to the 
puzzle ð we came to the profound 
realization that there is a scien ce 
of change that, properly followed,  
could generate predictable results.ó   
 
 
 
 
 
 
 
 
 
 
 

The Science of Change  
 MetaPowerõs President, Ken 
Allen, tells us, òRegardless of what 
is being physically changed within 
a plant or organization, that 
change cannot be successful with -
out including the elements that 
manage, administer and maintain 
it.  Specifically, the organizationõs 
people, its culture, its information 
systems and its business processes  
are equally important in success -
fully managing change.  
 òFrom a distance, the whole 
process looks chaotic.  However, 
we found that there are basic  

 
 

underlying principles and a certain 
logic  to each individual element in -
volved in the process of change 
and that for every action, there is a 
reaction ð often a predic table  
reaction.ó 
 

Intellectual Property  
 Having made sense of it all, the 
next step for MetaPower was to 
create a platform from which its 
newly discovered science of change  
could be successfully implemented.   
 They linked the disciplines of 
Business Proce ss Control, Compu -
ter Technology, and Industrial 
Psychology to create their UCoDA 
Web-based software package.  Now 
fully patented, this platform for 
MetaPowerõs Change Methodology 
is based on  three structures:  
˂ Design Modelñto simplify com -
plex issues.  
˂ Project Modelñto ensure project 
thoroughness and timeliness . 
˂ Design Technology ñto ensure 
design consistency and communi -
cation clarity . 
 Since Allen, Gibson, and most 
of the others on the MetaPower 
team were heavily experienced with 
the power industry ð nuclear, fossil 
fuel, etc. ð their initial UCoDA plat -
form was geared toward the needs 
of power plants, distributors and 
refineries.   
 Highly flexible and adaptable, 
MetaPowerõs UCoDA software has 
been used fo r numerous processes, 
including plant upgrades, planned 
maintenance, creating a high per -
formance safety culture, improving 
production, optimizing operational 
efficiency, and more.  
 

MetaPower In Action  
 The benefits clients derive from 
employing MetaPowerõs software 
and expert advisory services are 
significant.  They range from the 
ease of transition, shortened 
timelines, superior safety, fluid 
communications, and considerably 
fewer problems to cost savings that 
often runs into millions of dollars.   
 As a result of MetaPowerõs work, 
its client, TVAõs Browns Ferry Nu-
clear Station , earned the Presiden -
tial Award for Excellence.  Their 
annual savings have been estimat -
ed in the tens of millions of dollars.  
 Montana Powerõs Colstrip Sta-
tion reports that in th e three years  
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metap ower international, inc.  

 òThere is a science of change 
that understands work in a messy 
and complex world.  As an applied 
science, it provides techniques for 
analyzing change and measuring 
progress.  As an applied science, it 
provides predictable results.ó 

ñ Ken Allen 

 òWe all know that change is 
inevitable.  That fact screams at us 
from all quarters.  Those that 
master change will win, and those 
that don't will have to find some-
thing else to do.ó              ñ Ed Gibson 



 
 

following the initial program devel -
opment, their power generation 
increased to  a near  record setting 
pace,  recordable accidents   were 

down 57 % and annual operations 
and maintenance costs were re -
duced by a whopping 40%.  
 More recent Met aPower projects 
have saved clients millions of dol -
lars in cost overruns by applying 
its UCoDA software to successfully 
manage scheduled outages, resolve 
production reliability problems and 
other such power plant manage -
ment challenges.  
 

2008 and Beyond  
 Ken Allen tells us, "MetaPower 
is now at  the cusp of tremendous 
growth.  Weõre continuing to build 
the business consistent with our 
business plan that  targets the 
hazardous process industry.  In 
this regard, weõll be expanding our 
client list to include steel mills,  
chemical plants,  and pulp and 
paper plants.  
 òMetaPowerõs mission is to show 
business es how to manage change 
in a technology -driven world .  We 
believe this market represents over 
$1 billion in potential sales just in 
North America alone. We inte nd to 
expand the  scope of  applications  
for our UCoDA technology ; then 
market them to new industries and 
customers  worldwide.  
 òHaving produced earnings in 
2007 and owning what could be 
termed a killer application  with our 
UCoDA  technology and having 
signi ficant million dollar projects 
scheduled for 2008, we consider 
MetaPower stock to be severely 
undervalued  right now.   
 òWe expect our stock price will 
soon start reflecting MetaPowerõs 
true value.  With change now an 
integral part of any enterprise, the 
new reality is that those who can 
manage change successfully will 
dominate their industries.  Weõre 
the ones that recognized there is a 
science of change and MetaPower 
now has the tools to manage it.ó  
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MetaPower International, Inc. 

Trading Symbol:    MTPW 
For a deep understanding of the importance and 

impact of MetaPowerõs critically acclaimed work, 

visit its Web site and read about its Methodology 

and Ed Gibsonõs presentation, òWork Process 

Integration and System Planning or The Science  
of Change.ó  www.metapower.com 

 

 

 

 
 

 

 

Below are four questions.  Answer 

them as quickly as you can.  The 

faster you respond correctly, the 

more clever you are. 

 

[1]  You are participating in a race.  

You overtake the second person.  

What position are you in?  

 

[2]  If you overtake the last person, 

then you are...?  

 

[3]  Figure out the answer to this 

math question in your head.  Do not 

use a calculator or paper and pencil! 

Take 1000 and add 40 to it, Now add 

another 1000, Now add 30, Add 

another 1000, Now add 20, Now add 

another 1000, Now add 10. What is 

the total?  

 

[4]  Mary's father has five daughters:  

Nana, Nene, Nini, Nono.  What is the 

name of the fifth daughter?  

 

Answers 

1.  If you answer that you are first, 

then you are absolutely wrong! If you 

overtake the second person and you 

take his place, you are second!  

2.  If you answered that you are 

second to last, then you are wrong 

again. Tell me, how can you overtake 

the LAST person?  You're not very 

good at this are you?  

3.  Did you get 5000?  Wrong!  The 

correct answer is actually 4100. 

Don't believe it? Check with your 

calculator!  

4.  Nunu?  NO!  Of course not.  Her 

name is Mary.  Read the question 

again. 

Howõd you do? 
 

Source:   www.writers-free-reference.com 

 

CAROLõS CORNER 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

by Carol Scansaroli  
Recruiting Manager  

 

 February 14 th  is a special 
holiday because it reminds us 
to express our feelings to loved 
ones and friends.   On that day, 
we traditionally give flowers, 
candy and cards to the people 
we care about the most.   
 Iõve always wondered why 
most of us tend to limit the 
expression of our caring to that 
one day of the year.  
 Most of us have families and 
loved ones scatter ed around the 
country.  Theyõre too far away 
to hug and touch.  Theyõre too 
distant to see the love and 
caring in their hearts.   
 Thatõs why good friends are 
so important in our lives.  We 
need the closeness; the sense of 
belonging; the acceptance of 
who we are as people.  In 
essence, friends become our 
family away from family.   
 Thatõs certainly the atmos-
phere fostered here at Big 
Apple.  Even though thereõs 
well over a hundred of us now, 
spread out over a number of 
Divisions, we deeply feel that 
we belong here, weõre accepted 
for who we are here, and we 
care about each other ð a lot.  
 Weõll express our feelings on 
the 14 th , but we should also 
express them on the 15 th  and 
16 th  and every other day of the 
year with hugs, atta -boys (and 
girls), words of ap preciation, 
and in as many other ways as 
we can think of telling people, 
òYouõre special to me.ó 

        Carol 
 
 

http://www.metapower.com/



