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Correction
In the August issue, the cover story on Biff’s Bakery was by Tonya Todd, and not Bob Sullivan. Tonya is a 
great addition as a freelance reporter for the Morgan County Business Leader. She works full time at the 
Community Foundation of Morgan County.

About 1000 years ago, the King enjoyed Special Courtesy. He was the 
king; he provided protection for his subjects, a castle to run inside away 
from marauders and such. He also maintained the army to repel those ma-
rauders and quell the peasants should they become unruly. If he became 
too self serving, he would perhaps be dethroned or worse. But always, he 
received his special courtesy. About 800 years ago the King of England got 
taken down a notch. Various noblemen, who enjoyed their own courtesies, 
demanded a much bigger say in governance and liberties. The peasants still 
didn’t get any courtesy or liberty of their own, but life eventually was better. 
The dukes and barons and such gained in stature and got more courtesies. 
We here in America have received a heritage from that signing of the Mag-
na Carta in the form of English law. We however insisted that all men are 
created equal and receive equal treatment under the law. At least that’s how 
it’s supposed to be, or so we’re taught.

It seems as though the dukes and barons are still among us, with their 
own special courtesies. Recently a policeman caused death and mayhem, 
allegedly driving his cruiser while intoxicated on duty. He received special 
courtesy in not being treated as would we commoners, in that situation. 
He received no field sobriety test apparently, no arrest, not even a ticket for 
what was obviously reckless driving. We see it all the time as policemen go-
ing about their way, not on emergency runs (unless donuts can be called an 
emergency), exceeding the speed limit. Occasionally we read of a current 
or ex-official who claims special courtesy when caught with his hand in the 
cookie jar. Do not take this as an attack on policemen, we have some great 
ones in this community. It is an attack on privilege.

Back now to the Nobility. Here we call them Senator or Congressman 
instead of “Your Highness”, but they act like nobility nonetheless. They pass 
laws for our benefit, like Social Security, Health Care Reform, etc., then 
make themselves exempt. If it’s such a good deal, why aren’t they taking ad-
vantage? Why, they aren’t even subject to the anti-sexual harassment in the 

workplace laws they passed for us commoners. It’s a good law to have, but 
just not for the serfs who work for them?

Enough already! Just like nobility, they have inbred to the point of  idi-
ocy. They have learned that giving us things will keep them in their comfy 
jobs, but they take more than they give. The programs in place now are 
unsustainable. No amount of growth, should that ever happen again, will 
allow us to pay off the debts they have amassed. All these great entitle-
ment programs will collapse, and the entire economy will go with them. 
People! Do the numbers. We are doomed under this government. That the 
parties may change does not mean there will be a major reversal. National 
debt is over 60% of the Gross Domestic Product, and rising. Imagine if last 
Christmas’s bills were 60% of all you’ll earn this year! Economists will say 
that’s not a fair comparison, but their track record on analysis and predic-
tion is a measure of their accuracy.

This is not a problem we can solve by choosing one or the other party at 
the ballot box. There is no candidate that will dethrone the nobility, nor any 
we can trust not to become part of the nobility once elected. We need to 
take the lot of them out into a meadow and convince them to sign another 
Magna Carta. This one needs to be iron clad in one thing:  “Governments 
shall have no law that grants privilege or benefit to any individual or group 
that is not granted to all.” An iron clad clause about term limits would be a 
nice addition. I’m thinking iron clad as in guillotine. 

Runnymede calls.
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Small, medium-sized and 
home-based businesses often state 
their number one concern is cash 
flow and solvency. Therefore, pur-
chases – especially unexpected ones 
– can cause havoc on your budget.

There are so many makes, mod-
els and styles (of everything!) 
from which to choose, it can be-
come overwhelming even when 
you have time to plan for your 
purchases. When it’s an immedi-
ate need, such as a broken printer 
or the need for a digital voice 
recorder for tomorrow’s confer-
ence -- you can get so stressed 
and frustrated  you won’t purchase 
the product that best suits your 
need. Or, just as bad, you might 
buy a product that is poor qual-
ity and you will need to replace it 
very quickly.. Either scenario will 
put an extra burden on an already-
tight budget.

So how do you make the right 
decision? Sometimes it is as sim-
ple as calling a business associate 
and asking what they recommend. 
This is a great resource, unless 
their application of the equipment 
is different from yours. What if 
you were shopping for a new of-
fice printer, for instance?  If you 
ask a friend about a particular 
model he owns, your friend might  
simply state that it’s a great print-
er. And it would be for his use, but 
possibly not yours. Printer reviews, 
on the other hand, will tell you if 
the printer is heavy duty or should 
be used only for light use. Having 
access to the product reviews as 
well as others’ opinions, with spe-
cifics to help guide you, will give 
you a more balanced assessment 

of the item you’re considering to 
purchase.

Product reviews are an unbiased 
method to learn about the features 
of a wide array of products for 
your business. Often, when shop-
ping, you are at the mercy of the 
sales associate. Many times these 
are part-time employees with 
little training. Other times, they 
might have plenty of training, 
but don’t understand your busi-
ness and have not been trained to 
ask. Therefore, they only suggest 
the product they prefer, or just as 
likely, promote the item that will 
give them a higher commission or 
“spif ” during a contest. 

You can do your shopping in 
the comfort in your office, saving 
time, gas and frustration. Infor-
mation on review sites include 
categories called “the best” while 
others use a star (usually one to 
five stars) assessment to show the 
accumulated or average rating 
provided by consumers. Review 
sites also provide pricing informa-
tion and many even link to a com-
pany that carries that item.

AllReviews.com is a new site 
I have found to be thorough 
and helpful. It provides excel-
lent contenreviewst, including 
buyer’s guides on a number of 
products and hundreds of product 
reviews. In addition to assess-

ments from staff writers for the 
site, AllReviews includes reviews 
from other sites such as Amazon.
com, Consumer Reports and the 
manufacturers’ own sites. There-
fore, you are getting a wide variety 
of opinions to help you make an 
educated decision.

This can be a one-stop shop for 
product reviews for many items 
for your business needs. As noted 
previously, there are printer re-
views and other office equipment. 
But you’ll also find items that 
aren’t as common on consumer-
focused sites. One category that I 
like is generator reviews because I 
strongly encourage business own-
ers to be prepared for disasters. 
You’ll also find a variety of reviews 
for business-related products 
such as speaker systems, digital 
voice recorders, business software 
speakers systems,and more.  

Using a consumer review site 
will help you make the right deci-
sion, for the right product, specific 
for your needs. Once you’ve read 
the reviews, you can proceed with 
confidence that your purchase will 
be a knowledgeable choice.

Cindy Hartman is President of Hart-
man Inventory LLC, a woman-owned 
business that provides business and 
home inventory services. http://www.
HartmanInventory.com

Cindy Hartman

How to make the right 
buying decision

A friend of mine sent me an e-mail this 
week. He also forwarded an e-mail that 
he had received that stated, from a reli-
able source he said, that all company paid 
medical benefits would be reported to the 
employee on a 1099 and would be taxable 
income next year. He wanted to know if it 
was true. I was dumbfounded for a couple 
of reasons, not the least of which was that 
was something I should know the answer 
to, and I didn’t.

I called a couple of tax accountants that I 
work with and posed the question to them 
and you could hear the “oh crap” in the few 
seconds of deafening silence before they 
answered. “No no I think that’s later, maybe 
2012 or 2013.” Personally I thought it was 
2014, but there was that “Uncertainty” in 
my mind and in their voices.  I finally called 
a friend at a larger accounting firm, and 
after the same deafening pause he read a 
memo from his “healthcare committee” , yes 
they have one now, and he was pretty sure 
it didn’t take effect until after 2013 but he 
would get back to me. “Uncertainty”.  I am 
not a tax professional and I don’t dispense 
tax advice, but I do like to know the rules.

We do know from our friends at the In-
stitute for Supply Management that the 
manufacturing sector is still growing, albeit 
a little slower, from a reading of 56.2 in 
June to 55.5 in July. The non-manufacturing 
sector is “growing faster” with a reading of 
54.3 up from a reading of 53.8 in June. The 
Conference Board reported that Consumer 
Sentiment dropped significantly from 54.3 
to 50.4 and in the same report said employ-
ment trends were up. The ISM also reported 
employment trends up and “growing faster”. 

The economy is growing and employ-
ment is trending up but confidence is 
down? “Uncertainty”

It seems that the folks in Washington 
must thrive on that. If they wanted unem-
ployment to go down they would simply 
roll back the minimum wage to 2007 levels. 
The minimum wage has increased from 
$5.85 to $7.25 since then according to the 
Bureau of Labor Statistics. They could also 
quit paying people to be unemployed.  

If Washington really wanted corporate 
and personal spending to grow they would 
leave the “Bush” tax cuts in place and tell us 
that now. I don’t know anyone in a big hur-
ry to spend or hire if taxes are going up. 

I attended a luncheon this week and the 
guest speaker was Bob Carey, Chief Invest-
ment Officer at First Trust Advisors. While 
Bob said he was still bullish on equities and 
said equities were undervalued by at least 
20%, he pointed out that there are times eq-
uities stay underpriced.  But he was “uncer-
tain” when they would return to full value. 
One sector he pointed out as a good income 
producing investment for the shorter term, 
and my colleagues at LPL agree are High 
Yield Bonds. 

“We contend that for a nation to try to 
tax itself into prosperity is like a man stand-
ing in a bucket and trying to lift himself up 
by the handle” Winston Churchill 1903

Tim Corman is an independent LPL Financial 
Advisor and LPL Registered Principal. He can be 
reached at Corman Total Investment Management 
(CTIM) 2680 E. Main St. Suite 233 Plainfield IN. 
46168  317-837-Securities are offered through 
LPL Financial Member FINRA/SIPC

Tim Corman

Uncertainty
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Connectuity part 2: 
Considering ’conduits’

Top Tips from tiptopics.com

Presented by Bob Chenoweth
Last month I introduced the concept of “Con-

nectuity” and noted that it stands for connective 
ingenuity. I described Connectuity as both a phi-
losophy and a process comprised of 7 C’s: Con-
text, Community, Conduits, Communication, 
Consistency, Confluence and Conversion. Above 
all, I noted that the ultimate goal of Connectuity 
is to turn contacts into customers. 

First, a reality check: Will you turn all of your 
contacts into customers? Of course not. No mat-
ter how focused your marketing, not all contacts 
are created equal. Some of the individuals in your 
mailing list will never really be a good fit for your 
product(s) or service(s). But remember that even a 
less-than-stellar contact could be a referral resource 
because most marketing channels today are de-
signed to be viral: word-of-mouth can be as easy as 
clicking “Forward,” while making an endorsement 
is as simple as clicking the “Like” button. 

A Concise Look at “Context” and 
“Community”:

Let’s move quickly through the first couple 
of C’s. A couple of months ago, I explored the 
importance of branding, and followed that up 
last month by noting that branding is a key part 
of “Context”, the first of the 7 C’s of Connectu-
ity. Likewise, the importance of “Community” is 
relatively easy to grasp. Keep in mind that a com-
munity can be geographical (Morgan County, 
anyone?), professional (such as trade associations, 
Chambers of Commerce, etc.) or based on com-
mon needs, desires or interests. Communities can 
exist primarily as face-to-face venues, as online 
havens, or a mixture of both. And if you want to 
sell to a community, it helps to be active within 
that community. Simple, right? Time consuming, 
perhaps, but pretty basic.

Conduits: 
Conduits are essentially your chosen market-

ing channels; they comprise your media mix. As 
noted last month, this publication is a conduit. 
Face-to-face conversation is a conduit, too. So is 
the phone. And email. And Facebook and Twit-
ter and LinkedIn and other online platforms. 
Likewise, your website and blog, if you have 
them, are conduits. 

But what constitutes a good conduit? It de-
pends on your business and where your targeted 
consumers spend their time getting informa-
tion. If your market happens to be men between 
the ages of 95 and 100, MySpace probably isn’t 
a good primary communications vehicle. But if 
your ideal consumer is much like you and inter-
ested in business topics, a publication like this 
one might be a good fit for your marketing and 
advertising dollar. 

Diversity Matters:
For most of us these days, it’s important to 

employ a diverse marketing mix. This article, for 
example, will appear in both print and online edi-
tions of the Business Leader, and on TipTopics.
com and Connectuity.com. I’ll excerpt and link to 
it from ChenowethNow.com and probably from 
Facebook and Twitter, too. Finally, I’ll email it to 
my contacts. Print, Web, social media and email 
marketing – several conduits – all serving as deliv-
ery platforms stemming from one content source. 
Why? Because no matter how tightly defined 
your targets may be, they can still be a fragmented 
group in terms of where, how and when they re-
ceive their information. Single-source content, 

delivered via multiple marketing channels, simply 
enhances your chances of getting read, noticed, 
remembered, and called upon as a provider of 
choice.  Indeed, generating wider reach and build-
ing stronger connections (in less time and with 
less effort) are fundamental to connective ingenu-
ity and the new Connectuity brand.

A Social Media Snapshot
Of all the conduits, social media might be the 

scariest to some of you. It’s new. It’s mystical. It’s 
for kids, right? Wrong! Consider these Facebook 
user demographics (sources: insidefacebook.com 
and Facebook Marketing for Dummies: Wiley 
Publishing, Inc.):
•	 For 2010, the fastest growing Facebook de-

mographic is 35-54 year olds (+276%), fol-
lowed by the 55+ age group (+194%)

•	 The AARP recently reported that its mem-
bers (aged 50+) prefer Facebook over other 
social networks nearly 6 to 1

While Facebook has emerged as the Biggest 
Social Kahuna, Twitter and LinkedIn and other 
online communities are also huge and relevant 
and worthy of consideration. And don’t forget 
that email is still the electronic communications 
medium of choice, with email marketing con-
tinuing to report significant growth and effective 
results. And then there’s blogging and website 
content and search engine optimization and... 

The Bottom Line:
Okay, modern marketing can be daunting. 

Just don’t make the mistake of pretending that 
long-held “traditional” marketing channels will, 
by themselves, keep you in the game. At least 
explore your options and be open to expanding 
your media mix. If you need help navigating the 
7 C’s of Connectuity, call me. 

As originally presented on TipTopics.com. Copyright 
2010, TipTopics LLC. All rights reserved. To learn more 
about showcasing your expertise and business services 
with TipTopics, call 1-888-438-8471.

Bob Chenoweth is the founder, 
President and Chief Creative Officer 
of TipTopics LLC. A professional 
writer, content consultant and 
graphic designer, Bob also owns 
Chenoweth Content & Design 
LLC, which specializes in helping 
business owners and operators 
craft messages that communicate, 
illuminate and resonate.

To learn more, contact Bob 
Chenoweth at: TipTopics LLC 
30 Greenwood Drive 
Mooresville, IN 46158 
(317) 831-7760 (Office) 
(317) 402-2613 (Mobile)

Commercial Waste and Recycling Hauling – Residential Waste and Recycling Hauling – 

Industrial Waste and Recycling Hauling – Construction – Roll-off Services – Demolition – 

Land Clearing – Document Destruction – Concrete Crushing – Mulch

Buyers of: Scrap Metal, Office Paper, Plastics, and Cardboard

Clayton, IN 46118

Phone: 317.539.2024  |  Fax: 317.539.7022

www.raystrash.com

Register today at www.raystrash.com
for your chance to be a part of 

the Trash for Cash promotion at an
Indianapolis Colts game in the new

Lucas Oil Stadium. The lucky winner 
will receive four front row tickets,

a Peyton Manning jersey, and 
a chance to win $750 in cash!
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By Bob Sullivan
Morgan County Business Leader
Q: When did you open for business?

A: We held an open house April 25th and 
started normal hours Thursday, April 29th.
Q: Tell us about yourself.

A: I’m a Camby/Friendswood “lifer,” attend 
Friendswood Baptist Church and graduated 
from Covenant Christian High School. My hus-
band, Chris Hutchison, is a math teacher at De-
catur Central High School. We have a son, Ryko, 
born February 4 this year.
Q: Explain your interest in styling hair.

A: (Laughs) I was not that girl with the life-
long passion to style hair. In middle school, I got 
to know my Mom’s best friend, a salon stylist, 
Rosie Spencer. As a business owner, she sched-
uled her hours around her family.
Q: Tell us about your training and experi-
ence.

A: After high school, I completed the “A Cut 
Above” Beauty School program in Greenwood, 
then worked at J.C. Penney’s salon in Metropo-
lis (Plainfield) from 2006 until my maternity 
leave in January 2010. I felt strongly I should 
stay home with my son, so going into business 
seemed the ideal solution.
Q: What makes your regular clients keep 
coming back?

A: I develop relationships with my clients. I 

don’t talk “through the mirror” at them. My stu-
dio is also kid-friendly.
Q: Why Rock on Rock?

A: That’s how they cut hair in Jesus’ time. My 
salon is also my ministry, and the name makes a 
great conversation starter.
Q: Why appointments only?

A: I’m keeping pretty busy, and my appoint-
ments take priority. It’s just easier to make an 
appointment.

Owner/Stylist: Whitney Hutchison
8160 Paddock Road

Camby, IN 46113
317-502-4229

Hours of Operation
Thursday: 10 a.m. to 6 p.m.
Friday: 11 a.m.  to 7 p.m.

Saturday: 10 a.m.  to 5 p.m.
By appointment only 

rockonrockhair@gmail.com
Follow on Facebook!

Rock on Rock  
Hair Studio

We can help you!

10291 N. Meridian Street, Ste. 300
Indianapolis, IN 46290 

317-567-1677 | www.longevityinstitute.net

Coming soon to the Morgan County Business Leader!
“How to live to be over 100!” 

by Dr. Arthur J. Sumrall, Contributor

Longevity Institute is a full service 
Dermatology, Cosmetic Dermatology, Med 
Spa and Wellness Center with over 25 years of 
combined medical experience. Our physicians 
and associates tailor-make individualized 
optimal health and wellness plans for our 
valued patients and their specific skincare, 
cosmetic, weight loss, nutrition and wellness 
needs.  Unlike most wellness facilities, our 
experts take pride in their ability to consider all 
aspects of internal and external health status 
and goals to create a rejuvenated, youthful 
looking and re-invigorated you!

longevity Institute 
of Indiana

how Do you Feel?
Your level of vitality may be a final  

measure of your health and wellness.

Longevity Institute empowers our patients 
with the knowledge on how to look better,  
feel better and live a healthier lifestyle…

From the inside, out!

Today, people want to live 
longer and live better!

Hair stylist blends business with ministry
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Looking for an EASY Way to Get

More Exposure
for Less Money?

Check out "Email Marketing
Powered Up" by TipTopics!

TipTopics LLC is proudly based in Morgan County. Learn more at www.TipTopics.com

Plans start at
just $39/month.

By Tonya Todd
Morgan County Business Leader

Determining the literacy rate in Indiana, or 
any other state for that matter, is a challenging 
endeavor. According to a 1992 study conducted 
by the U. S. Department of Education, literacy 
is not a condition that individuals either have or 
do not have. Rather, it is measured by how well 
an individual completes a task they encounter in 
their daily life.  

According to this study, 15 to 17 percent of 
those in Indiana tested in the lowest level of 
prose, document, and quantitative proficiencies. 
Many adults in this level were able to total the 
entries on a deposit slip, locate the time or place 
of a meeting on a schedule, and find a piece of 
information in a brief news article. Others did 
not perform these simple tasks successfully, how-
ever; and some had such limited skills, they were 
unable to respond to much of the survey.

This study is consistent with the findings of 
the founder of the Morgan County Coalition for 
Literacy, Ruth Rusie. During her nearly 20 years 
working to improve the literacy rate in Morgan 
County through this program, she found that 
the individuals she tutored have been resilient in 
their efforts to get by on a daily basis. 

She recalls the story of a 60-year-old woman 
whose husband, family and employer did not 
know she was unable to read. Due to the stigma 
and shame she felt, she met with Rusie once a 
week, privately, at the local library. She told her 
family she was renting movies and was sure to 
return with a good flick to share. “You would be 
surprised how I taught myself to get along,” the 
woman told Rusie. 

Rusie continues with the story of a 40-year-
old man who, because of an eye problem, did 
not know his alphabet. He learned to read so he 
could share bedtime stories with his children. 
She could continue for hours sharing such stories 
of individuals who have bettered their lives since 
she and Becky Strange started this organization 
in the early 1980s.  

Rusie and Strange, both retired teachers of 
the MSD of Martinsville School District, have 
a passion for children and learning. Because of 
that passion, the program was developed for the 
youth. Because the Morgan County School Dis-

tricts now administer early reading skills, Rusie 
and Strange returned to school themselves to 
acquire the skills and material necessary to teach 
literacy to adults, which is currently the focus of 
the program. 

Rusie says many of the students she tutors 
now are from foreign countries and wish to learn 
English. She also notices an increase in the num-
ber of individuals wishing to obtain their Gen-
eral Educational Development (GED).

“More are quitting (school), thinking they 
can get a job. It just doesn’t work like that. It is 
so hard to train their thinking sometimes; teach 
them how to get out of poverty. They don’t have 
to be in poverty,” Rusie says.

Mary Beth Branson, current President of the 
Coalition’s Board of Directors, also recognizes the 
connection of illiteracy to unemployment, crime, 
and drug usage. She says, “It is very hard to over-

come obstacles without reading skills. It [reading] 
touches every aspect of everyone’s life. If you start 
with the beginning, you won’t have as much need”

Branson hopes to raise awareness of the 
Coalition’s efforts and, as she says, “open their 

eyes to literacy.” Anyone interested in serving on 
the Board of Directors or becoming a tutor can 
contact Branson at 317-831-2080. She dreams 
of having a full-time director and yearly ceremo-
nies for GED recipients. There is currently work 
being done to establish a website, but nothing is 
finalized. 

Anyone wishing to make a monetary donation 
may do so through the Community Foundation 
of Morgan County, Inc. at 250 North Monroe 
St., Mooresville or visit their website, www.cfm-
conline.org. 

Branson concludes, “Reading is empowering.” 
Literacy can unlock the doors to opportunity and 
break a cycle of many generations. 

Founder: Ruth Rusie
rlrusie@att.net
765-342-3266

President, Board of Directors: 
Mary Beth Branson 

317-831-2080
To receive tutoring services for 
yourself or a family member, 

contact your local library. 
Mooresville: 317-831-7323
Martinsville: 765-342-3451

Morgantown: 812-597-0889
Monrovia: 317-996-4307

Morgan County 
Coalition for Literacy

Unlocking opportunities throught literacy

Ruth Rusie
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Get Rid of Old 
Medication
...Safely! Diabe t i c  sharps  a l so  accepted .

Mooresville 9-12pm • Public Library
Monorvia 1-4 pm • Municipal Building

SEPTEMBER 11, 2010
Eminence 9-12pm • Fire Barn
Paragon 1-4 pm • Lions Club Building

SEPTEMBER 18, 2010
Martinsville 9-12pm • Lions Club Building (Road 252)
Morgantown 1-4pm • Olde Drugstore

SEPTEMBER 15, 2010

Please call Prime Time at 765-342-1013 for up to date info
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By Bob Sullivan
Morgan County Business Leader

“The two most important points for parents to know is that our Center operates 
more as a preschool than a daycare,” explains Childtime Learning Center of Camby 
Director Nicole Scott. “That said, to accommodate the convenience and economics 
of the community we serve, we offer our curriculum full time or on a flexible part-
time, hourly, after-school and half-day basis.” According to Nicole, the curriculum for 
Childtime Learning Center targets all children from 6 weeks to 12 years old.

“Our clients span all walks of life, including many stay-at-home moms, which 
might surprise people,” said Nicole. “For those clients, we provide structured learning 
and varied social encounters for their children for a couple days a week, allowing Mom 
to run her errands and schedule her appointments. We also serve teachers, public ser-
vants, and physicians—anyone whose schedules operate variably or out of the ‘normal’ 
business hours. There’s no one definition to fit our clients.”

Nicole says every one of Childtime’s staff had a degree in early education. “We sep-
arate children into seven classrooms, based on age appropriateness and distinct stages 
of development, so they enter school fully prepared to succeed.”

According to the Childtime website, their unique “Empowered Child” curriculum 
teaches “critical science, math, reading and writing concepts through hands-on, sensory-
oriented activities. [This approach] gives children the guidance—and the freedom—to 
construct their own body of knowledge in ways most meaningful to them.” Nicole adds, 
“our approach with varsity-aged children (children attending public or private school, 
whose parents use Childtime during the summer and for before and after school) is to 

bring situations relevant to real life into a classroom setting. We take field trips to Brad-
ford Woods, tour local businesses, invite specialists from various fields to present to the 
children, and we turn that knowledge into either a short-term or ongoing project. Rather 
than supplement the homework kids are already receiving by that age, which would po-
tentially burn them out, we ignite their fire to want to learn more.”

Examples of such projects include:
•	 Following a presentation from Future Farmers of America, the children planted a 

garden near the playground and maintain it year-round.
•	 After a tour of St. Francis Hospital in Mooresville, students structured their play 

area into a pretend hospital, including an admitting office, an emergency room, a 
physical therapy area, a cafeteria addressing the dietary needs of their “patients,” 
and a billing department.  

•	 The students have their own art gallery, displaying a different featured student’s 
work daily.

•	 Last year during football season students created their own sports teams, design-
ing jerseys and even creating a marketing plan.

“Our goal is to develop transferable skills that will follow [our students] through 
life, such as conducting independent research, managing their time and instilling a 
work ethic,” said Nicole.

Though Childtime Learning of Camby has a great deal of support from local busi-
nesses, Nicole is looking to grow those partnerships further. “The more opportunities 
we have to bring a new experience to our children, the better. Our preschool kids get 
excited over any visit, and our varsity students are trying to figure out how school ap-

plies to the real world. To bring a professional—a police officer, a farmer, a racecar 
driver, a physician—[to our facility] is a new learning experience that helps them put it 
all together. Anyone interested in plugging in to our curriculum is welcome to contact 
me to discuss it further.”

Decatur and Plainfield public schools pick up and return students to the Childtime 
Learning facility. Childtime utilizes its own bus to pick up students from the Moores-
ville schools. 

Nicole Scott grew up in Plainfield. She moved to Mooresville when she married 
her husband, Kenny, in 1996. She holds an English degree and a child development 
associate’s degree and is pursuing a master’s degree in early education with a minor in 
special education. Nicole and Kenny have two children, Colton (13) and Katelin (12). 
Prior to accepting the directorship of Childtime Learning in Camby, Nicole owned 
and operated “A Place to Grow” childcare in Mooresville, which she closed last De-
cember after three years. Nicole notes, “I loved the Childtime program, and they of-
fered me an opportunity to stay in childcare but with a huge leap forward in terms of 
available resources and support.” 

Founded in 1967, the Learning Care Group operates schools, including Childtime 
Learning Centers, in over 250 locations across the country, including hospitals, gov-
ernment facilities and office parks. Their corporate office is in Michigan. Childtime 
Learning took over the existing Heartland Crossing childcare facility from a previous 
operator in January 2008. Childtime Learning Centers of Camby is registered with 
the state of Indiana as a preschool, with a goal to national accreditation within the 
next two years.   

Childtime Camby teaches a hands-on, active-learning curriculum

Childtime Learning Centers

Director: Nicole Scott
10708 Alliance Drive
Camby, IN 46113
317-856-8000
Hours of Operation
Monday through Friday: 6 a.m. to 6 p.m.
www.childtime.com
nscott2@childtime.com
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Taking a step back

Why your website is failing you

As I talk with and consider various companies, I notice that 
they’re missing an important aspect of their marketing. Often the 
developers of new products seem unable or unwilling to take a 
step back and sell the “wow” factor of their product. Instead, they 
want to jump straight for the details. 
•	 Consider the following bullet points:
•	 Cleansing soap prevents filmy build-up on glass and dishes
•	 Cutting blade trims grass to optimal length
•	 Spot-resistant formula protects clothes for up to six months
The bullet points, taken individually or collectively, might catch 

your interest for a couple seconds, but most likely, they’re too de-
tailed and out-of-context to make a lasting impression. Preventing 
filmy buildup, cutting grass evenly, and even spot resistance, are 
common enough benefits for products created by many companies. 
But consider your interest level if we precede the bullet points 
with the following headline:

Domestic Butler Robot X390 Scrubs Dishes, Washes Laundry, 
and Mows Grass

Now that you have a context—purchasing an automated ser-
vant that will do many of your household chores for you, the bullet 
points can be weighed accordingly. Knowing your drinking glasses 
won’t build up a layer of film over time is probably not nearly as 
important as knowing you can leave that pile of dishes for your ro-
bot to wash while you catch some extra Zs. (But it’s nice to know 
the manufacturers didn’t settle on cheap soap while offering mi-
raculous convenience.) The same holds true with the lawn mowing 
and the washing of clothes. 

But stain resistant detergent and “clean-rinsing” dishwashing 
liquid just don’t compare to the simple “wow” factor of having a 
robot in your house to do your mundane chores for you.

It’s easy to pinpoint the reason for this flawed approach. Many 
products take months—even years—to create and perfect. The 
engineers, product testers, even the CEO of the company, are in-
timately familiar with their creation, even if no one else is. They’re 
no longer impressed with the “wow” factor. But by taking their 

product for granted, they can no longer see how to promote it in 
the best way.

There are some instances where making that assumption is cor-
rect. Consider today’s television commercials for any brand of cell 
phone. It’s no longer necessary to say, “You can use this portable 
device to make phone calls and send text messages.” People were 
over that “wow” factor years ago. And as impressive as it is to think 
about the miracle of modern airline flight, no airline would bother 
to mention in an ad, “You’ll travel into the air and arrive on the 
other side of the country in roughly five hours!” What was once 
unfathomable is commonplace today. 

When you consider your own product or service, are you offer-
ing a variation on the familiar (so you can skip to the details) or 
do you need to step back and make sure you mention that “wow” 
factor? The answer to that question affects the entire tone of your 
marketing. If you take the wrong approach, you will fail to connect 
with your target audience. So choose carefully and choose cor-
rectly.

Before you develop your marketing campaign, talk to several 
people who are not familiar with your product. A business writer is 
just one of many resources who can consult with you on this. And 
once you’ve determined the proper direction, a business writer can 
also help you find the perfect words to attract the attention of po-
tential customers and send them your way. 

Unfortunately, business writers will not wash your dishes, do 
your laundry, or mow your grass. So much for the “wow” factor of 
business writing.

Do you even know why you have the website?   Does your web-
site reflect you or your customer?  Who is your audience?  If you 
can’t readily answer these questions then your company website 
is failing you.  If your website is not generating revenue for your 
company it is failing you.  If your website is not a reflection of your 
customer’s needs then it is failing you.

If you have any foot traffic then you have the face of your cus-
tomer.  If you are tracking their individual purchases and watching 
the trends then you are interested in their purchasing habits.  But 
if you don’t know the customer or even grasp what motivates them 
to purchase your products or service then you have totally missed 
out on an essential key.

I have said more than once that a business website can no longer 
afford to simply be an electronic business card, with static and stale 
out-dated information and clipart graphics.  Your website cannot 
be a reflection of YOU either.  Let me say that again.  Your website 
cannot be a reflection of you.  Let me explain what I mean.  

Recently, a real estate company hired a colleague to design their 
company website.  In consideration that a website should reflect 
the “clients business” and addresses the “needs of the customer” he 
developed an impressive work, custom icons, dynamic graphics, 
and an interface that was as easy to add and update their website 
as adding updates to a face book page.  

The client then came back with changes to the site.  Regard-
less of the way these changes would be perceived by his “custom-
ers” he was steadfast in his decision to have these changes made.  
Although the site is more easily updated and the colours have 
changed, the site is still lifeless.  The client has not made any up-
dates, and rarely even uses the site.  Nor is it attracting the clients 
he wants when he does get any at all from the site.    

The point of this story is  that this client had NO idea why he 

was having his site built or what message it was to convey or even 
to whom.  Rather he was told that he needed a website for his busi-
ness.  And as the owner, he made sure it was how he wanted, disre-
garding the first rule in business; which is, “serve the customer.”  

Understanding the people who visit your site or do business 
with your company is very important.  As a result, you will gain 
more loyal returning customers that come back again and again 
for more.  A layman might linger around a general site on garden-
ing, but a professional botanist might turn his nose at the very 
same site. Similarly, a regular person will leave a site filled with as-
tronomy abstracts but a well-educated university graduate will find 
that site interesting. 

Ultimately the answers to the three questions at the top of 
the article are:  Your “company” has a website to be the “Open 
24/7/365, sales/support office” for your customers worldwide.  
Your website must be a “representation” of your business, but “re-
flects” the needs of your customers.  And if you don’t understand 
the dynamics and demographics of your customer then you will 
not be in business very long.

Joe Devlin is the founder of, Clairvoyant Designs a high-end e-commerce/e-
business website design, development and hosting firm located on the 
southwest corner of Indianapolis. Joe.devlin@clairvoyant-designs.com

Bob Sullivan

Joe Devlin

Your website must be a “representation” of your 
business, but “reflects” the needs of your customers.  
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By Bob Sullivan
Morgan County Business Leader

Neil Richmund doesn’t believe in standing still. He’s 
lived half a world away from his Australian homeland 
since 1990; he entered into business for himself in 2006 
as the regional distributor of the Coffee News, which he 
quickly grew into several local territories; and he was rec-
ognized by the Greater Mooresville Chamber of Com-
merce as its 2008 Business Person of the Year as much 
for his ability to create lasting relationships through net-
working as for his business successes. Neil is constantly 
on the move, and he moves forever forward.

While many businesses observe the social media explo-
sion and pause to ponder its potential, Neil threw himself 
into the middle of it. In recent months, he quickly captured 
577 followers on Facebook (as of this writing), a significant 
local audience, to which he unveils his latest projects. 

“I saw social media as an opportunity to leverage my 
partnerships and open new avenues, in order to present 
a suite of marketing solutions to a wide range of clients 
to help them meet their marketing goals,” notes Neil. 
“It started out as unrelated projects that I’m reigning in 
under a single umbrella business: Boomerang Results.” 
The name is more than a sly wink to his heritage. “A boo-
merang, like the proper marketing tool, is something you 
throw out to others, and if you’ve done so properly, those 
results come back to you.”

Neil’s projects include:
The Jack and Neil Show: YouTube “webisodes” (or 

video blogs) that Neil co-hosts with Business Coach 
Jack Klemeyer of GYB Coaching. The show is a series 
of 10-minute segments, released approximately every 
two weeks, in which Jack and Neil exchange quips and 
dialog about a specific marketing issue chosen as the 
topic of that episode. Initially they talked about theoreti-
cal problems. Now they address questions submitted by 
viewers and are occasionally joined by guests. The show 
also distinguishes itself by rejecting a formal business set 
and rehearsed script in favor of off-the-cuff remarks. The 
show is often shot in a restaurant or in a backyard. View-
ers get the impression they are listening in on an infor-

mal discussion between friends at a social gathering. You 
can view all nine of the currently completed episodes at 
www.jackandneilshow.com and on YouTube.

SavingsEClub: Neil also recently partnered with Sav-
ingsEClub, a national electronic coupon services company. 
“They have the resources in place to pull off what I was 
trying to do as an expansion of Coffee News, so I became 
their local distributor,” explained Neil. SavingsEClub is 
free to subscribers, who receive regular coupon offers from 
local businesses not available elsewhere in their email In-
box. According to Neil, “I can offer businesses great local 
exposure at a much lower cost than if I’d tried to imple-
ment this myself.” Neil’s territory includes Indianapolis 
and surrounding areas. Any business interested in advertis-
ing with SavingsEClub should contact Neil directly. 

“Ultimately, we want local businesses to know we offer 
solutions to a wide range of marketing problems,” said 
Neil. “We offer solutions for business coaching, creat-
ing a marketing plan, building a website, creating a tar-
geted direct mailing campaign, and of course, advertising 
through Coffee News and SavingsEClub. That’s what I 
do directly, but equally important is, whatever we can’t 
offer, we can help you connect with the most appropri-
ate local service providers to help you promote yourself, 
which multiplies our services enormously.” 

The Boomerang Results official website goes live soon.

Martinsville Chamber of Commerce:
The Chamber’s meets on the third Friday at 
11:30 AM at the Morgan County Administration 
Building, 180 South Main Street.  Lunch is $5.  For 
more info, please contact the Chamber office 
at (765) 342-8110 or visit its website:     www.
MartinsvilleChamber.com

Martinsville Downtown Merchants Association:
For information contact Pam Badger, The Candy 
Kitchen, 765-342-6390

Mooresville Chamber of Commerce:
The regular monthly meets  on the third Thursday  
from 11:30 AM to 1:00 PM.  The meeting 
location is Jones Crossing Banquet Center at 
the corner of SR 67 and Allison Road.  Lunch 
is $5.  For more information call the Chamber 
office at 317/831-6509 or visit its website: www.
MooresvilleChamber.com.

Mooresville Revitalization Group:
The Mooresville Revitalization Group meets the 
fourth Tuesday of the month at Zydeco’s on E. 

Main St. from 6:45-8:00 PM.  Current topics include 
purchasing additional planters for the downtown 
area and coordinating a new “Planters on 
Parade” contest for the Spring/Summer.  For more 
information contact Lori Cole, Autumn Whispers 
Health and Harmony, 317-831-7817, or e-mail to 
AutumnWhispers@earthlink.net

Morgantown Merchants Association:
The Morgantown Merchants Association meets on 
the second Monday at 7 PM at the Fire Station.  
For more information call Sharon Zimmerman 
at the Stitchery Mill at 812-597-5997.  More 
information on Morgantown is available at www.
MorgantownIndiana.com.

Networking Business Women of Morgan 
County:

NBW of MC meets on the second Thursday at 
11:30 AM at the Mooresville School Administration 
Building next to the Post Office on Carlisle Street. 
Bring your own lunch. For more information, call 
Patti Owen at 317-856-9801.

Networx:
Networx meets weekly on Thursday at 7:30 AM at 
the Comfort Suites at Kentucky Avenue and 465. 
See press release in this issue or call Rick Groce at 
317-724-4348 for more details.

Rainmakers  Meetings:
On the first Friday each month at 7:30 AM at the 
Holiday Inn Express in Martinsville at Burton Lane 
and SR 37. 
On the second Tuesday at 7:30 AM at Stone Creek 
Dining Company at Metropolis Mall, Plainfield.
Rainmakers has 50+ meeting per month, including 
noon and evenings, for more information visit 
www.GoRainmakers.com.

Rotary Clubs:
Martinsville meets every Tuesdays at noon at the 
First Presbyterian Church, 240 East Washington 
Street, Martinsville.
Mooresville Decatur meets every Wednesday at 
7:30 AM at Jones Crossing Banquet Center, SR 67 
and Allison Road, Camby. 

Networking Opportunities

Coffee News Neil boomerangs into marketing to get results

Founder: Neil Richmund
Business cell: 317-376-3535
www.boomerangresults.com  

(coming soon)
www.JackandNeilShow.com
http://Indy.SavingsEclub.com,  

neil@savingseclub.com
www.CoffeeNewsIndy.com,  
neil@coffeenewsindy.com

Boomerang Results
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By Bob Sullivan
Morgan County Business Leader

If the best sales testimony is a satisfied customer, then Carol 
and Dean Faulkner were satisfied customers of NuSkin health 
products years before they considered building their own customer 
base. Carol, a retired registered nurse, recalls, “In 2006, I hooked 
back up with an old colleague—we’d worked together as nurses as-
signed to the ICU ward in Bloomington—she was excited about 
the product line. She used a Bio-Tonic Scanner,  which calculates 
your antioxidant levels in 90 seconds and determines the relative 
health of your skin. Dean and I were intrigued, so we started using 
the supplements.”

In January 2009, with the release of Age LOC™, Dean and 
Carol decided they wanted to go into business and offer the 
products to others. Dean explained that NuSkin Enterprises was 
formed 25 years ago, and today has three areas of focus: 1) NuSkin, 
an array of anti-aging lotions and treatments, 2) Pharmanex, a 
range of supplements focusing on wellness from the inside out, 
and 3) Nourish the Children, which takes company resources and 
uses them in a philanthropic way to address world hunger. “In Ma-
lawi last year, not a single child died from malnutrition, thanks to 
NuSkin Enterprise’s efforts,” said Dean.

The Galvonic Spa, according to Dean, “is nothing new. Many 
professional spas offer some version of one. It’s been around for 
about 70 years. But our version is miniaturized for home use, far 

cheaper, and more effective.” According to the NuSkin website, 
“AgeLOC targets and reverses eight age-related super markers and . 
. . has the ability to . . . restore a more youthful balance in the skin.”

Dean Faulkner retired in 2003 after a 30-year career as an ex-
ecutive with General Motors and Delphi. Living in Carmel, Dean 
and Carol became interested in a new development in Morgan 
County, where they purchased property and built their dream 
home. “What we learned is that if you don’t plan for retirement, 
you get bored,” laughed Dean. “And that’s how we ended up start-
ing a business.”

Dean admits the biggest obstacle since going into business has 
been establishing Morgan County connections. “We came to Mar-
tinsville as a retired couple, but our networking connections were 
mainly in Carmel and Kokomo. Our goal is to solidify a Morgan 
County base and grow locally. The best way we see to do that is 
going person to person and forming honest relationships. We’ve 
learned, over time, it’s better to stop being a salesman and, instead, 
find out how we can best serve somebody’s needs.”

Dean was born in Ohio, attended Ohio State University, and 
served in the Coast Guard during the Vietnam War. His back-
ground in electronics engineering led to a job with General Mo-
tors. He received his MBA from Michigan State and eventu-
ally transferred to Kokomo. Widowed in 1991, Dean met Carol 
through a mutual friend in Carmel. In 1995, Dean’s father, an or-
dained minister, performed their marriage ceremony.

Carol was born and raised in Bloomington. She received her 
LPN, RN, and her BS in business administration while in the 
workforce. She’s worked as a nurse for Bloomington Hospital and 
Morgan County Memorial Hospital and served as a case manager 
for Blue Cross. 

During their previous marriages, Dean and Carol raised five 
children, now grown.

Anyone wishing to learn more about the wide range of prod-
ucts offered by NuSkin Enterprises, which is based in Provo, Utah, 
should contact Carol and Dean for a free consultation. 

Morgan County Representatives: Carol Faulkner, 
RN, BSBA and Dean Faulkner, MBA

Martinsville, IN 46151
317-691-1000

Consultation by appointment
faulknerskeepe05@yahoo.com

www.nsoverview.com 

Galvanic Spa NuSkin 
Enterprises

Let NuSkin under your skin
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6 Week Program to lose weight and get in shape.
BEGINS SEPTEMBER 20TH
For information and registration - go to
www.healthiermorgancounty.org
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By Tonya Todd 
Morgan County Business Leader

According to the American Heart Association 
(AHA), 8.1 million Americans suffered from 
some sort of heart disease in 2006. This is the 
No. 1 life-threatening disease, affecting young 
and old alike, claiming 831,272 lives in 2006. Of 
those deaths, 151,000 were men and women un-
der the age of 65. 

It has been well-established that prompt use 
of an automated external defibrillator (AED) 
and cardiopulmonary resuscitation (CPR) can 
save lives. Barry Mason, founder and lead-trainer 
of Integresponse, LLC, has been offering AHA 
and Medic First Aid Training International pre-
paredness to groups or individuals of all ages to 
respond to almost any emergency situation with 
confidence and competency since 2009. In addi-
tion to AED and CPR training, Integresponse 
offers first aid, bloodborne pathogen and Occu-
pational Safety and Health Association (OSHA) 
programs.
What prepared you to take on this en-
deavor? 

I am certified as a CPR/ First Aid/AED in-
structor by both the AHA and Medic First Aid 
International. I also hold an OSHA 501 certi-
fication. My education includes a bachelor’s de-
gree in psychology, two years of nursing school 
and a master’s in health care administration. As 
a full-time CPR and Safety Trainer/Consultant 
with Zee Medical, Inc. since 2005, I have certi-
fied thousands of people in eight states. I still 
continue a strong partnership with Zee Medical, 
providing the same services as a consultant. 

I have a lot of great coaches and mentors; 
Tony Huey at Kentuckiana CPR, the training 
center we operate under, an awesome business 

banker, a web designer, and a very understanding 
family.
What is the best advice you have re-
ceived?

After a pregnant pause, a boss at Zee said, 
“You are the commodity.” The trainer is the com-
modity. An evaluation at the end of class pro-
vides constructive criticism. There is pain in that 
sometimes. One of the things integrity causes me 
to do is take that pain and make changes here or 
there to make the class and myself as effective as 
possible. 
Why the name Integresponse?

Responding to an emergency situation with 

integrity is what we do and who we are. Our 
logo is a black i and red r personified combina-
tion, suggesting people reaching out helping oth-
ers with the medical cross coming from behind 
supporting them. 
What are some of the newest trends in 
your industry?

We are finding out that the traditional chest 
compression and breathing CPR is not neces-
sary for all individuals to learn. Though we are 
still teaching the breathing techniques to health 
professionals, there are very effective classes just 
in chest compression. Also, the Good Samari-
tan laws protect those who choose to attend to 
someone who is injured or ill from legal liabili-
ties. With the government health reforms, I see 
a lot more training regulations for health profes-
sionals in the future.
Where do you see your business in the 
future?

I never thought we would be where we are 
now, but I am looking at adding 6 to 12 more 
instructors in the very near future. Because this 
is a customer needs-based business, it is hard 
to determine how many instructors are needed. 
However, I realize I must be very careful to select 
the right individuals because an organization’s 
integrity is only as good as the collective integrity 
of each individual.
What sets you apart from your competi-
tion?

Besides our integrity setting us apart, we are 
an autopilot, total solution provider for CPR 
training, focused on what the customer wants. 
When your certification is close to expiring, we 
contact you to set up recertification. 

Whether [you are] an individual, an employer 
or a club/civic group that wishes to improve 

quality of life for your members, Integresponse 
offers the training you need. There are three op-
tions: onsite at the customer’s location, online 
knowledge-based training and community-based 
training at our location. 

Our classes are engaging and equipping. This 
is serious stuff, but making it fun and interactive 
will help people remember it better.
How do you receive job satisfaction?

The most rewarding feedback has come when 
students have applied these life-saving tech-
niques. I received a newsletter from a company 
where I recently did an on-site class. The news-
letter featured a warehouse worker who was in 
the class just a few days prior and was the first 
responder to an accident. Specific techniques 
were mentioned from the class that the em-
ployee used. I say this not to just promote Inte-
gresponse, but to say, “Here is a regular guy and 
look what he did. You can, too.” I encourage ev-
eryone to explore how they can be ready to help 
someone either through Integresponse or some-
where else. 

It can happen to anyone, anywhere. It only 
takes a second for an emergency to occur, chang-
ing a life forever. Will you be prepared? 

Founder and Lead Trainer:  
Barry Mason 

317-430-0484
barrymason@integresponse.com

www.integresponse.com

Intregresponse

Being confident and competent saves lives

Bob Sullivan
317.696.1740  •  bob@copybob.com

view writing samples at
www.copybob.com

What’s a business writer,
and why do you need one? 

(Since you’re still reading, you realize I may 
be able to help you and want to know more.)

As a business writer, I’ve spent my entire career bringing value
to companies just like yours. I compose copy that generates 
business, in a variety of formats and media, such as:
• Websites • Advertorials
• Retail catalogs • Brochures
• Packaging • Press Releases
• Magazine Ads • Business-to-Business correspondence
• Direct Mail • Profile pieces for newspapers and magazines
• Newsletters • Morgan County Business Leader News Editor 

But does my writing work? Does my writing grab the reader’s 
attention, and make them want to know more?

(Look at it this way: If you pick up the phone and call me—based 
on the strength of this advertisement—the answer must be “yes.”)

CopyBob-MCBL QtrPg 4c  9/9/08  12:41 PM  Page 1

www.firstmerchants.com  |  1.800.747.6986

An SBA Preferred Lender

To grow a business in today’s competitive marketplace, you need 
a financial partner who understands your needs and is committed 
to helping you succeed. You also need a partner who has all the 
financial products and services you might need. For personal 
attention and individualized solutions, call First Merchants today.  

Let Us Help 
Your Business Grow.
We’re the Bank of Choice for Small-Business Owners
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GREATER MARTINSVILLE CHAMBER 
OF COMMERCE – NEW MEMBERS
For more information visit: www.
MartinsviilleChamber.com

GREATER MOORESVILLE CHAMBER 
OF COMMERCE – NEW MEMBERS
For more information visit: www.
MooresvilleChamber.com 
 
TOWN OF MOORESVILLE – 
BUILDING PERMITS
DONALD LANGKOP, 111 BROADLEAF 
PL., SUN ROOM, $11,500
FLOYD DUNCAN, 177 N. INDIANA ST., 
ROOM ADDITION, $10,000
RALPH OWENS, HONEYSUCKLE DR., 
SUN ROOM, $10,000
ALAN RIPLEY, 459 TOWNE CENTER 
RD., SIGN, $1,900
ROBERT GIGER, 10000 N ROOKER 
RD., FARM BLDG., $10,000
JAMES PRATHER, 20 HEMLOCK CT., 
POOL, $15,000
GLOBAL FOOD, 410 N. MONROE ST., 
RESTAURANT REMODEL, $35,000
JOHN HINGLE, 6450 COAL BLUFF CT., 
CAMBY, PATIO, $8,000
BRIDGEMOR VILLAGE LLC, 110-116 
BRIDGEMOR LN., RESIDENTIAL(4), 
$192,000
BILL CARTER, 200 CHURCH ST., 
PORCH, $200

LARRY LEWIS, 5883 E. LAKEVIEW CT., 
SUN ROOM, $10,000
CHURCHES IN MISSION, 27 S. 
INDIANA ST., RESTROOM REMODEL, 
$7,500

CITY OF MARTINSVILLE – BUILDING 
PERMITS
QUANTOM GENERAL CONTRACTOR, 
410 GRAND VALLEY BLVD., RETAIL 
STORE
J. TIDD & SONS CONSTRUCTION, 621-
629 W WASHINGTON ST., STORAGE 
ADDITION
PYRAMID BUILDERS, 1424 N. 
LINCOLN HILL RD., RESIDENCE, 
$215,000
G M NORTHRUP CORP., 35 BILLS 
BLVD., COMMERCIAL OFFICE, 
$104,000
ED BLAKELY, 895 S R 67 N., POLE 
BLDG., $9,400
WEST MORGAN LLC, 435 W. 
MORGAN ST., POLE BLDG., $10,000
T & W CORP, 1860 S. OHIO ST., 
RETAIL REMODEL, $20,000
CHRIS HILDENBURG, 1095 LOCUST 
DR., LAKE EDGEWOOD, WOOD 
FRAMED 420 SQ. FT.
TRI-STATE BUILDERS, 609 GARDNER 
AVE., GARAGE

MORGAN COUNTY – BUILDING 

PERMITS
BERTHOLD BRIAN, 5174 HERBEMONT 
RD, POLE BUILDING, $20,000
BARDEN DOUGLAS, 6300 BEREAN 
RD, MOBILE HOME RESIDENCE, 
$16,000
SICHTING ROGER, 1744 
CONSERVATION CLUB RD,POLE 
BUILDING, $8,000
HABITAT FOR HUMANITY, 160 E 
UNION ST, RESIDENCE, $80,000
KINDRED CAROLYN, 199 N MAIN 
ST,REMODEL RESIDENTIAL
ROBBINS MICHAEL, 7052 E PINE 
NEEDLE LN, POLE BUILDING, $18,000
FOLCK TED, 8530 EDITH ST, 
RESIDENCE, $20,000
HYATT NORMAN, 4060 HENDERSON 
FORD RD, GARAGE, $7,000
WHITLOCK MONA, 410 N BORDER ST, 
RESIDENCE, $24,000
CLINE STEVE, 5774 N HENDERSON 
FORD RD, GARAGE, $11,000
KEITH DENNIS, 2240 BILL SMITH, 
ADDITION – RESIDENTIAL
ROGERS CHARLES, 4183 MOHAWK 
LN, ADDITION – RESIDENTIAL
FRALEY KEN, 2875 MIDDLE PATTON 
PARK RD, POLE BUILDING, $24,000
PRUITT RANDY, 8535 S R 142, 
RESIDENCE, $10,000
WOODMANSEE DONALD, 1791 S 
CONSERVATION CLUB RD, ROOF, 

$10,000
GRIFFIN CHAD, 3287 TOWNSEND RD, 
POLE BUILDING 
REGULI THEODORE,2444 S 
CONSERVATION CLUB RD, POLE 
BUILDING, $20,000
WALKER RUSSELL, 6760 BEECH 
GROVE RD, MOBILE HOME
FIRST UNITED METHODIST CHURCH, 
3150 E MYRA LN, CROSS
199 S MAIN LLC, 2290 S R 67 SOUTH, 
ELEC/METER, $1,000
KUNTZ LARRY AND SHARON, 0 S HILL 
VALLEY RD, RESIDENCE, $225,000
COTTONGIM JAMES, 7630 
MCWHORTER, MOBILE HOME
GREEN DAVID, 4801 S DECK RD, 
POLE BUILDING(3)
BAILEY BRETT, 10530 N VISTA VIEW, 
GARAGE, $17,000
RHEA FARMS, 10046 N HALL RD, 
GARAGE
WARD JAMES, 1873 E LANDERSDALE 
RD, SWIMMING POOL, $42,000
PARKS JAMES, 612 N HALL RD, POLE 
BUILDING, $80,000
PARSONS JIMMY, 7208 E PARSONS 
WAY, RESIDENCE, $75,000
HARKIN GERALD, 3806 N FOXCLIFF 
DR E, ELEC/METER
WALLS DAVID, 4940 S R 44, 
SWIMMING POOL
SEIDL JEFF, 6682 E WATSON RD, ELEC 

NEW RES
ST JOHN MIKE, 4055 CRAMER RD, 
RESIDENCE, $200,000
MILLER CYNTHIA, 2707 S DUKE CIR, 
GARAGE, $18,000
COBB BENNIE, 6952 N GRAY RD, 
RESIDENCE, $140,000
COHEN CRAIG, 5386 EGBERT RD, 
RESIDENCE, $200,000

NEW BUSINESS FILINGS
TERRY MYERS, MYERS CABINET 
COMPANY, 409 E PIKE, 
MARTINSVILLE, IN 46151
BETH CARTER, DANCING IN THE 
RAIN, 1516 BUCKSKIN TRACE, 
MARTINSVILLE, IN 46151

SHERIFF’S SALES   
Sheriff’s sale was not posted as of 
publication date. For current listings 
go to: http://scican.net/~manley/Sales.
html
Note: If you need any further information, please 
contact the attorney listed per each sale.  We do 
not know what debts are owed on the properties, 
the condition of the home, and we do not have 
keys to the residence.All sales are held at 2:00 
p.m. at the Morgan County Sheriff’s Department.  
If you are the successful bidder, you will be asked 
to bring in the full amount of the bid by 4:00 p.m. 
that same day.  Funds must be in the form of  a 
cashiers check.  We do not accept letters of intent 
to purchase from your bank. Not responsible for 
typographical errors. 

Planner of note
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    Best 

joint surgery 
     in Indiana – again.

St. Francis Hospital–Mooresville is proud to announce its joint 

replacement program has been ranked in the top 5 percent of the 

nation and rated the best in Indiana for the fourth year. The hospital has 

also received five-star ratings for total knee and total hip replacement 

for eight consecutive years. These designations reflect our lasting 

commitment to delivering excellent orthopedic care to those we serve.

Once again, 
St. Francis– 

Mooresville has 
been named the 

best joint surgery 
in Indiana.

StFrancisHospitals.org/ORTHO
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