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By Frances Moreno

Women who want to rise to the
higher echelons of business but
still “have a life” share the same

questions. How do I find a company that
allows me to excel and still respects my
life-balance goals? What is the best way
to approach a company to be sure it’s the
right fit for me? What skills do I need to
be marketable?

While there are many good answers,
we at Vaco have found a path that works
for a lot of talented professional women –
consulting as a contract worker in the
accounting, finance, tax and audit areas
of an organization. Accounting and
financial systems in particular are rapidly
becoming key target areas of work for
women. Over half of the students study-
ing accounting today are female and we
place many women in top financial
positions. At the same time, contract
consulting, once dominated by men, is
a growing opportunity for female profes-
sionals, and it’s particularly attractive to
those seeking work/life balance and
want to make sure they found the right
“fit.” At Vaco, nearly 60 percent of the
people we place in accounting contracts
are women.

Many women aren’t aware that they
can become an in-demand contract
consultant by working closely with a
recruiting and consulting firm with that
specialty, like Vaco. Many companies
contract upper-level financial profession-
als for specific tasks – to fill an interim
gap after the loss of a key employee, to
assist with special projects needs during
tax season or fiscal year end, or to work
with the implementation of new financial
applications. Firms may be looking for
contract help because hiring a senior
professional is either not in the budget or
head count, or they may be “trying out” a
senior person with the idea of converting
them as a direct-hire to the company.

Consequently, contract consulting
accommodates women with different
goals. Some women have other interests
they want to pursue and therefore becom-
ing a permanent contract consultant fits
their lifestyle perfectly. One of our profes-
sionals, for example, writes children's
novels and needs the flexibility to work
on her writing. Others want to be able to
adjust to the changing needs of their chil-
dren while maintaining their career. Some
women simply like the variety and flexi-
bility of moving from one challenging
assignment to another.

In addition, contract consulting is a
great way for women to find the ideal
position and company “fit” that works
best for their lifestyle. It allows profession-
als to “try out” the company while the
organization does the same. One Vaco
professional worked for many years as a

consultant until she found the right com-
pany that matched her values and sched-
uling. Today she is an internal controls
policy and procedures expert for a major
organization. Another consultant con-
tracted as an interim controller for a pub-
licly-traded restaurant group and today
she is their CFO.

What are a few tips to help women
rise high as contract consultants and, if
they choose, to secure a direct-hire exec-
utive position?

• It’s good for a contract consultant to
have worked in more than one industry.

Diversifying your industry experience can
extend your market demand.

• Learn financial systems. An execu-
tive skilled in more than one financial
software application who is adept at
problem solving and communicating is in
higher demand than others who are not
as well-versed. This is an area of career
growth women should explore.

• Seek out entrepreneurial firms run
by those whose values you share. If
work/life balance is important to you,
these firms may have more collaborative
environments in which both women and

men alike can thrive.

Frances Moreno is the managing part-
ner of Vaco (Latin for "free yourself"), a
Los Angeles-based resource company
specializing in contract and direct-hire
placement for accounting, finance, tax
and information technology professionals.
This year, Vaco was named the #1 Best
Place to Work and the #15 Fastest Grow-
ing Privately Held Company by Los Ange-
les Business Journal. More information on
Vaco can be found at www.vaco.com/
los-angeles or by calling (310) 693-0490.
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Contract Consulting as a
Woman’s Path to Success

Contract consulting
is a great way for
women to find the
ideal position and
company “fit” that
works best for their
lifestyle.
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Achievement is 
something worth 
talking about.

We congratulate all the 
Women in Business 
nominees and winners, 
including our very own 
Kristen Contreras, 
on a well-deserved 
recognition.

We turn expertise into results.

California  New York  New Jersey  Connecticut  

jhcohn.comJoe Torre, Manager
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By Lindsey Carnett

If you are a woman business owner you
know how difficult it can be to pro-
mote your company. Here are some

tips for women looking to increase the
visibility of their businesses and get their
name out there.

The First Impression
Appearance is important so start out

with a good website and make sure your
webpage is both professional and appeal-
ing to look at. The site should be easy to
navigate with content that is valuable to
others- you can’t be all show and no sub-
stance. As women we don’t just want to
see the cold hard facts, but we want to get
a sense that a business cares about their
clients and their relationship with them.
Videos, photo galleries and testimonials
are excellent ideas to include on a web-
site, they show people what your business
has accomplished along with quality.

Blogging and forums allow you to
share valuable information while building
a network and strengthening connections
with your target demographic. Post blogs
with helpful tips relating to the company.
Rather than focusing directly on your
product or service, focus on topics of
interest that would lead people to develop
an interest in your company; start with
personal experience and share solutions
to problems that you yourself have
encountered. You can also create forums
and post questions for people to respond

to and discuss to help build relationships.

Build an Effective Network
As women, we know the importance

of networking, forming relationships and
connections with your company’s target
market for developing your business.
Social media sites such as Facebook and
Twitter are huge markets. By taking an
active role in these online communities
you can increase awareness of your brand
as well as create a sense of community
around your business. Business owners

have become more concerned with being
visible rather than credible in their indus-
try. That’s why it’s more beneficial for a
public relations firm that has in house
social media experts to handle small busi-
ness visibility and credibility which will
eventually lead to profitability -- three key
factors in good social media use that Ivan
Misner, founder and chairman of business
networking organization BNI.com, men-
tioned in his latest book Networking Like
a Pro. Having a public relations firm han-
dle the visibility will help the business

owner create products for credibility and
profitability.

Quality vs. Quantity
On any social media site, what is most

important is the quality not the quantity of
the interactions between you and your
fans or followers. Don’t just post fre-
quently. Make sure that your content is
interesting enough that your fans will want
to comment on it, like it, and share it with
others. To take it a step further you can
get their contact information as well. For
example, you could make a status telling
fans to email the company for a special
discount code. Gathering these email
addresses allows you to reach out directly
to potential clients through promotions,
surveys, e-newsletters, and special offers.
There are a number of companies out
there who will help businesses manage
their email marketing.

The benefit of having a public relations
firm handle a small business’s social
media marketing is that they not only
cover that area of visibility but they are
also able to handle the traditional side of
visibility; reaching out to newspapers, tel-
evision stations, etc. It’s an integrated
approach to visibility to help build prod-
uct credibility. Since they specialize in
handling all types of media, they know
what angles to use to reach out to a target-
ed audience and they also have the tools
to reach out to them. Business owners are
able to see the return on investment on
both the public relations agency not only

from the performance by the agency but
by the time invested on optimizing their
product leading to profitability from the
maximized visibility and credibility.

Get Personal
While an online presence is important,

nothing beats promotion through in-per-
son interactions and media interviews.
These are your chance to get your mes-
sage across in your own words, and hav-
ing the words come directly from your
mouth rather than being read on a com-
puter screen obviously increases the effec-
tiveness. Public speaking is a wonderful
way to promote your business, and estab-
lish that face to face connection with your
client base. Interviews are also a good
place for you to get across the message
that you really care about your clients.
Make sure to be prepared for a media
interview so that you stay on point and get
across your key messages. Anecdotes that
illustrate your points are always a good
way to engage the audience.

Lindsey Carnett is
the CEO of Market-
ing Maven Public
Relations, Inc. For
more information
please contact her
at (805) 405-3966
or lindsey@market-
ingmavenpr.com.

HowWomen Business Owners
Get CompanyVisibility

While an online presence
is important, nothing beats
promotion through
in-person interactions and
media interviews ...getting
your message across in
your own words.
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It’s a Man’s World No More
By Danone Simpson

When I think about women exec-
utives in the work force, I’m
reminded of the expression

“We have come along way baby” – but
we still have a long way to go. As one of
the few female owners of an Insurance
Brokerage firm I can tell you not only can
we make it, but we can bring great value.
Today as businesses and families struggle,
men and women are realizing it takes
partnership. With the increasing need for
dual income houses, both parents work
today more than ever and women are
seeing the chance to contribute more to
their organizations.

A study in the Harvard Business
Review found that “female leaders are
seen by all around them to be strong in
such traits as tenacity and emotional intel-
ligence, but trail men in one important
aspect: Their superiors, peers and subordi-
nates say that women leaders lack vision.”

Still today university scholars know
women are unique and have tremendous
value to bring to the workforce—a certain
je ne sais quois. I have spoken with and
researched a few of my female peers, to
see what they define as the female value.

Sue Fries, CEO of Ecola says, “Women
are willing to be available. I believe that
women are willing to learn and be more
teachable. Leaders need to have a willing-
ness to stand up for what we believe.
Women are constantly seeking to do bet-
ter.”

University of California-Irvine profes-
sor emeritus Judy Rosener says, “brain
scans prove that men and women think
differently.” At age 79, Rosener says she's
concluded that “a company with a mix of
male and female leaders, with their differ-
ing attitudes regarding risk, collaboration
and ambiguity, will outperform a com-
petitor that relies on the leadership of a
single sex. It happens that companies are
dominated by men, but they probably
would not perform better if dominated by

women.Women aren't better,” Rosener
says, “but they bring to the table some-
thing that men don't have.”

Separate studies in 2008 by Catalyst,
an organization that supports expanded
opportunities for women at work, and
management consultant McKinsey & Co.,
found that “companies with more female
executives and directors perform better.”

Ann Freeman, CFO of Data Select Sys-
tems, Inc says, “the banking industry is
definitely a place for women who have
financial skills and accuracy, who are
willing to work hard, and who aspire to
become executives.”

Suzanne Sutter of Make-A-Wish Foun-
dation of Greater Los Angeles says, “Clari-
ty is the most significant driver of human
behavior. Thus, great leaders take time to
clarify the values of operating principles
that are important to the organization.
Moreover, great leaders encourage the
heart and in turn inspire the spirit.”

The remarkably successful Mary Kay
Ash, wrote a book; You Can Have It All,
and after reading it, I realized she started
her company at forty. At the time I was
forty, working mostly as a stay at home
mom, and she was the positive mentor I
needed, at a time when I needed it most.
Her book truly inspired me. Her view of
sales was nurturing and it obviously
works. She has helped millions of
women worldwide earn a living and her
company, Mary Kay Cosmetics, was fea-
tured three times as one of the top 100
companies to work for.

So maybe the words we use to
describe women are nurturing and bal-
anced. Maybe also, we will see the day
where our “vision” will be more evident
to our co-workers. Even if we don’t send
up flags or banners, it’s important we
remember that our vision is written in our
hearts, and it goes into everything we do.

Danone Simpson is CEO of
Danone Simpson Insurance Services LLC
(DSI). For more information, visit
www.dsinsuranceservices.com.
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Celebrating Women-Owned
Businesses with

Support, Services and Solutions
By MarlaVasquez

Wells Fargo celebrates the
strength, vision and innovation
of women business owners.

Through our financial solutions, outreach
efforts and educational resources, we
celebrate the success of women-owned
businesses; and we are honored to sup-
port their role in shaping the future of
small business.

In 1995,Wells Fargo was the first
financial services provider in the country
to create a national program, with a pub-
licly stated lending goal, dedicated to
supporting women-owned businesses.
The history of outreach to women-owned
businesses stretches back to our founder,
HenryWells, who also establishedWells
College as one of the first women’s col-
leges in the nation. Over the years we

have won recognition many times for our
work with this flourishing business com-
munity.

Women’s Business Services outreach
and education programs include: building
partnerships with national and local
organizations; recognizing the business
achievements and community leadership
of women entrepreneurs; and providing
financial tools, resources and knowledge
to help women build businesses. With
expert guidance from our local bankers in
the San FernandoValley, who will get to
know your goals and needs, Wells Fargo
is here to help you succeed — in business
and personally.

As America’s #1 small business lender,
Wells Fargo continues to raise the bar as a
leading supporter of women entrepre-
neurs. To date we have loaned more than

Please see page 37
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By Barbara Oberman

The desire to curtail escalating health
care costs is nothing new to Ameri-
can businesses. For the last decade,

employers have put in place a range of
cost saving measures and approaches to
reduce the impact of rising health care
costs yet costs continue to rise.
Companies that once relied on reduc-

ing benefits and increasing co-pays to con-
trol costs now realize that these cost man-
agement strategies are merely short-term
solutions and to achieve a long-term solu-
tion they must address the real driver of
health care costs, unhealthy lifestyles.
Many companies now recognize they

must develop programs aimed at improv-
ing employee health. This realization is
evidenced by the results of a recent study
of large companies conducted by Hewitt
Consultants, an international human
resources consulting firm, which found
that 88 percent of companies surveyed are
currently investing in such programs.
Employers waiting for solutions in the

recently passed health care reform bill
called the Patient Protection and Afford-
able Care Act (PPACA) have been disap-
pointed to discover the law does not
address health care costs, and they will
continue to bear the burden of funding,
and designing health care benefits for the
foreseeable future. In fact, health care
reform will introduce new dynamics that
could fuel increases in the coming years.
Here are some staggering statistics that

can be reduced by effective employee
wellness programs:
• Preventable illness makes up 75 per-

cent of all illnesses and associated costs
• Health care spending is 4.3 times the

amount spent on national defense
• Health care costs have increased 120

percent since 1999
• Health care costs are expected to rise

another 50 percent in the next five years
• Estimated indirect costs of poor health

(absenteeism, presenteeism) can be two to
three times the direct cost of medical costs
to a business
A recent survey by Aon Consulting

resulted in the following findings:
Generally, over 80% of respondents

indicate they would participate in wellness
programs if programs were offered by their
organization. This is the result even if the
cost of the program would be shared by
the employees and the organization.
Nutrition, exercise, weight manage-

ment, cancer prevention and cardiovascu-
lar disease are consistently identified as the
health topics of greatest interest.
It is important to note that employers

and employees say wellness programs are
effective in improving productivity.
Employees, in particular, support this senti-
ment according to a new findings reported
by MetLife’s 8th Annual Study of Employee
Benefit Trends.

Advantages of Corporate Wellness
While determining a concrete dollar

value for the return on investment contin-
ues to be challenging, the MetLife Study
confirms that seven in nearly every ten
employers surveyed agree that wellness
programs can be effective at reducing
medical costs. In a recent study, Kaiser
Permanente reported that employers with
workplace health promotion and wellness
program saw their health costs drop an
average of 27 percent and absenteeism
reduced by 28 percent. In addition to
reducing health care costs and absen-
teeism, other advantages of employee

wellness programs include the following:
• Increased productivity - employers

and employees state that where offered,
health and wellness improves productivity.
• Potential increase in retention - partic-

ipation in wellness programs is associated
with greater employee loyalty.
• Improved health - participants in

wellness programs report better health and
employees who are healthy are less costly.

Corporate Wellness Success Story
A good example of an employer suc-

cess story is the story of the DoleWellness
Institute inWestlakeVillage, an employer
with 350 employees. As long as the insti-

tute was talking the talk, Chairman & CEO
David Murdock wanted its employees to
walk the walk and thus launched a compa-
ny overhaul and created the Employee
Wellness (DEW) program. In just one year
after the program started, there was a sharp
drop 31% in claims paid, coupled with a
19% reduction in the amount of the overall
claims paid.
To gain these advantages you don’t have

to be a giant corporation with its own pri-
vate gym and personal trainers or have a
full service cafeteria with nutritious food.
Though perks like these attract the media
spotlight, there are easy and inexpensive
ways to create a wellness program for your

company that can deliver significant
results.

A Successful Wellness Program
There are common elements that assure

the success of wellness programs:
1. Executive level support: Executive

level support is the single most important
factor in any successful wellness program.
If the CEO is not committed to the pro-
gram, research has shown the program will
not succeed.
2. Company commitment of time to

improve employee health: The success of
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Employee Wellness:

The Business Solution Everyone Wants

Please see page 29
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By Stephanie Klasky-Gamer

ShemWalker stood in line waiting for
food with other people who have no
place to live. The memory of her two-

bedroom apartment in Studio City was
still fresh. Shem had held a well-paying
job in promotional marketing and was in
an early ascent as a successful career
woman.

She never imagined she would find her-
self here, in the middle of her full-circle
climb out of homelessness.

When I first met Shem, it took a while to
realize that she was a resident of one of
L.A. Family Housing’s shelters. She was giv-

ing a compassionate, moving eulogy at a
memorial for a resident who had recently
passed away. Her message: use this
moment not for grief, but for inspiration to
change your reality.

Watching Shem speak to her fellow
shelter residents, I was struck by her pride
and determination. She never gave in to
the reality she found herself in. She was too
busy working to change it.

At L.A. Family Housing (LAFH), the resi-
dents work to succeed. Nearly two-thirds
enter the shelter program already
employed. They balance full-time jobs
while working to overcome the barriers
that caused their transient situation, every-

thing from domestic violence and sub-
stance abuse to rising rents and debilitating
health issues.

Shem’s homelessness was spurred when
blood circulation problems required
expensive surgery on her foot and she had
no way of paying for it. She scrambled to
get herself healthy, but lost her job and
home along the way. After surviving briefly
on the streets with only one functional foot,
Shem turned to L.A. Family Housing.

Her situation scared her, but Shem was
determined to turn it to her advantage.
Before she could even walk again without
crutches, she was busy planning her route
to success. She thought of an old friend

who had become a millionaire with a stock
of snack machines.

“If he can do it,” she said, “Why not
me?”

Why not, indeed. Shem spent hours in
the shelter’s computer lab, working on her
business plan for a gumball-machine busi-
ness. She had seized her fear and run right
over it.

So she loaded her compact ’83 BMW,
the same car she slept in for months, with
two bargain-priced gumball machines, and
launched her own vending business. After
only a few weeks, she secured locations for
both machines, which dispense sugarless
gumballs and healthy granola snacks.With
her instant profits, Shem bought ten more
machines and has not looked back since,
appropriately naming her nascent business
ventureVending 360.

Shem means business. Her gumball
machine operation is only part of her entre-
preneurial ambition. She is taking college
courses to get her Masters in Business with
a specialty in Marketing; andVending 360
is about to expand to ten more locations,
with a two-year goal of having 300 gumball
machines located in communities through-
out Los Angeles. That means more women
she can employ and help reach their own
financial freedom.

I continue to share Shem’s story to
inspire other women and motivate LAFH to
build more successes, and I look forward
to seeing Shem move into her own apart-
ment in just a few months.

Women helping women has a transfor-
mative impact on our local businesses,
enriches our own personal experiences,
and reshapes the lives of the hundreds of
homeless women and families we house
every year. Next time you see a gumball
machine, slip a quarter in. You may just
become part of Shem’s 360-degree suc-
cess, and help empower other women to
come full-circle -- one gumball at a time.

Stephanie Klasky-Gamer is President
and CEO of L.A. Family Housing, the San
Fernando Valley’s largest provider of afford-
able housing and homeless services.
www.lafh.org
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Full-Circle Gumballs:

AnExampleof WomenHelpingWomen

AN ADVERTISING SUPPLEMENT TO THE SAN FERNANDO VALLEY BUSINESS JOURNAL June 21, 2010 29

The Business
Solution

the program depends upon the amount of
time you are willing to invest in the pro-
gram.

3. Awareness of Cost Drivers: Be aware
of what drives the costs of your largest
claims. Health Risk Assessments are excel-
lent tools for measuring risk.

4. Integration of your wellness program
with other benefits: Real life experience
shows you should consider integrating
other issues such as absenteeism, disability,
and worker’s compensation into the well-
ness puzzle to get the best results.

5. Discounts: Check with your health
care provider for discounts. Your insurance
carrier may offer discounts for gym mem-
berships, weight loss programs, and fitness
activities.

6. Promotion of physical activity: Plan
active living events to encourage physical
activity like a lunchtime walking club,
company sponsored baseball team, con-
tests, and challenges.

Please see page 35

Continued from page 28
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A t t e n t i o n  B u s i n e s s e s :
How do you become the #1 WorkSource Center in the San 

Fernando Valley (& the Universe)* for the past 13 years? 
By serving our client’s business needs first, that’s how.

 *(Ok...maybe not the Universe, but definitely the San Fernando Valley.)

Sexual Harassment
Avoidance Training

www.BuildWorkSource.com
9207 Eton Ave. Chatsworth, CA 91311
818.701.9800

To RSVP for this training, please contact Ray Valdiviezo at:

The Build WorkSource Center proudly presents:

“Special rates available for training at your facility.”

California Law (Assembly Bill 1825): requires ALL California 
employers with 50 or more employees to provide supervisors with 
an approved training for at least two-hours on Sexual Harassment 
Avoidance. The Build WorkSource Center is proud to announce 
that it offers Sexual Harassment Avoidance Training on the 2nd 
Thursday of every month at the low cost of $20 per person.

By Susan Fries

There is no better feeling in life than
to become a parent. When my son
turned 2 years old he started to

have a series of asthma attacks. This was
brought on by something in his personal
environment that made it difficult for
him to breath. As his mother, it was my
responsibility to figure out what was
causing his breathing difficulties.

On my mission to figure out exactly
what was triggering these attacks, I started
by a process of elimination, and came
down to the conclusion that it may have
been a combination of different variables.
He was tested and the results showed that
he was allergic to dust mites. DUST! So, I
tore out the carpet in his bedroom put
vinyl coverings on mattress, and dusted
and vacuumed daily. I started to use more
organic items, and slowly but surely I
started to live in my own “green” environ-
ment.

When my green transformation started,
his asthma attacks lessened, upon more
change they became fewer and fewer
until they went away. That is when the
window of alternative solutions and the
“green” theme took a foothold in my per-
sonal life. From that day forward I devot-
ed myself to making the environment a
better place, I know my son isn’t the only
person to ever have asthma, so maybe I
could start to change something bigger
than myself.

I incorporated the alternative solution
lifestyle into my business for pest and ter-

mite services, Ecola. That is what the
foundation is built upon, Ecola protects
your family, your environment, and your
most expensive investment, your home.
There are many companies that exist
doing some things similarly, but personal-
ly it is a passion of mine as it may have
been the saving grace for my son and his
life.

Not having to fumigate because you
have an alternative solution fills the needs
of many people who have asthma, chemi-
cal sensitivities, or just not wanting to
have roof tiles broken or gas put in their
house and having to leave their home
overnight.

Alternative solutions are more than just
a way to a better earth. They are a reality
that hits home for many people. One of
the latest alternative solutions is a specific
type of insulation that protects your home
from bugs, wasteful spending on energy,
and it is a fire retardant which further pro-
tects your home, family, and possessions.
The government even gives you a tax
incentive up to $1500 just to have it!

There are many other alternatives, and
Ecola always strives to be on the new
edge of technology and ecological solu-
tions. There are many different things that
the alternative solution lifestyle brings,
including getting the most out of organic
items, raw materials, and even relation-
ships that are incorporated into the build-
ing of successful businesses.

As business leaders, we have a respon-
sibility to our employees, their families,
our customers and our environment. We

need to be looking for ways to perform
our jobs better at all times. Striving for
excellence in all that we do.

Relationship building is another key
factor for the betterment of operations.
Looking for ways to serve one another and
improving connections is key. The people
we surround ourselves with should be
supportive, encouraging, proactive and
with similar servant attitudes. The rela-
tionships I cultivate in my business
become friends. This is the biggest mark of
success no matter what industry you are
in. The relationships build everything
from the sales that are made, whether one
stop sales, or repeat business, to the satis-
faction of customers and partners, those
who have been distinguished in any
industry have all learned that basic princi-
pal. The way Ecola was built was on
weathered relationships and tough, time-
tested partnerships that built a strong refer-
ral client base, and consistent business.
When your sales force productivity is
going through the waves of economic
influence the referrals really count, there
is no better way to have business come in
then to have a great relationship with
another entity to create a synergy.

Ecola Services has been through the
great times, as well as the more challeng-
ing times, using this basic principal. We
are now at the highest point in the compa-
ny’s history, and due to the number of
relationships earned over the years, that
point will only further extend its success.

The best way to maintain and create a
marriage with other companies is to have

personal relationships and also to choose
your partners wisely. Ecola has succeed-
ed to where they are because of precise
measurements that they expect to give,
and receive from each individual relation-
ship. There is an expectation level of
assistance from each relationship and a
commitment to producing referrals. Clari-
ty when developing the relationship on
what is expected from both parties
involved, will help the decision making
process and to filter out partners to suc-
cessfully meet the requirements expected
of each entity.

Everyone has an innate desire to be
significant. Ask yourself what is it that you
can do to make a difference in someone
else’s life? Your attitude will determine
your altitude! Those that you have around
you, if you allow it, can bring you down.
Guard your heart, mouth, ears, and mind
from all negativity. Focus on the good
report, the dreams you have, stride along
one step or day at a time. If you want
something different to happen, do some-
thing different!

Susan Fries, CEO
of Ecola and is also
known as “The Ter-
mite Lady.” She is
host of KKLA 99.5
FM’s “The Sue Fries
Show,” on live Satur-
days from 4-5pm.

Why Alternative Solutions Make
Sense – and Make for Good Business

Building Strong 
Communities Takes 
Strong Leaders
Waste Management is a proud sponsor of
the 9th Annual Women in Business 
Awards Luncheon and salutes 
this year’s nominees.
 
Working together as 
partners, we can make
the San Fernando Valley
a better place to live.

www.ThinkGreen.comc.nereGknihT.www moc
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Please join us for our quarterly  
“Friends of the Family” Volunteer Day! 

 
When: 

June 27th, 2010 1-4pm 
 

Where: 
Sydney M. Irmas Transitional Living Center   

7817 Lankershim Blvd, North Hollywood 
 

Activities will include: 
 Creating welcome baskets, making sack lunches, arts & crafts with 

our residents and much more! 
 

Please bring a donation of conditioner, deodorant, or  
toothpaste to help support our families! 

 
For more information contact Amanda Batts at abatts@lafh.org 

www.lafh.org 
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By Roger S. Stinnett, CPA

Whether they employ 15 employ-
ees or 500, small business own-
ers have invested not only their

hearts and souls in their businesses,
they’ve also invested their personal finan-
cial futures.

Managing that future requires the same
kind of diligence and forethought business
owners already have invested in getting
their businesses through one of the worst
recessions – and market collapses – of a
lifetime. It requires a strategy that protects
their personal investments against coming
changes and offers the agility to take
advantage of future investment opportuni-
ties.

To achieve that balance, business own-
ers need to focus on four key financial
planning areas: tax management, personal
investing, retirement planning, and estate
and business succession planning.

Tax Management
Taxes impact everything.
Taxes for business owners are likely to

increase in the near future, whether by tax
rates that will expire next year or by new
or increased taxes resulting from recent
healthcare legislation. Fortunately, small
business owners have the ability to control
their taxable income and expenses.

For example, by accelerating income
into 2010, business owners can take

advantage of lower tax rates. By deferring
expenses into the future, owners may ben-
efit from possibly higher tax rates that will
increase the value of those deductions.

Personal Investments
For business owners, the strategy of

diversifying their personal investments is
critically important.

Owners already have invested heavily
in their businesses and, by extension, in
the industries in which they compete.
Because they are intimately familiar with
those industries, business owners many
times will personally invest in those same
sectors. This approach significantly
increases the risk that, in an industry-wide
downturn, both their businesses and the
related industries in which they’ve invest-
ed can be severely affected.

Depending on their personal circum-
stances, business owners should diversify
their investments by allocating them
among cash, and bonds and stocks in
industries unrelated to their lines of busi-
ness. Diversified portfolios also can be
used to invest excess cash flow from a
business once the owner’s current lifestyle
needs have been met.

Investment location is a tax-minimiza-
tion strategy that takes advantage of the
different tax treatments that various types
of investments receive. It’s an important
one because higher – and new – taxes
soon will be applied to investment
income.

To reduce their tax exposure, business
owners should maximize the advantages
of tax-deferred accounts by placing equi-
ties and other taxable income-producing
investments into those accounts. In their
taxable accounts, they should shift to tax-
exempt income investments, such as
municipal bonds.

Retirement Planning
A business is not a retirement plan. It’s

a risky strategy for business owners to
assume they can retire and live off the pro-
ceeds from the sale of their businesses.

Instead, they should consider the vari-
ety of plans now available that can help
them build liquidity outside of their busi-
nesses – and benefit from the tax deduc-
tions for investing funds in those plans.

Plans can be tailored to meet the needs
of any size of business, and range from tra-
ditional defined benefit pension and
401(k) plans to Savings Incentive Match
Plan for Employees and Simplified
Employee Pension plans.

Estate / Business Succession Planning
The business itself typically is the

largest asset in a business owner’s estate.
And it’s an asset that has more than just
tax implications.

Owners need to incorporate a business
succession plan into their overall estate
planning. Without a succession plan, a
business that took a lifetime to build may

not last to the next generation.
As business owners develop their suc-

cession plans, they need to consider a full
range of scenarios:

Do their children really want the busi-
ness, and do they have the skills to man-
age it?

What is the optimal gift strategy they
should use when transferring their busi-
nesses to their children?

If the sale of a business to a family
member is the ultimate goal, will the
buyer be able to afford its purchase?

Another issue is Congress, which is
considering changes to many of the strate-
gies once used to transfer a business to an
heir. Many of those changes may make
those strategies, such as grantor retained
annuity trusts, much less attractive.

Planning for Success
For small business owners, their per-

sonal and business lives are nearly insepa-
rable. With the help of the right invest-
ment advisor and CPA, business owners
can develop a well-balanced financial
plan that will help ensure their success in
both.

Roger S. Stinnett, CPA, CFP®, CIMA®, is
Senior Vice President and Manager, Tax &
Financial Planning for City National Bank.
For information about City National’s tax
and financial planning services, visit
www.cnb.com/wms/estate/index.asp.

Personal Financial Planning:

A Critical Part of the Small Business
Owner’s Bottom Line
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By David Malone

Whenever a piece of technology
or gadget comes into the public
sphere, usually convenience

and ease are what’s emphasized. The
banking industry hasn’t been immune to
the technology boom, and we are pleased
to implement said convenience for the
sake of our customers and their daily
transactions. But bringing in this kind of
technology has a far more significant ben-
efit: increased security.

One piece of banking technology Com-
munity Bank is undertaking is the automat-
ed account analysis system, Business
Analysis Checking. This allows businesses
to manage their banking expenses wisely
and optimize their funds by analyzing their
monthly service charges. Yes, Business
Analysis Checking hits both ease and safe-
ty – which is where the banking industry
should be.

Business Analysis Checking works by
grouping related checking accounts
together in order for their combined bal-
ances and activities to be analyzed more
effectively. Bank charges accrued for the
services used and business earnings within
a given period are allocated for the
account balances maintained. When earn-
ings are high enough, they can be used to
pay for all, or a decided portion of, the
charges, saving businesses time and
money – the fees are accounted for auto-
matically, dramatically reducing the possi-
bility of late fees, overpaying or misunder-
standing payment.

Review of these kinds of statements is
now transferring from paper to electronic
media, allowing for faster and more exact
assessment of account analysis. In addition
to a clearer online format, Business Analy-
sis Checking provides a better layout of
financial activity in general, breaking out
line items, fees and deposits for a more
organized overview of account activity.

It’s essential for anyone with a business
checking account to look closely at their
account analysis statement, but all the
paper statements of the past often made it
more of a hassle than it was worth. A
clearer format takes away some of that bur-
den by providing a detailed list of account
activity and associated charges, as well as
a summary of the account’s profit and loss
calculations. And these statements are
available on an on-demand basis.

Rather than seeing these account state-
ments as bills, businesses should use these
statements to their advantage – find out

which of the bank’s services are working
for the company and which aren’t. At a
time when every penny can count, this is a
step most businesses cannot afford to miss.

Business Analysis Checking does help
in this regard, as well. This technology
accurately measures the cost of servicing
the entire client-bank relationship. While
banks are set up to better collect their fees,
customers are given the opportunity to
review their account activity in real time
and more detail.

To further understand the benefits of
this service, it is important to know what
kind of fees go into automated account
analysis. There are the more basic fees,
such as deposits, wire transfers and NSF
charges, and then there are manual fees,
such as courier services, check printing
charges and Treasury Management fees.
With all the various services and charges
banks have, it is important to ensure that
your business is utilizing these services
and monitoring the resulting charges
effectively.

So, how does one place their business
account on Business Analysis Checking?
All new retail businesses are automatically
qualified, as are businesses that already
receive certain banking services, such as
ZBA, Treasury Management, and courier
services. Other ways to qualify for Busi-
ness Analysis Checking are if your business
accounts have a high volume of activity or
negative available balances.

Banking Analysis Checking is a tool that
aligns banks and businesses to provide
more information and data in real time
than ever before. This ensures both sides
are receiving what they need, when they
need it. That is the kind of progression the
banking industry is seeing, and whether
you value convenience or security, this
technology is working to improve your
business banking experience.

David Malone is President and CEO of
Community Bank,
with local branch
locations in Burbank,
Glendale, Santa
Clarita, Pasadena
and Riverside, as well
as multiple Los Ange-
les and Orange
County locations. For
more information,
contact Community
Bank at (877) 922-

2653, or visit the website at
www.cbank.com.
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Implementing Products to Make
Banking Easier, More Secure

7. Incentives: Use carrots, not sticks to
motivate employee participation. Incen-
tives such a health insurance credits and
gift certificates can work according to
MetLife.

8. Sponsorship of onsite health screen-
ings: Screenings such as blood pressure,
cholesterol checks, and flu shots are tangi-
ble signs you value your employees.

Don't Hesitate
Now is the time for employers to adopt

and implement plans to better manage
their health care benefit programs. With
better tools to control costs (such as well-
ness programs) the time is here to push
through the barriers to improve employee
health and institute new approaches.

If you jump on the wellness bandwag-
on, the payoff can be big dividends to your
company and your employees.

Barbara Oberman is President and
Founder of Barbara C. Oberman Insurance
Services. For more information, write her
directly at barbara@bobermaninsurance
.com.

The Business Solution
Continued from page 29
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ByYolanda Nunn Gorman, MBA, Ph.D.

It is fairly common today to find
women in leadership roles in organi-
zations. In fact, women occupy 40%

of all managerial positions in the United
States. However, while women have
advanced in organizations, they contin-
ue to struggle to manage the demands of
family life, the expectations of work, and
the need for personal fulfillment. As the
President of Phillips Graduate Institute, a
local nonprofit, graduate school in psy-
chology and management, I work with
several women leaders in the organiza-
tion. These women face demands simi-
lar to those documented by women
business owners, senior managers and
executives. For example, women lead-
ers report:

• Having a life that seems out of bal-
ance, where work has a greater priority
than other aspects of their lives;

• Feeling as though solving problems
in the workplace is often made their
responsibility;

• Feeling isolated and having no part-
ner or colleague they trust to do the job as
well as they do;

• Having to juggle multiple projects
and feeling as though not much gets
accomplished;

• Decreased productivity; and
• Experiencing minor or major health

issues that may often get ignored because
women are taking care of others instead

of taking care of themselves.
The traits and skills that helped women

leaders advance in the workplace are the
same ones that are sought out by others.
Demands in the workplace are increasing
as companies are forcing employees to do

more with much less. Today’s economic
challenges have forced companies to cut
expenses, lay off employees and demand
longer hours and more work from their
employees. These cutbacks and the
resulting economic uncertainty have
placed increased stress on women leaders
who must make greater sacrifices.

How can women leaders take better
care of themselves while increasing pro-
ductivity?

Women must find ways to develop per-
sonal habits that are rejuvenating and
reinvigorating. Start by shutting down your
e-mail at certain points during the day.
Many women leaders are nurturers; they
tend to make themselves available to their
employers, employees, friends and family
at all hours of the day and evening. Struc-
turing and limiting the time you respond

to e-mail or voice mail will signal to oth-
ers that you are not on 24-hour call. Set-
ting clear boundaries helps you to focus
on work when you are working and your
personal priorities when you are not.

Set aside time each day to focus on

your priorities. Do so without interruption
and not only will you accomplish more; it
can help reduce stress. Take time to reflect
on and stay connected to your passion
and consider what value you are trying to
bring to your workplace and to the world.
Your passion is what fuels you and is your
reason for getting up each day.

You and your work will benefit from
intermittent breaks. Take the time to get
outside during the work day. Go out to
lunch or take a short walk; it helps you to
refuel. Create a space at work that allows
you to focus and inspires your creativity.
Inspire creativity in others. Take time to
brainstorm with colleagues you respect as
a way of generating more effective and
productive ways of solving work chal-
lenges.

It is also important to understand how

your attitude and behaviors can affect
your energy and the energy of others at
work. Your attitude can be reflected in the
attention you give to others and in the
manner in which you acknowledge and
reward their performance. As you
demonstrate your appreciation of your
employees, remember to reward yourself
for small successes; take time for reflec-
tion and celebration.

Women leaders must model behaviors
by taking care of themselves. This may
not be easy at the outset, especially since
women are so used to putting others first.
A business or executive coach may help
you achieve the necessary growth and
change. As your partner, a coach will
assist you in setting your goals and with
developing strategies to take better care of
yourself. A coach can also assist in help-
ing you to overcome setbacks while main-
taining sight of your ultimate goal.

Investing in self-care will result in
greater focus and productivity as well as
better and stronger connections to your
staff and to your friends and family. Work
will not be your only identity and you will
be able to pursue personal interests. Your
attention can turn to exercise, nutrition,
relaxation and other aspects of self-care
that will ultimately make you a better
leader.

Yolanda Nunn Gorman, MBA, Ph.D. is
president of Phillips Graduate Institute.

Taking Care of Business While Taking Care of Yourself:
A Guide for Women Leaders

Take time to reflect on and stay connected to your passion
and consider what value you are trying to bring to your
workplace and to the world. Your passion is what fuels you
and is your reason for getting up each day.
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$35 billion to hundreds of thousands of
women business owners, helping to cre-
ate one of the fastest-growing segments of
the nation’s economy.
It is very exciting that we have now

arrived at a point where women business
owners are recognized and appreciated
for the very important contributions they
make to the U.S. economy. While
progress has been made, we know there
is much more to be done, and we remain
committed in our efforts to help women-
owned businesses succeed.
Wells Fargo’s Women’s Business Serv-

ices works with organizations such as the
National Association of Women Business
Owners (NAWBO) to provide women
business owners with research, financial
solutions and business advice resources.

In June, Wells Fargo and NAWBO rec-
ognized three women-owned businesses
with its 9th
annual
NAWBO/Wells
Fargo Trailblazer
Award at
NAWBO’s 2010
Women’s Busi-
ness Conference
inWashington,
D.C. The award
demonstrates
Wells Fargo’s
and NAWBO’s
long-standing
commitment to
the success of women-owned businesses.
Each winner received a $5,000 cash
prize.
Among the winners selected from a

nationwide pool of applicants and evalu-

ated on their business performance, inno-
vation, growth, and service to the com-
munity, was Chatsworth, Calif., based
UltraGlas, Inc. UltraGlas specializes in
artistic glass products. The company
designs, manufactures and distributes
decorative architectural glass, glass tile
and artifacts. Ultraglas’ recent projects
include the Quill Bar at the Jefferson
Hotel inWashington, D.C. and the
10,000 square foot barrel-vaulted ceiling
of the Palazzo Casino in LasVegas.
Founder & CEO Jane A. Skeeter has

been an entrepreneur in various trades
since the age of 12. Today she shares her
experiences by promoting entrepreneur-
ship to young women.
It is a privilege to recognize Jane and

these outstanding entrepreneurs for their
leadership and distinction in the business
community. They have truly embraced
the spirit of the Trailblazer Award by

building successful businesses while
devoting time and resources to their com-
munities.
Wells Fargo Bank is dedicated to sup-

porting small businesses. In fact last year
Wells Fargo was the only SBA lender

out of the top 10 nationally that actually
increased our SBA lending by just over 4
percent to $600 million in SBA loans.
So we stand ready to provide financ-

ing and other services to new and existing
small businesses.

Marla Vasquez is
Wells Fargo
San Fernando Valley
Community Bank
regional president.
For information, call
(818) 380-6636.

Celebrating Women-Owned Businesses with
Support, Services and Solutions

Continued from page 26
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The decision to sell a business,
whether to sell it outright or transfer
it to family members, is complicat-

ed. It involves consideration of myriad
interrelated financial, familial and emo-
tional factors. Once the decision is
made, preparing for the sale of a busi-
ness poses additional considerable chal-
lenges, ranging from pre- to post-sale
planning.
By recognizing these challenges and

addressing them effectively, a business
owner can realize the optimal benefit
from the sale of the business.

Challenges and Key Considerations
1. Pre-Sale Analysis
• Deal structure considerations
- Timing and type of sale
- Tax implications
- Retained liability and growth
opportunities
- Proceed uses: taxes, charity, family,
heirs, etc.

• Estate and wealth transfer issues
- Tax ramifications
- Family wealth transfer goals
- Philanthropic goals.

• Personal and family circumstances
and goals
- Future involvement of self and/or
family in business
- Future business and personal plans
- Personal and family circumstances
and goals
- Financial framework: assets and
future needs
- Payout structure and restrictions
- Timing for family members to
receive proceeds.

2. Team Construction
• Requirements for sale and post-sale
expertise
- Investment banker
- Business valuation expert
- Corporate and personal accountants
- Business attorney
- Trust and estate attorney
-Wealth manager
- Lending specialist
- Family governance advisor
• Advisor roles and interactions
- Roles and responsibilities
- Processes for communicating and
coordinating

3. Tax Implications
• Potential deal structures’ tax opportu-
nities and consequences
- Tax implications of what, when and
how of sale proceeds
- Continued employment (salary vs.
consulting, etc.)

4. Lifestyle Needs and Investment Goals
• Income and spending forecasts
and needs
- Expense of replacing memberships,
benefits and other company perks
- Changes in lifestyle and lifestyle
needs

• Investment strategies, short and
long term
- Investment of immediate cash
payment
- Analysis of total portfolio for asset
allocation and investment strategies
- Inflows and outflows issues
- Long-term investment plan implemen
tation

5. Post Sale Experience
• Business focus change: from entre-
preneur to investor
- Comfort level with growth and risk of

investment portfolio
- Role to play in investment portfolio
(delegate vs. do)

• Personal dynamics
- Impact of loss of control
- Continued relationship with
employees
- Opportunity to focus on lifetime goals

This article was provided by BNY
Mellon Wealth Management, which is
among the nation’s leading wealth man-
agers, with more than two centuries of
experience in providing investment
management, wealth and estate planning,
and private banking services to financially
successful individuals and families, their
family offices and business enterprises,
charitable gift programs, and endowments
and foundations. It is among the top 10
U.S. wealth managers with about $154 bil-
lion in private client assets and an exten-
sive network of offices in the U.S. and
internationally.

For more information on BNY Mellon
Wealth Management, please contact
Tracy Nickl at (818) 963-0464 or via
tracy.nickl@bnymellon.com.

Pre-Sale Planning for Business Owners

2010 Women In Business Awards Advisory Committee

Nancy Hoffman-Vanyek
CEO

Greater San Fernando Valley
Chamber of Commerce

JessicaYasukochi
Vice President

Valley Industry &
Commerce Association

Committee Chair
Pegi Matsuda, Publisher

San Fernando Valley Business Journal

Kenn Phillips
Director of Education for
Workforce Investments

Valley Economic Alliance

Brian Oard
Senior Director
BNY Mellon

Wealth Management

Scott Aney
Senior Vice President
& Regional Manager
City National Bank

Skeeter
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Earth Friendliness and Diversification Make for
Good Business in theValley

Waste Management of Los Ange-
les is proud to provide collec-
tion, disposal and recycling

services to municipal, commercial,
industrial and residential customers
throughout Southern California. WM
employs more than 2,000 men and
women in the Los Angeles area alone.
As the nation’s leading waste services
provider, WM serves more than 20 mil-
lion customers nationwide and more
than 10,000 businesses just in the San
Fernando Valley alone.

Waste Management and its employees
are committed to enhancing the commu-
nities we serve, as well as acting as stew-
ards of the environment.

WM is a significant contributor to the
economy of the San Fernando Valley, gen-
erating a positive annual impact of more
than $35 million. Additionally, the com-
pany works with, and contributes to, non-
profit organizations, law enforcement pro-
grams and Chambers of Commerce,
including Sun Valley Beautiful, the Los
Angeles Police Department’s Foothill
Division Cadets and the Sun Valley
Chamber of Commerce.

Because of WM’s environmental
commitment, various community and
municipal organizations have recently
recognized us, including receiving the
Earth Friendly Award and the Clean Air
Leadership Award, which WM received
for replacing diesel-fueled collection
vehicles with trucks fueled by liquefied

natural gas.
Waste Management's environmental

initiatives have drawn recognition from
organizations such as the U.S. Environ-
mental Protection Agency, the U.S.
Department of Energy and the Wildlife
Habitat Council. Most recently, Waste
Management was also named one of the
world’s most ethical companies by the
Ethisphere Institute. Additionally, WM
has repeatedly been named to the Dow
Jones Sustainability Index (DJSI) and is the
only waste/recycling company to ever be
named to the list.

Waste Management’s success as a For-
tune 200 company can be at least partial-
ly attributed to the company’s staff diversi-
ty, including women serving in positions
throughout the company, from driver
positions, to route managers in opera-
tions, to high-level executives.

“All of us at Waste Management have
worked hard to support a corporate cul-
ture that values ethics, employee engage-
ment, sustainability and diversity,” said Kit
Cole, Director of External Affairs for
Waste Management in Los Angeles. “We
are committed to the success of our cus-
tomers. As the largest company in our
industry, we have a tremendous responsi-
bility to ensure our operations are safe,
ethical and environmentally beneficial.”

Some of these environmentally benefi-
cial efforts include using renewable ener-
gy resources in place of fossil fuels. These
gas and waste-to-energy projects produce

energy equivalent to 14 million barrels of
oil or 4 million tons of coal annually,
enough to power more than 1 million
homes. WM powers more than 40,000
homes everyday here in the Los Angeles
basin alone from the methane gas that is
naturally produced by decomposing
waste in landfills.

Locally, WM’s environmental and ethi-
cal values have paid dividends, with the
City of Los Angeles recently approving the
plans for the Sun Valley Recycling Park,
which the company will use to set new
standards for recycling and green business
practices in the area.

Over the past nine years, WM took a
new approach to the Sun Valley commu-
nity and worked with community leaders
and concerned citizens to develop and
enhance the plans for the Sun Valley
Recycling Park project, a state-of-the-art,
LEED Gold Certified recycling and trans-
fer station facility.

Spurred on by the desire for a transpar-
ent review and outreach process, Waste
Management completed hundreds of
local meetings with community members,
including working closely with Coun-
cilmember Tony Cardenas’ Community
Advisory Committee.

The result is that the community and
the company have joined to make a
cleaner and greener Sun Valley and
empowered residents by encouraging
their input and contributions to the plan-
ning and design of the facility.

WM’s Sun Valley Project will add
momentum to other grass-roots efforts
working to transform Sun Valley’s quality
of life by providing such benefits as:

• Investing more than $30 million in
the local economy for construction of the
approximate 100,000 square foot facility;

• Assisting the local economy via more
than $13 million in annual payroll;

• Contributing more than $1 million
per year of revenue to the LA City budget
through fees and taxes;

• Securing 230+ good paying jobs with
the possibility of many more;

WM is proud to be a pivotal member of
the San Fernando Valley business commu-
nity – and all its local communities. By
combining a commitment to safety, green
values and business ethics, WM meets the
disposal and recycling needs of customers
across the nation, while retaining the
familiarity of a smaller hauler.

WM – and its more than 2,000
employees in the LA area - look forward to
serving the San Fernando Valley and
Greater Los Angeles area for many more
years to come.

Waste Management provides the San
Fernando Valley with recycling, trash
hauling and solid waste disposal services
and operates the largest component of the
City of LA’s green waste recycling program.
Waste Management has owned and oper-
ated the Sun Valley site since 1986.

Woodbury University women are
making their mark every day in
the business world. In addition

to producing graduates who achieve suc-
cess in their chosen professions, Wood-
bury is known for professors who are
leaders in their fields. Here’s a look at
the recent accomplishments of just a few
of Woodbury’s many talented women,
including San Fernando Valley Business
Journal 2010 Women in Business nomi-
nee Barbara Bestor:

Barbara Bestor, chair of the Graduate
School of Architecture at Woodbury Uni-
versity, is the principal of Bestor Architec-
ture, a Los Angeles office for progressive
architecture. She is also the author of
Bohemian Modern, Living in Silver Lake, a
book dedicated to the suppressed narrative
of informal and eccentric modernism
found in Silver Lake’s rich domestic archi-
tectural history. A graduate of Harvard Col-
lege and Sci-Arc, her work is dedicated to
the idea that “everyone should experience
strange beauty every day,” which manifests
in a wide range of projects from commer-
cial spaces such as restaurants and stores
for Intelligentsia Coffee, Trina Turk, and
Stüssy: new experimental houses in
Venice, Silver Lake, Santa Barbara, and
New York City and a variety of non-profit
installations including local schools, bill-
boards, an art bouncy house, etc. The
office has been widely published including
recent pieces in Dwell, the New York and
Los Angeles Times, Elle, Casa Brutus, and
Angeleno.

Marla Vasquez, senior vice president
and regional president for Wells Fargo’s
San Fernando Valley Community Bank,
has recently joined the Woodbury Univer-

sity Board of Trustees. A 16-year veteran of
the company, she oversees 986 team
members and 41 banking stores across the
San Fernando Valley with nearly $6 billion
in deposits. In 2009, the San Fernando
Valley Business Journal named Vasquez
among the top businesswomen in the
region with its “Executive Newcomer
Award.” Vasquez has been active through-
out her career in numerous nonprofits,
including the boards of the Valley Industry
& Commerce Association and Valley Eco-
nomic Alliance.

Rania Salibi, a 2008 Woodbury fashion
design graduate, topped eight other final-
ists to win the Oscar Designer Challenge
2010. Her gown made of laser cut leather
earned the most votes during an online
competition. Salibi designed the gown for
the red carpet for ABC's "Behind the Dress"
and her creation was chosen based on
online votes. The dress was worn by the
trophy girl during the televised ceremony.

Dr. Karen Kaigler-Walker, assistant
dean for Woodbury’s School of Business,
and Dr. Zelda Gilbert, professor of psy-
chology, recently collaborated with Ray Li
magazine of Beijing to study Chinese
women’s fashion preferences. According
to Drs. Kaigler-Walker and Gilbert, proj-
ects of this type—where university
researchers team up with a major fashion
publication—are rare. Boasting the high-
est magazine circulation nationwide of all
glossy publications, Ray Li is the leading
source of fashion information for women
in China between the ages 20-45. In
development for more than a year, the sur-
vey is designed to capture data regarding
how Chinese women feel about their
appearance and their consumer behavior

in the fashion marketplace. With China
quickly becoming one of the world’s
major markets for fashion and other
upscale, luxury goods, the findings of the
study will have direct application not only
to Ray Li but also to other marketers of
fashion-related goods and services in
China.

Architecture instructor Hadley Arnold
is bringing attention to the issue of water
scarcity as the defining challenge facing
the West. Arnold and her husband Peter,
also a Woodbury architecture instructor,
are co-directors of the Arid Lands Institute
(ALI) at Woodbury University. The only
design-based institute of its kind in the
region, ALI recently received a $600,000
from the U.S. Department of Housing and
Urban Development (HUD). Working dur-
ing the school year with the City of Bur-
bank, and in the summer term with Rio
Arriba County, New Mexico, Woodbury's
students and faculty will be providing no-
cost planning and design assistance to
low-income communities working to
devise sustainable water and energy
strategies in the face of climate change.
ALI is also a developing a public educa-
tion program on design solutions for water
and energy conservation; generating inno-
vative designs for rural and urban commu-
nities throughout the West; and producing
web-based and print publications that
promote new approaches to water and
energy management. To learn more about
ALI, please visit http://aridlands.wood-
bury.edu/.

Andrea Bruehlmann, a Woodbury fash-
ion marketing major, was the grand prize
winner of the CEO Baron Business Plan
for her Envy Luxe project. Second prize

went to Bennett Ng, a management major,
and Aarin Stewart, a graphic design major,
for their Sound Healing Studios, Inc plan.
Third prize went to Danielle Miller, a
management major, for Outrageous
Sports. Sponsored by Woodbury alumnus
Thomas Baron, the competition is organ-
ized annually by the Collegiate Entrepre-
neurship Organization (CEO) of Wood-
bury University and offers $5,000 in
prizes. This year, students from the busi-
ness, architecture, graphic design, and
interior design competed with plans
including ventures in mass transit, artificial
arms and legs, retail sports, a healing
sound studio, furniture design, and educa-
tional centers. The competition was
judged by Glenn Gomez, vice president,
Bank of the West Pasadena; Roberto Bar-
ragon, president, Valley Economic Devel-
opment Commission; and Maria Mehran-
ian, managing partner at Cordoba Corp.
Bill Hawkins, president and CEO of Cali-
fornia General Bank, was keynote speaker.

Architecture professor Jeanine Cen-
tuori's “Looking through the Past,” a pub-
lic art commission, was recently installed
on the grounds of the Tempe History
Museum. The project from Centuori's
Urban Rock Design, serves as a “teaser”
along Southern Road as well as a draw
into the museum. A set of six metal plates
with imagery of the museum’s collection
come in and out of clarity and focus
depending on the position of the viewer.

Information for this article was provid-
ed by Woodbury University. To learn
more, please visit www.woodbury.edu or
call (818) 767-0888.

Woodbury University Applauds Its
Women in Business
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