








COMMUNICATING WISELY

“Personal power is manifested
in the freedom to be fully present
and engaged in each moment,”
Pressley says. “This freedom leads
to a broader sharing of ideas.”

She urges leaders to create clear
channels for employees to commu-
nicate ideas to senior managers.

"Employees are empowered
when they feel they're being heard
and their opinions valued,” she
says. In fact, traditional corporate
hierarchy may be at the root of
stifled innovation.

“Itis so important that we make
it clear that we're listening.,” she
stresses. “Employees don’'t want to
give if they feel management is not
listening. Why would they go out
on a limb? This doesn’t mean that
every idea has to be implemented.
But if employees know that senior

should be generous in giving credit.
A plague, a mention or yes, it could
be monetary.”

A PARTING IMAGE

Pressley offers simple advice
for leaders not used to such a free
exchange of ideas. "Uncross your
mental arms,” she says. “Try some-
thing that you haven't tried before,
even if you think you won't like it.”

"The "I in innovation is symibolic of personal power.” That goes for
the leader herself, since it requires self-confidence and an open
mind to instill confidence in others.

management will read and con-
sider everything that has been
submitted, you have an empow-
ered, motivated staff, and that is
bound to affect the bottom line in
a positive way."”

“It creates a culture of mutual
respect,” Pressley continues.
“"Remember that these are people
you hired and trained through
a presumably thorough and not
inexpensive process—so make sure
you're maximizing their current val-
ve. It also makes sense to recognize
those employees who confribute
ideas on a regular basis. You don't
have to do anything large, but you

The image, like many that
Pressley conjures for her audiences,
comes from personal experience.
“I remember one time my husband
fook me to arodeo, and | recall
sitting there and thinking, ‘This is
the worst thing in the world."' | had
my arms crossed and | was not
happy.”

As it turned out, she adds with
a laugh, “I'loved it. But I had fo
uncross my mental arms first. If you
think you won't like something, if
you think it's so much ‘fiuff’ to try
empowering your staff, just uncross
those mental arms. You will be
pleasantly surprised at the results.”

CHANGE
RIE©JRINE

During conference calls
with her five-member man-
agement team, Dorothy
Andreas Tuel, owner of the
Sewickley Spa in Pennsylva-
nia and Maryland, noticed
a disturbing pattern.

"I detected frustration the
managers weren't able to
work out themselves," she
recalls. The youngest team
member wasn't meshing
well. While a common solu-
tion might have been train-
ing for that individual, Tuel
took a different approach.
With the help of a consul-
tant and standardized per-
sonality tests, she brought
the team in for a workshop.
"It showed us that certain
traits were built in, and that
each individual's personal-
ity profile lined up perfectly
with their job. Suddenly,
they understood each
other better."

The result? Tuel was able
to step away from day-to-
day management instead
of serving as her staff's
referee.
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bartering for
OUSINESS

WHY YOU DON'T ALWAYS NEED TO SPEND CASH TO GET WHAT YOU WANT.

hen Genevieve Bos,

then an entrepre-

neur running a

startup software
company, needed a trade show
booth, a lack of cash and credit
didn't faze her. "We bartered a
software upgrade for one of our
clients for the booth," she recalls.

MAKING THE TRADE

The concept of bartering is
simple: Instead of paying cash
for items (office equipment,
airline tickets) or services (con-
sulting, cleaning), you pay with
goods or services of equal value.
There is no limit fo what can
be bartered, and commercial
exchanges such as International
Monetary Systems, Itex and
U-Exchange.com make the
process even easier.

Exchanges match buyers and
sellers, and let you track trades: A
"sale" to another member earns
you credit, while a "purchase"
debits your account, so there
is no need to calculate frades
individually.

Roberta Weissburg, owner of
two leather-goods boutiques in
Pittsburgh, has used Green Apple
Barter Services for 10 years. "A store
near one of mine used billboard
advertising," she recalls. "When |
asked the owner how he could
afford it, he told me about Green
Apple." Weissburg says she barters
about $100,000 in sales, often

with people she wouldn't other-
wise have as customers. "It's not
real money," she adds, "but it
makes a big difference with
cash flow."

To Bos, bartering is also a great
sales fool. "If you're willing to bar-
ter for a sale while a competitor
is not, you're giving your prospect
a huge discount they don't have

-

Find the right person in the orga-
nization fo make the deal and
convince him or her of the ben-
efits." She finds that social net-
works such as LinkedIn generate
leads, but the best way to close
the deal is a telephone call.
Whether bartering can save
money while improving cash flow
depends on the deal. Airlines

with your competitor."
One-on-one bartering requires
effort, though. "Just as in sales,
you have to understand the
company you're approaching,”
Bos explains. "lIt's old-fashioned
salesmanship. Use your network.

and hotels, for example, barter
at about 70 cents on the dollar,
taking a loss, but still earning
revenue that would otherwise be
lost, such as excess inventory. In
that case, Bos says, "There's really
no downside."

TH E F I N E PRI NT While bartering can be a great sales

tool and an attractive solution for cash flow, it does not have inherent
tax advantages or disadvantages.

As far as the IRS is concerned, a barter is a cash equivalent. So the
value of what you receive in a bartered transaction is considered sales
revenue, with income and sales tax due, while the value of what you offer
is an expense, which, if business-related, is deductible.

According to the IRS, “The fair market value of goods and services
exchanged must be included in the income of both parties.” If you bar-
tered for a profit, you pay the appropriate tax; if you generated a loss,
you recognize that loss. For that reason, it is essential to establish the fair
market value of the bartered goods or services as part of the fransaction.

There’s an additional wrinkle if you use a bartering exchange
such as Itex or IMS. The gross amount of a barter exchange member’s
annual sales are reported to the IRS by the exchange via a 1099-B form.
(Yes, that's the same form you receive from your investment brokerage
account.) This can save paperwork, but it adds an additional layer
of scrutiny.



_|_Awifh o
WBA

As a Women's Business Advocate, Kristen Byrd, Assistant Vice
President in Business Banking at National City, now a part of PNC,
in Louisville, Ky., works with a number of clients who are navigating
their organizations through the choppy waters of a difficult business
climate. We spoke with Kristen about how they are coping—and
what she does fo help.

INSIGHTS: Is is true that business funding has dried up in the
current economy?

KB: For qualified businesses, there is still funding available, though
you should expect to provide complete documentation to illustrate
your company’s creditworthiness.

INSIGHTS: Is this different from what previously might have
been required?

KB: Realistically, it isn't, but when the economy was doing well,
it seemed like anybody could get some kind of loan somewhere,
which can set a business up for trouble. By conducting thorough
due diligence, we're really looking out for borrowers, because if
they aren’t financially secure and just one thing goes wrong, their
business could be af risk.

INSIGHTS: What are some of the most pressing issues your
clients are facing?

KB: Aside from a general reduction in business, many clients
are finding it more difficult to collect from customers. For a younger
company that hasn't experienced an economic downturn before, this
may be a new experience, and they’re reluctant to take action.

INSIGHTS: What do you advise in those cases?

KB: | think the best approach, certainly for larger amounts, is

fo reach out to your customers face to face, and work directly with
those responsible for paying the bills. Letting things slide doesn't
accomplish anything. But by working one-on-one with a customer,
you're more likely fo reach a solution, perhaps a payment plan or
different ferms.

INSIGHTS: What other advice do you have for clients?

KB: Remember that the downturn won't last forever. If you're able
to get through this period by managing your company carefully,
you'll be in a great position when the economy recovers.

If you’re not looking overseas for
sourcing or sales growth, you may
be missing important opportunities.
That's the conclusion of a 2008 study
by the Women'’s Business Enterprise
National Council (wbenc.org), which
indicates that women business
enterprises (WBEs) are lagging behind
in overseas sourcing.

According to the survey, just
29 percent of WBEs are buying
overseas, as opposed to 100 percent
of the 22 major corporations sur-
veyed. Why does that matter? The
study points out that six of the top
10 categories of business that the
corporations source abroad (IT
services and consulting, general
consulting, manufacturing, transpor-
tation and staffing) are also in the
top 10 categories of women'’s busi-
nesses surveyed. Interestingly, while
India was the No. 1 overseas supplier
to corporations, it ranked only sixth
among WBEs, indicating a relatively
untapped resource.

But there is activity afoot that may
give WBEs a leg up in the overseas
marketplace. WEConnect Interna-
tional is an initiative dedicated to
promoting an international certifica-
tion standard for WBEs and incubating
new national certification organiza-
tions. (Currently, only the U.S. and the
U.K. offer WBE certification.) WECon-
nect is focusing most of its efforts on
Canada, China and India. For more
information about the initiative, visit
WEConnectinternational.org.

o~
o
o
N
-
|
<
w

INSIGHTS




(2 PNC National City s POSTAGE

Now a part of & PNC PAID
NATIONAL CITY

NationalCity.com/women

Insights for Women in Business
National City

One North Franklin

C-LO1-25 Suite 2550

Chicago, IL 60606-3557

q&“‘de This 449
& 9
&

Electronic Service Requested %(:9

s
%

uFTER FIVE

change your
orain chain

€— IT'S OFTEN SAID THAT TWO HEADS ARE BETTER THAN ONE,

SO WHY NOT USE BOTH OF YOURS? It is well established
that humans learn and think based on the dominance of the left
(analytical) orright (imaginative) hemisphere of their brains. But
the idea of neuroplasticity is catching on. That's the brain's ability
to physically evolve as a result of new stimuli.

The basic tenet behind the notion of brain fitness is a simple
one: Give your non-dominant hemisphere the workout it may not
be getting from your usual way of thinking.

Left-brain thinkers, including many accountants, tend to be
logically, technically and quantitatively oriented. They're gen-
erally organized and focused on detail. Their problem-solving
methods concentrate on collecting data, doing research and
judging ideas based on clear-cut criteria. If that’s you, consider
flexing your right brain with strategy games such as chess, team
sports or the visual arts.

Right-brain thinkers, such as most arfists, are more visually,
innovatively and conceptually driven. When solving problems,
they rely on intuition. They prefer sharing ideas, brainstorming
and looking at the big picture. If that sounds close fo home, pull
out the crosswords or sudoku puzzles to challenge your left brain.

Before you know it, you might become ambicerebral.
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