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Choosing an optimal structure is one 
of the most important initial decisions a 
business owner will make. When we meet 
with clients we explain that there is no 
formula or single rule that lets us decide 
which entity should be utilized. We have 
learned that many economic and personal 
factors are relevant to this choice and must 
be weighed carefully in combination with the 
legal and tax nsequences. We therefore, try to 
obtain a comprehensive understanding of ....
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Investors commonly use 1031 
exchanges to defer capital gain taxes 
by exchanging their property for other 

like-kind property. However, few investors 
realize that their sales 
proceeds can also 
be used to pay for 
construction costs 

and to make capital improvements to 
a replacement property.

This type of 1031 exchange is 
often referred to as an “improvement” 
or a “build to suit” exchange. 
Title to the replacement property 
is “parked” with an “Exchange 
Accommodation Titleholder” or 
“EAT”, which is usually a limited 
liability company that is solely 
owned by the qualified intermediary 
facilitating the exchange. At the time 
of the acquisition, the EAT can enter 
into a construction agreement with 
the investor. They can then make 
improvements to the property during the balance of their 
exchange period, using a portion of the sales proceeds from 

the relinquished property to pay for the construction. 
Once the work is completed or the exchange period is 
about to expire, the EAT will transfer the property to the 
investor at its improved value.

For example, if an investor sells 
a property for $1 million, they 
will need to acquire a replacement 
property worth at least $1 million 
to fully defer their capital gain taxes. 
Suppose they find an ideal property 
that is worth only $700,000, but 
the property needs renovations, like 
replacing the roof and windows, 
and repaving the parking lot? In a 
properly structured improvement 
exchange, the EAT will acquire title 
from the seller of the property, using 
a portion of the sales proceeds to pay 
the purchase price. Then, during the 
balance of the exchange period, the 
EAT will use the remaining sales 
proceeds to make those renovations. 
If the capital improvements cost at 

least $300,000, the investor will fully defer the taxes on 
their capital gain. 

Building 
on the 
1031 
Exchange

However, few 
investors realize 
that their sales 

proceeds can also 
be used to pay for 
construction costs 

and to make capital 
improvements 

to a replacement 
property.

BY  Michael 
Brady, Esq.
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Deferring gain. 
Creating wealth. 

And making waves.
 

 

Servicing all of your 1031 Exchange needs!

Shaul  C. Greenwald, Esq.        Michael S. Brady, Esq.       Yoel Zagelbaum, Esq.

from your friends at
Riverside has already taken the real estate industry by storm as a full-service, 
national title agency with the ability to guarantee successful closings. Now, 
Riverside 1031 continues to make waves as an IRC §1031 Exchange Qualified 
Intermediary. Led by Michael S. Brady, Esq., a Certified Exchange Specialist® 
with many years of experience, Riverside 1031 offers strategic tax deferral 
solutions to be�er preserve your clients’ assets...and your sterling reputation.   
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Unfortunately, the exchange period is a maximum 
of 180 days, so there is not much time to complete the 
necessary work. Therefore, an improvement exchange is 
usually easier to accomplish with the rehabilitation of an 
existing structure, compared to building a new structure 
on vacant land. Additionally, the exchange funds cannot 
be used to make improvements to a property that is already 
owned by the investor. Nor is it sufficient to just purchase 
supplies during the exchange period; the work must actually 
be completed, and the progress of the construction should 
be documented. It is also critical that both the replacement 
property and the planned improvements be identified 
during the 45 day identification period. Finally, the work 
performed must be considered capital improvements, as 
opposed to routine maintenance and repairs.

As improvement exchanges are more complex than the 
typical 1031 exchange, advanced planning is essential.  The 
taxpayer’s attorney and accountant must both be involved 
in structuring the transaction, and a knowledgeable 
qualified intermediary should be contacted early in the 
process.  

As many investors are facing tax rate increases, the 
improvement exchange has become an even more valuable 
tool, allowing them to both save taxes and modify their 
replacement property to better suit their investment 
objectives.

Michael S. Brady, Esq. is Counsel for Riverside 
1031 LLC, a national Qualified Intermediary for 
1031 Exchanges.  He has earned Certified Exchange 
Specialist® designation from the Federation of Exchange 
Accommodators, the national trade association organized 
to represent professionals who conduct like-kind exchanges 
under Internal Revenue Code §1031. Mr. Brady has been 
involved in real estate and tax matters for over 20 years. 

Michael S. Brady, Esq. is Counsel for Riverside 1031 LLC, a 
national Qualified Intermediary for 1031 Exchanges. He has 
earned Certified Exchange Specialist® designation from the 
Federation of Exchange Accommodators, the national trade asso-
ciation organized to represent professionals who conduct like-kind 
exchanges under Internal Revenue Code §1031. Mr. Brady has 
been involved in real estate and tax matters for over 20 years.
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The Millennial Generation appears 
to have lost the art of oral writing 
and communication. The college 

student, the entry-level worker, the global 
workforce – all just don’t communicate 
the way employers need. Why? Too 
much reliance on texting and internet 
slang, even the problems of English as a 

second language have caused this dilemma, and traditional 
education systems don’t seem to be solving the problem. 

Writing and oral communication skills are two of the 
most desired competencies employers seek when hiring 
new workers, but many employers have to train their 
employees for improved writing and presentation skills. 
In fact, one pharmaceutical organization even needed to 
mandate business communication courses for entry-level 
workers. Young college graduates, even Ph.D. scientists, 
need to learn how to get their points across properly 
within a corporate environment. Few universities measure 
their graduates on their speaking and writing abilities, 
and judging from results, too few offer effective courses 
in workplace communication. 

But the Millennial Generation does have its own 

way of communicating – texting, internet slang, even 
short YouTube videos. Can we build on these new 
communication styles, while bridging the gap between 
this new style of communication and the more formal 
skills that older generations expect? Or, can Baby Boomers 
and Generation Y workers learn some of the new ways to 
communicate? 

We can borrow an approach from Madison Avenue 
to help bridge the gap and improve communication 
between all working generations. These ideas can help 
integrate some of the new technology and skills with what 
has been the considered the gold standard in business 
communication. The first and most important is to know 
your audience, both their minds and their hearts.

How many times have we heard the customer is 
always right? Witness the sixties: when many Baby 
Boomers rebelled against mass market consumerism, 
Madison Avenue listened to this generation, and sold 
them products that better expressed their new lifestyle. 
Did this customer-is-always-right mantra lead to the ‘Me’ 
generation of the seventies? Perhaps, but one thing’s for 

Why Can’t Our New 
Workforce Communicate?  
What Can We Do About It? 

BY  Sabra 
Brock
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sure: it worked. The consumer society exploded. This 
approach works for our incoming workforce too.

When we try to communicate, the audience is the 
customer, and, as such, they’re always right. Most of us 
say we’re perfectly aware of that. But if so, why do we 
seem to throw the idea right out of the window when we 
start to speak? Maybe it’s just that we’re so nervous that 
we’d rather talk about anything that makes 
us more comfortable – what we had for 
breakfast, or what our kids did, or what a 
hassle security was at the airport. We say 
we know it’s all about the audience – 
what they want to know, what’s in it for 
them, what they expect of the speaker 
– but when we open our mouths 
at the podium, we just seem to 
forget. So communicators need 
to get an advertiser’s religion 
here. 

Before even sitting down to 
write, communicators need to ask 
- who will be in the audience, and 
what’s troubling their minds and 
hurting their hearts? We need to 
put the audience’s needs and desires 
at the center of all that they do by 
asking these key questions:

a) Who are they, and how many 
of them will see, hear or read the 
communication? Advertisers spend 
lots of time and money researching 
who’s watching, reading, and 
listening. Communicators may 
not have an advertisers’ bible like 
the Nielsen ratings, but when a 
communication is crucial, they need 
to find out who’s on the other side 
of the dais.

b) What’s their state of mind? Communicators should 
be asking why people are in the audience. Are they there 
because they have to be? Did they pay to get in? Attention 
varies so broadly: advertisers know that a Super Bowl 
commercial is likely to have more attention than one 
appearing on the late-night news. That means we’ve got 
to make sure that we convey our message differently to 
different audiences.

c) What moves them? Human beings are complex 
creatures, and usually their behaviors are triggered by 
emotions. We may tell ourselves that logic drives what we 
do, but more often it’s our hearts that lead the way.

Advertisers know that the product won’t sell and 
the brand won’t be built unless the customer’s need 
(or perceived need) is at the center of their work. 
Communicators also must understand that and make 
sure it informs their every step.

And, how does this relate to workplace readiness? 
We need to expand business communication training to 
build on the communication styles of entering workers, 

and bridge the gap to what’s expected in the 
workplace. Emphasizing the importance of 

knowing the audience is a good place to 
start. 

Colleges, especially the business 
curricula, should increasingly include 
courses involving communicating in 
the contemporary workplace, based 
on the way we communicate today, 
and emphasize tools from diverse 
disciplines, such as advertising. 
The school that offers a fluency 
guarantee, like what is done with 
TOEFL for international students, 
would even have an edge in placing 
their graduates in jobs. 

And our workplaces have to 
assume that nearly all entering 
workers will need some kind of 
communication training. Only an 
exceptionally-trained worker from 
this new generation is likely to 
be able to bypass a core session in 
communication.

Lastly, and most importantly, 
we need to revise our expectations 
of what makes good and effective 
communication. For example, 
texting can often be effective in 

communicating ideas. Internet slang is understood by 
many. If you’ve ever tried to meet a friend in a crowded 
city, texting does work to help communicate exactly 
where you are. 

For those of us who reject this type of messaging slang 
as being inappropriate, we need to rethink our standards. 
One of the strongest features of the English language is 
that it constantly grows and adopts new words.

David Purdy, Professor at the Stern School of Business 
at New York University, contributed to the thinking in 
this blog. 

Sabra Brock, Ph.D., Interim Dean, Touro Graduate School of 
Business

Before even sitting 
down to write, 
communicators 

need to ask - who 
will be in the 
audience, and 

what’s troubling 
their minds and 

hurting their 
hearts? 
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We provide the best in house custom embroidery, 
screen printing and promotional products for 
business, commercial and personal use. 

We focus on wowing our customers with great 
products and even greater service.

WE PROVIDE 
THE BEST 

 VISIT OUR ONLINE STORE: 

T-SHIRTS ∙ POLO SHIRTS ∙ SWEATSHIRTS ∙ JACKETS
CAPS ∙ BAGS & ACESSORIES ∙ PENS ∙ DRINKWARE

718.640.1640 /Signatures by M.L. 

www.promoline1.com



M A Y  2 0 1 4    11

At Roth & Company we work 
year-round to meet your growing 
professional needs with consulting 
strategies and personalized service 
to help you make smart decisions 
so that you can better control your 
activities, know exactly where you 
stand and take the pulse of your 
organization. 

Our array of services go beyond 
crunching numbers, allowing you to 
focus on what's most important--
growing your organization.

www.RothCoCPA.com
Phone: 718-236-1600

Certified Public Accountants and Consultants
ROTH & COMPANY,LLP
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Maybe you started the year with plans to reduce debt and save 
money, but by now you've lost your way. Refocusing your finances 
and recommitting to financial goals can seem challenging, but 

it's not a lost cause.
"First, stop beating yourself up for not sticking to your resolution," 

says Joel Kaplowitz, Financial Advisor at Mid Atlantic Resource Group, 
a firm that helps clients create realistic attainable strategies. “We all make 
mistakes and veer off track every now and then, but that's no reason to 
give up completely ... It's not too late to get back on track and stay the 
course."

If you've lost your financial focus, here are five steps to refocusing 
your financial goals.

5 Tips for Refocusing 
on Financial Goals

Recommitting to financial goals

BY Joel
Kaplowitz
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RETHINK YOUR RESOLUTIONS
"The trick to getting back on track is to take a good 

look at why you veered off course," Joel says. "One reason 
people lose focus on their financial resolutions is because 
we end up making them harder than 
they need to be. Ask yourself if your 
resolutions are attainable, for one. 
We often fall into the trap of making 
extreme, unrealistic and unattainable 
goals for ourselves."

This time around, focus on making 
several small, short, achievable financial 
goals, Joel says. By setting smaller goals 
and achieving them one at a time, 
you're more likely to stay motivated 
and stick to your resolutions.

Once you've refined your 
resolutions to incorporate smaller, 
achievable goals, "Pick yourself up, 
dust yourself off, and jump right back 
onto the financial track," Joel says. "Expect to hit a few 
bumps along the way, but don't let it derail your entire 
plan. Jump right back in and start again."

One of the most important steps to improving your 
finances is "Leveraging your credit to maximize your 
financial well-being," Joel says.

TAKE CONTROL OF YOUR CREDIT
Start by becoming familiar with your credit reports. 

Even though consumers are entitled to one free annual 
copy of their credit report from each of the three credit 
reporting agencies, only 4 percent of consumers actually 
claim their free reports each year, according to Mint.com. 
Order your credit reports, get to know what your lenders 
are reporting about you, and dispute any inaccuracies 
to make sure what's being reported is up-to-date and 
accurate.

Second, understand your credit score. Your financial 
planner can give you a clear understanding of what makes 
up your credit profile, with tips on how to improve your 
score.

Finally, leverage your credit cards by paying off the 
balances and using the cards as "free money loans," Joel 
says. That means, using them to charge only what you can 
afford to comfortably pay off at the end of each month. 
By paying the balance in full each month, you'll avoid 
paying interest, and it gives you huge leverage in the 
financial playing field.

KEEP THE PLANNING GOING
Once you've met your original financial goals, whether 

that's establishing a plan for paying off your credit cards 

or refinancing your mortgage to lessen your monthly 
payment, don't stop there. Keep an eye on your entire 
financial picture when refocusing your financial goals to 
continue improving your situation.

For instance, make sure you fund your 
401k at work at least up to the match offered 
by your employer. It’s free money, and in 
many circumstances can lower your tax 
liability, depending on your adjusted gross 
income. Art Hodes, a financial advisor with 
over 50 years of experience, and founder 
of MARG Financial, has some important 
advice. "In the fall, you should sit down 
with your CPA to discuss proactive tax 
planning for year-end. It is also important 
to sit down with your financial planner to 
see if he has some creative ideas to reduce 
some tax liability."

Also, consider meeting with an estate 
planning attorney to discuss wills and trusts, 
as estate tax laws also will change at the 

end of the year, Hodes says. Prepare a budget and make 
savings for college, wedding, retirement and emergency 
reserves part of that budget process.

"Be diligent and patient," Hodes says. "As time goes 
on, you will see your

assets grow, your debt diminish and your goals 
achieved.

AUTOMATE YOUR SYSTEM
Once you've established a workable financial plan, 

take advantage of the technology tools available to keep 
your finances in working order. To stay on track, you 
need to have automated systems in place that monitor, 
measure, and 
manage your 
p e r s o n a l 
f i n a n c e s , 
and alert you 
when you 
get out of 
line or when 
action needs 
to be taken.

J o e l 
recommends 
eMoney, an 
au tomated 
solution for busy small business owners and individuals. 
" This is an automated measurement and management 
system that focuses on goals for you and takes out the 
heavy lifting," he says. "We live in a technology age today, 
yet some people are still manually inputting data into 

"First, stop 
beating 
yourself 

up for not 
sticking 
to your 

resolution." 
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spreadsheets and into programs like Quicken,when there 
are automated solutions out there that can do the job."

In addition to using 
automated systems such 
as eMoney to stick to your 
financial goals, you also can set 
up automatic bill pay through 
your bank or credit union, or 
automated savings allocations 
to go directly into your savings 
account from your employer's 
direct deposit, Joel suggests.

STAY FOCUSED
Once you've refocused your financial goals, make it 

a priority to stay focused. "Accountability is the key," 
Hodes says. "Acknowledge that this is important to the 
welfare of your family; lock arms with your spouse and 
loved ones, and be accountable to one another in this 
process."

To stay on track, take advantage of the many free 

financial literacy resources and personal finance tools that 
are available to you at Securian.com or Pacificlife.com.

"And if you have a hard 
time staying focused on your 
financial goals, try visualizing 
the end result. Imagine how it 
will feel when you reach your 
ultimate goal and how being 
financially independent will 
impact your life," Joel says.

"To have the financial 
bargaining power that puts the 
control in your hands -- not 

the lender's, or the bank's, or anyone else's -- that feeling 
alone may just be what it takes to help some stay focused 
on the end result," Hodes says. 

Joel Kaplowitz and Art Hodes are registered representatives and 
investment advisor of Securian Financial Services, Inc. Securities 
and investment advisory services offered through Securian 
Financial Services,Inc. Member FINRA/SIPC. MidAtlantic 
Resource Group is independently owned and operated.
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financial track."
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Factors to consider in choosing 

A Business 
Entity

BY BEN KASIRER

Tax Director at Saul N. Friedman & Company
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Choosing an optimal structure is one of the most 
important initial decisions a business owner will 
make. When we meet with clients we explain 

that there is no formula or single rule that lets us decide 
which entity should be utilized. We have learned that many 
economic and personal factors are relevant to this choice and 
must be weighed carefully in combination with the legal and 
tax nsequences. We therefore, try to obtain a comprehensive 
understanding of the client’s gestalt. This necessitates that we 
acquire a diverse and intimate understanding of the client’s 
circumstances. We have found that the usual basic financial 
information every CPA firm tries to obtain is insufficient for 
this purpose. We study the family relationships, the strength 
and weaknesses of the business, e.g. who is the competition, 
their long term goals, where do they see themselves and the 
business in 10-20 years, where are they heading with respect 
to succession planning and estate planning, etc.

The advantages and disadvantages of the following 
four business entities which are the most popular for 
small to medium size businesses are discussed below. 
For the purposes of this article, we only touched upon 
the major factors that we found to be important: 

SOLE PROPRIETORSHIP (“SP”):
The major advantage of an SP is the simplicity of 

organizing and operating the business. It has less “red 
tape” and is subject to fewer government regulations. 
However, the major disadvantage is that the owner’s 
personal assets are exposed to the risks of the business, 
and therefore the owner has unlimited personally liability 
for the debts of the business entity. Therefore, in the 
real world, where litigation is a constant hazard, it is 
extremely rare that we would recommend that a client 
with a significant business, operate as an SP. In addition, 
transferring ownership can be very complex since there 
are no “shares” to transfer.

C CORPORATIONS (“CC”), S CORPORATION 
(“SC”) AND LIMITED LIABILITY COMPANY 
(LLC)

CCs, SCs, and LLCs all provide their owners with 
limited liability for state law purposes. However, the law 
permits creditors in rare occasions to “pierce the corporate 
veil” if the entity is not functioning as a commercially 
reasonable separate legal entity apart from its owners. In 
those cases the officers and shareholders could be sued 

COVER STORY
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personally for negligence or for corporate debts. In most 
cases, that happens when the corporation was found to 
be a sham that was set up for the purpose of carrying 
on fraudulent deals, or when proper corporate formalities 
were not followed.

C CORPORATIONS (“CC”)

Advantages:
A major advantage of using a CC is that no ownership 

restrictions apply. Multiple 
classes of stock are 
permitted and can be used 
to confer different rights 
among different classes 
of shareholders. This is in 
contrast to an SC, which 
has numerous ownership 
restrictions and allows 
only one class of stock. In 
addition, two favorable 
Internal Revenue Code 
Sections allow favorable 
treatment: Code Sec. 1202 
permits a reduced rate of 
capital gains taxation on 
the sale of qualified small 
business stock. Code Sec. 
1244 allows ordinary loss 
deduction for a failed small 
business corporation. A 
CC can file a consolidated 
return with controlled 
subsidiaries. This may 
allow an entity to offset its 
income with the losses of 
a related entity. A CC can 
elect to be converted to an 
SC.

Disadvantages:
In general, we rarely 

recommend that a CC 
be used for small and medium size business because 
of double taxation. Income is taxed twice, first at the 
corporate level and again when earnings are distributed 
to shareholders as dividends. The lower capital gains 
rate does not apply to a CC. Corporate losses do not 
flow through to shareholders. Also, it is more likely 
that a CC may have to use the accrual method of 
accounting, which can result in taxes on income that 
has not yet been received. Also, if a CC converts to an 
SC, the SC may be subject to the 35% built-in-gains 
tax if within ten years, it disposes of an appreciated 
asset that it held at the time it made its S election. 

S CORPORATIONS (“SC”)

Advantages:
An SC is not subject to double tax. Corporate losses 

flow through, which shareholders may use to offset other 
income. An SC can more easily use the cash or accrual 
method of accounting than a CC. SC earnings are not 
subject to self-employment taxes. The Code Sec. 1244 
ordinary loss deduction is available for a failed small 
business corporation.

Disadvantages:
An SC cannot have 

more than 100 shareholders. 
It cannot have U.S. non-
residents, partnerships, 
corporations, or certain trusts 
as shareholders. Only one 
class of stock is permitted. 
Special allocations among 
the shareholders are not 
allowed. If the SC has 
excess “passive investment 
income" it may be subject 
to an entity-level tax, and/or 
termination of S Corp status. 
Gains are recognized by 
the shareholders even if no 
distribution has been made. 
S Corporations are required 
to pay reasonable salaries 
to shareholder-employees. 
A major disadvantage, 
especially for those investing 
in real estate, is that 
shareholders do not get “tax 
basis” for S-corporation 
level loans with third-party 
lenders. This may severely 
limit their ability to deduct 
losses. Also, NYC does not 
recognize SC’s and they will 
be subject to double taxation 

if operating in NYC.

LIMITED LIABILITY CORPORATIONS (LLCS)

Advantages:
For purposes of this article we are treating LLCs as 

synonymous with partnerships. LLCs are not subject to 
double tax. Unlike SCs, LLCs have no limitations on 
the number or type of members, and allow for varying 
classes of membership. An LLC may specially allocate 
income and losses among its members. Losses of an 
LLC flow through to the members who can use the 

The “correct” structure would 
have been obvious to any 

knowledgeable tax expert"
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losses only to the extent of their “tax basis” in the LLC. 
Members, subject to certain exceptions, are allowed tax 
basis for the LLC's debt, unlike SCs. This makes LLCs 
in general, the preferred entity to hold real estate. This 
is especially true in NYC. LLCs who hold rental real 
estate in NYC are normally wholly exempt from NYC 
tax. Also, an LLC can distribute appreciated assets 
without tax consequences much more easily than an SC. 

Disadvantages:
Members of 

an LLC will owe 
tax on the LLC's 
income regardless 
of whether the 
LLC makes a 
distribution to 
the member. 
Code Sec. 1244 
does not apply 
to LLCs. A 
transfer of an 
LLC interest can 
result in ordinary 
income treatment 
(instead of capital 
gain) under Code 
Sec. 751, if the 
LLC has certain types of assets. 
Certain members of the LLC may 
be subject to self-employment 
income.

CONCLUSION
Due to space limitations 

inherent in an article such as this, 
we cannot discuss every single 
issue that must be considered 
when choosing a business entity. 
We cannot stress strongly enough 
that a business owner seek 
professional help either from an 
attorney or a CPA with significant 
tax experience. We have seen literal 
horror stories when approached 
by new clients who already had 
operating entities that were set up 
with an absolutely wrong structure. 

For example, on numerous occasions we have met with 
new clients that had used excellent real estate attorneys 
to acquire new real estate. However, those attorneys had 
no tax expertise - they had suggested the client use an 
entity structure which made sense legally, but was totally 
inappropriate for tax purposes. This wrong structure was 
costing the client a fortune in taxes, which was 100% 
legally avoidable, if the right initial structure had been used. 
The “correct” structure would have been obvious to any 

knowledgeab le 
tax expert and 
would have cost 
less to set up, 
than the “wrong” 
structure. In these 
cases, sometimes 
through very 
c o m p l e x 
planning, we can 
restructure the 
client’s operations 
to arrive at a 
more tax efficient 
structure.

We have also 
learned in Saul 
Friedman & 
Company the 

necessity of constantly evaluating 
the business structure as it evolves. 
The appropriate initial choice of 
entity can shift over the years, as 
the business and legal environment 
changes. We monitor the original 
choice over the years at all stages of 
the organization’s life. If necessary 
at some point in the future, we 
may recommend that the business 
convert from one entity to 
another, or restructure the way it 
operates. 

Ben Kasirer, ESQ, CPA, MBA, LL.M
Tax Director, Saul N. Friedman and 
Company,
Certified Public Accountants
718 232 1111
bkasirer@snfco.com

"We have 
learned that 

many economic 
and personal 

factors are 
relevant to 
this choice 
and must 

be weighed 
carefully in 

combination 
with the 

legal and tax 
nsequences."
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On March 29, 2011, the United 
State Department of Labor issued 
a news release announcing that 

Levi Strauss & Co. had agreed to pay more 
than 1 million dollars to five hundred 
and ninety six employees nationwide 
after the Department of Labor found 
that the company violated provisions of 

the federal Fair Labor Standards Act of 1938, or FLSA. 
There are many federal, state, and local laws that affect 
the American workplace, and employers must understand 
their responsibilities under these laws. Due, however, to the 
many business demands and challenges that face employers 
on a daily basis, employers can oftentimes not appreciate 
the importance of ensuring that their businesses comply 
with applicable state and federal statutes and regulations. 
Consequently, certain significant issues, like the FLSA, can 
at times be left on the backburner. Accordingly, it is critical 

that virtually all employer s 
become conversant in some of the basic 
issues that they may face under the FLSA, as well as what 
their duties are under the FLSA. 

Moreover, if recent figures are any indication, 
employers are increasingly being held responsible for 
FLSA violations. Recent statistics show that more and 
more employees are filing lawsuits against their employers 
alleging violations of the FLSA. Indeed, 2013 saw a 
ten percent increase in FLSA lawsuits brought against 
employers over such lawsuits filed only one year earlier 
in 2012. 

THE FAIR LABOR STANDARDS ACT – A 
BRIEF OVERVIEW

The FLSA was enacted in 1938 principally out of 

Who Qualifies 
For Overtime?
A Brief Overview
for Employers

BY  Aaron 
Rubin
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two concerns. The first concern, which was one of the 
most pressing social issues facing the common worker 
at that time, was the reduction of workers’ overall work 
time. Workers who toiled long hours in factories and 
sweatshops simply desired more time off from their jobs 
in order to enjoy their personal, home, and community 
life. The second concern involved a fear of widespread 
unemployment. Workers argued that employers should 
be required to spread existing work to more workers by 
employing more people who would work shorter hours, 
rather than by employing fewer people who would work 
longer hours. 

Thus did the mass labor protests 
for shorter work hours culminate in 
the enactment of the FLSA. The FLSA 
established, in part, a minimum national 
standard for hourly wages, commonly 
known as the national minimum wage, 
which is $7.25 an hour as of 2014. It also 
set a maximum of 40 hours per week that 
an employer may employ an individual for, 

with any additional hours considered as 
overtime. Once an employee works 
the maximum 40 hours, the employer 
must pay the employee overtime at the 

rate of 150% of the employee’s regular 
rate of pay. 

From a policy standpoint, it is 
important to note that the FLSA overtime 
pay provision was, as the United States 
Supreme Court put it, not simply a “scheme to raise 
substandard wages.” Rather, its intended effect was to 
require extra pay for overtime work by those employees 
covered by the FLSA even in cases where the employees’ 
hourly wages exceeded the minimum wage rate. Thus, 
employees working overtime are required to be paid 
150% of their regular wage - not 150% of the national 
minimum wage. By requiring this, notwithstanding the 
fact that overtime was not flatly prohibited, the United 
States government applied financial pressure on employers 
to employ more employees by incentivizing the hiring of 
more workers so as to avoid the extra overtime wages that 
employers would be required to pay their existing workers. 

 

BUSINESSES GOVERNED BY THE FAIR 
LABOR STANDARDS ACT 

As a threshold matter, broadly speaking, the FLSA 
applies to employers who “engage in interstate commerce, 
produce goods for interstate commerce, or handle, sell, 
or work on goods or materials that have been moved in 
or produced for interstate commerce.” The United States 
Department of Labor generally holds that once a business 

sees more than $500,000 in annual revenue the business 
will be deemed to engage in interstate commerce and will 
be governed by the FLSA. 

Note, however, that the FLSA does cover certain 
businesses even if their annual revenues are less than 
$500,000. Such business include, but are not limited 
to, hospitals; institutions primarily engaged in the care 
of the sick, aged, mentally ill, or disabled who reside on 
the premises; schools for children who are mentally or 
physically disabled or gifted; and preschools, elementary 
and secondary schools, and institutions of higher 

education.

THE FAIR LABOR 
STANDARDS ACT AND 
OVERTIME 

 All employees are assumed to 
be covered by the FLSA’s overtime 
requirements, unless they meet 
certain exemptions. Employees that 
are covered by the FLSA overtime 
rules are known as “non-exempt” 
employees, and employees that are 
not covered by the FLSA overtime 
rules are called “exempt” employees. 
It is essential to understand that all 
exemptions are narrowly defined. 
Accordingly, an additional challenge 
that employers face is to properly 
classify which employees are 

exempt from the FLSA overtime requirements, and which 
employees are not exempt. Employers bear the burden of 
demonstrating that their employees are indeed exempt, 
and care must be taken to not misclassify an employee as 
that can lead to an improper denial of overtime pay.

 

EXEMPT EMPLOYEES
Generally, to be deemed exempt from overtime pay an 

employee must meet three requirements. The employee, 
•  must be paid at least $23,600 annually, 
•  must be paid on a salary basis, and 
•  must perform exempt job duties. 

Pursuant to the regulations promulgated by the 
Department of Labor, there are three general categories 
of exempt job duties: executive, professional, and 
administrative. 

 EXECUTIVE DUTIES EXEMPTION
An employee falls under the executive duties exemption 

if: 

"Every employer 
must familiarize 
themselves with 
the FLSA and 
make sure to 

properly classify 
their employees 
as either exempt 
or non-exempt."
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•  the employee supervises the work of at least two 
or more other full-time employees, or their part-
time equivalent,

•  the employee has the authority – or genuine 
input – as to the hiring, firing, advancement, 
promotion or any other change of status of other 
employees, and 

•  the employee’s primary duty consists of managing 
the business.

It is important to point out that available regulatory 
guidance articulates that “supervision” must be a regular 
– as well as a real – part of the employee’s duties. The 
employee must actually supervise other employees. “Mere 
supervision” is insufficient.

Determining whether an employee’s primary duty 
consists of managing the business requires a case-by-case 
evaluation. The Department of Labor has provided some 
guidance as to what constitutes “managing.” Specifically, 
the Department of Labor publicized a non-exhaustive 
list consisting of typical management duties such as: 
interviewing, selecting, and training employees; setting 
rates of pay and hours of work; maintaining production 
or sales records beyond the merely clerical; appraising 
productivity; handling employee grievances or complaints, 
or disciplining employees; determining work techniques; 
planning other employees’ work; apportioning work 
among employees; determining the types of equipment 
to be used in performing work, or materials needed; 
planning budgets for work; monitoring work for legal or 
regulatory compliance; providing for safety and 
security of the workplace.

PROFESSIONAL DUTIES EXEMP-
TION

An employee is exempt under the executive 
duties exemption if:

• the employee’s primary duty is the 
performance of work requiring 
advanced knowledge, 

•  in a field of science or learning, 
and

• the advanced knowledge is 
customarily acquired by a 
prolonged course of specialized 
intellectual instruction.

Accordingly, the general rule is 
that professionals who are engaged 
in one of the traditional “learned 
professions” are exempt. Such 
professionals include, but are 
not limited to attorneys, doctors, 
dentists, teachers, architects, 

registered nurses, accountants, engineers, actuaries, 
scientists, pharmacists, and any other employee engaged in 
work that requires advanced knowledge and an advanced 
degree. 

 ADMINISTRATIVE DUTIES EXEMPTION
Characterizing which employees fall under the 

administrative duties exemption is the most difficult of all 
the exemptions. The regulations provide a somewhat elusive 
and imprecise definition of exempt administrative job 
duties. Specifically, the regulations define administrative 
job duties as:

•  office or non-manual work, which is
• directly related to management or general business 

operations of the employer or the employer’s 
customers, and 

•  a primary component of the duty involves the 
exercise of independent judgment and discretion 
about 

• matters of significance.

It is important to note that this exemption was intended 
to exempt relatively high-level employees whose primary 
job is to ensure that the business keeps running smoothly. 
It was not intended to exempt lower level employees 
that are typically involved in a business’ production 
side. While there is no “bright-line” rule, 
employees who produce what 
the business sells will 
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generally not fall under this exemption – notwithstanding 
the fact that they are salaried employees. Rather, only 
those employees whose role is to provide support to the 
operational or production employees would fall under the 
administrative exemption. 

 
Thus, salaried clerical employees – such as secretaries, 

administrative assistants, or date-entry personnel – 

who perform office or non-manual support work will 
nonetheless not necessarily be deemed exempt. Mere 
performance of administrative work will not deem an 
employee to be exempt simply because 
the employer proclaims that the work 
performed is financially important 
to the business and the business 
would experience a financial loss if 
the employee would fail to perform 
his/her duties properly. Solely paying 
employees a salary and asserting 
that their jobs consist of matters of 
significance, and that they exercise 
independent judgment and discretion, 
is insufficient. The employer bears the 
burden to prove that the employee 
meets these criteria. The Department of Labor, rather 
than looking at an employee’s job title, will look to what 
the employee’s duties actually consist of. 

Because the administrative exemption is so imprecise, 
below are some examples of administrative duties 

that would generally fall under the administrative 
duties exemption. These duties include employees 
in charge of human resources, payroll and finance, 
records maintenance, accounting and tax, marketing 
and advertising, quality control, public relations, legal 
and regulatory compliance, and network, internet and 
database administration. Keep in mind, however, that 
most secretaries and other similar employees, while they 
may perform administrative work will generally not be 
considered exempt. Data entry, filing, filling out forms, 
preparing routine reports, answering telephones, making 
travel arrangements, and similar jobs will typically not be 
deemed to be high-level enough to be administratively 
exempt.

CONCLUSION
 A recent study by the Employment Policy 

Foundation think tank found that an estimated $19 
billion of required overtime goes unpaid by employers. 
Indeed, employers’ misclassification of employees and 
their consequent refusal to pay overtime has become a 
largely invisible standard policy among employers that 
primarily affects vulnerable employees in secretarial, sales 
assistance, and service technician positions. All this has 
therefore led to a recent sharp increase in workers filing 
lawsuits in order to collect overtime pay. In the above-
mentioned case against Levi Straus & Co., their failure to 
properly classify non-exempt employees, which led them 

to improperly deny many employees 
overtime pay, is what resulted in the 
hefty settlement with the Department 
of Labor.

 In summary, every employer 
must familiarize themselves with the 
FLSA and make sure to properly 
classify their employees as either 
exempt or non-exempt. Improper 
classification can lead to unlawfully 
withholding overtime pay from 
employees, as well as an increased risk 

of lawsuits brought by employees. Hence, it is in the best 
interests of employers to retain competent legal counsel 
to advise them on this very intricate area of law. 

Aaron Rubin, Esq. Associate, Barmak and Associates, LLC

"The employer 
bears the burden 
to prove that the 
employee meets 
these criteria."
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ObamaCare has radically changed 
healthcare as we know it and while 
many are scrambling to comply 

with new regulations, businesses of all sizes 
are also exploring other options that achieve 
cost-savings and flexibility. 

One such option that’s emerging as a 
popular alternative – for large and small businesses alike 
– is self-funded plans. The fact is that self-funded plans 
(also referred to as self-insured plans) are not all that new, 

but for the millions of small businesses in the U.S. today, 
they’re widely underutilized. 

Traditionally, a greater proportion of large businesses 
have considered self-insured plans and this still holds true 
today. Consider this: 83 percent of covered workers at 
larger firms are enrolled in plans, which are either partially 
or completely self-funded. Contrast this with only 16 
percent of small businesses (3-199 workers). 

 But as small businesses and start-ups continue to bear 
the financial brunt of the Affordable Care Act, self-funded 

BY  Aaron 
Rosenfeld

Why More Small 
Businesses Are Turning to 
Self-Funded Health Plans
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plans have become an increasingly attractive option. 
Following are three of the core benefits of self-insured 
plans that are driving small businesses to make the shift: 

SAVINGS
Companies can realize significant savings by making 

a relatively simple switch to self-funded plans. We 
recently partnered with an organization that was able to 
save more than 20 percent on their healthcare rates and 
there have been countless other success stories around 
small businesses that have had similar experiences. For 
small businesses to truly succeed in today’s marketplace, 
every dollar must count – and self-insured plans offer a 
strategic way to see more savings.

FLEXIBILITY
Companies that are considering a switch are able to 

review a wide range of options and work directly with an 
advisor to choose what will be best for their needs, based 
on the current profile of the company. GFI has even 
partnered with a technology firm to develop an easy-to-
use mobile & tablet app to streamline the customization 
process and provide even easier access to plan and 
wellness information.

CONTROL
At the same time, self-funded plans also offer added 

control. The power is in the hands of the employer, 
which is not bound by state insurance laws. Depending 
on the plan’s specific design, companies can also view 
monthly reports, as well as have consistent online and 
mobile access to stay on the pulse of where the dollars 
are being spent.

As we continue to see sweeping changes in the 
healthcare industry over the next year and beyond – 
particularly those that impact benefits and insurance – 
companies must closely examine all available options and 
determine if self-funded plans are the best way forward 
for them. 

Aaron Rosenfeld is Executive Vice President, Director of Sales for 
GFI Insurance Brokerage, a dynamic industry leader providing 
a broad range of customized insurance solutions to both individ-
uals and businesses of all sizes. GFI Insurance offers cutting-edge 
self-insured plans that can save companies 20-30 percent of their 
current rates. Learn more at http://www.gfiinsurance.com/
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Always supervise those to whom you 
delegate an important task.

If you are a manager, then 
manage. Learn to manage. Read about 
how to manage. Take courses. Listen to 
recorded programs or attend Webinars. 
Discuss your management style or 

techniques with your peers, superiors, friends, and outside 
consultants.

If you are a manager, don’t get caught in the trap of 
doing the work or taking the responsibility for moving the 
job forward. Doing is a direct conflict with managing. You 

can only  do  one thing at a time, but you can manage, 
supervise, or train many projects at the same time.

William Oncken Jr. (“Managing Management 
Time,” Harvard Business Review, 1984) wrote about the 
management technique where you should think of the job 
at hand as a monkey that is on the shoulders of the person 
who has to do the job. When a subordinate asks for help 
on a project and the boss says he will think about it, the 
monkey jumps from the shoulders of the subordinate onto 
the boss. At the end of the day, the subordinates’ jobs are 
done. They have no open items—no monkeys. The boss, 
though, has the load of four, five, or six subordinates, who 

When 
Others 
Push the 
Pencil for 
You, Make 
Sure It’s 
Your Pencil

BY Ed 
Mendlowitz
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very carefully and diligently shed their monkeys from 
their shoulders onto that of their boss. The trick is not to 
end up with the monkey. I never let a staff person under 
me leave my office when I have to do something before 
the subordinate can proceed with his or her job. I do not 
let him or her give me their monkeys. If a decision needs 
to be made by me, I ask my team member to lay out two 
or three alternatives so I can pick the best one. He or she 
leaves my office with a new assignment, and it is usually 
one that would help the employee 
develop further.

Subordinates can’t grow if they are 
not given responsibility, and if they are 
not put in a position where they could 
screw up. Don’t put them where they 
could foul up a major project or lose a 
large order, but responsibility for a small 
part of the project won’t be the end of 
the world. A proper manager/delegator 
has the decisions made and the work 
done at the lowest possible level.

No one is born with all the skills they 
will need. Help develop younger staff. 
Don’t be stingy in passing on the skills 
you’ve acquired. Your skills in delegating 
will serve you by allowing you to move 
up to more valuable situations.

Training takes many forms. You 
can sit down and explain why the job 
is being done or needs to be done. You 
can have the employee do something 
without your explaining the purpose, 
and when the job is finished, ask him or 
her to explain why it was done. You can 
recommend a book or course relevant to 
their work. You can take less experienced 
staff members to meetings to see how you do things.

Whatever your method, there should be a payback to 
you—a dividend. The dividend could be in the form of a 
comment or question about something you overlooked, 
the following up of additional work that has to be done, 
the training of someone else in the skill, teaching the boss 
something he or she didn’t know, assumption of greater 
responsibilities, a more alert person, and a better overall 
product. If you do not notice the payback or dividend, 
then evaluate your training technique, your standards, 
and the performance and ability of the person you are 
trying to train. The trainee may be the wrong person. I 
use the dividend policy, and it hones me in rapidly to 
the general abilities of the people with whom I work. 
I expect frequent dividends from everyone I work 
with. A quick method to accumulate dividends, or to 
realize that the subordinate is not getting it, is when 
I take them to a meeting and there is no follow-up 

by them of any sort or no expression of further interest. 
Another tip-off is when I am taking five times more notes 
than they are.

Understand what motivates people. I have found that 
people need three things from a job—money, opportunity, 
and satisfaction. People generally won’t leave a job if two 
of the three are present. Any two! Many people won’t leave 
a low-paying job if there is excellent opportunity and high 
job satisfaction.  However, the easiest one of the three to 

do is the money part.
I always try to have team 

members go home feeling they’ve 
done a great job that day. They must 
feel satisfied. Imagine if they were, 
and they walked into their homes 
and were asked by their children if 
they had a good day and they reply, 
“I had a great day!” Compare that 
to someone who feels all they were 
doing all day is punching a clock. He 
or she might reply, “Work stinks!” 
or “None of your business!” or some 
similar, harsh remark. The feelings 
emanating from employees about 
their jobs become the mirror image 
of how those around them view their 
work.

When you have to criticize 
someone, be quick, specific, and to 
the point. Don’t expand the scope 
beyond the matter at hand. If the 
person’s overall performance is poor 
or needs improvement, don’t do it 
while you are telling him or her about 
a specific screw-up. Do that as part 

o f a formal job 

"I have found 
that people 
need three 

things from a 
job—money, 
opportunity, 

and satisfaction. 
People generally 

won’t leave a 
job if two of 
the three are 
present. Any 

two!"
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evaluation. Note that a formal evaluation doesn’t need 
to be at fixed, scheduled times—it can be whenever it is 
considered necessary or appropriate.

It is also good to compliment freely. Compliments 
reinforce the efforts and certainly perk up the ego and 
future efforts. It never hurts to compliment someone in 
front of others. It always hurts to reprimand in front of 
others.

Entry-level or new staff must be made to understand 
that they must fully comprehend any instructions given, 
that they are expected to ask plenty of questions and 
then do exactly what they are told to do. Every detail 
must be followed. If it isn’t, they have to be reminded 
each and every time. A confidence level must be built 
up in that person, and that comes from their ability to 
follow instructions exactly. Also, it is imperative that your 
instructions be clear and not subject to 
misinterpretation.

Don’t confuse sticking to details 
with micromanaging. They are used in 
two completely different disciplines. 
When you are training someone, that 
is the job at hand. The attention to 
details is part of that function. When 
dealing with the big picture of leading 
people or the business, the details 
should be left to others.

Don’t let people working for you 
see you cut corners. That will become 
their new standard. Instead, let them 
see you pay attention to the details 
(and rules) when you are actually 
performing a task or function.

Measure people by how well they do what they are 
supposed to be doing, not by what you might want them 
to be doing but haven’t told them yet.

Keep in mind that when training someone, he or she 
might be more interested in getting the job done than in 
understanding the entire history of how you got to this 
point in your life. My technique is to break the job at hand 
into small tasks that don’t need more than a few words 
of instruction. No explanations. Just short instructions. 
After the employee has done the job a few times, he should 
understand why he is doing what he is doing. If he still 
doesn’t, then he can ask me his questions. It is also easier 
to review a small job than a big job.

Create leverage. Delegate everything you can. If you 
always feel you can do it better and quicker and don’t 
like taking the time to train someone, then you aren’t 
management material.

Everything has some repetitive parts. Start with 
delegating that.

Learn the strengths and weaknesses of your staff. 
Then exploit their strengths and shield them from their 
weaknesses. Use each person to their fullest. Then each 
person does what he or she does best. Occasionally 
challenge an employee. If he or she accepts it, you’ve got a 
winner. And then push like crazy!

Many people are poor starters and finishers but are 
great in the middle. Most of the work is in the middle. 
Therefore, find ways to shorten the beginning and the 
end. This will lengthen the middle. Be prepared to give 
close assistance when the job starts and when it is about to 
end. Develop procedures to get people started quickly. In 
medias res is the way John Milton got the reader started 
with Paradise Lost. Get someone into the middle ASAP. 

Finishing up will need more help. 
Schedule yourself to be available at 
that point. Until the person has more 
experience, that is your job.

Have you ever been in a hospital? 
All the floors are the same, and they 
all have the same number of personnel. 
Yet, some floors are more organized 
and run much better than others. Why 
is that? Management! Handle your 
resources, and they will get the job 
done for you.

Managers who don’t delegate 
usually get lost in the details. That 
is a prescription for not seeing the 
big picture. Effective leaders are goal 

oriented, focusing more on results than on methods. 
Too much supervision destroys individual initiative and 
creates a dependency that makes both the supervisor and 
supervisee less effective.

Training is an investment in people resources. My firm 
prefers to hire people just out of school. Sure, there is a 
tremendous training cost but, if done right (and we do 
it right!), a much smaller learning curve. There can never 
be too much effective training. Most of the successful 
companies I work with know this.

Set deadlines. Project deadlines are sometimes 
mistaken for starting dates. Break the job into multiple 
tasks, each with a separate deadline. Don’t try to overcome 
human nature; learn to live with it—or work around it—
and benefit from it. 

Ed Mendlowitz, CPA, partner, WithumSmith+Brown, PC. 
Author of blog: www.partners-network.com

"Many people 
are poor starters 

and finishers 
but are great in 

the middle."
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You want to be successful. Everyone 
does. But your actual words might be 
undermining your chances of success. 

The things you say in the office, no matter 
how innocuous they seem to you, might be 
knocking you down the career ladder and 
putting the top position you dream about 
out of reach.

Your career is too important to be tanked by a few 

negative phrases. Here are the seven things you should strike 
from your workplace vocabulary if you want to achieve the 
success you richly deserve:
1. “THAT’S NOT IN MY JOB DESCRIPTION.”

When you accepted your current position, you had a 
good idea of what the responsibilities and workload of the 
role would entail. Throughout the months or years since 
you settled into your job, however, your role has expanded 
and changed shape. Some of these changes have probably 

7 Things Successful 
People Never Say

BY  Ilya 
Pozin
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been good, while others have made you wish for simpler 
times. When a boss or manager piles another responsibility 
on your already sore shoulders, it might be tempting to pull 
out this classic gem of work avoidance.

The better option, however, is to schedule a time to talk 
to your boss about your role. A specific conversation about 
your place in the organization is a good time to bring up the 
particulars of your job description, not when you’re asked 
to get something accomplished. No matter how stressed 
you are or how valid the complaint, dropping this phrase 
only makes you look lazy and unmotivated.
2. “IT CAN’T BE DONE.”

Throwing in the towel makes you look like a quitter 
-- and quitters don’t get promoted. Instead of giving up 
on a project entirely, frame your response in terms of 
alternative ways to get the work accomplished. Very little 
is truly impossible, and most managers and executives want 
forward-thinking problem solvers to climb the corporate 
ladder. If you offer solutions instead of giving up, you’ll be 
seen as a valuable member of the team.
3. “IT’S NOT MY FAULT.”

No one wants to work with a blame shifter. After all, it’s 
just a matter of time before this person eventually shifts the 
blame onto you. Take ownership of your mistakes instead 
of pointing out where others have fallen short. Admitting to 
a mistake shows character and the ability to learn and grow 
from problems. Pointing the finger at someone else strongly 
implies you’ll never truly learn from your errors.
4. “THIS WILL JUST TAKE A MINUTE.”

Unless something will literally take only 60 seconds, 
don’t overpromise and under -deliver. Saying something will 
only take “a minute” also has the side effect of undermining 
your efforts. Most likely the reason the particular task 
won’t take long is due to the benefit of your professional 
experience and acumen. By saying it will “just” take a 
minute, you're shortchanging what you bring to the table.
5. “I DON’T NEED ANY HELP.”

The rugged lone wolf type might be 
the hero of most action movies, but 
they’re unlikely to become the hero 
at your company. You might think you 
can go it alone on a project or in your career, 
but teamwork is essential. Being able to work with others 
is the hallmark of a good leader; you’re unlikely to climb 
your career ladder always flying solo.
6. “IT’S NOT FAIR.”

Life isn’t fair, and often your career won’t be as well. 
Instead of complaining, you should look for specific and 
actionable workarounds to the problems you encounter. Is 
it unfair a coworker got to run point on the project you 
wanted? Maybe, but instead of complaining, work harder 
and go the extra mile. Finding a solution will always be 
preferable in your professional life to whining about a 
problem.

7. “THIS IS THE WAY IT’S ALWAYS BEEN 
DONE.”

Doing things the way they’ve always been done is no 
way to run a business. Just ask some of the companies 
which toed the line, accepted the status quo, and went 
under. Adapting to an ever-changing marketplace is really 
the only way to survive in an economy constantly being 
disrupted by the next big thing.

You don’t have to be a slave to the trends, but you also 
can’t stick your head in the sand and hope things go back 
to normal. Instead, come up with creative solutions to new 
problems and innovate, and you’ll soon be in the driver’s 
seat taking your organization into the future.

Everyone wants to be successful, so make sure your 
words aren’t holding you back. These seven phrases are 
career kryptonite -- by avoiding them, you can fly into your 
future and become a successful superstar. 

Ilya Pozin  Influencer. CEO of Open Me. Columnist for Inc, 
Forbes & LinkedIn. Serial Entrepreneur.
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suit up, show up 
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Your Brand 
is Your Most 

Valuable 
Commodity

Your brand is your most valuable com-
modity, but many retailers are finding that 
business as usual is no longer effective when 
maintaining their image. E-commerce and 
social media are great equalizers and can 
rapidly strengthen a brand’s image, and 
damage it just as quickly. Director of retail 
and consumer products advisory services, 
former industry analyst Jeffrey B. Edelman, 
discusses current brand trends and how 
some retailers are finding success through 
differentiation, reinvention and staying 
ahead of customer trends.  

SOME BRANDS ARE LOSING THEIR LUSTER:

Consumers associate brands (national, store label, private or exclusive) with 
lifestyle, quality, consistency, fashion and value. That brand power extends 
across multiple product lines and categories, providing growth opportunities 

and increasing market share. Too often, it can be overexposed and saturated 
making it more difficult to maintain relevancy. Others have become tired and less 
differentiated; often lacking their value proposition. A brand’s life cycle is getting 

BY  Jeffrey 
Edelman
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shorter, while at the same time, opportunities for new brands 
seem to be growing.

An article from Women’s Wear Daily on March 27 bears 
this out: “Saks Fifth Avenue is seeing an uptick among 
‘young, emerging brands,’ according to Tom Ott, senior 
vice president and GMM. “There’s a real changing of the 
guard, more than I’ve ever seen in my career. And where 
we’re updating stores to be young 
and hip, we’re getting good traction,” 
he said.

SOCIAL MEDIA AND 
E-COMMERCE HAVE BEEN 
GAME CHANGERS:

Ease of store expansion, riding 
the wave of new shopping center 
construction,  has helped drive brand 
visibility. Cost of entry was high for 
new brands; however, the Internet 
has leveled the playing field. Some 
retailers have noted 75-90 percent of 
its customers browse online before 
buying, thus often broadening the 
list of comparative items for potential 
purchase.

Results from our  McGladrey Consumer Products 
Monitor conducted last year indicated companies will rely 
on a range of marketing tactics this year, with social media 
(55 percent) and online advertising (43 percent) most 
likely to see increased spending. Social media has taken 
over as the best way to reach the consumer. Increased 
resources are being spent to track consumer interests, likes, 
dislikes and needs. Traditional forms of advertising will 
continue to garner a smaller percentage of expenditures.

A new model is developing. Companies that 
understand their customer, what they want, when they 
want it, where they want to buy it, and how, are most likely 
to be winners in the consumer sector. Now, the ability to 
interact personally and online, is raising the bar. There is 
greater likelihood that peer influence and commentary 
will impact brand decisions, both positive and negative. 
The latter can often have a significant impact on a once 
powerful brand’s loss in stature.

MANY BRANDS WERE DRIVEN FOR 
INVESTOR RETURNS:

In many cases, public companies or privately owned 
companies are looking for an exit strategy. Capital 
investment enabled many brands to achieve impressive 
growth over the past decade, reaching a point where that 
momentum and profitability have become difficult, if 
not impossible to maintain. The major growth avenues 
were licensing and store expansion, which in some 
cases, grew faster than their ability to supply fresh and 
new products.

THERE ARE BRANDS, AND THERE 
ARE BRANDS; AND THEY ALL GET TIRED:

National brands originally set the standard, quickly 
followed by mono-brand retailers such as Gap. Retailers 
placed greater emphasis on store and exclusive brands as a 
means of differentiation, in an attempt to control pricing 
and to capture a larger margin. Finally, there is a group 

of resurrected brands being used by 
retailers such as TJX, Men’s Wearhouse 
and Dick’s Sporting Goods.

The key behind longevity is 
differentiation, maintaining a constant 
dialogue with the consumer, and 
sustaining the fashion newness and 
consumer allegiance. Witness the 
volatility within the specialty store 
sector, especially the fast-moving 
teen market. That consumer had too 
much of the same. Gap fell into that 
trap a number of years ago, allowing 
growth opportunities for A&F and 
American Eagle in the fashion area, and 
Aeropostale on a price basis. Now, those 

three retailers are struggling.
Brands such as Jones and some of the company’s 

subsidiaries were on a slippery slope for a number of years 
before finally throwing in the towel. It was faced with 
a diminishing customer base due to department store 
consolidation and the rise of newer, more exciting brands. 
Coach, as an example, still appears to be losing market share 
to Michael Kors and Kate Spade. In many respects, Coach 
was a victim of its own success. It successfully leveraged its 
brand and 
s t r o n g 

 "The key is to 
create the want 

to purchase 
rather than 
catering to 
the need to 
purchase."
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consumer appeal with an expanding store base, rapid 
growth of its factory outlets, increased department store 
selling space, online presence, and upgrading of product 
and price point.

Other fallen angels or those in 
various stages of rejuvenation are: 
Ann Taylor, Chico’s, J. Jill, Talbot’s, 
Urban Outfitters and Quiksilver. We 
might as well as throw in JCPenney 
and Sears for that matter. While 
many have written their problems 
off due to the sluggish consumer 
or weather, the issues usually run 
deeper.

Nike and Under Armour are great examples of 
reinvention and creating consumer demand for their 
newest and greatest footwear, apparel, and equipment. 
Reebok, on the other hand, rested on its laurels for too 
long and is still searching for a reason to exist, under the 
ownership of Adidas for a number of years. One might 
have thought UGG peaked a long time ago; however, its 
management was successful with its diversification and 
introduction of new product lines. Others, such as 
Timberland, have suffered from lack of strong 
management and consequently, a tired product 
line. Now under the ownership of VF Corp., 
it is hoping for a comeback.

WHERE TO GO NOW:
There are fewer opportunities 

to build new stores, and now with 
e-commerce, store traffic 
is declining and will 
likely continue to 
do so. A&F has 
been exploring 
selling its 
products to 
other retailers 
as well as beginning to carry 
other branded lines of merchandise—
but this doesn’t answer the question of reinventing 
itself or regaining its full-price customer.

Store expansion, in many instances, helped drive brand 
visibility by strategic positioning in regional malls.

Now, store closings will likely continue, in part, 
because of the deterioration in some regional shopping 
mall economics. The business model needs to be updated 
continually.

The value equation differs by consumer: Each segment 
places a different relationship on price, fashion, quality, 
timelines and uniqueness. Interestingly, those relationships 
have become more varied among consumer groups by 

product line. Many brands that were identified by their 
unique logo are finding their customers are now showing 
increased interest in “no logo” merchandise.

Other consumers are more 
focused on being able to buy a 
discounted brand, whether in an 
off- price or factory outlet store. To 
them, the brand is more important 
than the latest fashion item or fabric 
or fiber content identical to that 
found in full-price venues. Off-price 
and outlet centers seem to be taking 
some share away from the traditional 

big- box discount store which offer less fashion to go along 
with their low prices. Price alone will not drive a purchase. 
The Internet is altering the value equation at an ever-so-
fast rate, providing the consumer with a broader array of 
fashion merchandise, and in many cases at attractive prices, 
increasing the likelihood of more impulse purchases.

THE BOTTOM LINE:
It is all about effective management, who is responsible 
for sustaining the brand’s life cycle. Perhaps more 

important, is to stay ahead of any change 
in consumer sentiment. It’s not if, 
but when, the tides will change, 
and maintaining an ongoing 
dialogue with your consumers is 

critical to reacting on a timely basis. 
Additionally, social media is rapidly 

changing the landscape, requiring 
management to stay close to the market 

to remain ahead of the curve.
Some of the new breed 

will likely emerge within 
the department store 
exclusive brands group; 
carve-outs of specialty store 
businesses, and the nurturing 

of the many middle-market 
brands are beginning to 
gain penetration—especially 
those that offer newness and 

differentiation. The key is to create the want to purchase 
rather than catering to the need to purchase. 

Jeffrey B. Edelman is director of retail and consumer products 
advisory services for McGladrey, and is located in the firm’s New 
York office. He routinely advises senior management of companies 
operating in the consumer and retail sectors on strategic, sourcing, 
financial, marketing and distribution issues. He also works closely 
with internal teams on matters such as new business development, 
transactional advisory, including due diligence and tax.

"It is all about 
effective management, 
who is responsible for 
sustaining the brand’s 

life cycle."



S M A L L  B U S I N E S S  J O U R N A L40

BUSINESS DIRECTORY
ARCHITECTURE
Jacob Goldman Design
Consulting & Project Management
69 Taaffe Place
Brooklyn, NY 11205
718-233-1142
Service@JGoldmanDesign.com

AUTO LEASE
Anchor Auto Lease
319 River Ave.
Lakewood, NJ 08701
T: 732-363-8989

COMMUNICATIONS
Jive Tel
T: 718-924-2300
www.jivetel.com

Telebroad
T: 212-444-9911
sales@telebroad.com
www.telebroad.com

DESIGN & MEDIA
BP Graphics
315 Fourth Street
Lakewood, NJ 08701
T: 732-905-9830
info@bpgraphics.com

BrandRight Marketing Group
113 Hillside Blvd.
Lakewood, NJ 08701
T: 732-372-0404
F: 877-301-5269
info@brandtherightway.com
www.brandtherightway.com

DMJ Digital Media
David Jasse
Great Video. Stunning Results
T: 516-300-1500, 212-874-5073
C: 917-570-5514
jasse@dmjdigital.com
www.dmjdigital.com

Promoline1
www.promoline1.com
T: 718-640-1640

Ptex Group
3823 13th Ave.
Brooklyn, NY 11218
www.ptexgroup.com

FINANCIAL SERVICES
Accurate Pay Inc 
T: 877-567-0402
quickquotes@acc-pay.com

Akiva Spitzer, CPA
74 Herrick Ave, Suite 202
Spring Valley, NY 10977
T: 845-356-0063
F: 845-678-2296
akiva@akivaspitzer.com
www.akivaspitzer.com

Broad Financial
1-800-395-5200
www.broadfinancial.com

Federal Savings Bank 
Steve Neiman
401 Madison Avenue
Lakewood, NJ 08701
T: 732-965-2226
C: 732-213-4461
sneiman@thefederalsavingsbank.com
www.thefederalsavingsbank.com/

steveneiman

Leah Kliger, CPA
Kliger and Company, Inc 
Certified Public Accountants
6 Chelsea Court
Lakewood, NJ 08701
T: 732-370-5300
F: 732-370-5325

Livian & Co 
136 East 57th St., Suite 501
New York, NY 10022
T: 212-319-8900
www.livianco.com

McGladrey
1185 Avenue of the Americas
New York, NY 10036
T: 212-372-1000
www.McGladrey.com

Moshe F  Teitelbaum, CPA 
134 Broadway Suite 407
Brooklyn, NY 11249
T: 718-388-7168
F: 718-732-0226

Roth & Company
T: 718-236-1600
infor@rothcocpa.com

Saul N  Freedman & Company
Brooklyn, NY
6201 15th Ave.
T: 718-232-1111

Lakewood, NJ
100 Route 70
T: 732-719-5284
Maplewood, NJ
515 Valley St.
T: 973-763-3300

Rockland County, NY
Willow Tree Rd.
T: 845-354-9568

Smart Pay Payroll
216 River Avenue
Lakewood, NJ 08701
T: 732-987-3996
info@smartpaynj.com
www.smartpaynj.com

HEALTHCARE
Dr  Boruch Lifshitz, 
Family Dentist
2 Executive Blvd., Suite 100
Suffern, NY 10901
T: 845-368-0400
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Dr  Larry Shemen
Otolaryngology
Manhattan
T: 212-472-8882

Medical Supply Depot
1702 47th St. 
Brooklyn, NY 11204
T: 1-888-874-3831 
info@medicalsupplydepot.com
www.medicalsupplydepot.com/SBJ

INSURANCE
EFG Associates
Sol Edelstein, President
1315 Ave J, 2nd Floor
Brooklyn, NY 11230
T: 646-580-6115
F: 212-208-3040
www.SolEdelstein.com

GFI Insurance Brokerage, Inc 
New York, NY
140 Broadway, 41st Floor
New York, NY 10005
Monticello, NY
30 North St.
T: 212-837-4575
www.gfiinsurance.com

LIA Insurance Agency, Inc 
Commercial. Home. Life. Health.
328 Third St.
Lakewood, NJ 08701
T: 732-905-4100
Toll Free: 855-500-4LIA(4542)
F: 855-855-7813
info@LIAInsuranceAgency.com
www.LIAInsuranceAgency.com

LAW
Barmak & Associates
T: 609-454-5351
29 Emmons Dr.
Princeton, NJ 08540
www.barmak.com

Marvin L  Schwartz, Esq 
Schwartz Burton LLP
500 River Avenue, Suite 215
Lakewood, NJ 08701
T: 732-806-8181
F: 732-806-8188
nburton@schwartzburton.com
www.schwartzburton.com
Schulman Law Firm
Elie Schulman, Esq
190 Willis Avenue 
Mineola, NY 11501
T: 516-739-1020

Weissman Law Firm
Home of Loan Modification & 
Debt Consolidation
335 Central Ave.
Lawrence, NY 11559
T: 516-300-1616
F: 516-374-7059

LENDING SERVICES
Empire Lending Strategies
T: 845-406-4433

First Meridian
T: 718-732-0309
yishakis@fmm.com

Funding Resources Mortgage 
Corporation
777 Passaic Avenue, Suite 535
Clifton, NJ 07012
T: 973-249-7878
Toll Free: 888-FRM-FRMC
F: 973-777-9111
www.fundingrmc.com

Mid Island Mortgage 
Ben Werczberger 
Brooklyn
T: 718-496-2607

OFFICE SUPPLIES
The Office Desk Ltd
T: 845-371-4657
F: 845-230-8755
E.sales@theofficedesk.com

PROPERTY MANAGEMENT
MSL Property Management
T: 732-364-5938
info@mslmgmt.com
www.mslmgmt.com

Ramapo Management
259 Route 59, Suite 3
Spring Valley, NY 10977
T: 845-352-4348
F: 845-738-1694
simi@ramapomanagement.com

REAL ESTATE
Benedict Realty Group, LLC
150 Great Neck Road, Suite 402
Great Neck, NY 11021
T: 516-498-9100
F: 516-498-9105
www.brgny.com

Blue Sky Realty Group
Moshe Gottfried
Licensed RE Broker
20 Robert Pitt Drive
Monsey, NY 10952
T: 845-371-8471
F: 845-371-8473

Riverside Abstract LLC 
3839 Flatlands Avenue, Suite 208 
Brooklyn, NY 11234 
T: 718-252-4200 
F: 718-252-4226 
C: 917-543-2352 
yoel@rsabstract.com 
info@rsabstract.com
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LOOKING TO
HIRE?

Call the HR department at 
THE BUSINESS ENGINE and 
we’ll do it all for you for the 
best price.

THE BUSINESS ENGINE

Contact THE BUSINESS 
ENGINE CLASSIFIED 

JOURNAL today to submit 
your job opportunity for fast, 
reliable and accurate results. 

We can help.

1-855-224-2160

To subscribe to The Business Engine Classified Journal, email subscribe@TheBusinessEngine.com 
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THE BUSINESS ENGINE

Classified Job Listing
BUSINESS KNOWLEDGE.   BUSINESS OPPORTUNITY.    BUSINESS ACCESS.

ACCOUNTING
Well established Payroll / HR 
company looking to fill a FT position. 

The desired candidate will have 
excellent communication skills, be 
able to take direction and be an 
excellent team player. Will train. 
Previous payroll or accounting 
experience a plus. Competitive salary 
with large room for growth. 

For immediate consideration please 
submit your resume toResumes@
TheBusinessEngine.com or fax to 
855.224.2161 

Well established company located in 
Westchester 30 minutes from Monsey 
looking to hire a full time controller. 

The desired candidate must have 
2-4 years controller exp. Must give a 
professional impression and be able 
to communicate via phone and email 
professionally. Starting salary 70k. 

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
855.224.2161  

Position available in a well-
established accounting firm in 
Brooklyn, for experienced auditor, 
2-3 years’ experience necessary. 
Must have completed all four CPA 
exams. Technical knowledge should 
include GAAP, GAAS, GAGAS and 
A-133. Excellent oral and written 
communication skills required. Strong 
Microsoft Excel and Word skills 
required. Outstanding organization 
skills and time management skills 
with the ability to prioritize multiple 

engagements and supervise staff 
simultaneously. Must be able to travel.

Competitive salary and benefits. 
Professional and pleasant work 
environment. Email resume to 
Resumes@TheBusinessEngine.com

Well established company located in 
NJ looking to hire a FT controller.
 
The desired candidate must have 
3-6 years’ experience. Must poses 
excellent communication skills and 
must be a team player. Pleasant 
and professional environment. 
Starting salary between 75k-85k.  

For immediate consideration please 
forward your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Well established business located 
in the Bronx looking for a full time 
assistant controller.

Must have 3-6 years accounting 
experience, must have professional 
demeanor and be a team player. 
Starting salary is 75k-80k

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Well established real estate company 
in Brooklyn looking to fill a FT 
Accounts Payable position in their 
office. Must have 4-6 years’ experience 
in A/P. Salary in the 55K range.

For immediate consideration please 
submit your resume to Resumes@

TheBusinessEngine.com

BOOKKEEPER
Well established real estate 
management company 10 minutes 
from Lakewood is looking to hire 
a FT bookkeeper. The desired 
candidate must have 2-4 years exp, 
have professional and coherent phone 
skills and be a team player. Starting 
salary in the range of 45k-55k based 
on exp. For immediate consideration 
please submit your resume to 
Resumes@TheBusinessEngine.com 
or fax to 855.224.2161

MEDICAL BILLING
Local growing company seeking 
intelligent, capable and dedicated 
employee for medical billing 
department.  

Candidate must have office experience 
with superb phone skills and office 
etiquette. Flexible hours possible. 
Salary plus insurance benefits. 

Please submit your resume to 
Resumes@TheBusinessEngine.com 
or fax to 855-224-2161 

HEALTHCARE
Medicaid Coordinator needed in 
Brooklyn and Bronx
Nursing Home experience a must- 
salary starting at 55K.

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Director of Nursing needed in 
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Mariano Rivera was the best 
there was at what he did. His 
retirement was greeted with 

respect and admiration by everyone that 
knew him or knew of him. We know he 
wasn’t perfect – none of us are. But, there 
is no doubt that he always did the best he 

could. The questions are, “Do we do the best we can do?” 
“What made Mariano be the best?”

Talent, knowledge, attitude and opportunity are 
obvious assumptions. Without those, you can get only so 
far. What I believe made Mariano the best was that he gave 
100% all of the time. Every effort was the best he could 
possibly do. I believe the quality that propelled him was 
hisinternal pride to do the absolute best he could. He did 
not accept less from himself.

My question is, “Do you have the internal pride to 
not allow yourself to do less than the best every time you 
get the opportunity?” Do you have the sense of ownership 
your work needs to have you perform superbly? Do you 
treat everything you do as the most important thing you 
have to do – for that time, on what you are doing? Do you 
have the internal mechanism that does not permit you to  
 
do less than a great job and that does not let you accept from 
yourself less than the best you can do?

I hear many excuses for poor performance – “I was 
rushed,” “I did not like the client or customer,” “I did not 

Do You Have the “Mariano 
Quality” that Made Him the 

Best at What He Did?

BY Ed 
Mendlowitz

have everything I needed to do it right,” “My staff wasn’t 
available and I had to do it myself,” “The fee was too low” 
and other inane defenses. To my way of thinking… there is 
no apology for doing less than the best. If you can’t do your 
best, don’t accept the responsibility.

The same goes for people working alongside and under 
you. If you don’t do your best, how can you ever expect 
the best from others? And, if for one time, for one project, 
for one moment because of the exigencies of the situation 
you relax the “best” standard, you’ve destroyed your “best” 
standard for all time afterwards. The best you can do is the 
best you can do!

Use Mariano as a role model. Do your best always and 
expect the best always. Do not disappoint yourself.  

Ed Mendlowitz, CPA, partner, WithumSmith+Brown, PC. 
Author of blog: www.partners-network.com

Rockland area, Brooklyn, Bronx – 
salary starting in the 110K range. 

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Director of Admissions needed in 
Queens and the Bronx- starting 

salary in the 65K range. Nursing 
Home experience a must. 
 
For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Nursing Home Administrator 
needed. Administrators in South 

Jersey.  Must have a year experience 
working as an Administrator. Room 
for growth. Starting salary 60k-80k.  
 
For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Well established company servicing 
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Healthcare facilities and their 
residence is seeking a new North 
Jersey rep. to join the growing team.
Responsibilities include; Creating 
and maintaining relationships 
with prospective referral sources. 
Attending networking, marketing 
and tradeshows events. Working 
directly with clients. 
Candidate must possess high-level 
interpersonal/social skills and be 
driven to succeed.
 Nice salary package based on 
experience.
For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
855.224.2161

MARKETING
Well established health care facility 
looking to hire an online marketing 
manager to oversee all aspects of 
online presence. 

Must be tech savvy and self-
motivated. Experience in online 
marketing required. Responsible 
for developing and maintaining an 
online presence and strategy, as well 
as SEO, PPC, content, webinars 
and email marketing among other 
things. Amazing work environment 
with huge growth potential. Excellent 
salary packaged. 

Please email resumes to Resumes@
TheBusinessEngine.com or fax to 
855.224.2161

Marketers needed in Brooklyn, 
Queens and Rockland.
Marketing experience in the healthcare 
field a must. Should have contacts. 
Salary starting in the 70K range. 
 
For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

A successful payroll company located 
in Monsey NY wishes to take the 
business to the next level and is looking 
for an entrepreneurial individual 
to build its sales and marketing 

division.  Great opportunity for right 
individual with a possible partnership 
in the company.

Call 845-202- or email 
business10952@gmail.com

IT  & SOFTWARE
We are looking to fill an opening for 
an entry level IT technician for  a well-
established internet phone company. 
All training provided. The desired 
candidate will have 1-3 years IT 
related exp, hard worker and be able 
to adapt to new concepts and training. 
For immediate consideration please 
email Resumes@TheBusinessEngine.
com or fax to 1-855-224-2161
Good base salary and room for 
growth.

Looking to hire Network Technicians 
in out Mahwah NJ and Brooklyn 
offices.

A multi-office Managed Services 
Provider (MSP) with offices in New 
York and New Jersey. Serving the 
systems administration needs of 
companies in the area. 
Seeking driven individuals to join 
our centralized IT department 
in Brooklyn NY. Currently have 
openings for a Level I Technician. 
Your primary duties would be to 
handle requests and needs of our 
clients on desktop and networking 
equipment, and to diagnose issues 
that arise.

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Looking for a PHP / MySQL 
Developer to join a growing team. 
Ability to work within a team and 
adapt quickly to new concepts. Good 
understanding of OOP and knowledge 
of HTML, CSS & JavaScript a must. 
Knowledge of Linux and VCS a plus. 
 
Email resume to developmentjobs@
ltccs.net.

SECRETARY
Office Position: Well established 
senior planning company is looking 
to hire an intelligent, capable and 
dedicated employee with superb 
phone skills to manage their intake of 
new clients. 

Must have pleasant and professional 
phone demeanor be able to 
communicate professionally and 
coherently. Follow up to ensure 
problems are solved and everything 
runs smoothly. If you enjoy 
challenging work and tackling 
problems on your own, this job is for 
you. Office exp. a must. 

Email resumes to Resumes@
TheBusinessEngine.com or fax to 
855.224.2161 

Well established business located in 
Lakewood looking to hire FT and PT 
secretarial positions in their office. 

Must have 2-3 years office exp. 
Excellent phone and email 
communications skills. Pleasant and 
professional environment.

Please submit your resume to 
Resumes@TheBusinessEngine.com 
or fax to 855.224.2161 

Well established auto leasing 
company located in Lakewood NJ 
looking to hire a FT secretary. Must 
possess excellent communication 
skills, be able to multi task and be a 
team player. Pay is based on exp. 

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161 

PROJECT MANAGER
We are looking to hire a junior 
project manager / assistant PM for 
a well-established company in the 
construction industry. This position 
is based out of our Brooklyn office 
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and needs someone with some 
construction experience / background 
that is looking for a growth 
opportunity in this arena. It needs 
someone that is extremely organized 
and can think on his feet. For this 
position we are looking for someone 
in the $45K range depending on their 
background and experience. 

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com

OFFICE MANAGEMENT
The desired candidate must have 
previous management experience, 
excellent communication skills and 
the skill to take a lead role in a fast 
paced professional environment. 
Starting salary between 80k-95k. 

For immediate consideration please 
forward your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161

Admissions Director - Nursing Home
Location: Downtown Brooklyn New 
York
Salary: Depending on exp. and 

background (RN a plus) 

We are looking for an aggressive 
Admissions Director for a upscale 
Nursing home in Brooklyn needs 
to have prior experience in clinical 
settings.

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com

SALES
Well established business located in 
south Plainfield, New Jersey; looking 
for a full-time salesman who has 
experience in the cabinet industry. 
The company’s focus is selling their 
products to developers in the NY NJ 
and Connecticut areas. 

The desired candidate must be 
professional, and possess excellent 
communicating skills, both in person 
and over the phone. Must be focused 
and driven to succeed. Substantial 
salary with nice commission for the 
right candidate. 

For immediate consideration please 
submit your resume to Resumes@
TheBusinessEngine.com or fax to 

855.224.2161

Well established construction 
company looking to hire a polished 
sales person that can create 
relationships in the senior living 
and hospitality industries and close 
business! Starting base salary of $40-
50K with potential to make between 
100K to 200K easily depending on 
amount of business closed.

For immediate consideration please 
email your resume to Resumes@
TheBusinessEngine.com

Company: First Choice Merchants
Well established credit card processing 
company is looking to add to their 
growing sales team. Candidate
must be ambitious, passionate and 
have a strong desire to succeed. All 
hands on training provided. Salary 
commission based and will continue 
to provide a residual income on 
every customer attained for life. 
 
For immediate consideration please 
forward your resume to Resumes@
TheBusinessEngine.com or fax to 
1-855-224-2161
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