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Outgrown Your Bank?
As your finances change and grow, so too should your banking. If you’re ready for a quality banking approach that 

has been around for more than 80 years, come and see us. We’ll be glad to show you how much better banking can be.
www.pioneertrustbank.com    503-363-3136

Salem-Keizer Volcanoes: A Brilliant Diamond Along I-5

Valley Professional Center 
Nears Completion

20,500 square foot Valley 
Professional Center will be 
available for occupancy in 

September 2006.

Meringue Boutique Now 
Featuring Adina Jewelry

Meringue’s Salem 
Boutique  located at 

333 State Street

By MIChAel PAtrICK o’CoNNor

The Salem-Keizer Volcanoes Single-
A Short Season minor league baseball 
franchise is enjoying its tenth season in the 
Mid-Willamette Valley.  Prior to the club 
taking to the diamond for the first time in 
1997, former Keizer Mayor Dennis Koho 
told the Statesman Journal “I can’t see in 
the long term how this can fail.”  Koho was 
correct.   The club, co-owned by the husband 
and wife team of Jerry and Lisa Walker, is 
thriving.  Fans haven’t seemed to tire of the 
attraction of professional baseball.  On the 
4th of July they came out in droves to set 
a single-game attendance record of more 
than 5600 spectators.  

One individual who has taken in plenty 
of the ballgames over the past ten years is 
Lead Usher Pat Wilson.  He’s worked for the 
Salem-Keizer Volcanoes since its inception.  
Wilson recalls being put in charge of 
escorting visiting mascots into The Crater 
(Salem-Keizer’s ball field) back in 1997.  Now 
Wilson is in charge of eight and sometimes 
nine ushers on busy nights.

“The job for all of us ushers is to make it 
(Volcanoes Stadium) fun for all of the fans,” 
Wilson said.

The so-called “Wow Factor” is still in place 
with this year’s addition of the VolcanoTron 
scoreboard in right field.  Every year the 
Walkers see fit to add a new attraction to 
the Volcanoes complex whether it is the 
Lava Lounge where adult fans can enjoy 
microbrews and other alcoholic beverages 
along the left field line or improvements to 
the children’s play area. 

My observations of the Salem-Keizer 
Volcanoes 10th Anniversary Season takes 
place over two nights and during a five-game 
series against the Tri-City Dust Devils.  The 
visitors are taking batting practice when I 
arrive 90 minutes before the first pitch to 
get ensconced in the Ivan Walker Press 
Box that is dedicated to Jerry Walker’s late 
father.  To steal a phrase from play-by-play 
man Volcanoes Pat Lafferty, the ball field 
was “bathed in sunshine.”

A Thursday Night promotion is taking 
place in the Lava Lounge where one dollar 
well beers are sold.  It’s also Western Night 
and our National Anthem is sung by Salem 
resident and Nashville recording artist Joe 
Shinkle who gets a nice round of applause as 
he leaves the field. Shinkle takes a moment 

to chat with me on the porch-like area 
between the home plate box seats and the 
press box.

“I am a local product and have been out to 
a game before,” Shinkle said.  “It’s a really 
cool environment and a safe environment.  
I feel safe bringing my kids here.  Anybody 
should.  It’s a great family venue,” he added.  

Shinkle’s settling back into the Salem-
Keizer area and suspending his shuttling 
between here and Nashville is the result of 
his forming the band 99 West.  If bookings 
are any indication, Shinkle made the right 
move.  He and his band mates have been 
able to book a full slate of gigs over the next 
three months.

A major corporate sponsor of the night’s 
festivities and throughout the history of the 
ball club is the Capitol Auto Group.  I run 
into its General Manager Mike Long with a 
grandchild in tow.  Mr. Long took time out 
for an impromptu interview and quickly 
reminded me that his son-in-law Michael 
Redding and Redding Construction built 
Volcanoes Stadium.

Continued on page �

Popular local boutique 
takes it up a notch by adding 
star quality designer jewelry 
to their online and boutique 
locations.

In a boutique filled with 
scrumptious treats, it is a 
wonder that they need to add 
anything at all! Nonetheless, 
owner Regan Donofrio is on a 
path of total world domination 
and is adding goodies for girls 
of all ages by the spoonful at 
Meringue Boutique.

New to the mid-summer 

product line is Adina 
Jewelry. 

“Adina’s jewelry is so 
simple and stylish, the kind 
you never want to take off”, 
says owner Donofrio. It’s 
true; Adina has an every 
day wearable simplicity. So 
much that Hollywood stars 
such as Brad Pitt, Denise 
Richards, and Eva Longoria 
have been spotted bedazzled 
with Adina.

Continued on page �

the new Valley Professional 
Center is located on Mission 

Street
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RE/MAX agents have the experience you can count 
on to make your real estate dreams come true. Just 
tell us what you want.

No matter what you’re looking for, we’ll help you fi nd it. 
Whether it’s a special house in the country, a place in 
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Volcanoes...Continued from page �

Continued on page �

“Number one:  We’re very happy the 
Walkers came to the Salem area.  They 
have been wonderful not only as the owners 
of the Volcanoes but they’ve donated a lot 
back into the community and that’s one 
of the reasons we’ve (Capitol Auto Group) 
been supporting the Volcanoes for as long 
as we have.  It’s good for the kids.  I see a 
lot of kids running around here tonight and 
sports is probably one of the most positive 
things we have going for us in Salem,” Long 
concluded.

As my first night at the ballpark winds 
down, I see Marion County Commissioner 
Patti Milne heading for the exit to beat 
the rush of cars out of the stadium.  She’s 
gracious enough to chat with me before 
hitting the parking lot.  Milne and her 
husband are season ticket holders and 
she enjoys Volcanoes baseball for various 
reasons.  “It’s wonderful.  It’s great for the 
county and the economy of Keizer.  It’s a 
good family venue,” Milne stated.

The family fun sentiment that is echoed by 
one fan after another is welcome to Volcanoes 
management, including play-by-play voice 
Pat Lafferty.  The former Portland Trail 

Blazers television commentator brought 
a tried and true marketing philosophy 
to Salem-Keizer baseball from his days 
covering hoops: 

“The marketing philosophy that most 
sports teams use now was a philosophy 
that was developed by a man named John 
Spoelstra and he’s kind of the guru of modern 
team sports marketing.  When he joined 
the Trail Blazers in 1979, he really created 
a whole new kind of thinking by bringing 
all of the broadcast rights in-house.  In the 
old days, teams would auction off radio and 
television rights to the highest bidder.  His 
(Spoelstra’s) feeling was twofold.  Number 
one, you could do a better job servicing your 
sponsors if you had control over everything, 
including not only the ads but the 
promotional affiliations.  The concept was 
called Full Menu Marketing.  By the same 
token, the team also had the ability to then 
make more money.  Instead of just getting 
a flat fee from the stations and the stations 
went out then and sold it for whatever they 
wanted to sell it (advertising) for, the teams 
could charge a higher price because they had 
a premium product and you knew who your 
audience was.  So this philosophy evolved 
during the 1980s and was eventually copied 
by not only individual teams but it’s the 
philosophy that the NBA uses today and 
most major (sports) leagues.” 

“For the Salem-Keizer Volcanoes, we’re on 
a much smaller scale,” Lafferty said with a 
smile. “But the idea is that instead of the old 
philosophy where somebody said, “I’ll buy a 
little ad in your program” or somebody else 
said, “I’ll buy one of your small fence signs” 
the idea was to create Full Menu Marketing 
and give your advertisers a chance to realize 
an impact that hopefully they could measure 
on the bottom line.”

“So our advertisers with the Volcanoes 
have signage in the ballpark, a full-page full 
color ad in the yearbook, they’ve got radio 
commercials either in our one hour pre-
game show, The Bullpen, or during play-
by-play and then every one of our sponsors 
gets lower level box seat season tickets they 
can use for their employees or they can use 
them to bring current or prospective clients 
to the ballpark.,” Lafferty added.

There are also value-added items.  “There’s 
some kind of promotion that’s customized 
for what they (the client) would like to 
achieve,” Lafferty said.  “Every one of our 
sponsors has a night when we just give them 
thirty tickets and they all sit in a group.  We 
have a Sponsors’ Kids Day.  The children 
of the sponsors come to the ballpark, get 
autographs, take pictures with the players, 
have lunch with the players, get to tour the 
ballpark, see what the locker room is like.”

“We’re in the (ticket) renewal business,” 
Lafferty candidly remarked.  “If people look 
at the sponsorship and say we got more 
than we paid for then they’re likely to come 
back,” he concluded.

Not every Volcanoes fan can always make 
it to home games and going on the road with 
the club is a rarity for the average person.  
That’s where the team’s media partner 
comes in.  The Salem-Keizer Volcanoes and 
KYKN Radio have been working together 
from well before the first pitch in the 1997 
campaign.  That partnership has also been 

pivotal to the franchise’s continued strength, 
according to Lafferty.

“There’s no question that anywhere you 
go in the country if a sports team can stay 
with the same radio station over the years 
it’s a huge plus not only for the team but 
also for the station.  And it’s comfortable 
for listeners,” Lafferty said.  “We like it 
also because this (KYKN) isn’t part of a big 
corporate conglomerate where everything’s 
programmed and decided by consultants in 
L.A., Chicago or New York.  It’s a locally-
owned radio station.  They’ve got a strong 
sports portfolio that includes the (University 
of Oregon) Ducks and the (Portland) Trail 
Blazers and so we fit right in, the third leg 
of that stool I guess during the summer,” 
Lafferty surmised. 

At KYKN, station owner Mike Frith is 
also pleased with how the last decade has 
unfolded.  “When we started this ten years 
ago, I didn’t know what to expect,” Frith 
admitted.  “I knew it was something we 
wanted to be involved in but I also knew 
there was a learning curve.  Pat Lafferty has 
made the leaning curve far less steep than it 
normally would be,” Frith said.

“Jerry Walker has become part of the 
community and so have the Volcanoes.  I’m 
pleased with the relationship.  It amazes 
me it’s been ten years.  You and I worked 
together then,” Frith reminded me.  “You 
and I were at the first game and Dennis Koho 
landed in a helicopter in center field.  How 
about that!” Frith added while breaking into 
a smile.  “You got old,” he informed me as 
if I needed to be reminded that I’m follicle-
challenged, have grey hair in my beard 
now and crows-feet framing my eyes.  [For 
more on KYKN Radio see the accompanying 
sidebar]

The Volcanoes’ tangible success in the 
Salem-Keizer and surrounding cities 
marketplace is also tied to community 
involvement and my second straight night at 
The Crater coincided with a t-shirt giveaway 
for kids linked to the effort to eradicate 
methamphetamine use that is a ubiquitous 
problem nationwide and particularly acute 
in Marion County.

I was a welcome recruit to pass out the 
“Striking out METH in Marion County” t-
shirts, working alongside Marion County 
Sheriff Raul Ramirez and Marion County 
Public Safety Coordinating Council member 
and Woodburn City Councilor Peter 
McCallum.  Woodburn Councilor McCallum 
credited Salem with spearheading efforts to 
stamp out meth use in the Mid-Willamette 
Valley with the No Meth in My Neighborhood 
Campaign.  “The thing we have to keep in 
mind is this is just not a police matter,” 
McCallum suggested.  “It is a community 
matter,” the politician opined.

Woodburn has followed Salem’s lead 
when it comes to tackling the meth problem 
head on, according to McCallum.  “We have 
a No Meth Task Force.  It’s made up of the 
police department, school officials, private 
individuals coming up with plans, speakers’ 
bureaus, real estate agents.  We just have 
to keep after it.  It’s a long term thing.  We 
need to look beyond the state. We need to 
look internationally on this.  It starts in each 
community like Woodburn.  We can’t put 
it (the burden) on the schools and say hey 

you educate and nobody (else) is going to 
do anything.  You can’t put it (all) on police.  
It takes the whole village,” McCallum 
concluded.

Marion County Sheriff Raul Ramirez 
was hard at work getting the anti-meth 
message out as well. “We know that 
methamphetamine is hitting families hard 
across the county and the state.  There are a 
lot of efforts out there to fight this problem 
working with community…citizens. We 
looked at this event here, at Volcanoes 
Stadium, as an opportunity to reach 
approximately five thousand attendees with 
a message:  Continue to help us fight meth 
because government, law enforcement can’t 
do it by ourselves,” Ramirez admitted.

Efforts like “Striking out METH in Marion 
County” are having an impact as a week 
later the director of the Office of National 
Drug Control Policy visited Portland.  
Drug Czar John Walters praised the state 
for taking a leading role in stemming the 
tide of methamphetamine manufacture, 

A Dedicated 
radio David 
holds off the 
Media Goliaths

    
KYKN Radio remains Salem-Keizer’s 

source for news and talk radio, but has 
taken on a new slogan or moniker of 
“Hometown Radio”.  Station manager and 
owner Mike Frith has not just come up with 
a marketing slogan but lives and breathes 
that commitment along with his staff.

The station is the radio home to the 
Salem-Keizer Volcanoes and Frith 
contends that partnership is one way 
his business fulfills that hometown 
radio pledge.  “One of the reasons we’re 
hometown radio is we cover 76 games 
in about 80 or 81 days from venues 
throughout the Pacific Northwest, 
including Vancouver, B.C.,” Frith said.

The radio landscape had changed 
mightily since I entered the business in 
the late 1980s.  Federal Communications 
Commission (FCC) rulings and newer 
regulations allow media conglomerates 
to dominate the airwaves.  Clear Channel 
Communications, Entercom Radio and 
Cumulus Broadcasting have swallowed 
up many stations up and down the I-
5 corridor, but KYKN remains locally 
owned an operated.

“The key for us is we have to have a lot 
of listeners,” Frith said.  “According to the 
latest Arbitron (A radio station audience 
measuring service) we’ve got 16,100 adult 
listeners in the Salem-Keizer market that 
listen to KYKN on a very regular basis,” 
Frith added. According to Frith, those 
numbers represent upwards of 12% of 
the adult population in the local market.  
That devoted cumulative audience is a 
great selling point for KYKN’s sales staff.
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distribution and use in America.  
It’s no surprise that the Salem-Keizer 

Volcanoes’ footprint to stamp out 
methamphetamine is visible. It underscores 
what a sports organization can accomplish 
on and off the field of play when it becomes 
part of a community’s fabric.  

the Salem-Keizer Volcanoes 
August home Schedule

8/3-7
5 game series 
Yakima Bears

8/11-15
5 game series 

Spokane Indians 

8/22-24
3 game series 

Everett AquaSox 

8/25-27
3 game series 

Vancouver Canadians

Volcanoes...Continued from page �Scale Financial Peaks with the 
oregon College Savings Plan

The cost of colleges and universities 
embarked on vertical ascent in the early 
1990s like a Sherpa-led team scaling Mt. 
Everest.  It behooves parents with small 
children to plot a course that saves for 
higher education needs and the state of 
Oregon provides a good investment vehicle:  
the 529 plan.

I had the pleasure to sit down with the 
Oregon 529 College Savings Network 
Executive Director Michael Parker.  His 
office is a department of the Oregon State 
Treasury.

“These plans started back in the late 90s.  
They’ve been revised and enhanced by 
Congress and the states over the past few 
years.  529 is named after (a section of) the 
federal tax code like 401K.  They (529s) are 
specific investment vehicles for college.  The 
beauty of 529 plans is they are state and 
federally tax-free on the earnings growth,” 
Parker explained.  On top of that Oregon’s 
plan offers residents a $2000 state tax 
deduction to encourage said investment.  
These tax advantages are in effect so long 
as the money is, in fact, used for higher 
education needs.

“It’s a specific tax break for higher 
education ONLY,” Parker emphasizes.  But 
higher education includes two-year schools 
like Chemeketa Community College, four 
year private universities like Willamette 

University as well as graduate schools and 
vocational schools that are accredited.

“It’s a very efficient way and a very 
targeted way to save for college,” Parker 
opined.  Contributors to a 529 plan are 
not hamstrung by income limits so even 
Bill Gates could contribute to one.  The 
contribution ceiling per beneficiary is 
unlikely to be approached by John Q. Public 
as it is set at $250,000.00.

An interesting characteristic of a 529 is 
that a beneficiary can also be yourself if 
you’re planning to return to school as an 
adult.  You don’t have to intend to be bound 
for the Wharton or Harvard Business School 
to qualify.  

By MIChAel PAtrICK o’CoNNor “You can put money in the account for 
yourself; take it out when you’re ready to go 
back to school.  Many folks are just doing it 
to take a class at Chemeketa,” Parker said.

So many investment vehicles are 
extremely restrictive.  The 529 plan is far 
more flexible.  For example, 529 plans are 
transferable.  The only restriction according 
to Parker is the transfer of an account from 
one beneficiary to another must be done 
between people who are related and there 
is no tax consequence or penalty to said 
transfer if generations are not skipped.

To learn more about the Oregon 529 
College Savings Network, check its website 
at oregon529network.com.    

Sheilah Rund has been named district 
general agent for the Salem, Oregon sales 
district of Colonial Supplemental Insurance. 
In her new position with Colonial, Rund 
is responsible for building a sales team to 
market Colonial’s products, programs and 
services in the area. She’s currently looking 
for salespeople and sales managers to join 
her district team in Salem.

Rund brings to Colonial five years of benefits 
industry experience, previously serving as 

assistant sales manager for Colonial and as 
a sales executive. Her background includes 
experience in working with employers to 
help effectively communicate their benefits 
programs. Rund is a member of the Salem 
Chamber of Commerce. 

Colonial Supplemental Insurance is the 
marketing brand of Colonial Life & Accident 
Insurance Company, providing a broad 
portfolio of insurance coverages, such as 
disability, accident, life, cancer, critical 

illness and hospital confinement indemnity 
insurance policies.

For more information about Colonial’s 
products and services or opportunities with 
the company, call Rund at (541) 513-0781, 
e-mail her at Sheilah.Rund@coloniallife.
com or visit www.coloniallife.com. 

Sheilah rund Appointed District 
General Agent for Colonial 
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Call today, an appointment for tomorrow’s opportunity is waiting.
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Elaine Gesik, Broker

Invest in the Future...

Real Estate Opportunities Made Daily
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By tIM BuCKley

Shiatsu Massage: 
eastern Medicine for Western lifestyles

Massage was once seen in the U.S. as exotic 
treatment for sports stars and the wealthy 
class. But in the past decade it has become 
commonplace for treating specific physical 
pain and also as preventive therapy. 

More than 47 million Americans last 
year received a massage, and that number 
continues to rise steeply as people learn 
of its effectiveness, either by itself or 
in conjunction with western medical 
remedies. 

Among those 65 and older, the number 
receiving massage has tripled since 1997, 
according to surveys done by Opinion 
Research Corporation International.

Oregon School of Massage (OSM) is among 
the oldest, most respected institutions in the 
state for those wishing to attain the licensed 
massage therapist (LMT) certificate needed 
to practice massage in Oregon. Started in 
Portland in 1984, OSM is the only school 
with a second campus in Salem. Likewise, 
the school is the only one of its kind in the 
state to offer certification in both “western” 
massage (which includes Swedish massage) 
as well as “eastern” massage, which includes 
Shiatsu. 

The Shiatsu method comes from Japan, 

from a tradition many centuries old centered 
in Chinese medicine and philosophy,” 
explained Melanie Zermer, instructor of the 
Shiatsu program at OSM’s Salem campus. 
“Shiatsu massage deals with the ‘whole’ 
person – the body, mind and spirit,” she 
added. 

Often referred to as ‘acupressure,’ Shiatsu 
is like acupuncture in that it works along 
the body’s energy pathways – also called 
‘meridians’ – to promote the free flow of 
energy, or ‘qi’ (pronounced ‘key’ in Japanese 
or ‘chi’ in Chinese). The therapist performs 
a choreographed ‘form’ or ‘kata’ that is 
practiced much like a martial art or a ballet. 
As the kata is done, using a combination 
of compressions, stretching and other 
techniques, the client experiences a “sense 
of overall aliveness and wellbeing,” Zermer 
said.

Most Americans are familiar with Swedish 
massage, in which the therapist applies oil 
or lotion directly to the skin and the client is 
disrobed.  In contrast, the Shiatsu massage 
is performed with the client fully clothed, 
and no lubricants are used. 

The school is holding an Open House in 
Portland and Salem this August, specifically 

to demonstrate and discuss the less-known 
Shiatsu method of massage.

The Salem Open House will take place 
Tuesday, August 15, from 5:30 to 8:00 
p.m. The school is located at 440 Ferry St. 
SE. The Portland Open House will be held 
Friday, August 25, from 5:30 to 8:00 p.m. at 
9500 SW Barbur Blvd., Suite 100.

In both cases, instructors, students and 
alumni will be there to demonstrate the 
Shiatsu technique and to talk one-on-
one with people interested in learning the 
ancient healing methods. Refreshments, 
including sushi and tea, will be served.

Ray Siderius, president and founder of 
OSM, said that the Open House is designed 
for a diverse audience: prospective students 
and members of the general public who 
would like to know more about Shiatsu, 
for example. But he anticipates that health 
practitioners will also be interested. “I can 
imagine that Swedish massage therapists 
will be interested to see how Shiatsu can 
be integrated into their existing practice,” 
he said. “Likewise, acupuncturists, physical 
therapists, chiropractors, nurses and those 
working with the senior population may 
also have interest,” Siderius added.

Shiatsu massage, as taught by oregon 
School of Massage in Salem, is 
relaxing and energizing. the school 
is offering free demonstrations at an 
upcoming open house, August 15, 
at their business location, 440 Ferry 
Street, downtown.
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The Mayor’s view Janet Taylor

During Mayor Taylor’s summer vacation from her column, please enjoy some of the best of her 2005-2006 columns.

LandAmerica - A Fortune Magazine 2006 Most Admired Company.

925 Commercial Street NE, Suite 100 ~ Salem, Oregon
P: 503-361-1211 Diane Dufresne

Sales Representative

Our commitment level is of the 
highest standard within the 
industry; where superior service is 

GUARANTEED.  

Qwest Communications International Inc. 
(NYSE: Q) has launched an enhanced 
Web site to help make moving to a new 
home as easy as possible for customers. 
The new site lets customers order their 
communications and entertainment 
products – as well as set up utilities – in 
one simple online session.    

By visiting the Web site at www.qwest.
com/mover and placing an order with 
Qwest, movers can select the “Connect 
my Utilities” banner and transfer or 
order new electric, gas, water and other 
services – all in one place – based on 
availability in their area.  

Building on Qwest’s commitment 
to make it easy and convenient for 
customers to stay connected with the 
people and things important to them, the 
Web site also offers tools and resources 
to make moving as simple as possible. 
The site features a move planner, city 

profiles and a free moving kit, which 
includes change-of-address service, a 
helpful pre-move checklist and a free 
30-minute pre-paid Qwest calling 
card. 

Movers who place orders on the 
enhanced Qwest site will also receive 
a free one-year membership in 
SaversGuide®, an online discount 
and savings site powered by 
Entertainment©. This membership 
provides information and access 
to valuable coupons redeemable 
at restaurants, dry cleaners and 
attraction venues in a mover’s new 
neighborhood.  

“Moving can be an incredibly 
stressful time. At Qwest, we want 
to make the experience as simple 
and convenient for customers as 
possible,” said Stephanie Copeland, 
vice president of product marketing 
at Qwest.  “By enhancing our one-
stop online moving shop, Qwest 
hopes to ensure seamless access to 
the products that help keep customers 
connected, as well as essential utility 
services.” 

At the Web site, movers can choose 
Qwest products at additional cost-
savings when they bundle their 
Internet, TV and digital voice (local 
and long distance) services, as well as 
order newspaper subscriptions and 
gas, electric and water utilities. The 
inclusion of a Qwest Wireless package 
in the bundle further increases 
customer savings. Qwest was the first 
communications provider in its 14-
state local service region to launch a four 
product bundle in May 2005. 

New Web Site offers Access 
to Communications and 
entertainment Products, 
Plus tools, local Savings and 
More

Lisa Franceschi 503-589-9150 lisa@withnellauto.com

I hope the you have attended at least 
one of the outstanding public events 
during the last month - from the 
World Beat Festival and Salmon in the 
City to the Art Fair.  These events are 
entertaining for those of us who live 
in Salem, and draw people from cities 
around the region.

The reality is that tourism is a regional, 

national, and even international issue 
for Salem.  Tourism promotion must 
include reaching out beyond our city 
limits to draw in people if the events are 
going to be successful.  It is the dollars 
that come from “outside” that bring 
prosperity to local businesses and true 
success to a community.

The recent formation of a Blue 

Ribbon Task Force to determine how 
to best leverage our marketing dollars 
into matching grants, partnerships, 
and sponsorships will give us more 
opportunities to reach a wider audience.  
Input from those in the tourism industry 
will be augmented with representation 
from the business community, arts 
and event associations, the hotel 
industry, and several other entities to 
develop some additional marketing 
approaches.  

You can help this effort by having a 
positive attitude about the beauty of 

our City, the family atmosphere, the 
new parks being built, and the family 
wage jobs that are being attracted to 
Salem.  The benefit to you is a better 
customer base and the optimism that 
attracts more good jobs.

 All of us working to make our City a 
better place is just “good business.”

Working together is Just ‘Good 
Business’
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Oregon Secretary of State: Bill Bradbury

read the Fine Print

SETTING THE STANDARD FOR

EXCELLENCE

541-736-1443      nwelectricians.com

L    O    C    A    L        2 8 0OREGON PACIFIC - CASCADE

the trusted name in
ELECTRICAL WORK

Brought to you by the professional contractors of 
NECA and the skilled electricians of IBEW Local 280

To the Editor...

There’s been quite a bit of talk lately 
about payday lenders... but there hasn’t 
been much said about the alternatives 
to payday lending.

As a credit union member and 
employee, I see first-hand the 
importance of letting people know that 
most credit unions offer alternatives 
to payday loans without the high 
interest rates and unnecessary fees. 
Unitus Community Credit Union offers 
members an Advance Loan, a short-
term loan to help members make it 
to their next paycheck without being 
charged in excess or furthering the 
vicious cycle of lending.

A market for short term loans does 
exist, and will continue to exist. 
However, it’s important we not only 
crack down on predatory practices, but 
promote what’s being done to help those 
in need. Credit unions have the answer 
that many people are looking for, but 
worry that they might not be able to 
afford. I urge anyone considering a 
payday loan to check out a credit union 
near you and get informed about the 
alternative.

 
Mandi Linstrom
Marketing Coordinator
Unitus Community Credit Union

Businesses get plenty of mail, junk 
mail, solicitations, bills, and periodicals.  
Businesses also get very important notices, 
tax information, required employment-
related postings, license and name renewals, 
and other information from federal, state, 
and local governments.  This government 
correspondence is essential to ensuring 
that your business operates legally and 
smoothly, but there are those who would 
take advantage of your desire to run your 
business by the book.

We recently had to warn businesses about 
a mailing that looked deceptively similar 
to a mailing from the Secretary of State’s 
Corporation Division.  That mailing was 
requesting $125 to renew an assumed 
business name registration, when in fact 
the Corporation Division only charges $50 

for such a renewal.  In the past, we have 
also warned businesses about mailings 
charging to certify something for which 
no certification is required, or requesting 
information and fees in a false invoice.  

If you receive any deceptive mailings, 
please let the Corporation Division know 
immediately so that we may notify the 
Department of Justice and all of our 
customers.

The lesson here is that businesses must 
protect themselves by reading the fine 
print on all solicitations and government 
documents.  Read these notices carefully 
to determine if they are, in fact, from a 
government agency and require a response, 
and please call our office if you are wary of 
anything you receive in the mail. Solicitations 
from some private organizations are 

difficult to distinguish from government 
correspondence at first glance, even though 
they may contain disclaimers noting that the 
organization is not government affiliated, 
and some scam artists are hoping that you 
won’t look too closely at the fine print.

When it comes to business, advice to 
customers serves owners as well:  caveat 
emptor, let the buyer beware.

The Secretary of State’s Corporation 
Division is in the Public Service Building, 
Suite 151, at 255 Capitol Street NE, visit us 
online at www.FilingInOregon.com, or give 
us a call at 503-986-2220. 
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Oregon State Treasurer: Randall Edwards

Climate Changes 

The Tobacco Pouch
1599 EdgEwatEr Nw

SalEm, OrEgON
503-588-8060

ImpOrtEd aNd dOmEStIc cIgarS • hONEywOOd wINE

LadyWebPro.com
(503) 540-1973

Website 
Designer

Fast
Creative

Affordable

Computer Tutoring 
$25/hour Barbara Kantzabedian

Last month, former Vice President Al 
Gore addressed the National Association of 
State Treasurers’ annual conference in West 
Virginia. His presentation centered on the 
environmental impacts of global warming 
taken from his film, An Inconvenient Truth. 

Here’s why we should care: if we continue 
to treat global warming with apathy 
and indifference, there will be very real 
consequences here at home. 

A top Oregon industry most susceptible to 
global warming and drought is agriculture. 
Oregon agricultural production was $4.3 
billion in 2005, with about $1 billion in 
exports and accounts for almost 47,000 
jobs. 

As temperatures rise, drought ensues, 
impacting crops and the available water 
supply for irrigation in our rivers and lakes. 

The impact of lower crop production will be 
felt in grocery stores, the state budget, and 
employment. 

Wildfires too have significantly increased 
over the past 50 years across the world, 
according to research from Millennium 
Ecosystem Assessment. Oregon’s forests 
have been the economic backbone for many 
Oregon communities, including most of 
southern and eastern Oregon. But as our 
climate grows hotter, the forests are more 
vulnerable to intense fires, which points 
to the losses of timber and recreation 
revenues. 

Also consider what would happen as the 
polar caps and Greenland continue to melt. 
The ocean level would rise more than 20 feet, 
devastating the communities on Oregon’s 
coast. Large portions of other coastal 
areas around the world, including Florida, 
Manhattan, Bangladesh and Calcutta, would 
actually disappear, displacing hundreds of 
millions of people.

As the state’s investment manager, I 
see climate change as one of the greatest 
challenges of the 21st century. How we 

address risks posed by climate change to 
our physical world will profoundly impact 
our economic and environmental future. 

To that end, I have been working with a 
group of financial leaders meeting at the 
United Nations in New York to plot our 
strategy on how we use our combined 
shareholder voting rights to hold 
corporations responsible for their damage 
of our resources and improve climate risk 
disclosure. 

But the glass of opportunity is half full 
too. Through investment by various state 
funds, Oregon is rewarding innovation in 
alternative energy aimed at reducing and 
reversing global warming. 

As State Treasurer, I invite everyone 
to seize the abundant opportunities in 
alternative energy to reduce carbon dioxide 
emissions. The returns on investment will 
be reaped in both dollars and Fahrenheit 
degrees for generations to come. 

Meringue...Continued from page �

Meringue Boutique with two stores in the 
Salem/Portland area and online at http://
www.meringueboutique.com now carries four 
pieces from the Adina collection. Starting at a 
retail price of $60 the sterling silver necklaces 
are a hit, great for layering, and perfect for the 
woman on the go. 

It all started with two women, sisters who 
loved to shop. Evolving through the last few 
years to a booming Internet store, Meringue 
Boutique at www.MeringueBoutique.com 
is a giant closet of designer brands, yummy 
bath and beauty products, and a bevy of 
home and gift solutions. Their two local 
stores in Lake Oswego and Salem have 
been so successful that they opened their 
virtual doors on the web where they work 
hard to bring the personalization of in-store 
shopping to their internet buyers. This has 
been successful and with the help of their 
online sales and marketing team, the future 
is bright for owners and sisters, Regan 
Donofrio and Nicole Douglass.

Shoppers of the Portland area stores enjoy 
“drive-thru” shopping, a unique service for 
moms where they can call in their order and 
have it delivered to their car, fun events such 
as designer parties, trunk shows and in-store 
specials are always happening. The events 
calendar at Meringue Boutiques website helps 
locals and shoppers stay on top of the latest 
offers and promotions. Flat rate shipping on 
ground orders and a personalized newsletter 
are just some of the perks when you shop at 
Meringue.

Designers featured at Meringue Boutique 
are: Amy Tangerine, Betsey Johnson, 

Botkier, Charlotte Tarantola, Cotton Sisters, 
Cris Cashmere, Da Nang, Ella Moss, Joie, 
Juicy Couture, Lilly Pulitzer, Liquid, Michael 
Stars, Milly, Nicole Miller, Paige Premium 
Denim, Project E, Puella, Rachel Pally, 
Scanty, Sevens, Splendid, Soul Revival, 
Stitches, Thom K Nguyen, Three Dots, Trina 
Turk, True Religion, Wendy Hil. Maternity- 
Notice, Juicy Couture, Muddy Lotus, Juliet 
Dreams, Michael Stars, A Wish, Esme and 
Childish. From celebrity clientele to the 
jeans and t-shirt crowd, there is something 
for everyone at Meringue Boutique. 
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How do you see your financial life?
Your investments are there. Your
retirement here. Your banking way
over there. Seen separately and
managed separately, your financial life
can only take you so far. Now there’s
a way to go beyond those limits.

We call it Total MerrillSM. At its heart
is a powerful premise: your money

works harder when it works together.
A Merrill Lynch Financial Advisor will
look at your total financial picture
and deliver customized solutions
that can benefit every area of your
financial life.

Total Merrill. We see your financial life
in total. We help you reach your goals.

IN SALEM, MERRILL LYNCH CAN HELP
YOU MAKE YOUR MONEY WORK
HARDER BY WORKING TOGETHER.

Total Merrill and Total Merrill design are service marks of Merrill Lynch & Co., Inc. 
© 2003 Merrill Lynch, Pierce, Fenner & Smith Incorporated. Member, SIPC.

TO MAKE YOUR MONEY WORK HARDER BY WORKING TOGETHER,
CONTACT A MERRILL LYNCH FINANCIAL ADVISOR TODAY OR VISIT
WWW.ASKMERRILL.ML.COM

503-362-9506

MERRILL LYNCH
960 LIBERTY STREET SE, SUITE 110

SALEM, OR 97302

BENNY WON, CFM
FINANCIAL ADVISOR

503-362-9556
Merrill Lynch

1255 Lee Street, S.E., Suite 150
Salem, OR 97302

Oregon Agriculture: Katy Coba

the Fascinating Asian Market

Salem Chamber orchestra Presents “tuscan 
Sunsets” Aug 12

The Salem Chamber Orchestra will present 
its second annual summer gala, “Tuscan 
Sunsets,” on Saturday, August 12th, at the 
Italian villa-style estate, Villa Bacca Collina, 
of Jack and Pam Scott.  

There will be Bocce Ball on the lawn, 
strolling musicians, a multi-course dinner, 
prepared by Chef Diana Ramallo of 
Amadeus Café, and a raffle of wonderful 
Italian-themed prizes, including a “Tour of 
Italy for Two.”   Less than 400 raffle tickets 
will be sold.

Proceeds of this event will go to support the 
SCO, a non-profit corporation, 45-member, 
cultural jewel of Oregon’s capitol city, 
which enjoys a partnership with Willamette 
University and the Salem-Keizer community.  

The SCO is dedicated to promoting the 
appreciation of classical music through 
performance and education, and by 
providing performance opportunities for 
local classical musicians and Willamette 
University music faculty and students.

Tickets are $75 per person, and must be 

purchased in advance. Space is limited.   
Included in the price of the ticket is a tour of 
Villa Bacca Collina. Raffle tickets may also 
be purchased in advance, and you do not 
need to be present to win a prize.  Call Kelly 
Hadley for tickets and information, at 503-
566-7376.

Grant W. Stewart Joins Willamette 
Financial Group, llC

One of the many interesting things I get to 
do as Director of the Oregon Department of 
Agriculture is participate in Governor trade 
missions to promote agricultural products 
in markets throughout the world.  Just last 
month, Governor Kulongoski led a very 
aggressive one week trade mission to South 
Korea and Japan.  We spent a whirlwind 2 
1/2 days in Seoul and another busy 2 1/2 
days in Tokyo.  An Oregon delegation of over 
50 individuals were charged with promoting 
Oregon exports, attracting direct foreign 
investment to Oregon and to highlight 
Oregon as a tourist destination for foreign 
vacationers.  On the whole the mission was 
very successful.

A group of seven of us comprised 
the agricultural delegation.  We had 
meetings with producers, retailers, trading 
companies, and QVC – a Japanese home 
shopping network.  We conducted a menu 

promotion for Oregon seafood and berries 
in a South Korean high end hotel, toured 
Tsukiji Market, one of the world’s largest 
fresh fish markets, toured a perishable air 
cargo facility, conducted media interviews, 
and met with US Embassy staff.   In addition 
the agricultural delegation participated in 
receptions with the Governor and key trade, 
business and tourism contacts in the two 
markets.

For Oregon agricultural products, the 
Japan market continues to be our largest 
overseas market with South Korea not far 
behind.  Both are fascinating and unique 
markets and will continue to be very 
important trading partners for Oregon 
agriculture into the foreseeable future.  For 
that reason, it is very important for the 
Oregon Department of Agriculture to have 
a consistent and visible presence in those 
markets on behalf of our industry.

Probably the most interesting thing about 
the South Korean market that we learned on 
this trip was the new focus on food products 
that are natural, sustainable, or organic.  
There seems to be a strong new interest in 
“healthy” foods in South Korea.  Oregon is 
particularly suited to provide these kinds 
of products for this market.  In addition, 
there is a real shift away from the previous 
popularity of fast food restaurants, like 
McDonalds and Kentucky Fried Chicken.  
The new popular restaurant in South Korea 
is the family dining type restaurant.  We saw 
an Outback Steakhouse Restaurant that is an 
example of the type of eating establishment 
that is growing in popularity.

The Japanese market continues to be a 
very high end market for Oregon agricultural 
products.  Interestingly enough, in a meeting 
with Nike Japan, they indicated that 
Tokyo is now considered the most fashion 
conscious city of all major cities in the world 
and Japanese consumers are willing to pay 
extremely high prices in order to obtain the 
newest fashion trends.  This continues to 
bode well for high quality and high value 
Oregon products in this market.  On one 
of our store audits, we saw a container of 
approximately 90 Rainier cherries, evenly 
matched and perfectly aligned that was 
selling for $105 in US dollars.  Needless to 
say, we didn’t purchase them but waited 
until we arrived back in Oregon to buy a 
similar number of cherries for closer to 
$10!!

And finally, we explored a potential new 
opportunity with QVC which is a very 
popular home shopping network in Japan.  
This could be a venue for producers of high 
quality Oregon products to get smaller 
quantities of product into a lucrative market.  
We will be having follow up conversations 
with QVC to explore Oregon products that 
could be sold on their network.

All in all, this Governor’s trade mission 
was as interesting and exhausting as many 
of the others that I have participated in!!  
They are always a great opportunity for 
Oregon agriculture to continue learning 
about our international markets and where 
we might have new possibilities.  They also 
provide a venue to network and educate 
fellow Oregonians about the agriculture 
industry and the important economic role 
it plays both locally and internationally.  
And finally, its always beneficial to have 
the state’s Governor help market Oregon 
agriculture.

Grant W. StewartContinued on page ��

Grant W. Stewart, of Dallas, has joined 
Willamette Financial Group, LLC as 
a financial advisor. Stewart, a Pacific 
Northwest native and Oregon State 
University graduate, holds the Series 7 
and 66 registrations, and is also licensed 
in Life, Health and Variable insurance 
products. He specializes in working 
with young families, and individuals 
experiencing life changes, especially in 
their careers.

“Often people feel that working with a 
financial advisor requires a high degree 
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Safety Saves
human Resources: Alice Berntson, SPHR

www.GrahamAviation.com
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$99Introductory Flight Lesson

Let Yourself Fly...

LOCATED AT THE SALEM AIRPORT

Call Now to Reserve Your Place in the Pilot’s Seat

For more info: toll free (877)571-8947 • ofc@ofc.org • www.ofc.org

Oregon Fishing Club
Opening gates since 1989

OFC members enjoy year-round sportfishing
access to over three dozen fishing and camping
locations, all within a short drive from Salem.
You and your family can relax at clean, un-
crowded, secure, park-like settings, beside
some of NW Oregon’s finest rivers and lakes.

The Silver Creek Chimney Sweep & Stoves
Since 1979 • When Quality Counts

OCSA &  NFI Certified
CCB 153004

Regency  &  Hampton

Wood and Gas Stoves
Sales & Service

Caps
Stainless Steel liners 
Masonry Repair
Hearth Accessories
Dryer Vent Cleaning

Scott Hess • 503-873-3254

Some business owners believe the whole 
concept of safety is just a necessary cost of 
doing business, or it’s an afterthought to 
their organization’s busy daily activities. 
Safety issues can be costly—if they’re not 
addressed. What might have been an easily 
fixed problem becomes a major issue, with 
injuries, lost time, and possibly even OSHA 
fines.

No business can afford to ignore safety, 
however. It is integral to the company’s 
culture. If employees feel that they are being 
treated fairly and that the company cares 
about them, they are much more likely to want 
to work safely. But even when a company has 
a workplace safety program in place, safety 
can be overlooked. Sometimes employees 
deliberately override or compromise safety 
systems, or inadvertently forget to comply 
with program requirements. 

People tend to believe that nothing bad will 
happen to them. Respect for uncertainty will 
help persuade employees to practice safety 
every day: all it takes is a mere split second 
to change a life forever.

Safety must be a priority for a company’s 
leaders. Safety is something that affects all 
workers as they do their jobs; it’s not just 

a theory. Communicating its importance 
within the workplace requires taking 
immediate corrective action when a safety 
issue arises. Responding to a safety issue 
with inaction sends the message throughout 
the company that safety is not as important 
as management says it is.

Organizations are usually adept at learning 
from major mishaps, but not from the little 
things that go wrong. Safety matters are like 
the tip of the iceberg, though, with a myriad 
of minor issues lurking below the surface. 
Don’t wait for the “big one;” be pro-active 
and address the issues as they arise, not just 
when there is an accident or injury.

The Occupational Safety and Health 
Act requires employers to provide a 
workplace that is free from recognized 
hazards that are causing, or are likely to 
cause, death or serious physical harm to 
employees. Every employer should have 
a comprehensive safety and health plan 
that addresses potential hazards in their 
particular workplace and industry. The 
most successful plans include management 
commitment and employee involvement; 
worksite analysis; hazard prevention and 
control; and training and education.

Upon request, Oregon OSHA provides 
free consulting services to assist Oregon 
employers in evaluating all aspects of their 

safety and health programs, identifying and 
addressing hazards to keep their workplaces 
safe and guidance on incorporating safety 
and health management into their daily 
operations. Even with optimal conditions 
and procedures in place, accident prevention 
is largely dependent on the desire of 
employees to work safely.

Safety is not just a personal matter. 
Everyone can be in danger if just one worker 
is careless about safety. Workers must 
understand that it’s not just their own well-
being at stake, but that they could be at risk 
when someone else neglects safety.

Alice Berntson is the owner of Spectrum Human 
Resources consulting firm, providing clients 
with a full spectrum of human resources services 
and solutions.  She has more than 20 years of 
results-oriented experience in all areas of human 
resources and is a certified Senior Professional 
in Human Resources.  Contact Alice at 503-428-
8633 or by email at alice@spectrum-hr.com.  
Visit the firm’s website at www.spectrum-
hr.com, for additional information.

stewart...Continued from page �0

of wealth, but financial planning can 
benefit people regardless of their 
starting point,” Stewart noted. “Every 
individual is in a different situation 
and has unique financial needs, thus 
requiring tailored planning and 
recommendations.”

A solid business background coupled 
with a strong education provides 
Stewart with a stable platform from 
which he can actively work on behalf of 
his clients. In addition to his financial 
registrations, Stewart holds a B.S. 
in Business Administration, and is 
a member of Beta Gamma Sigma, 
an international honor society for 
business.

“I have a passion for providing 
financial perspective that can offer 
clarity in an often confusing subject 
matter,” Stewart said. “Now that 
I’m at Willamette Financial Group, 
I look forward to using my personal 
and professional experience, and my 
enjoyment of client interaction, to 
provide true value for my clients.”

For further information about 
Willamette Financial Group, visit 
ww.wfgadvisors.com, or contact 
Stewart directly at 503-566-7266 or by 
email at grant@wfgadvisors.com.
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Capitol Report: Tim Buckley

Better Business Bureau Betters Business

Dean Craig, Branch Manager
dean@personnelsource.com
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Dog Days/Bring Your Dogs & Join Our Parade
August 2nd, 2006 5-8 p.m. Downtown Salem

Parade Starts at 6 p.m.!

presents

REMAX.COM
Sponsoring a Motorcycle Cruise-In at 
Alessandro’s 120 parking lot

Diane Beal, Photographer
Providing FREE Dog/Owner Sittings & Photographs at 

Sponsor Fine Things at The Reed Opera House

Visit www.DowntownSalem.org for more details and merchant activities

This event is also funded by in part by the Downtown Parking District, City of Salem. 
Enjoy free parking downtown.

FIRST WEDNESDAY CONTEST EVENTS
(Prizes awarded for all contests!)

The Parade will be lead by Libby, an 8-year-old black lab/border collie mix, 
adopted by BJ Andersen from the Oregon Humane Society in 1997. Libby 
received The Diamond Collar Award for Animal Heroism from the Oregon 

Humane Society in July 2006.

5:30 p.m. - OWNER/DOG LOOK-ALIKE CONTEST AT BENTLEY’S GRILL
(Parade starts there at 6 p.m.)

6:30 p.m. - WAGGIEST TAIL CONTEST AT THE EQUITABLE PLAZA
7:00 p.m. - BEST DOG TRICKS CONTEST IN FRONT OF THE REED 

OPERA HOUSE
7:30 p.m. - BEST DRESSED DOG CONTEST IN FRONT OF JACQUELYNN’S

& LA ROUGE BOUTIQUE
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“Historical Photosgraphs” – Wednesday, September 6, 2006
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Last month, describing the underside of 
business-to-government relations, a couple 
of people I talked to mentioned the Better 
Business Bureau (BBB) as a good business 
resource, as well as a seal of approval of 
sorts on your letterhead.

It turns out there are 230 members of the 
BBB in the Salem area, more than 13,000 
members in the NW region, comprising 
Oregon, western Washington and Alaska. 

“It’s one of the most active regions in 
the country,” said Katie Young, the BBB 
regional marketing and communications 
coordinator.

Whether for building a positive image for 
your business with customers, by association 
with BBB, or for using their substantial 
resources to protect your business against 

deceitful practices elsewhere, it turns out 
that the BBB is as valuable a resource for 
businesses as it is for consumers.

“The BBB was established in 1912,” Young 
said, by President Woodrow Wilson, two 
years before the start of the Federal Trade 
Commission. “It was originally created by 
businesses to promote public confidence in 
advertising,” she continued. Today, being a 
watchdog for deceptive advertising is just 
a portion of their services. As a gesture to 
government that business can indeed “self-
regulate,” the BBB works closely with state 
Attorneys General as well as the FTC. 

“Proactively, we contact businesses that 
violate advertising regulation and ask them 
to either substantiate the claim (‘We’re #1,’ 
for example) or revise their ad,” Young said.

Looking at their website, you can 
review “reliability reports” of any of their 
members. Young said the association also 
keeps reliability reports of non-members, 
too, and the information is free. They 
also keep reliability records on charitable 
organizations.

Auto sales businesses are traditionally in 
the top 10 of big offenders, though recently 
Internet fraud, identity theft, credit card 
scams and telecom shenanigans have crept 
up the list.

I browsed through their member lists, easy 
and alphabetized. I looked under Withnell 
Auto Group and Lulay’s Car Connection 
for starters. Both have been BBB members 
for many years. Both have great records. 
Lulay’s company has had no complaints 
in the past three years…their standard 
reporting period. Withnell’s company 
has had only two complaints in that time. 
Both issues were resolved. In one case, the 
consumer failed to acknowledge acceptance 
of the resolution to the BBB. In the other 
case, the BBB determined Withnell made 
a reasonable offer to resolve the issues, 
but the consumer did not accept the offer. 
Young said that customers are not always 
right. Hmmm, imagine that!

Beyond tracking business advertising 
claims and working to keep ad claims 
within ethical boundaries, the biggest part 
of the BBB’s staff efforts is spent in dispute 
resolution, Young said. An advantage of 
membership is that these services are free, 
far less expensive and time consuming than 
taking the issue on yourself or referring it to 
your attorney, she added.

The first step of dispute resolution is a 
“conciliation” between a member and the 

complainant – whether another business or 
consumer. The conciliation is done by phone 
and, as in all aspects of dispute resolution, 
the BBB is a neutral third party.

The next step is mediation and the step 
after that, if the issue hasn’t been resolved 
by then, is binding arbitration. 

Among the BBB’s 80 employees in three 
states they employ highly trained and 
competent mediators and arbitrators. The 
issues most often resolved are customer 
complaints involving a certain transaction, 
contract issues or defective products.

The northwest BBB’s annual budget is 
between $5 and $6 million, and about 
$500,000 of that is spent on education. 
“Investigate (a company) before you invest,” 
is one of their favorite slogans. Because of 
the vulnerability of first-time buyers and 
seniors, the BBB aims a lot of education in 
those directions.

Young said that another popular resource 
is their BBB Yellow Pages; they distribute 
400,000 copies free to outlets such as Fred 
Meyer, K Mart, Blockbusters, 7-Eleven 
and Albertsons. Young said the association 
also has an annual “Business of the Year” 
awards program, and anyone can nominate 
a business for that award. 

Tim Buckley is a freelance writer and editor, 
operating Buckley Communications in Salem 
since 1989. He also works with businesses on 
communication issues and public relations.
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CONTRACT
SERVICING

CONTRACT SERVICING has over 40 years of experience
and can save time and effort in administering seller-
financed notes.

We service the following:
• Seller Carry-Back Notes
• Promissory Notes
• Mortgages
• Land Contracts
• Installment Notes
• And more…

Benefits
• Neutral third party servicing and record keeping for those

buying or selling “on contract”
• An experienced staff of professionals
• Easy access to account on-line at

www.contractservicing.com
• Automated funds transfers
• Competitive fee structure

Get set up forms and learn more at
www.contractservicing.com!

Or call 800-523-9784

2-DAY WORKSHOPS IN SALEM
$125 INCLUDES BOOK
CALL NOW TO REGISTER

John lee, Principal Broker at re/MAX equity Group Salem presents 
Debbie Bedell, District 7 Administrator, with a check for $10,000 to 

benefit local Little League Baseball. Individual brokers at Salem RE/MAX 
contributed their own money to make this donation possible.

Salem re/MAX equity 
Group Brokers Donate 
$10,000 to local little 
league Baseball

Don’t miss the fourth 
annual “Back to School 
Event” at Reruns for 
Kids, Monday August 
7th, 4:30-6:30 PM. 
The entire Salem 
community is invited to 
join in for food, spirits, 
live music and a shopping spree at Reruns 
for Kids to outfit the children at Family 
Building Blocks for the coming school year. 
Shoppers can pull a miniature clothes tag 
off the colorful clothesline, purchase the 
listed items at Reruns for Kids and leave the 
items in a bag. Staff will deliver the clothes 
to the children at FBB before classes begin 
in September.

Reruns for Kids is your local store for quality 
children’s clothing and furnishings. All the 

4th Annual Back to 
School event at reruns 
for Kids

Special thanks to Marquis Spas for 
sponsoring and organizing the Second 
Annual “Chip in FORE Children” Golf 
Tournament. This first class event raised 
over $45,000 to assist Family Building 
Blocks in keeping children safe and families 
together. Family Building Blocks is a child 
abuse prevention program working to break 
the multi-generational cycle of abuse and 
neglect. 

Family Building Blocks Sends 
Special thanks to Marquis 
Spas

funds from the sale of Reruns’ merchandise 
supports child abuse prevention services 
provided by Family Building Blocks. Reruns 
for Kids is located at 1455 Commercial St. 
SE. 503-371-7933.

Sponsors for this event include Green 
Thumb Flower Box, Ma Valise, Meringue 
and Wild Pear.

Come enjoy shopping & eating while 
supporting children & families!

www.familybuildingblocks.org

Salem Business Journal
would like to thank the 

Blue Pepper 
for hosting us at Greeters on July 7th. 

Christy and the gang were outstanding!
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Salem Chamber: Jason Brandt

Get ready Now to take Action and Vote
Make no mistake about it – Salem voters 

will see one of the most comprehensive 
ballots in its history this November.  

As your Chamber of Commerce here 
in Salem, it is our commitment to bring 
the issues coming forth on the ballot and 
make them accessible through our website 
– salemchamber.org. Each specific issue 
facing our City has either already been 
reviewed or will be reviewed by the Chamber 
of Commerce and meetings are open to all 
members. If you are not currently a member, 
please take advantage of the Chamber’s 
Official Position Statements which will 
be available through salemchamber.org. 
These positions are crafted by trustworthy 

and credible businesspeople that form the 
backbone of our local economy in Salem.

The General Election ballot in November 
will include:

- Fire Department Measure
- Salem-Keizer Transit District Levy
- Chemeketa Community College Bond
- 35 annexations
- As many as 12 state initiatives
- Governor’s race
- State Senator races
- State Representative races
- County Commissioner races
Our democratic system cannot function 

unless voters take the time to educate 
themselves and make an informed decision 

about the issues that appear on the ballot. 
With the exception of some state initiatives 
and candidates races, the Salem Chamber 
will take pro-active stances with two things 
in mind:

Our Mission Statement: To serve as your 
business and community advocate and work 
to keep Salem a great place where business 
can prosper and families can live, work, 
play, and shop.

The Simple Truth: The Salem Chamber 
does not receive one penny of taxpayer 
money, operating free of any government 
influence. 70% of Chamber members are 
small businesses with 10 employees or 
fewer.

Salem Chamber position statements can be 
viewed in the Governmental Affairs section 
of salemchamber.org and include in-depth 
justifications for why a specific position has 
been taken.

With these points in mind make time in 
your schedule for the following forums at 
the Salem Chamber:

August Governmental Affairs 
Forums

Thursday, August 3rd, 7:00 - 8:30am
Topic: Update on Broadway properties/ 

Vote on Initiatives 
Speakers: Dave Glennie with Glennie 

Property Investments and John Wales, 
Urban Development Department, City of 
Salem

Thursday, August 17th, 7:00 - 8:30am
Topic: Debate on Annexations
Speakers: Identified proponents and 

opponents
September Governmental Affairs 

Forums
Thursday, September 7th, 7:00 - 8:30am
Topic: Candidate Debate for State 

Representative positions
Speakers: Representative Kevin Cameron, 

District 19 & Candidate for District 19 seat 
Brian Grisham; Representative Billy Dalto, 
District 21 & Candidate for District 21 seat 
Brian Clem

Thursday, September 14th, 7:00 - 8:30am
Topic: Chemeketa Bond presentation
Speakers: Chemeketa Community College 

leadership
october Governmental Affairs 

Forums
Two forums slated for candidate and 

initiative forums much like September. 
Dates, topics, and speakers to be 
determined.

For any comments relating to these issues, 
email Jason@salemchamber.org.

SCore for your Business
The SCORE association is an independent 

national 501(c)(3) non-profit association. 
It is dedicated to education for the 
entrepreneur as well as the established 
businesses. SCORE members are trained to 
serve as counselors, advisors, and mentors 
to aspiring entrepreneurs and current 
business owners. SCORE counselors value 
business privacy and all counseling is 
confidential. These services are offered 
free as a community service.  SCORE is 
a resource partner with the U.S. Small 
Business Administration.

The Salem Chapter 460 of SCORE has 
over 30 volunteer members and they serve 
the chapter in various ways as counselors, 
workshop presenters, public speakers, and 
in administrative support. The volunteers 
have experience in owning a business, 
or managing a business, or professional 
careers in many fields. The key qualification 
SCORE volunteers bring to the table is real-
world experience. Our volunteers today may 
be still employed or have retired. Both are 
dedicating a significant amount of energy 
and time in assisting small businesses with 
their expertise and experience. All members 
are volunteers and only get reimbursed for 
direct expenses related to SCORE activities.

SCORE offers their skill and expertise to all 
business clients, large or small. Counseling 
is arranged by the counselor with the 
business client at a mutually convenient 
time and location. Workshops are scheduled 
during the year on various business topics 
and presented at various locations. The 
workshop schedules and locations are 
published in the chamber of commerce and 
in the local newspapers.

Our counseling is delivered in one of three 
ways. The most common way is direct one-
on-one counseling at the chapter office or 
at a mutually agreeable convenient location 
such as the local library or local chamber of 
commerce. The second way is to meet with the 
business owner or business manager at their 
place of business. This can be advantageous 
to view a business operation to assess the 
issue that needs to be discussed.  Our third 
way of delivering counseling is via email on 
our National SCORE Office web site. This web 
site will connect the business clients to other 
SCORE counselors located in all 50 states.

SCORE counseling is scaled to the business 

topic and depth that needs to be discussed 
with the business client. Frequently,  one 
SCORE counselor with meet with the 
business client for the first counseling 
session to clarify and define the needs. 
Multiple follow-on sessions will include 
other SCORE counselors as a team who 
have the skill and experience best suited 
to address the business client needs at that 
time. Multiple sessions are very common 
and the relationship with the business client 
may continue for a year or more.  Our goal is 
to successfully start a business and mentor 
its growth. Our goal for an existing business 
is to solve the current issue and look for 
ways to expand/improve the business.

Refer to National SCORE Association web 
site at  www.SCORE.org and the local Salem 
SCORE Chapter 460 web site at www.open.
org/SCORE460 for complete information.
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Let’s Talk: W. Ray Sagner CFP

time to rethink retirement...Part II
Last month’s article on “rethinking 

retirement” focused on the history of 
retirement and social security. The old 
perception of retirement according to Mitch 
Anthony (The New Retirementality) saw 
mature workers as obstacles to economic 
progress and, therefore, promoted 
retirement from the workforce and collection 
of social security at age 62 (now age 65)   
– all funded by the younger workforce. We 
saw how some experts think we have been 
brainwashed by social engineers, business, 
government, and labor groups to look at 
reaching that magic retirement age as our 
working goal. However, now some workers 
and experts in the retirement field think it 
is time to look at things in a new way, one 

more relevant to current times.  
The questions most often asked of financial 

planners are “do I have enough money to 
retire?” and “how much money do I need to 
retire?” 

Financial planners can perform the 
calculations and develop a plan for 
retirement cash flows, but cash flows 
may not be the most important aspect of 
retirement. The most significant question 
concerns what retirement means to you. 

So, here we are in 2006, and being 65 is 
not what it used to be. Were the retirement 
age set today, linked to life expectancy as it 
was in 1935, we would be in our mid 80’s 
before we hung up our worker role and 
received a pension. So, we get back to the 

question: “what does retirement mean to 
you?” Are you sacrificing your happiness 
today in a job you dislike in order to reach 
some arbitrary retirement age? Or do you 
like your occupation and want to continue 
in some fashion. 

A new way to look at retirement includes 
having some aspect of work and learning 
always being a part of our lives. Many people 
find work an integral part of who they are. 
They should have the opportunity to use 
their work skills competently for as long as 
they feel able. Others feel burdened by their 

jobs and look for that magic retirement age.
Some view retirement as another stage in 

life, not just as the end of a working life. It is 
a life event that encompasses your physical, 
emotional, intellectual, spiritual, and 
relationship health -- not just an economic 
event. Of course you should still save, invest, 
and get guidance from a professional to 
help plan for the economics of retirement. 
However, cash flow should not be the only 
focus for such a major life event.  

Should you be one of the fortunate few 
who have the nest egg to provide income 
for 20 or 30 years, and are engaged in your 
community in activities that contribute 
to your physical, emotional, intellectual, 
spiritual, and relationship health, then you 
are to be commended for your hard work 
and planning. For the majority of those 
approaching retirement age, however, a 
new way of looking at the later years in life 
is needed. 

What if there was no retirement age, but 
instead a point in your life where you cut 
back on the amount of time spent at your 
occupation? Would it change the way you 
live your life now? Employers are beginning 
to adjust their thinking regarding the mature 
work force. They realize that there are not 
enough young workers to replace the older 
ones, and they are placing more importance 
on the experience and knowledge the 
current workers possess. With that in mind, 
in early 2000 congress voted to repeal the 
earnings limit on Social Security benefits. 
Prior to the repeal, one in three dollars 
earned above $17,000 per year was lost.  
Of course they are politicians and we can 
always ponder the motivation, but the point 
is the government is no longer punishing 
those who wish to work while receiving their 
check. And, the over 50 group is a very large 
and vocal voting block. Plus, if citizens are 
getting pay checks, they are paying taxes.

Given a new perspective on retirement it 
may be time to examine your approach to 
work and life. Sixty-five is not the beginning 
of old age or needs to be the end of your 
working years. Life is too short to be unhappy 
for any length of time – whether it’s because 
you’re forced to retire from something you 
enjoy or whether you are holding on to a 
job you begrudge to hold out for retirement 
benefits.

Ray Sagner is a Certified Financial Planner®  
with The Legacy Group, Ltd, a fee-only Registered 
Investment Advisory Firm, in Salem. Ray can 
be contacted at 503-581-6020, Voice Message 
#303, or by email at Ray@TheLegacyGroup.
com. You may view the company’s web site at 
www.TheLegacyGroup.com

Life’s too short to waste time banking 
at a place where you’re simply a number. 
Whether it’s long lines, less- than-stellar 
service or pesky fees, if your bank’s not 
treating you right, it’s time to move on. 

For those of you ready to take that leap, 
here are a few things you should expect 
from your next financial institution:

1. Local Decisions
Do people on the East Coast make better 

decisions? I think not. Look for a financial 
institution that makes its decisions right 
here in Oregon. Local people tend to make 
better decisions (and usually quicker ones, 
too). 

2. Look for Someone Invested in You
Where can you get sound, unbiased 

financial advice? The answer should be your 
local financial institution.  

In fact, you should expect more than just 
advice – look for a financial institution 
that provides free financial education as 
well. Many local institutions offer ongoing 
seminars and classes to help you achieve 
your financial goals, and include financial 
‘know-how’ when it comes to understanding 

your credit score, auto-buying, saving 
for retirement, buying a home and so 
on. Smarter people make better financial 
decisions, so look for a partner who is willing 
to help you raise your financial IQ.

3. Financial Solutions
The ideal financial institution should 

provide solutions that make your life 
easier, while also saving you money. In 
today’s quota-filled world, however, some 
financial institutions task their employees 
with “selling” a certain number of accounts 
to its customers, regardless of need (the “do 
you want fries with that?” concept). Try to 
steer clear of these organizations and find 
one that recommends products and services 
based on your actual needs, which can only 
be truthfully determined after they get to 
know you. 

4. Community Reinvestment
Ask the prospective institution if and how 

they give back to your community. You 
might be able to find this information 
online, but I’d ask the branch staff instead. If 
they know what their company does for the 
community, you can probably assume that 

What you Should expect From your 
Financial Institution
By PAul KIrKBrIDe

the institution’s charitable work is more 
than just good marketing. 

5. Low Prices
When talking personal finances, the 

bottom line rules.  However, be careful not 
to fall into the “loss-leader” trap, where a 
financial institution gives you a great deal 
on that first deposit account or loan only 
to make it up later through fees and other 
charges. Look for a financial institution that 
maintains lows fees and competitive rates 
everyday. This will sometimes mean that 
you won’t get the absolute lowest market 
rate on your loan or the highest market rate 
available on your CD, but overall you will 
be far ahead.  You can easily compare rates 
and fees online. And if you can’t find a list 
of rates and fees on an institution’s website, 
they probably don’t want you seeing them. 
Move on.

The bottom line: You work hard for your 
money, so look for a financial institution 
that works equally as hard for you.

Paul Kirkbride is the VP of Credit Services for 
Unitus Community Credit Union in Salem.

unitus Kicks off School Supply Drive
Unitus Community Credit Union will be 

accepting new school supply donations 
during the month of August for Hoover 
Elementary School in Salem.

Founded in 2000, Schoolhouse Supplies 
provides a unique opportunity for over 130 
schools in the Portland 
area. Operating similar 
to retail store, but 
without a cash register, 
Schoolhouse Supplies is a completely free 
store for all public school teachers.

“It’s incredible to hear that as the school 
year begins, teachers can spend up to $1,000 
from their own pockets to purchase supplies 

for their classrooms,” stated Patricia Smith, 
Unitus President/CEO. “Our teachers 
selflessly give to ensure students begin the 
school year with the needed supplies to 
enhance their learning.

Unitus is pleased to offer assistance to our 
teachers and appreciate 
the positive impact they 
have on our children 
and our communities,” 

continued Smith.
Last year, Unitus collected over 1,000 

new school supplies, including backpacks, 
crayons, pencils, pens, rulers and spiral 
notebooks - to name a few. The credit union 

is attempting to double their donations for 
the 2006-2007 school year.

To donate school supplies or to learn more 
about Schoolhouse Supplies, visit www.
unitusccu.com or check for the donation 
drop-off site at the Salem branch of Unitus 
in August.

Unitus Community Credit Union is a 
not-for-profit, member-owned financial 
institution serving people who work or live 
in Multnomah, Washington, Clackamas, 
Marion, Polk, and Yamhill county. 

Additional information about Unitus 
is available at www.unitusccu.com or by 
phone at (800) 452-0900.
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10 Salem 
Area 

Locations
to Serve 

You

Salem - Lancaster
1710 Lancaster Dr. NE
(503) 363-9214

Salem - Mission St.
2350 Mission St. SE
(503) 585-6422

Salem North
3030 River Rd. N
(503) 585-7551

Salem South
1405 Barnes Ave. SE
(503) 585-7545

Salem West
530 Wallace Rd. NW
(503) 363-2261

Dallas
121 Main St.,
(503) 623-8155

Independence
1710 Monmouth St.
(503) 838-6340

Silverton
911 North 1st St.
(503) 873-2966

Sublimity
400 SW Sublimity Blvd.
(503) 769-1883

Woodburn
1140 N. Pacifi c Hwy
(503) 981-1875

www.LesSchwab.com

At Les Schwab 
we’re having 
our largest 
Spring Sale 
ever. We invite 
you to come in 
and experience 
The Les Schwab 
Difference. We 
want to earn 
your business!

Ladies & Gentlemen

 A Natural Path Wellness Spa
skin care services for men and women 

are designed to minimize future signs of aging.  
The sooner you start, the younger looking you will stay.

Call Today for 
Your Appointment

503-508-5347

2355 State Street SE
Salem, OR 97301

www.anaturalpathspa.com

Start your anti-aging program 
TODAY and begin looking 
younger TOMORROW.
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Employment Law: Randy Sutton

New liability for on-the-Job Injuries

Marion County Commissioner: Patti Milne

Striking out Meth in Marion Co.

The recent Striking out Meth in 
Marion County event at Volcanoes 
Stadium was a huge success.  It was a success 
primarily because our business community 
has made an enormous commitment to 
fighting meth.         

At the end of last year, when the Public 
Safety Coordinating Council, which I chair, 
was reviewing its year’s work and beginning 
work on the 2006 Strategic Plan, we were 
all pleased with the many successes we had 
achieved in the fight against meth.  However, 
I was concerned that not enough people had 

yet made the fight against meth a personal 
fight.  Although the council had reached out 
to numerous community groups, I knew there 
were many more we had to reach.  In spite of 
the energetic enthusiasm so many had in this 
important fight, I was also concerned about 
keeping the momentum going. 

The only way to win the fight against this 
horrific methamphetamine epidemic is for 
all of us to work together, stay the course 
for the long term, and make fighting meth a 
part of our own every-day life now and into 
the future.

The fantastic involvement in this Striking 
out Meth in Marion County event is 
proof that businesses and individuals are 
indeed making the fight personal and that 
they are spreading the word!

The wonderful thing about business is that 
they know they must be competitive.  They 
know the marketplace drives their profit 
and they know good business practices 
bring customers and clients back.  They just 
do what they need to do.

More than 30 businesses and individuals 
joined in to sponsor this celebration 
and recognition.  And every one of them 
expressed their commitment to fighting 
meth.  Everyone shared with me how their 
drug-free workplace policy is working.  
They shared why drug testing is protecting 
their employees, their customers and their 
bottom line.  They were proud to tell me 
about their training programs.  Businesses 
are teaching employees to be alerted to 
potential drug abuse, how to identify a 
potential drug house, what to do about it, 
and where to report it.

With this kind of commitment, it’s 
no wonder our sponsors were eager be 
associated with this important event.  
And, some of our business sponsors were 
also participants along side numerous 
community non-profits dotting the 
Volcanoes Stadium concourse with table 
displays, handouts, and volunteers sharing 
valuable and educational information.

It is clear we are winning the war against 
meth, and I’m so grateful for everyone’s 
involvement in Striking out Meth in 
Marion County.  And, a very special 
thanks to Volcanoes Baseball for all their 
help and their generosity in allowing us to 
hold this important but fun event during 
one of their exciting baseball games.  

Every business owner understands the 
need to ensure that operations are conducted 
safely.  Through the doctrine of “vicarious 
liability,” a business can be liable for the 
negligence of its employees. The business, 
and its employees, must act reasonably 
under the circumstances to prevent harm 
from occurring.  The negligent party can be 
responsible for the medical and other costs 
of any injury that occurs, together with 
damage for pain and suffering and even 
punitive damages in certain cases.

The workers’ compensation laws were 
designed to replace the old theories of 
negligence with regard to on-the-job 
injuries suffered by employees.  Rather than 
having an employee sue his or her employer 

for negligence and seek a huge damage 
award for pain and suffering, the workers’ 
compensation laws set out a procedure 
and a compensation formula that will 
decide how much the injured employee will 
receive.  This is a “no fault” system, in that it 
doesn’t matter whether the employer could 
have done anything to prevent the injury.  
In other words, an employer’s misconduct 
will not result in any larger award than if 
the employer had done everything possible 
to avoid the harm from occurring.

Up until recently, it was expected that 
any workplace injury would be subject 
to the workers’ compensation laws.  An 
injured employee would have no right to 
sue the employer for negligence, as workers’ 

compensation was the “exclusive remedy.”  
That changed in 2001 with Smothers v. 
Gresham Transfer, Inc., 332 Or. 83 (2001).  
In that case, the employee suffered from 
lung damage, partly as a result of his 
employer’s negligence.  However, because 
the workplace exposure was not the “major 
contributing cause” of the employee’s lung 
disease, he was not eligible for benefits.  The 
old rule created a “catch-22,” where the 
employee could not obtain benefits under 
the workers’ compensation laws, but also 

could not sue the employer. 
The Smothers court held that it was 

unconstitutional to deny the employee a 
remedy for his or her injury.  In this case, 
the court allowed the employee to sue the 
employer for negligence.  Until recently, 
many believed that the court created a 
very narrow exception to the exclusive 
remedy requirements of the workers’ 
compensation laws.  However, the Oregon 
Court of Appeals’ recent decision in Olsen 
v. Deschutes County, 204 Or. App. 7 (2006) 
has further expanded this rule.

In Olsen, the former employees had 
worked at a care facility for the mentally 
ill. The employees alleged that the facility 
was not properly supervised, there were not 
sufficient precautions to protect from HIV-
infected and hepatitis-infected patients, 
and the facility allowed and retained 
aggressive clients who threatened the care 
providers. The employees eventually quit 
work after management failed to address 
their complaints. The employees sued the 
care facility, alleging that the bad working 
conditions caused them sleeplessness, 
anxiety, and emotional distress.  Arguably, 
their symptoms were all work-related and 
should be within the scope of the workers’ 
compensation exclusive remedy. 

However, the Olsen court expanded the 
ability of an employee to sue his or her 
employer for negligence.  The court held 
that if a claim is protected by the Oregon 
Constitution, but cannot be remedied 
through the workers’ compensation system, 
the employee can bring a separate lawsuit 
for negligence against the employer.  

There are a couple important lessons that 
employers should take from Olsen.  First, 
be sure that the company has additional 
insurance that is adequate to cover claims for 
injuries to employees that are not covered by 
workers’ compensation.  Second, be aware 
that claims for negligent supervision may 
not be covered by workers’ compensation.  
In ensuring a safe work environment, 
look beyond the physical conditions of the 
workplace and the safety of machinery. 
Threats of workplace violence can also create 
claims that the employer may be required to 
defend.  Unlike job-related injuries that are 
covered by the workers’ compensation laws, 
these negligence claims can result in much 
higher jury awards, including the possibility 
of punitive damages.

Randy Sutton is a partner with the SAALFELD 
GRIGGS PC law firm in Salem Oregon. 250 
Church Street SE, Salem Oregon 97301.  This 
article should not be considered legal advice.  
Randy focuses his practice on representing 
management in employment and business 
litigation. 503-399-1070, rsutton@sglaw.com,  
www.sglaw.com.
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Houck and Associates, LLC
Serving real estate buyers, sellers and investors in the Mid-Willamette Valley since 1993

 P S NE, S
River Front Commercial Property

Excellent Development or Redevelopment Opportunity
1.55 acres zoned IC

includes 8000+ sq. ft. building (formerly a restaurant)

For additional information, call
Jagon Ferder, Broker at (503) 551-4563

Phone: 503-581-0100 Fax: 503-585-8911
3755 Commercial Street SE • Salem, OR 97302

Houck and Associates, LLC

FOR SALE

Prudential real estate opens 
Office in Silverton

The Prudential Real 
Estate Professionals 
is opening an office in 
Silverton at 210 S. Water 
St., downtown, announced 
Byron Hendricks, presi-
dent and principal man-
aging broker.  A grand 
opening celebration is set 
for Aug. 4 from 4-7 p.m.  
The public is invited.

Managing the new office 
is Judy Yriarte, a former 
top-producing real estate 
broker who has man-
aged two other offices 
for Prudential, in Albany 
and most recently in 
Woodburn.  Yriarte makes 
her home in Silverton 
and has lived there for 14 
years.  The office adminis-
trator is Lonnie Quinn.

Hendricks said: “We’ve been interested 
in Silverton for a long time.  Silverton has 
experienced good growth in recent years 
and should continue to grow.  This will be a 
good move for us.”  

He added that “advancements in 
communications technology make it easier 
to go into new markets today, so opening an 

Prudential real estate Professionals’ new branch 
office at 210 S. Water Street in Silverton. A grand 

opening celebration is set for Aug. 4 from 4-7 
p.m.  the public is invited.  Principal Broker 
of the new office is Judy Yriarte, a long-time 

Silverton resident. 

additional branch office is close to having it 
down the hall.”

Hendricks purchased the Prudential 
Real Estate Professionals in 1998 and 
added several offices and a commercial 
division.  The company today has branches 
in Woodburn, Stayton, Albany, Corvallis, 
three in Eugene, Roseburg and at the Salem-
Keizer headquarters. 
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The historic Reed Opera House in 
downtown Salem is near capacity and one 
of its classier businesses is the appropriately 
named Fine Things operated by Kathryn 
Kent who comes across as a generous spirit 
who wants people to surround themselves 
with…what else?...fine things.

“This is a perfect place to put a design 
shop that carries a very eclectic look from 
furniture to candles to Moonstruck candy,” 
Kent told me.

When Kent moved into her Court Street 
level location the floor was only about half 
occupied.  The proprietress is pleased to see 
the previously empty square footage taken up 
and credits the renaissance at the Reed to the 
building’s current owner, commercial and 
residential real estate visionary Roger Yost.

“I feel Roger Yost sees the future of 
downtown Salem. I feel we both had insight 
into where we could see Salem going,” Kent 
opined.  “I’m from Portland.  I’ve lived in 
Europe, traveled the world and Salem is just 
ripe to go in a direction that is going to be 
unique for a capital city,” she suggested.

Among the “unique” product lines available 
at Fine Things is Fire & Light recycled glass 
out of Arcata, California.  Kent is quick to 
credit her customer base for suggesting she 
carry the line when no other Salem merchant 
was willing to feature it.  Kent answered the 
call and her loyal clients keep ringing up 
purchases of the line that reminds me of 
depression era glass.

“Most of it is made out of Snapple bottles,” 
Kent informed me. “Thirty young people 
got together in Arcata, California and tried 
to brainstorm what they could use the glass 
for,” she said.

“They (customers) like the fact that it’s 
recycled,” Kent added.  “This is something 
that would have been landfill and you’re 
making something beautiful out of it.  It’s 
using our resources that we have and not 
tapping in on constantly making something 
new,” she said.

The Fire & Light line includes stemware 
from martini glasses to cocktail buckets 
and wine trivets to vases and candlestick 
holders.

One of the artists that Kent is pleased to 
feature is Tina Barry.  The jewelry designer 
specializes in Murano glass.  Venetian 
glassmaking has been practiced since the 
10th Century and dominated the world 
market until around 1700.  The Venetian 
glass industry’s roots can, in fact, be traced 
to the island of Murano.

“I predict she (Barry) is going to be big in 
the jewelry world,” Kent assessed.  “She’s 
been invited down to L.A. to meet with the top 
designers like Ralph Lauren,” Kent said.  The 
Tina Barry line includes bracelets, earrings 
and necklaces.  It is not uncommon for Kent 
to sell three Tina Barry bracelets in a week.

Fine Things also stocks furniture that 
includes everything from reproductions of 
Old World Style joinery with faux antique 
finishes to English sofa tables and Asian 
nesting tables.

Overall, a visit to Fine Things leaves the 
patron with a feeling that form and function 
go hand-in-hand like principal dancers in a 
sumptuous pas-de-deux.  

Downtown Salem’s Fine 
things is a Superior Storefront
By MIChAel PAtrICK o’CoNNor

Fine things proprietress 
Kathryn Kent and Maya
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Give a little, GAIN A lot – Part 2
Growing Your Business: Ken Inlow

Last month, I discussed the importance 
of giving something back to customers that 
may stretch your comfort zone just a bit.  I 
cited an example of how a ticket agent with 
a major airline won my loyalty away from a 
major competitor that I have flown with for 
over 20 twenty years by upgrading me and 
my family to first class on a recent flight for 
absolutely no reason.

It really doesn’t matter what industry 
or profession you’re in, there’s always 
something of value you can give away. I’m 
not talking about traditional marketing 
promotions such as a free gift with purchase, 
or buy one get one free.  I’m talking about 
a totally spontaneous, spur of the moment 
decision to bless a customer with something 
extra that they neither expect nor deserve. 
Why, you ask?  Two reasons: goodwill and 
word of mouth.  You can never have enough 
of those “You’ll never believe what happened 

to me” stories circulating around town from 
one of your enthusiastic customers who got 
something from your company that came 
from out of nowhere.  

Just a few weeks ago, I was shopping with 
my wife at a local mall and happened to stop 
at a clothing store so she could pick up a few 
outfits for summer.  When she entered the 
store, she had already decided how much 
money she could comfortably spend and 
was determined not to exceed that amount.  
(After all, we all know how easy it is for a 
woman to get carried away in a clothing 
store!)  I patiently followed her around 
the store, occasionally sharing my opinion 
about specific outfits when asked.  Within a 

short time, a salesgirl offered to assist with 
helpful suggestions, and before long, my 
wife had found a number of items that she 
absolutely couldn’t live without.

As the salesgirl rang up the items, it 
became clear that if my wife was going to 
stay within the budget she had set that two 
of her favorite outfits totaling close to $150 
would have to go back to the racks. When 
my wife began to become concerned about 
the amount of money she was about to 
spend, the salesgirl went to work.  

“I know this $150 more than you told 
me you wanted to spend,” she said, “but I 
can’t let you leave here without these two 
extra outfits.”  My ears suddenly perked 
up.  What did she say?  Couldn’t let us leave 
without spending more money than we felt 
comfortable spending?  “Here comes the 
credit card pitch,” I thought to myself.  But, 
no.  Instead, the salesgirl took a moment, 
added the items up again, looked at my wife 
and said, “Could you go over your budget by 
ten extra dollars?”  

“Well, sure,” my wife replied. 

“OK then,” the salesgirl said, “I’ve got you 
covered.  You’re good to go with the two 
extra outfits.  I know how much you really 
love those items, plus, they look great on 
you!”

How did the salesgirl do it?  Who knows? 
All we know, is that she did it. In over 30 
years as a consumer, I’ve never seen that 
happen in retail clothing store.  Clothes 
aren’t like cars, where you can negotiate 
your best deal.  The price on the tag is what 
you pay.  But this particular day, in this 
particular store, that wasn’t the case. So 
again, loyalty shifted.  My wife has been 
back to that store several times since then, 
and has told all of her friends.

What can you give away?  Can you stretch 
outside the box of traditional business 
strategies and do something that defies the 
norm.  Try it.  You’ll feel great!

Specialty Polymers, Inc., the Oregon-based 
manufacturer of chemical compounds used in 
glues, paints, inks and coatings, has recently 
promoted Tom Sennhenn from technical 
manager at the company’s South Carolina 
plant to technical director of the entire 
company. Sennhenn’s extensive experience 
in product development, technical service 
and technical management have made him 
a valuable asset to Specialty Polymers since 
he was hired in 2005. Now he will bring that 
experience to the Woodburn, Ore., plant as 
well as the South Carolina plant.

As technical director, Sennhenn will 
have company-wide responsibility for the 
Polymer and Applications groups, as well 
as the Quality Departments. He will be 
responsible for new product development, 
customer product support and product 
quality. 

“Sennhenn brings a high degree of 
technical expertise to Specialty Polymers,” 
said company president Sheryl Southwell. 
“With his knowledge and experience, we 
will continue to aggressively introduce new 
products to our customers and the market. 
Specialty is known for its unique products 
and for the outstanding support we provide 
our customers. In his new position, Tom 
will ensure that our customers throughout 
the world have the products and support 
they need.”

Sennhenn earned a Bachelor of Science 
degree in chemistry from Kent State 
University in 1976 and began his career 
soon afterwards. He worked at Franklin 
International from 1976 through 1995, 
doing everything from emulsion acrylic 
and vinyl acrylic product development 
and technical service to running one of 
Franklin’s businesses. Prior to joining 
Specialty Polymers, Sennhenn was a 
principle development chemist and group 

leader at Ashland Chemical in Columbus, 
Ohio.

Specialty Polymers, which has its 
headquarters in Woodburn, Ore., opened 
its Chester, South Carolina, facility in 1999, 
bringing annual production capacity to more 
than 200 million pounds. The company 
manufactures more than 250 different 
water-based polymers, which serve as the 
major ingredient for house paints, wooden 
deck coatings, inks used on paper sacks, 
roof coatings, cement coatings and wood 
glues. 

Specialty Polymers is known for its 
ongoing innovations, environmentally 
friendly emulsion polymers and exceptional 
customer service. Its skilled production staff 
is committed to providing quality products 
and meeting each customer’s delivery 
requirements. 

Specialty Polymers, Inc. 
Names New technical 
Director

tom Sennhenn
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Now that mortgage-interest rates have 
risen nearly a full percentage point since 
February, the refinance craze that sustained 
much of the industry for the last several 
years is coming to an end. In its place, the 
purchase market is moving to center stage – 
the spotlight will now be on people taking out 
new loans to buy homes, not on refinancing 
existing mortgages. For consumers, the big 
question has become: Is your mortgage 
lender competent and reliable enough to 
handle your loan for a home purchase?

Purchase transactions are much more 
complicated than refinances, and require 
a seasoned mortgage professional with 
experience and expertise on the purchase side. 

During the last few years, as mortgage-
interest rates kept dropping lower and 
millions of homeowners scrambled to save 
money by refinancing their loans, a swarm of 
inexperienced players rushed into the mortgage 
business to grab their piece of the action. 

In those days of the not-too-distant past, 
one of these rookies seldom became an issue 
or was even noticed. They could lock in a low 
rate to refinance a customer’s existing home 
loan, and if the mortgage person failed to 
meet paperwork deadlines and let the lock 
expire before the closing, it wouldn’t matter 

– rates were as low as or even lower than 
before, so the newcomer could still deliver 
the rate he had promised to the customer.

Today, amid rising rates and the more 
exacting standards of the purchase market, 
mortgage lenders face consequences when 
they let your lock expire. Rates might have 
taken another jump in the meantime, in 
which case they couldn’t honor your lock 
and you’d either have to close at a higher 
rate or not close at all. 

Unlike refinancing, the process of obtaining 
a loan for a home purchase is laden with hard-
and-fast deadlines. There are more people 
involved in a purchase transaction – Realtors, 
builders, sellers, attorneys – and they’re all 
relying on those deadlines being met. The 
entire process is more complex and there’s little 
room for error. If you’re selling one home to 
buy another, you have to make plans to move, 
perhaps closing on the sale of your current 
house in the morning and on the purchase of 
your new home that same afternoon. 

When an inexperienced mortgage company 
or loan officer lets your lock expire before 
the close, you won’t be able to close on the 
purchase of your new home at the same 
terms you had agreed to at your application, 
so the closing might fall through. If so, and 

you’ve already closed on the sale of your old 
house that morning, and the movers have 
all of your possessions in their trucks, where 
are you going to move to?

Make no mistake about it: There will be 
casualties in the new purchase market – 
both in the mortgage business and amongst 
homebuyers burned by incompetent or 
unscrupulous lenders. To avoid falling 
into this trap yourself, seek out a mortgage 
professional with solid experience doing 
purchase loans. Of course, positioning 
yourself with a mortgage company that knows 
what they’re doing in a purchase environment 
can be more easily said than done. 

Referrals are important. Ask for references 
from Realtors and homebuilders, people 

whose livelihoods depend on responsible 
mortgage professionals who meet their 
deadlines and understand the intricacies 
and demands of the purchase market. Ask 
for referrals from friends, family and co-
workers who’ve taken out loans to buy a 
home, and have the lender himself provide 
references from his past customers. Your 
home purchase is among the most important 
decisions you’ll ever make and in today’s 
market, you need a top-notch professional 
more than ever before. 
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the Smiling Face of Salem Business

At Large: Bill Isabell

If you could think of one person whose 
face represents business best in Salem, who 
would you think of?  Someone who, when 
you saw them, caused you to immediately 
think of local business? And I’m not just 
talking about one business or maybe two or 
three businesses but business in general in 
Salem?  I contend it’s Michael T. McLaran.  
And I also contend that nearly everyone 
reading this column right now knows exactly 
who I’m talking about.  

Michael T. (Mike) McLaran is the executive 
director of the Salem Area Chamber of 
Commerce, and like it says on his card “Your 
Business and Community Advocate.”  

How did he become so well associated 
with advocacy for the business community 
in Salem, anyway? Let me take you back to 
where it all started.

Our future “business boy” was born in 
Bryan, Texas in 1960.  He only lived there 
for one year but then, he only lived for about 
one year at five different places during his 
first five years on earth. 

Dad, Chuck, graduated from Texas A&M in 
1959 and joined the FBI in Butte, Montana.  
From 1960 to 1965, he worked in Butte, 
Montana, Idaho Falls, Idaho, Lake Oswego, 
Monterey, California, and Oceanside, 
California.  Dad retired from the FBI about 
17 years ago after leading three divisions in 
the San Diego area. 

Mike notes with great pride that Mom, 
Kathy, proudly and diligently served as the 
homemaker for the family, while moving in 
and out of each city.

Following retirement in the late 80s, mom 
and dad moved to Albany. Dad quickly 

became involved in local community issues.  
He later ran for and was elected mayor in 
1997, the first of six terms.  He says this 
term will be his last.

Mike, after graduating from Oceanside 
High School in 1978, attended the local 
Mira Costa College to not only further his 
education, but also to play centerfield for 
two years. He was a very good baseball 
player and Mira Costa had a very good 
baseball reputation.  

Following graduation from Mira Costa, 
McLaran went north to the University of 
Oregon on a baseball scholarship.  He had 
two years of eligibility left but soon found 
himself in a difficult situation.  He had just 
started his first year when he was notified 
that the university would be ending its 
baseball program and that he would become 
part of the last Oregon team.  Oregon was 
willing to honor his scholarship, even 
without baseball, so he stayed for his senior 
year.  Mike graduated from the U of O with a 
degree in business administration in 1982.  

After school, the McLaran family lived in 
Springfield and he worked for an insurance 
company in Eugene. The economy was down 
at that time and working on commission 
only through cold calling, he recalls, there 
would be little or no money for weeks at 
a time.  Mike got used to dealing with the 
proverbial “1000 pound phone” (you sales 
people know what I’m talk’n about) and 
persistence paid off.  He eventually earned 
enough to buy his first home.  

Shortly thereafter, he joined an insurance 
brokerage company where he could enjoy 
more independence.  But Mike was shocked 

after only three months when the company 
ended its local presence and moved to 
Florida.  Déjà vu all over again.

Semi-desperate, with no job now, Mike 
explored the unwanted possibility of moving 
and accepting one of the several offers for 
his services from his old haunts in southern 
California.  In 1985, on the eve of accepting 
one of those offers, a youth minister position 
opened up at his church. He grabbed 
it, all the while knowing that part of his 
responsibilities, due to the skimpy church 
budget, included the church’s janitorial 
work.  Ah, yes, prestige, finally.

Around 1988, Mike, working still to make 
ends meet, realized he had to make some 
tough career decisions for his growing family 
and decided it was time to transition back 
to the business world.  He applied for the 
campaign director position with the United 
Way of Linn County and was selected.  
After a year there he vied for the executive 
director position with the Albany Chamber 
of Commerce and got selected there, too.  
He was on a roll.  

Mike spent the next six years with the 
Albany Chamber preparing himself for the 
opportunity which eventually knocked to the 
north.  In 1995 he landed his current position 
with the Salem Area Chamber of Commerce, 
one of the largest chambers in Oregon. 

Eleven years later, Mike looks back 
with pride on a number of the Chamber’s 
achievements reached with the hard work 
and vision of a lot of people.  He sees the 
organization as energized, productive and 
effective, and a catalyst for leadership in 
Salem, at all kinds of levels.  

He notes members have myriad 
opportunities with unlimited potential 
for leadership development and growth 
through the various Chamber programs.  
He characterizes the organization as in a 
constant improvement strategy, striving, 
always, for excellence.  

Current membership, 80% of which is 
considered small businesses, totals 1270.  

It’s been stable for about 3 years and poised 
for expected growth.

  The weekly “fun and networking” Greeters 
group attracts from 150 to 200 people each and 
every week (As a former chair of this group, I 
continue to claim it’s the best bang for your 
marketing and networking buck in town!).  

Mike’s also very proud of the Chamber’s 
role as a business advocate in governmental 
affairs, a role that has occasionally ruffled 
some feathers.  Regrettably, in his position, a 
down side is that relationships get damaged 
occasionally. It’s unfortunate, he says, but 
he understands he can’t spend too much 
energy trying to fix everything.  He takes 
comfort in knowing that he always strives 
“to do the right thing.”

McLaran heaps high praise on his Chamber 
staff at every speaking opportunity.  
He describes them all as “exceptional 
professionals with dedication and a 
commitment to excellence.  They approach 
their jobs with a passion second to none.”

Another, and the best, achievement during 
the past 11 years was that he married his 
wife, Diane, on May 21, 2002.  She’s the 
executive vice-president for the Salem 
Association of Realtors. Mike and Diane are 
happily raising five-year-old Kaia.  

Mike has two grown children.  Son, Chris, 
graduated from Corbin College and is 
currently working in business development 
for Garten Services.  Daughter, Katie, like 
dad, a graduate of the U of O, is a part-
time teacher in the Eugene school district 
working with elementary Latino students.  

Besides Chamber duties, McLaran does his 
share of volunteer work.  He’s on the Cascade 
Counsel of the Boy Scouts, a board member 

Mike McLaran outside the Chamber offices

Continued on page 23
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Isabell...Continued from page 22

of the Salem Leadership Foundation, and a 
trustee for the Salem Hospital.

As for following in his father’s footsteps by 
running for Mayor, that’s just not on the near 
horizon, if ever.  His dad has never pushed 
in that direction, either.  In fact, Mike’s still 
very excited with his current job and doesn’t 
see politics of any kind on any horizon.  He 
actually prefers, believe it or not, to stay 
out of the spotlight (Believe me, I’m here to 
attest to the fact that Mike only assumes the 
spotlight when absolutely necessary).  

McLaran loves Salem and sees it ready to 
grow. But he also understands that with that 
growth comes a need for balance between 
progress and livability.  He wants to help 
find it.

Soft spoken and as cool as the other side of 
the pillow (yes, I stole that line from ESPN), 
Mike controls his emotions in public. He 
exudes quiet confidence and smiles easily, 
especially if you mention his beloved Ducks.

Mike’s hobbies include golf, U of O sports 
(he wanted everyone to know, though, that 
he’s very, very proud of what the Beavers 
did in baseball the last 2 years), travel, 
gardening and last but the most important, 
family time. 

And finally, most business people, and some 
others, know that Mike McLaran and I had 
our differences during my mayoral campaign 
of a few years ago.  It got fairly public.  I want 
to set the record straight, publicly.  

It all started because of a misunderstanding 
that I had back then. A misunderstanding 
that could have easily been resolved if 
I’d been my usual self and done the right 
thing at the time and met with Mike when 
he asked me to.  I didn’t, then, but I have, 
several times, since.  I’ve apologized to Mike 
for failing to do what I’d always done before. 
Communicate. Mike graciously accepted.  
I consider him to be a good friend (Go 
Ducks!).

Now, don’t get me wrong. We still don’t 
agree on everything. We still have some 
healthy differences of opinion on some of 
the local political issues but then so do I and 
some of my other friends. But one thing’s for 
sure, in my mind, anyway. He’s the best man 
for his job.  He works tirelessly for, not only 
the business community, but also for the 
health and welfare of the entire community.  
And he’s a nice guy. Mike McLaran, the 
deserving face of business in Salem.

Bill Isabell is chief meteorologist for KBZY Radio, 
1490am, and a personal financial representative 
with Allstate Financial Services, LLC.

It is nearly time for the start of the fall 
presenting season for all the arts organization 
and that means the performances begin 
in earnest at the Elsinore Theatre with the 
onset of September.  

The best value is to purchase season 
tickets which enables you to have the same 
seat for each performance, a discount on 
the purchase and notification of upcoming 
added performances.  

The Theatre is host to a few different 
seasons for you to consider.  The Elsinore 

Presents Season will bring The Rat 
Pack, Gaelic Storm, Jim Brickman, 
Bo Diddley, In The Mood, Forbidden 
Broadway, Chinese Golden Dragon 
Acrobats, Michael Londra and Gran Ballet 
Folklorico to the stage.  

The Elsinore Family Season will be 
comprised of Willy Wonka, Garry Krinsky-
Toying with Science, Junie B. Jones and 
Cam Jansen (all four of these family shows 
can be purchased for only $40).

Additionally season tickets can be 

purchased for the Salem Community 
Concert Associations performances of The 
Journeys, Time for Three, Eric Himy, The 
Coats and Savoy Express.  

The Salem Concert Band will bring to the 
stage four separate performances which 
showcase the talents of the Concert Band 
along with solo artists.  On March 4, they 
will combine their talents with the Festival 
Chorale Oregon for the Hidas-Requiem.  

The Salem Pops Orchestra will separately 
present four performances featuring local 
and national talented performers along with 
themselves.  

Season tickets are available for both 
the Concert Band and Pops Orchestra.  A 
complete schedule of all these and other 
performances can be found on the www.
elsinoretheatre.com web page.  

Performances are added all the time so be 
sure to check the web page frequently.  

This fall, the Crystal Apple Awards will 
take place at the Theatre and the Elsinore 
will again host the spring State of Oregon 
High School Drama Festival (this festival 
brings 2,000 high school students from 
throughout the state into town for three 
days generating hotel nights along with 
their dining and spending dollars.)  

Warren Millers’ Ski Movie will be 
premiered in October.  

Just in time for the Holidays The 
Nutcracker Ballet will return with multiple 
performances.

Last season the Theatre experienced 
an exceptional year with the number of 
performances. The theatre was host to 
nearly 190 uses.  The majority of these uses 
were live performances along with classic 

and silent films, but the theatre was also 
utilized for weddings, receptions, private 
parties, business meetings and awards 
presentations.  Over 62,000 patrons came 
through the doors of the Theatre this past 
season.  Many shows were sold-out (by 
purchasing a season ticket you are ensured 
admission into the performances that are in 
high demand).

Remember …. From Bach to Rock and 
Ballet to Broadway, The Elsinore has it all!

See you at the Theatre!      

Scott and Ingrid Sadler took over 
as the new owners of the Arbor Café 
380 High St. on July 1st.  They plan 
to bring the Arbor back to its original 
glory days in the early 90s when 
the bakery was cranking out fresh 
pastries, cakes, and bread daily.  The 
café was a meeting place for friends 
who appreciated quality food at a 
reasonable price and you could call 
or fax in your order in the morning 
to have your office meeting catered 
in the afternoon.  They are using the 
original recipes and adding some 
new ones to the soon-to-be revised 
menu.

Scott is the Managing Partner 
of Harry’s Fresh Deli in Portland 
and former Owner of Clean Sweep 
Cleaning Services, whose corporate 

office was located here in Salem.  He 
sold Clean Sweep in 2004.  Ingrid 
is a Dental Assistant here in Salem.  
Matt Bechtel is the General Manager, 
and Sarah Lovald is the Pastry Chef/
Baker.

For additional information on 
Wholesale baked goods, catering or 
The Arbor Café in general, contact 
Scott Sadler 503-588-2353 or e-
mail to ssadler@harrysfreshdeli.
com.  The hours of operation are 
Monday-Friday 7:00-6:00 and 
Saturdays 8:00-4:00.  Closed on 
Sunday. The Arbor Café and Bakery 
serves breakfast and lunch. It offers 
catering citywide. Wholesale baked 
items are available to local coffee 
shops and restaurants. 

New owners Plan to take the 
Arbor Café Back to its roots
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employee Motivation Myths

One of the biggest challenges business 
leaders face is finding effective ways to 
motivate employees. This struggle is as 
present in the small company with three 
employees as it is in the largest, Microsoft-
sized corporations. Luckily, however, the 
solutions are exactly the same. 

There are simple and effective ways to 
motivate employees. To get clarity around 
what they are, it might help to dispel of a 
few myths regarding this topic first.

Myth 1- “Employees are most motivated 

by money or a rewards program with a 
monetary incentive.” 

Strike one. Contrary to popular belief, 
money is not the only reason people get up 
and go to work in the morning. Sure money 
is important but even the most materialistic 
among us feel strongly about other kinds of 
rewards. Along side money, one of the top 
motivators for workers is earning the respect 
of others. That’s right, recognition. A pat on 
the back. A thumbs up for a job well done. 
By understanding this one simple truth 
and you can begin to dramatically increase 
productivity, improve morale and decrease 
turnover.

Myth 2- “It doesn’t matter where or when 
I praise employees just as long as I praise 
them.” 

Almost, but no cigar. Yes, it is important to 
show praise when praise is due but the most 
effective way to recognize a job well done is… 
publicly. Telling someone how great they 
are in front of their peers is so much more 
effective than saying it privately. People 
need to know they are appreciated and they 
need others to know it too. 

Myth 3- “If I am not reprimanding them 
they should assume I am satisfied with their 
performance.” 

Heck no! People need to hear they 

are doing a good job and meeting the 
expectations their managers hold for them. 
It is just as critical to tell them that they are 
doing a good job as it is to tell them that they 
are doing something incorrectly. If you are 
happy with someone’s work performance, 
tell them. It just takes a second and  you’d 
be surprised how far a few simple words like 
“nice work” will go. 

These are not complex rules or guidelines, 
but they work. I invite you to start 
incorporating these simple practices into 
your employee recognition/reward program 
then sit back and watch you, your employees 
and your business flourish!  

Jennifer Powers, MA.,CTACC is a certified 
professional coach and public speaker. She 
partners with business owners, professionals 
and emerging entrepreneurs to close the gap 
between where they are and where they want 
to be

Jennifer’s practice, Coaching from Within, is 
based in Salem. Visit her at website at www.
CoachingFromWithin.com or email to Jennifer@
CoachingFromWithin.com. 

Salem 
Business 
Journal

www.SalemBusinessJournal.com

Advertise Your Business in the

Call 503-365-9544
 for a rate sheet 



august 2006 Salem Business Journal Page 2�

Coupon
2 for 1 lunch

Mon-Fri 7am - 5pm
Sat 8am - 4pm

503-588-2353 • 380 High Street NE, Salem
We also provide Catering & Wedding Cakes

Come see the new Arbor: New Ownership~Enhanced Menu

380 High St. 97301, 503.588.2353, 7am-5pm

Salem Business Journal

Lullu’s Tidbits: Lullu Truitt

Kenyan Food for thoughtSilver Grille: the 
Mid-Willamette 
Valley’s Culinary 
oasis
By MIChAel PAtrICK o’CoNNor

Greetings everybody
Here I go with a wild idea: I want to talk 

about food from Kenya. Yes, I know more 
about Italian food then any other, but I 
have friends from different countries and I 
decided to honor them (at least one of them, 
for the moment) by talking about their foods 
and maybe some of their customs.

I talked to my friend Leah, and she told me 
that her parents Mr. and Mrs. Ngure are here 
visiting from Nairobi. What an opportunity 
to learn about some new culture and food 
of course, but to my surprise, you can read 
a lot about culture, religion, politics, but 
little is mentioned about their food, so I was 
looking forward to meeting Leah’s parents 
and asking a lot of questions.  I asked them 
to come to my store. 

Leah, together with her mother, a 
lovely soft-spoken lady, and her father, a 
distinguished silver-haired man came for the 
interview and they were more than happy to 
share some of their customs with me.  

I asked what is the traditional menu and 
here it goes: (A little disclaimer is in order 
at this point, because, as I said before, I 
know a lot more about Italian matters then 
African, so if there are any big mistakes, 
please forgive me…I tried!) 

As appetizers it is MUTETA, which is the 
scraps of beef or goat that are boiled and 
served as soup. I like the no-waste approach; 
and the other could be TILAPIA fish that is 
deep fried as a whole fish.

IRIO is the general word for food in 
KIKUYU (central Kenya) so, now we are 
talking about real food like MUKIMO that 
is the main staple for the Kikuyu tribe. Its 
base is beans and since there are about ten 
different types of beans, you don’t get tired 
of it. The recipe goes like this:

1 lb of split peas; ¼ lb of frozen corn; 

10 potatoes; ½ bag of clean spinach with 
veins removed and salt. Green banana 
– the ones you use for cooking – are used 
sometimes instead of potatoes since they 
are less expensive and easier to find; also 
tender pumpkin leaves can be used instead 
of spinach.

Soak peas in just enough water to cover 
for 30 minutes. Boil until half done. Add 
the peeled and quartered potatoes or the 
mashed bananas on top, and the leaves go 
on top of that. You know, the layered look! 
You have to have just enough water to cover 
half of the potatoes. 

Now add the frozen corn on top. Remove 
and save any excess water if any - just in 
case you should need more water. Remove 
from heat, add salt, and mash gently with a 
wood spoon. Ideally, you still would like to 
bite into the kernel. 

Custom says this dish is cooked in a clay 
pot, but a pressure cooker could be used 
with just about the same results. Mrs. Ngure 
also told me that a new bride would receive 
a few of the clay pots as wedding presents 
since she will break them not knowing how 
to mash the Mukimo–(properly, I think is 
the missing adjective.)

The other dish is CHAPATI – used by 
everybody in Kenya: 

1 lb of whole wheat flour, 5 tablespoons of 
sugar, ½ liter water and corn oil.

Mix flour, water and sugar in bowl by 
hand and knead. Cover and let it rest for 30 
minutes. 

Take a few pinches at times to roll in a 
circle. Brush the circle with corn oil, roll it 

back up and COIL it (as in a sweet roll) and 
put it aside until you finish all the dough. 
Pick up the coiled dough and using a rolling 
pin, flatten the “roll” to a 9“ disk. 

Fry it in a little corn oil and cover it after 
you take it out.

Now I wish I can say “Buon Appetito” in 
Swahili! 

Until next time.

Try to find a better restaurant than Silver 
Grille Café & Wines in the Mid-Willamette 
Valley and you are on a mission impossible.  

Chef and Proprietor Jeff Nizlek comes 
across as humble and unpretentious — a 
quality not often seen among those running 
a fine dining kitchen.  There is a great deal 
of ego that makes up the psyche of those 
that forge a place in the culinary world.  It 
is not a bad thing if that ego can be kept in 
check and not trip the Richter scale.

My latest venture inside the Silver Grille was 
an impromptu decision following a glorious 
hike with a friend in Silver Falls State Park 
and like a symphony that comes to a riveting 
climax; the restaurant visit was a treat.

My menu selections were as follows:  
* Chilled organic carrot soup.  The puree 

was topped with Nancy’s sweet pea foam 
and an edible flower that I suggest you 
ingest. ($6)  

* Lest you think this guide wears rose-
colored glasses, I must admit my salad of 
Sowa Farms greens with balsamic vinaigrette 
and Rogue River blue cheese and candied 
walnuts was not what I’d hoped for.  The 
ingredients were superb but the sum was 
figuratively worth less than its parts. ($7)

* The main course was a Rain Shadow 
roast leg of rabbit with a local basil sauce 
and included Steffen Farms baby squash, 
spring onions and gnocchi. ($20)  Not only 
was this the best rabbit to cross my palate, 
it ranks among the best dishes I’ve ever 
consumed.  Period.

* Dessert was a selection of fresh local 
berries.  The presentation was a work of art.  
It was like tasting an Impressionist master’s 
work.  My masticating a Monet was helped 
along with a double cappuccino.  The coffee 
purveyor used by Silver Grille is Illy.  I’ve 
enjoyed Illy’s product line from Salem, 
Oregon to St. Petersburg, Russia and agree 
with Chef Nizlek that the company provides 
the best product around.

Chef has done his fair share of traveling too.  
Nizlek received training in Avignon, France 
and worked at Auberge de Noves, in Noves, 
France as well as in Bern, Switzerland.  
Stateside Nizlek’s culinary CV includes 
working in fine dining venues in Virginia, 
New York, Connecticut, Pennsylvania, 
California and Oregon.

Silver Grille Café & Wines is located at 
206 East Main Street in Silverton, Oregon.  
Its hours are 11:30 a.m. to 2:30 p.m. for 
lunch Tuesday thru Saturday.  Dinner hours 
are Tuesday thru Sunday from 5:00 p.m. 
thru 9:30 p.m. More information can be 
obtained from the restaurant’s website at 
www.silvergrille.com.
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City of Salem Construction Permits Provided by the City of Salem Buildings and Safety Divison

DeLon BMW
Larry Ramage

Sales Manager
660 Liberty Street NE

Salem, OR 97301

Tel: (503)399-9541
Toll Free: (877)266-0117

Fax: (503)585-5933
E-Mail: LPR1960@peoplepc.com

For construction permit data 
information, contact Justin Kimble 

at the Salem Business Journal 
at 503-365-9544.

2288 LIBERTY ST NE
$200,000.00
NEW COMMERCIAL
CORNERSTONE BUILDING CO
358 SUPERIOR ST SE SUITE 100
SALEM OR 97302
503-566-7711

4001 FAIRVIEW INDUSTRIAL DR SE
$125,000.00
COMMERCIAL ADDITION
MCINTYRE CONSTRUCTION
1500 WESTEC DR SE
EUGENE OR
541-912-7971

3048 IRISH CT NW
$200,000.00
SINGLE FAMILY
WILLAMETTE DESIGN INC
PO BOX 1391
SILVERTON OR 97381
503-932-3104

588 HAWTHORNE AV NE
$42,00.00
FAMILY ADDITION
ROGER BARNETT CONSTRUCTION
12150 JEFFERSON HW 99E SE
JEFFERSON OR 97352
503-363-1246

3237 HIDDEN VALLEY DR NW
$39,000.00
ACCESSORY STRUCTURE
SUMMER HOMES
1111 LITTLE JOHN LP NW
SALEM OR 97304

1780 BAXTER RD SE
$66,700.00
NEW COMMERCIAL
MERZENICH, ED
3794 AUGUSTA NATIONAL
SALEM OR 97302

1188 LIBERTY CR S
$1.00
CHANGE OF OCCUPANCY
ALLEN, CLAY
4843 TOWHEE CT S
SALEM OR 97302
503-391-6777

2932 LAURELWOODCT NW
$330,000.00
SINGLE FAMILY
MC NORTHWEST INC
PO BOX 5084
SALEM OR 97304
503-991-1367

2173 ALEX AV SE
$212,502.00
SINGLE FAMILY
CENTEX HOMES
16520 SW UPR BOONES FERRY RD 200
PORTLAND OR 97224
503-608-3060/258

1612 BARTLETT HILL DR NW
$220,000.00
SINGLE FAMILY
CUSTOM TAYLORED CONSTRUCTION  INC
PO BOX 430
SALEM OR 97308

3340 HAWTHORNE AV NE
$180,000.00
NEW COMMERCIAL
MCKINNEY, KEN
503-428-8443

2455 RIVER RD S
$50,000
COMMERCIAL ALTERATION
WARD, STEVE
3841 FAIRVIEW INDUSTRIAL DR SE
SUITE 100
SALEM OR 97302
503-585-2474

3700 PORTLAND RD NE
$172,000.00
COMMERCIAL ADDITION
CARLSON, CRAIG
3095 RIVER RD N
SALEM OR
503-390-0281

6218 CHERRY AV NE
COMMERCIAL ADDITION
R C ENTERPRISES
2729 NE 125TH
VANCOUVER WA 98686
360-573-7563

4080 REED RD SE 110
COMMERCIAL REPAIR
SALEM HEATING AND SHEET METAL
PO BOX 12005
SALEM OR 97309
503-581-1536

2138 LANCASTER DR NE 109
$20,000.00
COMMERCIAL ALTERATION
STUDIO 3 ARCHITECTURE
222 COMMERCIAL ST NE
SALEM OR 97301
503-390-6500

1637 HAWTHORNE AV NE
$5,000.00
FIRE SYSTEM ADDITION
SECURITY CO INC
15495 SW SEQUOIA PKWY UNIT 100
PORTLAND OR 97224
503-968-3300

344 NORWAY ST NE
$5,000.00
COMMERCIAL REMODEL
HABEKOST, MARTIN
PO BOX 725
SALEM OR 97308
503-910-3905

5000 DEER PARK DR SE 78
NEW COMMERCIAL
C J HANSEN CO INC
PO BOX 7397
SALEM OR 97303
503-362-3643

702 CHURCH ST NE
$850,000.00
COMMERCIAL ALTERATION
ANKROM MOISAN
6720 SW MACADAM 100
PORTLAND OR 97219
503-245-7100

4734 BRADFORD LP SE
$8,000.00
REMODEL
DALES REMODELING
5514 COMMERCIAL ST SE
SALEM OR 97306-1118
503-370-7609

1955 SALEM DALLAS HW NW
$21,547.00
FIRE SYSTEM ADDITION
PATRIOT FIRE PROTECTION
4708 MINNEHAHA ST NE
VANCOUVER WA 98661
360-699-4403

3850 HAGERS GROVE RD SE 106
$3,950.00
FIRE SYSTEM ADDITION
PERFORMANCE SYSTEMS
7759 SW CIRRUS DR
BEAVERTON OR 97008
503-969-6949

3733 LIBERTY RD S
$1,855.00
ACCESSORY STRUCTURE
WEST COAST METAL BUILDINGS INC
5073 DALLAS HW NW
SALEM OR 97304
503-566-7788

1860 HAWTHORNE AV NE 070
$20,000.00
C P DEVELOPMENT LLC
PO BOX 2779
SALEM OR
503-409-5024

3524 FISHER RD NE
$108,700.00
NEW FIRE SYSTEM
JND FIRE SPRINKLER INC
960 WILSON ST
EUGENE OR 97402
541-686-1964

4660 RIDGE DR NE
$14,000.00
COMMERCIAL ALTERATION
RETI, TOM
4660 RIDGE DR NE
SALEM OR 97301
503-393-3136
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If it’s happening this summer 
in the SALEM AREA,
you’ll hear it on KBZY

SizzLing SuMMER SoundS
Music from the 50s, 60s and 70s

On Salem’s First Choice 
KBZY 14 Ninety

Doc Nelson Roy Dittman Terry Sol 

Justin Herr Rick Allen Bill Isabell 

Rich Baily Karen Karsen Terry Long 

Wendy Paulson Ron Norwood

Continued on page 28

Rushing Reflections: Bo Rushing-Barnes

Charisma: A Warm Power of Attraction
I find it difficult to pass a wooden fence 

without recalling Tom Sawyer’s engaging 
personality. When faced with the task of 
painting that wide and tall fence on a nice 
summer afternoon, the thought of missing 
out on a day of fishing along the river bank 
with a cool breeze blowing was too much 
to bear.  As Mark Twain wrote it, we know 
Tom used his best people skills to enhance 
the moment, elevate the task and engage 
someone else to paint that fence.  In a sense 
we might say Tom Sawyer was a charismatic 
sort of a guy.  He had the ability to connect, 
communicate and design a truly wonderful 
vision which led to bringing another on 
board to share that vision down to the wire, 
complete with an action plan to get the 
mission accomplished.  

There have been other, notable characters 
which society has deemed to be charismatic 
in nature. John F. Kennedy, Franklin 
Roosevelt, Jimmy Stewart, Elvis Presley, 
Lou Tice; the list goes on and on. 

Think for a moment about a memorable 
person in your life who holds the powers 
of a charismatic personality. It might be a 
former teacher, coach, pastor, civic leader, 
grocery store check-out clerk, childhood 
friend, or business associate. Again, your 
list might go on and on.  

What about yourself? Would your friends 
consider you to be a charismatic character?  
Think about your answer; I’m going to ask 
you the same question again in a moment or 
two.  While the mere word itself inspires an 

uplifting feeling of positiveness, 
there is so much more to 
actually having charisma than 
just being a clever person 
who can get other people to gladly do their 
work for them, such as Tom Sawyer did 
in Hannibal, MO, along the banks of the 
Mississippi River back in the late 1800’s.  

So, just what is charisma? How do you 
get it; keep it; share it? Can anyone be 
charismatic? 

In Webster’s dictionary, the meaning of 
charisma is noted as “A rare personal quality 
attributed to leaders who arouse fervent 
popular devotion and enthusiasm; Personal 
magnetism or charm.” 

Charismatic individuals generally project 
unusual confidence, calmness, assertiveness, 
authenticity, and focus, along with superb 
communication skills. To the early Greeks, 
charisma was said to be “a divine favor/gift” 
or “gift of grace,” implying that this ‘divine 
quality’ was an inborn trait. Today, many 
psychologists believe it can be taught and/
or learned despite the elusive, persistent 
inability for most people to accurately define 
or even fully understand just what charisma 
is really all about.  Let’s explore….. 

Richard Wiseman, a professor of 
psychology, has written several books about 
charisma and the art of being a charismatic 
personality. He believes that a charismatic 
person has two basic attributes: They feel 
emotions themselves quite strongly and 
they induce strong emotions in other people.  

In other words, they communicate and 
connect on a deeper level than a person who 
is less charismatic in nature. Charismatic 
people make others want to hear more, 
stick around longer, share conversations 
and visions, work together to achieve goals, 
be members of the same team, do business 
together, build communities together, enjoy 
experiences together.  Think about it again…
are you in that category? Do you engage 
others? Do others feel your charisma?  

Dale Carnegie (yes, the same Dale that’s 
been teaching people how to be charismatic 
in making friends and influencing people 
since the 1930’s) once said “You can make 
more friends in two months by being 
interested in other people, than you can in 2 
years by trying to get other people interested 
in you.”  Could this be the secret component 
of charisma? Ask yourself this question, 
“Do I usually focus on my own interests or 
others and their interests?” 

In his many books, Mr. Carnegie outlines 
six important components that will enable 
a person to become charismatic and more 
deeply connected to family, friends, clients, 
community members and others in their 
lives. 

1-Become genuinely interested in other 
people: Doesn’t matter how much power, 
education, or expertise you posses, people 

will respond to you more favorably if you let 
them know how much they matter to you as 
an individual. 

2-Smile: it’s inviting.  Draw others to you 
by lighting up your face with a smile; smiling 
will cause people to know you care. 

3-Remember names: a persons’ name 
is the sweetest and most important sound 
you can make; concentrate on learning and 
remembering names; use a trick with words 
to remind you of their name, or memorize 
something about their face that will later 
remind you of their name.  

4-Be a good listener, encourage others to 
talk about themselves. An example of this: 
A woman went to dinner with two famous 
men on 2 successive nights. When asked 
her impressions, she said when she left the 
1st night she thought he was the cleverest 
man in the nation. But when she left on the 
2nd night she thought she was the cleverest 
woman in the nation. 

5- To cultivate relationships a person needs 
to learn to talk within other person’s interest. 
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Real Estate: Elaine Gesik

Staying on top of the CurveRushing...Continued from page 27

Real Estate Property Investment is a 
financial holding that needs continual 
assessment and it is important as an owner 
to do a quarterly review of your holdings to 
ensure that your property is maintaining 
and staying on top of the current economic 
curve.

Here are some things as an owner you 
should look at on a quarterly basis.

Current Market Inventory:  How does your 
property compare with the current market? 
Is there a demand or a glut of your product 
type in your marketplace?

Occupancy and Vacancy Factor:  How 
is your property performing?  How does 
your property compare with competitive 
properties? 

Marketplace: What are the changes 
happening with your market competitors – 

Are you competitive?  Know your strengths 
and be aware of your weaknesses – look for 
opportunities to improve your market hold.

Property Maintenance:  A well maintained 
community is inviting.  Tenants, prospective 
tenants and customers want to have a 
positive experience one of your best forms 
of advertising is an environment that is 
clean and inviting.  

Common Areas: Common area grounds 
should be immaculate and landscaping 
should be vibrant.

Parking:  Customer parking must be 
convenient, tenants are not allowed to park 

in prime areas.
Trash Bins/Receptacles:  Tenant trash bins 

should be not be visible to their customers.  
Trash receptacles should be available 
throughout the common areas in order to 
invite people to throw their trash in them 
rather than on the ground.

Lighting:  Parking lot areas and walkways 
should be well lit.  This provides for a safe 
and secure commercial community.

Property maintenance can have the 
biggest impact and influence as whether or 
not a customer will revisit your commercial 
community

Lease Review/Administration:  Take a 
look at your leases are they being properly 
administrated.  Do you have options or 
expirations coming due?

Budget:  Do you have a budget?  Are you 
on target?  If you don’t have a budget start 
one and maintain a comparison of budget 
vs. actual.  A budget is key to highlighting 
financial trends and helps you plan and 
reserve funds to maintain your property and 
keep it a peak performance.

Customer/Tenant Relations:  Landlords 
often forget that Tenant Relations is a key 
component to tenant retention and renewal.   
Maintaining a professional and solid 
working relationship during the tenancy 
usually translates into building a strong 
base of long term tenants.

By taking a quarterly assessment you have 
a better chance of always staying on top of 
your real estate curve. 

 
Elaine Gesik has over 18 years of commercial 

real estate experience working for some of 
the nation’s largest real estate investors.  She 
has handled all phases of the transaction from 
start to finish including the asset management 
for large portfolios. She brings a balanced, 
fair approach to commercial real estate. For 
additional advice or questions regarding your 
commercial real estate needs please feel free to 
call 503-586-7402.

This is true in all areas of building solid 
relationships.  Whether it’s when meeting 
someone for the 1st time; building deeper 
friendships in your community; conducting 
integrity-based business functions with co-
workers, clients, vendors or sustaining a 
marriage, in order to share your charisma, 
you must stay within the interest of the other 
person; engaging with them based on how 
they wish to be communicated with. Author 
Tony Alessandra calls this “the platinum 
rule”: “DO UNTO OTHERS AS THEY’D 
LIKE DONE UNTO THEM”.  A popular 
burger business calls it “Have it your Way!”  

Lastly, 6- Make the other person feel 
important and do it sincerely: Never put on a 
show or use insincere flattery, people can tell 
if your charm is a fake, a put on. You must be 
genuine, treating others in such a way as to 
make them feel important and valued.  

Authors Marcus Buckingham and Donald 
O. Cliffton call this ability to make other 
people feel special the “WOO Factor”, 
which stands for “winning over others.” 
Buckingham and Cliffton believe that 
people who have the WOO Factor are vitally 
interested in people and “want to learn their 
names, ask them questions, find areas of 
common interest, etc., so they can strike up a 
conversation and build rapport, connection. 
Buckingham and Cliffton believe “WOO” is 
a natural, born-with strength that you either 
have or don’t have.  I disagree. I believe that 
while some seem to be born with it, any 
of us can develop “Woo” if we truly value 
ourselves, maintain a healthy level of self-
esteem and consistently strive to design 
ways to customize how we treat others in a 

way they want to be treated.  
So, I ask you again, do you have charisma? 

Do you have a way about you that makes 
people in your life feel honored and special? 
Do you put others in a place of importance; 
letting them know their opinions are 
respected, even if you don’t share their 
viewpoint? Would your steepest competitor 
admire you for the way you conduct yourself 
and your business? Not sure? Think about 
it this way: a person without charisma 
walks into a group and says “Here I am!”  
The person with charisma walks into a 
group and says “There you are!”  I recall 
a very touching statement which I think 
summarizes the quality of a person with 

charisma.  “People will forget what you said 
and what you did over the years, but they 
will never forget how you made them feel.” 
If you want to be a person who makes others 
smile when they see you coming, get outside 
of yourself; change your focus and become 
more openly interested in others. “Seek first 
to understand, then to be understood”, one 
of Stephen Covey’s 7 Habits. It will change 
your life in a most satisfying way.  You will 
feel and share the powers of charisma in all 
aspects of the word.  You might even have 
someone offer to paint your fence for you 
someday!

In collaboration with Linda Harris, Harris & 
Associates.

Mark F. herbert

Oregon Community Credit Union CEO 
Mandy Jones today announced that Mark 
F. Herbert has been named chief operations 
officer. Herbert, who previously served as 
vice president of human resources at Oregon 
Community Credit Union, assumed his new 
position on July 15. He succeeds Jones, who 
became chief executive officer on July 1. 

Herbert joined Oregon Community 
Credit Union in 2004, and previously was 
executive vice president of human resources 
for Marion and Polk Schools Credit Union. 
He has more than 24 years of corporate and 
consulting experience. 

In announcing Herbert’s appointment as 
COO, Jones said: “With extensive experience 
in directing facilities and technology, branch 
operations and member services, lending, 
and staff and organizational development 

functions, Mark is uniquely qualified for 
this position. We look forward to working 
with him in his new role.” 

Celebrating its 50th anniversary this year, 
Oregon Community Credit Union has grown 
from 26 members to more than 90,000, with 
more than $725 million in assets. With seven 
branch offices in Eugene/Springfield, two 
in Salem, and two on Portland’s Westside, 
the credit union serves anyone who lives 
or works in Benton, Clackamas, Columbia, 
Lane, Linn, Marion, Multnomah, Polk, 
Washington and Yamhill county. Oregon 
Community Credit Union is member owned 
and not for profit, offering exceptional 
service, providing active support for its 
local communities and serving as a trusted 
financial advisor to its members. 

oregon Community Credit union 
Names Coo
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Building Buzz: Tirza Wibel, Public Relations Strategist

Personalize your Marketing, Increase 
your roI

When you sort your mail each day is the 
pile of “junk” mail higher than the pile of real 
mail?  From glossy postcards to mysterious, 
unidentified white envelopes, companies 
are trying to reach you and compel you to 
try their products, company or services. 
Does it work? Most likely it winds up in the 
recycle bin as mine does.

Is direct mail a thing of the past? It 
doesn’t have to be. Is it a cost-effective 
way to reach new customers? Thanks to 
advancements in technology, you bet. But 
in order to be effective it must take into 
account the changing ways that consumers 
are demanding their information.

In today’s fast-paced “need it now” 
information culture, consumers don’t have 
the patience to sort through the jungle 
of information coming at them. They 
are demanding meaning and relevance 
and they want it on-demand. Americans 
want personalization for their particular 
preferences, and today’s leading brands 
from TiVo to Amazon are giving it to them.

If you want to rise above your competition, 
consider how you might meet your 
customers’ demand for relevant messaging 
through a strategic personalized marketing 
campaign. It’s no secret that the most 
successful campaigns deliver consistent 
messages through multiple channels and 
the more you personalize your message, 
the greater your success rates will be. 
Personalized marketing brings results and 
meets the demands of today’s consumers. 

Make a Connection With Direct Mail 
According to Catus Mailing Company, 

studies show that almost 70 percent of people 
prefer personalized direct mail over standard 
“static” direct mail, and a landmark study 
by Frank Romano and David Broudy found 
that adding a recipient’s name in a document 
increases response rates by 44 percent.

Creating a personalized marketing 
campaign is within reach and budget thanks 
to on-demand, digital printing resources. 
Whether it’s a personalized mailer or 
invitation to visit a trade show booth or a 
multi-channel campaign with print, email 
and personalized web sites, today’s leading 
businesses are taking note of the benefits of 
personalized campaigns.

A recent direct mail campaign for a 
financial services company saw a huge spike 
in inquiries when they created a strategy 
that involved direct mail and personalized 
web sites. Starting with a mailing list and 
database of some basic information such as 
general age ranges of recipients, the company 
was able to create a targeted campaign 
that personalized postcard mailers with 
individual names, copy and art that spoke to 
the targets’ likely current interests. 

For example, for a recipient in his late 20’s 
the postcard spoke to his probable desire 
for home ownership, whereas for a recipient 
in his 60’s the focus was on possible long-
term care insurance needs. Although the 
general template of the postcard was the 
same, individual names, copy and art, such 

as a picture of a home with a “for sale” sign 
in front, were able to be easily switched out 
and personalized for the recipient. 

Additionally, as part of the campaign, 
the company created simple, personalized 
web pages for each recipient with the same 
information. The postcard invited recipients 
to visit their personal web site (made 
possible through a personally linked name 
on the invitation’s web address) for a free 
quote and for more information. Today’s 
technology makes this process fast, easy and 
affordable, and the financial services firm 
saw a huge increase in sales.

the Power of email Marketing
Email marketing is one of the fastest 

growing ways to reach target audiences 
because it can be personalized, is cost-
effective and takes little time to create. 
Combine this with an email campaign’s 
ability to deliver both measurability and 
improved response rates and you have 
several advantages for maximizing your 
ROI. An email campaign is a must for 
anyone with an Internet presence.

Successful email campaigns include:
o Quality email lists (opt-in or permission 

based only, from your web site or a trusted 
partner)

o A consistent look and feel to co-existing 
marketing pieces and corporate style guides 

o Consistent communication patterns 
(don’t inundate your email list recipients with 
superfluous emails but do show up in their 
inbox often enough so as not to be forgotten

o Measurable results
The last bullet is especially important. 

Being able to measure the results of any 
new marketing campaign is important. The 
better you analyze the results, the better 
your next campaign will be. With each new 
campaign, tweak your content, subject 
line, offer, etc.- whatever it takes to get the 
biggest response rate.

Make Marketing Meaningful
Take a moment to reconsider how you 

are connecting with your target audiences. 
Are you giving them relevant information? 
Are you appealing to their needs? Is there 
a personal connection? Consider how you 
might update your approach to marketing 
to keep up with today’s consumer demand 
for meaningful connections. With a little 
effort you just might not only avoid the junk 
pile but get that inquiry for new business.

Tirza Wibel, Public Relations Strategist for 
corecubed, is a media placement specialist 
who gets results. She recently led corecubed in 
winning a prestigious Bronze Anvil award from 
the Public Relations Society of America for the 
pitching and placement of a feature article. Wibel 
heads up corecubed’s public relations practice. 
For more information visit www.corecubed.
com or www.corecubed-pr.com or email tirza.
wibel@corecubed.com.

Karen Nelson (left), a broker in the Salem-Keizer office of 
Prudential Real Estate Professionals, was the lucky recipient 
this month of a 2006 Dyna Wide Glide Harley Davidson 
motorcycle valued at nearly $18,000.  

Byron Hendricks (right), president of the Prudential Real 
Estate Professionals, (left) talks to the group about the raffle, 
with Mrs. Oregon United States, Jodeen Barba, sitting on the 
Harley Davidson motorcycle that was raffled. Alec Armour 
(far right), manager of Prudential’s Woodburn office looks 
on.  Armour coordinated the raffle with Kelly Koskela of 
Prudential’s Salem-Keizer office.  Mrs. Oregon assisted with 
the raffle. The raffle, sponsored by Prudential, was held at the 
Prudential office in Salem.  

The raffle proceeds, $10,000, went to benefit the Northwest 
Medical Teams mobile dental lab, and an additional $1,500 
went to the Salem Association of Realtors Community Fund.  
The raffle, held at the Prudential office in Salem, was sponsored 
by Prudential.  Four gold coins, each valued at nearly $700, 
went to: Jason Cadwell, a Prudential Realtor in the Albany 
office; Kelly Bradley of Salem; Ray Samek of Mehama; and 
Nancy Hendricks of Salem. 

Prudential real estate Professionals of Salem raise $10K 
for Northwest Medical teams

(Photos by Jay Mulkey of Prudential’s Salem-Keizer office.) 
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201 Commercial NE
Salem • 503-399-0333

Nopp’s
Jewelry & Art

2815 Silverton Rd. NE • 503-581-8111
33% Below Market Value on Collision Repair

Near Fairgrounds

Cos-mol-lis-ion (noun)
MAACO’s specialty - the cosmetic

and collision repair of damaged but
driveable cars for customers paying

out of their own pocket.

The Best Prices in the Industry!

New Ownership
New Management
New Ownership

New Management

• Superior Quality Craftsmanship
• Seamless Repairs
• Up to 33% Savings
• OEM Factory Specs
• Faster Turnaround

• Maintained Vehicle Value
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View all Willamette Valley listings at 
www.windermere.com

View all of our office listings at 
www.salemwindermere.com

SERVING SALEM, KEIZER, DALLAS, MONMOUTH AND SURROUNDING COMMUNITIES
4285 COMMERCIAL ST SE, SUITE 100 • SALEM, OREGON 97302

www.salemwindermere.com  •  (503) 391-1350  •  Salem@Windermere.com

Hire the Best PeoPle

Give them the Best tools

Create a Professional aPProacH

Brian Canini Lowell Dean Jo Ann Leadingham Shari Lowery Don PatersonSkeet Shepherd Leona Wyatt

Land Development
Apartment – Duplexes/Units
Retail Offices
Income Property
Investment Property

◊
◊
◊
◊
◊

Announcing Windermere commerciAl
WhAt We ARe LOOkIng FOR

Seller with 8 to 12 units – Shari
Buyer for 16 units – Don
Buildable Land or Dividable Land – Lowell
exchange or Investment Properties – Shari 
or Skeet

◊
◊
◊
◊

SPeCIALIzIng In

Office Space or Small Office Building
– Skeet
Convenience Markets – Leona
Income Producing Property – Jo Ann

◊

◊
◊

Exclusive, Card-Accessed Fitness Club 
for Use at YOUR Convenience

420 Mill Street SE • Salem • info@samsdowntownfi tness.com

Limited memberships – no crowds to compete 
with!
Cardio-sculpt, yoga and massage
Personal training for your personal needs
Sport’s specifi c training for athletes who want the 
edge on competition
Cardiovascular machines, free weights, circuit 
training equipment...and more!
Men and women’s showers, far-infrared heated 
sauna and changing rooms

•

•
•
•

•

•

Open
24

Hours

503-391-7383

82
03

9

Fine dining
in historic downtown

120 Commercial St. NE, Salem
Reservations recommended

503-370-9951
Lunch M-F 11am-2pm

Dinner M-Sat from 5pm

Live Entertainment
Friday and Saturday

Night



725 Commercial Street SE 
Salem, Oregon 

Experience in Real Estate really does make the difference.

Premier Equestrian Property
72x120 fully enclosed arena, 20-12x12 matted stalls 
with auto waterers, 2 tack rooms, wash rack, laundry 

room, 250 ton hay storage, shaving storage, turnouts with 
shelters, outdoor arena, 3,050 sf home, 3 bd, 2 1/2 ba, all 

on 12.22 acres, $1,200,000.

90 Acre Dairy
Operating Tillamook dairy efficiently 

designed to accomodate 450 cows or more. 
3 homes included. $1,950,000

Producing Dairy Farm
Located in the lush Nehalem River Valley 

in North Tillamook County. 108 acres 
designed for 200 cows with mostly new 

buildings since 1998. $1,000,000.

The John L. Scott Foundation 
It’s For The Kids
~ Together ~

We Can Make Miracles Happen
www.JohnLScottFoundation.com

Featured Listings

LOOKING FOR A CAREER CHANGE? Have you considered a career in real estate? Pre-license training now available for $500. 
We provide the tools and support to get your business started. Call Cecily Parks at John L. Scott Salem at 503-585-0100.

(503) 585-0100

Turn to the experts at John L. Scott for all your 
agricultural and farm property needs


