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The U.S. Small Business Administration’s National Small Business Week is May 5-11. 
According to SBA.gov, “Every year since 1963, the President of the United States has 
issued a proclamation announcing National Small Business Week, which recognizes 

the critical contributions of America’s entrepreneurs and small business owners.
“More than half of Americans either own or work for a small business, and 
they create about two out of every three new jobs in the U.S. each year.”

The week is a celebration of small businesses, including awards and educa-
tional events held across the country and live-streamed at sba.gov/nsbw.
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A brand is what consumers know 
about you and your business. 

“Branding your small busi-
ness will take several steps,” 

said Justin Lavelle, chief communi-
cations officer for BeenVerified, a 
online source for background checks 
and contact information. “From 
defining your brand to identify-
ing and getting to know your target 
audience to developing a market-
ing strategy, consistency and a 
clear vision of the values you want 
your brand to convey are key. It’s 
a journey of connecting with con-
sumers who share your vision.” 

Whether you’re a new business 
starting out or more established 
company looking to rebrand, fol-
low these tips to make your brand 
resonate with customers.  

Define your brand 

Accomplish this by answering  
several questions, Lavelle said.  
These include: 

• What is the mission  
of your business? 

• What do you offer and 
what are the benefits of using 
your products or services? 

• Who is your target audience? 
• What are the current per-

ceptions of your business? 
• Which qualities would you like 

consumers to link to your business? 
• What makes your business unique 

and stand out from the competition? 
“Once you have defined your brand, 

you can market it,” Lavelle said.

Know your audience 

“You must know your audience 
before you can develop a brand and 
anticipate success. Consider what will 
matter most to your audience – their 
complete profile. What are their likes, 
dislikes, needs, habits and wants? 
What motivates them? Look at your 
brand as the perfect persona for your 
target audience,” Lavelle said.

Establish a brand strategy

A great name and logo are a good 
start, but you’ll also need a brand 
strategy. This involves the aspects of 

BRAND
Steps to create this key to promoting your business or product

communicating and delivering on your 
brand message. It answers the ques-
tions of how you will communicate and 
advertise your brand, Lavelle said. 

A great business blog can be an 
effective tool to market your brand. 
Eighty-one percent of U.S. online 
consumers trust information and 
advice from blogs, according to Small 
Business Trends, smallbiztrends.com.

Clarity matters 

“Be consistent in your brand strat-
egy and you can establish a powerful 
brand equity,” Lavelle said. Brand 
equity is the commercial value people 
attach to your brand. As your brand’s 
value increases, so does the value of 
your product and its perceived worth 
to your consumers, Lavelle said.

Failure is learning 

“Don’t view a failure as the end 

of your business. A brand persona 
that fails is a lesson in where your 
business can be improved,” Lavelle 
said. “Perhaps you haven’t con-
nected with your target audience. 
Perhaps your product isn’t satisfy-
ing the needs of your target audi-
ence. Perhaps you haven’t been 
consistent in your marketing strategy. 
There are several parts that must fit 
together to create a successful brand, 
and every part poses a challenge. 

“Reframe the word ‘failure’ and 
see it as a new opportunity.” 

Use your resources 

The Small Business Administration, 
along with other nonprofit business 
advisory groups that can be found 
online, offer a multitude of resources 
that can help you successfully run 
your small business, Lavelle said. Find 
out more at SBA.gov, and look online 
for your state’s and city’s chapters.

Building  
your  

“You must know your 
audience before you 
can develop a brand 
and anticipate suc-
cess. Consider what 

will matter most 
to your audience 
... What are their 

likes, dislikes, needs, 
habits and wants? ... 
Look at your brand 
as the perfect per-

sona for your target 
audience.” 

Justin Lavelle, BeenVerified
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S mall-business owners are always on the 
lookout for their next economic oppor-
tunity, and here’s something that should 
grab their attention: Opportunity Zones.

Tucked into the 2017 Tax Cuts and Jobs 
Act was a provision to steer funding toward 
distressed communities around the coun-
try, creating so-called Opportunity Zones. 
Small-business owners who are in the right 
place and bought property at the right time can 
benefit from these federal incentives that can 
be found in rural, suburban and urban areas.

“Small business is crucial to both the eco-
nomic and social well-being of communities, 
and Opportunity Zones have the potential to 
deliver a transformative amount of capital 
to growth-motivated small-business own-
ers in distressed communities,” said Steve 
Waters, founder and chief executive offi-
cer of SMB Intelligence, a market intelli-
gence firm based in New York City. Waters 
is a member of the national Opportunity 
Zones Coalition, led by Economic Innovation 
Group, a Washington, D.C., think tank.

“Economic opportunity zones identify areas 
that are underserved,” said Tom McHale, a 
senior vice president at New York Business 
Development Corp., a New York-state small-
business lender and affiliate of Excelsior Growth 
Fund. Opportunity Zones are most often found 
in low-income areas that have often been 
overlooked for investment, McHale said.

What they are
The program encourages long-term invest-

ments in economically distressed commu-
nities through a tax incentive that allows 
investors to re-invest unrealized capital 
gains into Opportunity Funds, which then 
invest in both real estate and business 

ventures located in Opportunity Zones. 
The U.S. Department of Treasury esti-

mates that Opportunity Zones will spur 
$100 billion in private capital investment in 
low-income communities, fostering eco-
nomic revitalization and job creation. 

Opportunity Zones are located in every 
state and territory — 8,700 nationwide — are 
nominated by governors and certified by the 
U.S. Department of the Treasury. Small busi-
nesses in economic development zones can 
receive incentives and get access to benefits 
simply for being located there, McHale said. 

There are two key elements to 
qualify to receive an equity invest-
ment from an Opportunity Fund, 
and businesses must meet both:

1. The business must have a commer-
cial location in an Opportunity Zone. 
Visit Economic Innovation Group’s 
Opportunity Zones map at bit.ly/2KujCvz, 
and type in the business address.

2. The property must have been acquired 
by the business after Dec. 31, 2017. 

A business could also potentially 
qualify by choosing to relocate their 
firm into an Opportunity Zone.

If you qualify
• Contact SMB Intelligence at smbintelli-

gence.com/small-business-owner-contact to 
have your business included in the company’s 
prime growth briefing for Opportunity Funds, 
a database of small businesses likely to qualify 
for investment under the program, which is 
provided to national Opportunity Funds.

• Contact your city’s small-business 
services agency and ask if it has an exist-
ing program to help qualified businesses 
connect with Opportunity Funds.

• Google “opportunity zones” for your city/
region and search for local nonprofits that 
direct capital from the program to businesses. 
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How to take advantage of new Opportunity Zones funding

The U.S. Small Business 
Administration’s National Small 

Business Week is May 5-11. 
According to SBA.gov, “Every 
year since 1963, the President 

of the United States has issued 
a proclamation announcing 

National Small Business Week, 
which recognizes the criti-

cal contributions of America’s 
entrepreneurs and small business 

owners.
“More than half of Americans 
either own or work for a small 

business, and they create about 
two out of every three new jobs 

in the U.S. each year.”
The week is a celebration of small 
businesses, including awards and 

educational events held across 
the country and live-streamed at 

sba.gov/nsbw.

ABOUT  
NATIONAL  

Small  
Business Week

FR
EE

P
IK

.C
O

M

Small  
BUSINESSWeek

2019

6X3 AD

By Melissa Erickson
More Content Now

S tartups are often linked 
to millennials and kids 
just out of college. 
Overlooked is the grow-

ing number of small businesses 
created by boomers and seniors. 
Here are some of their stories.

‘Success to significance’
Three veteran business profes-

sionals, Doug Lind, 78, Robert 
Morlot, 69, and Don Russell, 66, 
combined their 90-plus years of 
experience to start Clearwater 
Business Advisers, a national 
business consulting enterprise 
in Clearwater Beach, Florida.

“Startups can experience all kinds 
of false starts. 
Thankfully, 
we’ve all had 
enough business 
expertise to avoid 
the pitfalls that 
might impact 
others just start-
ing up a com-
pany,” said Lind. 
“What we bring 
to our clients are 
decades of expe-
rience and know-
ing how to share 

those business les-
sons with senior 
executives, help-
ing them perform 
better and succeed 
in today’s com-
petitive business 
environment.” 

Why take the 
plunge to start a 
new company? 

“I still had the 
energy and intel-
lectual capacity 
to continue in 
my profession as 
a management 
consultant,” said 
Morlot. “I needed 
the challenge, and 
I considered my 
years of profes-
sional experi-
ence as an asset 
that could be 
leveraged.” 
As people age 

better, more will continue to stay 
engaged and seek employment 
opportunities, said Russell. 

“My advice to them is to do 
something that you are passion-
ate about and gifted in doing,” 
he said. “By operating in your 
area of motivated giftedness the 
work that you do will not be a 
drain, but will actually fill each 
day and give you additional energy. 
It helps that you believe whatever 
you are doing will actually make 
a positive difference to society. 

“This is definitely a time that 

we often think about moving 
from success to significance, 
and for us, we see it as continu-
ing success as we are significant 
to those around us as well.” 

“The boomer generation will 
continue to be a force in our econ-
omy,” Morlot said. “Traditional 
human-resource practices invest 
heavily in youth and tend to push 
out older workers. Employers are 
beginning to face labor short-
ages and skill deficits, which will 
require them to recruit and retain 
mature workers. Otherwise, 
companies will find themselves 
running off a demographic cliff 
as baby boomers age and are 
forced to leave the workforce.”

Find your niche
Retired as a consultant from the 

Chicago office of the McGladrey 
accounting firm in 2006, just 
shy of his 61st birthday, Paul A. 
Dillon reinvented himself by start-

ing his own 
firm, which 
is devoted to 
helping vet-
erans who 
want to start 
their own 
businesses. A 
former U.S. 
Army Reserve 
first lieutenant 
who fought in 
the Vietnam 
war, Dillon 
created the 

concept for an incubator in Chicago 
called The Bunker, recently 
rebranded as Bunker Labs.

“My business didn’t start out 
with the idea of helping veterans. I 

started out thinking that I was 
going to provide project manage-
ment and business development 
services to companies in the service 
industry, but that didn’t work out. 
I had to pivot several times before 
I found a niche that worked,” said 
Dillon, president and CEO of Dillon 
Consulting Services in Durham, 
North Carolina, and Chicago.

“Here is what I learned from that 
challenge: Be flexible. And find an 
area or industry that is underserved 
where you can add value, then go 
for it! Don’t take no for an answer. 
If you meet with rejection, get up, 
brush yourself off and try again. 
There is always more than one way 
to skin the proverbial cat,” he said.

Time and wisdom
Maya Frost, 58, recently launched 

Compassionate Survivalist, a 
social enterprise selling emergency 
kits to women with a percent-
age of the profits going to local 
groups helping women and families 
in disaster-affected communi-
ties across the United States. 

“When I was in my 30s and 40s, 
I was juggling kids, house, com-
munity projects and more along 
with my retail business. I was 
always rushing to get everything 
done. At this age, I have the time 
to really think about things, and 
to put my personal wisdom into 
it,” Frost said. “I have a bigger 
network of people I can ask for 
advice. I have financial stability, 
so don’t have to worry as much 
about investing in my business. 
And there are just so many more 
wonderful tools available now 
to help business owners connect 
with customers and each other.” 

A  SECOND ACT
Advice from boomers who’ve started their own businesses

“My business didn’t start out with the idea of helping veterans. I started 
out thinking that I was going to provide project management and business 
development services to companies in the service industry, but that didn’t 
work out. I had to pivot several times before I found a niche that worked.”

Paul A. Dillon, Dillon Consulting Services
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S ocial responsibil-
ity is not just a part 
of a business brand. 
More businesses 

are giving back. It makes 
good business sense, and 
it’s the right thing to do.

“It is not just about public-
ity opportunities. It is about 
reciprocity,” said Froswa 
Booker-Drew, a small-busi-
ness consultant who works 
with many clients including 
Dallas, Texas, online retailer 
Soap Hope. “As a neighbor, 
it is important to make sure 
that you are investing into 
the success of your commu-
nity. As a business owner, it 
is also a great way to dem-
onstrate to your customers 
and local area your interest 
to be either a catalyst and/or 
contributor to community.” 

‘For-purpose’ companies
Soap Hope operates on a 

global scale with a purpose of 
ending poverty for women, 
said Salah Boukadoum, co-
founder of the 10-person 
company that sells more than 
4,500 natural, organic or 
sustainably made products.

Every dollar of profit made 
is turned into interest-free 
loans given to vetted and 
accredited organizations that 
help women out of poverty in 
the United States and around 
the world, Boukadoum said. 
Soap Hope is a for-profit, 
“for-purpose company” that 
employs the Good Returns 
model, in which companies 
share their capital interest-
free with sustainable-impact 
organizations that return 
the capital after one year.

“Women are able to use the 
capital created out of our busi-
ness to grow their own busi-
nesses,” Boukadoum said. With 
a small loan (usually about $150) 
a woman is able to start her own business, which 
could be an ice cream shop, a handicrafts store, 
a sewing business or anything else, he said. 

Often businesses are limited by how much 
they can donate, but there is no limit on 
how much you can lend, Boukadoum said. 

Service to others
Focusing on a national or international audi-

ence may not be a possibility, but there are 
many ways a small business can engage with 
the local community, Booker-Drew said.

More small-business owners are using their 
businesses to provide pro bono services to 
people in need, and not just financial need, said 
Christopher Harris, owner of Clean Slate Ink, a 
laser tattoo removal company in Austin, Texas.

“The best way to find yourself is to lose your-
self in the service of others — not my words 
but I like the meaning. We give back because 
it teaches us to find compassion within our-
selves and to stay attached to values that are 
linked to the common good,” said Harris, who 
offers free tattoo removal services to human 
trafficking survivors, people who need tat-
toos removed to join the military, and people 
who have had a change of heart and would like 
to remove tattoos of racist or hateful speech. 

“It is important for every business big and 
small to give back and create good karma 

for themselves and to bring good into the 
world, if they have the ability,” Harris said.

Start by partnering
Big-time ice cream company Ben & Jerry’s 

was a pioneer of the socially responsible busi-
ness model, and it was once a small busi-
ness, too, said Gary C. Smith, president and 
chief executive officer of Galesburg, Illinois’ 
National Association for the Exchange of 
Industrial Resources, the largest gifts-in-
kind organization in the United States.

“Small- and medium-sized companies can 
make a commitment to be involved with the 
charitable organizations in their communi-
ties by building partnerships,” Smith said. 

Taking your excess product, such as last 

season’s clothing, and donating it to those 
in need is a win-win situation, Smith said.

Not sure how to get started? Pledgeling 
is a tech solution — and a small business 
based in Venice, California — “provid-
ing an innovative technology solution for 
corporate giving programs, making it eas-
ier than ever for businesses of all sizes to 
give back and grow through giving,” said 
James Citron, Pledgeling CEO. Basically, 
Pledgeling provides the mobile-based tools 
for businesses, organizations or individu-
als to collect charitable donations and pair 
them with the nonprofits that need dona-
tions. Businesses that use Shopify can set 
up a donation option to allocate a portion of 
each transaction to a cause of their choice.

GIVINGBACK
Consider how your business can help a community
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