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Dear Friends, 

I am pleased to provide you the April 2021 issue of The Monthly CEO Advisory™.   

Spring is a time of change, transformation, growth. Author Stephen Covey of Seven Habits fame 

referred to this as “Permanent Whitewater” a period when change is non-stop. 

My analogy is that many of us are on a craft trying to navigate a fast-flowing river, headed down-

stream. The water is cold and fast.

We only know for certain a few things to help us; the rest we will discover when we come upon 

them during the journey. 

There are rocks in the river for as far as we can see, and there are plenty of rocks under the surface 

of the water too, that could damage or turn our craft over spilling us into the water. 

I am told that the best way to successfully control going through the rapids is to either go faster 

than the current or slower. Whichever one you opt for; you should be able to manage better than if 

you are left to the will of nature; the speed of the water. 

Listening to my CEO clients as we go through these interesting times, I have come to realize that 

many of them spend too much time on the urgent and not enough time on what is important. 

I encourage you to take this time to take a big step back from your business to gain the perspective 

you need not just to successfully get through this whitewater we are all dealing with but to reaffirm to 

yourself the vision for your company.  

Please enjoy all the articles in this issue and thank you for allowing us to be part of your continuing 

business education, growth and success. Stay safe. 

Sincerely,

Ken Keller
Ken Keller
CEO
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The Monthly CEO Advisory is a publication for business leaders. Please enjoy the articles, 
send us any suggestions of topics you would like to see covered and pass this on to others 

so that they might benefit. Thank you. Ken Keller
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Most anyone can run a company 
during good times. When you are mak-
ing money, it’s easy to overlook some 
of the deeper issues lying beneath the 
surface just waiting for an excuse to 
move to the top of your company’s list 
of challenges and create havoc.

Paying attention, during good times 
and bad times, to these ten proven 
concepts will help your company 
weather today’s storm and make sure 
the next one won’t hit you so hard.

1. Reach out to every single client 
and ask them what you can do for 
them. Find out what their biggest chal-
lenges are and innovate ways to help 
them address those challenges.

2. Identify three critical financial 
indicators that you can start sharing 
with all your employees. You need 
your employees to understand how 
their job impacts your bottom line. Ed-
ucating them will keep them engaged.

3. Identify what is keeping your 
company from being as flexible as it 
once was. You have to be able to re-
spond to client needs quickly and effi-

ciently. If that isn’t happening, fix it.
4. Look around and find two stra-

tegic partners that share your client 
base. Be aggressive and spend time 
outlining the advantages to working 
with these alliance partners so that 
results will appear quickly.

5. Seek out and find hidden pock-
ets where profit is hiding. Look at 
your entire business. Where are those 
new eyes? Tap into the intelligence 
residing in every single employee and 
ask them to share what they see.

6. Look inward. Examine your own 
leadership skills. Now isn’t the time to 
gloss over your weaknesses. Now is 
the time to reach deep inside and ask 
what other skills you can learn that will 
help your company prosper.

7. Reassess your team. Not every 
person is a fit. Release the ones that 
need to move on and open the door to 
find new talent, new perspective, new 
ideas and new energy.

8. What don’t you know about 
your company that you should? Are 
you totally aware of how your company 
spends money? If not, get educated. 
Are you aware of what your clients 

think about your products or services? 
You better be asking.

9. What is your communication 
plan? You better believe that there are 
vast information voids in your compa-
ny and your employees are filling up 
those information voids with negative 
inputs. Begin communicating your vi-
sion, your plan and be both aggressive 
and candid about telling your employ-
ees what they need to know.

10. Look outward. Who can help 
you get a better understanding of how 
to manage your challenges? 

Strategic Advisory Boards can help; I 
bring CEOs of privately owned com-
panies together in formal peer groups 
to create unique external scaffolding 
that supports the tough, sometimes 
uncomfortable internal work a CEO 
needs to do to move the company in 
the right direction. 

With support from your CEO peers 
on tasks like goal setting, business 
planning and execution, using the 
copyrighted Strategic Growth Naviga-
tor planning tool and an uncompro-
mising focus on accountability, you’ll 
be able to confidently and consistently 
get your business back on track to 
sustainable growth.

What have you got to lose? 

Visit StrategicAdvisoryBoards.com 
today to learn about nationwide peer 
groups on Zoom or call Ken Keller at 
661.645.7085. 

Ken Keller
Ken Keller facilitates Strategic Advisory Boards, bringing 
small & midsize company CEOs together to improve 
planning, performance and growth to increase revenue, 
execute plans, and grow profits. SABs meet via Zoom 
and clients are worldwide, in just about any industry.  
Ken.Keller@StrategicAdvisoryBoards.com or 
call 661.645.7086. 

BUSINESS
TEN SMART MOVES FOR A CEO TEN SMART MOVES FOR A CEO 

GROWTH 
& PROFITS

mailto:Ken.Keller%40StrategicAdvisoryBoards.com?subject=
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The Cambridge Dictionary defines 
“digging your own grave” to mean 
doing “something that causes you 
harm, sometimes serious harm.” 
Kids who don’t do their homework, 
politicians who cut popular spending 
programs, and people who over-
share on social media all dig their 
own grave in one way or another. 

It’s not every day that someone 
charges us for the privilege of dig-
ging our own grave. But if DePaul 
Law School Professor Emily Cauble 
has her way, someday the IRS may 
ask us to do just that. She’s just pub-
lished a paper in the Harvard Journal 
on Legislation, arguing it’s “Time for 
a Tax Return Filing Fee.” She starts 
by pointing out that audits are ex-
pensive, and some returns are more 
expensive to audit than others. So, 
to encourage taxpayers to cover the 
costs they impose on the tax system 
with “complex transactions,” Con-
gress should impose a filing fee on 
the ones who are hardest to audit. 

Specifically, Cauble would impose 
a fee on corporations with more 
than $10 million in assets who file 
Schedule UTP, the “Uncertain Tax 
Position Statement.” This is a special 
form you file if you’re actually setting 
aside reserves to cover the bill if the 
IRS shoots you down. That fee would 
go up with the number of uncertain 
positions you take, or the difficulty 
of auditing those positions. 

At first glance, that’s not an outra-

geous idea. Government agencies 
routinely impose user fees to cover 
costs for specific services. Want to 
protect your genius invention? Pay 
the Patent & Trademark Office a fee 
ranging from $50 to $10,000. Want 
to license a new nuclear reactor? Pay 
the Nuclear Regulatory Commission 
a fee of up to 33% of the cost of 
issuing the license. Want the IRS to 
rule on your position before you file 
a return? Pay a fee of up to $30,000 
for a “letter ruling” giving you the 
thumbs-up. 

But those fees are all voluntary. 
You don’t have to patent an inven-
tion, power up a nuclear reactor, 
or request a letter ruling. Taxes are 
mandatory, and it just doesn’t seem 
sporting to make you pay extra to 
red-flag your own return!  

Here’s another problem. Taxes 
are famous for starting small and 
growing out of control. (Sort of like 
how kittens grow up to be cats.) 
Back in 1913, rates started at 1% 
on incomes over $3,000 ($78,000 in 
today’s money), and rose to 7% on 
incomes over $500,000. That $3,000 
threshold meant less than 1% of 
Americans actually paid any tax at 
all. Today, of course, nearly everyone 
with a job pays, and you’d probably 
laugh if you got away with paying 
just 7%. 

Cauble writes that if her user 
fee grows, it “could be tied to the 
amount of certain deductions and 

credits (other than those dispropor-
tionately claimed by lower income 
individuals) that are not verifiable by 
third-party reporting.” That means 
no fees for reporting income the 
IRS can already verify with W2s and 
1099s, or for claiming the stan-
dard deduction, or for claiming the 
earned income credit. But we can 
just picture a new Schedule UFC, 
“User Fee Calculation,” with sepa-
rate line-items, sub-schedules, and 
fee amounts for each sole propri-
etorship, rental property, or K1 you 
report. 

Professor Cauble says herself that 
“the prospects of Congress adopt-
ing such a fee in the current political 
environment are dim.” That’s profes-
sor-speak for, “this whole paper has 
been a delightful 46-page academic 
exercise with no real-world conse-
quence.” But in the unlikely event 
the IRS does start charging you to 
dig your own grave, count on us 
to help you make that shovel less 
expensive! 

TAX NEWSTAX NEWS
David Stone 
IRS Solutions Valencia, Inc.
www.FormerIRS.com 
We help clients in dealing with IRS 
collection and audit issues of individuals 
and small, midsize and large businesses 
throughout the United States.
David@IRSSolutions.com

DIG THIS DIG THIS 

http://www.FormerIRS.com
mailto:David%40IRSSolutions.com?subject=
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Before re-opening, employers may want to take advan-
tage of the opportunity to identify and address some Safe-
ty and Risk Management items that were often neglected 
during peak business times. 

UPDATE YOUR IIPP 
While most companies have a written Injury and Illness 

Protection Program (IIPP) in place, over the years many fail 
to maintain and update them.  Take a moment to review 
your written IIPP and confirm that it meets current OSHA 
guidelines.  

CONDUCT A SAFETY & LOSS CONTROL  
SELF-INSPECTION  

Gather your company’s operations and safety person-
nel, the carrier’s loss control representative and of course 
your broker, and walk-through your facilities. Take pictures 
and notes of each issue that should be addressed later and 
be sure to follow up. 

COMPREHENSIVE ERGONOMICS EVALUATION  
OF WORKSTATIONS 

Conduct a comprehensive ergonomic evaluation of 
each workstation before your employees return. Confirm 
that each chair is set up properly and that there aren’t 
any broken parts. Make sure keyboards are not sitting on 
desktops when a keyboard tray should be in use, computer 
screens should not be set up to the side of the employee’s 
direct line of vision while they are working, and screens 
that are set too low or too high should be adjusted.  
   

This may even be the time for some employers to pur-
chase new ergonomically sound desks and chairs. Imagine 
the boost in moral when employees return to the office 
and find a new and ergonomically sound work environ-
ment. 

INSPECT FIRE EXTINGUISHERS AND CONDUCT FIRE 
SPRINKLER TESTING 

If a fire safety service hasn’t continued to recharge and 
replace all fire extinguishers during the shutdown, it’s likely 
many of them are now over-due for service. This would 
also be a good time to determine when the last fire sup-
pression system testing was completed. 

INSPECT AND UPDATE EYEWASH AND  
FIRST AID KITS  

Like fire extinguishers, eye-wash units and first aid kits 
have a limited shelf life, and they may need to be re-
charged and re-supplied. 

INSPECT YOUR FLEET 
It is always a good safety practice to do scheduled 

physical inspections of all company vehicles. This is espe-
cially true if those vehicles have been dormant for a while. 
Make sure back up beepers are working properly, then 
look for things like balding tires, low air pressure, dimin-
ished braking capabilities, broken headlights, worn out 
windshield wipers. Also consider running updated Motor 
Vehicle Reports on all drivers. 

DO SOME SPRING CLEANING 
During the pre-Covid boom, some businesses struggled 

to maintain good housekeeping practices. Piles of wooden 
pallets were tossed on a pile behind the building, packag-
ing materials may not have been disposed of properly, and 

storage rooms filled up with old files. 
Much like the weekend, pre-reopening 
should be a good time to clean house.  

With a little pre-planning, businesses 
can use the Covid crisis to their advan-
tage by addressing some important 
Safety and Loss Control issues. Be sure 
to engage your broker and carriers in 
your efforts.  

Paul Palkovic, 
ARM, CPCU
ISU Kulchin Ross Insurance Services 
(805) 358-8786   
paul@kulchinross.com

COMMERCIAL

INSURANCE
TAKE ADVANTAGE OF RE-OPENING  TAKE ADVANTAGE OF RE-OPENING  

mailto:paul%40kulchinross.com%20?subject=
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Employers must start providing this 
new leave on March 29, 2021, so they 
will need to get up to speed on this 
new law quickly.

The new COVID-19 supplemental 
paid sick leave applies to all employers 
with more than 25 employees.

All employees working for covered 
employers are eligible for leave. Now, 
employees may take paid sick leave 
if they are unable to work or telework 
because they are:

1. Subject to a quarantine or isola-
tion period related to COVID-19 
as defined by an order or guide-
lines of the State Department of 
Public Health, the federal Centers 
for Disease Control and Preven-

tion or a local health officer who 
has jurisdiction over the work-
place. 

2. Advised by a health care provider 
to self-quarantine. 

3. Attending an appointment to 
receive a COVID-19 vaccine. 

4. Experiencing symptoms related to 
a COVID-19 vaccine that prevent 
the employee from being able to 
work or telework. 

5. Experiencing symptoms of 
COVID-19 and seeking a medical 
diagnosis. 

6. Caring for a family member who 
is subject to an order or guide-
lines, or who has been advised to 
self-quarantine. 

7. Caring for a child whose school 
or place of care is closed for 
COVID-19 reasons.

Employers cannot request a medical 
certification before granting COVID-19 
supplemental paid sick leave. Employ-
ees are entitled to take leave immedi-
ately upon their request.

Full-time employees are eligible for 
80 hours of COVID-19 supplemental 
paid sick leave.

Part-time employees are eligible 
for an amount of leave equal to the 
number of hours they are normally 
scheduled to work in two weeks. If an 
employee works a varying schedule, 
they’re entitled to hours equal to 14 
times the average number of hours the 
employee worked each day in the prior 
six months, or over the total time of 

employment if less than six months.
Employers are required to provide 

notice to their employees informing 
them of their rights to supplemental 
paid sick leave under the new law. 

Additionally, the COVID-19 sup-
plemental paid sick leave must be 
reflected on employees’ wage state-
ments. The new law specifies that the 
COVID-19 supplemental paid sick 
leave must be set forth separately from 
other paid sick days. For employees 
with part-time or variable schedules, 
the law allows employers to do an 
initial calculation of leave time available 
with the notation “variable” next to it. 
Employers must still provide updated 
calculations when employees request 
to use their COVID-19 supplemental 
paid sick leave.

TAKEAWAYS FOR EMPLOYERS
This expansive new leave mandate 

for employers could be costly and 
administratively burdensome, particu-
larly when it comes to the retroactive 
component. Employers should consult 
with legal counsel on implementing this 
new leave requirement, which begins 
March 29, 2021, as well as potential 
interactions with other laws and ordi-
nances. Employers may be able to take 
advantage of the new federal extension 
of FFCRA tax credits, but the voluntary 
extension of FFCRA comes with its own 
issues to consider with the help of legal 
counsel.

Employers should review and contin-
ue to monitor the Labor Commission-
er’s COVID-19 Supplemental Paid Sick 
Leave FAQs for updated guidance on 
the new leave.

As always, if you have any questions 
please contact at 661-600-2070 or 
info@jorgensenhr.com.

HUMAN RESOURCESHUMAN RESOURCES
COMPLIANCECOMPLIANCE

Barry Cohn, CEO
JorgensenHR 
I work with Top Executives of compa-
nies with 20-2000 employees, providing 
HR solutions in compliance, Affirmative 
Action Plans, technology, policies & 
procedures, handbooks, workplace 
investigations and harassment hotlines.

barry@jorgensenhr.com
661.600.2070
www.jorgensenhr.com

CALIFORNIA’S NEW COVID-19 SUPPLEMENTAL PAID SICK LEAVE

https://hrwatchdog.calchamber.com/2021/03/american-rescue-plan-act-arpa-brings-more-financial-relief/
https://www.dir.ca.gov/dlse/COVID19Resources/FAQ-for-SPSL-2021.html
https://www.dir.ca.gov/dlse/COVID19Resources/FAQ-for-SPSL-2021.html
mailto:info%40jorgensenhr.com?subject=
mailto:barry%40jorgensenhr.com%20?subject=
http://www.jorgensenhr.com
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  Materials Requirements Planning 

(MRP) has become a standard tool 

for all manufacturing companies.  

This software system is essential for 

initiating, tracking, completing and 

analyzing all aspects of the manufac-

turing process.  This includes on-time 

ordering and delivery of materials, 

planning, scheduling and execution of 

the manufacturing process, inventory 

and shipping management.  

   Due to the complexity of manu-

facturing and assembly operations, 

these systems are the backbone of the 

data management, measurement and 

execution functions in manufacturing 

operations.  

   Over time, MRP systems have 

expanded to integrate with Sales 

Management, CRM, Project Manage-

ment, Human Resources and Finan-

cial Management.  These expanded 

systems are commonly referred to as 

Enterprise Resource Management 

(ERP) systems.

   These systems enable a manu-

facturer to integrate all of its systems 

into a single interactive database.  

Instead of a myriad of spreadsheets, 

standalone software packages which 

do not communicate, sticky notes and 

other electronic files, ERP is able to 

integrate all company operations into 

a single interactive system.

  The benefits are significant.  This 

creates a common database for all 

employees rather than a plethora 

of private files distributed between 

desks, file drawers and server fold-

ers.  All of this company data is now 

available to all employees as required.  

The data is interactive so that employ-

ees are notified of changes and new 

activity.  Theses systems get everyone 

on the same page.

   Manufacturers have moved to 

these systems out of necessity.  Due 

to the complexity of their operations 

with the constant flow of new inputs, 

data changes and frequently chang-

ing customer and vendor status and 

requirements, they are essential for 

keeping operations under control.

 

  But what about the Services Indus-

try?  Wouldn’t this make sense outside 

of the manufacturing world?  How 

to track sales activity from contact to 

contract?  Managing project status 

and billings?  Tracking opportunities 

from quote to cash?  Integrating 

recruiting, human resource manage-

ment, payroll and finance?  Document 

and work flow management?

   In recognition of the need to 

integrate and track these functions 

in growing service industries, there 

is developing on the software scene 

Services Resource Planning, or SRP.  

Oracle has moved into this space with 

NetSuite which has been tailored for 

companies with as few as 10 employ-

ees.  Other entrants are newer soft-

ware companies like Ramco Systems 

and Acumatica.

   If you are finding it increasingly 

difficult to keep your arms around 

all the activities, data, customer and 

vendor interactions in your growing 

service business, consider SRP. As 

someone coming out of the man-

ufacturing world, I cannot imagine 

functioning without an effective ERP 

system.  It provides structure, disci-

pline, visibility, and most of all, peace 

of mind.  SRP may be a solution which 

can deliver the same benefits for your 

services company as well.

BJ SCHRAMM
818.441.8814
B_Schramm@hotmail.com

MANUFACTURING

EXCELLENCE
FROM MRP TO SRP

mailto:BJ.Schramm%40StrategicAdvisoryBoards.com%20?subject=
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In the ever-evolving threat landscape that 
we now live in, cybersecurity preparedness has 
become paramount for ensuring uninterrupted 
technology services, let alone business opera-
tions. As there are new breaches, hacks, and at-
tacks daily, inadequate cybersecurity prepared-
ness could result in a catastrophic outcome. 
So, how do you stay ahead of things?  First - by 
knowing what’s real and what’s misinformation.

Here are some of the more common cyber-
security myths needing to be debunked to en-
sure you’re properly approaching and reducing 
your risk around cybersecurity.

1. CYBERCRIMINALS DON’T TARGET SMALL 
OR MEDIUM-SIZED BUSINESSES

Most Small and Medium-sized Businesses 
(SMBs) often think that they are immune to 
cyberattacks and data breaches because “we’re 
too small” or “nobody wants our data.” This 
couldn’t be further from the truth. Attackers 
aren’t looking at specific businesses to attack, 
but rather attacking anything and everything. 
Small businesses often lack the appropriate 
security protection, actually making them an 
easier target.

2. WE’RE UNLIKELY TO EXPERIENCE A  
SECURITY BREACH

Many organizations assume they’re unlikely 
to experience a security breach because of the 
industry they’re in or their business nature. In 
contrast, every business is highly likely to suffer 
a security breach at some point.

3. WE’VE NEVER EXPERIENCED A  
CYBERATTACK, SO OUR SECURITY POSTURE 
MUST BE STRONG ENOUGH

Cyberthreats are continually growing in 
sophistication and complexity and organizations 
need to strive continuously to stay ahead of this 
ever-changing landscape. 

4. OUR PASSWORDS ARE STRONG ENOUGH 
TO AVOID A DATA BREACH

Strong password practices are only the 
start. A robust security system comes with a 
multi-layered defense.

5. SECURITY IS THE RESPONSIBILITY OF THE 
IT DEPARTMENT

As a security breach can have potential and 
long-lasting effects on the entire business, the 
culture change needed to address this in real 
and meaningful ways comes from leadership.

6. ANTI-VIRUS AND ANTI-MALWARE SOFT-
WARE ARE ENOUGH TO KEEP US SAFE

Technology alone won’t protect your entire 
IT infrastructure from all cyber risks. The orga-
nization must adopt a comprehensive cyberse-
curity plan that addresses all of the potential 
failure points.

7. A PASSWORD IS ENOUGH TO KEEP A  
WI-FI NETWORK SECURE

While passwords limit users’ access to a 
Wi-Fi network, the users in the network can po-
tentially still gain access to sensitive data that’s 
being transmitted. At a minimum, employees 
should employ a Virtual Private Network (VPN) 
to secure their connections.

8. STAYING COMPLIANT WITH INDUSTRY 
REGULATIONS IS ENOUGH TO KEEP US 
SAFE

Regulations often contribute only the bare 
minimum of security practices. Being compliant 
doesn’t necessarily mean you’re secure. Orga-
nizations must consider whether the regulations 
are significant enough to provide the protection 
needed.

9. A THIRD-PARTY SECURITY PROVIDER 
WILL SECURE EVERYTHING

Regardless of the security provider’s capa-
bilities and credentials, you have a legal and 
ethical responsibility to secure your systems and 
data.

10. CYBERTHREATS ONLY COME FROM 
EXTERNAL ACTORS

Often times, employee negligence, igno-
rance, and malicious behavior make insider 
threats a higher-security risk than outsider 
threats.

11. WE ONLY NEED TO SECURE  
INTERNET-FACING APPLICATIONS

Organizations must have adequate controls 

in place to prevent and address the inside 
attack vector as well.

12. WE PERFORM PENETRATION TESTS 
REGULARLY

A penetration test is ineffective on it’s own 
- as it’s only a snapshot in time. True cybersecu-
rity is an ongoing approach.

13. WE’VE INVESTED IN SOPHISTICATED 
SECURITY TOOLS, SO WE’RE SAFE

Organizations all too often think investing 
in security solutions builds an invincible shield 
between their networks and cybercriminals. 
Cybersecurity solutions are certainly an essen-
tial part of keeping your business secure, but it 
won’t shield you from everything.

14. WE’VE ACHIEVED COMPLETE  
CYBERSECURITY

Know that cybersecurity is an ongoing pro-
cess rather than an outcome. New, innovative, 
and sophisticated cyberattacks evolve with 
time, putting your organization at continuous 
risk. 

IN CONCLUSION
Knowing that “cybersecurity myths are 

merely illusions” is the first step towards devel-
oping the appropriate cybersecurity maturity 
level needed to adequately protect your organi-
zation.

INFORMATION INFORMATION 

TECHNOLOGYTECHNOLOGY
Craig Pollack 
FOUNDER & CEO 
FPA Technology Services, Inc. –  
“IT The Way It’s Supposed To Be!” 
FPA provides fixed fee, worry free 
IT services focused on professional 
services firms such as RIAs, CPAs, 
Business Managers, Legal, Insurance, 
as well as Manufacturers & Distribu-
tors and Non-Profits.

craig.pollack@fpainc.com or call 
818-501-3390
www.fpainc.com

14 CYBERSECURITY MYTHS AND MISCONCEPTIONS

mailto:craig.pollack%40fpainc.com?subject=
http://www.fpainc.com
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The American Rescue Plan Act (ARPA) provides a 100% 
subsidy of premiums for employer-sponsored group 
health insurance continued under COBRA and similar 
state continuation of coverage programs. 

ARPA subsidies cover the full cost of COBRA from April 
1, 2021, through Sept. 30, 2021, for employees (and their 
qualifying family members), if the employee lost or loses 
group health insurance due to an involuntary job loss or 
reduction in work hours. The subsidy applies to people 
who are still within their original COBRA coverage peri-
od, for the length of that coverage period, even if they 
declined or dropped COBRA coverage earlier. 

The subsidy does not apply to:

• Individuals whose job loss was voluntary or the 
result of gross misconduct; or

• Individuals who are eligible for another group 
health plan or Medicare.

The subsidies are funded through a payroll tax cred-
it. The subsidy is funded by a refundable, advanceable 
credit against payroll taxes taken by employers or carriers. 

Employers are required to provide new notices about 
the subsidy to employees. The U.S. Department of Labor 
(DOL) will issue model notices for this purpose.

The ARPA allows covered individuals to switch to simi-
larly priced health coverage, if the employer allows it.

The election period for subsidized COBRA under ARPA 
begins on April 1, 2021, and runs until 60 days after the 
date individuals receive notice from the health plan of the 
availability of the COBRA subsidy.

General Notice
Plan administrators must provide notification of COBRA 

benefits under ARPA. The notice must be written in clear 
and understandable language, and it must inform recip-
ients of the availability of ARPA premium assistance and 
the option under the ARPA to enroll in different coverage 
(if the employer permits the option). 

The notice must be provided to individuals who be-
come eligible for COBRA during the period of April 1 
- Sept. 30, 2021. In addition, it must be provided by May 
31, 2021, to people who have already elected COBRA 

coverage, and to people subject to the ARPA election 
extension—that is, people eligible for the subsidy who 
declined or discontinued COBRA before April 1, 2021. 

The notification may be included in an amendment to 
a plan’s existing notices or be given in a separate notice, 
but it must contain the following information:

1. The forms necessary for establishing eligibility for 
premium assistance

2. The name, address and telephone number necessary 
to contact the plan administrator and any other per-
son maintaining relevant information in connection 
with premium assistance

3. A description of the extended election period under 
the ARPA

4. A description of the obligation of qualified bene-
ficiaries to notify the plan if they become eligible 
for another group health plan or Medicare, and the 
penalty for failure to do so

5. A prominently displayed description of the right to 
a subsidized premium and any conditions on entitle-
ment to the subsidized premium

6. A description of the option of the right to enroll 
in different coverage (if the employer permits this 
option) 

Employers should familiarize themselves with the pro-
visions of the ARPA and watch for agency guidance on its 
implementation.

As always if you have any questions please contact me.

COMPANY COMPANY 

BENEFITSBENEFITS
NEW COBRA SUBSIDY 
PROVISIONS IN THE 
AMERICAN RESCUE 

PLAN ACT

Barry Cohn, 
Senior Vice President
Benefit Advisory Services
barry@heffins.com
213.785.8091
www.heffins.com

I help companies with 25 to 2000 employees become 
“Employers of Choice” providing employee benefits solutions 
and benefits compliance.
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INCREASED DEMAND
There’s been a saying in alternative lending that “banks pri-

marily look in the rearview mirror in regards to a client’s financial 
performance, but a factoring company looks at the opportunities 
a company has in the future.” In these unprecedented times, it’s 
going to be difficult for banks to evaluate a number of business’ 
performances in 2020. We expect the need for factoring to 
increase as companies look for financing partners to help manage 
their cash flow and keep their businesses running smoothly 
during this time.

RAPID GROWTH IN CERTAIN MARKETS
Consumer spending habits and priorities have all changed as 

a result of the pandemic. Despite the overall negative impact 
of COVID-19, certain industries have experienced rapid growth. 
That’s when cash can get really tight. Besides that, we have 
been told that if a business is growing more than 10-15% per 
year, that’s usually considered too aggressive for traditional bank 
financing. Banks get concerned about the strain that growth puts 
on cash flow and the uncertainty of future performance. So that’s 
when alternative lending programs like factoring gain in impor-
tance and popularity.

OLDEST FORMS OF FINANCE
If you are in an industry that gets paid right away by cash or 

credit card, consider yourself one of the lucky ones.  Even paying 
the discount fee to your credit card processing company seems 
like no big deal when you consider the alternative-waiting 30, 60 
or 90 days to get paid when you don’t have deep pockets and 
you have payroll and lots of other bills to stacking up.

Some reports estimate that more than 91% of businesses suffer 
from late payments.  The turnover rate for A/R varies some by 
industry but averages about 47 days on a net 30 invoice.

Unfortunately, business that try to clamp down on late pay-
ments may run the risk of losing customers.  

Accounts Receivable Financing (aka Factoring) is one-way 
business owners speed up payment on their B2B invoices.  It’s the 
oldest form of business funding-currently a billion-dollar industry.  
Let’s look at a business cycle with factoring. (see chart)

We have established a network of the industry’s most aggres-
sive small business funding sources.  If A/R financing is right for 
your business, we will work to get you a competitive offer.

YOUR BUSINESS CYCLE AS IT IS 
TODAY

YOUR BUSINESS CYCLE WITH A  
FACTORING PROGRAM

TODAY

Your company provides a service or prod-
uct to another business. Upon completion 
of service or delivery of product, you 
invoice your customer on credit terms; for 
this example, we’ll use $1,200 at Net 30.

Your company provides a service or product 
to another business. Upon completion of 
service or delivery of product, you invoice 
your customer on credit terms; for this 
example, we’ll use $1,200 at Net 30.

DAY 1

You invoice your customer and put the 
invoice in the mail.

Upon invoicing your customer, you 
present the $1,200 invoice to the factoring 
company. In as fast as 24 hours, a wire for 
up to 90% of the face value of the invoice 
($1,080) is sent to the bank account you 
designate.

DAYS 2-59

You wait for payment from the customer.
Unfortunately, your customer takes longer 
than anticipated to pay their invoice. 
You may have to: 
   •Call your customer numerous times, or 
   •Send them another copy of the invoice,      
      as they misplaced the original, or 
   •Wait for a check that was supposed to 
      be in the mail. 

In the meantime, you’ve had to make pay-
roll (probably 4 times), pay your suppliers, 
pay taxes and make lease payments. 

Worse, you may have lost opportunities 
for new sales as your time, staff and mon-
ey were tied up in this unpaid invoice. 

With your money in the bank, you can 
return to the day-to-day management of 
your business.
 
The account executive team informs your 
customer to send payment to a new PO box 
and can handle the details of collecting from 
the customer.

Because you received the bulk of your 
payment on Day 1, you avoid both cash flow 
shortages and collection hassles. 

Additionally, during the past 2 months, you 
were able to use that money to pay bills, 
purchase more supplies, generate for sales 
and grow your business.

DAY 60

Whew! You finally receive a check for 
$1,200 on Day 60. 
Now you can get back to business and 
start the cycle all over. 

The factor finally receives a check for $1,200 
on Day 60. 

Your reserve is refunded back to you.

ALTERNATIVE ALTERNATIVE 

FINANCINGFINANCING
Kristy 
Melton
Business Finance Broker
Heritage Commercial Funding Corp.
kmelton@heritagecommercialfunding.com
www.heritagecommercialfunding.com
805-231-0562

FACTORING TRENDS FOR 2021

mailto:kmelton%40heritagecommercialfunding.com?subject=
http://www.heritagecommercialfunding.com
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WE CAN DO BETTERWE CAN DO BETTER

Paul Mitchell
Mitchell Sales Advisors, LLC
President of Mitchell Sales Advisors, 
powered by SalesXceleration. A firm 
specializing in sales strategy, sales 
process and sales execution. Paul has 
a 25-year history of sales leadership 
and success in diverse industries in 
the Los Angeles area. 
pmitchell@salexceleration.com
310-946-9287
www.salesxceleration.com 

This is an excerpt from a book I 

highly recommend for anyone who 

wants to learn more about why white 

and blacks feel the way they do about 

race, the book is titled, “White Fragil-

ity” and is written by a white woman, 

Robin Diangelo. 

“When white people ask me about 

what to do about racism and white 

fragility, the first thing I ask is, ‘What 

has enabled you to be a full, edu-

cated, professional adult and not 

know what to do about racism?’ It is a 

sincere question. How have we man-

aged not to know, when the informa-

tion is all around us? When people of 

color have been telling us for years? 

If we take that question seriously and 

map out all the ways we have come 

to not know what to do, we will have 

our guide before us. For example, if 

my answer is that I was not educated 

about racism, I know I will have to get 

educated. If my answer is that I don’t 

know people of color, I will need to 

build relationships. If it is because 

there are no people of color in my 

environment, I will need to get out 

of my comfort zone and change my 

environment; addressing racism is not 

without effort.” 

I share this because through our 

hopeful compassion and empathy, we 

are learning to and expecting our-

selves to take action. I will share my 

personal examples of learning. When 

I realized through coaching sports 

that there were kids on the margins 

that didn’t have the same opportu-

nity, I helped coach a high school 

football team in Compton. When I 

started visiting a juvenile detention 

center, I saw first-hand how unfair the 

criminal justice system was to people 

of color and became an advocate by 

mentoring at Homeboy Industries, 

working with former gang members 

to find hope and a life beyond their 

circumstances. When I realized there 

were thousands of hungry and home-

less people on the streets, I started 

helping to take and serve food to 

those on the streets and I found that 

the high percentage of people I met 

were black males. You see I formed 

relationships and I learned and that 

in many ways we all are the same 

kind of different. Through exposure 

and education, I learned to meet 

people where they were at and learn 

to understand and show empathy in 

any way that I could. As Father Greg 

Boyle of Homeboy Industries says, 

‘we don’t go to the margins to make 

a difference, we go to the margins to 

make US different.”

That is the message from the ex-

cerpt from the book. Yes, we have to 

educate ourselves, but we must also 

seek to be in relationship with the 

black community in our work and in 

our areas of influence. And yes, it may 

take us out of our comfort zone, but 

don’t we have to do that for anything 

in our lives that makes a difference? 

That is this mission and goal for 

our business leaders to see that as 

primarily white men, there must be 

education and the willingness to form 

relationships outside of the standards 

we become so comfortable with. We 

have to learn this is not black against 

white; but is everyone against racism. 

Then we will make progress. 

IT’S NOT BLACK 
AGAINST WHITE; 
BUT EVERYONE 

AGAINST RACISM

mailto:pmitchell%40salesxceleraion.com%20%20?subject=
http:// www.salesxceleration.com 
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Selling Your Business. A series of 
articles providing information to business 
owners who are starting to think about 
exiting their business. 

9,746
This is the number of privately held 

businesses that were sold in 2019. Com-
pare this to the 20 million privately held 
companies in the United States. Less than 
1/10th of a percent of privately held busi-
nesses were sold. 

WHY ARE SO FEW BUSINESSES SOLD
How could the number of businesses 

sold be so low? The answer is not attrib-

utable to a lack of buyers or investment 
funds. It is estimated there is approxi-
mately $3 trillion in private equity funds. 
Global private equity funds raised $595 
billion in 2019 per industry tracker Preqin. 

The reason for so few sales is simple. 
Most businesses are not saleable. The 
reasons why are many, but here are a few 
of the most common ones:
• They are too closely aligned with the 

owner. The owner is the business. 
• It is too small to warrant going through 

a transaction.
• Unrealistic expectation of the value of 

the business.
• Operational issues or risks that buyers 

are unwilling to accept.
So, what can you do to increase the 

likelihood that your business is saleable? 
First, well run, growing and profitable 

businesses are generally saleable. Does 
your business have a strong management 
team that can effectively run the business 
while you are vacationing? Does revenue 
growth exceed industry averages? Are 
you gaining market share? Are operating 
margins at or above industry averages? If 
you answer yes to most of these ques-
tions, then your business may be saleable. 
If you answer no, are there changes that 
you can and will make, to change the 
answers to yes?

THE SUCCESS TEAM™
The next step in making your business 

saleable is to assemble the  
Success Team™ of highly qualified trust-
ed advisors that will guide you through 
the sales preparation and sales process. 
The Success Team™ will minimally include 

a business transaction attorney, CPA, 
investment banker or business broker, 
financial planner and a B2B CFO®, who 
will act as the quarterback. Of course, the 
most important member of the team is 
the business owner. 

If you were planning to sell your house, 
you would prepare it to ensure it presents 
best to potential buyers. This may include 
painting, landscaping, decluttering, etc. 
You need to do the same for your busi-
ness. You need to show profitable growth, 
an engaged management team, well 
organized records, etc. However, instead 
of taking months for a house, it could 
take several years for your business. The 
Success Team’s™ responsibility is to help 
prepare the business for sale. 

The most frequent reason buyers aban-
don a potential purchase is attributable 
to deteriorating business performance. 
Business performance deteriorates due to 
business owner distraction. The business 
owner devotes time, effort and worry to 
the sale, taking away from running the 
business.  

Using the Success Team™, the business 
owner stays fully informed, making all 
critical decisions but is not burdened by 
the detailed process. They devote most 
of their time to running and growing the 
business. 

Are you ready to sell your business? 
Would you like an assessment of how 
saleable your business is? If you are ready 
to start planning your exit now or would 
just like to know more about what exit 
planning is all about, please call me.

Donald Stevens,        
Partner, B2B CFO®

I provide strategic, financial, and  
operational advisory services to the  
owners of privately held businesses.  
My goal is to help business owners 
achieve their success, as they define it.  

donaldstevens@b2bcfo.com
(805) 551-4120
www.b2bcfo.com/donald-stevens

 

CFOCFOInsightsInsights
IS YOUR BUSINESS SALEABLE?
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Google is king of the search engine 
industry with over 90 percent market 
share worldwide. To boot, their Google 
Assistant app and speaker pulls informa-
tion exclusively from Google and Google 
My Business – it is a closed-loop Google 
ecosystem. 

Ongoing improvements mean voice 
queries will only continue to grow – and 
businesses who optimize for Google Voice 
Search gain the competitive edge over 
those who don’t. Luckily, setting up your 
business site to catch local voice search 
traffic is easy and affordable. 

DO YOU UNDERSTAND  
CONSUMER INTENT? 

Consumers turn to Google Voice 
Search to make three kinds of queries: 
Discovery, Direct, and Knowledge. 

1) Discovery Voice Search
When making a discovery search, con-

sumers are putting out feelers. They want 
to know what their options are but don’t 
have a specific business in mind.

Examples of a discovery voice search 
might be:

• “Who is the best digital marketing  
agency near me?”

• “Where’s the nearest coffee shop?”

2) Direct Voice Search
During this type of search, people are 

generally in need of a phone number, ad-
dress, or directions. Claiming and optimiz-
ing your Google My Business listing will 
help you be there to answer the door. 

Examples of a direct voice query could 
include:

• “Call Jon at Social Spice Media.”

• “Get me directions to the closest Star-
bucks.”

3) Knowledge Voice Search
When people want in-depth infor-

mation or facts, they are conducting a 
knowledge voice search. Writing long-
form content with concise statements that 
answer specific questions can help your 
content be heard by potential customers. 

Here are some examples of knowledge 
voice searches:

• “How can I make my website ADA com-
pliant?”

• “What do I need to build a robot?”

OPTIMIZING YOUR GOOGLE MY 
BUSINESS (GMB) LISTING 

Even though all three query types 
should factor into your marketing strate-
gy, direct voice searches play a vital role 
in converting the curious consumer into 
paying customers. 

People who make a direct voice query 
are looking for you specifically. Google 
Voice Search will pull your business infor-
mation from your Google My Business 
listing. Here’s the information you need to 
include so your customers know when and 
where to find you:

• Physical address or service area if you 
do not operate out of a brick-and-mor-
tar store (Never use a PO box or USP 
mailbox) 

• Phone number with an area code. The 
correct area code (as opposed to an 800 
number) ties your business to a specific 
location and will boost your results over 
businesses that are further away 

• Business URL 
• Operating hours 

And, of course, remember to verify 
your GMB listing so customers know it’s 
really you! 

HOW TO OPTIMIZE FOR GOOGLE 
LOCAL VOICE SEARCH

Because Google Assistant pulls from 
Google Search results, you really need to 
optimize your site for SEO, period. 

Here are some things you can do to 
gain one of the coveted top three posi-
tions:

• Optimize for mobile use 
• Use keyword-rich content  
• Use title and meta tags
• Optimize for speedy page load times 
• Secure your site with an HTTPS URL

IS YOUR BUSINESS SITE EASILY 
DISCOVERABLE? 

Contact our experts at Social Spice 
Media today to make sure your business 
is optimized for voice search, or, if you use 
the Google Assistant app, just say “Hey 
Google, call Social Spice Media”.

SOCIAL MEDIASOCIAL MEDIA

Jonathan E. 
Boring
President

SocialSpice Media

jon@socialspicemedia.com

(805) 482-8312 ext. 101

www.socialspicemedia.com

WHY GOOGLE VOICE SEARCH SHOULD BE A  
PRIORITY IN YOUR OVERALL DIGITAL 

MARKETING STRATEGY

https://gs.statcounter.com/search-engine-market-share
https://www.socialspicemedia.com/
https://www.socialspicemedia.com/
https://www.socialspicemedia.com/2020/02/17/how-to-tell-if-your-website-is-ada-compliant/
https://www.socialspicemedia.com/2020/02/17/how-to-tell-if-your-website-is-ada-compliant/
https://www.socialspicemedia.com/2019/08/05/five-spicy-secrets-to-seo/
https://www.socialspicemedia.com/contact-us/
mailto:jon%40socialspicemedia.com%20?subject=
http://www.socialspicemedia.com
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I’ve been everywhere, man.
I’ve been everywhere, man.
Crossed the desert’s bare, man.
I’ve breathed the mountain air, man.
Of travel I’ve had my share, man.
I’ve been everywhere.
                          -Johnny Cash

I have been to a lot of places through-
out the United States. I am grateful for the 
experiences I have encountered at various 
engagements during my career. I graduated 
from Yeshiva University in 1990 with a BS 
in accounting and began my accounting 
career at KPMG. My first job in Industry was 
with a unique specialty food retailer.  The 
position held promise to meld my passion 
of culinary arts and finance. 

I was the first CPA hired.  On my first 
day the President of the Company stated, 
“in retail you grow or die” and continued 
with a sigh “right now we do not have 
the infrastructure to grow”. The Company 
was profitable but had ambitious plans 
for growth.  There was a goal to expand 
beyond California. When I started the chain 
had 50 stores.  Unfortunately, the IT system 
that supported the finance function was 
on life-support.  The manufacturer of the 
hardware was no longer in business and the 
system was being held together by spare 
parts.  A new proprietary system was pur-
chased, but the reports spit out only zeros.  
The contractor that wrote the program was 
fired and documentation was limited.

I was tasked to make the new system 
work, establish accounting procedures to 
close the books in a timely manner, prepare 
analysis and assist in financial projections to 
determine cash requirements to support na-

tionwide expansion.  On day one, I had no 
clue about the intricacies of retail account-
ing. I made that clear in my interviews.  But 
I obtained study resources and applied 
rigor to quickly learn about the industry.  I 
mention this, because each engagement I 
have been on there was the challenge and 
a privilege to learn the drivers, uniqueness 
and dynamics of the company’s industry.

In business school I became infatuated 
with the idea of turnarounds.  I was naïve 
about what was involved in achieving a 
financial turnaround.  It was evident when I 
applied for a job a Kibel Green.  Its founder, 
Harvey Kibel wrote the book How to Turn-
around a Financially Troubled Company. I 
wanted to be a part of that team. Harvey’s 
partner, Steve Green suggested I obtain 
more experience and keep in touch.  After 
a few roles with troubled companies, Steve 
was open to me being part of the team.  

My first assignment at West American 
Rubber Company (Warco) was a success.  
See email below from the Company’s 
president.

Dear Jonathan,
 
We have appreciated not only your 

help, but getting to know you.  You have 
contributed to our progress and know you 
are rooting for us.  Both WARCO and Bil-
trite have weathered the Great Depression 
and every recession since then.  Our intent 
is to see WARCO & Biltrite through this one 
too. 

We expect we’ll see you along the way. 
 
Best regards,
 Steve

One of the senior leaders at Kibel 
Green, Bruce Conklin sent me a note that 
stated, “ Jonathan – nice note from Steve.  
We don’t always get this.  You connected 
well.  Be proud.” At the completion of the 
engagement, Harvey Kibel approached me 
and asked, “are you the kind of guy who 
will be an expert at one industry or be the 
guy who can acclimate within reason to new 
environments.”  I stated that I identified 
with the latter.  Since then, I have been figu-
ratively “everywhere” making an impact.  

Indeed, I understand and appreciate 
the value of a Turnaround Consultant’s 
role.  It can be summed up succinctly, with 
an experience calling American Express on 
behalf of a client to ask for more time to 
address their challenges.  The representa-
tive responded to my request favorably by 
saying “ Oh, you are a Turnaround Guy, I 
will give you another three weeks to come 
up with a plan.” With that extra time, we 
were able to get the client breathing room 
to renegotiate with its stakeholders and 
implement a plan.

INSOLVENCYINSOLVENCY
ADVISINGADVISING

Jonathan J. 
Wernick (J.J.)
Managing Director

B. Riley Advisory Services
jwernick@brileyfin.com
310-909-6121
www.brileyfin.com

THE VALUE OF A TURNAROUND PRO

mailto:jwernick%40brileyfin.com%20?subject=
https://brileyfin.com/

