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Your image is an essential currency that’s as good as gold. You’re 
able, capable. creative and committed to succeed. This team of 
experts has great ideas on how you can project an image that 
says you are up to any challenge: Rob Olson, Quantum Merchant 
Services; Lori Spiess, VirtualOffiCenters; and Amy Lokken, MüD 
Modular Marketing Systems; and Dave Meyer, BizzyWeb.
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Publisher’s Note:
Every startup business has a unique challenge beyond 
merely launching: being underestimated. You’re new, 
small and people will think you’re untested. Like every 
new business that’s come before, you overcome this 
by working harder and smarter than your more estab-
lished competition. 

To assist you, we assembled this team of business lead-
ers to share their expertise on how you can look larger 
to the world:  integrate your web and social media ef-
forts, start taking credit cards like the big guys, harness 
the power of a virtual office and showcase your busi-
ness with displays that get results.

Projecting Your 
Image



By Dave Meyer
BizzyWeb

Projecting the right image to your 
customers is one of the best ways 
to gain their trust and business. If 

you use the right tools, you’ll present 
your company as a professional solution 
provider and a trusted resource. Luck-
ily, there are pro-quality tools available 
for almost every budget. Here are some 
keys to building your brand the right 
way:

Set your strategy. When you know 
who you’re looking for it’s much easier 
to create something that meets their 
needs. To get started, describe your ide-
al customer and what makes them want 
to work with you. Make your message 
simple, clear and memorable, and use 
it for your search terms or keywords. 
Build those keywords into all your on-
line efforts. 

Build your brand. Spend a few bucks 

to hire someone to 
create your logo. 
Your web designer 
should be able to 
help. Consider 
adding your tag-
line or a catchy 
phrase to your 
logo to make your 
company easy to re-
member. 

Build a great web-
site. It’s no longer a 
luxury for a company 
to have a website. The 
first place your prospects 
and customers will go 
when they’re consider-
ing you is your site. Draw 
them in by keeping your 
site clear, informative, 
and include clear calls to 
action. 

Choose a short, easy to 
remember domain name, 
and go with a “.com” ad-
dress if possible. If your 
preferred domain is al-
ready taken, check to see if 
it’s available at auction and 
consider bidding if it’s for 
sale. Domaintools.com 
offers a great, free 
“domain sugges-
tions” tool. You can 
get cheap hosting on 
your own and suffer down-time 
and frustration, or hire a company 
like BizzyWeb to host your site for just 
$25 per month.

Spend time on 
web design. Hire 

someone who 
knows what 
they’re do-
ing. “Web-
site tonight” 
or hacked-

together de-
signs look like 

you don’t believe 
in your company 

enough to invest in 
it, and your prospects 

will decide if they’ll do 
business with you within 
10 seconds of visiting 
your site. 

For simple, inexpen-
sive and impressive de-
signs, consider using an 
open-source tool like 
WordPress to create your 
site. If you’re technically 
inclined, you can put a 
great site together for 
cheap. To project the best 
image and fast-track the 
process, hire a profession-
al developer to make your 
site perfect. The time you 

save hiring a pro is time 
you’ll be able to use making 
sales. 

Make sure you can be 
found. Spend some time 

on search engine optimiza-
tion. Tools like WordPress make 

this incredibly simple, but in general 
the more often you update your site the 

Project the Right Image with a 
Professional Website and Social Media

Use These Simple Tips 
to Get the Customers 

You Want.

Call To Action

Social Media is the way business 
is done today. To learn more about 
how to “Generate Buzz Without Get-
ting Stung,” check out BizzyWeb’s 
FREE weekly Buzz Builders we-
binar Wednesdays at noon. Go to  
BizzyWeb.com/buzz-buildersfor  tips on 
how to use Facebook, LinkedIn, Twit-
ter, Google+, Pinterest and the Web to 
build your business.



higher you’ll rank in searches. Make it 
easy to reach you with obvious links to 
your email, phone and office location. 
And register for free with Google Plac-
es to automatically get top billing with 
nearby customers. 

For your email, use your own domain. 
Use department names for official 
correspondence: for sales requests 
use sales@yourcompany.com, etc. 
Be sure to use an email signature 
that includes your contact informa-
tion and tagline. 

Participate in Social Media. The 
web isn’t the only place your cus-
tomers are likely to find you. Be 
where your prospects and custom-
ers spend their time, and make it 
easy for your fans to recommend 
you to others. Facebook offers free 
Company pages, and you can set up 
your website to cross-publish news 
and information from your website 
to Facebook, LinkedIn and Twitter 
automatically. You can reserve your 
own username (e.g. facebook.com/
bizzyweb) to make your page easy 
to find. Post your profiles on Linke-
dIn (via a Company Page) and Twit-
ter (with a custom background), 
and either search for instructions or 

hire a professional to set everything up 
for you. 

Finally, make sure you use your new 
online identity everywhere, includ-
ing your business cards, brochures and 
email campaigns (mailchimp.com al-
lows you to send emails to up to 2,000 

prospects per month for free). Make 
your company easy to find when you’re 
networking by listing all your addresses 
in one place, including your web ad-
dress, social media addresses and phone. 
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Dave Meyer, president and 
owner of BizzyWeb, creates 
WordPress-powered websites 
that cross-publish to social 
media with a single click, sav-
ing businesses time and mon-
ey. Dave frequently speaks on 
social media topics, and is the 
2012 chair of the Gold Quill 
Awards program for the Inter-
national Association of Busi-
ness Communicators. He can 
be reached at 

(612) 424-9990 or
sales@bizzyweb.com 
facebook.com/bizzyweb
twitter.com/bizzyweb. 



By Lori Spiess
Virtual OffiCenters

What’s the difference between you 
and one of the big companies? 
Oh, they may have their fancy 

board rooms, conference rooms, recep-
tionists, secretaries, big office equipment 
and support staff, but… you have a virtual 
office.   

The real difference is that you can have 
many of the same resources as a big busi-
ness for a lot less money using a virtual of-
fice. You get to keep your home office, but 
acquire a public persona of corporate brick 
and mortar with an array of services you 
can buy on an as you need it basis.

For most new businesses, the virtual of-
fice option is the business model for the 
future. After all, most new businesses start 
with a home office. The virtual office is ba-
sically a low-cost means of preserving the 
benefits of a home office with a whole new 
layer of support services from the tradi-
tional office business center, sometimes re-
ferred to as executive suites. 

Done right, the virtual office cannot 
only make you more efficient, but many 
of our clients see a direct impact on their 
success. It really is amazing to see people 
blossom and grow in this business model. 
I often hear people say they didn’t realize 
there were so many resources and options.

Before I get into more detail about the 
list of traditional executive suite options, 
it’s important to introduce you to perhaps 
the most significant benefit: interaction.

Virtual Community
The virtual office as we prac-
tice it is now includes a vir-
tual community. The No. 1 
complaint about a home 
office is that people miss 
interacting with others. 
Home is lonely. We want 
to make people welcome. 

We’ve created a vari-
ety of events to encour-
age our clients to get out 
of the house, come into 
our space and interact with 
other business profession-
als. We offer free network-
ing events with our clients. 
We’ve added a monthly Lunch 
and Learn seminar series, for 
clients, by clients. You must be 
a part of the virtual community 
in order to do a presentation to 
others.

We even created a whole new 
Facebook Fan Page to keep them 
up to date on events. We have 
Christmas party and holiday par-
ties at each location. It’s always busy, 
full of buzz and positive energy. It’s all 
about creating a real community for the 
virtual office. A home office doesn’t have 
to be lonely.

We created other interaction opportu-
nities by making our space more flexible. 
In addition to the traditional executive 
offices, we added Touch-Down Space. 
Clients can stop by, pull a stool up to a 
table, use the internet and make phone 
calls. 

We offer more co-working and co-
officing spaces. You pay by the hour to 
use the room which has a number of 
desks in it. The desks aren’t assigned, but 
a reservation is needed. 

We heard from our virtual office clients 

that they would like 
storage space. So 

we built a room 
with business 
cubbies. It’s 
like a busi-
ness locker 
where they 
can stash 
brochures, 
flyers, sam-
ples, proj-
ects they’re 
working on 

or whatever. 
They really 

like being able 
to leave things 
here. If they 
have a project 
they’re working 
on because we 

have copiers and 
work space, they 

don’t have to pack 
up everything at the 
end of the day. They 
can store it and have 

easy access when they 
come back to finish.

Keep in mind, these 
clients still have a home 
office. But if you want 
to think big and look 
big you have to think 
outside the home.

Virtual Office
The backbone of 
virtual office ser-
vices is live answer-
ing. People aren’t 
impressed by the 

automated phone tree 
options. Live answering is 

having a rebirth that’s very retro right now. 

Call To Action
Stop at any of our five locations and 
mention this article to schedule one hour 
of free conference room time. 

Harness the Power  
of the Virtual Office

Combine Your Home Office  
with the Resources of an  
Office Business Center.



It’s also interactive. The receptionist will 
take messages, answer basic questions and 
schedule appointments.

We have people to manage your mail and 
correspondence. If you’re waiting for a check 
and are out of town, we’ll call you if it doesn’t 
arrive so you can react. There is someone at 
“your” office every day to accept mail and 
packages or to help with PowerPoint presen-
tations, spreadsheets or big projects. 

Adding virtual office capabilities means 
you can have a mailbox service, access to 
conference rooms and furnished offices. 
You can even use an office for as little as 30 
minutes. Your name is listed in the building 
directory. 

You can use our location for shipping 
and receiving. We even have curbside mail 
pickup. Call ahead and we’ll hand the mail 
off as you drive up. Much of this would not 
have been possible in years past because of 
technical and financial obstacles. 

The virtual office concept is so popu-
lar that in the last 18 months we increased 
our virtual office clients by a factor of four 
and added a fifth location. That is explosive 
growth…in a recession.

Another reason virtual office plans are 
catching fire is because they are a great val-
ue. You’re looking at a 30-day commitment 
and you only pay for what you need. Today 
value is a driving factor in any business de-
cision.

When client comes in from their home 
office to use our facilities, they find value in 
being part of the business center environ-
ment. It’s like a community. There is a syner-
gy. You’re at the copier or getting coffee and 

you start talking to another business owner. 
You find solutions to problems; someone 
to bounce ideas off to share leads with. It’s 
amazing what can happen. You get support 
as well as referrals.

Virtual offices are aimed at what we call 
gazelle businesses: small, quick, highly flex-
ible and frugal businesses. This isn’t a stop 
gap measure until they move into a physical 
office. This is a business and lifestyle choice 

that is growing quickly.
With virtual office options, you won’t have 

to be a one-man band. As you grow your 
business, keep in mind that you now have 
very powerful options to make you more 
responsive to customers, project a stronger 
image, preserve your sanity and leverage all 
the advantages of your home office.

NBM

Drop in space at the Virtual Annex

A comfortable environment for meeting with clients.

Lori Spiess, owner of VirtualOf-
fiCenters as well as OffiCenters in the 
Minneapolis area, is a long time Office 
Business Center Professional, who has 
provided office solutions to thousands 
of small businesses for 30 years. She is 
a past president of the Office Business 
Centers Association International and 
has been a speaker and trainer for the 
Office Business Center Industry world-
wide. Lori has a home in Minnesota and 
Arizona and is a life long advocate of 
working virtually anywhere under the 
sun. She can be reached at

lspiess@officenters.com
(612) 373-7070
www.virtualofficenters.com



By Amy Lokken
MϋD  Modular Marketing Systems

Are you ready to take your show on 
the road? You have your market-
ing materials, great business cards, 

and colorful brochures, but do you have 
an effective way to present your company 
at a trade show, business expo or chamber 
event?

Most new and small businesses miss out 
on the opportunity to make a grand im-
pression at events because they avoid them 
or are ill prepared. 

If they exhibit, they’ll make the rookie 
mistake of putting out a bowl of candy and 
a pile of brochures on the bare table pro-
vided. Or they’ll buy an expensive display, 
only to have so many photos and text on it 
that no one knows or understands the core 
message.

How you put your company on display 
is an important key to your image, whether 
it is at an event, point of sale display for a 
retail space, a business meeting or even in 
your lobby. 

During my years as a retail designer/
visual merchandiser creating displays for 
shopping center kiosks, I worked with 
many small businesses struggling to get 
noticed. In that environment, you have less 

than four seconds to en-
gage or attract someone 
when they are walking 
by.  It doesn’t matter if 
you are at a shopping 
center or a trade show. 

The solutions I de-
veloped for them led 
me to invent a new dis-
play system that was eye 
catching, durable, light 
weight, interchangeable 
and would give my cus-
tomers a good return on 
their investment. It can 
be used in a variety of 
locations and is easily 
customized to work for 
different audiences.

What I learned 
over the years is the 
key to quickly engag-
ing a passerby is to 
use quality, impact-
ful graphics with few 
words and make it 
three dimensional so 
that people can see from 
15 to 30 feet away. It’s 
not enough to create a 
good first impression, 
you need to quickly en-
gage your clients and 
pull them in closer for a 
conversation. 

When you want your 
display to shine at a 
Chamber event, expo, 
trade show or other 
presentation opportu-
nity, here are some tips 
to make sure you project 
the image you want.

Don’t Look Like Ev-
erybody Else

Set yourself apart and 
not just with a different 
color felt on the back of a 

Make the Most of Your  
Marketing Displays

 

Focused Messages, Quality 
Graphics and Flexibility Keeps 
Displays Working Year round.

Call To Action

Free consultation includes a re-
view of your existing marketing 
displays and materials as well as a 
demonstration of the MϋD Modular 
Marketing System. This consulta-
tion is geared to the unique mar-
keting and budget needs of new 
and small businesses. 

Call (715) 379-3148. 



display everybody else has. If you don’t put 
enough effort into your image, it sends the 
message that you won’t put the effort into 
serving your customers. If you do a slap 
dash display and tape the show special to a 
sign, it tells your customer you don’t care. 

The Display is For Your Customers
We design our displays from your cus-

tomers’ point of view. The goal is to capture 
their attention, not to please the exhibitor. 
There is a psychology that plays into it at a 
subconscious level. Using my industrial de-
sign background we are able to help our cli-
ents to understand that psychology.  And see 
it from their customers’ point of view.

Aim for Flexibility
For my clients, the light bulb comes on 

when they realize this investment can take 
them beyond two events a year. They start 
using them when they make presentations, 
other events, company meetings or even 
having their displays set up in the lobby. It 
ends up being so versatile. 

One of my clients is an author and speak-
er. She uses her display when she is selling 
books and for when she is a featured speaker 
at an event. 

Another client, Woodbury Dental Care, 
was promoting mouth guard protection 
(and other dental services) at a local fitness 
center. All they had for weekend registration 
were pamphlets, samples and an eight-foot 
table with the center’s logo on the skirt.  

We created a standalone marketing dis-
play featuring professional sports figures, 
children with great smiles and their logo 
front and center, all mounted on our display, 
complete with pouches for brochures people 
could pick up throughout the week, not just 
during weekend registration. 

Now they use the displays for charity 
events or other promotional opportunities 
because it’s so portable and any staff mem-
ber can set it up with little or no direction. 

Plan for Events - Thoughtful planning 
for each event ensures that you will bring 

the right message for the right audience. 
Think about what your dominant theme will 
be, who you want to reach and influence. 
What is your purpose of being at this show? 
What new business are you looking for? 
Who will be seeing your display? The mate-
rials and signage should be aimed at them. 

Determine what you want those po-
tential new customers to do once they see 
your booth. Do you want them to take your 
marketing materials, call you, visit your 
website or stop by your location?  Your ma-
terials and message should support those 
goals. 

Create a routine to follow when you 
first engage a prospect who notices your 
exhibit. Greet people with a simple “Hi, 
how are you?”  “Have you seen… heard… 
know anything about … have questions…” 
You can have a fabulous display, but if you 
don’t engage, you will lose the opportunity. 

Make sure you set up time to follow up 

with people you met. Do this immediately 
after the event. People buy from those they 
know and those they trust. Build on the first 
meeting with a phone call or email.

Finally, give your exhibit the four-sec-
ond test. Set up your current display and 
pretend you’re a prospect and look at it as 
you quickly walk by. Did it make you want 
to look at it again or closer?  Were you in-
trigued or confused? What stood out? 
Where did your eyes first look? 

Use your experience from that test to give 
you ideas on how to improve your messag-
ing and presentation. 

Remember that the right display setup 
can have a significant impact on how your 
business projects its image. It’s worthwhile 
to work with a design professional who can 
help ensure that your goals will be satisfied. 
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Amy Lokken is president and head 
designer for MϋD Modular Market-
ing Systems, which produces high qual-
ity, contemporary and bold marketing 
displays for businesses of all sizes that 
inspire innovation and creativity by 
incorporating materials that are good 
for business and the earth. She designs 
light weight, portable displays for trade 
shows, retail point of purchase, and in-
formational displays. She can be reached 
at 

(715) 379-3148 or 
amy@modularmarketingsystems.com 

    www.modularmarketingsystems.com



By Rob Olson
Quantum Merchant Services 

As a new business, you want to 
cultivate the image that you are 
as capable, credible and profes-

sional as the next business. To para-
phrase Forest Gump, “Large is as large 
does.”

To ensure that you look large to your 
clients and customers consider the im-
age you project. How do they see you? 
What messages are you sending?

I’m a merchant service provider who 
helps set up credit card processing for 
big and small companies. Accepting 
credit cards is one of the things “large” 
companies do. It’s probably the easiest 
ways to amplify your image.

When a business doesn’t accept 
credit cards, especially a new busi-
ness, my first questions as a consumer 
is “Why?” Is there a problem? Are they 
not credit worthy? Is there some other 
problem? A new business doesn’t need 
their credibility or commitment to cus-
tomer service questioned.

Recently I went into a restaurant 
with a friend. When I tried to pay 

with my debit card, the 
waitress said they 
don’t accept cards 
and pointed to 
a nearby ATM 
machine. The 
bill was $12. The 
ATM fee was $4 
and the bank 
charged me $2. 
It cost me 50 
percent more 
to use cash. I’ll 
never go to that 
restaurant again 
unless I have cash 
in my pocket, 
which, like most 
consumers, is rare 
these days. 

New businesses of-
ten think they’re too 
new or too small to take 
credit cards. In today’s 
marketplace, as soon 
as you have a customer, 
you’ll be asked: Do you 
take credit cards? That will 
happen sooner than you 
think. You may convince 
them to pay without a card 
this time, but they may go 
to your competitor next 
time they need your prod-
uct or service.
Getting Started
Depending on what pro-
gram you choose, you can 
be up and running in just 
a few days with about 15 
minutes of time invested. 
It’s a very simple process: 
application one day, ap-

proval in a day or 
two, and delivery 
of equipment 
already set up. 
Most of the time 
is filing out the 
p a p e r w o r k , 
which takes 
about five min-
utes. 

My advice 
is to take your 
time. Get edu-
cated about 
merchant ser-
vices first. I 
strongly urge 
you to work 
with a reli-
able merchant 
services pro-

vider who can 
explain all the 

options. It’s all too 
common to come 

across business owners 
who don’t understand 

what rates and fees they 
are paying, how to read 
their statements or have 
no idea about the function-
ality of the service. That 
should never happen. 

The first thing I do with 
a new client is study their 

business model. What 
will make their job 
easier? What repeti-

tive tasks can be elimi-
nated? What is their monthly revenue? 
What option will be most cost effec-
tive for them? How will it impact their 
overall cash flow?

Call To Action
Rewarding your customers has 
never been easier with our Gift/Re-
wards/Loyalty program.  Until May 
30, new customers from New Busi-
ness Minnesota will receive a free 
setup fee and two months of our 
loyalty/reward. Call now for details. 
(651) 210-6664

Accepting Credit Cards  
Projects a Larger Image

Your Customers Will Expect It. 
Your Bottom Line Will Need It.



Virtual terminals might be a good 
fit for low volume businesses that only 
need to process small batches of trans-
actions or if they take orders over the 
phone or internet. 

Then there is the wireless option, 
which works great for locksmiths, tow-
ing companies, landscapers, plumbers, 
window cleaners or nearly any “on-site” 
service providers. If they can swipe a 
card, it’s all done. They don’t have to go 
back to office to run the card to find out 
if the card is good. And because swiping 
cards is a more secure way of process-
ing, you earn a substantially lower rate.

 Now that nearly every business has a 
web site, they may have the opportunity 
to develop another revenue stream by 
accepting payment on line with a shop-
ping cart feature.

We have a plug-in application for 
QuickBooks for processing and an 
on-staff expert to help set it up. 

There’s no longer just one solu-
tion.  
Rates and Trust
Rates will vary depending on what 
you do and your volume. Be wary of 
just jumping online and signing up for 

credit card services. You might think 
you’re getting free equipment, but 
you’ll be paying for it in higher 
rates and fees. 

Also, don’t be tempted 
by “no contract” offers. 
It may sound great 
not having to make 
a commitment, 
but that’s like 
m o v i n g 
into an 
a p a r t -
ment 

w i t h - o u t 
a lease. T h e y 
can raise the rates anytime they 
want. Get the rates you want and lock 
in. Contracts are a good thing if you’re 
working with someone who is looking 
out for you. 

I can’t overstate how complicated rates 
can be and how quickly some compa-
nies change rates or factors or language. 
It took me six months to understand in-
terchange rates, but a pizza shop owner 
isn’t going to want to study it. 

That’s why trust is 
so important. 

Some of 
the state-
m e n t s 
can look 
like hi-
e r o -
g l y p h -
ics. You 
have to 
put it 
into a 
spread-
s h e e t 

just so you 
can analyze it. 
A customer of 

mine said it best: 
“You have to find a 

merchant service pro-
vider you trust so you don’t 

have to watch the rates all the 
time. Otherwise it will drive you 

nuts.”
Conclusion

When you take credit cards, you estab-
lish credibility. Customers know you’re 
committed and had to go through a pro-
cess to qualify. You’re solid. There is an 
almost automatic trust that consumers 
associate with businesses that take cred-
it cards. As small- and medium-sized 
businesses, you can now offer the same 
thing as the big guys. 

Remember, success in business isn’t 
only how much money you make, but 
how effective you are in your business. 
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Rob Olson is President and CEO 
of Quantum Merchant Services LLC, 
which provides merchant service solu-
tions to small to medium sized busi-
nesses. Founded in 1994, Quantum is an 
accredited business with an Accredited 
Better Business Bureau member with an 
A+ rating. He can be reached at:

(651) 210-6664
robolson@quantumgo.com
www.quantumgo.com

Look for the Startup-Friendly  
Seal of Approval 

These are the businesses that  
want to work with new businesses.


