Winning Edge 2018 Business Conference
Takes Business to the Next Level

Allen Fagin, executive VP of the OU, presenting at the Winning Edge
Conference.

By JLNJ Staff
The Winning Edge 2018 Conference,
which took place Monday, June 18, at Montclair State University, brought together a
stimulating and comprehensive array of
business professionals who thoroughly encouraged and engaged the audience, and
addressed all of the challenges any business will face. From bringing creative ideas
to fruition, developing a marketing strategy, navigating the new tax laws, addressing
the high cost of employee insurance and
legal issues, to securing loans through reputable insured banks, The Winning Edge
Conference delivered quality speakers who
addressed the critical challenges faced by
all small to medium-sized business owners.
Presented by the seasoned Brooklyn-based professional accounting ﬁrm
Saul Friedman and Co. and produced by
Bottom Line Marketing Group, the conference provided several hundred entrepreneurs, executives, and business owners
with the tools to gain valuable insights and
strategies for tackling their most pressing
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business challenges. The rapid-ﬁre sessions
and presentations from key business celebrities provided the attendees with the skills
and contacts necessary to take their businesses to the next level.
“It’s all about adaptive, driven change—
Adapt, change or die. Be relentless,” was
the message from the opening keynote
presentation, delivered by sought-after
lecturer and NSA Speaker Hall of Famer
Jeffrey Hayzlett. A celebrated business expert, Hayzlett is a primetime TV and radio
host, global business celebrity and bestselling author. Formerly the CMO of Fortune 100 company Eastman Kodak, and
presently chairman of the C-Suite Network, Jeffrey is an expert in brand marketing, focusing on business transformation, leadership and change management
to drive businesses to grow.
Saul N. Friedman, senior partner of his
well-established accounting ﬁrm, Saul N.
Friedman & Company, joined by Simeon
Friedman, partner in Saul N. Friedman &
Company, provided a comprehensive overview of how the new tax laws will be affect-

ing businesses. Their ﬁrm has developed a
questionnaire to aide existing and prospective clients with the pros and cons of how
the new tax laws will affect their businesses. Simeon Friedman urged attendees to
carefully consider and outline all of the details of business partnerships and develop a
comprehensive contract when the partnerships are established.
The pair was joined by Michael M. MacIntyre, US head of business banking at
HSBC, who discussed the relationship between community banking and loans to
businesses, emphasizing the importance
of securing business loans from reputable
and secure banking establishments. MacIntrye cautioned the group about the proliferation of online banks that provides instant
loans but might not be secure lenders.
Michael Langer, founder and CEO of
Gulliver’s Gate, a 50,000-square-foot attraction in the heart of New York City’s Times
Square, is an entrepreneur who encouraged workshop participants to “make their
vision real” by overcoming obstacles that
might arise.

The Winning Edge 2018 Conference
closed with a keynote presentation by Stephen Shapiro, dubbed the “Innovation Instigator.” Shapiro is most notable for his
expertise on business innovation and his
work with key clients such as Procter &
Gamble, Microsoft and Dell.
Other presenters included Yitzchok
Saftlas, founder and CEO of Bottom Line
Marketing Group; Allen Fagin, executive
vice president of the Orthodox Union;
Bradley Nash and Solomon Klein, partners at Schlam Stone & Dolan LLP; Josh
Nass, founder & CEO of Josh Nass Public
Relations; Eli Rowe, CEO of World Medical Bank; and Firouz Daneshgari, president
and founder of BowTie Medical.
With interactive workshops, networking
opportunities and a range of presentations,
The Winning Edge 2018 Conference delivered as promised, leaving participants better
equipped to develop business, expand their
vision and grow company brands. For further information, contact Bottom Line Marketing Group at BottomLineMG.com, WinningEdge2018.com or 718-412-3508.

‘Do Fundraising Journals Make Attractive Doorstops?’
By Norman B. Gildin,
president, Strategic
Fundraising Group
Fundraising
journals do not make attractive doorstops. Some
are big and clunky. Others are slim and trim and may not even
hold the door open. You might even trip
on one when walking through same door.
Hence, they don’t serve a useful purpose.
In case you haven’t sensed my sarcasm,
I don’t like printed journals. Yes, I know.
Printers now will hate me. Some nonprofits will not accept this premise. I understand their sentiments, but after years of
dealing with the “Journal Project,” I cannot
in good conscience recommend a printed
journal to any nonproﬁt.
I once worked for a nonproﬁt where
I eliminated the printed journal and substituted a different fundraising option. After several years, a prominent board member in favor of printed journals got up at
a board meeting and read a poem written
by his granddaughter. He asked how can I
not put this beautiful, poignant poem into
the journal? I was nauseous, but his speech
was persuasive and he turned the board
around. Regrettably, we returned to the
printed journal.
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So, you ask, why do I feel so strongly?
Here’s why.
Printed journals are labor-intensive projects. Keeping track of an assortment of sizes and colors, and order based on political
sensitivities, is a project unto itself. However, that’s the easy part. What I experienced
was having donors call in their ads, many at
the last minute, with the following request:
“Why don’t you compose something for
me?” Staffs always were consumed with
creating new prose masterpieces that had
to go through many approvals before being ﬁnalized. The back and forth alone was
time consuming.
Then came the prooﬁng process, which
was stress driven, especially for “last minute” donors. And, Heaven forbid, if a sentence, a word or a letter were out of place
or omitted, we would never hear the end of
it. Or, worse yet, if the ad was inadvertently left out, or misplaced within the book,
then it was a cause for corporal punishment. And if you missed the printer’s deadline, oy vey voy!
This brings me to the cost of printed journals. OMG! What a waste of money! Some of these journals cost in the tens
of thousands of dollars. As a donor, I don’t
want my money to be sunk into an uneconomical sinkhole. I want my money to go
to the cause and to the essential services of

the cause. There are some nonproﬁts that
spend extravagant sums to put in page after page of pictures and other superﬂuous
designs. Yes, some of the information is for
marketing purposes. But, there are other
ways to market your nonproﬁt.
Here’s what happens after the event.
Truckloads of journals are left behind on
tables. Few want them and, other than the
honorees and some of their family, friends
and staff, journals ﬁnd their way to the recycling depot. People no longer want to
clutter up their home with printed journals.
There are those who argue that vendors
and corporate America need to show printed ads to justify their marketing expense.
There are ways to get around this and still
meet their needs. So, what are alternatives
to the printed journal? There are many
new and innovative options.
In case you haven’t noticed, the trend is
to get away from printed journals.
For a number of years, the Scroll of Honor, has become a popular way to recognize
someone in writing without an elongated
testimonial. The scroll comes in various formats. Some recognize the donor in the hierarchy of giving; largest gifts ﬁrst in descending order by donor name. Some scrolls have
a sentence or two about the honorees, but
no longer replicate “War and Peace.”

Other organizations are taking advantage of putting their journal online—either on their website or with a vendor
whose sole business is to display your
Scroll of Honor or journal. By inputting
your name or the honoree’s name, or by
typing in the size of donor page, you can
go directly to the ad. Others show the
“ads” on a large screen at the event and
make this accessible after the event on a
CD.
My son and daughter-in-law were recently honored as “Parents of the Year”
at an annual dinner. The nonproﬁt gave
everyone a gold key, which actually was
a ﬂash drive that had the ads on it, along
with other marketing materials. They also
placed digital tablets on all the tables and
guests could easily see their ad by going to
the search function.
There are many other substitutes to the
printed journal. You are only limited by
your creativity. So, are you ready to get rid
of your doorstop?
Norman B. Gildin has fundraised for nonproﬁts for
more than three decades and has raised upwards of
$92 million in the process. He is the president of Strategic Fundraising Group, whose singular mission is to assist nonproﬁts raise critical funds for their organization.
He can be reached at Norman@stfrg.com.
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