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Praise For The RED APPLES Way

“Marc hid some great advice in cheese so I could take the medicine
I needed to hear. Business owners, entrepreneurs, and executive
leadership alike will find actionable insights mixed with entertaining
insider stories! Want to start a business? Read this first. Want to make
an impact? Read this first.”

—Mary Nell Westbrook, EVDP, Chief Marketing &

Communications Officer, Agiliti

“Real-world experience through a delightful and informative read.

Each chapter of 7he RED APPLES Way builds on the core values with

an anecdote and a quip to bring home the point. With each story, the

reader is drawn into the analogy, gaining new insight and knowledge
to apply in their own business and personal life.”

—Dir. Shelly Gerig, Faculty Instructor; B.A.S.,

Leadership Program
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PREFACE

Getting To The Core

e all have personal values. They are what define us and how

we choose to live our lives. However, few of us live our lives

while outright promoting our values. To do so might be
perceived as arrogant, egotistical, or even indoctrinating. Individually,
if we're even aware of our values, we tend to express them more subtly,
through our actions and by surrounding ourselves with others who
share our values.

On the other hand, business should also have values. Those should
be clear, concise, and shared both loudly and proudly.

As someone who has worked with hundreds of businesses, companies,
and organizations, I can tell you that while most do have values, they
fall short in both articulation and implementation. That’s where the
problems begin.

Your company’s values are your defining “DNA.” They set the tone
and standard for everything you do, everything you stand for, and should
act as your guide for nearly every decision you make. Your company’s

values should be applied to the clients and customers you work with,

ix
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the people you hire, the services you offer, and even how you grow and
develop your business.

A lack of clear and concise direction is like getting on the road and
driving to a place you've never been without a map. Sure, you may get
there, eventually. You may even stumble onto a shorter, or more scenic,
route; but I would argue that without that map, greater danger and the
chance of wrong turns and frustrations await.

You're a few paragraphs in and may be thinking, “My business has
core values.”

Countless clients have told me they have company values, which

leads me to a series of follow-up questions:

* Can you articulate them for me, right here, right now?

e If we called your receptionist or warehouse manager on the phone,
could #hey articulate the company’s values?

* How do you broadcast your values across your organization,
as well as to your customers, vendors, stakeholders, and other
strategic partners?

e What role do your core values play in holding your company

focused and accountable?

As the founder of a nationally honored marketing agency, I certainly
made my share of entrepreneurial mistakes. For me, the values of my
newly formed company lived in my head. They served as a vague idea
of how I thought I wanted this new company to be known. When I
first started out as a bootstrapped staff of one, that was fine. But as the
company grew, it was critical that I got those values out of my head and
embedded into the culture of the company.

The concrete development and public proclamation of the RED
APPLES core values marked one of the most critical milestones along

the company’s fifteen-year journey. Identifying and articulating who we
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were, what we stood for, and our commitment to those values provided
unimaginable levels of focus, growth, and financial success.

Perhaps those results represent your company’s aspirations as well.
Why wouldn’t they?

This is probably also a good time to distinguish what we're talking
about in a book about core values.

Typically, a business or organization will focus on its mission, vision,

brand, and core values. To oversimplify things, I would offer the following;

Mission statement: A clear and concise statement of an
entity’s purpose, often describing what it does, how it does it,
and, generally, its reason for existence. This tends to be worded
in the present tense. Common thinking is that the mission
statement is a one- or two-sentence proclamation. 7his book is

not about that.

Vision statement: The vision statement is just that, the entity’s
vision of the future, including its goals and aspirations. Clear
and concise vision statements are also brief and to the point.

This book is not about that, either.

Brand: This one is a bit more complicated and more debatable.
However, I believe an entity’s brand (even your own personal
brand) is largely determined by the perceptions created by its
customers, clients, and stakeholders. Brand is largely driven by
image, based on the experiences it creates. 7his book is a little

bit about that.

Core values: An entity’s core values are the guiding principles
that form the foundation of how it wishes to conduct itself.
These values should be used to both influence decisions as well

as to hold the entity and its people accountable for its actions
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based on its established values. When executed properly and
consistently, the core values lead to a culture that supports the
mission and vision. An important objective of the core values
is to aid in establishing a brand that reflects the business entity
in both perception and reality. While some would suggest that
there should be three to seven core values, there is no magic
number. What 7s important, is that they are memorable and
actionable, primarily for the entity’s staff, starting from the
top of the organizational chart. That is why I created the RED
APPLES core values as an acronym, with the intention of making
it easier to remember all nine of them. 7hat is entirely what this

book is about.




CHAPTERT

But First, The Back Story

or the first twenty years of my professional career, I worked in

both affiliate and owned-and-operated television stations up

and down the East Coast, from Maine to Miami. As you move
through this book, you'll find many of the anecdotes and “interstitials”
are derived from some pretty extraordinary experiences during those
years, from celebrity interactions, to a horrific helicopter crash, and
bosses, as well as coworkers, who shaped me (whether they intended
to, realized it, or not).

One influential person was Don Browne, president and general
manager of WTV]—at the time, the NBC-owned television station in
Miami. As his vice president of creative services, he and I had a very
challenging relationship. However, I have to admit that he was one of
the more influential people I had the opportunity to work with; we had
some great experiences, some not so great, and others I swore I would

never repeat.
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I bring Don up this early because one of his favorite expressions was,

“In order to know where you’re going,
you have to know where you’ve been.”

While a similar phrase is credited to Maya Angelou, he will forever
be the person I attribute it to. With that philosophy in mind, I chose
March of 2008 as my jumping point to begin the story that would
eventually lead to 7he RED APPLES Way.

Don Browne and me at the groundbreaking for the new NBCG6 broadcast
Jacility in Miramar, FL, an interesting juxtaposition of our relationship

March 2008 marked my fifth anniversary with The Villages Media
Group. For those of you who are unfamiliar, The Villages is a massive,
active lifestyle, senior community in central Florida, about an hour north
of Orlando. In 2003, when I was first recruited away from WFOR,
the CBS television station in Miami, The Villages had an impressive

population of about 50,000 people, spanning three adjacent counties.
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At the time of this writing, the population is estimated to be more than
triple that amount and still growing.!

A couple of months prior to my hiring, I received a call from an
unknown number and instinctively sent it to voicemail. A while later, I
played it back. It was from the head of human resources at The Villages—a
place I had never heard of—asking if I would be open to talking about
potentially coming on board as the general manager (GM) of their
twenty-four-hour cable channel, VNN (The Villages News Network).

It had long been both a desire and goal of mine to be a GM of a
television station, but I was told repeatedly that I either needed extensive
TV advertising sales experience or previous general manager experience
to even be considered. This reminded me a lot of when I was in college,
interviewing for waiter positions at restaurants and being told they
would only hire people with previous server experience. Ah yes, the old
conundrum—how does one gain experience if no one is willing to hire
someone without experience?

The job as GM at VNN seemed like it would be a wise way to
earn those “GM stripes” and in three to five years, I could parlay that
experience into getting back into mainstream local television somewhere
as a general manager.

Press the fast-forward button to March 2008 when I approached
my boss, the director of The Villages Media Group, and explained that
my wife had been offered a buyout package from her employer. “I know
there are no guarantees, but I just wanted to share that with you and get
a sense of my future here,” I explained. I will never forget his reply; it was
short and to the point. “As long as I have a job, my man, you have a job.”

[ left his office with a degree of confidence that my family would be
OK. Honestly, not a high degree of confidence, but enough. For those
who recognize this point on the timeline, early 2008 was when the
economy was starting to show some cracks while early prognosticators

were warning of a potential “significant economic adjustment.”
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Five months after that conversation, I returned to work from a
weeklong cruise. Two days after my return, my boss came to my office
in the early afternoon and uttered the phrase I had been taught so well
as an executive with hiring and firing responsibilities. “Today is your
last day at The Villages.”

We were trained to never give explanations, apologies, or anything else
that could be used later in litigation or while filing for unemployment.
I thought perhaps at my level, I might get more than the corporate line.

“I don’t understand,” I said.

“Today is your last day at The Villages,” he repeated.

Did I do something wrong? Was it the economy, which was now
showing some frightening signs of what was yet to come? I pressed for
more and got nowhere until he offered, “You don’t have to leave right
away, but you do have to be out by the end of the day.” That seemed
pretty “right away” to me, but as it turned out, three other members of
my team had already been let go and escorted from the building without
my knowledge.

Here’s my point—and my confession. I was miserable for the
months leading up to that day. It had become an exhausting routine
of navigating multiple unrealistic and ever-changing demands, politics
(national and within the organization), and my determination to protect
my small team of five from what seemed like a constant onslaught of
undeserving attacks.

The signs were everywhere. It hurt to get up and go to work, and I
dreaded practically every meeting and assignment. It went from the high
point—in which I was regarded as an invaluable member of The Villages
leadership team, even being nicknamed “Coolness” by the chief operating
officer—to becoming a daily punching bag with no clear indication as
to why. I hung in there and soldiered through, as driven and determined
as I was the first day I arrived, never wanting to give anyone a reason to

terminate me or any member of my team. I did this in part because I
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was very well compensated, enjoyed some unique perks and experiences
(more on that later), and I was the primary source of income for our
family, while my wife—after taking that buyout package—worked to get
her boutique public relations and communications agency established.

In other words, The Universe had been lacing up its boots, but I had
not yet been introduced to the ways of The Universe to be able to see
it. It took a long, bitter while, but as I look back, I realize The Universe
was giving me every opportunity to do what I knew in my gut was the
right thing to do—look for another job. However, overwhelmed with
complacency, even in the face of daily frustrations and the impact on
both my mental and physical health, it took The Universe finally kicking
me in the ass, in the form of being let go, to wake me up.

And this is where the story really begins. As an “accidental entrepreneur,”
I've been asked many times what gave me the courage to start my own
company during the worst economic period in decades. I initially tapped
into my corporate and media background to provide a crafted, nuanced,
and diplomatic response. Over time, I became more comfortable with
the truth. In fact, it wasn’t courage at all. It was “fear and desperation.”
No one was hiring, let alone relocating, six-figure marketing and media
executives as the economy was crashing on every front. I had a family, a
mortgage, and a responsibility to do something—quickly.

About thirty days later, right after Thanksgiving, I started marketing
a unique start-up concept—a local network of doctors™ offices that
would subscribe to being featured every month in an hour-long medical
video program, Hometown Health. 1 had my first client in two weeks,
put out our first of over 150 consecutive episodes in March 2009, and
was modestly profitable within the first six months. I owe a great deal
of our early production agility to the (now divorced) husband and wife
who became my freelance production team. He was part of the group
that got laid off with me on that fateful day a few months earlier. She
had previously worked for me at VNN, and even though she and I
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had a very uncomfortable parting of ways, we were now all in the same
boat—needing to generate income.

Opver the next fifteen years, this little start-up company would expand
the number of employees and office space, along with our capabilities
and offerings. We would drive revenue and profitability, while winning a
humbling number of both industry and community awards, including the
2012 International Incubator Business of the Year award (nontechnical
sector) from the National Business Incubation Association. But, equally
important, we did all of this while making a significant and lasting impact
on the community we called home.

Initially incorporated as Hometown Health TV, LLC, we rebranded
in 2014 as Red Apples Media to reflect a more diverse marketing agency
and production company. In addition to a new name, RED APPLES
would also become the acronym for the nine core values that served as
my personal and professional blueprint for a company that was founded
out of “fear and desperation,” but would eventually transform into one

of “passion and purpose.”

Chamber of Commerce ribbon-cutting at Red Apples Media’s

most recent office (thats me with the scissors)
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On the surface, these nine values may appear to be obvious to some.
To others, you may struggle with how to apply them to your life, family,
department, team, business, or organization. The reality is, you may
choose to adjust and adapt the RED APPLES core values to your specific
needs, having been inspired by what they stand for. On the other hand,
you should also feel free to adopt any or all of them, as-is. My hope is
that you will find a way to embrace as few as five of the nine, to help
advance your trajectory toward success.

Before we dive in, I want to thank you in advance for indulging me
in some stories of my past, which are scattered throughout. All true,
generally relevant, and each intended to entertain a bit between the
explanations of the core values. In the TV world, we would call these
“Interstitials"—the short features that break up the primary programming.
Think in terms of Schoolhouse Rock!, in between your favorite Saturday
morning cartoons. If you know the reference, you and I are going to be

just fine throughout the remainder of this book.



