
Why does a prospective client
accept an invitation to a business
lunch? 

The business lunch is much
like a date. The client is sizing up
the vendor. He or she is assessing
the vendor’s credibility by assess-
ing their likeability. 

People want to do business
with those they like because they
prefer relationships, not transac-
tions. Here are some tips on how
to get a second date:

• Dress appropriately. For
salespeople, don’t think of
it as a business lunch but
rather a power lunch.
Even in this era of busi-
ness casual dress, err
on the side of caution
and wear a suit. Also,
you never know
when your
prospect will
invite uninvited
guests – generally
someone up the chain of decision
makers.

• Go easy on the perfume or
cologne and no smoking. Make
sure your car is clean.

• Respect your client’s time by
choosing a restaurant close to
their office and make a
reservation.

• Turn your cell phone off; that
includes the vibrate feature.

• Ask about the client’s inter-
ests and their view of the deal.
Don’t talk about yourself unless
asked and then keep it brief.  

JAMES PAWLAK is a syndicated writer in
Rochester Hills, Mich.

bizbooks@hotmail.com.
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THE ART OF THE
BUSINESS LUNCH

Greatest daily challenge on the job:
Managing across cultures, languages,
time zones and disciplines. We work in
200 cities across the world. 

Best part of the job:  Seeing my staff and
their families grow up with us.

What was your biggest mistake:  Trying
to be all things to all people.

What was your smartest move:  Getting
ahead of the globalization curve. 

Favorite stress reliever: Gardening,
reading, writing, riding horses and
exercise.

Building Relationships Between 12
and 2.

Author: Robin Jay
Publisher: Career Press
List price: $14.99
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Teresa Daniels was motivated to recover as quickly as possible from a serious head injury in order to keep her document management firm thriving.

BY TIM PUET | FOR BUSINESS FIRST

Nine years ago, a life-threatening injury
almost ended Teresa Daniel’s career as a
business owner just as her company was
beginning to succeed.

But she was determined to keep the busi-
ness going, and today her document man-
agement business is flourishing.

Daniel was eight months pregnant with
her second child when she tripped on a
flight of steps in May 1997, fell and hit her
head on a concrete floor, resulting in a trau-
matic brain injury. 

“My neurosurgeon said I came within a
shred of losing my life,” she said.

Daniel, who was living and working in
Cleveland at the time, immediately had
surgery and was then moved to Columbus,
where the child was born one week later.
When she fell, Daniel was holding her first

child, who was 1 year old at the time, but he
wasn’t hurt.

“I have to say that divine intervention
must have allowed me to survive,” she said.
“One doctor told me that if it had come
down to a choice between me and the baby,
they would have taken the baby because he

had a better chance of living.”
The accident left her with a scar from the

top to the bottom of her head and other in-
juries, and she was told it would take at
least a year to recover. But, she had other
ideas because her company, MTC Docu-
ment Management Inc., was in the middle
of an important transition. 

Two weeks before the accident, the com-
pany had installed its first scanning soft-
ware, which represented a big jump from
the era of microfilming documents. 

“I knew what the doctors had told me
about recovery time, but I also kept think-
ing that I owned a business that had just
undergone a big shift and that others were
depending on me,” she said. “What hap-
pened was an incredible shock to my staff
because at that time, I did everything. I
wanted to keep going because I’d come too

F I N D I N G  S T R E N G T H

Life-threatening injury spurred
woman to fight for her business

MTC DOCUMENT MANAGEMENT INC.

Type of business: Converting paper documents and
microfilm into electronic images and selling
document management equipment. 

Location: 5900 Roche Drive, Columbus
Top officer: Teresa Daniel, president
Founded: 1988
Employees: 8
2005 revenue: Less than $2 million
Web site: mtcdoc.com
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Age: 51
Title and
occupation:
CEO of Loss
Prevention

and Security
Consulting



far and I wasn’t about to let the staff down.”
When she was released from the hospital,

she couldn’t go up or down steps or drive a
car. Two weeks later, she decided to get out
of bed and go down the steps. 

“People said I couldn’t, but I faced my fear,”
Daniel said.

Four months later, she was back working,
but the business’ recovery took much longer
than her own. She lost customers, including
her oldest and biggest client. 

“They didn’t think I’d be capable of run-
ning the business,” she said. “My confidence
went way down for a while, but I never
thought of giving up, and in the end, my
anger and determination to succeed made
me fight harder.”

Daniel said it took about five years for the
company to return to where it was at the
time of the accident. Since then, it has grown
steadily. Revenue has increased by more
than 30 percent in each of the last three
years, reaching nearly $2 million in 2005, she
said.

MAKING CONNECTIONS
MTC started in a garage with a three-per-

son staff and now employs eight people in its
office on the north side of Columbus. The
company uses scanning equipment to con-
vert paper documents and microfilm into
electronic images that can be viewed with a
client’s own software or online. It also sells
document management equipment.

Its customers include the Ohio Board of
Nursing, Ohio State University, Mattison &
Co., NetJets and Big Brothers/Big Sisters of
Greater Columbus.

“Because we’re a small company, we give
personal service and feel we’re better able to
listen to our clients’ needs than if we were a
larger organization,” she said. 

Porter Wright Morris & Arthur, the city’s
second largest law firm  with 190 attorneys
in Columbus, is one of those customers.

“We’ve used Teresa for several years and
she and her business are fantastic,” said Tom
Richardson, records manager for the firm.

“We feel her company is an extension of the
firm, and she’s gone overboard many times
to help us get everything our attorneys need
to assist clients. She’s come here personally
many times on nights or weekends to fulfill
urgent requests and saved us from suffocat-
ing in paper records and intake forms.”

Richardson said MTC frequently will take
about 75 legal-size boxes full of documents
and record them on three or four CDs, re-
sulting in substantial savings of storage
space. 

“MTC has handled our records for be-
tween eight and 10 years and grown with us
every step of the way from microfilm and mi-
crofiche to scanning, which is so much more
efficient,” said Diane Larsuel, claims man-
ager for the fringe benefit program of the
Columbus-based Ohio Association of Oper-
ating Engineers. Its members operate heavy

equipment used in construction and road
building.

“Much of our work involves health-care
claims, an industry that’s always changing,
and MTC has been outstanding in the way
the company listens and offers ideas to help
us,” she said.

GETTING STARTED
Daniel began the business as a microfilm

service bureau in 1988 after about three
years working with other companies. 

“I didn’t have any problems at the places I
worked, but always had a desire to go into
business on my own because I have a sense
of operations that’s been instinctive in me
from the beginning,” she said. “I always ...
thought there was a better way to handle
documents than having boxes full of paper.”

She began MTC with $10,000 she had

saved and a $20,000 Small Business Admin-
istration loan, which was paid back in five
years. 

Daniel said the best piece of business ad-
vice she has received came from H.K. Bain,
president of Digitech Systems Inc. 

“He said that in terms of selling, I should
just be myself. As soon as I started doing
that, I realized he was right on the button,”
she said. “I’d tell the same thing to any other
entrepreneur. I’d also say that if you’re going
to go into business understand finances.
This isn’t something you have to go to school
to do, but it’s a necessity to avoid all sorts of
possible problems.”

Since her injury, Daniel has employed sev-
eral other people who have had brain in-
juries and is committed to providing others
the opportunity to work.

One of those employees is Janiece Jen-
nings, a scan operator, who says the work is
an important part of her recovery. 

“In my case, I didn’t suffer trauma in-
stantly,” Jennings said. “I knew for years that
I had a problem, but didn’t know what it was
until I started working with counselors who
diagnosed it. Once I knew what my condi-
tion was, it changed my life because I could
get the help I needed. My job here is won-
derful because of how it’s helped me get back
into the flow of everyday living.”

About a year ago, Daniel learned about
the Brain Injury Association of Ohio, which
provides information, counseling and re-
sources to people who have had brain trau-
ma and their families and friends.

She has become active with the organiza-
tion since then and is a sponsor of its annu-
al conference, scheduled Sept. 28 and 29 at
the Columbus Airport Marriott. Daniel will
be among those who will be speaking about
their experiences.

“I’m making plans for growth in the busi-
ness over the next few years, but I don’t want
to get into specifics yet,” Daniel said.

“Whatever I do, I know I’ll be continuing
to try to help people with brain injuries as
much as I can, whether it’s through hiring
them or working with the brain injury asso-
ciation.”         
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Michael Stockinger is one of eight employees who work at Columbus-based MTC Document Management.

INJURY: Business took longer to recover from Daniel’s accident than she did
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It’s difficult to pick up a magazine
or newspaper without reading
about the growing importance of

new media for businesses.  
So how do you know if you should

be using new media to promote
your company’s product or service?
The answer is: Know your customer,
know your brand and understand
the pros and cons new media can offer. 

WHAT IS IT?
It is important to first understand what

is considered new media. Generally speak-
ing, new media are those communication
mediums that can affect a product or serv-
ice through the Web, such as blogs, Really
Simple Syndication feeds, chat rooms, con-
tent seeding, pod casting, third screens and
viral marketing campaigns .

While these channels offer different av-
enues for reaching out to customers and
stakeholders, the benefits they provide can
be similar to traditional media. A Web site
becomes the equivalent of a brochure by
offering educational material, background
information, company profiles and servic-
es. Online advertisements mimic their
more traditional print partners by working
to build brand identity and awareness. 

Chat rooms, blogs and discussion groups
help create third-party credibility for
brands in much the same way that public
relations does using offline marketing tac-
tics. These alternatives reach consumers
where they are – online or the cell phone.

The advantage that new media provides
over the traditional channels is the oppor-
tunity to interact with the customer more
directly and gain immediate feedback. For
example, a company may use blogs, chat
rooms and discussion groups to gather
feedback from customers about what they
like or dislike about a brand and use that
information to improve its product.  

Also, if the company can find an
advocate for its product or service and en-
courage that advocate to communicate

feelings in a blog, RSS feed or chat
room, it can be shared with friends
online and spread via word of
mouth, which builds additional
credibility for the brand. 

At the same time, companies
must be prepared for negative feed-
back and criticism since messages
online cannot be controlled. 

THE FINANCIAL PART
Consumers are influenced by three

screens – televisions, computers and hand-
held items such as personal digital
assistants, cell phones and MP3 players.
Those devices are seen as the third screen. 

They can be a convenient, cost-effective
way to deliver information to a user group
who may be crunched for time or in tran-
sit. While a 60-second, prime-time televi-
sion commercial might be an ideal
medium if your target audience is quite
broad, third-screen media give businesses
the flexibility to reach more segmented au-
diences with on-demand information they
can view on their own schedules. Third
screens can also be used to extend the im-
pact of traditional marketing communica-
tions tactics beyond the typical limits of
time and space. For instance, a speech giv-

en by a company officer at a trade confer-
ence could be distributed as a podcast. 

If considering new media as a marketing
tool, keep in mind these things:

• Your customers. How do they like to
be communicated with? What are the de-
mographics and how do they get their in-
formation? 

• Your brand. What is the strategic goal
behind your product or service? Does us-
ing new media reinforce or confuse the
brand message? What features set you
apart from the competitors and how can
new media help? 

• What is the call to action for your cus-
tomer? Does the message prompt your
customer to take this action?

• Does your company have in-house ex-
pertise to create new media tools and
place them in the right channel? Do you
have the resources to manage these tools? 

If you’re still unsure, do a small-scale trial
targeting a small audience segment. This
allows you to gauge the effectiveness of the
tool before rolling it out to your entire cus-
tomer base.

KELLY GRATZ is president of Blue Diesel, a health-care
communications company in Columbus.

614-540-4226 | bluediesel.com 

InSight features advice on small-business
issues from different local perspectives.

Insight
KELLY GRATZ

In the era of new media, know your customer and know your brand
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