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T R E N D S 
Member businesses strive to meet coronavirus challenges 

T R E N D S 
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An advertising supplement to The Business Journal

Trends is a publication of the 
Guilford Merchants Association.

oronavirus and the disease it causes, Covid-19, 
broadsided life and business in the United States.

Since March, businesses large and small have raced 
to adapt to evolving circumstances that seem to change 
daily if not hourly.

Here’s what some GMA members have to say about 
their experiences. 

C

Cindy Essa
Pastabilities

North Carolina’s response 
to the pandemic halted res-
taurant dining room service 
but allowed them to con-
tinue to serve customers via 
carry-out and delivery.

Pastabilities was fortu-
nate, says owner Cindy 
Essa, “because we’re set up 
to do carry-out and delivery 
anyway.”

Orders from individual 
customers occasionally 
have been supplemented by 
larger orders from long-time 
customers. Some asked for 
mini-lasagnas to be prepared 
for workers stuck at home. 
Others requested meals for 
health professionals working 
extra long hours as the med-
ical community ramped up 
the coronavirus response.

That extra business, Essa 
says, “definitely sustained 
us. Our customers are so 
nice and always make a 
point of telling us ‘thank 
you for being open.’”
Pastabilities has not had to 
lay anyone off. “Everybody 
on the staff still has a job,” 
Essa says. “It’s good for 
them to see how grateful our 
customers are.”

Scott Aldridge
Allen Tate Companies

Selling and buying homes 
did not stop because of the 
pandemic. But it did change 
significantly because of state 
and local restrictions.

Guilford County’s early 
policy on real estate show-
ings was more stringent than 
the state’s, says Scott Al-
dridge, an agent with Allen 
Tate Companies.

Initially, in-person home 
showings were not possible. 
Prospective buyers could 
only see a home for sale via 
a virtual tour. Open houses 
were prohibited. The mar-
ket slowed considerably for 
about three weeks.

“A lot of people were 
making low offers or no of-
fer at all,” Aldridge says.

Things eased once the 
county’s policy expired on 

April 16, he says. Real estate 
agents were then able to 
show a property in person, 
but were limited to three 
adults. Booties and gloves 
had to be worn. Prospective 
buyers were asked to wear 
masks.

Virtual tours are still en-
couraged as a way for home 
shoppers to winnow down 

Chris Villa
Carolina Digital 
Phone

The internet-based com-
munication services that 
Chris Villa sells allows her 
customers to make tele-
phone 
calls 
and chat 
and vid-
eocon-
ference 
from 
just about anywhere, any-
time. Whether by mobile 
device or laptop or desktop 
computer, the experience is 
designed to be seamless.

Before coronavirus, 
those products and services 
were sometimes viewed as 
niceties, not necessities, 
says Villa, a senior account 
manager. That’s all changed 
now, as people need to be 
able to work from any-
where.

The pandemic closed 
some sales for Villa.

“It’s helped get people 
I’ve been working on for 
some time” to make a deci-
sion, she says.

Carolina Digital Phone’s 
services rely on VOIP 
(voice over internet pro-
tocol). It’s the same basic 
technology as used by 
Skype and Zoom. A person 
can take and make calls 
and videoconference using 
whatever device is close at 
hand and has a cell signal 
or internet connection.

Putting these tools to 
use has been a revelation 
for some.

“I’m getting a lot of peo-
ple who say, ‘Why didn’t I 
do this sooner?’” Villa says.

Scott Aldridge, Realtor.®

Chris Villa

Cindy Essa, restaurateur.

More member experiences, 
page 4.

their choices, Aldridge says.
The goal, 

he explains, 
is to limit 
the frequen-
cy of people 
entering 
occupied 
homes. 
“We’re op-
erating very 
tightly so we 
don’t put the 
community 
at risk,” Al-
dridge says.
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Her first impression was right: GMA has been great for business
hough it was more than 20 
years ago, Stephanie Ward well 

remembers the impact made by her 
first GMA event.

It was a Workplace Workshop, 
and she was there as a guest. Min-
gling before the program began, 
she was impressed by the genuinely 
friendly atmosphere.

“When I left that Workplace 
Workshop,” she says, 
“I had business cards 
of six people, and 
of course, they had 
mine. I thought, well, 
this is the way to meet people. This 
is the way to connect!”

Ward, a printing sales repre-
sentative used to cold calling, im-
mediately understood the value of 
networking in a no-pressure envi-
ronment. She soon became a GMA 
member.

“It was just obvious that (GMA) 
was the place to be,” she says. “If 
I wanted to meet other business 
people, it was the place to be.”

It wasn’t long before Ward 
launched her own printing broker-

age business, now known as Print 
Plus. That role allows her to search 
out the best solutions for her cus-
tomers’ printing needs. GMA by 
then had become an integral part of 
Ward’s business marketing plan, and 
she regularly attended all sorts of 
GMA events.

“I was at the first After Work 
Network,” she recalls. She remem-

bers the fun members 
had playing the first 
sticker game, in which 
members look for a 
person with a match-

ing sticker and exchange cards. The 
game gets newcomers involved and 
remains part of each After Work Net-
work.

One major change since that ini-
tial event: Sticker volunteers wore 
hats covered with glitter, and Ward 
recalls going home covered with 
sparkles. Sticker volunteers now 
wear loops of flashing LEDs, which 
leave no glitter trails.

Ward became one of GMA’s most 
faithful volunteers. She especially 
likes taking part in orientation pro-

grams for new members.
“Being a GMA member has been 

invaluable for my business,” she 
says. “I’ve had all kinds of oppor-
tunities just because I show up at 
events. I want to make sure that’s 
communicated to new members 
and for them to know they have the 
same opportunities.”

A GMA member volunteer sits 
with each table of new members at 
an orientation. There’s time for one-
on-one exchanges that complement 
the information staff provide.

It’s an opportunity, Ward says, to 
suggest what might “work best for 
them and get them pointed in the 
right direction. That’s why I do it, to 

Stephanie Ward 
with fellow GMA 
member Ken 
Melton.

speed up their success.”
Print Plus has evolved since Ward 

launched it in January 1999. There’s 
now an office manager and an ad-
ditional sales person. The company’s 
services have expanded beyond 
traditional paper printing to promo-
tional products, such as drinkware 
and apparel. The Print Plus tagline 
accurately notes, “We put ink on 
everything.”

And more than 20 years later, 
Ward remains an advocate for ev-
erything GMA.

Stephanie Ward
Print Plus, Inc.
336-706-0342

Stephanie Ward (right) at a 2003 GMA event with member volunteer Jan Barham.
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BUSINESS

SUCCESS
hether providing es-
sential services or 

sheltering-in-place, we’re all 
impacted by the uncertainty 
in the marketplace as a result 
of coronavirus.

While face-to-face busi-
ness is nonexistent, online 
engagement is surging. This 
provides 
an oppor-
tunity to 
both grow 
your busi-
ness with 
existing 
customers 
and win 
new business.

Here are 10 ways to do so.
1. Ensure that customers 

know how to buy/use your 
services by posting details on 
changes to your operations. 
Be sure that your website, 

Ten tips for marketing during the coronavirus pandemic

Jandler

By ADRIENNE CREGAR JANDLER

W
voice mail, email lists, 
Google My Business listing, 
social media accounts, and 
online directories (such as 
Yelp, Trip Advisor, Angie’s 
List, etc.) all show your 
current hours of operation, 
how to reach you, safety 
protocols you are imple-
menting, and any changes 
to how you are operating.

2. Add online chat to 
your website to enable 
prospects to directly en-
gage with you and get their 
questions answered with-
out delay—while they are 
actively considering pur-
chase options. You’ll also 
want to beef up the Fre-
quently Asked Questions 
on your website.

3. Offer the ability for 
website and social media 
visitors to book virtual ap-
pointments with you via 

web conference. There are a 
wide variety of online sched-
uling apps to streamline 
booking if you do not already 
have this capability.

4. Record webinars which 
can be accessed on demand. 
There are many tools for 
creating your own webinars, 
including free options like 
Movavi or Bandicam. 

5. Make as many of your 
products and services avail-
able for purchase online as 
you are able, so that custom-
ers can purchase directly. In 
addition, implement online 
bill pay to enable faster pay-
ment of invoices (and let 
customers conserve cash by 

charging their payments).
6. Make full use of video 

to showcase your products 
and services. Be creative, 
and also look at how com-
petitors (local and national) 
are using video to spur 
sales. Video isn’t just effec-
tive for product sales; it can 
be exceptionally powerful 
for the sale of services. 

7. Take advantage of mar-
keting automation tools to 
better engage leads, nurture 
prospects, and streamline 
your sales activities and cus-
tomer service. 

8. Many businesses have 
stopped (or will reduce) 
communication with cus-
tomers as a result of the 
pandemic; don’t be one of 
them. Stay in front of your 
customer base through 
social media and email. 
Double-down on creating 

relevant, valuable content 
that you can distribute 
through your website and 
marketing communication 
channels.

9. Consider offering 
specially bundled services 
that might not ordinarily 
be available, limited time 
discounts, or special of-
fers. Promote them on your 
social media accounts and 
through pay-per-click adver-
tising. 

10. Spotlight – and po-
tentially increase – the bene-
fits of your loyalty program. 
Don’t have one? Now is the 
time to add it.

Adrienne Cregar Jandler is 
president of Atlantic Web-
works.
336-855-8572
www.atlanticwebworks.com 

MA’s Teach Me Tuesday series quickly 
shifted to online mode with the first 

seminar of the season in April. Members 
adapted well and found that the information 
is just as helpful in managing their busi-
nesses, whether received in person 
in GMA’s Community Room or in a 
virtual meeting online.

Teach Me Tuesday seminars are 
a free member benefit, available to 
any employee of a GMA member 
company.

Advance registration is necessary to par-
ticipate. Register online at mygma.org in the 
Events section.

Here’s information on the remaining Teach 
Me Tuesday seminars in May.

Tuesday May 19, 11:30 a.m.
Felicia Brown, A to Zen
Do ONE Thing: Strategies for Overcoming Anx-
iety, Procrastination & “I Don’t Wanna”

Times have changed in a whirlwind. And 
though we all still have things to ac-
complish, some of us may find it more 
difficult than ever to get started, let 
alone finish what we’ve set our sights 
on. Oh, the frustration that can come 
from being stuck. Right? It’s time to 

clear the cobwebs, get some clarity about what 
really matters, and start kicking “buts” to the 
curb! Join Felicia Brown, an award-winning au-
thor, speaker and entrepreneur, to learn simple 
ways to overcome the common blocks that keep 
you from achieving your goals.

Tuesday, May 26, 11:30 a.m.
The Future of Selling
Presented by Sandler Training   
Redefine Selling Success For You – Inside 
Your Company – Within Your Market – In 
Your Industry!

Prepare yourself and your sales team for 
business growth in a virtual world as we re-
veal a digital selling process where you can 
control the outcome. Learn ways to redefine 
sales success for yourself, your company, 
your market and industry. You’ll gain the 
tools to avoid or disband common remote 
selling pains. Earn the confidence to create 
a success-oriented mindset during uncertain 
times and explore best practices to refocus 
“crisis stress” into selling success.

G
Teach Me Tuesday series makes the transition to online webinars
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Coronavirus challenges 
Alison Schwartz
All Pets Considered

Restrictions imposed by Guilford 
County closed the pet-grooming sa-
lon at All Pets Considered for more 
than two weeks in April. But the 
store turned that challenge into an 
opportunity, says Alison Schwartz, 
general manager.

“The silver lining was that it gave 
us an opportunity to remodel our 
grooming salon,” she says. “Once 
the county order expired, we were 
able to reopen” the salon.

Meanwhile, All Pets Considered 
continued to offer home delivery 
and curbside pickup to its retail 
customers. The store also ran pro-
motions, such as specially priced 
boxes of chews and toys and treats 
for pets.

Schwartz usually hosts a weekly 
Facebook Live video, in which she 
discusses topics of interest to pet 
owners. She increased the frequency 
of Facebook Live events while All 
Pets Considered limited access to 
retail customers.

In one Facebook event, she says, 
Alison Schwartz and her constant com-
panion, Merida.

Michael Myers, D.C.
Myers Chiropractic of Greensboro

Sudden staff vacancies are always disruptive. Michael 
Myers, a chiropractor, had two staffers leave on short 
notice, back to back. That was on top of the coronavirus 
crisis. “It’s been tough going,” he said. “It’s just me, a one-
man operation, now.”

The shortage of sanitizing supplies has also been challenging. “I’ve been 
trying since Day One to get Clorox wipes and sterilizer” from a regular sup-
plier, Myers said in early May. “I have not had access to any of it.”

“I did an interview with a catnip 
company and a CBD company to 
discuss the effect” on pets of shel-
tering at home.

All Pets Considered has a his-
tory of supporting many causes 
throughout the community. Dur-
ing the pandemic, it continued 
hosting a pet food pantry for those 
affected by job loss.

Donations also were made to 
Arts Greensboro and the Interac-
tive Resource Center “for employ-
ees out of work due to Covid-19.”

Kathy Cates
PIP Triad & Triad Signs

“I never thought I’d be selling 
acrylic sneeze guards,” says Kathy 
Cates, business growth strategist for 
PIP Triad & Triad Signs.

The coronavirus pandemic has 
created unexpected opportunities for 
her company.

The reason, she explains, is that 
businesses have a critical need to 
communicate with their employees 
and with their customers.

Cates sees renewed interest by 
companies in producing printed in-
formation for mailing to customers.

“Email is just saturated,” she says. 
“A lot of people look at going to the 
mailbox as a field trip” and a break 
from sheltering in place.

Businesses required to provide so-
cial distancing guidance for custom-
ers quickly realized that duct tape is 
only a temporary solution. Orders 
for floor graphics and decals have 
been flowing in to PIP.

PIP specializes in mounting 
graphics on acrylic panels. Those 
panels now are in high demand to 

separate critical retail workers, such 
as supermarket checkout clerks, 
from the public and vice versa.

The goal of these “sneeze guards” 
is to reduce the possibility of virus 
transmission.

Cates welcomes the extra work, 
noting “It’s going to be hard for a lot 
of us to stay ahead of the curve. I 
say that with a lot of hope.

“We’re blessed,” she says. “I feel 
like we’re going to come out of this 
as a stronger, better community.”

Kathy Cates, business growth strategist.

Tom Pullara of Dream Vacations.

Tom Pullara
Dream Vacations

The vacation business is tough 
when “no one is going anywhere.” 
Yet the phone at Dream Vacations 
continues to ring. The reason is can-
cellations.

“We’ve been really busy,” says 
Tom Pullara, who owns the franchise 
travel business with his wife, Ann. 
“The good news is that a lot of them 
are saying, ‘Well, sooner or later, it’s 
going to get back to normal,’” he 
says. “So we’ve been booking them 
for later, even into 2021.”

Pullara has been in the travel 
industry long enough to have seen 
business weather other health crises, 

such as SARS and West Nile virus. 
Travel eventually rebounds. “We’re 
hanging tough,” he says. “We’re op-
timistic. Sooner or later, they’ll open 
up stuff.”

Gene Dolan
Culinary Visions Catering

Catering is an event-driven busi-
ness. Whether it’s for a wedding or 
a sales meeting or a major sports 
event, when people gather, they 
need to be fed.

So when North Carolina began to 
shut down in early March, the im-
pact on Culinary Visions Catering 
was immediate. Virtually everything 
was cancelled.

“We lost 53 grand in business in 
March alone, from our corporate 
business and weddings we had on 
the books,” says Gene Dolan.

Most weddings were pushed 
forward, in hopes that some degree 
of normalcy will return in the com-
ing months. 
Most cor-
porate busi-
ness usually 
books no more than a week or two 
in advance, Dolan says, so the 
amount of that lost business is un-
known.

Yet Dolan remains positive.
Dolan and a rotating staff con-

tinue to provide meals for long-time 
clients including departments with-
in Cone Health, which were training 

employees on fighting Covid-19, the 
illness caused by coronavirus.

Weddings are still being planned, 
and Culinary 
Visions con-
tinues to hold 
menu tastings 

for brides. All staff wear masks and 
gloves, interaction is limited, and 
attendance is limited to 10 or fewer.

“We get a little bit of a deposit for 
a wedding booked in the future,” 
Dolan says.

“We’re doing everything we have 
to. We’re hoping this will get back 
to normal.”

Michael Myers, D.C.

Gene Dolan, Culinary Visions Catering.

‘We’re hoping this will get back 
to normal.’

– Gene Dolan
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Where there’s smoke, there’s flavor

PARTICIPATION

SUCCESS=

Veteran restaurateur launches his own concept with Smohk’d
aron Bray is 
proof that persis-

tence pays off.
In the face of repeat-

ed setbacks, delays, 
and disappointments, 
he never let go of his 
dream. It took years, 
but he finally saw his 
idea become reality: 
A concept restaurant 
where the spotlight is 
on the deep, savory 
flavor of smoke.

Hence the name: 
Smohk’d.

The 160-seat restau-
rant is on North Elm 
Street in Greensboro. 
Many will recognize 
it as the location of 
previous culinary es-
tablishments including 
Ganache, Blue Mar-
garita, and LaRue on 
Elm.

Smohk’d opened 
last November, only 
to be confronted with 
lengthy street work 
that made access for 
customers difficult. 
But Bray persevered 
into the New Year, 
looking forward to 
spring and the long-
anticipated crowds 

coming to Greensboro 
for ACC and NCAA 
basketball tourna-
ments.

Well, you know the 
rest of that story.

Nevertheless, 
Smohk’d is open for 
business and serving 

take-out meals for 
customers six days a 
week. Bray, assisted by 
a much-reduced staff, 
is putting in the long 
hours demanded by 
the restaurant busi-
ness. He’s happy at last 
to see Smohk’d playing 
out as planned, even 
if dine-in customers 
must wait for social 

distancing rules to 
relax.

“I’ve been in the 
restaurant industry for 
going on 30 years,” he 
says. “The first half of 
my career was prepar-
ing food. The second 
part was selling (food-
stuff) to restaurants.”

Bray developed 
Smohk’d while main-
taining a position with 
a restaurant supply 
house. 

The pandemic 
caused him to be laid 
off, but that might be 
viewed as a blessing 
in disguise. It freed 
him up to focus on his 
restaurant and con-
front the challenges 
of drastically reduced 
customer volume.

With a background 
that includes work at 
Boston Chicken, Rock-
ola Café and its parent 
company, Bray has a 
clear understanding 
that a concept restau-
rant has to stand out 
from the crowd to be-
come successful.

The tagline he creat-
ed for Smohk’d speaks 
to that: “Not just a 
barbecue joint.”

The menu lists nine 
smoked meats/pro-
teins. Some are must-
have smokehouse fare, 
like wings and brisket 
and St. Louis-style 
ribs. There are chicken 
quarters and barbecue 
pork.

Not so common is 
the smoked pastrami, 
smoked turkey, and 
smoked vegan meat-
loaf.

“We’ve got every-
body covered,” Bray 
says. “Every demo-
graphic, allergy and 
dietary need.”

Bray seasons his 
meats with proprietary 
rubs and techniques 
that will remain secret. 

The wood he puts into 
his smoker depends on 
what’s available. It’s of-
ten hickory or apple.

At this writing, Bray 
was loading the smok-
er with pecan wood 
and getting extra-
pleasing results.

Everything is made 
from scratch, includ-
ing salad dressings, 
cornbread, and the 11 
side dishes.

Bray points out that 
the menu features sev-
eral family-style pack-
ages that are especially 
suitable for carry-out 
meals – which are the 
only restaurant fare 
available while shelter-
in-place orders are in 
effect.

Through May 

(and maybe beyond), 
Smohk’d offers an ex-
tensive list of “essen-
tial grocery items” for 
home delivery. Details 
and an Excel spread-
sheet shopping list are 
on the website.

Bray’s business part-
ner in Smohk’d is Sam 
Kural. He also has one 
other critically impor-
tant partner who goes 
by the name Bubba. 
Bubba rarely gets a day 
off, but he’s perfect for 
the job and never com-
plains.

Bubba is the smoker.

Smohk’d
403 N. Elm Street
Greensboro
336-252-2253
www.smohkd.com

A

Aaron Bray, creator of Smohk’d on North Elm Street in 
Greensboro.

Bray loads the smoker, known as Bubba.

Smoked brisket at Smohk’d.

Thorpe

Medical practice executive looks to GMA contacts to better serve patients
ost members have 
a straightforward 

interpretation of the GMA 
motto, “Participation equals 
success.” It’s really pretty 
simple. Taking part in GMA 
activities and programs, 
including educational oppor-
tunities, enhances business 
opportunities.

NaKeisha Thorpe, how-
ever, has a slightly different 
perspective. Success for her 
entails helping Triad Adult 

M and Pediatric Medicine 
(TAPM) deliver better ser-
vice to its patient commu-
nity. Thorpe serves as human 
resources director for the 
medical practice, which has 
five locations in High Point 
and Greensboro.

Much of TAPM’s patient 
community is underserved, 
Thorpe explains. A patient 
seeking care for health con-
cerns may also be facing food 
insecurity, housing concerns, 

and employment issues. All 
are related to the patient’s 
well being. A visit to TAPM 
is an opportunity to assess 
the patient’s overall needs 
and connect them with other 
community services, Thorpe 
says. Being active in GMA, 
she says, keeps her in touch 
with resources throughout 

the Piedmont Triad. She 
takes that information back 
to her colleagues. GMA, she 
says, allows her to “network 
and discover partnerships in 
the community.”

Thorpe is a Raleigh native 
who earned a degree in ad-
ministration from UNCG. 

“I love the enthusiasm 
that our staff has for our 
community,” Thorpe says. 
“That’s what drew me to the 
medical field.”

As an 
HR direc-
tor, Thorpe 
says she 
is able to 
network 
“at differ-
ent levels,”  
and involvement with GMA 
creates new opportunities 
all the time.
Triad Adult and Pediatric 
Medicine
tapmedicine.com
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For Dale Porter, volunteering 
and work is all about helping

VOLUNTEER

SPOTLIGHT

he coronavirus pandemic spared few busi-
nesses, and GMA is no exception. The 

organization dedicated to bringing people to-
gether quickly had to find alternative means of 
delivering member services.

The March 24 Digital Marketing Institute was 
the first event that changed from a live classroom 

setting to a webinar, says Mi-
chelle Bolick, GMA vice presi-
dent of operations. Speaker Jay 
Vics with JVI Mobile Marketing 
was a natural to present GMA’s 
first webinar.

The weekly Teach Me Tues-
day series continued as webi-
nars, she said, noting, “We’ve 

had great attendance so far.”
The May Workplace Workshop also became 

a webinar. Workplace Workshops usually take 
place in a hotel conference room with seating for 
upwards of 200 with a live presentation by a pro-
fessional speaker. Speaker Daren Martin of Dallas 
worked with GMA staff to convert his presenta-
tion, “Becoming a Powerful Communicator,” into 
a dynamic, interactive webinar. Truliant Federal 
Credit Union continued as the Workplace Work-
shop sponsor as the event transitioned to a webi-
nar.

GMA’s Competitive Advantage Networking 
(CAN) group shifted its regular weekly meeting 
to Zoom, the online teleconferencing service.

Gatherings change, but member service remains Job 1

T

Bolick

CAN goes Zoom

Members of GMA’s Competitive Advantage Net-
working (CAN) group transitioned to online virtual 
meetings using Zoom once social distancing rules 
went into effect.  GMA shifted other networking and 

educational functions online to keep serving member 
needs during the pandemic. GMA’s other networking 
groups, Bizlinks and Networking Gurus, also are meet-
ing online.

“It’s gone better than anticipated,” says CAN 
member Jan McDiarmid of Cruise Planners. “It’s 
great to see everyone’s faces and keep in touch.”

She credits CAN President Seth Burleson for 
spearheading the shift to virtual meetings and 
thinking of creative activities to keep everyone 
engaged.

Burleson had CAN members conduct an online 
show and tell during one meeting. Not necessar-
ily about business, but about themselves and their 
interests and coping during this time of social 
distancing. An enthusiastic Dungeons & Dragons 
player, Burleson showed his hand-painted figures 
to the group. Another member cut her hair, live 
on-camera. If it’s not already apparent, this is a 
tightly knit group, focused on their mutual suc-
cess, and friends, always.

GMA will continue to offer online program-
ming for the foreseeable future, Bolick says. The 
goal is to keep members engaged with one an-
other and the organization, perhaps with smaller 
groups than GMA typically organizes, and always 
with an emphasis on service and creativity.

“We are going to be there for our members,” 
Bolick says. “We will be there to help them re-
build and relaunch their businesses, as well as 
help them to connect with others.”

Like everyone else, Bolick looks forward to 
that time when social distancing isn’t necessary. “I 
can’t wait until we can all get back together and 
network in person,” she says.

here are few things better, Dale Porter says, 
than looking back at the day and realizing 

that you’ve been able to help another person.
“It’s a great, great thing,” says Porter, an ac-

count manager with Tim Westfall State Farm 
Insurance.

Porter considers himself fortunate to be in a 
profession where he’s able to help others every 
day. He’s in the insurance trade, he says, because 
“I’m trying to help pro-
tect people” against life’s 
inevitable mishaps and 
misfortunes.

Helping a person or a 
family with financial protection for “what they’ve 
been working really hard for” is satisfying and 
fulfilling, he says.

The insurance business was natural for Porter, 
he says, because of his “people skills. I just love 
to get out there and meet people. I’m very inter-
ested in them.”

Porter’s people skills led him into a career in 
sales. Before stepping into insurance work, he 
worked in construction sales. “It was just a really 
good fit,” he says.

Yet he found even more satisfaction when he 
transitioned to a field that allows him, he says, 
the “chance to give back.”

Porter’s reasoning to be a GMA volunteer is 
similar. Volunteering, he says, “seems like a good 
way to show GMA that you appreciate them.”

And, he notes, “It’s a good way to get a little 
more notoriety, because people see that you are 
volunteering. You’re part of the team.”

Most of Porter’s GMA volunteer efforts have 
been at After Work Networks where he helps 
facilitate the sticker game, a get-acquainted ex-
ercise that is fun for newcomers as well as GMA 
veterans. Porter wears a loop of flashing LEDs as 
he passes out stickers to attendees. He’s called a 
flasher.

“Anytime I get the opportunity,” he says, “I try 
to volunteer as much as I can.”

Tim Westfall State Farm Insurance
timwestfallinsurance.com
336-695-4892

T

Dale Porter wearing LED loop for the sticker game.The CAN group in January, before the coronovirus pandemic suspended traditional breakfast meetings.
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Member companies are encourgaged to 
make a photo of some of your staff with your 
GMA membership placard. Send the photo to 
Michelle Bolick, vice president of operations 
(mbolick@mygma.org).

You never know when or where your 
company may be featured!

Terry Rhoades, Lisa Spiker, Josh Seibert.

Dr. Anbec DeShield-Mayes.

Kristin Johnson.

Rob Cook, John Russell, Tamara Yokely, George Kroustalis, Suzi Cook.

Tom Needham, Stephanie Chambers, Bill Needham, Kim Estremera.

Teresa Owens.

Andy Womack.

MEMBER

SALUTE
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