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One of the best things about Strictly Business is our ability to bring you an inside look at 
the workings of North Country companies. In this issue we look at how some of the area’s 
leaders market their products. 

Alan Tetreault and his cake decorating company may be a well-kept secret in this area, but his 
business is hugely popular nationally and internationally. With 10,000 products for sale online 
and a host of YouTube videos to teach you how to use them, it is no surprise that Global Sugar Art 
is a North Country success story.

Swarovski Lighting has been a stable area employer for decades and most of us know that they build 
beautiful lighting fixtures, but how they market them is another story. David Coryer’s article will 
take you from Plattsburgh to Cranston, Rhode Island to Dallas, Texas to Milan, Italy. Don’t miss it.

Mirror Lake Inn, one of the region’s most beautiful properties, attracts people from around the world and around the area. 
While the Weibrecht family’s reputation and involvement in the inn may be the number one reason for its success, they 
employ a whole host of methods to attract new customers and bring back their regulars.

If you grew up listening to WIRY radio you will want to read Meg LeFevre’s article about the “new” WIRY – new location, 
new FM station, new station manager, as well as her discussion with area native and station owner Bill Santa. 

Business partnerships are never easy, but Bruce Carlin (currently of Carlin Media) and Rick Dodge (Dodge Marketing & 
Communications) have managed to work together, go their separate ways and still collaborate. Good for them and good 
for their clients.

Mountain Lake PBS is an area treasure and Strictly Business is pleased to welcome its new president and CEO, Erik Nycklemoe, 
to the region. While we may think of it as our “local” station, its reach and membership extends far beyond the area with 
3.9 million viewers in New York, Vermont, Quebec, and Ontario.  From Sesame Street to Masterpiece Theatre as well as 
programming that highlights the North Country, Mountain Lake plays a critical role in the cultural richness of our region.

Speaking of treasures, we want to recognize all the North Country Chamber of Commerce does to promote business in 
the area. Kristy Kennedy, the Chamber’s Vice President of Marketing, has embraced social media to draw tourists to the 
Adirondack Coast and it’s paying off. Allie Racette’s interview with Kristy highlights the many events and opportunities 
our area has to offer.

Are you ready for a $47,476 minimum salary for exempt employees?? Attorney Jackie Kelleher explains what new legislation, 
that will take effect on December first, could mean for your business. Also in this issue Garry Douglas tells us what the 
Advanced Manufacturing Institute at Clinton Community College will mean for area businesses.

And then there’s Michelle St. Onge’s Insight interview with Maria Alexander, Executive Director of the Senior Citizens 
Council of Clinton County. To meet Maria is to be impressed with her warmth and her devotion to all that is good, for not 
only seniors, but the community in general.

How to market a business or agency is no small task. Even having the very best product or service is no guarantee of success 
in today’s competitive market place. You need to be able to get the word out and grab people’s attention. The companies 
featured in this issue of SB have learned how to do that and that’s good for business.  

Are you an experienced writer with an interest 
in local business? Strictly Business is looking for 
new talent to join our team of writers. Please send a 
brief bio and writing sample to elizabeth.vicencio@
thenortheastgroup.com.

Publisher’s View

Herbert O. Carpenter, Publisher
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C OV E R  S TO RY

ONE MAN’S  

          VISION

Global Sugar Art has no traditional storefront 
and few people in Plattsburgh are aware of the huge cake 
decorating company located in a 20,000 square foot building 
in The Development Corporation property on Route 3. 

By Carol Blakeslee-Collin 
Photos by Ty Kretser
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G LO B A L  S U G A R  A R T

That’s because Global Sugar Art’s presence is on the internet 
and other digital mediums. Nor are local people aware that 
its CEO, Alan Tetreault, is a celebrity chef who travels the 

world finding new products and judging sugar and cake art at con-
ventions and competitions. The largest is probably Cake International 
in Birmingham, England with some 25,000 people attending annu-
ally. Other huge shows are Cake International in London and the 
Oklahoma Sugar Art Show in Tulsa. The advent of YouTube, the 
Food Network, TLC, and other lifestyle channels have popularized 
the world of incredible cake decorating and companies like Global 
Sugar Art are making it possible. Tetreault’s YouTube videos alone 
have had over 15 million views. 

In the Beginning
When Alan Tetreault opened the first Global Sugar Art business in 
2002 he said he knew he was on the cusp of something big, “I knew I 
was jumping in on the ground floor.” The reason Tetreault could see it 
coming was because he had grown up decorating cakes. At age 14, he 
took the Wilton master decorator course. At age 15, the basement of his 
family’s home in Rouses Point was converted to a bakery for him. By the 
end of high school, he was baking every day after school and on week-
ends. In 1979, he graduated from the Culinary Institute of America, 
and then opened Alan’s Bake Shop in Skyway Plaza in the mid-eighties. 
When Plattsburgh Air Force Base closed, Tetreault went back to school 
for another love – music, earned a Bachelor’s degree, and taught music 
until the continual cuts endemic to the teaching profession caught up 
with him. He then decided to check out an international cake conven-
tion to see what was happening just at the time that fondant was rolling 
onto the scene and transforming the way cakes were decorated. 

The reason rolled fondant icing hit the market big and replaced 
butter cream icing as a decorating staple is its pliability. It keeps for 
almost a year, comes in pails in a variety of flavors and colors and 
rolls out like pie dough. Tetreault described the reason for the racks 
of fondant pails in his warehouse, “Fondant is a huge seller. It is so 
popular because it is easy to work with. Even as a beginner, you can 
make great looking cakes.” It took no time for Tetreault to line up 
vendors and become an online distributor and since he had already 
been making cakes for thirty years he knew the shortfalls and dif-
ficulties inside out. 

Building the Team
Today Global Sugar Art sells about 10,000 products online and spends 
nothing on marketing in traditional print and trade. Looking back, 
Tetreault said, “Eight years ago the internet was small and word of mouth 
was enough, but now it is far more competitive.” To maintain his position 
as the largest seller of cake decorating products, Tetreault has created an 
international marketing team that uses every available online vehicle 
that will give them a return on investment. Sheila Rodier, the admin-
istrative assistant who keeps everyone else on track, has a background 
in marketing from Estee Lauder; Professor Bridget Haina from SUNY 
Plattsburgh is the multimedia guru, and Julie Canepa has just returned 
to the company as the digital marketing manager. 

The goal of the team is to have each marketing tool: educate, enter-
tain or inspire clients enough to shop and buy. For example, they 
have a large Facebook presence that allows them to communicate and 
share ideas with clients. The day I checked it I found a useful discus-
sion and recipes for butter cream icing. Then there is Pinterest which 
leads prospective clients to their website, but also provides the mar-
keting team with a platform for eye candy that shows off the beautiful 
results of Global Sugar Art products from elegant wedding cakes to 
whimsical nautical cakes with mermaids and seashells. This month 
the company plans to launch a new campaign that will utilize better 
Instagram’s sharing capabilities and give them even more feedback. 

Their client base is incredibly diverse, from longtime professional 
bakers and chefs who order pails of fondant to mothers who order 
a bag of sprinkles in order to bake good looking cupcakes for their 
kids. According to Canepa, “The more we know about our custom-
ers, the better we can market to them.” She said another way they 
learn about their clients is from their orders and web searches. For 
example, a novice places one kind of order and the professional wed-
ding cake baker another. 

Refining the Message
The company is also learning what people are looking for from the 
online system of reviews and stars that lets them know if a cake or 
cookie project came out well, gave the baker a good experience, how 
it looked, etc. The team has just begun using a new service that col-
lates and analyzes reviews allowing them to detect trends and drill 
down further into their shoppers’ tastes and idiosyncrasies. 

At the time of SB’s interview, Haina was just wrapping up a new mobile 
friendly website that can be accessed on multiple platforms (phones, 
tablets, computers, etc.). As in most on-line companies, the site is a 
central element in its operations. All of Global Sugar Art’s products 
are neatly categorized into Chef Tetreault’s special line, new items, 
clearance items, cookie and candy possibilities, fondant and edibles, 
and on and on. The site is easy to navigate and highlights special 
new products such as lace mats and large gum paste flowers. After 
being mesmerized browsing edible damask mats, B-A-B-Y clothes-
line, quirky dogs, and musical notes, I was able to go anywhere else 
on the site in a click or two. 

Also on the site is an Education Center and Video Tutorials. I watched 
one of the fast and fabulous videos about the decorating of a luscious 
chocolate cake with poinsettias for Christmas. Below the last scene 
of the quick and catchy video, there was an area for questions and 
also a supply list that included everything I would need to make the 
gorgeous cake (which was very tempting). I also wanted to go on and 
watch the video for chocolate-covered oreos with transfer designs 
but then reminded myself that I had better finish this assignment. 

The videos (and there are more than a hundred of them) can also 
be found with your browser as Alan Tetreault’s YouTube videos. 
They break down what is going on cake by cake and demonstrate 
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useful techniques that can be used over and 
over again. From decorating tools to flower 
making and gum paste recipes, the viewer 
can either stick with the basics or learn new 
techniques that were once the province of 
baking professionals. 

A new email tool that Tetreault and Canepa 
are both excited about allows them to tar-
get and develop new customers, customers 
that have left them for a while, and main-
tain the interest of their regulars. Email 
newsletters offer articles and catchy spreads 
about intriguing new products, hard to find 
items on sale or lifestyle opportunities such 
as  Father’s Day or the beach in summer. 
A Father’s Day project I wish I had known 
about featured adorable mustache cupcakes 
with the list of supplies I would need ready 
to order. With decorator mustaches, impres-
sion mats that resembled hair, and dream 
fondant ready to spread, I could make those 
adorable cupcakes myself. 

Global Sugar Art 
1509 Military Turnpike 
Plattsburgh, NY 12901 
(518) 561-3039 
www.globalsugarart.com



If you think something is  
wrong with this picture, you should 

see what’s happening in stores.
That’s where tobacco companies spend more 
than half a million dollars every day here in 
New York State on promotions where kids can 
see them. And the more kids see tobacco, the 
more likely they are to start smoking. 

Our kids should grow up without tobacco in 
their faces. 

The average age
for a new smoker is

YEARS 
OLD.13 facebook.com/TobaccoFreeNYS @TobaccoFreeNYS

Take action now at  
SeenEnoughTobacco.org

Tobacco-Free CFE
518-570-7784 • tobaccofree@cvfamilycenter.org

AUGUST 2016     STRICTLY BUSINESS  |  9



10  |  sbmonthly.com    AUGUST 2016
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As the North Country embarks on a new age of growth and 
prosperity with innovative companies poised to locate in 
our region, it is worthwhile to reflect on the companies who 

have called Plattsburgh home for decades. These companies took 
root here for many of the same reasons our locale is desired today: 
proximity to Montreal and New York City; access to the U.S. mar-
ket; a capable, trainable workforce; and the unparalleled beauty of 
our lakes and mountains.

Notable among these companies is a diamond in our North Country 
rough, Swarovski Lighting Ltd, formerly known as A. Schonbek & Co. 
Inc. In 1972 Arnold Schonbek, a descendent of the original Adolph 
Schonbek who founded the company in 1870, opened the company’s 
first and only U.S. manufacturing plant in Plattsburgh, New York.

After decades of industry leading chandelier design and production with 
the most exclusive of fixtures featuring Swarovski crystals, A. Schonbek 
and Co. joined Swarovski in 2007, establishing the Plattsburgh plant as 
the global headquarters for the Swarovski Lighting Company in 2010.

From 2007 to today, Swarovski 
Lighting, with Lee Ann Pray lead-
ing the Human Resources charge, 
has been a model corporate citizen, 
readily making the plant available for 
tours, attending job fairs and college 
career days and even donating spare 
parts to a local high school in sup-
port of a project-based learning class 
which affords students a glimpse into 
the world of manufacturing and sup-
ply chain management.

DESIGNERS  
OF THE  
FUTURE

All of these activities and efforts do much to tell the story of how 
the famous Schonbek chandeliers are made, but little is known about 
how these famous fixtures are marketed and sold around the world. 
To learn that, we had to leave the staff at the Plattsburgh plant and 
turn to Cathy Miglorie, Head of Communications and Branding at 
Swarovski’s USA headquarters in Cranston, RI.

Global Effort
From the moment the Swarovski and Schonbek companies joined 
efforts, the company launched an effort to leverage its strong mar-
ket positions, one in cutting edge crystal figurines, jewelry and gifts, 
the other in contemporary and traditional chandeliers. The result 
has been two distinct lines of fixtures: Swarovski Lighting featuring 
high-end contemporary pieces and Schonbek paying homage to its 
history of traditional chandeliers with features such as hand painted 
metal and bent glass tubing.

To support these two lines, the company employs an international 
sales team of six to eight Area Managers based out of the Swarovski 
headquarters in Wattens, Austria and a network of more than 20 
product rep groups and more than 100 sales professionals through-
out the USA and Canada who sell directly to lighting distributors 
who handle the face-to-face interactions with architects, interior 
designers and occasional private buyers who purchase these fixtures 
for hotels, restaurants, cruise lines, and private estates.

Thank you Dallas
Since 1957, the Dallas Market Center has served as the hub for a 
whole host of companies who have permanent showroom installa-
tions featuring consumer products of all types, including lighting, 
gifts and home decor to name a few. While closed to the public, 
the facility serves as a marketplace for buyers, interior designers, 

By David Coryer
Photos provided

Lee Ann Pray
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manufacturers, and industry professionals. To put it into perspec-
tive, the Dallas Market Center is responsible for $8 billion in sales 
transactions annually across countless industries. 

For as long as anyone can remember, in January of each year, the 
Schonbek team has attended the Dallas Lighting Show to kick off 
annual sales efforts. In 2011, Swarovski and Schonbek opened a 
permanent showroom at the Dallas Market Center, revealing their 
respective lines to the attendees of the annual show and serving as 
a display showcase and meeting place for their many rep groups and 
salespeople to negotiate projects and finalize sales. In Miglorie's 
words, it is the annual epicenter of the lighting industry and the cor-
nerstone of the Swarovski sales process.

Design
While marketing and sales work hand-in-hand to grow the market 
and drive revenue for the company, it can be argued that design is 
the heart and soul of Swarovski Lighting. Remarkably, it is a tightly 
knit team of three designers based in Plattsburgh who continually 
work to enhance and improve contemporary and traditional lighting 
lines, develop new, exciting fixtures along with one-of-a-kind prod-
ucts brought to them by their rep groups and sales teams, sometimes 
in the form of something as simple as a napkin sketch!

To be certain that the company stays current with interior design 
trends, Swarovski supports a Rep Council that meets once a year to 
discuss and share what they are seeing in the marketplace and enter-
tain how trends should inform new product development.

Trend briefs of all kinds are also distributed by Swarovski head-
quarters to be certain that whatever is happening in the world, the 
designers and product development team are aware and folding them 
into new products and updates in their traditional lines. The impact 
of a changing world, our feelings about nature, visual cues in our 
environment, jewelry trends, interior decorating, design, architec-
tural and technical advancements — all of these are important to 
Swarovski Lighting and in many ways end up affecting the styles of 
products we purchase, lighting included.

Marketing
With the new lines of fixtures in development, 
the Marketing teams in Wattens and Cranston 
set about developing a steady stream of infor-
mation to support and encourage robust sales. 
Print media includes Swarovski and Schonbek 
ads in Architectural Digest, Lux, Veranda and 
Elle Decor as well as regional publications 
found in the exclusive, luxury neighborhoods 
such as the Hamptons, Sun Valley and Aspen. 
Ads for Swarovski and Schonbek can also be 
found in industry specific publications target-
ing architects and interior designers. 

To achieve better local market penetration, Swarovski invests heav-
ily in a concept called co-op marketing which enables individual 
lighting retailers to advertise in their respective markets by pro-
viding Swarovski approved artwork, ad copy and financial support 
to ensure that customers are aware of the availability of their light-
ing products.

99% Custom
What was most surprising to learn in my conversation with Miglorie 
is that 99% of the Swarovski and Schonbek products sold are in some 
way customized for the individual buyer. When an architect meets 
with a sales rep, or when a wealthy buyer consults with their interior 
designer, nearly every detail they desire can be selected for a truly 
one-of-a-kind lighting fixture. Paint, finish, size, crystal quality — 
they are all decided upon during the sales process. When the order is 
earned, the talented people working in Plattsburgh set about build-
ing that fixture — by hand!

Team effort
All of these efforts combined have resulted in a Swarovski Lighting 
that today is thriving. The Plattsburgh plant is hiring, production 
is up, deliveries are on-time, quality is unparalleled and sales efforts 
are outpacing annual goals.

So the next time you are on the Military Turnpike, take a turn 
down Industrial Boulevard and marvel at the facility featuring 
“Swarovski Lighting” signage. What may appear to be just another 
local factory is actually the birthplace of many of the most exclu-
sive lighting fixtures ever built, delivered, installed, and enjoyed 
anywhere in the world! 

Swarovski Lighting Int. 
61 Industrial Blvd W. 
Plattsburgh, NY 12901 
(518) 563-7500

Route 3 • Plattsburgh & Water Street • Elizabethtown

www.wilsonappliances.com

choPPIng KItchen 
aPPlIance PrIces
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Topping list after list of national rankings in publications like Condé 
Nast Traveler and Adirondack Life, the spa offers a “relax hard” 
response for those looking to recover from the typical American 
appetite for extreme hard work and play. Where massage and other 
bodywork services were once seen as extravagant and overly indulgent 
practices, Arnold and spa supervisor, Patricia Donald, are happy to 
see the link between relaxation techniques and overall health become 
less of a trend and more an interest in long term wellness. Together, 
the young women oversee 20 employees in the spa and salon — prac-
ticing aestheticians and salon employees are all certified.

The spa first opened in 1990 with just one room and one massage 
therapist. It has since expanded to seven treatment rooms in addi-
tion to lavish men’s and women’s sanctuaries complete with steam 
rooms and whirlpools. “Once you get a taste for taking time out for 
yourself, (especially women) it makes you better to everyone else in 
your life,” said Arnold. And men seeking treatment is on the rise as 
well, noted Donald. “Half the time the men will hang out in the spa 
area longer than their wives.” 

The spa continues to evolve with industry demands and client 
interests, incorporating more wellness services like beach yoga on 

The Mirror Lake Inn is only about 50 miles from Plattsburgh, 
but visiting the resort that overlooks its namesake on Mirror 
Lake Drive in Lake Placid feels like a whole different world. 

The ether of the AAA Four Diamond Inn and all of its extrava-
gant glory transports you to a place far from home. From the richly 
appointed wood paneled lobby to the luxury rooms and suites, mul-
tiple award-winning restaurants and indulgent spa, it is a quick 
getaway many Plattsburgh residents take advantage of… and if you 
haven’t yet, you should!

Relax Hard
The world-renowned salon and spa is a frequent destination for 
locals seeking a day, or even just an hour or two, of relaxation. Of 
the 24,000 guests who passed through the salon and spa in 2015, 
an estimated 50 percent were local clientele with the other 50 per-
cent guests at the Inn or other Lake Placid hotels, said Spa Manager 
Annie Arnold. Having studied Recreation and Leisure Studies in 
college, Arnold literally has a degree in the art of relaxation. With 
dozens of treatments to choose from, including several that are exclu-
sive to the resort (Adirondack Maple Sugar Scrub, anyone?), it is the 
pleasure of Arnold and her staff to help you find your happy place.
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A WORLD  
APART

By Meg LeFevre
Photos by Ty Kretser
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Saturday mornings, and modern anti-aging skincare regimens like 
dermaplaning and body peels, even energy work services like reiki, 
craniosacral therapy and reflexology. 

The Secret
If there is a secret to the resort’s success, it is deeply embedded in the 
history of the Mirror Lake Inn—its reputation for service, cleanliness 
and professional staff. Owners Ed and Lisa Weibrecht have operated 
the resort since 1976 and continue to uphold the same high-qual-
ity hospitality the Inn was founded on in 1926. Sandy Caligiore, an 
independent contractor who does PR for the Inn insisted that he is 
the last cog in the wheel that keeps the Inn relevant and at the top of 
the industry. He said, “The property is unlike anything you’ve seen 
in the luxury category. It’s not cookie cutter. It has a lot going for it 
and it all adds up, but it starts with what the staff presents.” 

Caligiore, Arnold and Donald all point to the Weibrecht family’s 
leadership and active involvement in the everyday operations at the 
Inn as the number one reason for its continued success. “Ed and 
Lisa are very involved,” said Arnold. “Their communication with 
the managers as well as every employee that works here is extensive. 
Anytime we have a question we can go to them, which is unique.”

“There is no absentee ownership here,” Caligiore confirmed. “Ed 
and Lisa are here every day. You can set your watch by when they’re 
coming and that’s important for employees.” In turn, the Weibrechts 
treat each of their 120-150 employees (it varies by season) “with dig-
nity and respect and require them to have fun at work,” noted Ed. 
Great wages, benefits and exciting bonus programs keep employ-
ees motivated. 

Olympic Spirit
“The Olympic connection here is literally alive,” said Caligiore, refer-
ring to Andrew Weibrecht, the fourth of Ed and Lisa’s five children. 
Andrew is a World Cup alpine ski racer and two-time Olympian who 
has loaned his name and his fame to the Inn’s brand. His silver and 
bronze medals from the 2010 and 2014 winter games hang proudly 
in the lobby where front desk receptionists encourage guests to pose 
for photos. “It’s always a big deal for adults and especially the kids to 
see the medals and meet him. And now the three of them (Andrew, 
wife Denja, daughter Adalina) are all included in our website and 
collateral material. Yes, we are about the Olympics, but we are also 
about family,” noted Ed. If you have breakfast at the resort’s award-
winning The View restaurant Andrew might even stop by to pour 
your coffee. 
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No doubt, part of the magic of Lake Placid is the Olympic commu-
nity. In the summer, athletes dot roadways on bikes or roller skis 
and swim laps in Mirror Lake. In winter, ski slopes, luge tracks and 
hockey rinks are full. For professional athletes, all of these high-
intensity activities require proper rest and relaxation to recover. “It’s 
full circle,” noted Arnold, whose regular clients seek services in the 
spa to keep them in peak health and get them back out on the slopes. 

For Caligiore, who is retired from a longtime career as communi-
cations director at ORDA and currently services USA Luge, Empire 
State Winter Games and Lake Placid Lacrosse in addition to his work 
at Mirror Lake Inn, he understands the Olympic connection better 
than most and is always sure to step back and appreciate just what 
its spirit brings to this resort town. 

Sandy Caligiore, Carl Gronlund, Lisa Weibrecht,  
Annie Arnold, Ed Weibrecht (sitting)

IMPORTANT DISCLOSURE: No closing costs means the Bank will pay all costs with the exception of: Borrower’s attorney fees for purchase, creation of an abstract or survey costs, and ancillary 
recording fees for extraordinary items such as a POA.  In a refinance transaction, if the borrower elects to use their own attorney, the borrower is responsible for the fee.  Loans terminated within three 
years for any reason are subject to repayment of closing costs.  Property must be owner occupied 1-2 family primary residence or owner occupied single family second homes.  First lien loans only.  
Property insurance is required.  Flood insurance may be required.  Minimum loan amount is $75,000 and maximum loan amount is $417,000.  Refinances of existing Champlain National Bank debt must 
include a minimum of $50,000 in new money.  Maximum loan-to-value is 80%.  Rates will be locked for 90 days from date of application.  Credit approval subject to our underwriting standards.  Terms 
subject to change.  Contact your local branch for details.  

EQUAL HOUSING

LENDER

TO DO:
- New F loors
- Kitchen Remodel
- New Roof
- Update the Bathroom
- Buy a Home!

Limited
 Time!

 NO CLOSING COSTS 
MORTGAGE SALE

Going On Now!

Champlain 983-3314 | Crown Point 983-3322 | Elizabethtown 873-6347 | Keene 576-9515
Lake Placid 523-7070 | Plattsburgh 562-1785 or 561-6000 | Westport 983-3316 | Willsboro 963-4201

www.champlainbank.com

Champlain
National Bank

All the Accolades
As far as marketing the exceptional and world renown product that 
is the Mirror Lake Inn, Caligiore keeps an eye on the organic social 
media outreach of the spa and restaurants, and managers work 
together to create a cross promotional buzz under one Mirror Lake 
Inn umbrella. Donald participates in many wedding expos and other 
marketing events, including the International Esthetics, Cosmetics 
& Spa Conference in Las Vegas last year. They also offer a spa club 
membership for local clientele, and send out monthly emails offer-
ing discounts on salon products. Most of all, the business relies on 
word of mouth and third party endorsements to generate publicity 
and maintain the well-deserved hype. “You can’t underestimate the 
third party endorsement; it carries a lot of weight, and that’s really 
valuable,” said Caligiore. 

You can find Mirror Lake Inn listed on TripAdvisor’s Excellence 
Hall of Fame, and it’s been listed as the number one property in the 
Adirondacks for several years. The Inn consistently outranks other 
high-class lodgings across the country on TripAdvisor, the world’s 
largest travel website with over 60 million members and more than 
225 million reviews. Other impressive accolades include: 

• Travel + Leisure’s Best Hotels in the United States (by region)

• The I Love New York Travel Bucket List, including a visit to Lake 
Placid and a stay at the Mirror Lake Inn

• Condé Nast Traveler’s Most Beautiful Towns in America, includ-
ing the Mirror Lake Inn as a top resort in the Adirondacks



AUGUST 2016     STRICTLY BUSINESS  |  15

CASELLA OFFERS 
COMPLETE WASTE &
RECYCLING SOLUTIONS
FOR YOUR HOME, BUSINESS, SCHOOL, OR TOWN 

• Zero-Sort® Recycling

• Convenient Curbside Pickup

• Easy Dumpster Rentals

• Dependable Local Service

• Containers 2-40 Yards

• Trash & Recycling Compactors

• Online Bill Pay

• Free Business Waste Analysis

CURBSIDE  
TRASH & RECYCLING

COMMERCIAL 
TRASH & RECYCLING

EASY & CONVENIENT 
DUMPSTER RENTALS

1-800-CASELLA 
casella.com •  fb.com/ZeroSort

Call us today 
for ALL your roofing needs!!

Lake Champlain Roofing, LLC

7631 Route 9 • Plattsburgh, NY 12901
518-562-9956 • Info@lakechamplainroofing.net

CommerCial

residential

industrial

Andrew Weibrecht

• Wine Spectator’s Dining Guide Award for 
Excellence for the past seventeen years

The Mirror Lake Inn Resort and Spa has been 
AAA Four Diamond rated for the past 32 con-
secutive years, while The View Restaurant 
has held that honor for the last nine years. 
It remains the only Four Diamond dining 
option in the Northern Adirondacks. 

The delivery of all these accolades might fall on 
Caligiore and his public relations relationships, 
but he insists, “None of this would happen if it 
wasn’t for what people like Patti and Annie do, 
and what the restaurant does, and what house-
keeping does. Essentially they turn over to me 
a product that’s easy to sell, and it’s reliable. 
When you’re selling the level of service that we 
sell, and the level of cleanliness that we offer, 
it makes the job a lot easier. People are willing 
to listen because they know the reputation of 
the Inn and that reputation was at a very high 
level before I ever stepped into this position.”

Connecting Plattsburgh
Looking to the future, Caligiore said he is 
excited about the evolution of the Plattsburgh 
International Airport. He recognizes its ben-
efit to the region as a whole. “It’s bringing 
people in from anywhere and everywhere 
and they’re literally an hour away. It’s going 
to help us, not only as the Mirror Lake Inn, 
but Lake Placid in general.” He anticipates 
a boom in the next five to ten years and 
praised Garry Douglas, former chairman of 
the Clinton County Legislator, Jim Langley 
and Mayor, Jim Calnon for the work they are 
doing in Plattsburgh. “It definitely impacts us 
here in Lake Placid. It will help the whole of 
the Olympic presentation here.” Plattsburgh 
and Lake Placid, he said, are like an extended 
family that goes in both directions. 

Mirror Lake Inn 
77 Mirror Lake Dr.  
Lake Placid, NY 12946
(518) 523-2544 
www.mirrorlakeinn.com
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Executive Director, Senior 
Citizens Council of Clinton 
County

Hometown: Lowville, NY

Family: Husband, Ray Alexander

Education: B.A. in Child and 
Family Services from SUNY 
Plattsburgh

Community Involvement: 
Board memberships with JCEO, 
the North Country Association 
for the Visually Impaired and the 
Samuel F. Vilas Home; President-
elect of Plattsburgh Noon Rotary, 
Girl Scouts Women of Distinction 
committee

As a child, Maria Alexander spent summers on Lake Champlain with her parents and 
grandparents, who have roots in Keeseville. She chose SUNY Plattsburgh to pursue her 
college degree, and has been serving residents of the North Country in helping roles ever 
since. Alexander got her start in the world of non-profit agencies as a college intern with 
JCEO’s Headstart program, working with at-risk youth and their families. As she neared 
graduation a permanent position opened up at Headstart, where she dug in her heels and 
grew up professionally. During her 20-year tenure at JCEO, Alexander worked her way 
up through the ranks. She transitioned from working with youth to working with seniors, 
eventually taking the helm of JCEO’s Senior Outreach program and Big Buddy Program.

The pending retirement of former Senior Citizens Council Executive Director Kathleen 
Hazel in 2008 presented a new opportunity for Alexander, who has a passion for lifelong 
learning and growth. “It has always been important for me to better myself, grow and take 
on more responsibility,” she explained.

Alexander was successful in her bid for the leadership position and assumed her current 
role as Executive Director during a key time of transition for the agency. At that time, con-
struction on the $8.5M Catherine Gardens renovation and housing project was still in the 
planning stages. She spent her first year on the job immersed in the new world of tax credit 
housing application documents and construction planning. The results speak for them-
selves. Today, phase one and two of the Catherine Gardens project are complete, resulting 
in the addition of six new affordable housing townhouses and 19 units in the main building.

Following are excerpts from SB’s interview with Maria Alexander.

By Michelle St. Onge 
Photo by Ty Kretser

MARIA 
ALEXANDER

INSIGHT
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SB: Who was your most influential mentor?

MA: I have had several mentors in my life. The first was my father. 
I was the youngest child in my family, and the only girl. My father 
was a businessman, and early on in my career he taught me about 
life and how to be successful. 

As for my most inf luential mentor, I’d have to give that to Bruce 
Garcia, who was the Deputy Director at JCEO. He helped me to 
become a better manager, and a much better leader. He taught 
me how to speak in public and stressed that you always need to 
be prepared. He said, “To be in your position, it is not necessary 
to be liked.” That was hard for me to overcome. I think every-
body likes to be liked, but because of him I also have the ability 
to move past that and do what needs to be done. I learned a lot 
in 20 years at that agency.

SB: What advice would you offer to someone starting  
his or her business career?

MA: Be patient. You have to start at the bottom and work your 
way up. Sometimes you have to swallow your pride. I think a lot 
of the younger generation expects to walk out of school and right 
into that high-end job. You may not always get the raise or the 
promotion you want right away — you have to earn it. I tell my 
interns that there are not a lot of jobs working with this popula-
tion in the North Country right now, but that they should put their 
foot in the door somewhere and stick it out. A lot of us that work 
with the senior population locally have been around for a long 
time, and we are going to retire someday. We need more people 
involved with serving the aging population. It is going to become 
such a huge population, and there will be a lot of jobs available. I 
hope they are going to be as passionate about this work as we are. 

SB: What are you most proud of professionally?

MA: Growing this program. When I started here, this place was kind 
of quiet after 12:30 p.m. Today we have to fight to find times and 
days to add new programs. We have had a lot of growth in the past 
few years and I am very happy with that. A lot of people still think 
that this is a place where people just sit around and have coffee and 
gossip. It is really not that. Our senior center is really active physi-
cally, focused on wellness, especially with the addition of pickleball. 

SB: Can you explain pickleball for our readers who aren’t 
familiar with the game?

MA: It is a huge craze in Plattsburgh right now. My husband began 
researching pickleball for me after a conversation I had with Adore 
Kurtz. We knew this could be successful if we could get it off the ground. 

Pickleball is a game that is a cross between badminton, tennis and 
ping pong. You use a paddle about the size of a racquet ball paddle 
and a ball that looks like a wiffle ball. It is fast paced but not a lot of 
movement like tennis, so it is easier on your knees and less chance 
of falling. It has become a whole culture. Pickleball. Once you start, 
you get hooked. 

  SB: How has your work with the senior population 
impacted your view of your own retirement?

MA: It has made me more physically active, and made me focus more on 
my health and well-being. A lot of the collaborative efforts I have been 
working on lately have been about fitness and getting people moving. 

Working here has also made me think about my home — really look-
ing at it to see if it is okay to retire in if I want to stay there long term. 
I think about things like: Do I need tub bars? Where is the laundry 
located? Are the stairs going to be a problem? It doesn’t matter how 
old you are, you have to start thinking about these things now if you 
want to stay in your home as you age. 

  SB: What do you believe are some of the biggest miscon-
ceptions that people have about the senior population?

MA: People think when you get old, you sit in your house all day, you 
can’t hear anything and you drive slowly. They are wrong. We have 
80-year olds upstairs playing pickleball. Seniors or older, active adults, 
as we like to call them, are just people who no longer work at a job. 
Now they are retired and enjoying life. They are vibrant, healthy and 
active. Most people don’t realize that we couldn’t do a lot of the things 
that we do here if we did not have them. As volunteers, they are a vital 
part of organizations in this community. They are volunteering at the 
hospital and soup kitchens and food pantries. They like to learn, and 
they can teach us a whole lot.

 SB: What is something no one would guess about you?

MA: I have a secret passion. I love to ice skate. I always wanted to be 
a professional figure skater. In the wintertime, I would walk down 
to the local ice skating rink after dinner and skate every day.

I don’t think many people know that I once worked at the lunch counter 
at Woolworth’s in Plattsburgh. I wore the little white waitress outfit that 
they made you wear. I was a college student and I couldn’t cook back then, 
but somehow I managed to do it there. I met a lot of fun people that way.

   SB: What do you do in your free time?

MA: I love to be outside in the summer time. I love to sit outside by 
my pool and read. I enjoy spending time with my stepson, his wife 
and my grandbaby. I like to spend time with my friends. I have some 
pretty special friends, some all the way back from high school. 

I adore my dogs. When I met my husband, after our first date we 
went for coffee and then stopped at his house to let his dog out. I fell 
in love with his Bernese Mountain dog the first time I saw her. I love 
their markings and personality. They are sweet and gentle and they 
love kids. They are a good sized dog, but you have to love dog hair, 
because they shed. We have always had one or two dogs, and we 
currently have Ripley, who is our fifth Bernese. 

 SB: What inspires you?

MA: Success inspires me. My seniors inspire me. My husband inspires 
me too. He is my biggest supporter. It inspires me when I can share 
my passion for this population with my interns. My staff inspires me 
when they come in and are excited about any project.  
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A HOMETOWN   BRAND
It’s hard to hear the name Bill Santa and not mentally add “Pontiac” 

at the end. Bill Santa Pontiac was a hometown brand that was 
so brilliantly marketed back in the day that it has stuck decades 

after the business shifted into park for good. They don’t even make 
Pontiacs anymore. The old car dealership, with the biggest sign on 
Route 3, once thrived on the prime city lot where a Walgreens now 
stands, next door to where a new Burger King is going up. It’s also 
the former home of WIRY radio—a true hometown brand and local 
institution—now under ownership and general management of Bill 
Santa himself.

For 20 years Santa rented the backyard from WIRY for $100 a month 
with never an increase. In 1995, when then owner Don Pelkey put the 
lot up for sale, Santa feared the new owners would build a fence and 
raise his rent. “Where the heck am I going to put all my cars?” he won-
dered. He struck a deal with his friend Pelkey, who was really more 
like family, to purchase not just the lot, but the radio station as well. 
“I told him, ‘Don, I don’t want to be a radio station owner.’ And he 
said, ‘Bill, it’s sales just like the car business. You’ll be able to do that.’” 
Santa looks back on that transaction as the best thing he’s ever done. 

For many years Santa split his time between the neighboring businesses 
with picture windows in each office that allowed him to watch over the 
whole compound. Connecting phone lines let him conduct business from 
either end. Although the WIRY station was old and rundown, he called 
it his happy place. “Whenever the car business would get bad or I’d get 
upset about something, I’d walk over to my happy place. It was differ-
ent and it was fun. I enjoyed it.” These days Santa splits his time between 
Florida and the new WIRY station on Route 9 south of Plattsburgh, mak-
ing the long trip several times a year, sometimes monthly, driving his 
Tesla and enjoying WIRY on live stream all the way. 

The Area's First
You might be surprised to learn that WIRY was the first radio station 
in the local market to stream on the Internet. Despite its traditional 
feel and comfortable hometown sound, WIRY is a very modern sta-
tion, said Amanda Dagley, current station manager. She and Santa 
credit engineer Roy Edmonds and on-air personality Reid Knapp 
for keeping the station’s technology up-to-date while maintain-
ing the programming listeners love. “Everything that’s old is new 
again. We’ve gone back to the format we used when I first got here, 
and we‘ve gone back to playing 45s,” Santa said. If you hear a song 
from the 80s on WIRY, it is being played on 60-year-old turntables. 
“They still work and they’re wonderful thanks to our  fantastic engi-
neers,” said Santa.

Dagley, recently promoted to station manager, has worked for the sta-
tion in many capacities for the last 17 years. Her on-air banter, song 
intros and even crime reports are delivered with a cheery smile. It’s a 
trick of the trade she learned from Bob Pooler, outgoing station man-
ager now in semi-retirement who is working on his 44th year with the 
station. From the Air Base closure to the ice storm of ’98, Pooler has had 
a front row seat to every major community event in Clinton County for 
nearly half a century. Friends joke that he “came out with the tower.”

Pooler wakes up at 2 a.m. every day to prepare for his “morning 
drive” show, which fills the 5 a.m. – 9 a.m. slot. To most people, those 
hours are beyond comprehension, but Pooler does it with pleasure. 
“I really enjoy doing what I do, talking to the people, entertaining 
and providing a community service. It’s what we have always done 
since 1950 when we went on the air,” he claimed. (I’m still stuck on 
the 2 a.m. wake up call.) 

A Community Service
You may not know Pooler and Dagley by sight, but once a listener hears 
him or her speak, or in Dagley’s case, laugh, the DJs’ cover is usually 
blown. It’s a would-be curse of the job that is taken more as a blessing; they 
view their work as much about community service as it is entertainment. 

Aside from regular newscasts and an upbeat mix of old and new 
tunes, WIRY still broadcasts the North Country staples we all grew 
up with—marching around the table on our birthdays, glowing 
from having heard our name on the radio and hoping to win a free 
cake from Rambach’s, losing a dog or cat and having the heroes at 
Hometown Radio’s lost and found bring it home safely, listening to 
local high school football games announced from the press booth 
on crisp fall nights under the lights at Melissa Penfield Park. Add 
to that newer programs like “What’s for Lunch?” and “Monday with 
the Mayor” and regular mainstays like Yankees baseball, New York 
Giants football and Cardinal hockey games. It all makes WIRY 1340 
the most popular and well rounded AM radio station around. 

FM On The Air
And last year, after decades of work, hundreds of thousands of dollars 
invested and miles of red tape navigated, WIRY put an FM station on 
the air. It’s still a work in progress, with tweaks needed here and there 
with antennas and transmitters, but listeners can tune into 100.7 FM 
for their favorite WIRY programming. It’s a proud achievement for 
the whole crew, especially for Pooler. “It’s a lot of fun to tinker with. 
That’s one reason why I hung in there because I wanted to help with 
the transformation of it,” he said. 
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WIRY

A HOMETOWN   BRAND
The FM station simulcasts with the AM for all 
but sports programming. As WIRY’s on-air 
DJs practice and perfect the technical skills 
associated with changing the board back and 
forth between live programs, the station will 
tailor FM programming to reach a new gen-
eration of listeners, giving advertisers a new 
channel to promote their products and mar-
ket their messages.

WIRY as King
With a great deal of pride and satisfaction in 
his voice, Santa reflected on the “old days” 
of radio. “If you look back 30 years, WIRY 
was number one. WIRY was king in sound 
and everything else. And FM radio was 
really not much. I remember George Bissell 
,who owned WEAV radio and bought B100 
(which is now 99.9 The Buzz), sitting at my 
desk at the car dealership saying, ‘I just got 
this new FM thing and we want to put dif-
ferent music on.’ I remember people saying 
it’s never going to work.” To prove the pop-
ularity of AM over FM in those days, Santa 
said he paid between $7 and $8 per spot for 
ads on WIRY AM. Bissell sold him ads on 
WEAV FM for 50 cents per spot. Santa grew 
his business and his hometown brand by 
loading up both stations with ads. It’s a sim-
ple business choice that brought him success. 
“Plattsburgh has done a lot of good things for 
me that I will never forget. There are a lot of 
good people here,” he said. 

It pleases Santa and his crew at WIRY to be 
able to continue to offer local businesses a 
proven and affordable channel to advertise 
their own brands. “It’s unbelievable because 
it works,” Santa beamed. “People who adver-
tise their small businesses will call us and 
say, ‘I can’t believe the response.’ They see 
an immediate return on investment. It’s tre-
mendous.” 

by Meg LeFevre
Photos by Ty Kretser
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Bill Santa and Amanda Dagley
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COLLABORATION    PAYS OFF
Bruce Carlin embodies the saying, “When you do what you love, you 
never work a day in your life.” A graduate of SUNY Plattsburgh in the 
early 1980s Carlin went to work for WPTZ, Channel 5 “way back when 
they actually used film!” The years passed and Carlin decided it was 
time for him to step off the set and set up his own shop as Carlin Media 
Services. He shared a space above the Amtrak train station on Bridge 
Street in Plattsburgh with Rick Dodge and eventually they came together 
to create Media Central. They ran the agency together, but all the while 
Carlin kept stoking the fires of his long time passion. Eventually, he 
received a grant to produce a film and he knew that in fairness to his 
business partner he needed to devote more time to it than his work at 
Media Central would allow. His career was moving in a different direc-
tion. Both Carlin and Dodge had made it a point to prioritize their clients 
and never failed to operate in their best interests. It was time for a change. 

The grant Carlin received was from the IEEE (Institute of Electronics 
and Electrical Engineers) and WMHT and Union College. The 
film he created was titled “Divine Discontent: Charles Proteus 
Steinmetz (1865-1923)”. Steinmetz is largely viewed as the Father of 
Electrical Engineering. His work made the production and trans-
mission of electricity possible and what would our life be today  
without electricity? Steinmetz was born with multiple disabilities that 
left him in pain most of the time and only about four feet tall, but 
that didn’t stop him from making a gigantic contribution to his field. 

There are few people with as much 
passion and integrity as Bruce 
Carlin and Rick Dodge. The two 
entrepreneurs came together and 
developed a successful business more 
than 15 years ago. When career 
goals diverged they dissolved that 
business, but continue to collaborate 
with one another. Carlin and 
Dodge have done something that 
few partners have and the North 
Country is better for it. 

In 1887 Thomas Edison moved Edison Machine Works to 
Schenectady. In 1894 Steinmetz arrived in the city to help run 
the shop that became General Electric. Carlin’s grandfather 
worked there. And so Steinmetz, although small in stature, 
walked with giants and counted Einstein, Tesla and Edison 
among his friends. Who knew that the grandson of a company 
employee would go on to document his story and be nominated 
for an Emmy for the work. 

Carlin is excited about his next project and enjoys telling stories 
about which he has a personal connection. He enjoys day-to-day 
commercial projects as well. He shared some of the footage of his 
recent work with the Roman Catholic Diocese of Ogdensburg and 
the Adirondack Coast with this SB writer. When asked where he 
sees Carlin Media in five years he smiled, “I don’t think I’ll ever 
be done working. I’m always thinking about the next thing.” And 
with a body of work like his I’m sure it will be award winning. 

Carlin Media 
185 Margaret St. 
Plattsburgh NY 12901 
(518) 825-0034 
brucecarlin.com

Bruce Carlin — Carlin Media
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COLLABORATION    PAYS OFF By Justine Parkinson
Photos by Ty Kretser

Rick Dodge has been synonymous with marketing in the North 
Country for two decades and counting. He ran his own shop, later 
worked with Bruce Carlin and is now back at the helm of his own 
ship. The secret to his continued and varied success is maintaining a 
“customer first” business philosophy. “If you put the client first and 
don’t give a second thought to anything else, everything will fall into 
place,” he emphasized. Dodge Marketing doesn’t lose clients because 
they keep on earning their business. They earn it with integrity, with 
a code of ethics that means once they partner with a client in a spe-
cific industry they will not prospect for or partner with any of their 
direct competitors. Dodge retains clients by getting them results. 

Enter the company’s Art Director Todd Brunner who earned his for-
mal education in Manhattan and cut his media teeth on Madison 
Avenue. He spent almost 20 years working with agencies like J. 
Walter Thompson, Grey Worldwide and Kirshenbaum Bond and 
Partners in the city that never sleeps. In 2008, Brunner and his wife 
were looking at relocating and as serendipity would have it Media 
Central was looking for an Art Director. Brunner’s approach with 
clients is one that not many A.D.'s can offer — one that is limited 
only by the client’s imagination. He stays on top of his game and 
industry. Whether it is printed marketing materials or a social media 
campaign, Brunner insures the universality of the campaign across 
multiple platforms to insure the brand. 

How those media platforms and formats work for the client remains 
Dodge Marketing’s wheelhouse. Back in the day when Dodge started 
in the industry there was print, radio and TV, and buying to insure 
full market coverage was, in large part, determined by the client’s bud-
get. Now, in the digital age where almost everyone Googles what they 
want to know and Tweets or shares their opinions on Facebook, it’s a 
huge landscape to cover. And then there’s inbound marketing that is 
based on end-user word searches. To master that technology Dodge is 
in the process of obtaining his Google AdWord Certification which is 
awarded when a candidate proves their mastery of online advertising. 

If all these platforms seem like too much to wrap your mind around 
it’s a good thing you’ve got a friend in the industry. Staying on top of 
the multiple platforms is what Dodge Marketing does best.

Between the ever growing industry knowledge base that Dodge rep-
resents and the creative powerhouse that Brunner has become, the 
sheer amount of marketing know-how that can be found at Dodge 
Marketing Company right here in Plattsburgh it would seem that 
anything is possible in the land of Dodge. 

Dodge Marketing Communications
13 Guy Way
Plattsburgh NY 12901 
(518) 562-2047 
dodgemarketing.net

Rick Dodge — Dodge Marketing & Communications
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“Media is converging and murky, and marketing it is also 
changing,” said Erik Nycklemoe, president and CEO of 
Mountain Lake PBS as he spoke to SB from his office at 

One Sesame Street in Plattsburgh. Beginning his career at National 
Public Radio (NPR), a privately owned, non-profit media organi-
zation in 1989, Nycklemoe disclosed that “the differences between 
radio and television are big enough, but there have been amazing 
changes in all media content and delivery over these 25 years, and 
especially so in the last five years. Right now, our focus is on how 
to get content out in the multiple places our viewers are. Not every-
one watches television.” 

According to a new study by the Media Insight Project, millennials 
(those born after 1983) consume information and entertainment in 
strikingly different ways than previous generations, and their paths 
to discovery are nuanced and varied. This digital generation tends 
not to watch news and TV programs on television, in separate, 30-60 
minute segments. Instead, information and entertainment are woven 
into social media sites (Facebook, Twitter, Pinterest), YouTube, cable, 

MEANINGFUL 
STORYTELLING
Story and photos by Karen Bouvier

converge (v):  
to come together and unite in a 
common interest or goal; to gradu-
ally change so as to become similar 
or develop something in common 
(Merriam-Webster, Third edition).
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DID YOU KNOW? 
PBS and Mountain Lake PBS

Founded in 1970 by Hartford N. Gunn, Jr., the Public 
Broadcasting Service (PBS) is an American public 
broadcaster and television program distributor. From its 
headquarters in Arlington, VA, PBS is the most promi-
nent provider of television programs to public television 
stations in the United States. 

Unlike commercial broadcast television networks in the 
United States—who compensate their affiliate stations 
to carry their programs—PBS is not a network, but a 
program distributor that provides television content and 
related services to its member stations. Each station is 
charged with the responsibility of programming local 
content (news, interviews, cultural and public affairs 
programs) for their individual market to supplement con-
tent provided by PBS. Most notably, PBS is a non-profit 
organization, that is, its focus is not the bottom line, but 
to inspire, engage, and educate people for free. Due to 
this status, it looks for underwriters (non-commercial 
sponsors of programs) and donations from its members.

Since its first sign-on as WCFE-TV from studios at SUNY 
Plattsburgh in 1977, Mountain Lake PBS has been a 
member station of PBS, meaning they can provide 
access to the longest running, highest acclaimed 
programs on television, such as American Experience, 
Masterpiece Theatre, and NOVA. In addition, through 
its partnership with WGBH of Boston, Mountain Lake 
PBS provides popular favorites such as Frontline and 
Antiques Roadshow. In order to enhance and reflect 
its community, Mountain Lake PBS also produces its 
own shows such as Mountain Lake Journal, Curiously 
Adirondack, Roadside Adventures, Arts in Exile (which 
has won two regional Emmy awards—Paul Larson, Art 
Director, with Dan McCullum, Director of Photography), 
and Adirondack Journeys. 

PBS has over 350 member television stations, many 
owned by educational institutions or non-profit groups 
affiliated with a local public school district, collegiate 
educational institution or by state government-owned or 
-related entities.

Many people trust PBS for its intelligence, manners, and 
unbiased news reporting. It is consistently ranked as the 
most-trusted national institution in the United States. 
PBS also provides educational programming for chil-
dren, artistic performances in dance, theatre, and music, 
historical dramas, incisive documentaries. All of this 
programming is free to the public.

and streaming services such as Roku. Millennials, and others who 
are changing their viewing practices, connect to the world generally 
through phones, laptops and iPads, to mix news with social connec-
tion, problem solving, social action, and entertainment.

Jennifer Kowalczyk, Director of Communications at Mountain Lake 
PBS, affirmed Nycklemoe’s analysis. “We have a TV station, and we 
present programming that our loyal, long-term television viewers 
look forward to. In order to reach a broader audience, however, we 
need to stay on top of what the trends are. You need to be on any plat-
form where people are looking for programs. The secret to online 
marketing is to be more aggressive. It’s not enough to post a link. 
We have found that we need to understand the algorithm of each 
platform and tailor our programming in format and length. We also 
adjust the style our content to fit each platform. A 30-minute seg-
ment may be fine for TV viewers, but those with a shorter attention 
spans, who watch it on their laptop or phone, appreciate short four 
to six minute segments.” (continued on page 24)
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best name.
best service.
best price.

Exploring Mountain Lake PBS on dif-
ferent platforms, searches in YouTube 
resulted in such diverse choices as kids’ 
games, news shorts, NOVA, and doc-
umentaries. Mountain Lake’s web site 
(mountainlake.org), is attractive, easy to 
use and offers everything online viewers 
want, including four blogs: A Tourist at 
Home by Kevin Cooney, focusing on din-
ing and activities in greater Plattsburgh; 
Gen’s Delights by Genevieve P.M. Roy, 
focusing on greater Montreal, a studio blog 
written by Nycklemoe and others, and Art 
Director Paul Larson’s Spotlight. In addi-
tion to an online presence, Mountain Lake 
PBS Passport iOS or Android phone apps 
are available for free download giving users 
access to an extended video library, and 
allowing them to watch national and local 
PBS programs on their phone.

“As a media organization, when there’s a 
new platform, we grab it. You have to be 
everywhere, and it has to be soft touch. PBS 
content and production values must always 
respect people’s intelligence, show good 
manners and be a safe place for children, 
regardless of the platform,” said Nycklemoe.

Both Nycklemoe and Kowalczyk credit 
Kevin Cooney, Mountain Lake PBS’s Digital 
Marketing Specialist, who develops the mar-
keting strategies for content on social media, 
the web site and phone apps, for his exper-
tise throughout this digital convergence. 
Cooney creates print, video and other online 
promotions and e-mail campaigns to get the 
Mountain Lake PBS message out, as well as 
do the necessary donor outreach and fund-
raising every non-profit media organization 
does to fund its programming and produc-
tions. Different platforms allow Mountain 
Lake PBS to survey and fundraise from 
different groups of people with different 
viewing tastes.

All these digital platforms, however, do not 
diminish the importance of traditional TV 
broadcasting. To date, Mountain Lake PBS 
broadcasts via antenna reception, cable 
or satellite providers to 3.9 million view-
ers throughout New York (400,000 viewers 
reside in the Plattsburgh/Burlington mar-
ket), and in Vermont, Ontario and Quebec. 
To this end, Mountain Lake currently has 
three channels: Mountain Lake PBS, Classic 
Arts Showcase (performance, visual arts, 
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film), and MHz Worldview (international 
news and entertainment in English). Being 
added to this repertoire, in January 2017, 
is PBS Kids 24, a new channel featuring 
kids’ cartoons, 24/7. Many national sur-
veys show that PBS helps young children, 
who watch television, learn reading, math, 
and social skills, and PBS has consistently 
been a leading innovator and educational 
media for kids.

“You have to be contex tua l ,” stated 
Kowalczyk. “The dominant way young chil-
dren get their media is through TV, hence 
PBS Kids 24—high-definition TV channel 
that is entertaining and brings that engag-
ing, inspiring content PBS is known for.”

Kowa lcz yk a lso conf i rmed t hat  t he 
Francophone viewers in Quebec watch 
Mountain Lake PBS due to its English con-
tent. “Our Canadian board members tell us 
they allow their young children to watch 
PBS because it helps them learn English,” 
she said. “We do, however, acknowledge our 
Francophone watchers through the Gen’s 
Delights blog and Dans la Metropole. We 
have had a thriving cross-border partnership 
with our Canadian viewers. Sixty-percent of 
our donations come from Canada.”

In order to expand into, and continue to 
learn about, the Quebec market, Mountain 
Lake PBS has two people who work in 
Montreal—one to sell underwriting to 
businesses and organizations, the other to 
increase donor engagement by working with 
Les Amis Canadiens de Mountain Lake PBS, 
a separate organization, to receive Canadian 
donations.

Regardless where they go to find it, or what 
they use to view it, Mountain Lake PBS view-
ers look for, and will continue to receive, 
programming that inspires, enriches and 
engages. 

Mountain Lake PBS 
1 Sesame Street 
Plattsburgh, NY 12903 
mountainlake.org 
Facebook: Mountain Lake PBS 
(518) 563-9770
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By Allie Racette

There was a time when front line staff at local hotels told vis-
itors they would have to go elsewhere to find things to do, 
but all that has changed. Training programs, developed by 

the North Country Chamber of Commerce, equip line staff with the 
knowledge they need—knowledge about the Adirondack Coast and 
everything it has to offer for visitors and residents alike. 

Now, according to Kristy Kennedy, the Chamber’s Vice President 
of Marketing and its Director of Tourism, staff at those same hotels 
compete with each other to best answer the popular question, “What 
is there to do here?” When they answer that question they focus on 
three main points — outdoor recreation, history and agri-tourism. 

Between Plattsburgh’s rich history, the area’s vineyards and brewer-
ies, apple orchards and farms, Lake Champlain, and the Adirondack 
mountains, all three categories are well-represented. 

F E AT U R E

Kennedy cited summer and fall as the busiest seasons in the area 
with beach volleyball and bass fishing tournaments, the Biggest 
Loser Run/Walk, motorcoach travel, and cycling. And in the win-
ter there’s amazing mountain skiing and trails for cross-country 
skiing and snowshoeing — all activities that are marketed with the 
help of the Chamber through television campaigns, giveaways and 

WELCOME TO THE 
ADIRONDACK COAST



AUGUST 2016     STRICTLY BUSINESS  |  27

24/7
24/7

24/7

24/7

24/7

Plattsburgh  . Keeseville   . Saranac Lake  . Ticonderoga . Rouses Point

Agency Online... 24/7
In person, on the phone and now online 24/7! 

We are always there for you!

1-800-562-0228
www.agencyins.net

A D I R O N DAC K  C OAS T / C H A M B E R  O F  C O M M E R C E

tradeshows. “Montreal is our biggest mar-
ket,” she asserted. “We’re up there regularly 
to speak to specific audiences.” 

When asked about her approach to market-
ing, Kennedy insisted teamwork is key. “You 
need the right people on your team,” she said. 
“I’m not an expert in each area, but I know 
when to pull in the right people.” Kennedy  
also acknowledged the ways in which market-
ing has changed in recent years. “Nowadays,” 
she said, “you have to talk about social media. 
You can’t not be there and you can’t not have 
a really, really strong strategy.” 

The Adirondack Coast is embracing social 
media with a presence on Instagram, Twitter, 
Facebook, and more. Kennedy also stressed 
the importance of reaching out to travel blog-
gers. “We do one-on-one invites to bloggers,” 
she said. “We take them around and make 
sure they know what we have.”

And social media isn’t the only way the 
Adirondack Coast is embracing digital mar-
keting. Geocaching, which is essentially a 
GPS-based scavenger hunt is catching on. 
“You might go to Rouses Point,” Kennedy 
explained, “and never know there’s a great 
coffee shop there, or great shopping or a great 
bed and breakfast.” Geocaching leads peo-
ple to destinations in search of caches, and 
can be used to market lesser-known attrac-
tions in the area. 

There are also exciting digital market-
ing developments on the horizon for 2017. 
The Chamber Marketing team has recently 
started filming a web series, featuring a per-
sonal tour guide taking you to local hidden 
gems. Kennedy believes one of the best things 
about the area is that “we have so many won-
derful secrets.” The new web series will give 
visitors what she calls a “GoPro look” at the 
Adirondack Coast. 

“Tourism and promotion,” Kennedy empha-
sized, “isn’t just for visitors. I love to see young 
community members and seasoned business 
owners joining together to revitalize the area. 
Grassroots efforts are really growing. Young 
people want to see change in the community. 
People come here and want to stay if they 
have a good quality of life.” 

This growth is reflected in the influx of local businesses and 
events. With successful wineries, breweries, restaurants, musi-
cians, and more combined with strong and creative marketing, 
the North Country is becoming a more vibrant and desirable 
destination for both tourists and residents.

“Out of the six counties in the Adirondacks,” Kennedy said, 
“we’re #3 for tourism spending. We’re doing well. There are so 
many worthwhile things happening here.” 

Adirondack Coast  
Visitor's Bureau 
P.O. Box 310 
Plattsburgh, NY 12901
877-242-6752 
518-563-1000
www.goadirondaCk.com



F E AT U R E

ARE YOU READY FOR THE 
$47,476 MINIMUM SALARY?
By Jacqueline M. Kelleher, Esq.

On the heels of New York’s increase to the minimum wage, 
the U.S. Department of Labor has significantly increased 
the minimum salaries for exempt employees. Effective 

December 1, 2016, most employees cannot be categorized as exempt 
from overtime unless they make a minimum of $913 per week or 
$47,476 per year. For highly compensated exempt employees, the 
minimum salary will be $134,004. The new administrative rule also 
provides that these figures will be adjusted every three years so they 
will continue to escalate in the future. 

Now is the Time to Prepare
If you have exempt employees who are making less than $913 a week, 
you need to decide whether to increase their salary and continue them 
as exempt employees, or change them to hourly employees and deter-
mine what the appropriate wage should be. For those who will be 
converting their salaried employees to hourly employees, there are 
a number of steps that should be taken now in order to ensure that 
your business needs are met when the transition occurs. 

The most important step you can take right now is determining how 
many hours a week your salaried employees actually work. If you do 
not correctly assess this variable, any financial projections you make 
will likely be inaccurate. 

Many salaried employees work more than 40 hours in a work week, 
making the calculation of an appropriate hourly rate a challenge. If 
you currently have an employee making $30,000 a year, and divide 
that wage by 40, the hourly rate would be $14.42. However, if that 
employee works one hour of overtime per week all year, you will pay 
an additional $1,125. The annual pay has now gone up. The $30,000 a 
year employee who regularly works 50 hours in a week would be earn-
ing $41,250 annually if you do not adjust the hourly rate to address 
the overtime. You would have to pay that employee $10.49 an hour 
in order for the 50 hour work week to cost only $30,000 per year. 

These calculations will have an impact on your internal pay equity. 
Effective December 31, 2016, the minimum wage in Northern New 
York will be $9.70 per hour, which is very close to what this $30,000 

per year employee would be paid for his 50 hours of work. Wage com-
pression is going to be a challenge for New York employers for the 
next several years as these issues get ironed out. 

Build a Compliance Team
This will be a major change for your operations. Bring together peo-
ple who actually know how your company works, and what your 
financial constraints are as you develop a plan. You should include 
someone who is good with spreadsheets, someone who knows your 
work flow, someone who knows your financials and someone who 
knows the rules, including your own internal policies and the Fair 
Labor Standards Act. Your compliance plan should include training 
for your employees, and a review of your travel, leave and attendance 
policies. They may need updating. Employees who are moving from 
an exempt position to a non-exempt position will not like the transi-
tion, and if you are able to increase the flexibility of your leave policies 
for non-exempt employees, it may help make the transition easier. 

Your transition plan should include identifying employees who make 
less than $47,476 per year, accurately recording the hours worked by 
exempt employees between now and December 1, calculating the cur-
rent hourly rates (based on hours actually worked), calculating new 
hourly rates, and communicating the information to your employ-
ees. Make time for one-on-one communication with each effected 
employee, and be prepared for employee resistance and feelings that 
the loss of the exempt classification will be seen as a demotion. It is 
important when change of this nature occurs to assure employees that 
they are important to the success of the organization, because they are. 

Now is the time to plan for these changes, along with the December 
31 increase to the New York State minimum wage to $9.70 per hour. 
December will be here before you know it. The financial impact of 
these changes will be worst for the unprepared. Next month, look 
for a follow-up article in SB on wage and hour basics. 

Jacqueline Kelleher is an attorney with the law firm of Stafford, Owens, 
Piller, Murnane, Kelleher & Trombley, PLLC, who represents employ-
ers before administrative agencies and advises on day to day questions.
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Boire Benner Group was given an amazing honor earlier this year. The North Country 
Chamber of Commerce announced their group “Small Business of the Year.” Winning 
this award was a special moment for the Group. They knew they couldn’t have won the 

award without the support of local businesses and the community as a whole; they are so thank-
ful to everyone involved because it meant so much to their group. 

So, it only made sense for them to celebrate by giving back and supporting the future of The 
Adirondack Coast, the region that made their business’ success possible, in the form of The 
Believe Project. 

The Believe Project’s focus is promoting programs that help area youth, connecting with them 
so they can realize their unlimited potential and discover their path in life. 

Chris Boire, the founder of the group, received direction in high school from career advisors who 
presented an option he had never thought of before — graphic designer. He went to Colby-Sawyer 
College and developed his gift for design. Boire Benner Group is celebrating 15 years in business, 
but it might not have existed if Boire hadn’t received the guidance he did when he was young. 

That kind of direction and belief is what they look to cultivate with the project. A marketing 
company takes a great deal of diverse talent to bring a client’s story to life. Boire Benner Group 
hopes one day the Believe campaign will be part of developing a future member of its own group. 

“Every young mind has a gift,” Boire said. “It’s vital that we not only acknowledge that, but work 
to find out what that gift is and help each child develop it. “They need to be given a chance to 
believe in themselves, to believe they are truly capable of anything.”

The Adirondack Coast is on the verge of amazing growth. We need to attract new talent and 
invest in the talent we have to foster this growth. With your support, programs like ADK P-Tech, 
CV-TEC, CVTM Robotics, Nexus, Ted K. Center and Upward Bound will help advance that 
talent. We can all help support this young talent by purchasing a Believe or Adirondack Coast 
shirt, sticker, or tote bag.  You can also donate . All proceeds are being divided amongst the afore-
mentioned local programs. 

Aaron Benner explained, “By helping youth in a community, you ultimately help the com-
munity itself. Reaching and nurturing those young minds in turn creates a more diverse and 
educated society. This is what we have to do and the challenge we face. This is where we want 
to help make a difference, and we want others to join us!” 

This project is essential in the success of our area’s future. Boire Benner Group is excited about 
the next step The Believe Project is able to take because of continued community support and 
collaboration. See more information about The Believe Project and get involved at http://boire-
benner.com/believe/index.php. 

HOURS: MON-FRI 7:00A-5:30P
 SAT 8:00A-4:00P

WARREN TIRE
SERVICE CENTER

13 Broad Street
Plattsburgh, NY

888-867-6890 or 518-563-6400

A GOOD DEAL ON A GREAT TIRE®

YES WE DO!

SHOCKS • NEW YORK STATE INSPECTIONS 
STRUTS • ALIGNMENTS • COMPLETE AUTO CARE 

LUBE, OIL, FILTER • AIR CONDITIONING 
EXHAUST TUNE UPS BRAKES

 TUBES • ALL TIRES

SERVICE • EXPERIENCE
QUALITY & HONESTY

BELIEVE.
By Aaron Benner 
Photos provided



30  |  sbmonthly.com    AUGUST 2016

CHAMBER 
WISE

Garry Douglas is the president of the North Country 
Chamber of Commerce.

MUCH MORE  
THAN A BUILDING
By Garry Douglas

May 17th was an historic day for the North Country as ground 
was officially broken for the new Institute for Advanced 

Manufacturing (IAM) at Clinton Community College, now under 
full construction. Launching any construction project in support of 
CCC would be important at any time, but this ground breaking was 
especially significant for several reasons.

The Institute will provide a special facility that is designed specifi-
cally to support the development of the skills needed for 21st century 
manufacturing, with high ceilings and a modern industrial character 
that will strongly support preparation for good jobs and careers in 
our area›s changing and growing manufacturing community. This 
will be a remarkable, multi-faceted “tools” in support of the needs of 
area industry now and tomorrow as well as a pathway for economic 
advancement for North Country people and their families.

But it is even more significant than the foregoing implies because 
of one important element: Partnerships. IAM is already not only an 
extension of the industrial tech programs of Clinton Community 
College but a platform that will feature collaboration with a num-
ber of other educational and training providers, including a historic 

linkage between CCC and Clarkson University and the new engage-
ment of Champlain College in Longueuil, Quebec, achieved in June 
in an agreement signed with Clinton.

And that's still not all, as the new Institute for Advanced Manufacturing 
has also become an important attraction in our economic develop-
ment team's continuous efforts to draw new employers and investment. 
There are already significant developments under way which might 
not be occurring without the firm promise that this new institute 
was on its way. And going forward it will be a true centerpiece in 
the story we can tell about how we will meet a new company's skills 
needs, and definitely a place we will take prospects when they visit.

Norsk Titanium is a perfect example. The commitment to IAM and 
its related partnerships was definitely an indispensable part of the 
successful case we needed to make over the last year in order to con-
vince Norsk that we could in fact meet their special workforce needs. 

And then, on top of all else, this visionary embrace of manufactur-
ing technology by Clinton Community College, and by the Clinton 
County Legislature, provides a clear way forward for the college itself 

as it must increasingly compete for students in 
the face of changing demographics and finances. 
This is the new foundation for a growing, pros-
pering, sustainable community college in the 
years ahead.

Special thanks to the college's board and lead-
ership, to the county, to all of the educational 
and training partners who are involved, and to 
the businesses who continue to provide invalu-
able guidance on the design, content and future 
offerings. And particular thanks to Governor 
Andrew Cuomo who listened to the case for IAM 
a few years ago and responded positively with the 
$12.7 million in SUNY 2020 funding required 
to make it a reality.

ONWARD and UPWARD, 
as we continue to watch this historic new asset 
rise between now and next summer!
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