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ABSTRACT 
 

 With the publication of Etiquette of the Banker in 1775, money, business, and the 

art of building your own enterprise has become the subject of countless books, classes, 

lectures, movies, television shows, and websites.  Each medium strives to teach the 

interested learner through examples and past successes.  For the future entrepreneur this 

is an excellent starting point.  However, adding to this boundless body of work was not 

the intention of this author or this thesis.  Instead, rather than attempt to learn the 

entrepreneurial spirit by emphasizing corporate research and case studies, Building the 

Business endeavors to take a more hands-on approach to corporate development, i.e. to 

learn by doing. 

I have spent years reading, researching, and experiencing business.  This thesis is 

the result of the surfeit of corporate knowledge and advice I have gathered.  My Building 

the Business thesis has evolved into the development of my very own organization, a 

limited liability company called Vaerda Technologies, LLC.  Of course, along with the 

establishment of a business comes the need for ideas, research, a business plan, website, 

potential client lists, partners, employees, registered trademarks, business cards, contacts, 

profit and loss statements, brochures, proposals, and of course, a product.  This thesis 
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offers my answer to each of these important aspects of the viable business in addition to 

the many other necessary pieces of the modern business organization.  Development of 

Vaerda has been years in the making while hundreds and hundreds of hours of difficult 

work will finally come to fruition in the very near future.  This thesis demonstrates my 

educational focus for the past three years while also providing a stable bridge between 

my life as a student and my life as an entrepreneur. 

       

 

____________________________________________________________ 

       Dr. Fredrick R. Strobel 
       The Division of Social Sciences 
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From a young age I have been fortunate to maintain a very close relationship with 

my godfathers, Mr. Dennis Paquette and Mr. Philip Phillips.  In the twenty-one years 

since they first held me in Northampton Hospital, these two men have taken the roles of 

mentors, confidants, teachers, travel partners, family members, and “landlords”.  Mr. 

Phils, the incredible artist and Renaissance Man of the family, has had great influence in 

developing my artistic and creative skills while always cultivating my thirst for 

knowledge.  At the same time Mr. Dennis, practically a businessman since birth, has 

taught me much more about the world of business and entrepreneurship than he is willing 

to take credit for.  Of the many lessons that these two men have taught me over the years 

one in particular has had a very direct influence on this thesis and the idea that brought it 

about: 

“You have to own the business.” 
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 Almost a decade and half before the idea behind Vaerda Technologies, LLC came 

into being, a very important and influential event took place in my life.  This 

consequential occurence is one of the reasons I am writing this thesis today.  It is one of 

the reasons education has always been a priority in my life.  It is one of the reasons I have 

pushed rather hard for early graduation.  Perhaps most importantly, it is one of the 

reasons Vaerda is now in existence. 

I fell in love. 

Should you ever have the occasion to spend more than ten minutes with me it is 

very likely, if not simply inevitable, that I will direct our conversation towards one of my 

greatest passions: cars.  The first car that I can remember truly falling head over heels for 

was the 1994 Dodge Viper RT/10.  450 horsepower.  V10.  Convertible.  Impractical.  

Red.  I was roughly seven years old at the time and quickly falling in love with one of the 

most beautiful examples of modern American design infused with classic muscle car 

breeding and engineering.   

 Although this event took place some fifteen years before the inception of Vaerda 

and is seemingly quite unrelated to our topic, that red convertible changed both my 

direction and focus, be it for better or worse, by permanently altering my priorities.  Even 

at the age of seven I knew this automobile was not just something I wanted to see 

hanging on my wall in poster-form.  This car was something I wanted sitting in my 

garage.  I could not even drive at this point, much less drive a six speed manual with 

enough torque to spin the world in the opposite direction.  Nevertheless, these seemingly 

minor details did not matter as the heart simply wants what the heart wants, and I 

desperately wanted that red Viper. 
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 This brings us back to Mr. Dennis Paquette, Mr. Philip Phillips, and their infinite 

wisdom: you have to own the business.  First we must ask why must you own the 

business?  There are numerous ways to become successful both inside and outside the 

corporate world.  The dirty little secret is – if one is adept and willing – that owning the 

business can become a way to stack the deck in your favor. 

By owning the business one has full control over the direction your company 

should take and the decisions that must be made in order to get there.  Rather than climb 

up the corporate ladder to the corner office, a business owner can eliminate the middle 

man and start out making the important decisions.  If the business owner has the talent, 

the leadership abilities, and the stomach for risk then their business has the potential to do 

great things.  But remember, owning a business is not for everyone.  Determining 

whether or not you can own a business is less important than determining whether or not 

you should own a business.  At the age of seven I did not know the answer to either of 

these questions.  All I did know was I needed to try. 

Thus it was established that I needed to own my own business.  Well, at seven 

years old and wanting nothing but a Dodge Viper, this gem of advice did not go 

unheeded.  Interestingly enough, the “you have to own the business” mantra of my 

godfathers manifested itself in the form of golfers and golf balls.  In retrospect perhaps 

my younger brother and I should not have chosen such a frugal and, quite frankly, 

oftentimes inebriated demographic as our primary customer base, at least not at the ages 

of seven and four.  However, we had the means, the location, the product, and for just 

$1.00 you could purchase three slightly used golf balls from two strapping young fellows 

just after the eleventh hole of Oakdale Country Club on most weekends.  I think we all 
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know what came of our industrious little golf ball empire considering the fact that no 

matter how hard one may look, it is quite impossible to find my face or the face of my 

brother gracing the cover of Fortune Magazine.  This may have been our first attempt at 

establishing and owning a business, but it would not be the last. 

 Looking back on the golf ball “business” and our early introduction to sales, I 

now realize just how many excellent lessons my brother and I were taught over the course 

of our first business endeavor.  Naturally we were much too young to appreciate or even 

recognize these lessons at the time.  However, now that we are able to understand what it 

was we were learning each Saturday and Sunday, below is a brief list of some of the 

business lessons we acquired on the golf course: 

 

 

 This one is just an important reminder. 

 

 

Business Lesson #1 

You have to own the business. 

 

 

Business Lesson #2 

The product may seem to be the correct item being sold at the right place and at 

an opportune time but that does not mean your projected customer base will 

actually want or need it. 
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I remember a tremendous number of golfers found it quite easy to pass our golf 

ball stand, completely ignoring my brother and me as we sat there usually attempting a 

shy greeting in the direction of the unresponsive golfers.  It is important to remember that 

no matter what product or service you are offering there will almost always be prospects 

who do not want or like what you have.  This is an important business lesson to learn 

early on in one’s career as my brother and I both did.  However, at the time and at our age 

it came across as simply mean.  I should mention that we did come across some very 

generous people who more than made up for those who ignored us.  To each of those 

golfers, thank you for supporting two young entrepreneurs. 

Back to the more difficult people. When encountering unresponsive, uninterested, 

or simply negative potential customers, one must remember that there is no harm in 

moving on to the next – hopefully more enthusiastic – potential client.  As a business 

owner you will never attain all of the accounts or win over all of the potential customers.  

Moving on and moving forward is an important lesson to learn and remember.  

Forgetting this will lead towards a slippery slope into bankruptcy. 

 

 Although William Dillard’s quote is very applicable when it comes to real estate, 

the fact of the matter is many businesses can benefit from this lesson.  Where you sell can 

have just as much of an effect on your profit margins as what you sell.  Determining the 

 

Business Lesson #3 

“There are three secrets to real estate: Location, location, location.” 

- William Dillard 
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location, location, location of your current and future markets – in addition to their 

current and future needs – leads to successful businesses. 

 In this vein, perhaps my brother and I could have increased our financial returns 

by positioning our stand further away from the clubhouse as the eleventh hole was just 

one away from the pro shop.  Had we been located further away from the clubhouse we 

would have given our clientele more time to (hopefully) lose their golf balls on the course 

and therefore increase their need to purchase more from us. 

 

My brother and I may have been able to dramatically increase the number of 

golfers we reached by finding a way to travel (perhaps by golf cart) to the potential 

clients rather than waiting for them to find us.  However, further innovation such as this 

would have resulted in increased expenditures likely at too great a cost for the future 

potential income.  Regardless, until your organization develops a reputation – and it will 

need to be a positive one – developing a client base will always require getting out of the 

office and actively searching for potential clients.  Until the world learns how they can 

benefit from your products or services it becomes your job and the job of your business to 

find and show them. 

  

 

Business Lesson #4 

Waiting for your potential customer base to come to you is much less effective 

than going out and finding them for yourself – at least at first. 

1.  
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So there you have some of the most important lessons we came across in our first 

attempt at entrepreneurship.  The next business opportunity took me away from the golf 

course and manifested itself in the form of a lawn mowing service.  Actually, this 

opportunity was not really a business nor was it much of a service now that I think about 

it.  You see, six years following the collapse of our used golf ball dynasty my father 

determined I was old enough to start mowing lawns, a decision I am sure he regretted as 

soon as I drove the lawnmower into a tree.   

 

 Don't relinquish too much power before the time is right… especially when that 

power is horsepower.  As a business owner it is imperative to know when the time to take 

charge has arrived and even more important to know when the time has come to step 

aside, giving the power to those people you have chosen to work for and with you.  The 

business owner cannot successfully accomplish everything it takes to run a successful 

organization and in the end that is why your employees are assets. 

As Andrew Carnegie wisely said, “No man will make a great leader who wants to 

do it all himself, or to get all the credit for doing it.”  Relinquishing power spreads 

responsibility, increases the sense of unity, and shares the credit among the people in 

your organization, allowing the business owner to focus on more important issues such as 

developing leaders within their organization.  This approach to power and leadership will 

 

Business Lesson #5 

Don't relinquish too much power before the time is right.  However, when that 

time does come, make sure you can relinquish your power. 
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Business Lesson #6 

As a boss patience is even more of a virtue. 

empower your employees and over time will add to the power and influence of your 

organization as it runs more efficiently.  Empower yourself by empowering others. 

Anyway, in regards to the lawnmower and its power – lesson learned.  Needless 

to say I was not allowed to mow my family's lawn anymore (I was unable to attain my 

father's level of precision-cutting, anyway).  Instead, I began mowing the lawn of our 

next door neighbor, Mr. Bershere.  Previous to this I had been taking care of Mr. 

Bershere's dog Falcore when he was out of town and at some point I began mowing his 

lawn as well.   

 Unfortunately, I was terrible at this job.  More sprinkler heads were destroyed in 

the mowing of that lawn than I wish to count.  Regardless, Mr. Bershere was always 

patient with me, remaining very kind, very generous, and very forgiving.   

  

 

Ask Mr. Bershere.  As one of the great leaders of her time, Catherine the Great 

once said, “I praise loudly and I blame softly.”  This tolerant and compassionate approach 

to leadership is one that results in grateful employees who strive towards continued 

successes or try even harder the next time.  As a person who revels in the idea of instant 

gratification and immediate results I try to continually remind myself of Lesson Six.  And 
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if things are not going the way you had hoped or anticipated, always remember; don’t 

react – rethink. 

In the end, the lawn mowing opportunity never developed into a true business.  It 

was really just a job – a word I have dreaded for nearly two decades.  Had I been better at 

mowing lawns, enjoyed being outside a little bit more, and perhaps devised a way to get 

other people to do the actual work, it could have had potential.  Luckily the third and 

final business opportunity we will discuss in this chapter became very much the bona fide 

business I had been searching for all of the many years previous. 

 Scene three:  It is the first semester of my senior year in high school.  Hidden 

amongst the typical list of never-ending high school courses; Statistics, AP English, 

Desktop Publishing, etc., I find myself taking Computer III, an introductory course 

teaching the HyperText Markup Language, or HTML.  HTML was something that I had 

no experience with up to that point.  In fact, I chose to take the course simply because it 

was being taught by one of my favorite teachers and because it fit into my schedule quite 

nicely. 

 At this point I believe it is important to have a cursory knowledge of HTML and 

more importantly, to know what this language is capable of creating.  For this we turn to 

the Internet and a website created in – you guessed it – HTML.  According to Mr. Ross 

Shannon of HTML Source Online, the HyperText Markup Language can be explained by 

examining the three words comprising this rather long title: 

 
1. “HyperText is the method by which you move around on the web – by clicking on 

special text called hyperlinks which bring you to the next page. The fact that it 
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is hyper just means it is not linear – i.e. you can go to any place on the Internet 

whenever you want by clicking on links – there is no set order to do things...” 

2. “Markup is what HTML tags do to the text inside them. They mark it as a certain 

type of text ([italicized] text, for example).” 

3. “HTML is a Language, as it has code-words and syntax like any other language.” 

 Now that we know what the HyperText Markup Language is it is even more 

helpful to know just how the language works.  Again we turn to Mr. Shannon for an 

extremely quick crash course in HTML: 

 “HTML consists of a series of short codes typed into a text-file by the site author 

– these are the tags. The text is then saved as [an] html file and viewed through a browser 

like Internet Explorer or Netscape Navigator. This browser reads the file and translates 

the text into a visible form, hopefully rendering the page as the author had intended. 

Writing your own HTML entails using tags correctly to create your vision. You can use 

anything from a rudimentary text-editor to a powerful graphical editor to create HTML 

pages.” 

 With nothing more than a rudimentary understanding of this powerful – albeit 

basic – language almost anyone can develop a simple website and put it on the Internet 

for all to see – provided you have the necessary means to host the webpage, but that is 

another issue entirely.  As an example the following lines of code were quickly written to 

prove the point that the beauty of HTML is in its simplicity.  The end result can be found 

at http://www.vaerda.com/V-Test.html. 
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 HTML is quite simply the best place to begin when learning to design websites.  

However, when the time comes to start building more intricate webpages, HTML will 

begin to hold the designer back.  But for my initial purposes and for the purposes of 

Computer III, HTML was an important and necessary starting point.  And as it turned out 

even I was able to whip together simple webpages thanks to a little memorization and a 

tremendous amount of help from my HTML course book.  Unfortunately, I was by no 

means a natural at this type of work, nor was I fluent in this new HyperText Markup 

 
<html> 
<head> 
<title>Vaerda Technologies, LLC</title> 
</head> 
<body bgcolor="#000000" background="earth0000.jpg" 
"topmargin="0" leftmargin="0" rightmargin="0" 
bottommargin="0"> 
<center> 
<br><br><br> 
<img src="Vsmall.bmp"> 
<br><br><br> 
<font color="white"> 
<b> 
Welcome to what may be the most basic website you have 
ever come across... 
<br><br> 
...it may look nice, but it's really just two images and 
some text. 
<br><br> 
- T. Jamrok 
</b> 
</center> 
</body> 
</html> 
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Language.  One should realize that I spent five years of high school attempting to learn 

Spanish with very little success so why should learning this language be any different? 

 It wasn't. 

 I eventually realized I should probably move past HTML and focus on something 

to which I was better acclimated.  Nevertheless I could not help but think of how much I 

liked the idea of web design, not necessarily from a design perspective but rather from a 

business perspective.  Here was something that could potentially provide both a product 

and a service to customers without a great deal of - or need for - large amounts of startup 

capital and overhead.  There was no physical product to build, no golf balls to find and 

clean, no lawnmower to maintain.  There was just the code and the resulting website.  

The only major expense would be time, if I could handle developing and maintaining 

HTML code for fairly advanced websites. 

 I couldn't. 

 Programming HTML simply was not one of my fortes.  However, I was fairly 

good at noticing opportunities at the time.  What I noticed while sitting in my Computer 

III class was the proficiency in HTML displayed by the ninth grader sitting next to me, 

Mr. Edmund Whitehead.  After noticing Edmund's programming talent everything began 

to move quite rapidly.  Within a matter of months we had established Jamrok Consulting 

Group (JCG), created our first website at http://www.jamrokcg.com (which is still online 

today although it has been redesigned since 2005), and by December of my senior year 

we were developing the first website for our very first local client. 

 Edmund and I quickly found a basic business model that has worked well for us 

since the beginning of JCG.  This model begins with me locating and working with our 
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potential clients.  I find the business, establish a working relationship, and then design the 

basic look and feel of the client's new website based on their various ideas and 

specifications.  With this Edmund then writes all of the necessary code and back-end 

information to make the design a working reality.  At this point in time Mr. Whitehead is 

proficient in over half a dozen programming languages including HTML, CSS, 

Javascript, XML, PHP, MySQL, Java and Python in addition to numerous other 

acronyms that you and I know very little about.  He has made excellent use of each of 

these languages for various clients over the past three years we have been in business. 

 

 Edmund and I continue to develop our client base for JCG.  Our clients have 

ranged from local doctors and land trust organizations to paper product companies, 

nonprofit organizations, and national wildlife conservation agencies.  I personally believe 

we have accomplished great things through JCG and I hope our clients feel the same.  

However, Edmund and I both recognize that this very good thing must come to an end 

eventually.  Ed will be heading to college four months from now and I will be graduating 

from mine in less than two.  Things will change as they always do.  Having this in mind 

in 2007 I knew it was time to start thinking about ideas for the next business... 

 I still wanted that Dodge Viper. 

 

 

Business Lesson #7 

Find the right people – ones who share a common goal – and everything 

else begins falling into place. 
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On July 17, 2007 I was swimming in my neighbor’s pool with my brother, 

Cameron, and my friend, Will Renneker.  The three of us were relaxing and cooling off 

after another humid summer day in the South.  Our conversation, having already covered 

the subject of cars, eventually turned to that of business.  The topic of business, more 

specifically business ideas, was a rather common subject with the three of us.  Cameron, 

Will, and I all have something in common in that none of us likes work.  We especially 

dislike the idea of getting jobs.  Will was thinking about getting a job that summer (and 

by Will I mean his parents wanted him to get one) and none of us really liked the thought 

of that either. 

Instead we three members of the “Brain Trust” began desperately trying to come 

up with new business ideas that would help us strike it rich, thereby postponing our 

unhappy entrance into the job market.  At the very least you have to own the business, 

remember?  After quite some time the best idea we had devised was developing a new 

website in which online users could utilize programs like Mapquest or Google Maps to 

upload local speed traps for other drivers to see, learn from, and watch out for.  Access to 

the site and its information would be free of charge while we three entrepreneurs would 

hopefully make a nice return on our investment by offering advertisement space on the 

website, say for radar detector manufacturers or anyone else who simply dislikes law 

enforcement and speeding tickets.  With the unstoppable Edmund Whitehead at the helm 

to develop our necessary code this seemed to be our best – and possibly only – idea at the 
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time.  Anything to help get poor Will out of a job as that would be no way to spend the 

summer.  This idea just felt like a great one. 

In fact, once we left the pool and returned to the house we learned it was actually 

too good of an idea.  Speedtrap.org had already beaten us to it.  Well done, Speedtrap.org.  

Free speed trap information, maps, advertisements; it was our business model to a “T”.  

At the very least it was nice to know that some of our ideas were actually pretty good – 

rather late – but overall pretty good.  On a side note, it seems as though Speedtrap.org 

might be able to expand their business model by collaborating with a portable GPS 

manufacturer such as Garmin Ltd. or TomTom Intl.  Speedtrap.org could license their 

very useful speed trap information to the GPS manufacturers, who could in turn deliver 

speed trap information right to the driver while he is on the road via his or her own GPS.  

The changing speed traps could even be updated each time new maps are being uploaded 

to the navigation system.  Just a business idea… anyway, back to the story. 

Disappointed, we turned from the computer towards my father, who was sitting in 

his usual place in the den, and relayed our story.  After a brief discussion regarding what 

we thought was our own idea and what we could potentially do to distinguish ourselves 

from Speedtrap.org, my father opened the Money section of that day’s USA Today and 

pointed to the middle article on the first page.  Included in the article was a drawing of 

the United States and within that drawing was a small caption reading: 

 

U.S. costs of leaving PCs on unattended each year: $1.7 billion of electricity 

or 19.8 billion kilowatt hours: Enough energy to run 1.9 million homes annually. 
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My father asked, “Why hasn’t someone developed software that turns a desktop 

computer on or off at certain times to save energy?”  Bingo.  By the end of that question 

the idea behind Sleep-RTM Software and Vaerda Technologies, LLC had materialized.  

We were going to develop a piece of software that would automatically startup and 

shutdown an organization’s computers in order to save energy, money, and even help 

protect the environment.  Each night of the week, every weekend, holidays; all are times 

that computers are left on by employees, students, everyone; accomplishing nothing but 

wasting energy and money.  If priced properly an organization could even cover the cost 

of the software in a short matter of time thanks to the many energy dollars that would be 

saved. 

We now had the idea, thanks to my father.  We certainly had the drive and 

motivation to attempt this challenge.  It was time to try and make what would eventually 

become Sleep-RTM Software and Vaerda Technologies, LLC a reality.  Little did I know 

just how long this process would take or what it would entail… 

My father, Will, and I spent the remainder of that evening and a great deal of the 

remainder of our summer discussing the many details behind the new software idea while 

bouncing other possibilities off one another.  Numerous opportunities and questions 

presented themselves at this very early stage of brainstorming and development: 

• Where should we go to find the necessary startup capital? 

• Which organizations would benefit most from the software? 

• What would be an effective business model for the product and company? 

• Would we be able to find interested clients? 

• What could we do to market our product effectively? 
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In time, each of these questions would be answered.  At that moment, there was 

one question that took precedence over all of the others.  Only one needed to be 

addressed immediately if our idea was going to work. 

Who would develop the software? 

Almost immediately my father suggested approaching one of the many 

programmers he knew from his work as Manager of Technology, Design, and Innovation 

at Sonoco Products Company, a paper products manufacturer located in Hartsville, South 

Carolina.  Just as quickly I chose to dismiss this possibility.  At the time I strongly felt 

there were two sensible reasons for making this decision.  First, I did not want to worry 

about Sonoco claiming intellectual property rights over our software since it would have 

been created by a Sonoco programmer (even if that employee worked on the product 

exclusively outside of his or her job).  Secondly, I had hoped that Sonoco might play a 

part in testing our piece of software once it had been written in addition to becoming one 

of our company’s first clients.  In the next chapter you will see just how much time, 

effort, and distress could have been saved had I not made this early “executive decision” 

– and by decision, I mean mistake. 

Instead I turned to Trinity Collegiate School, the Darlington, South Carolina high 

school from which I graduated in 2006.  I approached a former teacher, Mr. Josh Hicks, 

the same favorite teacher of mine who taught HTML in my Computer III class.  Mr. 

Hicks and I sat down to lunch and discussed the startup/shutdown software idea.  He 

immediately supported the concept (as he was always an extremely encouraging person).  

After continuing our conversation while I attempted to gauge Mr. Hicks’ level of interest 

in the project, I presented him with the question I was still struggling to answer: 
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Who would develop the software? 

 

 

 Thus began the search for Vaerda’s software developer.  I have learned from 

numerous sources, business magazines, books, entrepreneurs, etc., that developing a 

business will inevitably take more time than you can predict, especially if the business is 

software-related.  Well guess what I had chosen… and little did I know just how true a 

statement this would turn out to be. 

 Our search began in early September of 2007, less than two months after we had 

established our venture idea.   Our search would last well over a year and bring us to the 

doorsteps of nearly half a dozen different programmers.  We found, approached, began 

working with, and eventually walked away from some very talented people before we 

found the right person. 

 There were many, many days during this long process when the whole idea 

seemed both pointless and hopeless.  It would often occur to me that I was simply unable 

to instill a sense of urgency or a feeling of likelihood for success in the Vaerda project.  

Perhaps it was simply too great a coincidence that each programmer we approached was 

always either too busy or untrained in the necessary areas to take on our project.  Maybe 

they simply did not believe in the idea and wanted to stay as far away from this terrible 

concept as possible.  Maybe it was foolish of me to believe in this idea in the first place.  

This possibility hurt the most.  Encountering naysayers in business – or any field for that 

matter – is going to happen.  It is inevitable; a simple fact of life.  However, the real 
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Business Lesson # 8 

When things are looking darkest, your options become the simplest. 

In fact, there are just two: 

1. Walk away. 

2. Start working twice as hard. 

problems do not occur until you start listening to these people, or perhaps worse, 

projecting your own insecurities through others as I seemed to be doing. 

 

 

Luckily, I had the good sense – or at least the stubbornness – to choose the latter.  

Unfortunately, almost immediately I ran into our next major obstacle: the competition.  

While continuing to research the energy and financial savings that our software could 

provide organizations I came across not one but three competitors already producing an 

almost exact replica of the startup/shutdown software we were attempting to develop.  

Only in this case, we were actually creating the replica as Vaerda would be the new kid 

on the block facing experienced software developers. 

 To make matters worse, the names of these organizations were 1E Ltd., Faronics 

Corp., and Verdiem Corp.  Verdiem.  Awfully close to Vaerda, no?  I can honestly tell 

you that I had never heard of this company when developing our startup/shutdown 

software idea or the name of our business.  In fact, I am absolutely certain this 

coincidence is simply due to the fact that both the founders of Verdiem and Vaerda are all 

very familiar with our Latin roots (thank you, Mrs. Vero and your three years of high 
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school Latin).  Regardless, from an outside perspective this was not going to look very 

good. 

 At first uncovering this news was quite a shock.  We were currently six months 

into our then unsuccessful search for a programmer and out of nowhere came an 

onslaught of competition.  The next few days were pretty depressing.  However, in the 

grand scheme of things, discovering the competition when we did was a blessing in 

disguise. 

 

 Although Vaerda was no longer going to sweep the nation with a never-before-

seen piece of software it was good to know that our idea was not a completely ridiculous 

one.  If other organizations could make this work – and make a profit – then so could we.  

Vaerda would be late to the party but we were going to get there… eventually.  It was 

just a matter of time. 

 Fast forward six months to the summer of 2008 and we had finally found our 

programmer, Mr. Christopher Robertson, a Sonoco employee.  If you recall my early 

“executive decision” to refrain from approaching Sonoco employees (as this was my 

father’s place of business) you now know that this decision pushed our entire business 

back one year.  I am even more embarrassed to say that Chris lived just a few streets 

away from my parents’ home.  The programmer we so desperately needed was literally 

 

Business Lesson # 9 

“A crisis is a productive situation – you only have to take away the flavor of 

catastrophe.” - Max Frisch 
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within walking distance the entire time of our year-long search.  Had I the athletic ability, 

I would have kicked myself. 

 Anyway, you move on.  And in retrospect having the year it took to find Chris 

was extremely beneficial both to me and to the company.  During that period, although I 

felt extremely helpless when it came to the software development side of the business, 

there was plenty of time to begin working on the many non-product-related aspects of the 

company.  Below is a list of items we successfully began developing and eventually 

completed early on in our startup process thanks to the surfeit of time that my “terrible” 

executive decision provided the company. 

 

1. A plethora of research, the development of cost and energy-saving formulas, and 

potential client lists were undertaken and completed. 

2. I personally had plenty of time to develop, register, publish, and edit the preliminary 

versions of the Vaerda websites. 

3. While sitting in a plane on the runway of Atlanta International Airport the name for 

our new product hit me like a small Cessna.  A short time later while flying 30,000 

feet over the countryside the first draft of the Sleep-RTM Software logo had officially 

been created. 

4. The initial draft of our Energy Star® Partnership Agreement was completed. 

5. Numerous advertisement ideas were being developed for television, online media, 

paper print, etc. 

6. Box and conceptual art renderings were created as part of future Sleep-RTM Software 

packaging. 
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7. The groundwork was being laid for various additional projects and ventures that I had 

had in the back of my mind for Vaerda’s expansion in the future, should we ever get 

to that point.  

In the end I attempted to complete or at least begin any project that would help keep me – 

and hopefully everyone working on the startup process – interested, encouraged, and 

optimistic as we searched for our programmer.  Finally and perhaps most importantly, I 

took the much needed time to develop Vaerda’s corporate business plan, one of the most 

significant documents of our organization and of this thesis. 

Vaerda’s business plan is the final result of many, many years of business 

research and planning.  This twenty-two page document addresses some of the most 

important questions our company has faced throughout the course of its inception: 

 

• What is our corporate strategy in regard to surviving the trials and tribulations 

of startup? 

• Where will we find our venture capital? 

• What kind of corporate image do we want to portray? 

• What types of organizations will compose our client base? 

• What can the future hold for Vaerda? 

 

Divided into three sections; The Business, Corporate Divisions, and Appendix of 

Supporting Documents, Vaerda’s business plan examines in detail subjects ranging from 

our industry analysis and corporate business model to our three scenarios for success, 

potential profit allocation, and future programs.  When it comes to building one’s 

business, this is where the journey begins. 
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