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    Big Opportunities for Small Business is 
the theme of this issue of Next Door Neigh-
bors. I hope it is of interest to you regardless 
of whether you own a small business or work 
for someone else. 
     Most of us at one time or another have 
given thought to owning and operating our 
own business. For some, 
it may have been a fleet-
ing thought on a particu-
larly bad day at work. For 
others, it may have been 
an idea pondered for a 
long while – something to 
think about while wash-
ing dishes, cutting grass 
or driving that short dis-
tance to work. 
     This issue is for all 
of you who have dreamed 
about one day running 
your own business in Williamsburg, and for 
those of you who are already working to make 
your dreams a reality.
     If you think about it, even those of you 
who have never given the first thought to 
opening your own small business are certainly 
impacted by the sheer volume of them in the 
Williamsburg area. Small businesses are on 
almost every major street and corner. They 
exist because they provide products and ser-
vices that you rely upon, sometimes ones you 
may even take for granted. 
     You might have your clothes dry cleaned 
by a small business. Or perhaps you stop in 
for lunch at a local deli or sub shop. Maybe 
you want to get your hair or nails done, or you 
have a fashion boutique that you particularly 
like to browse. You might need an oil change 
or brake work done on your car, or you may 
need a home improvement specialist to build 
a deck on your home. Chances are you do 
business with a Williamsburg small business 
almost every week, if not daily.
     Many small businesses that operate in 
the Williamsburg area are fortunate. Whether 
their sales come from tourists, locals like you 

or a combination of both, they are probably 
in a good position to find ways to increase 
business. I don’t mean that it is easy to in-
crease sales or profitability, or that it will hap-
pen quickly. I just mean that Williamsburg is a 
growing market with a healthy consumer base 
and that tilts the odds of being successful in 

the business owner’s fa-
vor. 
   There are numerous 
other factors that play 
into the success of any 
business – anything from 
how long a business has 
been in operation, to the 
product or service of-
fered, to what the com-
petitive landscape looks 
like, to how well a busi-
ness serves its customers 
with quality and integrity. 

Factors such as these weigh into the success 
equation just as much as being located in a 
growth market.
     As my writers and I began working on 
material for this issue, we were impressed 
by the number of ways someone in the small 
business arena could find assistance. The Wil-
liamsburg area is a progressive community in 
many ways, and it is particularly fortunate to 
have so many resources enabling an entre-
preneurial spirit for operating a small business 
to blossom and grow. 
     Williamsburg business people are good 
business people. They demonstrate that in the 
way they work to help one another become 
successful. While there are formal networks 
in place designed to help you improve your 
business, there are equally as many informal 
networks that are fueled by experience, gen-
erosity and the desire to see someone make 
it.  I know this because I, too, have been 
touched by individuals like that. 
     That neighborly spirit is alive and well in 
the Williamsburg business community just as 
it is in our neighborhoods.  I hope you find 
this issue informative and inspiring. 
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     There was a time when the model for a 
small business was a mom-and-pop shop with 
the family living above the store, always there 
for a customer’s needs. While that type of 
business has evolved over years, many small 
business owners continue to earn their living 
face-to-face with the locals and tourists who 
do business with them. Some rely simply on 
the telephone, spiral notebooks, quality prod-
ucts and responsive service for their success.
     But alongside these businesses, a new 
breed is growing. Today’s small business in 
the Williamsburg area may involve a much 
greater degree of technology than ever before 
– allowing access to the global Internet mar-
ket along with the tourist and local markets. 
Williamsburg has a growing economy that is 
diversifying and with this diversification comes 
some growing pains and increased competi-
tion. 
     While 
some of 
the area’s 
small busi-
nesses are 
feeling the 
effects of 
increased 
c o m p e t i -
tion or 
short-lived 
periods of 
soft sales, Williamsburg offers a very attrac-
tive environment for a small business to be 
successful. A growth market with an attractive 
consumer base provides a solid foundation for 

small businesses. In addition, there are many 
resources available to assist a small business 
along the way. 
     New entrants into the small business arena 
in the Williamsburg area can benefit from 
support organizations as well. Alongside solid 
consumer demographics and tourism are enti-
ties within the city and county government, 
Chamber of Commerce, the College of Wil-
liam & Mary and local businesses who have a 
vested interest in the area’s growth and who 
offer programs or assistance designed to help 
small businesses move in the right direction.
     “We definitely have a vibrant small busi-
ness industry here,” says Steven Yavorsky, 
assistant director of the James City County 
Office of Economic Development. “We have 
the tourism industry, access to military instal-
lations and we’re between two major metro 

areas. We have a lot of people here who are 
able to sell their products and services to the 
Richmond area as well as the Norfolk area. 
One of the initiatives we’ve done to help out 

small business is a technology incubator to 
utilize the entrepreneurial spirit we’ve found 
in the James City County area.”
     The James City County Technology Incu-
bator (JCCTI), located on Palmer Lane, offers 
mentoring classes, networking opportunities 
and conference rooms to clients located either 
in the incubator or in home offices. It brings 
together the experience and knowledge of 
professionals in the area with budding com-
panies in hopes of building a technology cor-
ridor in the Peninsula area. Participating orga-
nizations include James City County Economic 
Development Authority, Virginia’s Center for 
Innovation and Technology, and the Hampton 
Roads Technology Council. 
     Some local businesses are capitalizing on 
opportunities to do business over the Internet. 
One example is La Tienda (Spanish for ‘The 

S t o r e ’ ) , 
an Inter-
net order 
firm that 
sells food 
p r o d u c t s 
and other 
items from 
Spain. The 
Harris fam-
ily founded 
La Tienda 
in 1996 in 

part to capitalize on family members’ love for 
all things Spanish. La Tienda outgrew several 
locations before moving to an industrial park 
in Toano. 

BIG OPPORTUNITIES
	 	 	 	 	 	 					for	small	business	in	Williamsburg

By Karen Haywood Queen

Steven Yavorsky, Assistant Director of the JCC Office of Economic Development, says the small business industry is vibrant in the Williamsburg area.



Want to know more about

SCORE? 

- SCORE was formed in 1964, and 
provides a public service to America 
by offering small business advice and 
training. It is headquartered in Hern-
don, Virginia and Washington, D.C. 

- It is considered to be “Counselors 
to America’s Small Business” and 

is America’s premier 
source of free and con-
fidential small business 
advice for entrepre-
neurs. 

- SCORE is a 501 (c) 
(3) nonprofit organiza-
tion dedicated to the 
formation, growth and 
success of small busi-
nesses nationwide. 

- The organization has 
helped more than 7.5 
million small businesses  
in the United States.
 
- SCORE’s 10,500 vol-
unteer counselors have 
more than 600 busi-

ness skills. Volunteers are working or 
retired business owners, executives 
and corporate leaders who share their 
wisdom and lessons learned in busi-
ness.

For more information, visit
www.score.org

or contact your local SCORE office 
at 

421 N Boundary St
Williamsburg, VA 23185

(757) 229-6511
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    “They’ve done an excellent job of finding 
these products and finding a way to sell them 
in the United States,” says Bill Bean, direc-
tor of the College of William & Mary’s Tech-
nology and Business Center. “They’re also a 
stunningly good example of the use of web 
technology. The key has been to find ways 
to use the Internet to generate sales. They 
truly understand how hard it is to do busi-
ness on the Internet. They study how people 
use their site. They study what people might 
be searching for that might lead them to the 
site. La Tienda ads pop up on Google. They 
really understand how to drive traffic to their 
web site.” 
     There are also other ways 
small business owners can im-
prove their business skills and 
capabilities. They can take ad-
vantage of several MBA pro-
grams offered at The College of 
William & Mary. These include a 
traditional MBA, a flexible MBA 
with classes offered at nights 
and on weekends, and an ex-
ecutive MBA intended for busi-
nesspeople with experience. 
     Many small businesses also 
find ways to serve the tourist 
industry. The Jamestown 400th 
events have raised the area’s 
profile on a national and inter-
national level and may continue 
to have a positive and lasting 
impact on tourism for years to 
come. 
     “There is a huge opportunity 
for our businesses to capture the tourist busi-
ness,” Yavorsky says. “Our tourist season is 
much longer than the typical tourist season. It 
starts with spring break and families coming 
in March and April. It continues through the 
summer and even throughout the fall because 
of the moderate climate here. In the winter, 
Colonial Williamsburg has done a great job 
of capturing the excitement of the Christmas 
holiday season. You’ll find a lot of tourist-cen-
tered businesses can stay busy for 8 to 10 
months out of the year.”
     Of course, not all businesses offer prod-
ucts or services that target the tourist market. 
Some of the areas small businesses rely pri-
marily on business from local consumers to be 

successful. They have to find ways to compete 
in a growing market that offers diversity and 
competition. 
     “I’m optimistic about the retail and service 
sectors,” says Bob Hershberger, executive vice 
president of the Greater Williamsburg Cham-
ber and Tourism Alliance. “Those are two of 
our small business components where we’re 
starting to see significant increases. The 
prime reasons are growth in the population 
and the segment of folks that are in their late 
50’s and older.”
     More small service businesses are starting 
to serve retirees and those eyeing retirement, 
he says. These include medical practices that 

specialize in geriatric care, financial planners 
to help with retirement, elder law firms and 
continuous care retirement communities.
     On the retail side, Hershberger says he 
hasn’t heard much talk about a slow-down 
although he acknowledged that some retail 
businesses are concerned about all the new, 
planned and proposed retail in the area, in-
cluding New Town, High Street and The Mar-
quis. “As others come on line, are we starting 
to get over-saturated in retail development,” 
he muses. “There are some who would say 
yes we are. Others would say we are close to 
it. Others would say we are far from it.”
    From his standpoint, Hershberger is more    
       - continued on page 6

Bob Hershberger, executive vice president of the Greater Williamsburg Chamber and Tourism Alli-
ance, is optimistic about the retail and service sectors.
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leeway to help out the small businesses,” 
Yavorsky says. “There are a lot of banks in 
this area that really pride themselves on their 
support of local businesses. They have both 
the resources to lend and the 
resources to listen.”
     The James City County’s Of-
fice of Economic Development 
doesn’t merely focus on attract-
ing new businesses, but also 
on retaining the ones that are 
already here. Yavorsky and oth-
ers visit existing businesses to 
learn how the Economic Development Office 
can help meet their needs. “Of course, every 
economic development office’s goal is recruit-
ing major projects nationally and internation-
ally,” Yavorsky says. “We also have made a 
strong push for expansions and retention in 
the area. Just because a company is already 
here doesn’t mean it doesn’t deserve our at-
tention.”
     Yavorsky, who worked in the Richmond 
area before coming here, also appreciates 
the regionalism and teamwork locally and 
in Hampton Roads. In the Richmond metro 

concerned with whether there will be enough 
workers to fill all the jobs. A study for the 
Chamber by Chmura Economics and Analyt- 
ics, released earlier this year, predicts the 
area will need 50,000 workers over the next 
10 years to fill jobs in projects that are in de-
velopment, currently under construction, or 
approved but not yet built, Hershberger says. 
“That’s not even speaking of developments 
not yet planned or announced,” he says. “The 
bigger concern than the competition is the 
lack of employees.”
     The Chamber of Commerce offers pro-
grams and services to support small busi-
nesses as well. Members of the local SCORE 
chapter (a non-profit national group of retired 
business executives) offer free advice to new 
businesses. “We do upwards of 500 counsel-
ing sessions a year,” says Alan Wonsowski, 
chairman of Williamsburg SCORE. “Seventy-
five percent of that is people who want to start 
businesses - home-based or storefront.”
     Financial institutions such as local and 
regional banks are also willing to be flexible 
to help small businesses gain financing. “They 
have really instilled in their loan officers the 

area, each locality thinks of itself as distinct 
from the others: Richmond, Henrico County, 
Chesterfield County, Hanover County. “Here, 
we realize we’re all partners in this together,” 

he said. “We realize that any-
thing that can support Norfolk, 
Virginia Beach or Newport 
News is going to benefit us 
too. Hampton Roads is very 
broad – it goes all the way to 
Chesapeake and Suffolk. We 
realize their success is going to 
benefit us as well.”

     The area’s growing popularity as a retire-
ment community is also helping small busi-
nesses thrive. In fact, some of these retir-
ees end up un-retiring after they’ve enjoyed 
months of playing golf or traveling. “We have 
found that retired executives come here with 
the anticipation of never putting on a business 
suit again,” Yavorsky says. “That lasts 8 or 10 
months before they start getting bored. We 
have spouses in the same vein who end up 
starting a small business.”
     New retail is helping spur more start-ups, 
he says. “I think the real driver here is the 

Williamsburg 
provides a great 
climate for small 
businesses to 
thrive. 
 - Michele M. DeWitt

WE MAKE IT, YOU TAKE IT!

Beach Thyme Vacation Package
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vacation by letting Supper Thyme 
prepare your vacation dinners.

              

       $109
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www.ftwilliamsburg.com

- One-on-one personal
  training sessions

- Designed for all fitness 
  levels and all ages

- Fully equipped training
  suites for comfort and
  privacy

- Trainer support throughout  
   your program
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construction of all of these high-end shopping 
centers such as NewTown and High Street and 
Marquis, which are creating more small busi-
nesses, primarily in the retail and restaurant 
area. Most of the small businesses we see are 
primarily in the service areas and retail areas. 
The growth in population is supporting these 
businesses.”
     Finally, there’s the cachet of living and 
working in a well-known, historic area where 
many people vacation and many others as-
pire to live. “The city of Williamsburg is often 
called the smallest city with the largest inter-
national address,” says Michele M. DeWitt, 
Williamsburg’s economic development man-
ager. “Williamsburg provides a great cli-
mate for small businesses to thrive. Two 
things rise to the top of the reasons for 
this great climate: tourists and a pres-
tigious address. Each year, 8.8. million 
people visit Williamsburg, providing 
customers for a variety of hospitality, 
retail and restaurant servic-

es. The synergy of all the special, high quality 
activities people find in Williamsburg provides 
a great niche for small businesses to thrive 
among our large attractions. The city of Wil-
liamsburg has the most prestigious address 
in Virginia and small busi-
nesses use this as a 

competitive edge locally and globally. With 
21st century technology, many small busi-
nesses can operate anywhere in the world.”
     Whether it’s a small local business, a web-
based business or a combination of the two, 
the Williamsburg area offers a fertile environ-
ment for an entrepreneurial spirit. The success 
of any new business depends on a number 
of factors, but the odds of growing into a vi-
able business increase in a healthy, competive 
growth market. The Williamsburg area shows 
no signs of being anything but that. 

Michele M. DeWitt is Williamsburg’s 
economic development manager 

As the area’s exclusive dealer for
The Custom Shoppe, we can create

an office space that will be exactly the way
you want it with customized features. Stop in today
and we’ll show you more.

OPEN 7 DAYS • Mon. to Sat., 10-6; Sun., 12-5
Free Financing Available • Major Credit Cards • Free Local Delivery

7463 Richmond Road
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4680 Monticello Ave    (757) 564-7700    www.spectatorsportsbar.com

“We enjoy dining at 
Spectators. It has 
a fun atmosphere 
and great food! The 
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signature remoulade 
sauce.”
        - Alisa Lacy

Sun, Wed, Thur:11am - 11pm
Fri, Sat, Mon: 11am - Midnight
Closed on Tuesdays
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     For every person in Williamsburg who 
has started their own small business, there 
are probably thousands of people who have 
thought about starting one, and just never 
have. Starting your own business can be an 
attractive alternative to working for someone 
else, but getting started can be daunting, es-
pecially if you don’t have family or friends with 
direct experience who can give you guidance 

NOT SURE WHAT TO DO NEXT WITH 
YOUR SMALL BUSINESS?

HELP
IS

HERE

to help you get started.
    The Small Business Development Center 
(SBDC) of Hampton Roads is a government 
funded organization that can act like that ex-
perienced family member or friend. What’s 
more, they have the combined resources and 
expertise to be able to give you much more 
insight into how to get a small business start-
ed than all of your aunts, uncles, cousins and 

best friends combined.
     The SBDC serves all of Hampton Roads in-
cluding Williamsburg and shares office space 
with the Williamsburg Chamber of Commerce 
and Tourism Alliance. It is a program that is 
part of the Hampton Roads Chamber of Com-
merce and Thomas Nelson Community Col-
lege in partnership with the United States 
Small Business Administration. 
     Debbie Wright is Williamsburg’s busi-
ness analyst who provides assistance to area 
residents who either own a small business 
and need help with a particular concern or 
are thinking about starting a business and 
need some coaching on how to get started. 
“Our focus is helping businesses to succeed,” 
Wright said.
     The SBDC does that in a number of ways. 
They provide one-on-one counseling to exist-
ing business owners who want assistance in a 
particular area. They hold seminars and they 
conduct training through specific courses they 
offer that are tailored to the small business 

Debbie Wright
Business Analyst, Small Business Development Center

By Meredith Collins
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owner. Their services include business plan-
ning which assists business people with key 
factors that are related to the potential suc-
cess of their business. They provide access to 
economic and business databases, and teach 
management skills to help business owners 
improve their operational effectiveness. 
     “We have a financial analyst in Hampton, 
Bill Burford, who is available to provide analy-
sis and counseling,” 
Wright remarked. 
     “He knows with 
the different indus-
tries what financial 
ratios you expect 
to see and can help 
business owners 
evaluate whether 
they are in the right 
place financially.”
     The SBDC has 
access to databases 
that small companies can’t always afford – like 
Dunn & Bradstreet. They can also provide demo-
graphic information and other relevant market-
ing data to help small businesses make informed 
decisions. 
     “We have another group that does research 
for the whole country,” Wright said. “They’re 
down in Texas. Just for SBDC’s. So we can put a 
question in and they can do all kinds of research 
and access different things and send the answers 
back to us.”
     If the SBDC doesn’t have the expertise with 
the nine employees in this region, they will help 
you network with other area resources that can 
provide the type of assistance you need.
     “I’m not an expert in any one particular area, 
but I can help get [clients] to the right people to 
talk to,” Wright explained. “I can direct them to 
organizations that can help them make that deci-
sion. And certainly I can give them some feed-
back from what I have seen in the past.” 
     While Wright holds an MBA from UNC Wilm-
ington and networks with other highly skilled 
members of the SBDC staff, she recognizes that 
they can’t be all things to all people. With their 
extensive management and financial consulting 
backgrounds, they are well equipped to handle 
many questions but they also network with many 
professionals who can provide even more indus-

try specific guidance. They also have insight into 
ways small businesses can utilize existing re-
sources to save money.
     “For example, VecTec out of Christopher New-
port University has grants for setting up websites 
in some of the counties,” Wright stated. “James 
City County participates. Grants are available for 
retail companies who want to set up a website. 
This is through the Retail Alliance.”

     In Williamsburg, 
Wright says that there 
are many common 
ways she assists peo-
ple: There is the wom-
an who is thinking of 
starting a business but 
does not know how to 
get started – where to 
get a business license 
or who to pay taxes 
to. Wright shows 
her a diagram with 

step-by-step directions. A couple has decided 
to take that leap into starting a business and 
have written a business plan and need someone 
with experience to review it. Wright reads the 
business plan and offers suggestions on ways it 
could be improved. A man doesn’t  know how 
to get a start financially. Wright educates him 
on the Small Business Administration (SBA) and 
how they back loans. A man in a two year old 
business has questions about how to grow it and 
make it profitable. Wright listens to his particu-
lar challenges and offers sound advice. A new 
business owner doesn’t know how to advertise, 
how much to spend or where he should invest 
his money. Wright helps him define his target 
customer and develop a sensible plan. 
     One of the best things about Williamsburg’s 
SBDC is that the services are free of charge. 
There may be small fees associated with semi-
nars and courses, but the day to day consulta-
tive resources that the organization provides cost 
nothing but your time. 
     The SBDC is here for any of you out there 
who are still thinking about starting your own 
small business and haven’t taken that first step, 
or for those of you who have and just need a 
little help. 
     Don’t be timid… Debbie Wright is waiting for 
your call. 757-229-6511  Ext. 232

How to Develop a Business Plan:  
This 2-hour workshop provides an overview of “how 
to develop a business plan.” Attendees will receive a 
format for developing the business plan and instruc-
tions on how to compile the information required in 

completing each section.

Owning Your Own Business:  
This is a three-hour information session for new and 
start-up business owners.  The session covers the 

very basic steps to starting and running a small busi-
ness. Topics include (but are not limited to): Compo-
nents required to Develop a Business Plan; Choices 
of Legal Structures; Tips on Marketing the Business; 

and Discussions on Financing the Business. 

IRS/STATE Tax Workshop:  
A three-hour tax information session presented by 
representatives from the IRS and the Professional 

and Occupational License Department.

July 26, 2007
Owning Your Own Business Workshop

9:00 a.m. - 12 noon, Cost $ 20.00

July 31, 2007
How to Develop A Business Plan

9:00 a.m. - 11:00 a.m., Cost $ 10.00

August 9, 2007
IRS/STATE Tax Workshop

9:00 a.m. -  4:00 p.m., Cost $ 10.00

August 23, 2007
Owning Your Own Business Workshop

9:00 a.m. - 12 noon, Cost $ 20.00

September 27, 2007
Owning Your Own Business Workshop

9:00 a.m. - 12 noon, Cost$ 20.00

October 25, 2007
Owning Your Own Business Workshop

9:00 a.m. - 12 (noon), Cost $ 20.00

December 13, 2007
Owning Your Own Business Workshop

9:00 a.m. - 12 noon, Cost $ 20.00

Business Workshops are held in Hampton  
600 Butler Farm Road, Hampton, VA 23666

Advance Registration Required
Call Nichele Gilling at (757) 865-3128
or send an email to: gillingn@tncc.edu

For more information, visit:  
www.hrsbdc.org

Want to attend a  
workshop? 

Our focus is 
helping 
businesses to 
succeed.

“ “
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 small business Q&A
Next Door Neighbors asked area small business 
owners from different industries about their 
business - what kinds of challenges they face 
and how they feel about their future.  Here is 
what they have to say.

TIM
LEAPTROTT

Loan Officer

VIRGINIA MORTGAGE llc
www.VirginiaMtg.com Investing in Relationships

Licensed by the Virginia State Corporation Commission,MB-2845.  L E N D E R

Interest rates are near historic lows.  
Now is the time to refinance your 

adjustable mortgage.  
Call for a free consultation.

(757) 221-8020
Tim@VirginiaMtg.com

www.greatwraps.com

Buy 1 Wrap Combo, Get a Wrap

FREE
Not valid with other offers.

Expires 8/30/07

Enjoy ANY 2 Sandwiches for ONLY
$699

Not valid with other offers.
Expires 8/30/07

+ tax

Come see us in the Williamsburg Market Center 
across from the new Sentara hospital!

(757) 565-5160
6610-C Mooretown Rd.   
Williamsburg, VA 23188

FLOWER SHOP
Morrison’s Flowers and Gifts
Arlene Williams
Owner

Four and a half 
years ago, new-
lyweds Bill and 
Arlene Williams 
fulfilled a dream by 
purchasing a small 
florist shop from a 
local doctor. In the 
years since then, 
they have made 
some changes to 
reflect their style 
and personal vision 
for the business.

Q: First, can 
you tell us a 
little about your 
business?

A:  We bought the 
store but decided 
to keep the original 
name because it had a ten year history in the 

area. I had a lot of experience in business 
management, administration, and event plan-
ning, but I’ve always loved flower arranging 
as a hobby and had some creative skills that 
I could bring to bear, too.

Q:  How 
has your 
business 
changed 
over the 
time you 
have 
owned it?

A: We carry 
more gift-
ware now, 
but I’d say 
about 65% of 
our sales are 
still flowers. 
There’s more 
emphasis on 
special events 
such as wed-
dings, and 
I’ve increased 
my staff to 

five full-time and four part-time employees.

Q:  What are some of the biggest 
challenges you face right now?

A: I’d say the rising cost of fuel has impacted 
me the most, both in our delivery expenses 
and price of the stock we buy. The increase 
in commercial rent has been significant, too, 
as well as the cost of the health insurance 
coverage we offer employees. Add all of that 
together, and we have to work hard to make 
a profit.

Q:  What do you like most about 
what you do?

A:  I love the feedback from customers after 
an event such as a wedding or funeral, when 
they tell me how much the flowers meant to 
them. I really like the creative side of floral 
arranging.  There’s a lot of job satisfaction in 
this, and my wonderful staff is like family.

Q:   What do you see for the future?

A:  I want to improve the environment by 
recycling whenever I can.  For instance, if 
people will bring in their old vases, they can 
exchange them for free flowers. There’s no 
doubt that Williamsburg will continue to grow 
and Morrison’s will expand to meet the need.

PLEASE SEE NEXT Q&A ON PAGE 11.

Arlene Williams is the owner of Morrison’s Flowers 
and Gifts in Williamsburg

By Linda Landreth Phelps and Suzi Drake
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JEWELRY STORE
Boyer’s Diamond and Gold Source
Dr. J.H. Boyer, 
Owner

Twenty years ago, 
Dr. J. Hardin Boyer 
was working in the 
education field in 
Oklahoma. He and 
his wife were na-
tives of West Point 
and they wanted to 
retire and return 
to the Williams-
burg vicinity. After 
studying the need 
for jewelry stores 
in this area, he felt 
he’d found a niche 
that he could fill 
successfully.

Q:   Dr. Boyer, 
can you tell us 
about your busi-
ness?

BUILDING 
NEIGHBORHOODS
ONE HOME AT A TIME
Visit these area Realtor’s websites to 
find out how they can best serve you!

Dear Realtor,
If you would like your ad in one of 
the spaces shown here, please call 
me for more information.
  Meredith Collins 
  (757) 560-3235

A:   We carry high-quality jewelry at a dis-
count. We buy directly from the largest suppli-
ers of fine stones and gold. I travel extensive-

ly, particularly to 
Antwerp, where I 
personally choose 
the diamonds.

Q: How has 
your business 
changed over 
the last 20 
years?

A:  Boyer’s was 
the first tenant 
when this shop-
ping mall was 
built, and through 
the last twenty 
years we’ve ex-
panded five times. 
The last time we 
gutted everything 
and installed col-
umns and cherry 
display cabinets 

to reflect the Colonial Williamsburg style.

Q:   What is your biggest challenge?

A:     I think it’s to stay current in style; jew-
elry goes in and out of fashion just as clothing 
does. Of course, an ongoing challenge is to 
locate and purchase the best merchandise.

Q:   What is the most enjoyable as-
pect of your business?

A:     The most beautiful thing on earth is a 
diamond.  I had a customer the other day 
who bought his wife a nice piece of jewelry.  I 
asked if it was a special anniversary or birth-
day and he said “No, I just want to make her 
happy!” That’s gratifying.

Q:   What does the future hold for 
Boyer’s?

A:     I foresee continued growth and expan-
sion since our business increases 20% or 
more per year. I’ll be here for a long time.

PLEASE SEE NEXT Q&A ON PAGE 17.

Dr. Hardin Boyer is the owner of Boyer’s Dia-
mond and Gold Source.

REAL ESTATE IN WILLIAMSBURG
ROLFKRAMER
ABR , e-PRO

REALTOR
R

R

EQUAL HOUSING
OPPORTUNITY

L LONG &
FOSTER

REALTORS

F

Knowledge of the Market
 Effortless Process

757-564-4455
rolf@rolfkramer.net www.rolfkramer.net

Call Me!
I have the keys to 
your new home!

cell phone 757-570-4076
Robert Marakos

rmarokos@williamewood.com
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     The restaurant industry in the Williamsburg 
area is a vital part of the local economy. It is 
perhaps one of the small business segments 
with the most members; there are over 130 
restaurants in the Williamsburg/James City 
County area (not counting fast food). Some 
of these restaurants have served locals and 
tourists for years, some for a while and others 
are new entries into the market. 
     More than 80 of these restaurants are 
members of the Williamsburg Area Restaurant 
Association (WARA).  Rex Hoover is serving his 
second year as president of WARA, which was 
organized in the late 1990’s by local restau-
rateurs to promote and protect the economic 
interests of the area restaurant industry. 
     “My goals as president are to grow the 
membership and to see a certificate program 
in Food Service and Hospitality up and run-
ning,” Hoover said. “We’re partnering with 
Thomas Nelson Community College on this 
project and expect the program to be avail-
able this fall at the McLaw’s Circle 
campus.” 

     WARA recently added a director of or-
ganizational development to its staff to keep 
abreast of government regulations that deal 
with issues ranging from food coatings to 
meals tax, and to serve as a liaison from the 
restaurants to the asso-
ciation board when their 
voices need to be heard. 
     “The association is 
large enough now to jus-
tify the services of the di-
rector,” Hoover explained, 
“but the other benefits are 
just as valuable – coopera-
tive marketing with local 
and regional governments 
and tourism partners, the 
WARA Gift Certificate Pro-
gram and Dining Guide 
Listing, training and net-
working opportunities.” 
     Rex Hoover is expe-
rienced in the restaurant 
business having spent most of his adult years 
in the industry. When he first moved to Wil-
liamsburg in 1998, he was the manager of 
Cracker Barrel. He is now the owner of Spec-
tators Family Sports Pub, which opened in 
Monticello Marketplace in January 2006. 
     “When we first opened, there weren’t 
so many places to eat on this side of town,” 
Hoover said. “People were looking for places 
to go that were close by. Now, there are a 

number of others and the competition is 
strong. I have been surprised by peo-
ple’s loyalty to a place they like. Most of 
my business is from locals, but the res-
taurant draws well from tourists and 
timeshares because of the location 
and the sports theme.”
    Every restaurant has its own set of 
challenges depending on its location, 
competition and other factors includ-

ing the type of food they serve. “Market-
ing is my biggest challenge,” Hoover said.        
“There are a lot of different media to work 

with and a diverse group to market to. It is 
my most time-consuming job.” 
    Dennis  White, owner of the well-established 

Aberdeen Barn on Richmond Road, remem-
bers a time when the restaurant industry was 
much smaller and there was nothing between 
his restaurant and the Pottery except four and 
a half miles of fields and a few houses. 

     “My dad and his part-
ner started the restau-
rant in September 1974,” 
White said. “The biggest 
challenge in those early 
years was keeping up 
with the sheer volume of 
customers. We’d have 50 
to 60 people standing in 
line some nights. There 
weren’t many restaurants 
in town then for a nice, 
reasonably priced, sit-
down dinner. The Jefferson 
and The Lobster House 
were just down the street 
to the east. The Jefferson 
has operated continuously 

since it opened and The Lobster House is now 
Country Harvest Buffet. The Colonial Restau-
rant transitioned to Colonial Pancake House. 
The Yorkshire, which is still serving, was on 
Route 60 on the other side of Colonial Wil-
liamsburg.”  
     The Aberdeen Barn built its reputation 
on excellent food and service during that time 
and word-of-mouth continued to develop a 
strong and loyal following. While White’s busi-
ness volume remains consistent throughout 
the year, he does hire one extra server from 
July through October to help accommodate 
tourists and visitors attending fall events. 
     “A young lady from Poland is my extra help 
from July through October,” White said. “This 
will be the fourth year that she has come to 
the United States to work for me.” White ac-
knowledged that it has become more difficult 
for restaurants to find enough hometown help 
during the busy season. “There has been such 
tremendous growth in the food service indus-
try in Williamsburg that there aren’t enough 
local kids to fill the seasonal jobs,” White ex-
plained. “Lots of area restaurants are hiring 
international students now.” 

     White is fortunate to maintain his staff 
durng this time of year.  Three of his key em-
ployees have been with him for over 20 years. 
He attributes the longevity of his staff to treat-
ing them with respect and providing benefits 
that are not typically offered to food service 
employees. He doesn’t miss the little bit of 
extra profit that goes towards paying for ben-
efits, but he would miss his employees. “They 
are like my family,” White said.
     Mike Jeo and Eric Ramos are co-owners of 
Center Street Grill in NewTown, an area res-
taurant that is a few months away from two 
years in business. Jeo and Ramos have known 
each other for years, and their career paths in 
food service crossed many times. They knew 
they wanted to collaborate on a restaurant and 
liked the environment in Williamsburg. When 
NewTown was in its infancy, Ramos knew it 
was the right place and the right time. They 
opened Center Street Grill in November 2005 
just down the street from NewTown Cinemas. 
     Although the venue was a draw in itself, it 
was one of only a handful of restaurants open 
in NewTown at that time. There was still a lot 

of construction going on that could keep peo-
ple away and promoting their business was 
a top priority. Jeo and Ramos used a variety 
of marketing techniques and advertised using 
different media to introduce the restaurant to 
the local population. 
     “The local community embraced us, and 
as more new businesses open in NewTown, 
tourist traffic is picking up.” Ramos said. “We 
are pleased with the progress after a year and 
a half.”
     Jeo and Ramos are also members of 
WARA. They enjoy being part of the commu-
nity alliance of restaurant owners and depend 
on the information pipeline. “The networking 
is great. We like developing camaraderie and 
staying competitive at the same time,” Ramos 
said.  
      Howard Hopkins, part owner and manager 
of Food for Thought on Richmond Road, has 
faced different challenges operating an inde-
pendent restaurant in Williamsburg. Hopkins 
is experienced in the restaurant business hav-
ing been part owner of three other restau-
rants before coming to the area. Those res-

taurants were in close proximity to beaches in 
Maryland and Delaware, and Hopkins said he 
didn’t expect the demographics in Williams-
burg to be so different. 
    “At the beach, people own condos and 
beach houses and visit often or stay through 
the season,” Hopkins said. “We served the 
same guests at least once a week. Here, we’re 
dealing with motel and timeshare guests who 
visit the area once a year. We are at a disad-
vantage in attracting the tourist market. It is 
hard to compete with the chain restaurants. 
Their logos, colors and signage are easily rec-
ognized.” 
      Hopkins has built his restaurant busi-
ness primarily on the locals who give him con-
sistent business. He estimates 60 to 70% of 
his guests are locals who enjoy the food and 
the unique theme tied to the name, Food for 
Thought. As a child, the news would be on 
the TV during dinner. Hopkins remembers it 
often-times generating family conversations. 
He wanted to create an atmosphere in his 
restaurant that would evoke thought and con-
versation and would be a tribute to the scien-
tists, business and social leaders that make 
the world a better place. 
     “Inspiring people come from all over the 
map, and our food is just as diverse,” Hopkins 
said. “There is a meaningful and fully intend-
ed correlation between the items on the menu 
and the great people of the world.” Hopkins 
admits that he misses time in the kitchen to 
create menu items, but he enjoys chatting 
with his guests, making sure they are happy 
and answering questions about the quotes 
printed on the walls. The motto is, after all, 
‘Eat Drink and Think’.  
     The growth in the restaurant industry  
in the last decade has been tremendous. 
Increased competition forces restaurants to 
examine their competitive advantages and to 
capitalize on them in ways that will set them 
apart from the restaurants down the street, 
next door or even across town. For the con-
sumer, this generally means better values and 
service. For the restaurants, it means finding 
new ways to increase market share through 
promoting their strengths to consumers to get 
new faces and hungry mouths through their 
doors. 
     Given the experience and know-how it re-
quires to successfully operate a restaurant in a 
competitive marketplace, Williamsburg diners 
won’t be disappointed. Rest assured that the 
talent Williamsburg attracts in the restaurant 
industry will translate into even more growth 
and savory dining experiences for us all.

Williamsburg Restaurants
           Serving Up Their Best in a Competitive Marketplace
	 	 										By	Suzanne	S.	Lanier

Rex	Hoover	is	the	president	of	WARA	and	
the	owner	of	Spectators	Family	Sports	Pub.

Dennis	White	is	
the	owner	of	the	
Aberdeen	Barn.

Mike Jeo is co-owner 
of Center Street Grill.
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By Linda Landreth Phelps

    Taking a risk, stepping out with no 
backup and no guarantee of success, is 
known as “working without a net.”  In the 
business arena, friends and colleagues 
who work together can act as a synergis-
tic safety net for one another.
     It’s said that on average each person 
knows more than 250 con-
tacts; each of those people is 
an opportunity. What if you 
could reach out to those 250 
people and gain access to 
the other 249 contacts that 
each of them knows? 
     This interactive concept 
forms the basis of network-
ing. Business-to-business 
networking is about building relation-
ships based on trust, helping others, and, 
yes, helping your own business to grow 
along the way. Much of Williamsburg’s 
networking takes place informally - on 
golf courses, at the weekly Christian men’s 
breakfasts, at the Business and Profes-
sional Woman’s Club meetings, Rotary 
lunches, or is naturally carried out as part 
of profession-specific gatherings. Addi-
tionally, there are many formal network-
ing groups, both franchise and grassroots 
organizations, springing up.
     The way it works is simple. Within a 
group, each category of business is repre-
sented by a member who refers a client 
to fellow members in inter-related fields.  
Perhaps a real estate agent who has just 
sold a house recommends a  mortgage 
broker who recommends an insurance 
agent in a natural progression.  Sometimes 
that agent will also list a house in need of 
repair; the business cards of a handyman 
service or carpet cleaner are then given to 
the client, or a fellow member is given a 
lead to follow up.  The agent may be asked 
if he knows a good physical therapist for 

his client’s mother—and he just happens 
to have a card in his briefcase for one that 
has been screened by the officers of his 
networking group and that he can confi-
dently recommend.
     The size of these groups varies from 
quite large to smaller and more intimate. 

Obviously, the larger the net, 
the more potential business 
generated, but there are ad-
vantages to joining a small 
group, too.  Mary Beth Gib-
son is the Vice President of 
The Leading Edge, a group 
with nineteen current mem-
bers. 
     “I credit the Leading 

Edge for the growth of my company, The 
Entrepreneur’s Source,  in the Williams-
burg area. The nature of what I do, which 
is helping entrepreneurs build their own 
successful business ventures through 
coaching, depends on referrals.  I’m really 
pleased with all of the contacts they’ve  
brought me and the clients I’ve gained as 
a result of the relationships developed in 
that group.” 
     Last year, when she was 
diagnosed with breast 
cancer, the group was 
also there for her.  “These 
people really stepped 
up and supported me 
and my 
fam-
ily.  It’s 
not just 
about 
business,” 
she says. 
     

The character of different groups can vary 
as widely as their size.  Some emphasize 
and serve the more “white collar” busi-
nesses such as banking, engineering, ar-
chitecture, and real estate, while others 
concentrate on the service or hospitality 
industries.  Many are a mélange of them 
all.  Though there are women-only groups, 
attendees usually reflect an approximate 
60/40 split of male to female and the ma-
jority fall into the 30 to 60 years age range.  
Since most networking groups gather im-
mediately before the usual work day be-
gins and reflect the diversity of careers in 
Williamsburg, the dress can be flip-flops 
or Ferragamo, Brooks Brothers or Banana 
Republic. 
     A commitment to regular attendance is 
crucial, and if a member can’t be there, it’s 
expected that they arrange for a substi-
tute in their field to attend in their place. 
Some people have had these networking 
groups work so well and bring so much 
success that they’ve actually had to drop 
out for lack of time.
     Most people come to their first meeting 
because they received a personal invita-
tion.  The  Williamsburg Business Exchange 
chapter of BNI, or Business Network Inter-
national, a franchise whose philosophy is 
“Givers Gain”,  is presided over by J. Na-
than Hill, an agent with Long & Foster

    Realtors. A relative newcomer to Wil-
liamsburg, he and Debbie Henry, a
    local mortgage banker, started a     

  new chapter in August of 2006 
with four 

Are You Working Without a Net? 

“I’d say that at least 
35% of my clients 
come from referrals 
directly attributed 
to membership in 
my network.”

      - Nathan Hill

J. Nathan Hill
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or five others.  From that nucleus grew 
their current membership of twenty.
      “We were recently named one of the 
Peninsula’s fastest growing BNI chapters. 
Due to a recent Visitor’s Day, we’ll be gain-
ing at least eight and maybe twelve new 
members.  In my own business,  I’d 
say that at least 35% of my clients 
come from referrals directly attrib-
uted to membership in my network,” 
Nathan reports.
     Steve Rosen is a transplanted New 
Yorker, a local independent business-
man who owned his own printing 
business for 13 years before he sold 
it and moved to Williamsburg five 
years ago.  He now owns an inde-
pendent print and media business, 
Reel Media,  and is a broker who 
works from home (or out of places 
like Panera Bread, one of the favorite 
networking hot spots in New Town). 
He is passionately enthusiastic about the 
benefits of membership in a group.
     “The cost is negligible - ranging from 
$200 to $325 - and when you consider 

that if you pick up just one account 
through a contact made at a meeting, it 
will most likely defray  the costs of years 
of membership fees.”
     But it’s not just handshakes,  schmooz-
ing and the exchange of cards. Some 

groups offer training as well, such as how 
best to present yourself and your com-
pany, how to establish a relationship with 
clients, tips on developing public speak-

ing skills, and more. 
     The key to success is to be authentic, to 
build trust and relationships, and to look 
for opportunities to help others.  A recent 
study says that an impressive 79 percent 
of all networkers surveyed reported that 

the business they gen-
erated from their or-
ganization had either 
met or exceeded their 
expectations. 
    In addition, they 
gained something in-
tangible - the powerful 
sense of community 
that comes along with 
associating with like-
minded people who 
have committed to 
helping one another 
succeed.  It’s a big world 
out there and it’s nice 

to know that you’re not alone. With the 
wholehearted and enthusiastic help of 
friends and colleagues, there’s no need to 
work without a net.

Steve Rosen at a recent Chamber of Commerce Business After Hours.
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     Self-employment and busi-
ness coaches are part of a 
growing market to support 
peoples’ personal and profes-
sional growth. They help peo-
ple not only get into business 
but also stay in business. This 
emerging industry also includes 
personal trainers, life coaches, 
and executive coaches.     
     If you are someone who 
wants to start your own busi-
ness and you need special at-
tention and expertise to help 
you get started, you may want 
to consider hiring a professional 
who can do just that.
     How would it help you to 
work with a coach?
          Working with a coach can 
help you assess business own-
ership as a viable option and  
can assist with the following:

-  Identifying your strengths, 
aptitudes, interests, and skills 

- Defining your personal and 
professional goals, needs, and 
expectations 

-  Determining how you want 
your life to look in three to five 
years

-  Obtaining information about business mod-
els that you can leverage to produce the re-
sults you want

-  Staying focused on your objectives

-  Working through fears and insecurities

-  Providing resources for small business loans, 
business plan development, market data, and 
other valuable information
    
     Mary Beth Gibson is the owner of The 
Entrepreneur’s Source, a local company that 
provides one-on-one professional guidance to 
individuals who want to start their own busi-
ness. She is a graduate of William and Mary 
with a 20 year career in Human Resources. 
    Next Door Neighbors met with Gibson to 

find out more about her business and ways 
she works with Williamsburg area locals:

NDN: How does The Entrepreneur’s 
Source help someone get started in a 
business?

Gibson: As a coach, I first spend time get-
ting to know you and learning about your per-
sonal and professional goals so I can help you 
evaluate self-employment as an option to the 
traditional job market.  If you want to explore 
business ownership, I can identify businesses 
(franchises, resales, distributorships) that I 
believe have the potential to meet your goals 
and then help you research them.  Ours is a 
discovery process, so I offer a way for you 
to explore different business models in a safe 

environment.   I can also iden-
tify resources to help you once 
you have found the right busi-
ness for you.

NDN: Can a coach give an 
individual one-on-one at-
tention?

Gibson: Working with a coach 
is all about one-on-one atten-
tion and helping each client 
achieve their personal goals.  I 
have clients all over the country, 
but I particularly enjoy working 
with local clients for the face-to-
face interaction.  
 

NDN: Will a coach help a 
person along the way by 
answering questions for 
that individual and giving 
specific direction?

Gibson: The role of a coach is 
often more about asking ques-
tions than providing the an-
swers.  When I ask questions, 
it helps you evaluate what is 
important to you.  Of course, I 
also share a lot of information 
throughout the discovery pro-
cess, and I help you get the an-
swers to the questions that are  

                   important to you.  

NDN: What if someone owns their own 
business, but they are not getting the 
results they want. Would a business 
coach help?

Gibson: Yes.  Working with a coach will help 
you to identify the gaps that are interfering 
with your goals and to prioritize solutions to 
address those gaps.  I also have relationships 
with a number of organizations that provide 
resources to help the small business owner 
succeed and can direct you according to your 
particular challenges.
  
For more information about enlisting a coach 
to start a business, visit:
www.theesource.com/mgibson

Mary Beth Gibson is the owner of The Entrepreneur’s Source, a local com-
pany that helps small businesses become more successful.

NEED A COACH
FOR YOUR BUSINESS?
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USED BOOK STORE
Mermaid Books
Aurise Eaton, Owner

Her business card advertises “Tales…and 
tails.” Aurise Eaton of Mermaid Books was 
working nearby when she established a rela-
tionship with an older couple who owned The 
Book House, a quirky shop tucked away in a 
basement off of Merchant’s Square.  When 
they decided to retire they sold the business 
to Aurise.

Q: Can you tell us a bit about your 
business, Aurise?

A: I bought the store six years ago and re-
named it The Mermaid Shop just because I 
love mermaids. In my store I carry used and 
rare books, anything odd or unusual.  I sell 
lots of the classics, histories, civil war and 
revolutionary war books, as well as antiques, 
collectibles and ephemera. 

Q: How has your business changed 
over the last six years?

A: It hasn’t changed very much; it’s pretty 
steady, but I do sell online now.  People like to 
actually handle a book—smell it, touch it—so 
I do more sales from the actual store.

Q: What are 
your biggest     
challenges?

A: When Parlett’s, 
the store above me, 
moved, and the 
three businesses 
across the street 
(Blue Talon Bistro, 
The Peanut Shop, 
and Baskin-Rob-
bins) had to close 
temporarily because 
of a fire, it was 
a struggle. Some 
thought Barnes & 
Noble opening up 
down the street 
would be a prob-
lem, but they actu-
ally send people to 
me if they don’t carry what a customer may 
be looking for.  

Q: What do you like most about what 
you do?

A: Reading, of course! I’m also a real “people 
person” and enjoy 
getting to know 
the locals and 
talking with the 
college students 
and tourists who 
wander in.

Q: And what 
do you like 
least?

A: Dusting!

Q: What do 
you think the 
next ten years 
will bring?

A: In ten years I 
hope to be retired, 
but I’ll really miss
my wonderful     
books and the  

                                      friends I’ve made.

PLEASE SEE NEXT Q&A ON PAGE 18.

NEXT DOOR NEIGHBORS
THE WAY BUYERS AND 

SELLERS CONNECT
“The response to our first ad in Next 
Door Neighbors has been excellent.  
Within days after it went out, we had 
numerous calls from people interested 
in our Beach Thyme package.  Meredith 
did a great job designing our ad and was 
very easy to work with.  We will con-
tinue to advertise in this publication!”   
             - Larry Williams

Larry and his wife, 
Nellie, are owners 
of Supper Thyme USA 
on Longhill Road in 
Williamsburg.

Aurise Eaton is the owner of Mermaid Books.
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TECHNOLOGY SERVICES
Xactec
Marv Evans, Owner

Marv Evans wants people to 
think of technology as their 
friend. When he opened 
Xactec in 1991, he did so 
with the intention of helping 
other small businesses take 
advantage of the rapidly 
progressing world of tech-
nology without having to 
master the industry. That’s 
his job. He and his dedi-
cated crew of technologists 
strive to lift the esoteric veil 
from computers, networks, 
phone systems and more to 
show businesses how tech-
nology can work for them. 

Q: Marv, what kinds 
of services does your 
business provide?

A:  We provide a full suite 
of technology services - 
cabling installations, serv-
ers, networks, traditional 
computer installation, tele-
phones and support. We 
offer an entire technology 
solution and have a passion 
for removing the mystique 
from technology. 

Q: Why did you get 
into this business?

A:  Technology is a business 
necessity, and it remains 
one of the biggest mysteries 
to business owners. I want-
ed to help other businesses 
address these mysteries and 
make sure they are using only what they need 
to. We are very sympathetic to businesses at-
tempting to efficiently apply technology. 

Q: How has your business changed 
since 1991?

A:   I am a believer that technology and medi-
cine are two disciplines that you can never, 
ever stop learning – the language, the prod-
ucts, the players change on a weekly basis. 
Technology is becoming more and more mo-
bile and we are moving into an era when busi-

nesses are expecting technology to help them 
be more mobile. We are going in that direc-
tion. We have phone systems that use one 
number for desk, cell and home. The same 
goes for the computing side. People need to 
be able to access their desk computers from 
anywhere. Today’s business technology al-

lows workers to constantly be mobile.

Q: What are some of the challenges 
you face?

A:   Developing a culture within our company 
of lifelong learners and ensur-
ing that the people we have, 
have a passion for keeping 
current and learning new tech-
nologies. When you have a 
business that is so dependent 
on relationships, you have to 
get the best people who have 
a passion for service as well 
as continuous learning.
 
Q: What opportunities 
do you see in this area 
for your business?

A: The great thing about it 
is that technology will only 
become more and more 
prevalent in all manners of 
life – private and business. I 
cannot imagine a time when 
technology becomes obsolete. 
Williamsburg is a healthy, 
growing community and it is 
steadily becoming more and 
more technology oriented. 
These are times when even 
the smallest business must 
employ some kind of technol-
ogy, even if it is just a small 
Web page. We have the 
power to offer businesses the 
entire solution.

 
Q: What do you like 
most about your job?

A: Helping businesses make 
technology more of a friend 
than some sort of necessary 
evil.

 
Q: What do you look for-

ward to in the future?

A: We continue to look forward to providing 
premier technology services to businesses in 
Williamsburg who understand what technol-
ogy can do for them. 
 PLEASE SEE NEXT Q&A ON PAGE 19.

Marv Evans, owner of Xactec.
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PET SERVICES
The Pet Resort at Greensprings
Marc and Liz Illman, Owners

When Marc and 
Liz Illman moved 
to Williamsburg 
ten years ago, they 
bought a horse 
boarding facil-
ity from an elderly 
couple. It looked to 
them like a dream 
come true. Set on 
17 acres, it had 
scenic riding trails 
and unspoiled pas-
ture land. 

Q:   Marc, can 
you tell us a 
little about The 
Pet Resort at 
Greensprings?

A:   We provide 
a safe and loving environment for pets. In 

Just one way Spring
Arbor defines 

“quality of life.”

Adding flavor 
to life.

springarborliving.com

Call for a tour today.

757-565-3583

of Williamsburg
RESIDENTIAL

ASSISTED LIVING

AnHHHUNT Community

2005, we built a facility which is the largest 
in Williamsburg - 7,000 square feet - and it is 
climate controlled.  We board both dogs and 
cats and also offer training classes and a Day 

Camp for regular cus-
tomers as well as for 
visitors to the area.

Q:  Why did you 
decide to get into 
this business?

A: Liz and I love ani-
mals.  If you make 
your passion your 
business, it doesn’t 
feel like you’re going 
to work. We feel re-
ally lucky to be able 
to do this.

Q: How has your 
business changed 
over the last ten 
years?

A:  We started out 
with just horses, but with the population 

growth there was such a need for more 
boarding facilities for smaller pets in this area 
that we decided to change our vision. Dogs 
are just small horses, we like to say. It was a 
logical progression.

Q: What are the biggest challenges 
you currently face? 

A: Well, development is both a problem and 
an opportunity.  If the surrounding land is 
built on, will the new neighbors object to the 
level of noise that naturally comes with this 
kind of business? Our customer base would 
be broadened, but it might hamper our ability 
to do business.

Q:  What do you think the future will 
bring?

A:  Currently, our business is growing over 20 
to 30% every month. I can foresee that in the 
next year or two we may reach capacity, and 
we might have to turn customers away if we 
don’t expand.

4680-15 Monticello Marketplace, Williamsburg, VA   757.564.4400
www.grapesbythecrate.com

Mix n Match 
12 bottles or buy a case of your favorite wine 

and receive a 
12% discount on your purchase.

‘
PLEASE SEE NEXT Q&A ON PAGE 22.

Marc Illman at his facility with a customer’s dog.
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     Every year a local Chamber of Com-
merce member is honored as Small Busi-
ness Person of the Year by the Greater Wil-
liamsburg Chamber & Tourism Alliance. 
The person selected must be nominated 
for this recognition and is judged by crite-
ria relating to their length of time in busi-
ness, how well they serve the community, 
business growth and innovativeness, and 
other indicators of success. 
     In 2007, Steve Rose, owner of Wil-
liamsburg Event Rentals, received this 
honor.     Fifteen years ago, Steve moved 
to the United States  from England where 
he worked with his father in their garden 
center. It was there that he learned the 
importance of doing good work and de-
veloping relationships with people, espe-
cially customers.
     It was almost 11 years ago that Steve 
started his small business in Williamsburg. 
What began as a custom awning compa-
ny transitioned into an event rental com-
pany after only two years.  He got his start 
in the business with some guidance from 
a friend who owned a similar business in 
Charlotte, NC.  It was evident early on that 
he had his own vision about how to be 
successful.
     “I took five credit cards, maxed them 
out, and bought some inventory,” Steve 
explained. “I bought $35,000 worth of in-
ventory and just went from there and ba-

sically just stayed local right here in Wil-
liamsburg.  I had like four or five tents, 
tables and chairs and just gradually built 
it up every year.  The business grew 30 to 
50% every year for the first eight or nine 
years.”
     While Steve recognizes that many busi-
nesses aren’t always fortunate to realize 
those kinds of sales increases so early 
on, he also knows that he made some 
good decisions to help foster that kind of 
growth.
     “We worked hard,” Steve said.  “And we 
offered great services in the community.”
     Relying on the business principles he 
learned by working with his father in Eng-
land, Steve made a conscious choice to 
work closely with his customers and the 
community. “So that’s what we did,” he 
elaborated.  “We built up relationships.  
And we just did a great job and stayed 
right in Williamsburg and offered great 
service. We were there right when the 
event would start to make sure ev-
erything was good.  If the weather 
was bad we made sure we 
showed up with side-
walls and also we 
gave a lot of stuff 
for charitable 
events.”
     

Steve invested his time, resources and dol-
lars in in-kind donations to the commu-
nity and his good work helped to spread 
the word about his business. Over the 
last decade, this has been a very success-
ful business formula for him. Much of the 
reason it has generated positive results is 
that he has focused on his own commu-
nity and maintained a high level of quality 
in his work.  
     The thought from day one was to stay 
in town so they could be within 30 or 
40 minutes of addressing a concern of a 
customer.  “We do some jobs at the plan-
tations which is about 45 minutes max,” 
Steve said.  “We rarely go to Newport 
News.  We don’t go to Richmond.  We don’t 
go to Hampton or the beach.  We just stay 
in Williamsburg.”
     With that focus, Steve made himself and 
his company available to organizations in 
need and he got to know the people 

he did business with.  

Meet Steve Rose
2007 SMALL BUSINESS PERSON OF THE YEAR
By Meredith Collins
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Word of mouth has been a large part of 
his business growth.  His plan to seek out 
jobs close to home where he could best 
serve his customers worked well.
     “It’s very easy to lose 
your reputation in town 
if you do something 
poorly,” Steve said. “It 
doesn’t take many jobs 
that don’t look great be-
fore people start talking. 
If you are trying to just 
stay in one community, 
as far as I’m concerned, 
then you have to be very, 
very careful to keep that reputation really 
high because word travels fast. As long as 
that word is positive that’s great, and it is 
right now for us.”
     That strategy has worked out well for 
Steve. Putting his employees to work at 
home has kept his business strong. “And 
now we do a lot of work for the college,” 
Steve continued.  “ We also do nearly all of 
Colonial Williamsburg’s work.  That’s about 
30% of our business and the rest is all pri-

vate weddings and corporate events.”
     Just as important as serving his Wil-
liamsburg area customers well is his will-
ingness to do work for non-profit organi-

zations that just cover 
his costs or to become 
even more involved in 
certain fund raisers like 
March of Dimes, Land 
Conservancy or Relay 
for Life. 
     Three years ago, Steve 
and his wife, Laura, 
started a non-profit or-
ganization called Inclu-

sions to create ways to raise money for 
the charitable organization.  Inclusion’s 
mission is to inform, involve, and inspire 
children from diverse backgrounds in the 
Historic Triangle Community. 
     “We do the concert series that was at 
NewTown for the last three years and now 
it’s at Lake Matoaka on the college cam-
pus,” Steve explained. “So we do that and 
we do the Chocolate Affair which is in Feb-
ruary.  It’s just a big chocolate indulgence. 

We have about 15 or 18 vendors who do-
nate 500 items of chocolate. We charge 
$15 a ticket to get in and then you eat all 
the chocolate you want to eat for about 
three hours. We’re in about our fourth or 
fifth year.” All proceeds from both events 
go to Inclusions.
     “And then we give it back to kids or-
ganizations in town or individuals,” Steve 
added. “Whatever the needs are. We’ve 
given probably $30,000 to $40,000 back 
to the community over the last three to 
four years doing that.  That’s separate 
from Williamsburg Event Rentals where 
we help out with lots of events.”
     While Steve is happy about receiving 
the Chamber of Commerce award, he 
recognizes that his success and personal 
fulfillment doesn’t come from honors 
such as this, but from the work he does. 
In fact, it is his work that has helped shape 
his life - not only the work for his business, 
but his work for family, friends and com-
munity.  “We’ve been doing it for over ten 
years,” Steve said. “And I’m still out there 
working hard doing it.”

“We worked 
hard,” Steve 
said. “And we 
offered great 
services in the 
community.”

every �ursday evening in
�e GABRIEL ARCHER TAVERN
at the Williamsburg Winery

Enjoy a relaxing and elegant dinner
paired nicely with one of our world class wines.

Very limited seating so reservations
are required 24 hours in advance.

Please call (757) 258-0899 ext. 121
www.williamsburgwinery.com

WINE & FOOD
PAIRING DINNERS
WINE & FOOD
PAIRING DINNERS

SEPTEMBER ISSUE
Education

In Home Date: August 23, 2007
Advertising Deadline: Tuesday, August 7th

OCTOBER ISSUE
Family Values

In Home Date: September 20, 2007
Advertising Deadline: Tuesday, September 4th

NOVEMBER ISSUE
Health

In Home Date: October 18, 2007
Advertising Deadline: Tuesday, October 2nd

DECEMBER ISSUE
Williamsburg Holidays
In Home Date: November 15, 2007

Advertising Deadline: Tuesday, October 30th

JANUARY ISSUE
2008 Forecast

In Home Date: December 13, 2007

Look for these upcoming issues of
Next Door Neighbors
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Want to Nominate 
Someone? 

2008 
Small Business Person of the Year
To submit your nomination, simply take 
a few minutes to complete the form you 

can find online at:

www.williamsburgcc.com

The following criteria should be your 
guide in submitting your nomination:

Staying Power
A substantiated history as an estab-
lished business; must be in business 

at least five years

Growth in Number 
of Employees

A benchmark to judge the impact of the 
business on the job market

Increase in Sales and/or of 
Unit Volume

An indication of continued growth

Innovativeness of Product or 
Service Offered

Illustrations of the creativity and imagi-
nation of the nominee

Response to Adversity
 Examples of problems faced in the 

business and the methods 
used to solve them

Evidence of Contributions by 
the Nominee to Aid 

Community Oriented Projects
Using personal time and/or 

other resources

The deadline for nominations is
August 15, 2007

Nominations may be faxed to
(757) 229-2047

or mail to
Greater Williamsburg Chamber & Tourism Alliance

Small Business Person Nomination
PO Box 3495

Williamsburg, VA 23187-3495

HOME IMPROVEMENT

Kitchen Tune-Up
Mark Levy, Owner

Mark Levy opened the Williamsburg branch 
of this remodeling service just two years ago. 
He has built his business on two things he 
knows best – customer 
service and wood. Kitch-
en Tune-Up is a National 
Franchise System start-
ed in 1989 specializing 
in cabinet refacing, new 
kitchen cabinets, resto-
ration and recondition-
ing of any wood in your 
home. 

Q: Mark, can you tell 
us a little about Kitchen Tune-Up?

A: We are a kitchen and bath remodeling ser-
vice. We offer an entry-level remodel, where 
we come in and breathe new life into old 
kitchen cabinets or bathroom vanities. We 
offer refacing, which gives kitchens a brand-
new look without the brand new cost. And 
we offer new kitchens – countertops, cabinets 
and floors - for the average budget. That’s 
who we are in the kitchen business.

Q: Why did you get into this remodel-
ing business?

A: Only about 10 percent of people can say 
“I can afford to get a new kitchen.” There’s 
90 percent who say “I wish I could get a new 
kitchen.” I got into this business for these 
people. Previously I was in the customer ser-
vice business for 25 years. My father built 
dollhouses and museum-quality dollhouse 
furniture when I was growing up. So wood-

working is something I also know well. 

Q: What kind of changes have you 
seen in your business in the last two 
years?  

A: We have definitely grown as the word has 
gotten out about what we do. We have a 
great referral business, which means people 

like what we do. They 
realize we are a reason-
ably priced alternative 
to new kitchens. 

Q: Are there any 
challenges your 
business currently 
faces?

A: Project management 
is very challenging. 
Home improvements 
are stressful for home-
owners. There are a 
lot of horror stories out 
there about remodels. 

As a contractor, keeping communication open 
helps them get through the process easily. 
We strive to make the client comfortable with 
the process. It helps if we all keep an open 
mind. 

Q: What kind of opportunities do you 
see in Williamsburg?

A: Every market has opportunities. In Wil-
liamsburg there are certain things you cannot 
do because of the historical aspect. Also, the 
housing market is not allowing many people 
to buy houses with brand-new kitchens. We 
can help give these old kitchens tasteful face-
lifts.

Q: What do you like best about what 
you do?

A: Watching the process. Seeing an awful 
kitchen go to “Oh my goodness, that’s beauti-
ful!” 

Mark Levy owns Kitchen Tune-Up.



Q. If you had the finan-
cial means, the capabilities 
and the resources to start any 
small business you wanted, 
what would it be and why?
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A. “I’d probably want to build 
something that would be teenage oriented so that way we’d actually have something 

for teenagers to do so they wouldn’t get arrested for loitering around. Everyone’s 
going to say we’ve got the WISC complex and how they sometimes do their Friday 

night dances, but they stopped doing that my sophomore year. So what I would 
open would be a place where high school kids could go and hang out. It would have 

a lounge, have dance floors, have an arcade place where those kids could go. Just 
some place where teenagers can actually just hang out and not be questioned about 

where they are going or what they are doing.”

Carol Copenhauer,
Williamsburg

A. “I would want to start a business where 
I could help people more. There are so many 
people who need help and I would want to 
create a business that could do more to meet 
their needs.”

Introducing

Hey Neighbor!
Next Door Neighbors is now providing space 
each month for you to keep each other 
informed about things that are happening in 
Williamsburg, and how you feel about them. 

If you have an event or happening you want 
your neighbors to know about, or you have 
an opinion about something of general inter-
est, let us know. We will publish as many 
submissions as possible in each upcoming 
issue of Next Door Neighbors. You must 
email us your full name and provide us with a 

telephone number in case we need clari-
fication. Submissions will not be printed 
without full names of the person submit-
ting the information.

To have your email published in the 
next issue of Next Door Neighbors, 
send us your opinion on matters you 
want to share with your neighbors, 
or give us information on upcoming 
events occurring between August 
24th and September 20th.

Garrett Petit,
Williamsburg

Email: heyneighbor@cox.net
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NEW ARRIVALS!
LUXURY CARS - EXCEPTIONAL SERVICE

2004 Volkswagen Passat GLS
Sunroof, wood package, leather inte-
rior, CD player, very clean, 1.8T, only 
28,000 miles.

2006 Volkswagen Passat Sedan
New body style, package 1, climate 
control, CD player, sunroof, keyless 
entry, 2.0T, like new with only 13,608 
miles.

2003 Audi A4 Sedan
Leather interior, Bose sound system, 
cold weather and premium package, 
1.8T, 47,750 miles.

2003 Volkswagen Passat GLS
Grey cloth interior, CD player, sunroof, 
only 31,450 miles.

2003 Audi A4 Cabriolet
Grey leather interior, CD player, climate con-

trol, 1.8T, 38,800 miles.
GREAT SUMMER FUN!

We can special order 
the car of your dreams!

Tell us what you are looking for.

421 East Rochambeau Drive next to Pierce’s Barbeque Pitt
We know you’re busy... Call us to set up an appointment so that we can give you the personalized service you deserve.

(757) 220-9660
www.eurocarsofwmsbrg.com


