


Within the legal community, the attorneys at Lowen-
stein Sandler are using their legal expertise and commit-
ment to pro bono services to improve their communities 
in unique and meaningful ways.  Recently ranked first in 
New Jersey for pro bono services by American Lawyer, 
the firm established the Lowenstein Center for the Pub-
lic Interest in 2008 to coordinate the pro bono efforts of 
the firm’s 270 attorneys in their offices in Roseland as 
well as California, Massachusetts, and New York.

“A successful lawyer is not someone with just pro-
fessional accomplishments. He or she is also a leader in 
the community,” says Kenneth Zimmerman, chair of the 
firm’s Pro Bono Program and head of the Lowenstein 
Center for the Public Interest.  “Giving back to the com-
munities we serve is part of the firm’s culture and the 
reason why we established the center to coordinate and 
maximize our efforts.”

Scope
The Lowenstein Center for the Public Interest is 

administered by five Lowenstein associates, each of 
whom dedicate roughly 25 percent of their time to the 
Center’s projects. These attorneys seek out opportu-
nities for the firm to apply its pro bono services.  The 
Center closely follows a strategic plan that guides its 
decision-making and overall pro bono efforts.

“Lowenstein Sandler regularly dedicated mil-
lions of dollars in value in legal fees for our pro bono 
representation,” says Lowenstein Managing Director 
Gary Wingens.  “When we established the Center, one 
of our first challenges was to figure out a strategy to 
best employ those efforts and whether we ought to 
be focusing on a few topical areas.”

The firm sought input from its attorneys and ul-
timately selected six issue areas: children and edu-
cation; immigration; criminal justice; civil and hu-
man rights; the arts; and sustainable and community 
development.  With these guidelines in place, the 
Center proactively identifies situations in which pro 
bono services have the most profound impact.

The Center has since supported a variety of com-
munity organizations.  What follows is a closer look 
at a few of these programs.

When one thinks of corporate philanthropy in New Jersey, 
the community efforts of major financial services, utilities, 
or pharmaceutical companies may first come to mind.  Yet 
organizations of all sizes and specialties make up New 
Jersey’s robust philanthropic community. 
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Lowenstein Sandler  
Legal Expertise for a Positive Impact
By Heather Grizzle

philanthropic spotlight

Lowenstein Center for the Public •	
Interest coordinates all pro bono efforts	
				  
	Committed 3% of total billable hours to •	
pro bono work				  
	   
	STRIDES® program to promote career •	
advancement for women

Notable Elements:



	Lowenstein serves as the lead •	
New Jersey law firm for KIND 
(Kids in Need of Defense), an or-
ganization founded by Microsoft 
Corporation and UN Goodwill 
Ambassador Angelina Jolie, that 
provides pro bono legal services 
to unaccompanied immigrant 
children in the United States.  
The organization has the goal of 
providing legal representation 
for 100 percent of unaccompa-
nied immigrant children in Los 
Angeles, Seattle, Houston and 
the Northeastern corridor of the 
United States by 2010.

	Lowenstein has responded to •	
the mortgage crisis by working 
with Housing and Neighbor-
hood Development Services, Inc. 
(HANDS) and other non-profits 
to develop a Community Asset 
Preservation Corporation that 
will purchase mortgages and 
abandoned properties in an ef-
fort to stabilize at-risk neighbor-
hoods.  
	Lowenstein worked with the •	
Seton Hall Center for Social Jus-
tice to challenge the raids on im-
migrant homes conducted by the 
Immigration and Custom En-

forcement (ICE) agency.	
In addition to these pro bono ser-

vices, the firm is engaged in several 
more traditional charitable activi-
ties including food drives with the 
Community Food Bank, backpack 
drives for area schools, and direct 
philanthropy for youth programs 
and summer camps.  

Results
Lowenstein Sandler’s longtime 

commitment to the community has 
earned the firm numerous distinc-
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Lownerstein Sandler is a member 
of the Chamber’s Cornerstone
New Jersey program

continued on page 21
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How CEOs Can Meet 
The Baby Boomer Challenge
A guide to the world of human resources that will help solve 
the puzzle of how to develop an organization’s most valuable 
resource – its people.

The younger successors, Generation X 
(born 1964 to 1980) and the Millennials (born 
after 1980) are more technically competent 
than any generations in our history, but they 
are a far different kind of executive. Their 
work ethic is different from the unyielding  
commitment of the Baby Boomers and Veter-
ans and their loyalties and staying power are 
more questionable. Millennials, in particular, 
often lack core competencies such as analyti-
cal skills and ability to write clear business 
letters and reports.

In past years, replacing the old with the 
new worked because the new were the Baby 
Boomers, 78 million strong, intensely loyal 
and with a cultural commitment to succeed by 
outworking everyone else in good times and 
bad.  They became the backbone of American 
business.  Being forced out now is false eco-
nomics.  CEOs and their companies risk a se-
rious loss of business continuity, productivity 
and competitiveness. If the president is right 
and the deficit can be cut in half in his first 
term, that good news will be offset in business 
by an almost “perfect storm” scenario. Just as 
the recession ebbs, in three years, 2012, Baby 
Boomers will begin to reach 66 and be eligible 
for full Social Security.  Their 401Ks will have 
rebounded to some reasonable extent.  Home 
values will have increased.  The millions of 
Baby Boomers will start to retire in droves, as 
we have all expected for some time.   

Businesses that have already suffered 
losses of institutional knowledge and key 
relationships with customers, vendors and 
employees by cutting older staff,  will be hit 

As the downturn continues, probably through the 
rest of this year, CEOs have a dilemma. They 
can cut their oldest and most expensive people to 
save costs, as many have been doing.  And they 
can hope their younger staff can fill in the gaps 
in institutional knowledge left by the Veterans and 
Baby Boomers who are being let go. That is both 
a short- and long-term gamble.

H
R Toolkit

by Robert S. Hoberman
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again, only this time much harder.  Just 
as the turn in the economy offers re-
newed growth potential, vast numbers 
of executives, managers, supervisors 
and staff will leave.  And companies, 
whose CEOs lacked vision will be 
swept aside by those who found ways 
to retain that knowledge and those re-
lationships and, therefore, are ready to 
charge forward and take advantage of 
marketplace opportunities.

In the real world of 2012 and beyond, 
Baby Boomers at retirement age will 
have maxed out their retirement credits.  
Those with defined pensions certainly 
will leave.  Those with 401(k)s may take 
their restored moneys and go to work 
somewhere else, part-time or fulltime.  
Because of experience, industry and 
market knowledge, skill levels and an 
unthreatening nature in a corporate 
political sense, they may actually earn 
more money and, possibly, additional 
benefits.

A growing number of companies 
and government agencies have learned 
to value the experience and  practical 
knowledge of the relatively healthy, 
energetic and still eager-to-learn Baby 
Boomer generation.  Trends in recent 
years have shown that companies have 
been increasingly more willing to hire 
executives and staff who are in their 
mid-50s and older. 

Some say change is more important 
to a company than losing the vast insti-
tutional knowledge and relationships 
Baby Boomers have collected over their 
careers. Companies can modify retire-
ment  plans to continue credits, extend 
medical coverages, accept flexible work 
schedules and family leave time, and 
enhance job responsibilities, includ-
ing using the practiced skills of mature 
workers to mentor potential replace-
ments.  Some companies are finding 
that two-way mentoring has a strong 
effect on morale, communications and 
productivity.  In two-way mentoring, 
younger employees, often Millennials, 
share their vast technical  knowledge 
with mature employees while learning 
about relationships and practical ways 
of getting things done effectively.  The 
practical perspective on the changing 
business environment is that compa-
nies have to  step back now, in 2009, 
and look at their entire staffs in terms 

of contribution to profit. 
Age should be a factor, but not in 

the traditional sense.  Companies 
should prize the long-term value of 
Baby Boomers and resist the urge to 
sweep them out the door, thinking they 
are saving money and making way 
for the new generations.  Traditional 
thinking of the old yielding to the new 
threatens to run up costs and expose 
companies to the volatile turnover as-
sociated with the new groups.

Traditional management approach-

es are going out of style.  Companies 
need to re-engineer their performance 
and talent management systems. The 
new strategy should be top-down.  Peo-
ple asked to retire or otherwise let go 
should be low performers. Companies 
need to be able to identify and protect 
key performers of all ages, and find 
ways to retain them.  Doing so means 
reliable performance appraisals that 
are truthful and accurate, willingness 

What does Amper deliver?  Personal attention,
trusted advice,  keen vision.  All from an
accounting and consulting firm dedicated to
exceeding your expectations. 

With Amper, expect more.

THERE ARE SOME THINGS
WE DON’T
DELIVER.

Seeing beyond the numbers.

Howard Cohen
732.287.1000

www.amper.com

continued on page 21
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While reducing payroll may sound cost-effective, it can 
be a complex process with hidden pitfalls. Companies lack-
ing a clear strategy can wind up blindsided, experts say.

For starters, there are legal issues around staff-cutting. 
A staff reduction that falls too heavily on one group of 
employees could lead to discrimination lawsuits filed by 
disgruntled former workers. Even switching to a four day 
workweek can have ramifications, potentially shifting a 
job from a salaried position to an hourly basis.

Yet avoiding potential lawsuits is just one part of the 
challenge of staff cutbacks. There’s also the risk that cut-
backs, if not carefully thought out from an HR perspec-
tive, will devastate the morale of the survivors, or hinder 
productivity by heaping new responsibilities on workers 
ill-suited for their new tasks.

Doing more with less
“The people who stay, they are going to have to do more 

with less,’’ said Patrick Sweeney, executive vice president 
of Caliper, a human resources consultant. “People have to 
figure out how to work faster and smarter and in many 
cases, longer. It’s not just as simple as giving someone an-
other bucket of water and saying ‘don’t spill it.’’’

HR consulting firms are seeing a big increase in busi-

New Jersey employers who managed to survive past business 
contractions through hiring freezes are now faced with either 
laying off staff or cutting salaries across the board.

Letting Go: 
A Legal Guide to 
Reduction in Workforce
and Wage Cuts

By Scott Van Voorhis

HR Toolkit
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ness from companies cutting staff and 
other expenses.

“They are taking a deep look at their 
businesses and [to determine] if there 
are alternative ways of doing business 
by which they can cut costs,’’ said Dan 
Sheridan, chief marketing officer of Ex-
tensis Group LLC, an HR service pro-
vider for small businesses across New 
Jersey and elsewhere. “They are really 
having to look at how much they are 
spending and what they are spending 
on.’’

Peter Frattarelli, a member of Had-
donfield-based law firm Archer and 
Greiner’s labor and employment depart-
ment, said he has worked with at least 
ten companies looking to cut 20 or more 

employees in just the last few months. 
Before the downturn, such mass layoffs 
only came by his desk on rare occasions, 
he notes.

Frattarelli and other legal experts say 
that many companies, fighting to keep 
revenue flowing, are unaware of the wide 
range of legal and HR issues that need to 
be taken into account before – not after – 
such cost cutting moves are made.

Be careful who you pick
A company might be tempted to order 

a 10 percent workforce reduction and let 
its managers choose whom to cut. While 
this might pare down the payroll quickly, 
it opens the firm to all sorts of potential 
liability if a disgruntled ex-employee 
decides to sue, Frattarelli warns.

The cuts, for example, might fall too 
heavily on older employees, or female 
workers, or members of racial or ethnic 
minorities. While the cuts might have 
been viewed by company decision mak-
ers as having nothing to do with age, 
race and gender, a discrepancy of this 
sort could open the door to a discrimi-
nation lawsuit later, he said.

However, there are ways to ensure 
that a reduction in force, already pain-
ful, does not morph into a costly and em-
barrassing legal battle. 

Before making cuts, companies 
need to come up with some standards 
to guide their decision making process. 
That might mean letting go of the em-
ployees with the lowest performance 
evaluations, a reduction based on se-
niority, or the elimination of a particu-
lar department.

A performance review provides a 
simple way of establishing some firm 
legal groundwork before the cuts are 

made, Frattarelli advises.  “It is always 
good to come up with the criteria 
ahead of time,’’ he said.

Moreover, once the plan is in place 
and the list of employees to be cut is 
drawn up, top managers need to re-
view the reductions to ensure that 
they are not falling too heavily on any 
one group.

“You need to pull the data and make 
sure there is not any disproportionate 
impact on any minority group - what 
is the percentage before and what it is 
after for age, race.’’

But there are other potential legal 
pitfalls. 

When dealing with workers over 
40, a company must give an individ-
ual employee up to 21 days to decide 
whether to sign a severance agreement. 
If two or more employees are involved, 
that number jumps to 45 days, notes 
Don Mallo, VP of human resources at 
Extensis.

After that, there is an additional 
seven day period in which the worker 
can change his or her mind, Archer 
and Greiner’s Frattarelli notes.

COBRA’s sharper bite
Along with that, companies have to 

be aware of new protections recently 
passed by Congress to help the newly 
unemployed keep their health insur-
ance. The old COBRA laws, under which 
the laid off worker could keep his or 
her health insurance intact, have been 
revamped under the federal American 
Recovery and Reinvestment Act of 2009, 
reducing the employee’s cost to 35 percent 
of the policy, said Mallo. Previously, it was 

People have to figure out how 
to work faster and smarter and 
in many cases, longer. 

-- Patrick Sweeney,
Caliper

continued on page 18
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102 percent, with the additional 2 percent 
covering administrative costs. The reform 
applies to employees who are involuntary 
terminated between Sept. 1, 2008, and Dec. 
31, 2009.

While companies will be able to make 
up the difference through tax credits, firms 
must notify laid off workers of their rights 
to participate in the new program.

Even companies that decide to reduce 
work schedules, instead of cutting jobs, 
could find themselves penalized if they are 
not careful.

One popular strategy is to reduce the 
workweek, say from five days to four. But if 
not done carefully, it could convert salaried 
employees to hourly workers under federal 
labor laws, suddenly making them eligible 
for overtime, Mallo said. Cutting pay by 
eliminating one workday a week, for exam-
ple, makes the link, however inadvertently, 
between hours worked and the amount the 
employee in question is being paid. The em-
ployee who had been drawing a salary now 
may be considered by the government as be-
ing paid on a time/hourly basis, Mallo said.

Cutting wages across the board
A possible solution is an across-the- 

board wage cut, instead of a simple 
workweek reduction, he said.

“That is why you need someone who 
can ask the questions about what is your 
goal and make sure the process you em-
ployed has not created unintended con-

sequences,” Mallo said.
Avoiding the legal pitfalls is the first 

half of the battle. If cutbacks devastate 
morale or thrust employees into roles 
that don’t match their skills, the damage 
could get compounded, experts say. 

As companies dismiss workers, the 
employees who are left behind are being 
asked to do more. A rapid reorganization 
that does not take such considerations 
into account could backfire, reducing 
productivity and morale.

The right stuff
Caliper’s Sweeney advises a broad 

evaluation of the skills and potential 
of individual employees before moving 
them into new roles. 

Such a review could turn up excel-
lent candidates inside the company who 
in normal times might have been passed 
over in favor of a new hire with a back-
ground that more closely fits the job de-
scription.

Sweeney points to a situation in 
Caliper itself, where the firm need-
ed to fill a position in the marketing 
department. Instead of recruiting a 
marketing veteran from the outside, 
the company moved an employee over 
from product development. 

Despite the lack of traditional mar-
keting experience, the employee in 
question has a skill set that matches 
up nicely with the company’s current 
needs, he said.

Making sure a reorganization moves 
the right employees into the right jobs is 

Letting Go
continued from page 17
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You need to pull the data and 
make sure there is not any 
disproportionate impact on 
any minority group - what is 
the percentage before and 
what it is after for age, race. 

– Peter Fratarelli,
Archer and Greiner 

Essential steps employers should take 
to prevent costly litigation. 

Top 10 Checklist 
for Employers. 

Ensure consistent and appropriate 1.	
recruitment and hiring practices. This 
covers, for example, the proper types 
of questions during interviews and 
the type of information contained in 
an advertisement or job listing. 
Ensure that adequate background 2.	
checks are conducted on potential 
employees. 
Ensure that: 3.	

a.	 Employees are given adequate 
notice of company policies and 
procedures; 

b.	 Company policies and 
procedures are enforced 
consistently; and that 

c.	 Company policies and 
procedures are reviewed 
periodically and updated if 
necessary. 

Ensure that employees are properly 4.	
designated as “hourly” or “salaried”. 
Ensure that employees are properly 5.	
designated as “employees” or 
“independent contractors”. 
Ensure that: 6.	

a.	T he company has a clear leave 
policy; 

b.	T he type of leave is properly 
designated (i.e., sick, vacation, 
FMLA); and that 

c.	A ccurate records regarding 
leave are maintained. 

Ensure that: 7.	
a.	T he company has a clear 

complaint process; 
b.	 Complaints are investigated 

thoroughly and conducted in a 
timely manner; and that 

c.	R emedial action is taken if 
necessary. 

Ensure that the company has a clear 8.	
policy regarding the proper uses of 
technology (i.e., e-mail) and that 
immediate corrective action is taken 
when the policy is violated. 
Ensure that employee performance 9.	
problems are consistently and 
accurately documented. 
Ensure that employees are timely 10.	
paid and that improper deductions 
are not subtracted from employee 
wages. � ❖

Source: Ceridian, a global leader in HR/Payroll 
outsourcing with over 75 years experience. 
We help companies maximize the value of their 
people while reducing cost.
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crucial, Sweeney and others stress. It can 
make the difference between laying off  
an employee who happily puts in longer 
hours, and another who is looking at the 
clock every few minutes, waiting for the 
day to end. 

A company should not rush out a re-
view shortly before a planned layoff. In 
this case, it might be better for a few top 
executives to huddle with their HR staff 
to draw up private evaluations of indi-
vidual performance, notes Mallo of Ex-
tensis.

“You have to be prudent in how you 
do it,’’ he said.

Meanwhile, Caliper has even come 
out with a new product tailored to such 
situations, the Accelerator, which applies 
coaching techniques typically reserved 
for top executives to a broader range 
of corporate employees. The aim is to 
identify an individual’s top two or three 
strengths – as well as one area for growth 
- and make sure those line up with the 
position he or she is stepping into. 

Sweeney emphasizes the need for 
clarity about the capabilities and the po-
tential of the individuals being asked to 
take on more responsibilities. 

There are also ways companies can 
boost morale, even as they take difficult 
cost-cutting measures.
A shared sense of mission

One is to create a shared sense of mis-
sion inside the company to confront the 
challenges facing the firm.

Most employees want to help. Find-
ing ways to harness that brainpower and 

Layoffs vs. Furloughs: The historical and legal differences between these terms •	
and what employers can do to avoid the legal land mines. Employers need to be 
concerned about wage & hour laws, morale and what happens upon the return to 
economic normalcy.
Litigation: In a poor economic climate, employers see an increase in employee •	
litigation. Causes of action are brought alleging the full range of employment-
related activities – discrimination, wage & hour, overtime, etc. Employers need to 
be up-to-date on legal issues and ways to avoid these traps.
COBRA: The new American Recovery and Re-Investment Act of 2009 (ARRA) •	
breaks new ground on the traditional COBRA laws. Many employers are 
unaware of the requirements of this law and how to comply. The legal landscape 
is changing rapidly.
Overtime Issues: Federal and sate agencies are engaging in concerted efforts •	
to ensure that employers are appropriately paid and that workers are properly 
classified. The Obama administration’s new Labor Secretary and Labor Solicitor 
are committed to strict enforcement. 
Government Compliance: Employment legislation on the federal and state level •	
are being introduced and passed at a dizzying pace. The next battle ground will 
address the Employee Free Choice Act.	�  ❖

Source: Extensis Group LLC

Hot HR issues :
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willingness to pitch in are key, notes Cal-
iper’s Sweeney. “They also want to know 
they can become part of the solution,’’ 
Sweeney said. “They want to know they 
can make a real and meaningful contri-
bution.’’ 

And while cash for raises may be 
tough to come by during the downturn, 
companies can still find ways to reward 
their employees, many of whom may 
be working longer hours and taking on 
new responsibilities. One option is to 
give your better performers the option of 
working from home one or more days a 
week, Mallo said. 

Adding more casual days to the cal-
endar might also help boost morale, said, 
he said.

“It’s the little things,’’ Extensis’ Mallo 
said, “the casual clothes instead of the 
business suit, having individuals work 
at home and trusting that the employees 
are actually working at home.’’

That said, there is no easy or painless 
approach for companies when it comes 
to cutting back. There can be serious le-
gal ramifications to decisions to let go 
staff, if they are not well thought out, let 
alone the impact on morale of the work-
force that remains.

Still, the experts have their favorites. 
An across the board cut in pay, cou-
pled with a pledge to revisit the issue  
in a few months time as business con-
ditions permit, has advantages when it 
comes to preserving employee morale, 
notes Extensis’ Mallo.

And some companies are cutting pay 
at the top as well, with those in the ex-
ecutive suite forgoing bonus money or 
taking salary cuts along with the rest of 
their employees as well.

“There is a feeling of camaraderie that 
we are all in this together,’’ he said.� ❖

  
Scott Van Voorhis is a Boston-based freelance 
columnist and writer specializing in banking, 
finance and real estate.

{        }
Don Mallo of Extensis says 
a company should not start 
rushing out a review right 
before a planned layoff, 
especially if there has not 
been an annual or semi-
annual routine in this regard. 

-- Don Mallo,
Extensis

Letting Go
continued from page 19
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to commit to training employees on 
new skills and engaging employees to 
increase dialogue and decrease con-
flicts so that they can work together 
to achieve acceptable corporate re-
sults.  ❖

    
Bob Hoberman is president-executive 
search & training services at RW 
Consulting Group Inc. of Holmdel, NJ, 
a talent management consulting firm that 
specializes in multigenerational business 
issues. He has directed all systems 
training in the Western Hemisphere 
for American Express Company and, 
previously, was assistant vice president for 
training and development at Continental 
Insurance Companies in the United 
States and Canada.  He also was a 
member of the management team of 
INSCO Systems Corporation (now CNA) 
and founder of its Educational Services 
Division He earned a BA in Journalism 
from Fairleigh Dickinson University and an 
Executive MBA in Management from Pace 
University. 

How CEOs Can Meet
continued from page 15

Lowenstein Sandler  
continued from page 13

tions for its pro bono services.  But 
that does not stop the Center from 
continually measuring the firm’s 
commitment and benchmarking 
their efforts to date.

“When you measure it any num-
ber of ways, Lowenstein Sandler 
has always been a leader in pro 
bono services in New Jersey,” says 
Kenneth Zimmerman.  “There is 
such a long history in terms of be-
ing engaged institutionally – be-
ginning with our founder, Alan Lo-
wenstein — and that gives us the 
drive to constantly learn, adapt, 
and improve.”

Last year, for example, the firm’s 
attorneys dedicated more than 
20,000 hours to pro bono efforts, at 
a value of over $6 million.  Lowen-
stein is also a charter member of the 
Pro Bono Institute’s Law Firm Chal-
lenge, having pledged at least 3 per-
cent of the firm’s total billable hours 
to pro bono work – a quota the firm 
consistently exceeds.

Strengths & Innovations
While the strength of Lowenstein 

Sandler’s philanthropic commitment 
is its coordinated pro bono services, 
the firm takes an innovative approach 
to workplace issues such diversity.  

In 2006, the firm founded 
STRIDES® – Advancing Women in 
Business, an initiative aimed at pro-
moting visibility, leadership opportu-
nities and quality peer interaction for 
women in business.  The program hosts 
numerous events including round-
table discussions, panel presentations 
and formal speakers on the topic of 
women’s advancement in the work-
place.  Participation in these events is 
open to all women in business, not just 
Lowenstein associates.  The program 
has been so successful that, as a result, 
Lowenstein is now part of the Center 
for Work-Life Policy’s Hidden Brain-
Drain Task Force which studies the 
challenges companies have in retain-
ing talented women and minorities. 

Building on its commitment to pro-
moting diversity in the legal profession, 
Lowenstein Sandler has launched Di-
versityisNatural.com, a new Web site 

dedicated to fostering the advancement 
of women and minority attorneys.  

Finally, the firm encourages its at-
torneys to get involved in their com-
munities in any number of ways.  One 
of the firm’s bankruptcy associates, for 
instance, plays in a rock band that do-
nates all of its proceeds to charity.

Lowenstein Sandler is a great ex-
ample of a firm that has used its core 
product and strengths to benefit the 
communities it serves and the nation 
as a whole.  At the center of any stra-
tegic philanthropic program is a nexus 
between business and philanthropic 
pursuits, and Lowenstein Sandler 
serves as a model in this regard.� ❖

Heather Grizzle is a partner at 
ASG Advisors, a firm that advises 
companies on strategic philanthropy.  
Lowenstein Sandler is an AmLaw 
200 firm with approximately 255 
attorneys, representing public and 
private companies, financial institutions, 
investors, entrepreneurs, universities, and 
private clients in corporate and litigation 
matters throughout the country.
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As chair of the financial services team, Mr. Hoberman has 
concentrated his practice in all areas of banking and finance for 
over 30 years.  Areas of emphasis include asset based lending, 
secured lending, commercial and corporate finance, and real estate 
finance, participations and loan syndications.

Mr. Hoberman is a member of the new York, new Jersey, and 
Pennsylvania bars, and is Past President of both the new Jersey 
State bar Association and the new Jersey State bar Foundation.  
Additionally, he is currently a member of the board of trustees of 
the new Jersey Chamber of Commerce, and a member of the bank 
Lawyers Council of the new Jersey bankers Association. 

Stuart a. Hoberman

to contact Stuart a. Hoberman, please call 732.855.6052 
or e-mail him at shoberman@wilentz.com.



Beginning as a giant slide in 1969, 
Morey’s Piers now offers over 100 at-
tractions, restaurants, retail and con-
cessions. It spans six beach blocks en-
compassing portions of North Wildwood 
and Wildwood, and draws more than 
three million people a year. 

A dedicated sales team attracts 
groups who might not otherwise come 
to the Wildwoods. Events such as Beach 
Jam, Beach Blast and Beach Ball Expo 
account for over 50,000 visits annually 
and company picnics contribute anoth-
er 65,700 a year, notes Norris Clark, who 
oversees sales and marketing. “Based 
upon our economic impact analysis for 
some of these larger groups, we see up 
to 80 percent of the economic benefit 
going outside of our amusement piers,” 
says Clark.

Morey Resorts, which includes the 
Pan American, Port Royal, Jolly Roger, 
Blue Palms, StarLux, and Seapointe 

Village, are located in either Wildwood 
or Wildwood Crest.  Each has a unique 
flair, located on the beach or board-
walk.

Morey’s plans a new wooden coast-
er that would dramatically span the 
beach, from a pier in North Wildwood, 
to a pier in Wildwood. CEO Will Morey 
anticipates investments in projects of 
this caliber will draw more visitors to 
the Wildwood business community and 
they’ll need adequate transportation 
and parking. “This proposed coaster is 
part of a larger public-private plan,”  he 
says.  

The Morey Organization has been a 
leading force in the development and 
marketing of the Wildwoods experi-
ence, said John Siciliano, executive di-
rector of the Greater Wildwood Tourism 
Improvement Development Authority. 
“Their investment, vision and commit-
ment continue to enhance and revitalize 
our resort. Simply put, the Wildwoods 
would not be the same without them,” 
he said.

Still, Jack Morey has enough smarts 
to remain restless. “What I do know for 
a fact is that entertainment is all about 
what is new. `Great’ can get ordinary so 
what’s important is to embrace diversity 
and change. Combine that with a little 
tradition and you might just be lucky 
enough to have a winner. We are cau-
tiously optimistic that we can make a 
difference moving forward,” he said.  ❖

The Jersey Shore’s beaches are a tourism magnet. And Morey’s Piers, at the 
South End of Cape May County, helps pull in the visitors. Its three amusement 
piers and two waterparks in the Wildwoods rank Morey’s among the world’s 
largest seashore amusement complexes.  

focus on hospitality &
 tourism
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Morey’s Piers, Beachfront 
Waterparks and Resorts:
Economic Impact on the Jersey Shore 

Top: The reknowned Giant Wheel and the Wave Swinger both located on Mariner’s 
Landing Pier.



Great Adventure and Wild Safari opened 
July 4, 1974. The park grew to include loveable 
Looney Tunes, Justice League superheroes, one 
of the world’s greatest roller coaster collections 
and four children’s areas. It offers great shows, 
concerts and events throughout the season that 
are included in park admission such as the Glow 
in the Park parade, Dolphin Discovery and Tem-
ple of the Tiger.

Six Flags Great Adventure has become a 
multi-day family destination.  Located adjacent 
to the theme park is Six Flags Wild Safari, the 
world’s largest drive-thru safari outside of Af-
rica. The wildlife preserve is home to more than 
1,200 exotic animals, roaming on 350 acres of 
simulated natural habitat. At the exit, guests can 
experience the Exploration Station featuring in-
teractive animal shows and exhibits. 

Next door is Six Flags Hurricane Harbor trop-

ical water park featuring an enormous wave pool, 
half-mile lazy river, a two-story family water 
playground and nearly 20 thrill slides. 

The complex has a major economic impact on 
the state and attracts many visitors from outside 
New Jersey, with a focus on guests mainly within 
a 300-mile radius, stretching down to Washing-
ton, D.C. and Baltimore, west to Allentown and 
Harrisburg, Pa., north to Hartford and New Ha-
ven, Conn., and even Boston. Thirty-six percent 
of attendance comes from 50-plus miles away. 
The complex is also the largest in the Six Flags 
system and attracts national and international 
visitors with its record-breaking attractions such 
as Kingda Ka, generating overnight stays in local 
hotels. The past three years, Six Flags has focused 
on delivering thrills to all ages. 

Six Flags is also New Jersey’s largest seasonal 
employer with more than 4,100 seasonal jobs and 
220 full-time employees. Six Flags’ internship 
program offers students the opportunity to gain 
practical experience in their field of expertise. 
Along with high school and college students, Six 
Flags offers flexible hours for many senior citi-
zens and individuals wanting part-time employ-
ment to supplement their incomes. 

Through its philanthropic arm, Six Flags 
Friends, the park hosts community outreach pro-
grams. The 2009 season includes:

	Ronald McDonald Walk-a-thon 		 •	
– May 31
Cure for Kids Cancer Walk-a-thon 		 •	
– June 14
	Susan G. Komen Race for the Cure 		 •	
– Oct. 4				  

Other outreach efforts include monthly dona-
tions to local school and non-profit organizations 
and partnerships with Give Kids the World, Ju-
venile Diabetes Research Foundation, March of 
Dimes and others. 

Lastly, Six Flags has designed a variety of 
educational programs for students to provide a 
hands-on, outdoor classroom experience includ-
ing:

Physics Day•	
Safari Education Programs •	
Safety Patrol Day•	
Student Council Day•	 � ❖

Six Flags Great Adventure, Wild Safari and Hurricane 
Harbor are located in Jackson midway between 
Philadelphia and New York City. The 2,200-
acre facility is America’s largest regional family 
entertainment complex and is part of Six Flags, Inc., 
the world’s biggest regional theme park company. 

Six Flags Great Adventure, 
Wild Safari & Hurricane Harbor

focus on hospitality &
 tourism
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‘Staycations’ mean more travel within New Jersey

“It was absolutely spectacular,” gushes Secretary 
of State Nina Mitchell Wells. “One of the things that 
is so important for travel and tourism is to base your 
marketing/PR on solid research. That’s the way you’ll 
attain the greatest return on investment,” continues 
Wells, whose department oversees the state’s Division 
of Travel & Tourism. “Understand the patterns and de-
sires and you can respond accordingly. Peter Yesawich, 
who is nationally known, kicked off the conference set-
ting a tone for smart marketing.”

If nothing else, these times call for smart market-
ing strategies. Last summer’s sky-high fuel prices and 
economic crisis have forced some travelers to hit the 
brakes. That, paired with budget cuts in state tour-
ism promotion, have created a challenging climate for 
the state’s tourism and hospitality businesses. Annual 

numbers released during the conference revealed that 
tourism revenue in the state went down 1.6 percent 
from $39.5 billion in 2007 to $38.8 billion in 2008. For 
2008, the total economic impact of travel and tourism 
did rise to $27.9 billion, which represents 5.8 percent 
of the gross state product. Says Wells: “We think that 
1.6 percent drop is such a victory. We were actually re-
lieved because we were so worried about double-digit 
dips. We had a really strong summer last year and our 
expenditures were up as of October 1. Then there was 
a dip in the last quarter when everything just totally 
tanked. A big component is Atlantic City, which went 
down and represents one-third of the revenues of al-
most $40 billion. We think we were fortunate consid-
ering the fact that the economy went off the cliff and 
Atlantic City dipped.”

Many of the professionals on the front lines of tour-
ism, which happens to be the state’s third-largest in-
dustry, are relatively worry-free. They are instead fo-
cused on New Jersey’s assets—namely its 127 miles of 
beaches—and even cheerful about their prospects with 
the vacation season just around the corner. 

“We’re cautiously optimistic that the summer is go-
ing to be a better-than-average summer,” says David 
Weinstein, manager of public and government affairs 
for AAA Mid-Atlantic in Hamilton. “There was a lot 
of talk that because of energy prices people were not 
going to vacation last year. That’s not what happened. 
The seashore saw very good numbers in a lot of places. 
People were staying closer to home and we expect a lot 
of that this summer, as well. It’s going to be a nation-
wide trend this summer now that people are vacation-
ing closer to home. For New Jersey, that means they’re 

Tourism was hot in Atlantic City in the first few days of April. 
Was it a welcome resurgence for the state’s injured casino 
industry, which has suffered devastating losses during the 
economic downturn? Not exactly. In this case, movers and 
shakers within the tourism and hospitality industry packed their 
overnight bags and headed to Trump Marina in Atlantic City 
to attend the annual Governor’s Conference on Tourism. The 
three-day event offered lots of opportunities for schmoozing 
and learning, from a welcome reception at Atlantic City’s new 
boutique hotel, The Chelsea, to discussions about emerging 
lifestyle and travel trends and creating new audiences and 
markets for heritage and cultural tourism in the state. 

Focus on Local Tourism

By Diana Drake
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going to be vacationing in Long Beach 
Island, Manasquan or Cape May. For 
folks right across the river in Pennsyl-
vania and to a lesser extent New York 
and Delaware, closer to home still 
means the Jersey Shore.”

The state reaps the benefits of in-
creased visitors primarily through 
higher sales tax revenue, says James 
R. Blake, vice president, treasurer and 
CFO of The Morey Organization, Inc. 
in Wildwood, an entertainment and 
hospitality venue that operates Mo-
rey’s Piers, with amusement rides, 
waterparks, hotels, motels and res-
taurants. Blake, a CPA, also happens 
to be president of the New Jersey So-
ciety of Certified Public Accountants. 
As would be expected, he is focused 
on the numbers, and so far he likes 
what his calculator is displaying. “Our 
holiday sale at Christmastime gives 
deep discounts for season passes, day 
passes and individual ride tickets,” 
explains Blake, who was pleasantly 
surprised by last year’s tourist num-
bers, especially people taking day 
trips to the beach. “Sales were up 7.5 
percent over that of 2007. We had a 
second wave of	 preseason sales right 
after Easter Sunday. It’s astounding 
how well they’ve done. We are cau-
tiously saying, ‘Well, somewhere along 
the line we’ve got to feel this down-
turn.’ But we haven’t.” One area that 
has been hit, he admits, is discretion-
ary spending at Morey’s high-end res-
taurants. Even so, the Morey Organi-
zation feels strong enough about the 
prospects for the 2009 summer season 
that it invested $4 million in off-sea-
son capital improvements to its piers. 

“People want escapism,” adds 
Blake, “and they want to be able to 
do it without having to spend a ton 
of money. People can get to the Wild-
woods from New York, Northern New 
Jersey, Philadelphia on a tank of gas 
coming and going.”

The “staycation” concept that en-
courages people to vacation close to 
home is really clicking, suggests Wells, 
who points out that so far the early 
rentals for houses at the Jersey Shore 

are strong. While advertising is expen-
sive in the New York City/Pennsylvania 
markets, Wells says the state is team-
ing with  New Jersey’s 15 so-called 
destination marketing organizations 
(DMOs) like the regional convention 
and visitors bureaus, to communicate 
the message to the 91 million people 
that live within a four or five hour 
drive of New Jersey. This new col-
laboration with the state’s DMOs, in 
place for two years, has helped extend 
the reach and voice of the Division of 
Travel & Tourism.

“We’ve been talking about the 
various attractions in New Jersey 
year-round,” explains Wells, who tries 
to compensate for the lower tourism 
marketing dollars by continuously 
endorsing everything from the state’s 
endless designer shopping outlets 
(“we’ve coined a new phrase, ‘shopca-
tions’”) to its impressive status as the 
Crossroads of the Revolution. “We’re 
the fifth-largest producer of wine in 
the country and have a wine trail in 
the fall, people like to do things on 
farms, whether it’s the hayrides, maz-
es, apple and pumpkin picking. Twenty 
percent of our land mass is still farm-
land, so that’s a big draw,” says Wells. 
“Ecotourism has gotten to be very big. 
People like to go bird watching in the 
Meadowlands area and Cape May. One 
of the challenges we have in New Jer-
sey is that we have to tell those 91 mil-
lion people that there is no reason not 
to come here to satisfy any taste they 
might have. In a way, it’s hard to mar-
ket that.” An improved promotional 
website launching at the existing “vis-
itnj.org” in May should help get the 
word out.

Never underestimate the power 
of the Internet to woo tourists, con-
firms Angel Aristone, public relations 
manager for Six Flags Great Adven-
ture amusement park, Wild Safari 
and Hurricane Harbor in Jackson. “A 
large portion of our audience is look-
ing for information about our park 
and what we have to offer online,” 
notes Aristone. “Creative websites 
and online conversation play an im-

portant role with generating visits. 
Also, visitors are looking for the best 
bargains, so this avenue can help get 
the word out about your promotions 
and great deals.”

Six Flags opened for its 2009 sea-
son on April 4 with its eye on the lo-
cal tourist. “Visitors can actually get 
more for their money by staying closer 
to home,” says Aristone. “We are seeing 
that more guests are staying closer to 
home so we were sure to really load up 
on our entertainment offerings. Busi-
ness has been good. We want to pres-
ent a great entertainment value at an 
affordable cost for our guests in this 
tough economy.”

Aristone, for one, expects tourism 
to be a powerful economic driver well 
into the future. “I’m very optimistic 
that business will continue to be good 
for our state,” she says.  “I’m also very 
proud to be part of New Jersey tour-
ism and think our state has so much to 
offer from our beaches to amusement 
parks…there is just so much to do.” 

And while a tighter state market-
ing budget may mean fewer four-color 
campaigns in the next couple of years, 
people don’t need splashy advertis-
ing to pull them toward New Jersey’s 
greatest tourist attraction, says Wein-
stein. “Certainly you always want to 
have a robust marketing budget,” he 
says. “Everyone throws around num-
bers that every dollar you spend gar-
ners you so much more in taxes and 
tourism. When it comes to the Jer-
sey Shore, people in the region know 
you’re going to get some natural beau-
ty, great beaches, good hospitality and 
an affordable time. It’s a hard pill to 
swallow to have advertising cut for 
tourism-related industry, but I think 
people know what they’re going to get 
when they talk about the Jersey Shore. 
That’s why they continue to come.”� ❖
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According to the New Jersey Department of 
Transportation (NJDOT), the statewide transporta-
tion allocation includes $652 million for highways 
and bridges and approximately $425 million for 
transit. Approximately $162 million will go toward 
county and local transportation projects and ap-
proximately $19.5 million for transportation en-
hancement projects.

“NJDOT will invest its share of ARRA funding 
efficiently and wisely to create thousands of jobs 
and improve the condition of New Jersey’s aging 
infrastructure,” said Stephen Dilts, commissioner 
of the New Jersey Department of Transportation 
(DOT). “We will continue to work closely with our 
partners in the contracting community to expedite 
the construction process and put New Jersey resi-
dents to work as quickly as possible.”

The North Jersey Transportation Planning Au-
thority (NJTPA) approved the State of New Jersey’s 
use of $628 million in stimulus funding for high-
way, bridge and transit improvements throughout 

the northern part of the state. NJTPA also approved 
the use of $124 million for county and municipal 
projects located in Bergen, Essex, Hudson, Mid-
dlesex, Morris, Ocean, Passaic, Somerset, Sussex, 
Union and Warren counties.

The South Jersey Transportation Planning Orga-
nization (SJTPO) approved the State’s use of $100.6 
million in stimulus funding for highway, bridge 
and transit improvements in Atlantic, Cape May 
and Salem counties, and $6 million for county and 
municipal projects located in Atlantic, Cape May, 
Cumberland and Salem counties.

Governor Jon S. Corzine and Commissioner Dilts ap-
plauded both of these moves. The relief comes at a time 
when the construction industry is at an all-time low.  

“The construction industry has been devastated 
in the last six to 12 months. We haven’t seen market 
conditions like this since perhaps 1982,” says Rob-
ert Briant Jr., CEO, Utility & Transportation Con-
tractors Association, which represents all of the in-
frastructure contractors in New Jersey. “There are 
very few (projects) out there, both in the public and 
private sectors. Construction workers as well as of-
fice support are out of work.” 

One of the state’s biggest needs right now lies 
in road and bridge repair and improvements. Ac-
cording to the Federal Highway Administration, 
many New Jersey bridges have scored poorly on the 
agency’s sufficiency rating for bridges, which serves 

New Jersey will be receiving $17.5 billion in cash and tax 
relief funds as part of President Obama’s American Recovery 
and Reinvestment Act (ARRA), signed into law earlier this 
year.  Part of that package will provide funds to jump-start 
much-needed public works projects, and provide relief to the 
ailing construction industry.

Construction Industry to Benefit 
from Federal Stimulus 
By Debbie Swanson

focus on construction
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With many of New Jersey’s roads and bridges in desperate need of repair, federal stimulus money will get 
construction workers back on the job by funding projects across the state. 

as a guideline for bridges in need of 
repair. Heavy congestion is another 
factor in need of addressing.  

“The state loses $21 billion dol-
lars a year in productivity due to 
congestion, according to the Na-
tional Center for Transportation 
and Industrial Productivity at the 
New Jersey Institute of Technology. 
These projects will help the situa-
tion, but are really only scratching 
the surface,” adds Briant.

Commissioner Dilts has already 
begun accepting bids for the con-
struction of three major transpor-
tation projects.  The first involves 
painting of 51 bridges on I-280 and 
U.S. Routes 1 & 9 Truck Route in 
Essex and Hudson counties, and 
49 bridges on I-280 in East Orange, 
Orange, Newark and West Orange. 
Painting the bridges prevents decay 
and deterioration. Stimulus fund-
ing will provide $15.3 million to-
ward this project. 

The second project involves the 
painting of two moveable bridges on 
U.S. 1 & 9 Truck Route, which span 
the Hackensack and Passaic rivers 
in Jersey City, Kearny and Newark. 
Because the painting process for 
movable bridges is much more com-
plex, stimulus funds will contribute 
$30 million to this effort. 

The third project accepting bids 
includes improvements to Route 
46 and Main Street in Lodi, Ber-

gen County. The project consists 
of the replacement of two bridges 
on Route 46, the addition of auxil-
iary lanes, and major roadway and 
drainage improvements. A total of 
$47.6 million in stimulus funds will 
go to this project.

Once the bidding process is com-
plete on these three projects, specif-
ic project costs will be determined.  

Other highway and bridge proj-
ects expected to benefit from the 
funding include a new bridge on 
Route 52 connecting Sommers 
Point City and Ocean City; im-
provements to the Route 72 Mana-
hawkin Bay Bridge; repairs, safety 
improvements, and reconstruction 
of Route I-78 in Newark; and up-
grades to I-287 in Middlesex & 
Somerset counties. 

A major project to be kick-started 
by the stimulus funding is the new 
Access to the Region’s Core (ARC) 
tunnel, which involves constructing 
a rail tunnel between New Jersey 
and New York with two side-by-
side tunnels, doubling the amount 
of trains running per hour. Transfer 
stations on both ends will be reno-
vated. Completion is expected to 
take five to seven years and the ARC 
tunnel will be ready in 2016.

Other transit projects include a 
new transfer station in Pennsauken, 
enabling passengers to transfer 
from the Atlantic City Line to the 

River Line; park and ride projects 
in Edison; and rehabilitation of the 
Lower Hackdraw Bridge. 

“Public works is a quick way to 
get things moving, to put people 
back to work, and get the economy 
moving.  And you’ll see the benefits 
from these improvements for 20, 30 
years,” states Briant.

The Recovery Accountabil-
ity Task Force, formed by Governor 
Corzine, will manage the distribu-
tion of stimulus funds. State Comp-
troller Matt Boxer and Corzine’s 
chief of staff, Ed McBride, will lead 
the task force, which will distribute 
information to the public via a new 
web site www.recovery.nj.gov. This 
site provides general information, 
areas benefiting from the stimulus, 
and lists of approved projects.

In a press release issued by the 
DOT, Governor Corzine stated 
that NJDOT will continue to ex-
pedite the contracting process in 
hopes of putting more New Jersey 
residents back to work as quickly 
as possible.� ❖

Debbie Swanson is a freelance writer 
living north of Boston. She writes regularly 
on the construction trades, and contributes 
frequently to The Christian Science 
Monitor, Dog Fancy, The Writer, and other 
publications. 
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More than 1,000 nonprofit groups in New Jersey received more than $2.9 million from 
the Verizon Foundation in 2008, enabling recipient organizations to improve 
literacy skills, enhance educational opportunities for children, and help domestic 
violence survivors rebuild their lives. In addition, Verizon employees volunteered 
more than 48,000 hours to nonprofit groups throughout the state in 2008. “Verizon 
has a long-standing tradition of working to improve the communities where we 
operate by supporting organizations that strive to make a difference in the lives of 
individuals,” said Dennis Bone, president of VERIZON NEW JERSEY. 

State Chamber Chairman William J. Marino of THE HORIZON FOUNDATION FOR 
NEW JERSEY recently announced that the Foundation awarded $6.6 million in grants 
to 125 organizations in 2008. Last year’s grants were as follows: Sixty-five charitable 
organizations received December 2008 grant awards totaling $3.6 million, including 
the Health Center Initiative recipients. Sixty charitable organizations received 
previously announced grant awards totaling $3 million during 2008.

Legal directory Chambers USA: America’s Top Leading Lawyers for Business has 
recognized numerous McCARTER & ENGLISH lawyers as leaders in their fields in 
their 2009 directory. According to the publishers, Chambers and Partners, over 10,000 
interviews were conducted for the directory. 

FORTUNE magazine ranked PRUDENTIAL FINANCIAL No. 4 on its 2009 “World’s 
Most Admired Companies”® list in the Insurance: Life, Health category. This year’s 
ranking follows on the heels of Prudential being listed as the No. 1 most admired 
company on FORTUNE’s “World’s Most Admired Companies” list for two consecutive 
years.

Stuart A. Hoberman, shareholder of WILENTZ, GOLDMAN & SPITZER, P.A.  has 
been named the New Jersey Best Lawyers Banking Lawyer of the Year for 2009 by 
Best Lawyers, the oldest and most respected peer-review publication in the legal 
profession. Hoberman, a member of the Chamber’s Board of Directors, is the sole 
attorney to receive this honor for this specialty.  

Annette Catino, president and CEO of QUALCARE, INC., recently received the 
Monmouth University’s 2009 Distinguished Business Leader Award for her 
entrepreneurial spirit and outstanding achievements in business. She is only the 
second woman in the event’s 25 year history to be so honored.

Stuart A. Hoberman, shareholder of WILENTZ, GOLDMAN & SPITZER, P.A.  has 
been named the New Jersey Best Lawyers Banking Lawyer of the Year for 2009 by 
Best Lawyers, the oldest and most respected peer-review publication in the legal 
profession. Hoberman, a member of the Chamber’s Board of Directors, is the sole 
attorney to receive this honor for this specialty.  

PUBLIC SERVICE ENTERPRISE GROUP announced that Caroline Dorsa, a member of 
the Board of Directors, became executive vice president and CFO, effective April 9.

BERKELEY COLLEGE President Dario A. Cortes, PhD, has announced the appointment 
of Glen Zeitzer, PhD, as Provost of Berkeley College. Dr. Zeitzer currently serves as 
senior vice president of Academic Affairs, New York, and assumed his new position 
on April 1.

CUSHMAN & WAKEFIELD, the world’s largest privately held commercial real 
estate services firm, announced that it represented Willis Group Holdings, the global 
insurance broker, in its lease of more than 140,000 square feet at Chicago’s Sears 
Tower in an agreement with the building’s owners that will also rename the Chicago 
icon and tallest building in the Western Hemisphere as Willis Tower.

Jeffrey G. DiAmico, a partner of the Yardley law firm of HILL WALLACK, LLP, where 
he is a member of the Business & Commercial, Community Association Law and 
Trusts & Estates Practice Groups, was recently elected to the Board of Directors of 
the Bucks County Bar Association.

William J. Marino

Stuart A. Hoberman
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KMPG LLP is pleased to announce the appointment of Kelly J. Watson to managing 
partner. She works in the Short Hills office. 

The Montclair Art Museum (MAM) hosts The Wyeths: Three Generations, including 
paintings, drawings, and first-edition illustrated books on loan from the Bank of 
America Collection.  Organized by MAM in collaboration with BANK OF AMERICA, 
the exhibition will be on view until July 19. “Bank of America is deeply committed 
to the arts and believes that when we create opportunities to bolster the economic, 
social and cultural vitality of the communities we serve, we ultimately help our 
customers and other stakeholders succeed,” said Robert Doherty, Market President, 
Bank of America New Jersey, “and this makes support of the arts not only viable, but 
desirable even during times like these.” In photo: Robert Doherty (2nd, left), market 
president, Bank of America with Lora Urbanelli (center), director of the Montclair 
Art Museum.

WITHUMSMITH+BROWN, CPAs and Consultants, recently celebrated its 35th 
Anniversary. Since the time it was incorporated in 1974, WithumSmith+Brown has 
grown from six employees in one small office in Milltown to a staff of more than 
400 in seven offices in New Jersey and five additional offices in Maryland, New York, 
Pennsylvania, Florida and Colorado. 

Michelle Lee, regional president community banking northeast region for WELLS 
FARGO/WACHOVIA, has named Lucia DiNappoli Gibbons, a new chamber board 
member, the regional president for northern New Jersey. Lee also named John Cole 
business banking division manager, providing leadership to business banking teams 
in New Jersey, New York and Connecticut. 

Professor Harriet Davidson, the interim dean of Douglass Residential College, 
RUTGERS, THE STATE UNIVERSITY OF NEW JERSEY was the keynote at the 
MIDDLESEX COUNTY REGIONAL CHAMBER OF COMMERCE 5th Annual Women’s 
Leadership Summit, held recently at the Pines Manor in Edison.

CONTINENTAL AIRLINES announced recently that it was again rated the top airline 
on FORTUNE magazine’s annual airline industry list of World’s Most Admired 
Companies. This is the sixth consecutive year that Continental has topped that list. 

Members of FAZIO, MANNUZZA, ROCHE, TANKEL, LAPILUSA, LLC, Springfield, 
participated in their first Go Red Jean Day to raise awareness and help the American 
Heart Association support ongoing research and education about women and heart 
disease. FMRTL members were encouraged to wear Red and denim in exchange for a 
$5 donation to the American Heart Association. 

Approximately 30 first responders recently received free legal services provided by 
lawyers from BALLARD SPAHR ANDREWS & INGERSOLL, LLP and the New Jersey 
State Bar Association at the first Wills for Heroes event in the state.

EXTENSIS GROUP LLC, the largest New Jersey based Professional Employer 
Organization (PEO), announced the promotion of Dan Sheridan to senior vice 
president and chief marketing officer. Extensis also announced that PEO industry 
veteran Jan Kaupas joined the company as district sales manager. 

Alfonse M. Mattia CPA, a Founding Partner of AMPER, POLITZINER & MATTIA, a 
regional accounting and consulting firm that is one of the 25 largest in the U.S., has 
been appointed to serve on the American Institute of Certified Public Accountants 
Nominations Committee. The committee is charged with serving as Trustees for 
nominees to the Board of Directors. 

Paul T. Fader, Esq., a principal and partner in FLORIO PERRUCCI STEINHARDT & 
FADER, L.L.C. , has been named one of the 101 Most Influential People in New Jersey 
by New Jersey Monthly Magazine. Mr. Fader was selected because of his significant 
“impact on the way we live in New Jersey.”� ❖

Lucia Gibbons

Bank of America teams with Montclair Art Museum

 Red Jean Day
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More and more New Jersey firms have made selling 
their products and services to the government a major 
part of their overall business strategy.  That’s because 
there are over 2,000 separate government entities in the 
state that are purchasing items from large and small New 
Jersey businesses.  These items include everything from 
staples to office furniture to heavy machinery to computer 
services.

Very few are aware that the state of New Jersey makes 
it a goal to purchase 25 percent of its products and ser-
vices from the small business market - this is called the 
set-aside program.  New Jersey defines a small business as 
one with annual revenues of $12 million or less and with 
100 or less employees.

If your firm is not currently pursuing government busi-
ness, it would be wise to reconsider, especially as a result 
of the federal stimulus dollars that will be flowing into 
the state very soon.  New Jersey’s state and local govern-
ments will be procuring the new contracts via their nor-
mal purchasing systems.  Therefore you should get your 
firm registered with the appropriate agencies so that you 
can become aware of these many new opportunities that 
will soon be here.

 Once interested, how does one go about bidding on 
state contracts?  First, you must register your company 
with the appropriate state contracting agencies.  Then, 
you must understand where to learn about the many bids 
being offered by the state and locals. 

Many bids are advertised in the legal sections of news-
papers, and instructions on how to obtain the bidding 
documents are provided.  Once you are registered for a 
state contract, you will be able to sell your products to 
over 2,000 New Jersey government agencies.  Today, many 
agencies, including the state of New Jersey, are using the 

Internet to solicit bids.  This has made it much simpler 
to stay abreast of opportunities available in your area of 
business.

For example, in mid-March of this year, the state Trea-
sury Department solicited 38 separate bids.  The com-
bined value of these contracts was more than $100 mil-
lion.  To give you an idea of the types of contracts being 
solicited, here is a partial list of some of the items sought: 
IT services, training, laboratory analysis, food, clothing, 
corrugated boxes, appliances, metals, trucks, printing and 
furniture.

There are a wide variety of contract opportunities 
available.  You might find great financial rewards if you 
take the time and become involved in the state procure-
ment process.

The overall process is not as complicated as it seems.  
And more competition for the state’s business will, result 
in lower prices paid by the state.  Ultimately, that could 
mean lower taxes for all New Jerseyans.  

For more information on government procurement process, 
please visit the web site of Henry Savelli and Associates at 
www.henrysavelli.com. They are a government procurement 
consulting firm headed by a 30 year veteran of the State 
Purchase Bureau who is very knowledgeable about New 
Jersey procurement processes.

Chamber Serving 
As Matchmaker 

The Chamber’s “Strike a Match” theme for this year 
includes matchmaking the private and public sectors, 
directing as much of the stimulus money as possible 
to New Jersey companies. Smaller firms will need to 
know what’s necessary to become a subcontractor to 
major funded contractors – and that could be you. 

 Watch for e-mail updates to learn more about op-
portunities – and matchmaking that can turn a reces-
sion into prosperity. 

For more information on matchmaking or government 
procurement updates, contact Carol Gabel at carol@
njchamber.com 

If your company is suffering from the economic recession, 
you should consider the government market. The value of 
New Jersey government business is estimated at about $5 
billion. With the federal stimulus money, this number will 
increase greatly. Now is the time to get involved in this 
relatively untapped sector of the overall economy.

Chamber News 

State and Local Governments 
Offer Business Opportunities 
By Henry Savelli, President, Henry Savelli & Associates
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We Can Make A Big Difference
In Financing Your Small Business

NJSER/051509

Accurate Box Company, Inc. • Archive Systems • Five Star Products, Inc.

Tony Pallet, Inc. • Union Beverage Packers, LLC • TTI Environmental, Inc.

• Jersey Precast Corp. Jersey Precast

Commercialization Center for Innovative Technologies (CCIT)

Je rsey Precas t Corp . • Qua l i t y Formula t ion Labs • Lo t i to Foods

Smith Brothers V, LLC • Kari-Out Company • H.K. Buzby and Sons, Inc.

For more information about doing business in New Jersey visit www.NewJerseyBusiness.gov

866-534-7789
www.njeda.com

To help New Jersey-based small businesses grow and expand, the New Jersey Economic
Development Authority (EDA) makes affordable financing possible. We partner with banks,
private investors, underwriters and other financial entities to provide tailored solutions for small
businesses. In fact, since 1974 the EDA has provided nearly $20 billion in total loans, loan
guarantees, bonds and incentives to thousands of companies just like yours.

Access to Capital Exactly When You Need It

We Give You More than Money
The EDA also provides access to valuable business assistance and training to small business owners.
All this and so much more can make a big difference in your small business. Contact us today.


