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Here’s the current landscape for tech, 
according to the latest Webbmedia Group 
industry trends report: more than 2.3 bil-
lion people are Internet users worldwide, 
and some 1.1 billion are 3G subscribers, 
with China and India topping the growth 
list.

So, as the World Wide Web plugs along, 
there’s not just a lot of potential for small 
EXVLQHVVHV�WR�¿OO�QHZ�QLFKHV��LW�DOVR�PHDQV�
the only constant in this expanding land-
scape will be more change, and that it will 
be served on an international platform.

“Right now we’re in a period of great 
change when it comes to technology,” 
Daniel Burrus, best-selling author of Flash 
Foresight, told the Business Examiner re-
cently. “It’s a transformation in how we 
see and sell everything.” 

The book details new ways in which 
companies need to address challenges 
within the currently unpredictable busi-
ness and tech environments. Burrus’ rec-
ommendations begin with basing a future 
vision on “certainty,” or hard trends that 
have already happened and will likely 
happen again. 

Companies that have capitalized on 
this successfully include Apple, whose 
iPad seized the tablet market that over 
the past two years has skyrocketed 27 per-
cent and now includes nearly one-third of 
U.S. consumers. Android, too, focusing on 

Technology has long been a top industry for Wash-
ington state, generating nearly 63 percent of employ-
ment growth over the past two decades, according to the 
Washington Technology Industry Association. Currently, 
that means that the industry supports a massive 783,000 
workers here, or nearly 28 percent of all jobs in the state. 

In addition, in 2011 alone, the sector spurred nearly $3 
billion in sales and business and occupation taxes. And a 
good portion of that was from smaller sites that jumped 
into the early ‘90s and Millennium tech waves, but man-
DJHG�WR�WZHDN�WKHLU�PRGHOV�WR�NHHS�DÀRDW�GXULQJ�WKH�WLGDO�
wave of the recession.

Big Mountain Internet Solutions in Yelm is one such 
company that started out small and part-time, as a web-
hosting provider for other small businesses. While owner 
Jon Clayton, an 18-year tech industry veteran, was wad-
ing into the process, he discovered that because a pletho-
ra of generic web hosts was already out there, he needed 
to create a different type of service than similar compa-
nies offered. 

That’s when he stumbled on Kerio, a more advanced 

web-hosting system best suited for businesses. After 
partnering with the company, becoming the region’s sole 
Kerio provider and one of just a few companies across 
the U.S. to offer it, Big Mountain was soon drawing in-
WHUHVWV�IURP�EXVLQHVVHV�QRW�MXVW�LQ�WKH�3DFL¿F�1RUWKZHVW��
but also from companies from such faraway bases as New 
York, France and Hong Kong.

“Our success has been our niche business as a pre-
ferred partner with Kerio,” said Clayton. “Now the world 
is our marketplace.”

At Hay Meadows SEO in Puyallup, owner Dan Guay’s 
business story has some similarities. 

The family-owned company opened in 2002, after a 
move from Fort Wayne, Indiana coupled with an extend-
ed and fruitless term of job search by Guay. Frustrated, 
he formed his own company in the burgeoning tech mar-
NHW�DQG�PDGH�D�ODUJH�VDOH�¿UVW�WKLQJ�

“If you can get the wheels in motion, working on your 
RZQ� FDQ� DFWXDOO\� SURYLGH� PRUH� ¿QDQFLDO� VHFXULW\� WKDQ�

Tech hits new turns
Insider views on future business trends for the industry

Mark Meyer, president of Lacey’s CodeSmart cited “big data” and “analytics” as the latest buzzwords in the ever-evolving !eld of technology. Photo by 
Arnie AurellanoSee Tech trends, Page 12

Business owners who did just that share their triumphs, tribulations and how they survived the recession

So you want to start a tech company in the South Sound...

Wooing tech investors

Looking to start a tech business but don’t have 

the capital? That means turning to potential inves-

tors, who are hot to sink funds into a tech company 

that could be a winner. Here’s some advice on just 

how to woo them.

1. Have a great idea, and a passion for it.
Investors are looking for the core of your business 

idea, and for a successful plan to carry it out. How-
ever, the story of how you put in all in place is also 
important. Come in with a product or service that 
D� VSHFL¿F� FXVWRPHU� QLFKH� QHHGV�� D� VXFFHVV� VWUDWHJ\�
for following through; and a willingness to tell your 
own unique story of why you’re enthusiastic about 

See Startup, Page 14
See Investors, Page 14



working for a single company, which can 
let you go at the drop of a hat,” he said.

How he managed to get that growth 
JRLQJ�ZDV�E\�¿QGLQJ�D�QLFKH�LQ�D�RQJRLQJ�
service that businesses needed, one that 
provided regular monthly income but still 
had unlimited potential for growth. The 
other piece? Simple hard work and good 
customer service: pounding the pavement 
and following up, answering customers 
promptly, and thinking long-term.
³7UHDW� \RXU� ¿UVW� ¿YH� FXVWRPHUV� OLNH�

they’re gold, or the future of your busi-
ness,” he said. “As they see your hunger, 
they could turn into your biggest sales 
force.”

That slow yet building business mo-
mentum was also a hallmark of Big Moun-
tain’s growth curve, where Clayton and 
his wife over the years eased into full-time 
work from other jobs.

His advice to those interested in start-
ing a tech business is to do the same.

“Most people who want to start their 
own businesses start out gung-ho, and 

then fail because they don’t make enough 
money soon enough,” he said. “Because in 
tech, there’s so much competition.”

Reach writer Holly Smith Peterson at 

hpeterson@businessexaminer.com.

sinking your time and energy into the 
process.

2. Check your list
When you walk into that meeting, 

there’s an unspoken checklist in in-
vestors’ minds about the basics they 
need to see in a tech business pitch. 
You can provide them with more, but 
at the very least be prepared to share 
everything from an overview of your 
company and business model to your 
¿QDQFLDO� VWUDWHJ\�� IXQGLQJ�SODQV� DQG�
your vision of the company’s future. 
Demonstrating this visually, creative-
ly and professionally will give you an 
edge.

3. Build trust
Prospective investors need to 

know that your product and market-
ing plans are tops in their niche. In 
other words, tech-heavy language 
isn’t as necessary as communication 
of understanding when it comes to 
the current market and competition. 
Investors might be willing to provide 
you with backing, but they’re not al-
ways techies themselves. No matter 
what the case, though, they want to 
be assured that you know what you’re 
doing, and where you’re going.

4. Be entertaining
Don’t just come with a good story; 

prepare a great way to tell it. Keeping 
your audience interested and engaged 
is half the battle of impressing them 
with your idea, and eventually win-
ning them over to backing it.

5. Be prepared, and be clear.
Talk with prospective investors, 

current tech company owners and 
industry professionals before you 
SUHSDUH�IRU�\RXU�SLWFK�VHVVLRQ�WR�¿QG�
out what your audience might want 
to know. Having the most compre-
hensive list of potential questions 
in hand, you can come to the pitch 
meeting fully armed with the answers 
they’ll want up front.

6. Tell them why you need them
Why would each particular inves-

tor be a good partner in your start-up 
HIIRUW"�,Q�ZKDW�ZD\V�ZLOO�WKH\�EHQH¿W��
and when and where are the payoffs? 
Answer these questions during your 
pitch, and if they agree, it’s another 
step toward success.
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Investors:  
Be engaging 
when you tell 
your story 

New Tech Web company owner Jim 
Rosemary’s business began as a Kent-based 
software applications training company in 
������,Q�WKH�¿UVW�WZR�\HDUV��WKRXJK��5RVH-
mary found that more clients were request-
ing enhanced website services than train-
ing, so he shifted the company’s focus to 
creating websites for small businesses. The 
reborn New Tech Web company has now 
thrived for nearly two decades, including 
a resurgence through the recession. Here, 
Rosemary offers his thoughts on how to 
¿QG�D�EXVLQHVV�QLFKH� LQ�WKH�WHFK�LQGXVWU\��
and how to succeed.

1. Don’t start by inventing a product 
or service that you think is cool or 
wonderful.

Never fall in love with your own product 
RU�VHUYLFH��5DWKHU��¿QG�RXW�ZKDW�QHHG�H[LVWV�
LQ�WKH�PDUNHW��WKHQ�¿OO�LW� �<RX�PD\�VWLOO�KDYH�
to educate your audience as to why your 
product/service solves their issue or makes 
their lives better, but that’s a lot easier than 
attempting to convince them to purchase 
something for which they see no need.

2. It’s not about the technology, re-
ally.

Tech companies in particular are guilty 
of this. They’re so close to the technology 
WKDW� WKH\� SUHVHQW� WKH� VSHFL¿FDWLRQV� DQG�
features of their products and services, 
WKHQ� H[SHFW� WKH� PDUNHW� WR� MXVW� ¿JXUH� LW�
out. Instead, always focus on the three 
NH\V�WR�VHOOLQJ�DQ\WKLQJ��EHQH¿WV��EHQH¿WV��
EHQH¿WV� �(YHQ�ZLWK�FRPPHUFLDO�SURGXFWV�
and services, make an emotional connec-
tion. People buy from people they like and 
trust.  People buy based on emotion, then 
rationalize it with logic.

3. Be sure you love what you do.
Otherwise, work will be, well, work. Have 

fun or don’t start.

4. Don’t quit.
Winston Churchill did not say “Never, 

never, never give up ... unless you run out of 
PRQH\�´�RU�³���XQOHVV�\RX�¿QG�LW�WRR�KDUG�´�
or “...unless you’re not successful in four 
months.”  The No. 1 reason small business-
es fail is that owners/managers stop trying 
WR�¿QG�VROXWLRQV�

5. A common occurrence for start-
ups in under-pricing their products 
RU�VHUYLFHV��QRW�PDNLQJ�D�SUR¿W��DQG�
causing money issues. 

It starts with the owner’s mindset about 
money. Some have an issue with making 
D�SUR¿W��VHHLQJ� LW�DV�³WDNLQJ�DGYDQWDJH´�RI�
others, or that it’s somehow abhorrent to 
SUR¿W�³RII�RI�RWKHUV�´ ,�DVN�WKHP��¿UVW��LI�WKH\�
see their product or service as bringing val-
ue to the world. (Note: If they can’t or don’t 
see this, then I question why they’re in busi-
ness.) If they bring value to the world, then 
WKH\�PXVW�PDNH�D�SUR¿W�LQ�RUGHU�WR�VWD\�LQ�
business and bring that value to more peo-
SOH� 3UR¿W�LVQ¶W�DQ�HYLO�ZRUG��,W¶V�D�PHDVXUH�
of how your product or service is perceived 
as valuable by your market. Get your head 
VWUDLJKW�DERXW�SUR¿W�

6. Walk before you run.
Ignoring simple philosophy has been the 

ruin of many ambitious entrepreneurs, espe-
cially those whose funding comes from oth-
ers (money they didn’t have to “earn”). Each 
investment in your business should be mea-
sured by how it will impact the bottom line. 
Yes, you could have a website with all the 
EHOOV� DQG� ZKLVWOHV�� D� PDJQL¿FHQW� LQWHUIDFH��
extra features, and so on. But if you can’t 
afford it, then it’s best to roll out your web-
site in phases over time. Do what you can do 
now, based on the resources you have now, 
not on what you think you’ll have tomorrow.

7. Some small businesses are self-
conscious about being small, so they 
try to act like big companies.

Nowhere is this more apparent than in 
their marketing. They present themselves 
as if they’re Fortune 100 entities. But as Mi-

chael Gerber said in the E-Myth, “You’re not 
just a big business on a small scale, you’re 
fundamentally a different kind of busi-
ness.” In other words, don’t emulate what 
the big guys do. If Oracle or GoDaddy spend 
millions of dollars in advertising, don’t just 
advertise, but spend less. Rather, maybe 
you shouldn’t advertise at all. Maybe your 
small business should conduct seminars 
at local libraries or join business network-
ing organizations, tactics that the big guys 
wouldn’t even consider. Do what works for 
your market and focus on building relation-
ships, not on branding.

8. A key ingredient to success, and 
one that most successful companies 
never stop developing is systems. 

When a new hire doesn’t work out, 
it’s not that that person was a bad em-
ployee. It’s that you didn’t have a system 
IRU�GHWHFWLQJ�D�JRRG� MRE�¿W�SULRU� WR�KLULQJ�
them. The more systemized your business, 
the more likely it will be to function without 
you. (Avoiding what a consultant client of 
mine calls “founderitis.”) The more systems 
you have in place, the more likely it will be 
IRU�\RXU�FRPSDQ\�WR�UXQ�HI¿FLHQWO\��DQG�WR�
provide employees with a clear picture of 
their duties and the goals of the organiza-
tion. And with systems, it is more likely that 
you’re building an entity with value that 
can be assessed by potential buyers of your 
company in the future.

9. Be a student of the process. 
Some entrepreneurs, when they start 

their businesses, set aside the drive for edu-
cation that got them to where they are. They 
get consumed in the business of running 
their business and “don’t have time” to read 
books, listen to experts, attend seminars. But 
in order to continually increase your value to 
your organization, to always add value to the 
relationship with your clients, to get ahead 
of the competition, you should never stop 
learning.  Be open to transforming yourself, 
your company, your products and services.

Spotlight on: Jim Rosemary, Puyallup’s New Tech Web

Jon Clayton of Yelm’s Big Mountain Internet Solutions found his company’s niche as a preferred busi-
ness partner with Kerio. Photo by Holly Smith Peterson


