
It this persooal Luuch is pJrrl)" illusutY, 
that's unavuid,ibk iill" a big comp' [j~' ttwt 
c'ulltrois ]0 pe.'rcCIII of the.' retail til'': markel 

in I\lillnc'apolis alone It's achi..:ved \l:utl)' 

through sbrewd LiSt' ot1\' ;mel radju J(J,;, 

which ;lim lilr a h()lllC~" 'T1lall,t,\wn ted, 

(rl'g;\x often ,lPlxars in thclll himsdf. 

"Th,lt:s JII p~n <.11 our mi,si(ltl ,t.lll'n cnt: 

'Crowing 1,lr::-e by staring 5111alJ: "hc' 'J)S, 

lt h;lsn't 0('<:0 ~n easy rldt', After i'lartin<' 

with threc gas ,tat ions in 1'l7b, C;.::gax imel 

Amy Rolanda and her Table for Two marketing 

materials, "Not taking the cookie,cutter approach 

is the key." she says, 

cel-t(}undl'r f)(}n C;Ul.ll'l1 have :eel1 it ,111: 
Ycar, oj' nl'gdlive G!sh 110\...-, bouts wirh (lis­

trust(ulll.lllker" and a 1989 canc<.'r scart' 

that thre~lelll:d C;egilx's lit~, Hut they- haw 

grown Tires Plus into d retail,iuggl'n1aLLt 
wiili l,\(l stores in Ilinc iYl.idwcst<:.'rn states, 
i\mic'ipated suit's Itlr 199!i ;w: -17:> l1liUiorl, 

al1d tJlat's expl'ded tu "jump by 20 plTcent 

trus year when Tires Plus fulls into two more 
stall's and add~ 'll1other 30 or ,0 ~torl."., 

How did it happen? "\( lujusl 111,lkt: every 
1ll1sl'lkc in the book I(lr the Grsl 1.2 )-'eilrs, 
and then ;'ou 11n;lliv ,tart !'!oetting it right 
about year [,'1:' Cegax bughs, "In the idst 1.0 

years, we've grown prdtJr good." 

Silicon surfer 
The ll)lb In Silicun Valley would apprcci­

al'c: Tim ~ lorin, f(Junekr oj' hknl'r;liri<:.',­
based Burlwoud (" lrp, That's out ju 't 

becaw,,; he's poised lO sLlcceed in the grow­
ing business ofdcetronic ":Ol1l1l1er(<, or just 

bec~u"e he's helped an array of compiillies 
ranging fwm The Pilbbury Co. to ~diaStar 

Fil1Jnciall~Clrp, C0111(' tn i'rips with the 

unlinc' wur1d. Thc'/d respect him lor those 
things. but the, ',I abo respt'cl him ftlr \vh;]t 

they would call his"g od tliJllrd' - tail­
ures lhat have poi 11 Led the \\loy to successes, 

"If Jl1vthins, the :ll1alos'Y' is that he:'s 
surll:d the 11I;lrke(' says Illarketing «ll1sul­
tan! Peter l-:ngd, head nt' J\-Lm:h Inc. in SI, 

Puul and one oj' Ivf"rins key bu, inl'~s ""oci· 
akS. "J Ie has Jet il tuke him where th ' \,'a\'<:5 

hal,) .gone.\) 

A l"rmer f- 10ne)'w<:lIlnc, c0I111nunicu­
til)f]s spc'cialist and a Cll-!(lUnc!cr of the 

TUllheim S,jlltriws Co, pubk 1'el,ltions 

fi.rm in Bluomington, :-"'\urin bwke awuy in 
I ~H, lurnint:: hi, ti.lCUS to fnterne[ l'Ol11I11U­

nicar:ions, 

"'(urin's Ilrsl Jllcrnpl to mine cyb<?r,pJ'::e.' 
\'ias hi~ best "good Iailure," Two year, b'tore 

fl1lernet r'.wackasling S)':';tenl of E-dina and 
Ween-TV in l\llnneapulis It'iill1ed to mu­

ble the Jnudd, Rurlwuod W;lS i.n online 
partnershi!.':,; with TV and radio ~tati(,lI1s in 
two k' '[ lHarkt'f.s, ROl:hcstcr and Sioux r:,l11s, 

)outb Dakut,l. In .lui' ltiY4, brlladcastLT~ 

gave Bl.Irl"'(lI)J online news, :ipurts, and 
l'lllertaillll1eIlt, as well;ls (0ll1nllll1itl' intor­
rnaliunlike $chooll.wKh menus and winter 
storm do ings, There \\'ere mov,ie listings 

and n.'yic\\'s, :ll1d evel1 ,I big (ornl11en:iaJ 

sponsor -- The Ccll',H :l.)!a eCl. ot AtJanta, 

Impressive sltill' !tl[ the online "Dark Ages" 
uf !')<)l 

"\\'hJt \\Ie did W;lS 1.0 taJ<C:' wh<1t America 

(J 111 LI1C or CZ1mpuserw Wt'l't' duing al' that 
time and say, 'Let's IOG11i1.e that: "1\ [orin 

rccaJb, fkclUse broadcasters spread tbe 

word, ad expenditurc's wcre almost lInl1<:C' 

essary Fur st'WIl rnol1l'hs, lhe senTice was a 
local hit: BlIrlw(I()d utlr,LCl:ed ahout l,250 

~)aying subscribers in cach city and the 
media partnerships were v"urking welL But 
thcn, in early 19'1:'\, ','l.'IScJ\x·l.aunclwd its 

pl)f'ubr "Veb browser -- and the whole 
game changed overnip:lll. 

"At that time, everybody in thusc mar­
kers wanted their [ntemcl access through 
liS:' ht' ,"ys, But thal wuuld take capital 

thar Burlwood wasn't I'd prt'parcd to 
ralSc', "All thl' privale investnwnts were 
gearing up to\\'aru the: Internc!':' \'1orin 
rec-;:tlls, "bul we didn't have that part of 
our 'ltDr)' flgured om yet. \\,,~ ended up 
shuLting down in july of '95," 

Morin and his C0l111X1I1Y Silll~)ly chang('d 
tJlcir st rall..'g;·, ",,"\0',: stanl'd 1'0 f()cus ou l' 

attention 011 the busincss-to-business (01'­

porate market, 'Ind to hdp the'm ulldastand 
this emerging 0111il1<: ;\reo;l:' he says. 

This IVas thl.: birth elf llld'l).'S Burlwood, <1 
COlllp,tny th;lt has grown !i',)m S200,OOO in 

tl.J')S rl'vcrllle to triple that in 1.997, In ll.Jl)t'\, 

rewiluc j" L'xpccled 1'0 be uDaut $l.5 mil­
lion. The c")l1lpany employe j eight r 'optt' 

in !097 but nnw kts 21 nn the payrt 11, 

BUl'r,vood is nc)\\, pt'imuruy an Interncl 

Sc>lutll1l1S prnvidt'r, helping (oll1panies huge 
and ,mall devclnp \Vch site" di.ltaba~e~, and 

intranel's, And ir c-'\fllinues to shift with the 

sands. Afler helping R 'liaSlar and other 
firms set up Ol1line tinancial hre)kcrJge ser­
vice, , the company- all hut alxH1d(ll1cd tlw 

niche when lbe,ales cycle pruwd t\ll\ 
lenglhy t.o be lucralive, 

"One thing I've Icamed is you kind uf 
h;lve to let tll<:.' market I<lCl yDU, instead of 

thinking you've gOl il fl~lIred out and just 
pursuing tll:!t i idc.l.I:' ~ krrm S,lyS, lIe's also 

rC;1lized that h.is businl:ss requirt's imelbivC:' 
lil,C-{.u,"l:lCl' (Ol1l:1(r: with dients and lots uf 
l1urturing, Sorne ({('ai,s take months to clu,e 

beil lre a single dollar dlang<:.'s hand.s. But 
that's tinl" say:; \jorin, Patience p.ly' (ltf 

"I spend a 101 of time c;rlling on people, 
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l1et\'{orkint~,getting ill from of people. 
Telling our "tory, but more important, li,­
tening to whatthe}"re trying to <Kcomplish:' 
Morin says. "It's very person.al. \Ve don't do a 
lot in the way of advertising or dlrt'ct ma.iJ, 
but we're vcry he;l\J" on the relationship ori­
entation:" 

The result: ,\'Iost of the company's busi­
ness is generati;'ll b)' word-of-ml!ulh rl'ter­
rals, many of them from companies still 
being nursed through the sales process. Tl1is 
kind of publi..:ity landed Budwo~)d a promi­
nent position in the emerging e-commerce 
arena when 10m Petters, CEO of 
Minneapolis-based Petters Warehouse 
Direct Inc., contracted ,vith /Ylorin not only 
to help develop hi" online mall, Red Tilg 
OULlet, but to actually run it. The online 
store launched last swnmer, wiLb .'vlorin as 
operations head. 

";"':ow that's conhden..:e:' (I,!tlrin sa)'s. "{ 
don't know of an)' e-..:ommerce prtlVider 
anywhere around thaL country that's said 
to a vendor, '\Vhv don't YOll gu ahead and 
nlll itt'" 

lupiter Communi,'ations, the N<:w York 
City-b<lsed online tracking service, rroj,~(t$ 

th,lt online shopping will rise from $5.,' bil­
lion in 1991\ to $24.5 hillion h}' 2002. Even a 

fragment of that businc.ss could mak'" 
MI,'rin a rich man and Burlwood an t~-LOm­
merce pow'erhollse." )I we cont inue - .md 
we IviU continue - to further establish our.. 
selves:' Morin sllys,"this will be huge:' 

Discreetly romantic 
III the business world, yUll can't gt't much 

more personal than Amy Roland!.) and her 
dat ing st'rvice Table Illr '1 \1'0. 

Rolando is a 28-yc'lrold fOrnlt~r WCC(1­

TV meteorolugist turned matchmaker. Her 
private weather forecasting ":0I11p3n}' .in 
Minneapolis, Wearlwr Watch, was '1lready 
successful when :-he l<llln..:hed Table for Tko 
last yt'ar. 

Table [()r 1v:<) isn't your typical video dat­
ing servic('. There ;In: no videos. Then? 
aren't even any photographs of prospective 
mates. Rolando'.> sen-ice is strictly confiden­
tial, aimed at professionab ',et\"Ct'n the ages 
of 25 and 60 who ,m: having trouble l11t'et­

ing other people. 
The ba~ic business model LOuldn't be 

~impl"r: The servi.;e matches [\\'0 people 

and arraJlges lor them [0 meet k,r lunch at a 
niLc rcstaur,mt. "\Ve're marketing to people 
that kwe never used <lily kind of service like 
this:' Robndo says. And sensitivity is the 
word. Tb avoid an)' postprandial 'Mkward­
ness, Table lor Two even arranges for the 
couple to get ~eparate checks. 

H's not cheap. Rolando charges $I,J 95 for 
j 2 months of matchmaking services over 
any two-year period. /\.nd Rolando, who has 
'NeatJler Wat..:h to bll back on t1nancially, 
call afford to be choosy about who gets in. If 
clients' ideal of"the right person" depends 
on knowledge of a high salary, they're shop­
ping in the wrong store. Rolando doesn't 
even ask clients Ie))' that In(ormarion, though 
she does pay a service to check for criminal 
records. 

\Vhat maUers ml)st, she says, is compati­
bility between two intelligent people. This 
leaves Rolando and her half-dozen employ­
ees the burden of assessing personalities 
based on a lengthy interview process, and 
the responsibility for malchinl': clients with 
several prospecti\'e dates. It rt:quires a great 
deal of time and nurturing !()r each of her 
company's SOO clients. 

The ..:ompany expect5 its client base to 
grow substantially in the next two years, a~ 

Table for T\"o expands into Seattle, San 
Francisco, Phoenix, and Atlanta. Its anti..:i­
pated growLh could lead to revenue of $2 

million by 200 I, up from an expected 
$500,000 this year and $150,000 in ]997. 

i\1uch of Table lor 'J\~o's marketing hinges 
on the study of expansion markels, which 
vary \I'ide~y. In J\linneapolis, for instan..:e, 
many professionals who move in from otber 
cities find it tough to fUld a mate because so 
many people here are native t"linnesotans; 
it's hard to crack the hometown cliques. 

But in Phoenix, a town with relatively tel" 
homegruwn resid\'nt.'i, the problem is ":001­

pletdy difterent. !':obody knows anybody 
there. A d'lting service would have to take 
such distinctions inlL) account. "Really, not 
taking the cookie-curter approach is the kc)! 
to our market;' says Rulando, who notes that 
there arc ITIore than 600,000 single adults in 
the 'l\vin Cities metro area alone. 

"When I think about Am}?s marketing 
strateg}; the word 'proies.sionalism' comes to 
mimi;' says Anne ~icobi, an independent 
public relations consultant in Bloomington 
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who has worked with Rolando to pr\)lllott.' 
her business. "Also, there's a litlle delight. If 
you look at her marketing materials, thc))rt' 

fun, they're classy, They rdl('ct the character 
of her business," 

Those marketing materia'!s - business 
cards shaped like memLS, matchbQoks 
inscribed with the slognn "We m<lke the 
matches. you light the fire'" - are used 
extensivel,' to help stay in touch with dient, 
and prospective clients. Some del,.-ide they're' 
not ready (')f a relationship, even alier 
approa..:hing Table tor Two for help. So the 
company keeps after them - gently. 

"After the)' callus for information, we fd­
low up with them a ..:ouple of weeks later tu 

see if they h,lVe any further quest ions or 
anything else we C<1n hel t' them out with:' 
says Roiando. ''If we don't have them Ctlme 
in for an interview, or something happens 
where they don't decide to make an inter­
view appointment at that time, then we go 
ahead ahout a month later by sending a 
Chinese lood takeout hox tbat has just a for­
tune cookie with a custom message, and 
then a business card, hand-written, that 
says, 'When YOll're ready to take the next 
step, give us a caU.'" 

Things might be left alone for a month or 
so, but eventuaUy, the men and women who 
have approached Table for Two will hear 
from l{olanJo ;lgai11. "We'd probably t()!iow 
up with another call~ she says. "And then eve 
might a ..:oupk of months down the TOad 
send them a copy of our newsletter. just to 
get rthem I Lo stay in lOuLh." 

Staying in touch is time-consuming and 
involved, Rolando says, bllt since clients 
have two years to use up their allotted time, 
there's no rush to find the perfect mate. 

'J11ere is anecdotal evidelKc that 
Rolando's appro,l<;h works. Por the tirst titlle 
since the buslll\;ss started. a couple who mel 
through the service recently announced 
their plans to marry. "So n..'allv, tt's about 
timing:' says Rolando, "Jt's wht'ncvcr these 
people arc ready." 

Contact 
Tom Gegax; (612) 894,9231 
Tim Morin: (612) 914-0474­
Amy Rolando; (612) 677,1550 


