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Infrastructure Summit brings needs into focus
By George Berkheimer

Senior Writer 
With final passage of the $1 trillion 

bipartisan infrastructure bill, a “golden 
opportunity” is ahead to modernize and 
improve the nation’s infrastructure to keep 
the economy strong.

At the Greater Baltimore Committee’s 
(GBC) Transportation and Infrastructure 
Summit in July, U.S. Sen. Ben Cardin 
joined Greg Slater, secretary of Maryland’s 
Department of Transportation (MDOT), 
and Rick Gordon, director of the Office of 
Statewide Broadband, to present an overview 
of needs and future plans for the region.

“The infrastructure bill is a 34 percent 
increase above the current federal partnership 
in transportation infrastructure,” Cardin said.

As passed, it provides a 10 percent 
set-aside for local governments for eligible 
Transportation Alternatives Program proj-
ects for things like pedestrian and bicycle 
paths and greenway space.

The package also includes approximately 
$65 billion for last mile broadband connec-
tion projects targeting the connection of all 
residents and businesses.

System Preservation
At MDOT, the focus is on system pres-

ervation and investing in the backlog of 
infrastructure that needs repair, Slater said.

“We’re also trying to invest in planning 
and engineering for the next shelf of projects 

to put [federal and state relief funding] to 
work really quickly” he said.

MDOT received approximately $1.69 
billion in combined CARES Act, American 
Rescue Plan Act and supplemental appro-
priations funding, which has helped the 
Department pay for some of the unexpected 
consequences of the pandemic due to travel 
and revenue shortfalls.

Highway traffic dropped more than 50 
percent during the lockdown, BWI passen-
ger traffic declined more than 95 percent 
and transit ridership dropped more than 70 
percent, Slater noted.

“Our core bus remained at about 50 
percent, demonstrating how important 
that [system[ is to frontline workers and 
our community in Baltimore,” he said. “The 
volume has started to come back, which is 
good news for the Transportation Trust 

Fund.”
The relief funding helped the department 

avoid layoffs, keep projects moving and keep 
planning for the future, Slater added, but 
unfunded needs across the transportation 
infrastructure system still amount to more 
than $7 billion. 

A $2 billion investment is needed to 
bring the transit system into a state of 
good repair, he said, while the state faces a 
$4 billion highway project backlog, Motor 
Vehicle Administration and port facilities 
require $100 million in facility work and port 
modernization carries a price tag of about 
$250 million.

“We’re nearing completion of our first-
ever Statewide Transit Plan that’s going to set 
the foundation for what our transit system 
will look like over the next 50 years,” Slater 
said.

Broadband Access
On the broadband side, Gordon said 

ensuring that all state residents have access 
to high speed broadband Internet by 2025 is 
“a very tall order.”

The state has made 43 awards totaling 
$5.4 billion this year to extend service to 
unserved neighborhoods in 14 jurisdictions, 
whittling away at the $10.8 billion total proj-
ect cost. 

Collaborative Solutions Maryland, a 
University System of Maryland 501(c)3, is 
also using a $15 million state grant to create 

a new wireless network across the state for 
educational access. The network will initially 
serve K-12 students and is expected to 
expand to post-secondary education in the 
future.

In Howard County, Jason Quan, general 
manager of the Regional Transportation 
Agency (RTA) of Central Maryland, said 
ridership dropped by half at the height of the 
pandemic, influenced by the RTA’s reduction 
in service, remote work, and retailers with 
limited business hours.

Buses and Bikes
The numbers have started to rebound but 

they’re still not back to pre-pandemic levels.
“Employers allowing workers to tele-

commute will likely have some impact on 
ridership in the future,” Quan said. “However, 
since most of our riders are generally 
employed in the service industry, the impact 
will likely be small.”

Chris Eatough, Howard County’s Bicycle 
and Pedestrian coordinator, said the county’s 
Bikeshare program closed from mid-March to 
mid-August 2020.

“Ridership remained below previous 
levels for the rest of 2020 and early 2021,” 
Eatough said, primarily because fewer people 
were commuting to work, college, shopping 
or going to restaurants.

“Since summer 2021, Bikeshare ridership 
has returned to levels similar to the same 
months pre-COVID,” he acknowledged.

MDOT received 
approximately $1.69 
billion in combined 
CARES Act, American 
Rescue Plan Act 
and supplemental 
appropriations funding
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Historic courthouse seeks new mission
By George Berkheimer

Senior Writer

With the relocation of its Circuit Courthouse to a state-
of-the-art facility complete, Howard County now faces 
the decision of what to do with the sprawling Ellicott City 
complex it vacated.

Full-scale redevelopment is not possible. The 
Courthouse, Old Jail, and Oak Lawn – a former single-family 
dwelling incorporated into the courthouse – are listed on the 
Howard County Historic Sites Inventory and the Maryland 
Inventory of Historic Properties and are subject to oversight 
by the county’s Historic Preservation Commission.

The Ellicott City Watershed Master Plan adopted by the 
county in 2020 provides the relevant guidance on the reuse 
of these buildings and properties.

A county-issued Request for Information (RFI) from 
developers and interested businesses, and a subsequent 
virtual information session held in July, are helping to 
generate ideas for future reuse.

The roughly 6.2 acre site includes a 69,600 square 
foot, three-story courthouse occupying 1.63 acres. It also 
includes a 4,400 square foot, two-story former detention 
center occupying .23 acres, a 6,000 square foot, four-story 
office building, and a 4.14 acre parking lot.

Zoning Change
Zach Hollenbeck, a project manager for the Howard 

County Department of Public Works (DPW), said no deci-
sions have yet been made regarding these properties.

“Earlier this year DPW filed a zoning map amendment 
for a change in zoning from HO/Historic Office to HC/
Historic Commercial,” he said. “This change will allow for 
the greatest number of potential uses for the parcels.”

After a unanimous recommendation by the county’s 
Planning Board to proceed, the Zoning Board scheduled a 
hearing on the matter for September 1.

Tom McGilloway, planning director for the Mahan Rykiel 
architecture and design firm of Baltimore that was selected 
to lead the county’s Watershed Master Plan efforts, said the 
county’s desire is to use the property to enhance but not 
compete with existing businesses on Main Street.

“Any redevelopment or reuse will be historically appro-
priate and follow Ellicott City Historic District guidelines,” 
he said, and should preserve clear visual and physical 

connections to Main Street.
“At least some portion of the campus should be dedi-

cated to community use if possible, and every effort should 
be made to leave adequate parking available for public use,” 
McGilloway said, adding that environmental consider-
ations are also important.

Following the Zoning Board hearing, the county 
expects to initiate a Request for Proposal process that 
would occur in the winter of 2021-2022.

Market Study
A retail market study conducted as part of the 

Watershed Master Plan suggested potential uses that 
include lodging accommodations, restaurants, event space, 
and specialty food stores.

While the market study also identified stores carrying 
home furnishings, clothing, antique, and jewelry among 
possible uses, McGilloway said those businesses would 

most likely be attracted to Main Street and wouldn’t really 
be appropriate for the courthouse property.

“A big recommendation of the Watershed Master Plan 
was the Green Cultural Trail,” he said, which envisions a 
multi-tiered pedestrian experience throughout Ellicott 
City. “There’s an opportunity to create a loop system that 
connects the courthouse with the Bernard Fort Heritage 
Center and the Patapsco Female Institute and Main Street.”

Suggestions Welcome
According to McGilloway, the economic feasibility of any 

reuse plan would be challenging without an element of new 
construction.

“The parking lot is the area where new construction 
would occur, if there is any,” he said. with one possibility 
being to restrict new construction to only the upper or 
lower lot.

The topography also limits options necessary to address 
some vehicular and ADA access issues, McGilloway said.

Nick Redding, president and CEO of Preservation 
Maryland, said his organization is establishing a partner-
ship with Howard County government to consider how to 
reuse the jail structure from both a preservation friendly 
and culturally sensitive standpoint.

“If a suitable and viable reuse plan is identified, 
Preservation Maryland is interested in being a long-term 
partner,” Redding said. “It should provide contemplative 
public space [because] it was not only a long-time site of 
incarceration ... but also the site of several rather infamous 
and prominent lynchings in Maryland history.”

Hollenbeck noted that the RFI generated responses 
that look at the various parcels collectively as well as 
individually.

“There was interest from the development community, 
from business owners on Main Street as users, and from 
entities that have an interest in preserving the history and 
buildings,” said Patty Restrepo, principal with Chartwell 
Enterprises which advises the county on real estate 
transactions.

The county is also not opposed to using a portion of the 
property to provide space for Howard Community College, 
the University System of Maryland or any other learning 
institution.

“All suggestions are welcome,” Hollenbeck said.

Learn more at pallottihs.org
113 St. Mary’s Place,  Laurel, MD  20707
301-725-3228  |  admissions@pallottihs.org

Celebrating
      100 Years!

Learn more at pallottihs.org
113 St. Mary’s Place,  Laurel, MD  20707
301-725-3228  |  admissions@pallottihs.org

Celebrating
      100 Years!Once a center of justice, the Ellicott City Circuit Court building may 

soon be a destination for people looking for food, retail options and 
social activity. TBM photo/Emily Calkins
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THRIVING TODAY
The Business Monthly connects with businesses to inquire how they are faring. These articles are reported by Mark Smith, Senior Writer.

Rob Spengler, assistant manager at Pherm Brewing Co. in Gambrills, examines the in-house brewery, which 
will soon be expanded. TBM photo/Mark Smith

‘Ready for our 
ribbon cutting’

Over Rice
A stint living in New York City gave 

Over Rice co-owners Emily Kim and Tomo 
Kora the idea to open a Japanese dessert, 
or Mochi, eatery back home in Ellicott City. 
While the concept debuted in late July, 
COVID-19 made the path to opening its 
doors tough. 

“Part of our inspiration was Pon De 
Ring, a dessert, we discovered in Japan,” 
said Kim, “and we decided we could offer 
it to Howard County’s diverse population. 
It took us more than six months to open in 
the Forest Green Plaza because we person-
ally built much of the infrastructure in our 
1,800-square-foot space, including build-
ing the furniture, painting the space and 
even the plumbing.”

True, Over Rice marked Kim’s debut as 
a general contractor. “That meant lots of 
reading, researching and YouTubing,” she 
said, though the duo eventually contracted 
with some hired help.

But Kim and Kora reached their goal, 
despite issues such as shipments from 
Japan “often being delayed and expen-
sive. And it took us a month to get our 
permits from Howard County Planning and 
Zoning, which normally takes a week,” she 
said. “But now, we’re ready for our ribbon 
cutting.”

 

‘You can’t 
spread yourself 

too thin’
Uncommon Design
The COVID-19 pandemic’s main effect 

on business at Uncommon Design of 
Laurel was a reduced need for print materi-
als, due to many events put on hold. Time 
to refocus.

“We ended up increasing online work 
as more projects were being adapted into 
fully digital form,” said Conway, who 
also further supported her business with 
networking groups like her local BNI 
Chapter, Laurel Board of Trade and Central 
Maryland Chamber (CMC). “The CMC 
got me more connected in three counties, 
which expanded my market.”

The new approach also included 

refining the company brand, (what she 
encourages her clients to do every day) 
such as expanding her social media pres-
ence beyond Facebook and LinkedIn to 
include Instagram. 

She’s also been eager to explore new 
sectors such as restaurants, real estate 
and health care, and has “even gotten 
into typography and created custom prints 
and note cards for a store in Hyattsville. 
They’ve been selling, too.

As the new Delta strain surges, she’s 
still a little reluctant to meet clients and 
make contacts in person, which has made 
COVID-19 era networking avenues even 
more important 

“You can’t spread yourself too thin,” 
Conway said, “but Zoom is just as easy in 
many cases.”

‘I think we’ll 
start strong’

Dive Bar
Reopening an approximately 

9,000-square-foot restaurant in Savage 
Mill during a pandemic wasn’t easy, but 
Pittsburgh-based Dive Bar’s Clint Kuskie, 
who now owns his sixth location and first 
in Maryland, is confident of his decision.

“Last fall, we were at an impasse with 
COVID-19,” said Kuskie, who is planning a 

soft opening on Labor Day weekend, “but 
this is a good situation for all involved. The 
Rams Head’s lease expired as the pandemic 
started, then we kicked tires for six months 
before deciding to sign the lease.”

The building’s infrastructure was 
solid, which meant Dive invested “about 
$600,000 in new equipment and other 
updates. The main addition is a new bar 
on the third floor, with a general freshen-
ing up with new paint, floors,” Kuskie said. 
“Aside from one freezer, the kitchen is new. 
We’re also working with local companies to 
build relationships.”

The lease with A.J. Properties is struc-
tured around the new anchor’s aim to 
bolster traffic at the Mill. 

Kuskie said, “I think we’ll start strong, 
though we’ll be cautious about volume as 
we acclimate to the market.”

‘I learned to 
never give up’

Signarama
While numerous businesses altered 

their approach to their markets to negoti-
ate the COVID-19 pandemic, a lower-key 
approach is what got Don Thomas, owner 
for Signarama in Laurel, to the other side.

The company, which creates light 
box signs for store fronts as well as 

vehicle graphics, point-of-purchase 
displays, banners, among other items, 
was “hit pretty hard, because many of our 
customers, like restaurants, commercial 
real estate companies and transportation 
concerns,” said Thomas, “weren’t open and 
holding events, so it affected our sales.” 

Signarama did garner one Paycheck 
Protection Program loan “and it was a life-
saver,” he said. “Without it, I don’t think 
we’d be in business today. Our approach 
didn’t alter that much, we just started 
squeezing pennies and a couple of employ-
ees took some time off. That helped us 
address our payroll issue.”

Thomas added that the company did 
heighten its marketing efforts via Facebook 
and its website before its commercial clien-
tele began to return last fall. 

“Since, business is almost back to 
pre-pandemic revenue figures,” he said, 
“but what I really learned was to never give 
up. That approach paid off for us.”

 

‘Our Beer 
Garden grew’
Pherm Brewing Co.
After making the bold move of debut-

ing during the pandemic – it opened Dec. 
30, just in time for New Year’s Eve and the 
rollout of the COVID-19 vaccine – Pherm 
Brewing Co. found early success and has 
already announced its expansion.

Pherm has made progress by simply 
playing by the evolving government 
guidelines. 

“We focused on carry-out for a few 
months but as the capacity increased and 
restrictions were lifted, we’ve just gone 
with it,” said Ryan Keith, front of house 
manager. “We’ve also grown our outdoor 
Beer Garden, which was part of the original 
layout” and abuts the Walden Golf Course. 

The brewery, which has an indoor 
capacity of 225 in its two units in a flex 
building that parallels Route 3 North, 
doesn’t have a kitchen but customers 
handle the hungries via the services of 
“about 20 food trucks,” Keith said. 

A handful of the food trucks are regu-
lars, most notably Catalyst Hot Dogs.

At times, Pherm has enjoyed full 
houses inside and in the garden. 

That’s part of what fueled the expan-
sion, with the adjacent third unit having 
been leased for an updated brewing and 
packaging facility. 

Construction will start in the fall and 
completion is slated for early 2022.

http://www.bizmonthly.com
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Craft breweries looking to go ‘low’
By George Berkheimer

Senior Writer

Local craft brewers are big on inno-
vation, developing their own riffs on 
traditional styles to create signature 
products.

The growing demand for low-alcohol 
beer represents a new area of experimen-
tation that is expected to gain traction 
through 2022. 

With an increasing focus on healthier 
lifestyles, the preference for beer with low 
alcohol and calories is increasing, with 
analysts predicting annual growth.

To be labeled non-alcoholic, beer must 
contain no more than 0.5 percent alcohol 
by volume.

It’s an untapped market that Phil and 
Grace Muth, co-owners of Bay Life Brewing 
in Jessup, hope to access after the company 
works out some production kinks.

“The challenge is residual yeast left in 
the beer that could consume residual sugar 
at room temperature and create more alco-
hol and more carbon dioxide, which could 
cause cans to explode,” said Phil Muth, who 
was also one of the co-founders of Coastal 
Sunbelt Produce in Howard County.

Bay Life Brewing serves as a production 
facility for another of the family’s ventures, 
Brookville Beer Farm in Montgomery 
County, and is looking to expand by includ-
ing low-alcohol offerings.

“I stopped drinking alcohol but I still 
wanted a craft beer experience, so I asked 
our brewer to take on the challenge of 
brewing low alcohol beer,” Muth said.

Few Options
Currently, Bay Life is producing Roadie 

Non-Alcoholic Hazy IPA, which looks, 
smells and tastes like the beer it’s based 
on, although the body is noticeably weaker 
compared with a normal India Pale Ale.

“We’re trying to create non-alcoholic 
beers in more than one category and the 
next step will be to try a lager, and maybe 

a Cervesa,” Muth said, although technical 
challenges remain.

“We’re not getting the head we want on 
it but there are some tricks the brewmas-
ter’s going to use to create the long-chain 
sugars we need,” he said.

Bay Life’s brewing process involves 
arrested fermentation and a centrifuge to 
remove the yeast while the alcohol volume 
remains low, resulting in a more natural 
flavor than a vacuum distillation process, 
which vaporizes alcohol for removal.

“I think low- and no-alcohol beers are an 
underserved market,” Muth said. “O’Doul’s 
and St. Pauli Girl have been around for 40 
or 50 years and really haven’t evolved and 
it’s not a craft quality product.”

Poised for Growth
Aside from large-scale national brewers, 

the domestic market for non-alcoholic beer 
is primarily served by larger craft producers 
that include Athletic Brewing company in 
Connecticut, Big Drop Brewing Company 
of Delaware, and California-based Bravus 
Brewing Company and Two Roots Brewing 
Company.

“They are all putting out some great 
lineups of craft quality products and we’re 
playing close attention to them,” Muth 
said.

Other local brewers have indeed 
thought about creating their own non-al-
coholic beer.

“The market just isn’t there for us on 
the scale we’re at,” said Ty Kreis, director 
of sales and marketing at Hysteria Brewing 
Company in Columbia.

Another problem is the limited tap space 
that smaller brewers have. Like Hysteria, 

many of them have started making their 
own seltzers instead to attract non-beer 
drinkers.

“I can only think of no more than a 
handful of people asking us for non-alco-
holic beer,” Kreis said, although he does 
see the point. “I don’t drink at all during 
the week but when I’m out at accounts, I 
do enjoy a non-alcoholic beer.”

According to Kevin Atticks, execu-
tive director of the Brewers Association 
of Maryland, Flying Dog Brewery in 
Frederick is the only other Maryland brew-
ery producing a non-alcoholic beer at the 
moment. Their Deep Fake Non-Alcoholic 
IPA is available year-round.

“Anecdotally, there does appear to 
be a growing interest in both no-alcohol 
and low-alcohol beers but it’s more lively 
in the low alcohol market,” Atticks said. 
“It’s creating a whole new market that 
could be worth looking into for any brew-
ery that wants to do something unique 
but it’s going to require them to rework 
the process and possibly invest in new 
equipment.”

If demand does continue to grow, Bay 
Life and Flying Dog have a leg up.

“I think there’s some potential to 
collaborate with other breweries and brew 
under contract for them,” Muth said. “We 
feel we’re in a great position because we 
don’t have a lot of people chasing the same 
market but we expect they’ll be out there 
eventually.”

Partners, Kenny Borkmann, Phil Muth, and Grace Muth with centrifuge that produces the “non-alco-
holic IPA. TBM photo/Emily Calkins
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Howard County Recreation & Parks has a wide 
variety of sponsorship opportunities that help 
you get involved with the community.

For more information, please visit
www.howardcountymd.gov/HCRPSponsors

SPONSORSHIP  
OPPORTUNITIES

• Indoor/Outdoor Banners

• Special Event Packages

• Concert Packages

• Nature Packages

• T-shirts & Promotional Materials

• Naming Opportunities 

INCLUDES SOME 2022 COMPETITIVE SPORTS

REGISTER NOW!

2021 FALL CLASSES,  
ACTIVITIES & EVENTS

Register: 410-313-7275 or www.howardcountymd.gov/rap

Beatles fan cashes in
By Mark R. Smith

Senior Writer 
The date was Sunday, February 9, 1964. 
Russ Lease, proprietor of R.W. Lease Ltd. 

of Jessup, easily recalls his whereabouts that 
evening: like 73 million other Americans. He 
was in front of the family TV watching the 
Beatles’ appearance on The Ed Sullivan Show.

Little did Lease, 65, know that he was 
also looking at a part of Ringo Starr’s Ludwig 
drum kit that would one day net him about 
$2 million in a Sotheby’s auction that 
featured a hand-painted version of the Fab 
Four’s iconic “drop-T” logo. 

Lease bought the famous drumhead for 
$44,000 in 1994 and sold it in 2015 to Jim 
Irsay, owner of the Indianapolis Colts, who 
outbid the late Paul Allen of Microsoft.

In 2013, none other than Ringo Starr 
needed a “drop-T” drumhead for his exhibit 
at the GRAMMY Museum in Los Angeles.

“So, we decided to make a new one for the 
display. Ringo was thrilled with it,” Lease said, 
“and asked me for three more drumheads for 
the exhibit.”

He recalled what led him to this unusual 
side occupation. 

“Drum City was the only authorized 
Ludwig sales location in London in the ’60s 
and the late Edwin Stokes was the original 
painter of the ‘drop-T,’ ” said Lease. “He 
painted them at his dining room table as 
he also did for The Who, Dave Clark 5, the 
Hollies. His son, Richard, has been a wealth 
of information about what paints to use and 
his various techniques,” Lease said. 

“When the word got around throughout 
‘Beatledom’ that I was painting the drum-
heads, my business exploded,” he said. “Since 
I’ve painted about 500 more. I’m usually 
backed up at least two weeks.”

The basic drumhead, with a vintage finish, 
costs $195, has an engraved serial number 
and a letter of authenticity. They can come 
with a hoop surround (with the vintage hard-
ware) that also costs $195.

The type of paint he uses and how he 
‘relics’ the drumheads are proprietary 

information.
Lease, who spent the main part of his 

work life running Pants Plus, a clothing store 
at Landover Mall, also once owned one of 
John Lennon’s collarless suits and displayed 
some of his replica Beatle outfits at King’s 
Contrivance Formal Wear in Columbia. 

Today, he also works with Fab Four 
Exhibits, which conducts tours based around 
Beatles’ memorabilia. 

His items have been featured in a 
5,000-square-foot traveling display with 
the next scheduled for spring 2022 at The 
Pavilion at Ravinia Park in Chicago.

His efforts over the years are much appre-
ciated throughout Beatledom. 

“Russ is just one of those special keepers 
of the Beatles’ flame,” said Cars Guitarist, 
Rock + Roll Hall of Famer and noted Beatles 
scholar Elliot Easton. “He’s preserved price-
less artifacts for future generations to enjoy. 
He’s always recognized that he’s merely a 
custodian of these treasures and that they 
belong to the ages. He maintains these items, 
protects them and keeps them in the best 
possible condition.”

Easton owns one of Lease’s reproductions. 
It’s a leather talisman that John Lennon wore 
through much of 1968. 

“Even though it is a reproduction, it has 
such a strong vibe that it gives me shivers 
just to hold it,” he said. “That’s what Russ’s 
work does.”

Today, Lease is updating his drumhead 
website and reflecting on his most unusual 
side occupation. 

“The irony is that when Ringo’s drumhead 
sold at Sotheby’s for $2.1 million, I was just 
hoping “I don’t know if I would have thought 
to make this a side business if Ringo hadn’t 
wanted those three extras,” he said.

Beatles memorabilia expert Russ Lease shows reproductions of the drumhead used by Ringo Starr during 
the group’s debut on The Ed Sullivan Show; next to him is the jacket worn by Paul McCartney during the 
group’s famous 1965 concert at New York’s Shea Stadium.

Ringo’s drum kit 
netted $2 million in a 
Sotheby’s auction.

http://www.bizmonthly.com
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DISCOVER A NEW CAREER. 
Many high paying trade jobs don’t require a bachelor’s degree. Enroll in short-term, 
affordable training at Anne Arundel Community College and apply for new student 
scholarships to attend tuition-free.

LEARN A TRADE.

aacc.edu/get-job-training

Shopping bounces with COVID spikes
By Mark R. Smith

Senior Writer 

People visiting retail establishments, 
restaurants and entertainment venues was 
up 56 percent, according to ZenReach, a 
San Francisco-based company that allows 
merchants with physical locations to 
measure the effectiveness of their online 
marketing.

revealed that the number of 
That number, based on activity from 

the start of 2021 to the end of June, was 
encouraging. 

What wasn’t encouraging was that the 
number dropped to 52 percent by the end 
of July.

Noting the market downward shift 
was Megan Wintersteen, vice president of 
marketing for Zenreach. 

“The drop was a surprise,” said 
Wintersteen, “and I think that nega-
tive trend could well be due to the Delta 
variant.”

Despite the seeming popularity of 
online shopping even before the COVID-
19 pandemic, the data shows that 80 
percent of retail purchases are still being 
made in-person at stores, restaurants or 
live venues, according to Digital Commerce 
360. 

“People are still interested in that 
instant gratification and many purchases 
are still impulse buys made when browsing 
in a store,” she said.

According to the most current Zenreach 
data, while the national average for foot 
traffic is still up, activity for the Baltimore-
Columbia-Towson market area reached a 
relatively whopping 69.78 percent. 

“That number can relate to how cold 
winters are in that region and how tight the 
COVID-19 restrictions were,” Wintersteen 
said. “Florida and Texas, for instance, did 
not have the level of lockdown the Northeast 
Corridor did, but the really big influence 
here is mask mandates. When they were 
lifted, retail traffic jumped in those areas, 
as they did in central Maryland.”

Still, she’s concerned that the number 
dropped nationally in August because of 
heightened concerns about the Delta vari-
ant and the accompanying mask mandates.

Those concerns were seconded by 
Cailey Locklair, president of the Maryland 
Retailers Association. “With tourism, hotel 
and food expenditures down, consumers 
turned to retail to spend,” she said, “but 
I’m also concerned about the drop in foot 
traffic and I’m hopeful that it doesn’t affect 
in-person shopping for long.”  

While retailers are pleased with the 

rebound, “we still hear from many that they 
cannot operate at normal hours or return 
to prior revenue because they do not have 
enough people to work,” said Locklair. “I 
[recently noted] 10 million open jobs in 
the U.S. with an extremely low amount of 
layoffs.”  

That need for workers in retail is 
reflected in the latest U.S. Bureau of Labor 
Statistics data.

It shows “for the first time, average 
pay in restaurants and supermarkets 
climbed above $15 an hour,” said Locklair. 
“Overall, nearly 80 percent of U.S. workers 
now earn at least $15 an hour, up from 60 
percent in 2014. The change is led, in large 

part, by retailers raising wages, including 
sporting goods, hobby, book and music 
stores as well as department and general 
stores and grocery stores.”

At The Mall in Columbia, senior general 
manager, Barbara Nicklas also reported 
positive news that “traffic noticeably 
increased as the rate of vaccinations 
increased in Howard County,” with another 
boost expected this fall. 

Of late, many customers have been 
happy to be back in the retail environ-
ment for the entertainment value after 
being basically cooped up for more than a 
year and some experiencing inventory and 
delivery issues with online orders. 

That’s translated to better numbers 
for mall tenants, who have reported that 
monthly sales “since around May have met 
and exceeded the same months for 2019,” 
Nicklas said.

But whether that continues, given the 
recent spike, remains to be seen, as office 
workers in Downtown Columbia comprise 
a major part of the mall’s weekday traffic. 

“We understand that many will be 
returning to work from their offices after 
Labor Day,” said Nicklas. “Assuming this 
is still what is being planned, we expect 
another nice increase in traffic at that 
time.”

Data shows that 80 
percent of retail 
purchases are still 
being made in-
person at stores, 
restaurants or live 
venues.
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By Mark R. Smith

Senior Writer

After serving in an interim capacity for 
much of last year, Dr. Shafeeq Ahmed 
was named the new president at Howard 
County General Hospital (HCGH).

Ahmed, previously the vice president of 
medical affairs and chief medical officer at 
HCGH, has served in numerous positions 
of health care leadership, including stints 
as chief medical officer and chief operating 
officer at two hospitals within the Baystate 
Health system in Massachusetts.

Today, his task at hand is steering the 
ship in highly vaccinated Howard County 
as a dramatic spike in infections has caused 
hospital rooms to fill.

Q A& 

SHAFEEQ 
AHMED 

Howard County General 
Hospital President

How is the hospital handling the latest surge?
Our team has handled the COVID-19 surges well 

throughout the pandemic. We’re seeing a slight 
uptick of late, mainly due to the Delta variant. Since 

Maryland is a fairly well-vaccinated state, we’re handling 
the increase in cases. We have surge plans in place in case 
the issue gets worse, but so far, the numbers are only at 
a fraction of the level that would cause us to take the 
next step.

How is the hospital reaching the underserved?
One thing we learned during the pandemic was that 

reaching out to the underserved communities is more 
important than ever. We made more than 5,000 COVID-
19 tests available in those areas early on. Our goal was to 
be available to residents at spots they frequented in those 
areas to heighten access to testing. In such cases, educa-
tional outreach was key. We have also partnered with the 
Howard County Health Department around vaccinations 
within our community.

What will be the next expansion for HCGH?
The next big project will be expanding our breast 

center and identifying a better location for it. We’re work-
ing with Johns Hopkins Medicine and center director Dr. 
Lisa Jacobs to analyze our needs and commit to a physical 
space.

What will be the next program expansion?
We have been working for the past year to enhance 

our services in orthopedics, joint surgery and cardiology. 
We’ve expanded our catheterization program to include 
elective procedures. Need and demand have increased so 
we no longer have to transfer those patients to Baltimore 
to The Johns Hopkins Hospital.

What is the hospital’s financial standing?
Our finances have been solid, even during the 

pandemic. Like other hospitals in the state, we received 
funding from the Coronavirus Aid, Relief, and Economic 
Security (CARES) Act this year to cover incremental 
COVID-19 expenses and to offset the revenue lost from 
the need to cancel elective cases and procedures because 
of the prior surges. 

All funding was managed in collaboration with the 
Health Services Cost Review Commission, which provides 
oversight for hospital payments.

HCGH posts annual revenues that hover around $330 
million and we have a strong balance sheet. 

In what areas does HCGH needs reinforcement?
We’re still a nonprofit and despite the CARES funding, 

we [rely on donations] and want to thank our donors for 
their support. It’s interesting to note that, during the 
pandemic, there still have been numerous people and 
companies who were able to make donations and it’s still 
critical to rely on philanthropy. 

The Howard Hospital Foundation (HHF) was able to 
raise $1.8 million in revenue in fiscal 2021. Since March 
2020, HHF raised $1,063,000 in COVID-19 gifts, includ-
ing a $500,000 grant from the Horizon Foundation. 

How are the doctor and nursing shortages 
affecting HCGH?

We’re the same as all hospitals across the country. In 
recent years, we have had to rely on agency nurses to help 
our staff.  We are challenged with a market in which there 
are not as many employees available due to the shallow 

labor pool. 
We are competing for the same workforce with other 

hospitals and health care organizations. We are currently 
offering sign-on bonuses for new employees and working 
on retention strategies for existing staff.  So far, we have 
attracted some new nurses in key roles.

Is HCGH working with schools and colleges to train 
staff?

We’ve been working with area schools for years and 
they’re a great source of talent. Howard Community 
College has been a great partner. So, we have that solid 
connection. However, there remains a limit to the number 
of workers who train in the county and stay at HCGH.

What’s an example of technology improving 
outcomes for patients?

The use of telemedicine has been key of late and it 
has great potential going forward. We have remote 
patient monitoring and programs for patients who 
have diabetes, congestive heart failure and Chronic 
Obstructive Pulmonary Disease. They help them avoid 
hospitalizations.

How many rooms are normally occupied?
We’re usually above 80 percent, which is fairly full. 

Emergency care decreased during the pandemic but that’s 
been going up since people are back to circulating more 
and the variant is causing more illness.

Howard County ranked no. 8 in 2021 for healthiest 
communities. How can HCGH help to repeat that 
success?

We are proud to share in the success of that ranking 
as the only health care facility in Howard County, as the 
county ranked 20th in 2020.

What do you feel are HCGH’s strongest points?
As a member of the Johns Hopkins Health System, we 

can take advantage of Hopkins’ clinical expertise as well 
as the Hopkins outpatient programs. We are also a satel-
lite location for the Johns Hopkins Armstrong Institute 
for Patient Safety & Quality and  HCGH is one of three 
hospitals in Maryland that received a five-star rating from 
the Centers for Medicare & Medicaid Service.

How would you describe your management style?
I’m focused on outcomes and collaboration but also 

very clear on what our goals are and what we need to do 
to achieve results.

What are your frustrations in today’s hospital 
market?

The situation with recruitment, because we’re serving 
our communities while also dealing with the unknowns of 
the pandemic. Another is making sure that we continue 
to support our workforce as it experiences high levels of 
stress and burnout. That’s an industrywide issue.

What’s something you’re very proud of?
The response to COVID-19 and how our team came 

together for our community and each other.

What are you proudest of in your career?
The honor of serving HCGH as incident commander 

and as chief medical officer for COVID-19, then being 
named president of the hospital after serving as an interim 
for nine months and the extensive national search.
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THE MALL IN COLUMBIA50th anniversary celebration
The Mall in Columbia has been the center of our 
community for five decades. It’s been the place to 
shop, to dine, to be entertained and to gather.
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THE HEART OF COLUMBIA
Not your grandma’s mall (but she’s probably there)

By Susan Kim
Staff Writer

6 a.m., The Mall in Columbia. The mall 
walkers are the first ones here, strolling 
down the aisles, greeting each other as if 
they’re on Main Street in a small town.

Francis and Lois Baker, mall walkers in 
their 80s, are a morning staple, sharing 
hard candy along with their early-morning 
standard joke, which most of the mall’s 201 
retailers can repeat word-for-word.

Whenever anyone asks the Bakers, 
“how are you?” Francis says: “I’m simple, 
and she’s marvelous – so together we’re 
simply marvelous!”

The Mall in Columbia might not be 
the same as grandma’s mall in 1971 – but 
grandma may well be there today, and she’s 
bringing her children and grandchildren 
back with her. 

The feeling of a “Main Street commu-
nity,” intentionally cultivated by mall 
management, individual retailers and 
people like the Bakers, is a draw for all 
generations, reflected Barbara Nicklas, 

who, as general manager of The Mall in 
Columbia since 2016, has perhaps logged 
more miles around the mall than anyone. 

“The Mall in Columbia operates both as 
a regional center for a very large trade area 
of one million people as well as the Main 
Street for downtown Columbia,” Nicklas 
said. 

During the past decade, the 400 acres 
surrounding the mall have immensely 
changed: more than 2,000 new residen-
tial units have been built on the ring road 

around the mall.
“So many people in the Columbia area 

had their first jobs here and now their 
children and grandchildren are having 
their first jobs here,” said Nicklas. “It’s a 
tight-knit community an extended family 
of retailers.”

As COVID-19 relentlessly drags on, 
economic predictions are difficult to make. 
But the willingness of locals to support 
the mall, and the sheer goodwill of retail-
ers toward each other and toward their 
customers, may be the refreshingly human 
key to survival. 

Speaking of survival
Family-owned Edward 

Arthur Jewelers is the only 
retailer in the mall left from 
the very beginning. 

But there are other 
long-timers. Silver Heron 
has been thriving for 36 
years, while Auntie Anne’s 
hand-baked pretzels have 
been tempting hungry 

shoppers since the Food Court opened 21 
years ago. Custom Tailor has been open 
since 1995. 

Randy Brooks, president of Edward 
Arthur Jewelers, helped open the store in 
the mall on Aug. 2, 1971, with his brother, 
Edward, and business partner Arthur 
Wodiska. 

A student at Anne Arundel Community 
College at the time, Randy has watched the 
mall around him change – from mostly 
independent businesses to mostly chains 
– and he’s watched his own customers 
change as well. 

“Back when we started, 
it was about purchasing 
jewelry that you passed 
from generation to gener-
ation,” he said. 

Now the store is serv-
ing the grandkids of those 
original customers and 
that generation wants the 
kind of custom jewelry 
created by Kyle Brooks, 

So many people in the 
Columbia area had 
their first jobs here 
and now their children 
and grandchildren are 
having their first jobs 
here.

We survived the 
gas crisis, the 
shooting, the 
stock market 
crash and now 
COVID. Continued on page 12

The Mall in Columbia, with its open and airy architecture, is celebrating 50 years as the hub of the community. TBM photo/Emily Calkins
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Randy’s son, who works at the store’s 
computerized “Design Bar.” 

Kyle, who holds patents on several 
designs, sells to people all over the 
country. 

“Ten years ago, I would have said 
people wouldn’t buy that,” said Randy, 
“but the customer of today is not the 
customer of 1971.”

Clearly proud of his son, and of the 
family’s knack for innovation that has 
enabled the store to keep evolving, 
Randy Brooks sees Edward Arthur 
Jewelers thriving for another 50 years. 

“We survived the gas crisis, the 
shooting, the stock market crash and 
now COVID. We’ve seen it all,” he said. “And we keep going 
at a steady pace.”

Next door to Edward Arthur Jewelers, customers 
stream in and out of the Silver Heron, opened by Diane 
Meyer first as a pushcart store, then in 1987 as a small 
retail space across from Bun Penny. 

The Silver Heron moved to its current location in 1999 
when the Nordstrom wing opened.

Now, Meyer operates Silver Heron along with Pandora 
stores at The Mall in Columbia, Gallery at Harborplace and 
St. Charles Towne Center. 

“I never imagined back in 1987 that my life would be so 
connected to this mall and this community,” said Meyer, 
who reflected that the biggest change she’s seen is how 
technology has influenced shopping.

“Customers are very intentional with their trips to 
the mall – they’ve already checked out the brand or prod-
uct online before coming into a store and they usually 
come in with an idea of what they want,” she said. “I 
think shopping is not the ‘treasure hunt activity’ it was 
20 or 30 years ago. The hunting is done online, at the 
customer’s convenience, because time is such a precious 
commodity now.”

Yet online shopping has not kept 
Meyer from seeing, on a daily basis, 
what keeps her in retail: the connections 
between people. 

“I am proud that the jewelry we sell 
has an emotional connection for people,” 
she said. “It can be a celebration of an 
event – birthday, anniversary, graduation, 
wedding, celebrating an achievement, or 
a memory of a loved one.”

She hears wonderful stories from her 
customers – and turns around to tell 
them to others. 

During the holiday season in 2010, 
Meyers was overseeing sales in the very 
crowded Pandora store.

“We only had two cash registers at that 
time, so customers would have to work with an associate to 
choose their jewelry, then have to wait in a line for another 
20-30 minutes to pay at the registers,” she said. “People 
understandably weren’t happy. Everyone was in a rush.”

A young boy, maybe 9 or 10 years old, reached the regis-
ter. The charm he had chosen was rung up and he started 
digging into his pockets, slowly pulling out wadded, crum-
pled dollar bills one by one. 

“He placed each one on the counter and he and the 
cashier smoothed out the bills and counted the money,” 
recalled Meyer. “The cashier asked him who it was for 
and he said happily, with a huge smile, ‘It’s for my Mom!’ 
Everyone in line had already stopped to watch him. 
Everyone was smiling, enjoying this moment.”

Day by day, transaction by transaction, these moments, 
whether they occur in Silver Heron or at the newest stores 
– Under Armour and the Lidl grocery anchor – create the 
vibe of the mall. 

Nicklas believes that vibe is unique to Columbia. 
“The mall encourages a kind of connection between 

shoppers and retailers,” said Nicklas, “and the wider 
community continues to see the mall as the heart of 
Columbia.” 

The mall’s future 
is bright – it is 
the center of Jim 
Rouse’s vision, the 
diverse community 
that has grown far 
beyond what he 
dreamed.

Continued from  page 11

the mall 50th anniversary

MALL 
OPENED:  

August 2, 1971

DID 
YOU 
KNOW?

The carousel at the Mall in Columbia has been a welcoming site and an attraction for all ages. TBM photo/Emily Calkins
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By Len Lazarick

Enclosed shopping malls may seem like 
a historic fixture of suburbia. In the 1960s, 
when the new town of Columbia was being 
conceived, malls were relatively new, too. 

Jim Rouse, Columbia’s founding devel-
oper, first made a name for himself as a 
developer by building 
the first enclosed shop-
ping center east of the 
Mississippi – Harundale 
Mall on Richie Highway, 
which opened in 1958 
only to be demolished 
40 years later. 

When the Mall in 
Columbia was planned 
for the center of town, 
there was no town. 

Jim Rouse wanted 
the mall to be the Main 
Street of the town-to-
come. It was another part 
of Columbia’s pre-ser-
vicing -- building shops, 
community centers and athletic facilities 
before there was a market to support them.

Rouse, in fact, overruled his mall 
planners. 

They wanted to put the shopping center 
at the edge of town, near an interchange of 
the newly constructed I-95, where Gateway 
and Gateway Overlook sit today.

Those planners had a point. The new 
mall had none of the highway access it 
does today. Route 29 was a two-lane high-
way, crossed with traffic lights for country 
roads. Routes 100, 175 and 32 were years 
off. 

The national department store chains 
that would anchor malls across the country, 
like Macy’s and Sears, wanted nothing to 
do with this mall out in the sticks. Rouse 
had to coax two local department stores, 
Hochschild Kohn from Baltimore and 
Woodward & Lothrop from Washington, 

to anchor the two ends of the original mall.
Main Street it did become for at least 

Columbia’s first decade. The mall served 
as the center of social and commercial life. 

Hanging out, eating, working, shopping 
at the mall is a recurring theme of a private 
Facebook page “You know you grew up in 
Columbia when …” with 8,500 members.

The posting of an 
advertising jingle about 
the mall – by Steve 
Karmen, “King of the 
Jingle,” who wrote “I love 
New York” – generated 
dozens of fond memories 
and recollections of mini-
mum wages that started 
at $2.00 an hour. 

Many other post-
ings recall the train at 
Christmas time the black 
Santas or the poinsettia 
tree – or Barry’s pizza, 
Jade Chinese restau-
rant and the Boardwalk 
arcade.

Like Barry’s and Jade, many of the 
original merchants were local, like the Bun 
Penny deli, one of the final survivors that 
closed in early 2008. 

In its first decades, the mall was also a 
central place for Columbia celebrations, like 
the Ball in the Mall.

Novelist Laura Lippman, who attended 
Wilde Lake High in the 1970s, captures the 
social dynamics of growing up in Columbia 
and the role the mall played as hangout for 
teens and adults as well in her rather dark 
novel, “Wilde Lake.”

The designers deliberately set out 
to make the Mall in Columbia an open 
treelined streetscape, light and airy, with 
its trademark pyramid skylights. 

When it opened, Jim Rouse wrote to 
one of his executives that the new mall was 
“better than anything else the company has 
recently developed.”

Even Frank Gehry, who would become a 
world-renowned architect after designing 
the Merriweather pavilion and Rouse head-
quarters (now Whole Foods) early in his 
career, told Rouse, “It is the most beautiful 
covered-mall I have ever seen.”

Retailing changes

But retailing was constantly on the 
move, as local businesses gave way to 
national chains. Hochschild Kohn gave 
way to the Hecht Co., which in turn became 
Macy’s and brought along Lord & Taylor; 
the Woodward & Lothrop space was taken 
over by J.C. Penney. 

Sears helped anchor a second wing, 
with the addition of a food court made up 
mostly of fast-food chains. 

Then from the West Coast came the 
upscale Nordstrom, anchoring a third wing 
of a mall.

The Main Street with most household 
needs supplied by local merchants trans-
formed into a fashion center with clothes, 
clothes and more clothes. 

The other trend in retailing that hit was 
the big box store, clawing business away 
from all those regional shopping malls 
Rouse Co. had spearheaded across America. 

Both the mall and Columbia’s first seven 
village centers were all interior facing, 
populated by hometown shopkeepers and 
regional grocers. Rather than buck the 
big-box trend, Rouse decided to cooperate 

with it, selling land that became much 
larger versions of the old strip centers. 

The new big boxes were highly visible 
along major highways just a couple of miles 
from I-95 where the Mall in Columbia 
wasn’t built.

Unlike the village centers, the Mall in 
Columbia was never just for Columbians, 
or it never would have survived. It was a 
regional shopping center and one of the 
best in the region. 

It had to be, sitting across the street 
from the Rouse Co., one of the nation’s 
premier developers of upscale malls and 
urban marketplaces. The shopping centers 
were the company’s bread-and-butter reve-
nue-drivers and its main assets, not the 
planned communities like Columbia.

In 2004, The Rouse Co., which had 
slowly drifted from its founder’s ideals, was 
sold to General Growth Properties, another 
operator of regional shopping malls. When 
they went bankrupt, the mall had another 
owner. 

But while no longer Main Street of a 
new town, the Mall in Columbia survives 
on great open design, refreshed detailing 
over the years, and a great location, much 
easier to get to than it was when it first 
opened. Its parking lots are some of the 
prime undeveloped acreage in downtown 
Columbia. And it sits at the heart of one of 
the highest income counties in the country. 

If any mall is to survive, Columbia’s mall 
will likely be one of them.

Hanging out, 
eating, working, 
shopping at the 
mall is a recurring 
theme of a 
private Facebook 
page ‘You know 
you grew up in 
Columbia when …’

FROM MAIN 
STREET TO 
REGIONAL 
SHOPPING 
CENTER

the mall 50th anniversary

James Rouse pointing out the location of the future Woodward & Lothrop store to (from left to right) Edwin 
Hoffman, W&L executive vice president; Omar Jones, Howard County Executive; and Andrew Parker, W&L 
president. Photo courtesy of the Columbia Maryland Archives
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BACK-TO-SCHOOL
Saturday, September 4

Featuring Howard County Library System, Howard County Arts Council,
Howard Community College, Columbia Association, 

Toby’s Dinner Theatre, and more 

Special Performance
3 PM – Milkshake (kids rock band)

HEALTHY, SAFE & STRONG COMMUNITY
Saturday, September 11 

Featuring Howard County Department of Fire and Rescue Services, Howard County Police 
Department, Howard County Office of Emergency Management, Howard County General  

Hospital, Columbia Association, Toby’s Dinner Theatre, Howard County Arts Council and more

HAPPY 50TH BIRTHDAY PARTY
Saturday, September 18

Featuring Columbia Association, Toby’s Dinner Theatre,
Howard County Arts Council, Downtown Columbia Partnership and Special Guests 

Happy Birthday to The Mall in Columbia
2 PM – Special Guests, entertainment and birthday treats

FIFTY AND FORWARD
Saturday, September 25

Featuring Howard County Arts Council, Columbia Festival of the Arts, 
Visit Howard County, Columbia Association and more

MONTH LONG EXHIBITS
Howard County Public School System

 Digital Art Gallery featuring the artistic talents of its students

The Columbia Archives
A Service of Columbia Association

Columbia Association’s archival exhibit highlighting how 
the community has used The Mall in Columbia the past 50 years

ManneqArt
Winning entries from annual competition: “Create a Sculpture for any Human Form  

using Books, Magazines or Graphic Novels”

Go to themallincolumbia.com for more information on
all that will be happening each day of the celebration! 

FIFTY is Fabulous!
The Mall in Columbia will celebrate 50 years in this great community by focusing on 

its many connections and partnerships throughout the month of September   

http://www.bizmonthly.com
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 Featuring:
•     Networking Breakfast
•     Special Guest, Howard County Executive Calvin Ball
•     Annual Business Meeting and Election Results
•     Year in Review
•     Special 40th Anniversary Presentation

GENERAL ADMISSION: $40

LEARN MORE:
@VISITHOCOMD

$500 - Platinum Sponsor includes: 4 Attendees, VIP seating in
  first rows of a formal program, Logo on a slide during
  Program, Announced as a sponsor during Program,
  Logo on Table Tops during Networking, Vendor table 
 @ The Mall on Saturday 9/25 - “Fifty and Beyond” 
$250 - Visit Howard County Annual Meeting Sponsor includes: 
 2 Attendees, Logo on a slide during Program, 
 Announced as a sponsor during Program, Logo on
  Table Tops during Networking, Vendor table @ The Mall
 on Saturday 9/25 - “Fifty and Beyond”
$150 - The Mall in Columbia 50th Birthday Sponsor includes:
 1 Attendee, Logo on a slide during Program, Vendor 
 table @ The Mall on Saturday 9/25 - “Fifty and Beyond”

SPONSORSHIPS:

FRIDAY, SEPTEMBER  24 
8 - 10 a.m.

The Mall in Columbia

Shoppers line up to get into the Mall on opening day. 
Photo courtesy of the Columbia Maryland Archives

An aerial view of the groundbreaking for the Mall in 1970. 
Photo courtesy of the Columbia Maryland Archives

http://www.bizmonthly.com
www.visithowardcounty.com/about/tourism-council/annual-meeting/
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FUN FACTS
ABOUT THE MALL
RETAILERS: More than 200
INTERIOR SPACE: 1,434,936 SQ. FT.

PARKING SPACES:  6,675
FIRST POINSETTIA TREE:  1972. 

MORE THAN 800 
poinsettias in the tree.

King Gustaf of Sweden visits 
The Mall in Columbia in 1976

the mall 50th anniversary

Shoppers at the Apple store in the Mall in Columbia recently discover new opportunities for communications 
that were not imagined five decades ago. TBM photo/Emily Calkins

Shoppers line up to get into the Mall on opening day. 
Photo courtesy of the Columbia Maryland Archives

http://www.bizmonthly.com
https://www.lidl.com/
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Columbia 
Hairmasters

410-730-5910
The Mall in Columbia
10300 Little Patuxent Parkway
Columbia, MD 21044 Suite 2380

Celebrating Over 50 Years in Business

Full Service 
Unisex
Hair Salon

Appointments       Walk-Ins Welcome&

the mall 50th anniversary

LIDL Food Market is a recent addition to the line up of stores at the Mall in Columbia. Window shopping has always been part of the experience at the Mall. TBM photo/Emily Calkins

http://www.bizmonthly.com
https://m.facebook.com/pages/category/Hair-Salon/Color-Hairmasters-1619026178237303/
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Fast 
forward 
50 years …

By Susan Kim
Staff Writer

September 2071. The Mall in Columbia. 
The mall walkers are still coming at 6 a.m. 
But now even more customers are coming 
to the mall to work out. They’re also grab-
bing a nutritious recovery meal, buying 
some groceries, seeing a doctor and start-
ing their jobs at co-working spaces. 

Whatever shape the stores in the mall 
may take, Nicklas believes two things: 
that change is inevitable and that the local 
community will continue to feel a sense of 
ownership in the mall. 

“They care about what happens here,” 
she said. “They speak up – good, bad, 
things that they like and things they don’t 
like. I’m honored about that.”

The future isn’t the bogeyman: it’s a 
constantly occurring conversation, Nicklas 
added.

“Opening a new store is always a team 
decision, a strategic decision. From corpo-
rate leaders to regional buyers, to an 
eat-drink team focusing solely on restau-
rants, specialists who work with anchor 
stores, business developers – all these 
stakeholders are constantly asking: what 
is the right merchandise mix, what are 
we working to achieve, and who are the 
customers?” she said.

There is no time to stay static, Nicklas 
said.

“People talk about how the experi-
ence of shopping has changed. Now, we 

emphasize entertainment – and what 
constitutes entertainment has evolved,” 
she said. 

Randy Brooks sees the mall evolving 
into an overall lifestyle center.

“Half of what you see here now will be 
gone,” he said, “but the strong services – 
and the food and entertainment – will be 
here.” 

Kyle Brooks, who is representing the 
next generation of retailers, knows his 
customers want online shopping, lab-cre-
ated diamonds, computer-generated 
design, and, in the end, an opportunity to 
come into the store and talk face-to-face.

Among the most recent sales at Edward 
Arthur: an alien-head necklace made of 
green diamonds and a Game of Thrones 
ring, both priced above $10,000. 

Meyer also believes that face-to-face 
connections will be the lifeblood that 
helps small, local stores like Silver Heron 
to thrive.

“We talk directly with our customers;. 
We don’t rely on surveys or focus groups 
to determine what we should bring into 
the store to sell,” she said. “We’re willing 
to gamble on items that are more unique, 
that aren’t picked up by the larger stores 
because they’re not profitable on a large 
scale, but they can be in a more focused 
market.”

In a time when people are hungry for 
interaction and searching for a connection 
to others, their wallets may well follow 
their spirit to The Mall in Columbia. 

“I think the mall’s future is bright – it 
is the center of Jim Rouse’s vision, the 
diverse community that has grown far 
beyond what he dreamed,” Meyer said. “The 
strength of this community is its diversity 
and acceptance. The mall will continue to 
change as the community changes, but it 
will still be at the heart of Columbia.”

The strong 
services – and 
the food and 
entertainment 
– will be here.

the mall 50th anniversary

business monthly

tell ng it all
as it is

LOCAL. 
USEFUL.

the

www.bizmonthly.com
The iconic clock at the Mall is a great meeting place as well as time piece for shoppers. 
TBM photo/Emily Calkins

Window shopping has always been part of the experience at the Mall. TBM photo/Emily Calkins

http://www.bizmonthly.com
bizmonthly.com
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*Offer available 9/23/2021 - 9/27/2021 at participating retailers and online at pandora.net. Spend $125 or more on Pandora jewelry and receive a free bracelet up to $65 value, no 
substitutions. Upgrades available in-store only. Free and/or upgraded bracelet style excludes the Disney, Star Wars and Harry Potter collections. Limit 3 per person. Qualifying spend 

must be after applicable discounts and excludes taxes, fees, and the purchase of gift cards. Cannot be combined with any other offers. Not valid with prior purchases. Void where 
prohibited. Free bracelet must be returned with qualifying purchase or original retail value of free bracelet (up to $65) will be deducted from return. Product not for resale.

when you spend $125 or more.*
Choose a bracelet up to a $65 value.

September 23 - 27

FREE
BRACELET 

UPGRADES

AVAILABLE
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THE MALL IN COLUMBIA
Lower Level Between Nordstrom & Macy’s

10300 Little Patuxent Parkway  •  Columbia, MD 21044  •  410.740.0006
pandoracolumbia.com

the mall 50th anniversary

http://www.bizmonthly.com
pandoracolumbia.com
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Reconnect with Your Team.
Let our experts work with you to design, develop, and deliver customized training that 
revitalizes your staff to grow, improve, and succeed.

We Get Results.
Our meticulous methods yield excellent outcomes. We train on our site, your site, or a 
separate site of your choice. In-person, online, or virtually, we’re flexible!

5 Stars – Participants’ rating of our instructors’ preparation, knowledge, and teaching ability

Thousands – Corporate, nonprofit, and government employees trained each year

100% – Consistent client satisfaction rate

Newly designed office strategically located in 
Howard County’s Maryland Innovation Center
6751 Columbia Gateway Drive, Columbia, MD 21046
443-518-1660
trainingsolutions@howardcc.edu
howardcc.edu/tds

Revitalize Your 
Workforce.
GET READY TO THRIVE.

Tips to check your website
Consumers don’t want to wait longer than a few milli-

seconds for your website to load and they won’t stay on 
the page if the design doesn’t appeal to them. 

Design, security, accuracy and relevance are all critical 
to converting a visitor into a customer. Lack even one of 
those components, and you’re likely to lose them. 

Whether you manage your website in-house or rely on 
an agency, take a moment to evaluate the effectiveness of 
your website based on these five criteria.

Do you have a website?
If you’re reading this article, chances are you under-

stand the value of a robust digital presence. Nonetheless, 
over a quarter of small businesses still don’t have a website. 

Some use Facebook as their primary online presence 
or they believe customer loyalty and local awareness will 
attract customers. In reality, the website is consumers’ 
preferred way of learning more about a company. 

Is your contact information displayed clearly, 
correctly and consistently?

86 percent of consumers use search engines to discover 
local businesses. Once they’ve found what they need, a 
whopping 88 percent of users will either call or visit that 
business within just 24 hours. 

If your contact information is hard to find, inconsis-
tent or at worst, inaccurate, people aren’t going to take 
time to dig for it. Instead, they’ll just buy from a different 
business. 

Is your website secure?
Of all the scams reported to BBB Scam Tracker last 

year, 38 percent were online purchase scams, a 14 percent 
increase from 2019. Susceptibility to scams climbed too, 
with almost half of all scam encounters resulting in a loss 
of money. 

Scams have never been a greater risk to consumers 
online, with fake and impostor websites among the biggest 
threats.

BBB’s Smart Shopping Tips advise consumers to check 
a website’s security settings. As data breaches and digi-
tal scams expose consumers to the risk of identity theft 
or money loss, you can win their trust by ensuring your 
website is secure. 

Does your website use top keywords for your industry?
Search Engine Journal explains, “keywords act as a 

conduit to connect your target audience with your website.” 
By incorporating valuable keywords into the text on 

your website, you’re telling search engines to show your 
business when people perform a search for your products 

or services.
Keywords can also enhance your marketing strategy by 

providing additional insight into your customers’ search 
patterns. 

Do all the pages and links work?
Broken links can make an otherwise good website look 

outdated and unprofessional. If a prospective customer 
visits your website only to find broken links, chances are 
they’ll head back to the search engine and pick a different 
result from the list. 

Businesses invest significant time and money into 
building a website that maximizes customer conversions 
but just one broken link can damage that investment. 

Your website is not something you can set and forget. 
The algorithms dictating where your business lands in 
the search engine results can change without you even 
realizing it. 

To reach customers online, you need to consistently 
maintain and enhance your website. 

If you’re ready to check your website for issues – but 
don’t have time to scour every page – Better Business 
Bureau® of Greater Maryland can help. Accredited 
Businesses have access to the BBB Help Center, which 
verifies your website is providing potential customers with 
accurate and complete information about your business. 
Learn more about BBB Accreditation. 

Angie Barnett is president and CEO of the Better Business 
Bureau of Greater Maryland.

BBB
ADVICE

by Angie Barnett

http://www.bizmonthly.com
howardcc.edu/tds
https://www.sweor.com/firstimpressions
https://www.sweor.com/firstimpressions
https://topdesignfirms.com/web-design/blog/online-presence-management
https://www.go-gulf.com/local-search-engine-marketing/
https://seoexpertbrad.com/local-seo-stats/
https://www.bbb.org/globalassets/local-bbbs/council-113/media/bbb-institute/riskreport2020/2020-BBBScamTracker-RiskReport.pdf
https://www.bbb.org/article/tips/14040-bbb-tip-smart-shopping-online
https://www.bbb.org/stream/page/15954/en/accreditation-introduction-bbb-helps/0/64/6846?utm_source=homeapplybutton
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FROM COUNTY
EXECUTIVE

by Calvin Ball

Business Security no matter what you do
■ Employee Benefits 
■ Professional Liability 
■ Insurance for Small Businesses 
■ Insurance for Non-Profit Organizations
Voted 2017 small business of the year by the Howard County Chamber
Awarded the SBA Veteran Owned Small Business of 2018

Get a quote, apply online and purchase your coverage.
www.businsure.com  

410-799-2142   
8600 Foundry St, Box 2030  Savage, MD 20763

Certified Veteran-Owned Business

County prioritizes local businesses 
Our small businesses are key to our economic success 

and our quality of life. 
Because I remain dedicated to local small businesses, I 

recently signed an Executive Order that strengthens our 
Local Business Initiative. 

This new Order updates and expands the 2015 
Executive Order and now: 

• Contracts may be awarded to certified local busi-
nesses that submit a competitive sealed bid within 
10 percent of a low bid by a non-local firm. 

• Written quotations for Informal Quotes ($10,001 
- $29,999) from local certified businesses should 
be obtained whenever possible.  

• Certain solicitations will contain an evaluation 
factor up to 10 percent of the total points for firms 
certified within the Local Business Initiative. 

• Certain low bid awards for non-capital projects 
should go to a local business if there is a tie for 
lowest bid with a non-local business. 

• Howard County will prioritize local businesses 
when purchasing goods or services under $10,000. 

This new Executive Order focuses more procurement 
dollars in Howard County for local businesses – and for 

good reason. For every dollar spent in Howard County with 
a local business, more than 80 cents go directly back into 
our local economy. 

We have more than doubled the 
number of companies in the Local 
Business Initiative from 100 to 237 
since 2018.

In addition to increased partici-
pation, Howard County has directed 
more funding towards local busi-
nesses every year since 2018. In 
Fiscal year 2019, the County spent 
$10.5 million with local businesses. 
In Fiscal Year 2020, the County spent 
more than $16 million – a 52 percent 
increase over the previous year.

Although, we have made significant progress, we have 

more work to do to sign up our local firms so that we can 
continue to grow, reignite and strengthen our business 
community.

Visit the Howard County Office of Procurement and 
Contract Administration website at https://www.howard-
countymd.gov/Departments/County-Administration/
Purchasing/Local-Business-Initiative to complete the 
Local Business Initiative Certification application.

The new Executive Order can be viewed at https://
www.howardcountymd.gov/sites/
default/files/2021-08/EO%202021-15.
pdf

We are deeply committed to continu-
ing our engagement with businesses that 
have not done business with the county 
before and to maintaining relationships 
with those who have held contracts for 
years. 

Together we can continue to build 
lasting relationships with our busi-
nesses, be better positioned for greater 

success in the months and years to come.
Dr. Calvin Ball is Howard County Executive.

Small business losing federal contracts
A recent report from the Washington, D.C.-based 

Bipartisan Policy Center (BPC), Supporting Small Business 
and Strengthening the Economy Through Procurement Reform, 
authored by its Director of Strategic Initiatives Dane 
Stangler, offered some stark and disappointing data. 

The numbers concerned the involvement and impact 
of small businesses in the world of federal contracting.

One of the most eye-popping facts concerned the 
number of small businesses that are providing common 
products and services to the federal government; it shrank 
by 38 percent from 2010 to 2019. 

Even more troubling was the number of small busi-
nesses entering the procurement marketplace as new 
entrants, which declined by 79 percent from 2005 to 2019.

What might make the numbers of 38 and 79 percent 
even more interesting is that the federal government has 
continued to meet its topline goal of awarding 23 percent 
of procurement dollars to small businesses annually.

However, the federal government has fallen short of 
meeting important goals for specific types of businesses. 

For instance, five percent of contract spending is 
supposed to be directed to women-owned small businesses 

(WOSBs) – but the WOSB goal has only been met twice 
(2015 and 2019) since it was established in 1994. Ouch. 

And the HUBZone (Historically Underutilized Business 
Zones) goal of three percent has never been met. That, 
according to the report, “equates to billions of dollars in 
spending” not ending up in the coffers of the communities 
they’re intended to elevate.

Then a subsequent Government Accountability Office 
(GAO) analysis found that the Office of Management and 
Budget had “overstated” the impact of category manage-
ment, thus miscalculated the small business impact. 

Upon further review, the GAO came to the conclusion 
that “more than 53 percent of the contracts that had been 
eliminated” had previously been won by small businesses.

As one small business owner said at a Senate hearing, 
“the government-wide push to increase the use of category 

management leaves small businesses shut out of opportu-
nities to contract across the government.”

What to do? The next step is working to figuring out 
what can be done to right this wrong. 

The Biden Administration and Congress have 
opportunities to take bipartisan action to reverse the 
aforementioned data, make it easier for small businesses 
to participate in federal procurement and provide the infu-
sion that small businesses can make into our economy. 

On the brighter side, know that there are legislative 
opportunities for reforms. 

They include the infrastructure package and Small 
Business Administration reauthorization, which would 
encompass increasing diversity; enhancing assistance for 
small businesses to increase competition and economic 
vitality; and improving transparency, accountability and 
oversight.

In the near-term, an infrastructure package offers an 
important avenue. Another opportunity is SBA reautho-
rization, which could be on the table later this year or in 
2022.

Gloria Larkin is president and CEO of TargetGov. 

GOVERNMENT 
CONTRACTING

by Gloria Larkin

The number of 
companies in the 
Local Business 
Initiative has more 
than doubled, up 
from 100 up to 237.

http://www.bizmonthly.com
geico.com/catonsville-hauser
www.businsure.com
https://www.howardcountymd.gov/Departments/County-Administration/Purchasing/Local-Business-Initiative
https://www.howardcountymd.gov/Departments/County-Administration/Purchasing/Local-Business-Initiative
https://www.howardcountymd.gov/Departments/County-Administration/Purchasing/Local-Business-Initiative
https://www.howardcountymd.gov/sites/default/files/2021-08/EO%202021-15.pdf
https://www.howardcountymd.gov/sites/default/files/2021-08/EO%202021-15.pdf
https://www.howardcountymd.gov/sites/default/files/2021-08/EO%202021-15.pdf
https://www.howardcountymd.gov/sites/default/files/2021-08/EO%202021-15.pdf
https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbipartisanpolicy.org%2Fperson%2Fdane-stangler-2%2F&data=04%7C01%7C%7C5160dcee742e47e8ad4c08d9608489e5%7C6f6c9fbda6974b3b9f31e10f2dac71cc%7C0%7C1%7C637646944643915030%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C2000&sdata=d3o4Ejp%2BZeF0dKSIG0QXOoQ%2BBjh5Z39nEC8Mr0yNLrc%3D&reserved=0
https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbipartisanpolicy.org%2Fperson%2Fdane-stangler-2%2F&data=04%7C01%7C%7C5160dcee742e47e8ad4c08d9608489e5%7C6f6c9fbda6974b3b9f31e10f2dac71cc%7C0%7C1%7C637646944643915030%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C2000&sdata=d3o4Ejp%2BZeF0dKSIG0QXOoQ%2BBjh5Z39nEC8Mr0yNLrc%3D&reserved=0
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How many of your fellow business colleagues have a “back story” about a past job they don’t advertise – a workplace 
experience that still impacts their work today?

This month, let’s hear from Heather Yeung, Chiara D'Amore and Dan Kelliher

Business leaders recall experiences that don’t appear on their resumeODD 
JOBS

Chiara D’Amore, 
Community Ecology 

Institute
Rock around the paint…

When Chiara D’Amore was 17, she began working for 
a professional painting company in Howard County, a job 
that would last for the next two years.

“We did both commercial and residential projects and 
because I was also an artistic painter and the smallest 
person on the team, I often was assigned to do the smaller 
work like trimming out edges, corners and details, such as 
fireplace mantels,” she said. “I really enjoyed the immediate 
gratification that came with this job.”

D’Amore could see the impact of her hours of work right 
away as the painting team always left places looking and 
feeling better than when they started.

“The team also had a love of classic rock and to this day 
many of those songs bring back fond memories when they 
pop up on the radio,” said D’Amore, who is now executive 
director of The Community Ecology Institute. “I think it 
is fair to say that I still find my work hours to be most 
enjoyable when there is a direct tangible impact of what I 
am doing with my time, and ideally working with a great 
team with some good music in the background.”

These days, you can find D’Amore several days a week 
at the Community Ecology Institute’s Freetown Farm 
working with team members, interns and volunteers 
to transform the 6.4-acre urban teaching farm into a 
vibrant place of unique and diverse common ground for 
our community.  

“One day we may build a fence, another we may plant, 
weed or harvest a garden – each day something direct and 
beautiful happens,” she said. “I also always come home 
dirty, which is another thing I got comfortable with as a 
painter.”

Heather Yeung, 
attorney with Kagan Stern 

Marinello & Brand, LLC
Still putting up the hay…

Heather Yeung’s earli-
est jobs were farm chores 
when she was grow-
ing up on her family’s 
farm, founded in 1763, 
in northern Harford 
County.

“I got to keep the $1 
sale price for each dozen 
eggs I washed and my 
father paid me $5 an 
hour (which he was proud 
to inform me was more 
than minimum wage) 
for the most laborious of 
farm chores – chopping 
firewood in winter and 
baling hay in summer.”

Yeung, now an attor-
ney with Kagan Stern 
Marinello & Beard, LLC, serves on the board of the 
Business Women’s Network of Howard County. 

She eventually stopped washing eggs “but to this day,” 
she said, whenever she visits the farm, “I still haven’t 
become exempt from baling hay.”

Farm labor isn’t a typical job. “There’s no start time 
and end time and you can’t resign,” she said. “When the 
cows get out, it doesn’t matter if it’s raining or if it’s your 
birthday, or if you had plans to do something else – you’ve 
got to get the cows back in.”

Sometimes it’s a quick and easy task – and sometimes 
you chase them for miles. “You are in charge. It’s your job,” 
Yeung said. “There’s no one else who will do it.”

Yet at the end of the day, you have the physical and 
emotional satisfaction of knowing that you gave your best 
and achieved the day’s goal.

Yeung still lives by the lessons she learned on the farm.
“When there’s a job that needs to be done, you do it,” 

she said. “When there’s an unpleasant task that no one 
wants to do, you know that you just need to suck it up 
and get it done.”

On the farm, you can’t give up until the job is done.
“This lesson plays out in so many areas of my life,” said 

Yeung. “Sometimes it means that I’ll spend hours under-
standing or untangling the tedious details of a case and 
then discover that that work alone won the case because 
opposing counsel wasn’t willing to put in the effort.”

When she prepares for a big case, there’s no getting 
around the work that needs to be done and when it’s over 
she enjoys the satisfaction of a job well done.

“My clients know that whether I’m putting up hay or 
advising them on an important business decision, I’ll put 
in the hard work and that I won’t stop until the task is 
complete.”

Dan Kelliher, 
managing member 
of Kelliher & Salzer 

Directing traffic at Merriweather … 
W h e n  D a n 

Kelliher was a high 
schooler growing up 
in Columbia, he held 
the coveted – or at 
least the rite-of-pas-
sage – job of directing 
Merriweather Post 
Pavilion concertgoers 
as they parked in the 
Green Lot. 

Now the Green Lot 
is known as Lot 1 and 
Kelliher is an attor-
ney and managing 
member of Kelliher & 
Salzer. 

But his memory of working the Green Lot during 
a Grateful Dead concert has stayed with him, possibly 
because of the bright yellow Merriweather shirt, Ocean 
Pacific shorts and Sebago Docksiders he was sporting at 
the time. 

On a sweltering summer afternoon, Kelliher – who also 
inexplicably remembers that he favored a precise middle 
part in his hair at that time in his life – had to communi-
cate the Merriweather parking protocol to the Deadheads 
hanging in the Green Lot.

“The Dead had played the night before in Pittsburgh,” 
he recalled. “There were micro-vans and VW bugs just 
parked all over the place.”

Kelliher politely asked a micro-van driver to back his 
vehicle up into the lines so that more cars could fit into 
the lot later in the day. 

Then he heard a voice.
“There was a guy, sitting in a low beach chair, wearing 

one of those hand-knitted rainbow sweaters, with a pair 
of beat-up shades askew on his nose, eating SpaghettiOs 
straight out of the can. With great effort, he lifted his head 
and said to the driver, ‘You don’t have to move…man. 
We’ve got rights.’ ”

Kelliher paused to think, possibly with the same timing 
he uses on the job today. Then he said, “I’m 15 years old. 
I’m not The Man. Now move the van.” 

It worked. The micro-van driver got between the lines, 
the Green Lot filled up and the Dead played. 

The next day, Kelliher got to use a firehose to push the 
mud off the lawn where the Deadheads did mudslides the 
night before.

“Truthfully, since I was 5’5” and about 105 pounds 
at the time, I just kept my older brother’s friend, Paul 
Cimmonetti, company, and turned the water off and on 
while he used the firehose. I think Paul was concerned I’d 
get flung all over the place by the hose, like in a cartoon,” 
he said.

Heather Yeung

Chiara D’Amore

Dan Kelliher

http://www.bizmonthly.com
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  CENTRAL MARYLAND CHAMBER
by Kristi Simon

HOWARD COUNTY CHAMBER
by Leonardo McClarty

Kristi Simon

Making the most of 
your membership

As a seasoned chamber of commerce 
executive, I have had the pleasure of talking 
to businesses both large and small, institu-
tions and non- profits, about the benefits 
of joining their local chamber or a profes-
sional association. 

Besides reasons related to office closures, 
going out of business, and budget cuts, “not 
getting anything out of it,” is often a top 
reason a business severs the relationship 
with a chamber or professional group. 

While value is a valid reason for main-
taining membership, understanding the 
benefits of your association and how to 
maximize benefit are equally important. 

I have found over the years that there 
are six easy things businesses or organi-
zations can do that will help them make 
the most of their professional member-
ships, thus enabling them to assess their 
membership experience. 

Utilize your resource – Staff & 
Volunteers 

 If you are seeking to better understand 
the organization and what it can provide 
for you, reach out to the staff, and schedule 
a meeting. 

In doing so, be sure to give thought as 
to what you want from your membership. I 
have asked the question countless times to 
former members, “What were you seeking 
that you did not receive?”

Personally, Get Involved – Join a 
committee

There is a saying, “You got out of it, 
what you put in it.” While there is more to 
value than participation, the fact is many 
people leave business groups because they 
cannot meet the people they desired. 

One way to increase your network is 
joining a committee, which many profes-
sional groups offer. This is one of the best 
ways to quickly understand the inner work-
ings of the association you just joined. 

Further, if you are the shy type, commit-
tees help to make large rooms small.

Get Everyone Involved
Besides personal involvement, a compa-

ny’s association point person should strive 
to get their colleagues involved as well. 

Although things vary in professional 
membership associations, for chambers 
of commerce, the membership belongs 
to the company, not the individual. As a 
result, the best way for an organization to 
thoroughly evaluate their membership is to 
get more than one person involved.

For example, the Howard County 
Chamber has opportunities for engage-
ment for those interested in networking, 
young professional development, public 
policy and women empowerment. 

Participate – Attend Events & Programs
Committees and volunteerism will not 

suit everyone but if attendance is going 
to be how one equates value, then attend 
events and programs. Do not attend just 
any event. 

Begin by sampling the organization’s 
menu of offerings while simultaneously 
thinking about your own business goals 
and interest. 

For example, if you are a financial 
advisor that works with high-net-worth 
individuals, attend the programs where 
CEO’s, business owners and senior level 
executives frequent. If you work in legisla-
tive affairs, attend functions where elected 
officials will be present and where policy 
matters are discussed. 

Take Advantage of Discounts & 
Promotions

Many associations offer discounts 
on business services or present various 
specials for conferences. It is sometimes 
difficult to evaluate the people you meet 
at networking events but most people in 
business can tell you what they pay for 
certain products and services. 

If there is a product you need and 
your professional organization offers it at 
discount, evaluate it for viability as it just 
may save you and your business money. 

Keep Association Staff Informed
Chambers and associations like to 

celebrate their members just as much as 
members like to brag on themselves. 

If you are recipient of an award or acco-
lade, share it with your professional group 
as they may in term share it in a newslet-
ter or via social media thereby generating 
additional exposure for you. 

Professional memberships can reap 
great rewards. Just as relationships take 
two people putting in work, the same goes 
here.

Associations have an obligation to 
create value, but the participating member 
must also become engaged.  

Leonardo McClarty is president and CEO 
of the Howard County Chamber.

Staying safe and
getting together

Fall is here and the Central Maryland 
Chamber has exciting plans for the remain-
der of 2021!

Based on member feedback, we will 
continue offering high quality virtual 
events and safe in-person options so all our 
members and guests can choose which they 
feel most comfortable with. 

Due to the Delta variant’s increasing 
case numbers, the Chamber is working 
within the guidance of our local health 
departments to ensure our members safety 
at our in-person events. This includes limit-
ing the numbers of guests, free face masks, 
adequate space for social distancing, masks 
recommended when not eating/drinking 
and hand sanitizer stations throughout 
our venues. 

Our first two “Coffee Catch Up” events 
have been a huge success and we plan to 
add more of these small morning network-
ing events to the calendar soon. We’ll also 
be hosting afternoon networking events 
for our members and guests that enjoy 
their networking later in the day. 

Please save the date for two of our 
premier events coming up over the next 
several months. 

The Chamber, alongside the Regional 
Economic Development Committee, will 
be hosting our annual Economic Outlook 
event on Wednesday, Nov. 3 from 11 a.m. 
- 1 p.m. 

Speakers include U.S. Chamber of 
Commerce Senior Economist Curtis Dubay, 
Anne Arundel Economic Development 
Corporation President & CEO Ben Birge, 
Howard County Economic Development 
Authority CEO Larry Twele and Prince 
George ’s Economic Development 
Corporation President & CEO David 
Iannucci. 

On Wednesday, Dec. 8, join us for our 
Holiday Mixer benefitting the Central 
Maryland Chamber ’s Educational 
Foundation. 

This annual event will be held at the 
Great Room at Savage Mill and will include 
a silent auction, food, drinks, and enter-
tainment. This is an event you don’t want 
to miss!

In August, the Central Maryland 
Chamber hosted the Power Connections 
Networking Breakfast at the Maritime 
Conference Center in Linthicum. The 
event drew nearly 150 guests who enjoyed 
a morning of speed networking, head 
shots provided by Nina K Photography, a 

delicious breakfast and tours of the facility. 
This multi-Chamber event brought 

guests from the CMC, the Anne Arundel 
Chamber, the Howard County Chamber, 
the Greater Crofton Chamber, the Greater 
Severna Park and Arnold Chamber, the 
Northern Anne Arundel Chamber and the 
Southern Anne Arundel Chamber, 

The Central 
Maryland 
Chamber’s 
Military Affairs 
Committee 
served lunch to 
the residents at 
the Baltimore 
Station, a 
residential treat-
ment facility 
for veterans 
experiencing 
homelessness. 
We enjoyed serving our local Veterans 
and got to spend time with them over 
delicious food and conversation. 

The committee also ran a successful 
school supply drive for the schools located 
on Fort Meade. Thank you to all the 
Chamber members who donated!

Stay tuned in September as the 
Chamber will put out a call for nominations 
for the board of directors. If you have been 
a Chamber member in good standing for at 
least one year, you are invited to submit an 
application, letter of interest and resume 
for consideration. Please contact Kristi 
Simon at kristi@centralmarylandchamber.
org for more information. 

And finally, a special welcome to our 
newest members who joined us so far in 
the 3rd quarter – Blue Star Paint, Leading 
Ladies of Integrity, Alex Hollingsworth at 
Northwestern Mutual, the Anne Arundel 
County NAACP, Royal Homecare & Staffing 
and All-American Intelligent Solutions. 

If you’re looking for more information 
on how to get involved with the Central 
Maryland Chamber, we would love to speak 
with you! 

Our members are making great connec-
tions, participating in helpful committees 
and attending events that help their busi-
nesses succeed. Please contact me at kristi@
centralmarylandchamber.org for more 
information. 

Kristi Simon is president and CEO of the 
Central Maryland Chamber.
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BEER IN THE BARN

Wine in the Garden

Thursday September 23, 2021

5-8 pm, Rain or Shine

The Howard County Conservancy

10520 Old Frederick Road 

Woodstock, MD 21163

$50 per person / $60 after Sept. 2

More information 410-465-8877  

or www.howardnature.org/wine  

to buy tickets online

wine    beer    non-alcoholic drinks 

Food from local caterers 

Bluegrass music 

Silent auction  

Raffle 

Supporting environmental education  

and preservation programs

Presented by
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A school blueprint and lots of chiefs

The kids are back in school. 
Hooray, most parents will say, even in 

the best of years. The past year was the 
worst.

Long before the pandemic, the Kirwan 
commission on education found Maryland 
schools were on average just average. 

Based on outcomes and achievements, 
Maryland students were in the middle of 
the pack among the states in a nation that 
was in the middle of the pack among the 
nations of the world.

True, some Howard County schools are 
among the best in the state and the nation, 
but not all of them are, though they are 
better than most. The lack of in-person 
education made those students with prob-
lems worse.

As the pandemic hit, the legislature 
passed the Blueprint for Maryland’s Future. 

It is an aggressive and expensive plan 
to improve the performance of the worst 
performing students and even improve the 
best. The governor vetoed it as too costly. 
The lawmakers overrode his veto.

Now, five years after the Kirwan 
Commission began its 
work that resulted in 
the Blueprint, the plan 
to lift the achievement 
of students in poverty, 
pay teachers more and 
enhance their skills and 
make all students ready 
for college and careers is 
finally underway. Sort of. 

The new super
Into this scenario 

comes Mohammed 
Choudhury, the new 
state superintendent 
of schools. Choudhury, 
37, comes to Maryland 
w i t h  i m p r e s s i v e 
achievements improv-
ing the performance 
of students from poor 
families in San Antonio and Dallas. He first 
taught English as a second language in a 
Los Angeles middle school. 

Unlike previous superintendents, he 
does not have a doctorate, which may be 
a plus in itself. He is obviously not your 
typical state schools super.

In announcing the appointment, the 
president of the state school board pointed 
to Choudhury’s “outstanding transforma-
tive accomplishments” and referred to him 
as “Maryland’s chief education officer.” 

Choudhury may wish that were true. 
In reality, Maryland has many chiefs 

and it has many boards overseeing 
education.

I spent many hours a few years ago 
attending Kirwan Commission hearings as 
the panel heard about how public schools 
in Singapore, Shanghai, Finland and 
elsewhere achieved their high-level perfor-
mance even with the most impoverished 
students. The commission adopted many 
of the best practices and models from these 
school systems.

Central governance  
One area it did not 

adopt was governance. In 
some of the best achiev-
ing school systems in the 
world, there is generally 
one person at the top 
of the educational pyra-
mid. There is a minister 
or secretary of education 
whose authority to make 
things happen spreads 
down from the university 
to pre-kindergarten.

The commission did 
not adopt this model 
because it would have been 
politically impossible. It 
is completely contrary to 
the American model of 
decentralized education 

that began with local school rooms and local 
school boards. 

Maryland’s school systems are actually 
more centralized than those in much of the 
rest of the country. 

In the U.S., there are about 13,800 school 
districts. Maryland has 24. Of the 25 largest 
school districts in the country, three are in 
Maryland’s largest jurisdictions. 

Like those other 13,000 school districts, 
Maryland’s school districts have a local 
school board, most of them elected. And 

they each have a superintendent. And they 
each have unions of teachers and adminis-
trators and maintenance people, all with 
contracts.

Overall, since Maryland schools are 
legally part of a state regulated school 
system, there is a state school board, 
appointed by the governor. 

This board has no control over the 
universities and colleges that educate teach-
ers, which is in the hands of the university 
system and 16 community colleges 
through the Maryland Higher Education 
Commission. 

And there is also the Workforce 
Development Board in the Department of 
Labor.

Then of course above all these state-em-
powered agencies is the ultimate authority of 
the Maryland General Assembly. Legislators 
meddle into what is taught and how things 
are done. In this year alone there were 153 
bills related to public schools.

A new board
The Kirwan commissioners argued 

mightily among themselves about how 
to make sure their grand design of inter-
dependent parts – such as universal 
pre-kindergarten, community schools and 
teacher certification, for instance – would 
be implemented and held accountable for 

all the new bucks state taxpayers would 
spend. 

In the decision that was probably most 
controversial among its own members, 
the commission recommended, and the 
legislature enacted, an Accountability and 
Implementation Board. It’s seven educa-
tion experts have the power to set policy 
and withhold funding from recalcitrant 
school systems which do not properly 
implement its plans. 

It was a recommendation that the state 
school board and the last state schools 
superintendent, Karen Salmon, flatly 
rejected. They said that they, and its staff 
of 1,500, were the appropriate overseers 
of the Blueprint. 

Lots of people were unhappy with 
Salmon’s leadership and the state board 
over the years. 

The legislature in the spring reaf-
firmed that the Accountability and 
Implementation Board, not the state 
school board, would have the ultimate say.

And so, Mohammed Choudhury, 
a young, energetic, innovative leader, 
welcome to Maryland.

Let’s hope with a fresh eye, he can navi-
gate the headwinds and opposing tides 
from the stakeholders and bureaucrats to 
reach the children who deserve more and 
better from our schools. 

FROM THE
STATE HOUSE

by Len Lazarick

In the best 
achieving school 
systems, one 
person is at the top 
of the educational 
pyramid. The 
commission did 
not adopt this 
model because 
it was politically 
impossible.

Mohammed Choudhury, the new state superinten-
dent of schools
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443-583-9399 
8775 Centre Park Dr. 
Columbia, MD 21045

www.TinosItalianBistro.com/Catering

Office Luncheons • Trainings 
Birthdays • Graduations 
Large Events • Weddings

WE CATER   to you

443-583-9399
8808 Centre Park Dr., 
Columbia, MD 21045

www.periodictablecolumbia.com

WE CATER   to you

The perfect space for all occasions.

There is no limit to how 
we can accommodate 
your event needs, we 
have The Table for you!

WE ARE OPEN FOR TAKE OUT AND DINE IN

clovencardamom.com  �   443-425-3034

with your favorite dishes while following all the safety precautions and guidelines

6000 Merriweather Drive, Columbia MD, 21044

YOU CHOOSE
Indoor
Outdoor patio
Take Out
Curbside pickup

owned 
and operated 
by mid-atlantic eateries www.eggspectation.com

Private Dining Room

Visit our 
website for 
daily food & 
drink specials
KelseysRestaurant.com

410-418-9076
Normandy Shopping Center

8480 Balt. National Pike, Ellicott City

CONVENIENT ONLINE ORDERING 
CURBSIDE PICKUP
OPEN EVERYDAY
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WE’RE OPEN!
CONTACTLESS DELIVERY  CURBSIDE PICKUP  DINE-IN

ORDER AT JIMMYJOHNS.COM
Locally Owned & Operated

hudson coastal 
raw bar & grille

www.hudsoncoastal.com 240-280-8640

Fresh Fish, 
Crab Cakes, 

Oysters, 
Happy Hour, 

Brunch, 
Outside Seating 

& 
Private Dining

TAKE OUT, DINING IN
& CATERING GUIDETBM

reach hungry readers reach hungry readers &&  business decision makersbusiness decision makers
THE TAKE OUT
DINING &
CATERING GUIDEJOIN

Call now for details. 410-740-5077
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Is HOCO about to regulate HOA’s, including CA?
During the Columbia Association (CA) elections this past 

year, various special interests actively supported candidates. 
Concerns were expressed that future decisions about open 
space protections and land use decisions in Columbia could 
be affected.

Now, another influential decision could control CA, its 
budget and election process. 

In May, Howard County Council members Opel Jones 
and Christiana Mercer Rigby proposed legislation to create 
a commission having jurisdiction over all HOA’s, including 
CA, and all community associations. 

The bill was withdrawn but Jones recently said it will be 
reintroduced this fall. Many question if CA will still be part 
of the proposed oversight. Concerns have been raised about 
the appropriateness of this type of county intervention.

In the original bill, all HOA’s and community associations 
would be required to pay a fee and register with the county. 
They would be required to open their records and books for 
fiscal review, hold open meetings and board elections, and 
more, all subject to county fines and penalties. An arbitra-
tion process would be run by the county to handle conflicts.

What is the purpose of this supervision? 
Other jurisdictions have an arbitration process with simi-

lar commissions, which could be beneficial as a non-binding 
process provided by the county to resolve disputes between 
neighbors or between neighbors and the HOA. 

The proposed legislation set up a commission comprised 
of five members (from any managed association), plus four 
members from the building community, all appointed by the 
county executive, approved by the council.

Given that dispute resolutions would not be binding, 

and still subject to appeal in court, the process could end 
up as an unnecessary delay to final outcomes. HOA’s may 
not find a county led arbitration body helpful, if it comes 
with mandatory fees and auditing. 

No one wants to see mismanaged HOA’s, small or large, 
but the reach and control that was proposed for the new 
commission went far beyond the perceived arbitration 
benefit.

Requirements such as registration of board members, 
the commission having the ability to judge decisions and 
budgets, with the ability to impose fines, seem to have 
political goals, especially given the proposed make-up of 
the members. 

These issues raise a lot of questions, affecting the 

smallest to the largest community organizations, with or 
without CA remaining covered in the endeavor.

For example, scaling fees for the “services” need to be 
considered, since many community associations are small, 
without big budgets, and some have only voluntary dues. 

The county fines in other areas, such as environmen-
tal and deforestation non-compliance, and huge polluting 
issues, aren’t anywhere near as high as in this original HOA 
Bill, where citation violations have each day equating to a 
separate offense.

CA will likely have a strong opinion about the county 
and its appointees reviewing their records, overseeing their 
election process, meetings, plans and decisions, with the 
authority to fine.

If you are part of an HOA or community association in 
Howard County, contact your council member to discuss 
this proposed new commission. 

Meetings took place over the summer to get input from 
Columbia village boards. 

Hopefully, the council will request input from all villages, 
CA and other HOA’s, prior to refiling this legislation and 
take all input into consideration with the next version.

Lisa Markovitz, MSF, is president of the Maryland civic/
political group, The People’s Voice.
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No one wants to see 
mismanaged HOA’s, but the 
reach and control that was 
proposed went far beyond the 
perceived arbitration benefit.
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ADVOCATE 
RAISES 
SUPPORT 
FOR 
NATIVE 
AMERICANS

By George Berkheimer
Senior Writer

When the COVID lockdown struck, Ani Begay Auld 
knew the minor challenges her family faced in Columbia 
were nothing like the everyday hardships her Navajo 
Nation people experience on the Reservation.

Realizing that the demand for limited supplies and 
accessibility issues were likely to intensify problems 
for tribal communities, Begay Auld joined a group of 
colleagues to help co-found and co-direct a rapid support 
organization in late March 2020.

Protect Native Elders (PNE), a national Native-led 
inter-tribal organization, continues to focus on provid-
ing personal protective equipment, food, water and other 
supplies to support indigenous sovereignty.

The organization has distributed more than $750,000 
in supplies to more than 70 tribal communities across the 
continent since its founding.

“The Navajo Nation was the most severely impacted 
community within the United States and despite media 
coverage we still remained nearly invisible,” Begay Auld 
said.

The majority of the Reservation’s 173,000 inhabi-
tants rely on Indian Health Service for health care, she 
explained, a federal Department of Health and Human 
Services agency that has been historically underfunded 
and was not prepared to handle the volume of patients 
that COVID produced.

Big Impact
An online database of donations distributed to Native 

American communities shows the impact of PNE’s efforts, 
placing it among the largest donors providing surgical 
masks, gloves, water containers, water pumps and other 
vital supplies to Native communities.

“We were able to partner with various corporations, 
including Ford Motor Company, Dr. Bronner’s and 
GetUsPPE.org,” Begay Auld said. “Dominion Energy helped 
with monetary donations and other corporate partners 
offered us hand sanitizers or soap.”

In October, Fiat Chrysler Automobiles (FCA) donated 
more than 300,000 face masks and 30,000 face shields to 
PNE and also provided the use of four Jeep and Dodge Ram 

trucks to support their distribution to more 
than 50 indigenous communities.

“Native communities have been some of 
the hardest hit in the U.S. and have been deal-
ing with the crisis with some of the fewest 
resources,” said Dmitri Novomeiski, a PNE 
co-founder.

Additionally, Centers for Disease Control 
reports found that Native American commu-
nities were disproportionately affected by 
COVID-19, with some testing positive at 
3.5 times the rate of neighboring White 
communities.

Common challenges for Navajo Nation’s 
inhabitants, who are spread across four 
states, include a lack of running water, food deserts, long 
distances to supply centers and lack of infrastructure such 
as roads, electricity, phone and Internet service.

Multigenerational households make it harder for 
infected individuals to self-isolate here and residents also 
face a high prevalence of health risk factors.

Despite the challenges that COVID presented, the 
positive news is that Navajo Nation now has one of the 
highest vaccination rates in the United States, approaching 
90 percent.

Raising Awareness
Originally from Fruitland, NM, Begay Auld spent time 

as a technical recruiter in the private sector before later 
switching to budget analysis in the public sector and 
currently works as a community organizer.

She and her husband, Kiros Auld, a local descendent 
of the Pamunkey tribe, are raising their three children in 
Columbia where they both advocate for Native American 
issues.

Begay Auld also operates Navabedine, a small business 
centered around her hand-crafted beaded baby moccasins, 

fashion accessories and jewelry.
“I service all of Indian Country in both 

my professional and private life,” Begay 
Auld said. “It’s always been a goal to be 
able to serve my people in any aspect I’m 
able to because I firmly believe that when 
one person thrives our entire community 
is helped.”

In February, Howard County Executive 
Calvin Ball tapped Begay Auld to serve 
as a member of the Public Facilities and 
Spaces Commission tasked with reviewing 
and contextualizing the relevant history 
surrounding the namesakes of many 
county facilities.

“It’s a way to ensure that minority populations that are 
invisible or maybe have altered historical content written 
about them are brought to the forefront and that factual 
history is represented truthfully,” Begay Auld said.

That truth includes the recognition that Howard 
County itself resides on Susquehannock territory ceded 
to the Province of Maryland by treaty in 1652 and 1661.

Begay Auld is currently involved in the process of 
establishing Capitol Native Nations in Washington, D.C., 
an organization that will provide Native communities in 
the District, Maryland and Virginia with a place to address 
social determinants of health through sharing inter-tribal 
cultural events and implementing primary and behavioral 
health care services.

“We’re creating a community where we are and 
acknowledging the fact that we’re stronger together,” she 
said. “Native Americans aren’t the antiquated relics often 
depicted in modern day current narratives. We’re educated, 
we’re leaders and we’re excellent at living between these 
two worlds. Our culture, ceremonies and languages are 
still very much alive. That’s something I instill in my own 
children and want to bring awareness to.”

More than 
$750,000 in 
supplies was 
distributed 
to more than 
70 tribal 
communities.

Ani Begay Auld, an enrolled Navajo, helped co-found Protect Native Elders. She lives in Columbia and advocates for Native American health care, 
civil rights and other indigenous issues. TBM photo/Emily Calkins
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