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INTRODUCTION

Each sponsor in Enterprise Village represents an important part of the business community in
Pinellas County. Without the assistance of these businesses, Enterprise Village would not be a
part of the Pinellas County School Systembs e

Each business is a part of the free enterprise system that we are so fortunate to have in Amer-

i ca. They are all AStars. o Each business ha
successful by using an idea or a simple plan. There is much to learn from their example, and in
many ways, we can apply their stories to our lives.

These articles will give you a better understanding of the businesses at Enterprise Village.
Look for what happened that made each of them successful and what type of product or service
they provide. Find out why each of them is already an important part of our community.

It is with great pleasure that we present to you the businesses at Enterprise Village in the pro-
duction of AA Word From Our Sponsors.o



Enterprise Village Floor Plan

HSN

St. Petersburg
Times

Progress
Energy

Bank of
America

CVS

Sweetbay
Supermarke;[

Brighthouse

MIX 100.7

BBF 4657
et f@f,o ,

T

Morton Plant g@
K.Tek Mease
L1
|
Verizon
L
Dining
Mc Donhfd o0 s
: GirIsI Boyt‘
Tampa Ba
IBuccanee*
I
Kane |6 S
: Furniture
Art Centeg I . .
Bic Graphig
City Hall USA
Unified Giving
Mayor
=3 2% Professiond| :
3 & E: Office* Ditek

5 ACl ear water

* Includes the following:
AwWi ttner Companies

AKPMG

Bar AsSsocCi

Petersburg Bar Foundation



STAVROS

INSTITUTE

A program of Pinellas County Schools and the Pinellas Education Foundation

Website:
www.stavrosinstitute.org

Phone;:
727-5883746



Bankof America. __

For more than 150 years, many hardworking and dedicated people have poured their energy

into building the banks that formed the foundation of the Bank of America. Through the
changing years, one thing that has remained t
nity.

It all started in San Francisco when A.P. Giannini offered to loan money to his fellow citizens

as part of a rebuilding effort following a devastating earthquake in 1906. Beginning with a ta-
ble made out of a piece of wood and two barrels, the bank grew into a reputable institution mak-
ing the impossible come true for many of its customers.

We have come a |l ong way since Mr. Gianninios
a pioneer in the financial services industry. In the beginning, our customers had to walk into a
banking center for service, and the only services offered were deposits and withdrawals. Now

the bank not only offers many types of loans and investment options, but these services can be
accessed by the customer through a variety of channels ranging from the telephone to the Inter-
net and even banking by mail.

Bank of America s the first coasto-coast bank offering the largest network of banking cen-

ters and ATM machines. Our ATMs provide service in different languages and include talking
ATMs for our visually impaired customers. RecerBnk of America has launched the Ex-

press Banking Center. This specialized center focuses on simple transactions with kiosks avail-
able for customers to conduct business over the Internet. Customers interested in opening new
accounts are able to do so using videoconference technology. These centers also have continu-
ous television news coverage through a special partnership with CNN.

As we move into the 21st centuBank of America strives to continually provide new and

improved services, convenient access and options to meet individual customers needs. In addi-
tion, we have set an unprecedented goal of $350 billion for community investments over the

next ten years. As we strive towards our goal to nigekek of Americat he wor | dés mos
mired company, we remain true to our vision of being the people to make banking and investing
work for our customers and clients in ways it never has before. )
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In the | ate 19506s, computers
come an important part of the business world. It was dur-

ing this time that Dr. Gus A. Stavros and his two partners

BBF printing | S saw that the future for using computers to print business

" forms looked very promising as a business venture. They

were right! Better Business Forms, Inc., was founded in

1960 and began supplying printed forms to the immediate
community. Dr. Stavros and his partners watched their

business grow at a faster rate than any other business form
company.

BBF has grown from a small, wooden building at the St. Petersburg Airport in 1960 into a
200,000 square foot facility located at Bryan Dairy and Belcher Road in Largo. The building
now houses manufacturing and corporate offi&B8F has branch offices throughout Florida,
Georgia, Alabama, Tennessee, South Carolina, North Carolina and Pennsylvania.

Since the company now offers a variety of pro
ABBF. 0O Our production centers on the needs of
business forms, but also computer paper, envelopes, labels, plastics cards and specialty products
used in all types of business and industry. With the growing use of computers in businesses,

BBF also buys and resells various computer ink ribbons. Not only do we produce the products,

but we also inventory and distribute these products for our customers.

The mission oBBF is to develop long term and mutually beneficial relationships with our cus-
tomers, employees, suppliers and others within the community. This will be accomplished
through the sale, design, production and maintenance of quality media products and services of
exceptional value with a sensitivity to the legitimate interests of the communities in which we
work.

Although Dr. Stavros has retired frdaBF, his vision of Aconstant ir
drive the companyBBF will continue to increase its product line with innovative products that

improve utilization and reduce expenses for businesses. The sales force will become larger to
handle the growing demands of customers, and the recruiting of new employees to support the
companyo6s growth wil!/ be a priority for our ¢




USA

ForBIC, the road to becoming a wédhown pen manufacturer began in 1945 when Maracel

Bich and his partner, Edouard Buffard, bought a factory outside of Paris for very little money.

Mr. Bich had a good idea for a ballpoint pen that would change the writing instrument industry
forever, and by 1949 he launched his first product. This ballpoint pen wrote evenly for a long
time and could be sold for an affordable pric
that all languages would be able to remer@hbBIC.

In 1959, realizing the appeal of the ballpoint pen, Marcel Bich turned his attention to the

United States market and bought the Waterman Pen Company in Seymour,

Connecticut. In 1963, Watermd&iC moved toB | Cdursent headquarters in Mildford,

Conn., which had a large and modern facility. In the years that followed, Marcel Bich contin-

ued to focus on offering consumers fAgreat ser

In 1969, the company establishetC Graphic USA under the nanB#C Special Markets Di-
vision in Clearwater, FloridaBIC Graphic USA provides companies with wedkss, custom
-imprinted, promotional products. ThrouBIhC Graphic USA, companies can have their logos
or names printed on a wide variety of high quality, modern writing instruments Bi@er
owned brands.

As with all divisions oBIC, customer service is a key factor for success. The company prides

itself on making it easy for customers to promote their businesses with a vaB#€ pfod-

ucts. FirstBIC Graphic USA helps a client identify a pen or product and customizes the prod-

uct 6s coBloCgrsaphNiecxtarti st mani pul ates the cus:H
product of their choice.

BIC Graphic USA believes that the best businesses succeed because they have talented and
dedicated people with the right setting for g
products, combined witB | Cdireng heritage of quality , service and value, will be the foun-

dation on whichBIC Graphic USA continues to grow as a leading promotional products com-

pany.




bright house

NETWORKS

Television stations began broadcasting across
were some people in Western Pennsylvania who were not able to receive television signals be-
cause the mountainous terrain blocked their transmission over the air waves. A solution was to
build an antenna tower on top of a mountain and lay cable from the tower to the homes below in
town. Soon this system was bringing clear, bright TV picture and sound to TV sets in the com-
munity. This was the beginning of cable TV, or Community Antenna TV, as it was originally
known.

Cable television is a system whereby customers receive TV signals by cable connected to their
homes instead of over the airwaves to an antenna. The cable shields the signal by protecting it
from outside interference. In addition, Cable TV can deliver clear signals from distant cities so
customers can view more than their local channels on their TV sets. Today, Cable TV systems
use huge satellite dishes, or earth stations, to pick up signals from satellites around the earth.
This technology has tremendously expanded communications possibilities.

Bright House Networks (formerly Time Warner Cable) came into being in Pinellas County in
April 2003. This name was c¢ ho s-senicefatuskpkeie pi ng
it is also a memorable name that would clearly communicate the benefits consumers will enjoy
from its services. Customers increasingly want to experience the best of information and enter-
tainment, on their terms, in the comfort of their homes. This is the essence &righat

House Networksis about and what the company is dedicated to delivering.

Bright House customers will continue to enjoy the Time Warner Cable heritage of ao$tate

the-art network capable of delivering all the technology customers want and need, as well as the
robust programming they have come to enjoy. That includes Bay News 9, arvdmwaird

regional news network.

The company prides itself on its involvement in educational, civic and social activities. It is
active in a number of charitable projects including United Way, March of Dimes, Junior
Achievement and the American Heart Association fuaiding efforts. It is also active in sup-
porting Pinellas County Schools through Cable in the Classroom, the educational initiative of
the cable industry, TV coverage of school athletic and -extracular events and participation

in the economic education programs, Enterprise Village and Finance Park, located at the Gus A.
Stavros Institute.

Custometfriendly product and service offerings are availablBright House customers in the
Tampa Bay area. These include:

*subscription Video on Demand products including Movies on Demand and HBO on
Demand allowing customers to watch programming on their own schedule.

*attractive new packaging options allowing customers to have our services available on
their televisions and computers.
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CVS/pharmacy

The firstCVS was opened on May 9, 1963 in Lowell, Massachusetts by brothers Stanley and

Sidney Goldstein, and their business partner, Ralph Hoagland. Since that time the company has
steadily grown into the largest pharmacy retailer in the United States. In those early days, the

focus at Consumer Value Stores was on satisfying customers by offering them high quality
health and beauty aids at anC¥Sopelnleanti tvvasl de.r
stores with pharmacies in Rhode Island. The company finished that year with about 23 stores

and sales of $6.3 million.

Two years later, in 196 VS was sold to the Melville Corporation, a collection of retail com-

panies, in order to give the young pharmacy chain greater resources to grow at a quicker pace.

And growitdid.CVSt hri ved under Melville throughout tF
of acquisitions that would help it expand into new markets, and introduce new customers to its
unique combination of service, value and convenience.

In 1972,CVS nearly doubled in size with its acquisition of 84 Clinton Drug and Discount

Stores in upstate New York and Michigan. In 1977, the company purchasedaxe3Blew
Jerseybased Mack Drug chain, further extending its reach into the rapidly expanding New
York/New Jersey market. At the same time, the company was rapidly undergoing a transforma-
tion. Pharmacy was becoming a much bigger part of the n@i¥/ &t as prescription medica-

tion use continued to grow among customers. In 18Y4 operated about 230 drug stores, 45

of which had pharmacies in them. Today, pharmacy is the heart and &\M$ofit represents

al most 70 percent of the companyds sal es.

The 199006s began a de €43 A number of pransingfdiugsavere gr o w
being introduced. Meanwhile, drug companies were ramping up their advertising efforts to con-
sumers, and customerso health insurance pl ans
tion medications. These trends created a great opportuni@v/Bito extend its distinctive

brand of customer service to customers in new markets. In 1997, the company pulled off the

largest acquisition in the history of retail pharmacy at the time when it purchased 2,500 stores

from Revco.CVS then closed out the decade by acquiring Arbor Drugs of Michigan, a deal

that put the company over the 4,6610re mark to stay.

CvSembar ked upon itdéds | argest undertaking to d
Stores and Eckerd Heal t-drderlearmady busisess. Ehetkoweg d 6 s P
catapultedC’VSt o it s position today as Americaods | ea

C V Swell-earned reputation for quickly and successfully weaving acquired pharmacy chains

into theCVS family.
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Today,CVS is made up of more than 140,000 colleagues working to serve our cutomers and

del i ver on our

companyds vision to

hel

p

peopl

part of this is our investment in the communities we serve. The primary focus of our giving

programs is health and educatiorw o

natur al extensions

of

our

ing in the areas we serveyVS has become an active participant in helping people live better
lives through enhanced healthcare services, improved approaches to education, and healthier

communities in which to live.

OUR MISSION
We will be the easiest
pharmacy retailer for

customer to use.

OUR VISION
We help people live longer,
healthier, happier lives.

OUR VALUES
Respect for individuals
Integrity
Teamwork
Openness to new ideas
Commitment to flawless
Execution
Passion for extraordinary
customer service

c

(



[[O1akSurgeSolutions

DITEK Corporation is a premier manufacturer of integrated surge protection solutions for the

growing global electronic security industry. DITEKG&6s m
Florida. DITEK is a highly -trained and culturally diverse workforce that utilizes state -of-the -art

equipment. The result is high -quality and competitively priced products.

DI TEK provides the I ndustryds most comprehensive | ine
surveillance, fire and intrusion detection, access control and building automation systems.

Power surges can be present on utility power lines, telephone lines, computer data lines, and

CCTV cable feeds. Power surges and spikes are caused by lightning, utility power distur-

bances, and the switching on and off of machinery and equipment. Surge protection devices

substantially reduce or eliminate power surges.

DITEK also provides a full line of contract electronic manufacturing services including printed
circuit board assembly, board design and prototyping, verification and test, mechanical assem-
bly, and low -medium volume, high -mix production.

DI TEKds success in business has all owed the owners, RO
back to the community by actively supporting organizations that serve children, particularly in

the areas of education and by sponsoring a multitude of youth sport teams. Beneficiaries of our

time and financial resources include the Pinellas County Education Foundation (Yes | Can,

Pride, Save, Doorways), the Pine(VhstCmsdtpdBbeat €§08&
Ranches), Clearwater for Youth, Boys and Girls Club, PAL, CASA, Pace, Resource Center for

Women, and many Little League teams across Pinellas County.

Surge Protection for Every Application
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HSN, a division of USA Interactive (NASDAQ: USAI), is

a worldwide retailer with sales of close to $2 billion in

2002 and a growing customer base of over 5 million. Its

24-hour programming reaches more than 136 million
househol ds worl dwi de. As the
tributed shopping channel, the company broadcasts in the

United States, China, Japan and Germany.

In 1977, home shopping first began on a Clearwater AM
radio station when an advertiser could not pay his bill. In-
stead, the station owner agreed to accept 112 electric can
openers being sold for $10 each over the air. The purchas-
ers even had to go to the radio station to pick them up! A

compl ete sell out gave birth to
regularly scheduled radio show. In 1981, the concept
moved to | ocal cable access here in Tampa Bay

HSN has grown from 1 product in 1977 to 22,000 unique products in the categories of Home &
Entertainment , Electronics, Health & Beauty and Fashion & Jewelry.

Today, the company maintains a 1.4 million square foot facility on 53 acres in St. Petersburg,
Florida. HSN has a total of 4,500 employees in the United States alone! At the headquarters
in St. Petersburg, a custorreare staff of more than 1,200 processes over 70 million phone
calls a year. In addition to customer care, the other departments at the headquarters include
Television Production, Marketing, Accounting, Information Technology, Merchandising, Qual-
ity Assurance and www.hsn.com.

HSN6s Ful fill ment Centers, which store the mer
strategically located throughout the world to ensure accurate amth@wulelivery. U.S. centers

are located in Salem and Roanoke, Virginia; Waterloo, lowa; and Fontana, California. Interna-
tional centers are located in Germany, Japan and China. The fulfillment staff ships 90,000 to
130,000 packages a day or 44 million packages a year.

AOur customers6é tastes have changed significa
dent ofHSN-U S . ATheir high standards, keen fashior
|l i festyle is evident in the quality products




Hundreds of buyers and merchandisers travel to exotic locales throughout the globe searching
for the latest products to meet the demandsoiflbon customers who purchase 22,000 differ-

ent products from the network each year. After the buyers make their selections, the product
and its claims are tested by tH&N Quality Assurance Lab, a group of 70 professional techni-
cians ranging from chemists to microbiologists, to tailors, to graduate gemologists. Each year
these evaluators test over 26,000 product samples that are being considered for possible sale.
This dedicated team of professionals is constantly pulling, twisting, washing, examining, pinch-
ing and burning potential merchandise to make sure that it meets the high product standards of
HSN.

In the Marketing, Advertising and PR DepartmehrtSN continually looks for new ways to

build the customeb ase which is 75% fAover 400 females w
$63,000. In the futuré{SN envisions gaining market share by leading the evolution of how
people shop. Todayandinthefutul SN i s i n business to fimake peo

ing a shopping experience that is fun, entertaining, convenient, informative and worth it!
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Since 1948, under the leadership of I ( 4 " E s

founders, Maurice and Thelma
RothmanK A N E &usniture has F U R N ' T U R E

grown into one of Florirdaos premier

furniture destination stores. It is our mission to continually develop innovative ways to provide
superior service and a memorable shopping experience to our customers while remaining com-
mitted to providing maximum value. Today we are moving into the new century with exciting
new concepts in furniture retailing enabling us to continually give the people of Florida the best
values in quality, nambrand furniture.

K A N E & Broud of our roots in Florida and our more than 51 years of serving our customers.
We have been the largest furniture retailer doing business solely in the state of Florida for
many years and also one of the oldest and most respected home furnishings businesses in the
country.

Our market stretches over 300 miles along the Gulf of Mexico, through Central Florida and to
the Atlantic seaboard. Our current 15 store locations comprise more than 850,000 sq. ft. of fur-
niture retail display space in eight major Central Florida markets including Tampa, St. Peters-
burg and Orlando. Based in Pinellas Park, FL, we currently employ over 700 people. Our an-
nual sales volume exceeds 140 million dollars, and our goal is to continue to grow in volume
and market share. We will achieve this because of our commitment to our customers to provide
tremendous service and great values.

Our mammoth 433,000 sq. ft. facility located in Pinellas Park, FL is home to our corporate
headquarters, factory and distribution center.

The 33,000 sq. ft. corporate headquarters is the nerve center of the entire operation and is de-
signed for maximum efficiency and equipped with statéhe-art computer programming and
technical support. This electronic brain center provides an ever flowing supply of valuable
merchandise and customer data.

Imagine the area of 19 football fields under one roof.
Our spectacular 400,000 square foot warehouse facility
is home to an ever moving network of furniture. This
facility is a fine tuned network of incoming goods and
outgoing deliveries. Crews work around the clock pre-
4 paring merchandise for our fleet of delivery trucks that
traverse thousands of miles, five days a week deliver-
ing to homes throughout Central Florida.
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EveryK A N E &usniture showroom
contains the latest designs priced to
into anyoneds budget in a kaleidoscope of tod
specialize in the Florida that brings into play contemporary patterns and soft pastel hues. Tradi-
tional styles complete our floors for those with more northern states.

In addition to the great furniture sources we have here in the United States, we also import from
all over the worldéltaly, Canada, Mexico the F
searching for the best values for our <cust ome
ings of up to 70%.

Our vision of the future has us number one in sales, quality, value, personnel and customer sat-
isfaction. We will do this by satisfying and holding our customers as well as providing good
returns for our shareholders. We will also strive to maintain our existing retail locations in a
beautiful state of the art condition and expand our retail locations throughout the state.
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