
Resilience is a hallmark of top 
sellers. The ability to bounce 
back from loss, disappointment 
and the emotional stress to 
perform is even more critical in 

the current 
e c o n o m i c 
e n v i r o n -
ment. 

S o m e 
people are 
natural ly 
res i l i ent , 
while oth-
ers strug-
gle with it. 
C o n s i d e r 
these meth-
ods to keep 
your think-
ing clear 

and amplify your ability to re-
bound from disappointment. 

• Refocus on your strengths 
and put them to work. If you 
build relationships well, con-
centrate on that.

• Research indicates that 
being forward-thinking en-
ables faster rebounds from 
setbacks and adversity. Fo-
cusing on long-term goals is 
essential, even if benchmarks 
need to be changed. Passion 
about goals is vital because 
goals get you through the 
rough spots. 

• Rebounders also have a 
great sense of self in combi-
nation with empathy. They 
know themselves, and know 
their value as a person isn’t 
dependent on what others 
think. 

• Successful people know no 
one does it alone. They build 
support systems that range 
from family and friends to 
coaches, peer exchange groups 
and even managers and fel-
low employees. 

Implement the concepts one 
at a time until you fi nd which 
ones work best for you. To win, 
you must be hardy enough to 
survive setbacks.

GARRY DUNCAN, principal of Denver-
based Leadership Connections, 
a sales training company, can be 
reached at 303-462-1277 or 
garry@leadershipconnections.com.

Hitting their stride
E x t r a  I n n i n g s

l   LESSONS LEARNED   l

What piece of advice would you offer to someone starting a business like yours?

Plan. Work your plan. Plant 
seeds and give it time to grow. 
If a medical practice is going 
to entrust you with this critical 
component of their livelihood, 
be ethical, prompt, communi-
cate clearly and treat each client 
as if it was your only client. 

Developing 
the ability to 
bounce back

Allison 
Nuovo
Integrity Billing 
Solutions

Designing and providing trade 
show exhibits isn’t a profession 
for mere “order-takers.” To suc-
ceed, you must truly partner with 
clients. You must identify and an-
ticipate their needs, and have the 
creative solutions to fulfill them. 
That also includes traveling to 
the client’s convention location 
to provide oversight.

Michael 
McMahon
Hill & Partners 
Inc.

Stick with what you know best — 
focus building around your spe-
cific area of expertise. Consider 
buying a business with a client 
base suited to your expertise to 
ramp up quickly, even in today’s 
tough economy. You’ll be in a 
stronger position to expand
your offerings to serve additional 
client needs.

Mark S. 
Robinson
KAF Financial 
Group
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SMALL BUSINESS

✮ Future Lesson Learned: How has your company revised its summer outing plans with the economy?
Send your answer in 25-30 words to gwalsh@bizjournals.com. Be sure to include a high-resolution headshot.

l ENTREPRENEUR l

SALES

Garry
Duncan

Baseball/softball training business 
scores with national franchise 
program, diversifi ed business model

BY SEAN MCFADDEN
JOURNAL STAFF

W
hen it comes to driving the growth 
of their national indoor baseball/
softball training centers business, 
Joe Luis and Rob Nash are pros 
at covering all the bases with a 
multi-layered business model.

The former minor league players have a hit with 
Extra Innings, their 13-year-old Middleton-based com-
pany, which has 38 locations in 16 states. This year, 
the company plans to add 13 new locations, bringing 
its total to 44 throughout the country.

The expansion is the result of a successful franchis-
ing program that Luis and Nash launched in 2004. 
Two locations — a 17,500-square-foot site in Middle-
ton and a 14,700-square-foot location in Wrentham  — 
are corporate-owned. 

Extra Innings’ system-wide revenue grew to ap-
proximately $14.5 million in 2008 from $9.8 million 
in 2007. The company expects to bring in about $18.7 
million this year. 

Extra Innings employs 34 people in Massachusetts, 
including those at its two corporate-owned facilities 
and its franchise company, EI Franchise Co. LLC, and 
more than 400 across the country.

For its more established facilities, about 43 percent 
of Extra Innings’ revenue, on average, is generated 
from service revenue at the year-round practice facili-
ties, which are fully equipped with batting cages and 
tunnels. 

About 65 percent of its customers elect to pay as 
they go, at a cost of anywhere from $1 for 12 pitches 
to as much as $150 for a week-long clinic. Another 
35 percent purchase “player packs” for frequent us-
ers. While these fees vary per location, says Nash, the 
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Extra Innings co-founders Rob Nash, president, left, and CEO Joe Luis have 
developed a winning business model with the company’s year-round practice 
facilities, professional instruction and pro shops. CONTINUED ON NEXT PAGE
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BY KEITH REGAN
SPECIAL TO THE JOURNAL

Even with recent federal efforts to 
boost lending, getting an SBA loan is 
not a simple task. But experts say with 
the right amount of homework and re-
search, a business can fi nd a bank to 
help secure the fi nancing it needs to 
build a solid foundation for future suc-
cess. 

“In the right situation, some SBA 
programs can be very attractive for 
both the lender and the business,” said 
Mark Miller, a senior vice president in 
the small business lending division at 
Boston Private Bank & Trust Co.  “When 
a client is a fi t for the program, we see 
them as a nice enhancement and we’ve 
used them pretty steadily over the 
years.”

For businesses looking to seek such 
funding, the SBA Web site (www.sba.
gov) is packed with tips and procedural 
advice, most of it centered around the 
idea of preparing a solid business plan 
before approaching a bank that works 
with the SBA. 

“The key building block is the busi-
ness plan,” Miller added. “There’s no 
magic template for it, but the key is 
having a plan that tells the story, gives 
background, summarizes fi nancial in-
formation and explains what’s behind 

the funding request.”
The more specifi c a business owner 

can be about how any SBA-underwrit-
ten funds will be used, the better, said 
Janice DiPietro, New England Practice 
leader with Tatum LLC, an executive 
search and consulting fi rm that works 
regularly with businesses that have ei-
ther received SBA funding in the past 
or remain eligible. 

“A business with tangible assets, that 
is going to buy trucks or equipment 
with that SBA money might have a 
little leg up because those items can be 
used to secure part of the loan,” DiPi-
etro noted. 

To satisfy both the SBA and the bank, 
a business owner will need to open up 
not only the business’s books but their 
personal fi nancials as well, DiPietro 
said. The business owner also will be 
expected to demonstrate that they have 
put their own money at risk to get the 
business started. 

One challenge businesses may face 
in trying to obtain an SBA-backed loan 
in this market is that many banks that 
were forced to trim expenses did so by 
reducing staff in their small-business 
practices. 

“A lot of banks lost their SBA exper-
tise in the turmoil,” said Grafton Wiley, 
a partner with Cambridge-based ac-

counting fi rm CBIZ Tofias PC. Wiley, 
who is also former chairman of the SBA, 
said long-term trends dating back to 
the Reagan administration have been 
for the SBA programs to be downsized, 
with the fi nancial system crisis all but 
seizing up the market during 2008. 

SBA lending activity has decreased 
steadily over the past several years, 
and Small Business Administration re-

cently announced temporary changes 
to its fl agship 7(a) loan program meant 
to bolster lending activity, including 
temporarily waiving 7(a) loan guar-
anty fees, and temporarily increasing 
the loan guaranty to 80 percent from 
the previous 75 percent to 85 percent 
on certain loans.

The SBA has also introduced new 
programs that it is eager to see busi-
nesses tap into. For instance, the 
American Recovery Capital  (ARC) 
loan program offers interest-free micro 
loans — up to $35,000 — with a 100 
percent guarantee from the SBA, us-
ing federal stimulus bill funds. That 
program may be ideal for a business 
that was growing and profi table before 
the downturn hit but are struggling in 
the recession. 

Similarly, the agency is eager to see 
businesses tap into its Patriot Express 
program, aimed at helping military 
veterans start or grow companies. 

The best ally in the search for an 
SBA loan is often a banker that knows 
a business and its owners and can help 
steer it in the right direction. 

“A good banking partner can help a 
business navigate the SBA landscape,” 
Wiley said. “If a business fi nds a bank 
that has this expertise and experience, 
that can be a valuable relationship.”

For SBA loans, let the business plan do the talking

standard ranges from $195 for “Future 
All-Stars,” a six-month program for 
kids ages 3-6, to $495 for a year-long 
program that includes a summer camp 
and fi ve private lessons.

The business currently derives about 
57 percent of its revenue, on average, 
from its on-site pro shops, which sell 
a wide range of gear from the likes of 
Nike, Easton and Louisville Slugger. 

Nash, 41, says, “It doesn’t make sense 
for our customers to go elsewhere for 
their equipment. And, we want to pro-
vide more revenue streams to ensure 
the success of the franchisees and fur-
ther grow the system.”

To complement the retail compo-
nent, Luis and Nash launched an e-
commerce site, ShopExtraInnings.com, 
in May. The expectation, says Nash, is 
that the site will generate more than 
$1 million in sales in 2010.

In addition to acting as a wholesale 
distributor to the company’s franchi-
sees, Nash says the site is also meet-
ing consumer demand. 

“We found that about 20 percent of 
our customers who came into the pro 
shops in our facilities on a regular ba-
sis were still buying additional stuff 

(elsewhere) online. So, we wanted to 
capture that market,” he said.

Before they launched the business 
in 1996, Luis and Nash were minor 
league ballplayers.

After they stopped playing profes-
sionally in the early ’90s, they began 
running baseball training camps and 
clinics.

Recalls Luis, 42, “Our camps and 
clinics grew too big to be operated as 

a home-based business. We needed a 
main facility for people to come to, so we 
could grow the business year-round.”

With about $50,000 in seed mon-
ey, mostly from friends and fam-
ily, Luis and Nash initially opened a 
10,000-square-foot location in Dan-
vers. They built a larger location in 
Middleton in 1998 and closed the Dan-
vers site. 

With an eye on further expansion, 
the company ultimately launched its 
own franchising operation in 2004.

Says Nash, “We had friends and cus-
tomers coming in to Middleton all the 
time, saying, ‘What a great idea. Teach 
me how to do this.’ So we thought, we 
could probably teach people how to do 
this and develop some buying power 
with vendors and further develop our 
operational systems.”

Said Jim Wolff, a franchisee from In-
dianapolis: “From the build-out of the 
facility to opening day, they have given 
us the support and tools we need to 
succeed every step of the way.”

According to Nash and Luis, the es-
timated initial investment to open an 
Extra Innings franchise location rang-
es from $239,000 to $650,000, includ-
ing an initial franchise fee of $25,000. 
Royalty fees start at $1,000 per month 

for the fi rst 12,000 square feet of the 
facility.

“We frequently audit the facilities,” 
says Luis. “So, we’re always checking 
each location to make sure the brand 
is being used the right way.”

Bob Pirtle, principal of Ashville, N.C.-
based International Expansion Consul-
tants, an outside consultant who has 
worked with Luis and Nash, attributes 
their success to the fact that “they 
have a niche market. They also have 
strong management skills. And, they 
have multiple sources of revenue.”

Still, Nash and Luis acknowledge 
their business is not completely im-
mune to the effects of the recession. 
Originally, they had planned to have 
close to 100 locations in operation by 
the end of 2010; now, Nash says he’d 
be happy with about 60.

“Things have drastically changed, 
just because of the credit market 
changing,” he says. “We’ve got some 
very qualifi ed people who want to own 
franchises that are having trouble get-
ting the money. ... So, we’re trying to 
be patient and move forward as best 
we can.”

SEAN MCFADDEN can be reached at 
smcfadden@bizjournals.com.

EXTRA INNINGS: Franchising program is helping to propel growth

LIKELY LINKS
<  The Small Business Administration has 

an easy-to-follow primer on its loan pro-
grams that includes outlines of different 
funding mechanisms and steps for ap-
plying: www.sba.gov/services/fi nan-
cialassistance/index.html

<  The Association of Small Business De-
velopment Centers represents a network 
of nearly 1,000 centers nationwide that 
offer free consulting and low-cost train-
ing. www.asbdc-us.org

<  The SBA’s Boston district offi ce can pro-
vide information on local institutions with 
the Preferred Lender designation, which 
enables them to handle all aspects of 
the loan, from making credit decisions to 
funding the loan. www.sba.gov/local-
resources/district/ma/index.html

FAST FACTS
Joe Luis and Rob Nash founded Extra 
Innings, a provider of indoor baseball/
softball training centers, in 1996.

The company launched a franchising 
operation in 2004.

Extra Innings currently has 38 
locations in 16 states.
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