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CALENDAR
Thursday
Pike County Economic Authority 
Presents Marketing 101 — EDA 
& Pike County Chamber of 
Commerce, 209 East Harford 
St., Milford, Pa., 10 a.m.-noon. 
This seminar will cover the 
basic elements of marketing, 
components of a marketing plan, 
research tools and methods, 
tips and tricks for creating a 
solid plan, and more. $15 Pike 
chamber members; $20 for 
nonmembers. Preregistration 
and prepayment are required. To 
register, call 296-7332 or email 
Tammy@edapikepa.org. 
Orange County Business 
Accelerator Pop-Up Knowledge 
Series Web Makeover  — 4 
London Ave, New Windsor, 7:30-
9 a.m. Presenter: Ronen Divon, 
CEO, Progressive Element. Fee, 
$5; students get in free with 
ID. For more information or to 
register, call 220-2208, email 
kreilly@ocaccelerator.com or go to 
www.ocaccelerator.com.

There are plenty of ways for 
a business to crash and burn, 
and often lack of capital or an 
undeveloped business plan 
are the most common reasons.  

However, 
there is a more 
deadly and 
silent killer 
that can drain 
the life out of a 
business even 
if it is well-cap-
italized and has 
a solid business 
plan. I call it 

“death by replication.”  
“Replication” in the business 

context is anything in your 
business model that can be 
copied and imitated by your 
competition.

Quite simply, if your competi-
tion can replicate any part of 
your business model, then you 
cannot offer differentiation in 
the marketplace.  Most people 
think that creating differentia-
tion is a marketing issue, but 
creating differentiation has a 
much wider context for enter-
prises of any size and in any 
industry.

For all the excitement built 
around Groupon, the online 
“deals” website, I’m wondering 
what the fuss is all about.  Grou-
pon has a business model that 
is easily replicated on almost 
any scale.  They might have 
had “first mover advantage” 
by growing and scaling up as 
quickly as they did.  However, 
first mover advantage doesn’t 
last long when competitors can 
replicate most if not your entire 
business model.  

Now Groupon is sputtering, 
having already put off its stock 
offering indefinitely as the 
“daily deal” competition heats 
up around them. I was perplexed 
when it seemed that no one here 
in the Hudson Valley was willing 
to beat Groupon to the punch 
until our very own Dow Jones 
Local Media Group launched 
Limelight Deals.  

Apple is an excellent example 
of a company that has a business 
model that is not easily repli-
cated.  Their products are often 
imitated but rarely replicated.  
Just ask Microsoft about the 
viability of Zune, their answer 
for the iPod.  While the Zune 
was noted as a well-designed 
product, Microsoft couldn’t rep-
licate the marketing that Apple 
provided the iPod.  After years 
of trying, Microsoft recently 
announced it was discontinuing 
the Zune.

Avoiding death by replication 
is not easy.  Creating competi-
tive advantages that are hard for 
competitors to replicate is tough 
and demanding work, which is 
why most don’t try.  Neverthe-
less, businesses that desire to do 
better than average have little 
choice but to try harder.

Here are a few thoughts on 
avoiding death by replication:

 No business is invincible.  
Drinking the grape juice of 
invincibility is the first sign 
that replication will eventu-
ally overtake the business 
model.  The result will be 
slower growth and possibly 

business death.
 Always test for differentiation.  

Keeping close tabs on every 
local and regional competitor in 
your industry is the key.  What 
do you have that they don’t 
have?  What do they have that 
you don’t have?

 Constantly scan the horizon 
for opportunities for differentiation.  
Avoiding replication demands 
searching for ideas and innova-
tions that can provide a constant 
flow of new products, services, 
and operational innovations. 
Keep your competition always 
on the run. 

Interestingly, the people 
who are first to notice a busi-
ness that’s being overtaken by 
replication are the customers.  
Unfortunately, we often notice 
too late and find our custom-
ers have already moved on.  

David Dirks of Port Jervis is a 
business strategy and market-
ing consultant. Visit his strate-
gy blog at growingmybusiness.
wordpress.com and listen to 
his weekly radio show at wtbq.
com. E-mail him at dirksmar-
keting@gmail.com. 

Photo provided
The Ruby Group a Goshen-based development firm, has finished the first phase of a two-phase project 
at America’s oldest winery, Brotherhood Winery, located in Washingtonville since 1839. The Ruby Group 
completed construction on the conversion of a storage barn into a nearly 6,000-square-foot catering hall. The 
Grand Monarque Hall, which dates back to 1893, was used for storage after a fire destroyed its roof in 1999. 
Before that, it was used as a catering hall. Now, a second phase begins with the demolishion of the winery’s 
5,430-square-foot warehouse – an old pole barn – that has 16 barrels that hold between 5,000 and 10,000 
gallons of wine each. The kegs with the fermenting wine will remain in place as The Ruby Group expands the 
concrete pad and constructs the new 13,050-square-foot building around them. 

To submit your organiza-
tion’s listings, fill out our 
form at recordonline.com 
or e-mail business@th-re-
cord.com.
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There are plenty of ways for 
a business to crash and burn, 
and often lack of capital or an 
undeveloped business plan 
are the most common reasons.  

However, 
there is a more 
deadly and 
silent killer 
that can drain 
the life out of a 
business even 
if it is well-cap-
italized and has 
a solid business 
plan. I call it 

“death by replication.”  
“Replication” in the business 

context is anything in your 
business model that can be 
copied and imitated by your 
competition.

Quite simply, if your competi-
tion can replicate any part of 
your business model, then you 
cannot offer differentiation in 
the marketplace.  Most people 
think that creating differentia-
tion is a marketing issue, but 
creating differentiation has a 
much wider context for enter-
prises of any size and in any 
industry.

For all the excitement built 
around Groupon, the online 
“deals” website, I’m wondering 
what the fuss is all about.  Grou-
pon has a business model that 
is easily replicated on almost 
any scale.  They might have 
had “first mover advantage” 
by growing and scaling up as 
quickly as they did.  However, 
first mover advantage doesn’t 
last long when competitors can 
replicate most if not your entire 
business model.  

Now Groupon is sputtering, 
having already put off its stock 
offering indefinitely as the 
“daily deal” competition heats 
up around them. I was perplexed 
when it seemed that no one here 
in the Hudson Valley was willing 
to beat Groupon to the punch 
until our very own Dow Jones 
Local Media Group launched 
Limelight Deals.  

Apple is an excellent example 
of a company that has a business 
model that is not easily repli-
cated.  Their products are often 
imitated but rarely replicated.  
Just ask Microsoft about the 
viability of Zune, their answer 
for the iPod.  While the Zune 
was noted as a well-designed 
product, Microsoft couldn’t rep-
licate the marketing that Apple 
provided the iPod.  After years 
of trying, Microsoft recently 
announced it was discontinuing 
the Zune.

Avoiding death by replication 
is not easy.  Creating competi-
tive advantages that are hard for 
competitors to replicate is tough 
and demanding work, which is 
why most don’t try.  Neverthe-
less, businesses that desire to do 
better than average have little 
choice but to try harder.

Here are a few thoughts on 
avoiding death by replication:

 No business is invincible.  
Drinking the grape juice of 
invincibility is the first sign 
that replication will eventu-
ally overtake the business 
model.  The result will be 
slower growth and possibly 

business death.
 Always test for differentiation.  

Keeping close tabs on every 
local and regional competitor in 
your industry is the key.  What 
do you have that they don’t 
have?  What do they have that 
you don’t have?

 Constantly scan the horizon 
for opportunities for differentiation.  
Avoiding replication demands 
searching for ideas and innova-
tions that can provide a constant 
flow of new products, services, 
and operational innovations. 
Keep your competition always 
on the run. 

Interestingly, the people 
who are first to notice a busi-
ness that’s being overtaken by 
replication are the customers.  
Unfortunately, we often notice 
too late and find our custom-
ers have already moved on.  

David Dirks of Port Jervis is a 
business strategy and market-
ing consultant. Visit his strate-
gy blog at growingmybusiness.
wordpress.com and listen to 
his weekly radio show at wtbq.
com. E-mail him at dirksmar-
keting@gmail.com. 

Photo provided
The Ruby Group a Goshen-based development firm, has finished the first phase of a two-phase project 
at America’s oldest winery, Brotherhood Winery, located in Washingtonville since 1839. The Ruby Group 
completed construction on the conversion of a storage barn into a nearly 6,000-square-foot catering hall. The 
Grand Monarque Hall, which dates back to 1893, was used for storage after a fire destroyed its roof in 1999. 
Before that, it was used as a catering hall. Now, a second phase begins with the demolishion of the winery’s 
5,430-square-foot warehouse – an old pole barn – that has 16 barrels that hold between 5,000 and 10,000 
gallons of wine each. The kegs with the fermenting wine will remain in place as The Ruby Group expands the 
concrete pad and constructs the new 13,050-square-foot building around them. 
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There are plenty of ways for 
a business to crash and burn, 
and often lack of capital or an 
undeveloped business plan 
are the most common reasons.  

However, 
there is a more 
deadly and 
silent killer 
that can drain 
the life out of a 
business even 
if it is well-cap-
italized and has 
a solid business 
plan. I call it 

“death by replication.”  
“Replication” in the business 

context is anything in your 
business model that can be 
copied and imitated by your 
competition.

Quite simply, if your competi-
tion can replicate any part of 
your business model, then you 
cannot offer differentiation in 
the marketplace.  Most people 
think that creating differentia-
tion is a marketing issue, but 
creating differentiation has a 
much wider context for enter-
prises of any size and in any 
industry.

For all the excitement built 
around Groupon, the online 
“deals” website, I’m wondering 
what the fuss is all about.  Grou-
pon has a business model that 
is easily replicated on almost 
any scale.  They might have 
had “first mover advantage” 
by growing and scaling up as 
quickly as they did.  However, 
first mover advantage doesn’t 
last long when competitors can 
replicate most if not your entire 
business model.  

Now Groupon is sputtering, 
having already put off its stock 
offering indefinitely as the 
“daily deal” competition heats 
up around them. I was perplexed 
when it seemed that no one here 
in the Hudson Valley was willing 
to beat Groupon to the punch 
until our very own Dow Jones 
Local Media Group launched 
Limelight Deals.  

Apple is an excellent example 
of a company that has a business 
model that is not easily repli-
cated.  Their products are often 
imitated but rarely replicated.  
Just ask Microsoft about the 
viability of Zune, their answer 
for the iPod.  While the Zune 
was noted as a well-designed 
product, Microsoft couldn’t rep-
licate the marketing that Apple 
provided the iPod.  After years 
of trying, Microsoft recently 
announced it was discontinuing 
the Zune.

Avoiding death by replication 
is not easy.  Creating competi-
tive advantages that are hard for 
competitors to replicate is tough 
and demanding work, which is 
why most don’t try.  Neverthe-
less, businesses that desire to do 
better than average have little 
choice but to try harder.

Here are a few thoughts on 
avoiding death by replication:

 No business is invincible.  
Drinking the grape juice of 
invincibility is the first sign 
that replication will eventu-
ally overtake the business 
model.  The result will be 
slower growth and possibly 

business death.
 Always test for differentiatio n.  

Keeping close tabs on every 
local and regional competitor in 
your industry is the key.  What 
do you have that they don’t 
have?  What do they have that 
you don’t have?

 Constantly scan the horizon 
for opportunities for differentiation .  
Avoiding replication demands 
searching for ideas and innova-
tions that can provide a constant 
flow of new products, services, 
and operational innovations. 
Keep your competition always 
on the run. 

Interestingly, the people 
who are first to notice a busi-
ness that’s being overtaken by 
replication are the customers.  
Unfortunately, we often notice 
too late and find our custom-
ers have already moved on.  

David Dirks of Port Jervis is a 
business strategy and market-
ing consultant. Visit his strate-
gy blog at growingmybusiness.
wordpress.com and listen to 
his weekly radio show at wtbq.
com. E-mail him at dirksmar-
keting@gmail.com. 

Photo provided
The Ruby Group a Goshen-based development firm, has finished the first phase of a two-phase project 
at America’s oldest winery, Brotherhood Winery, located in Washingtonville since 1839. The Ruby Group 
completed construction on the conversion of a storage barn into a nearly 6,000-square-foot catering hall. The 
Grand Monarque Hall, which dates back to 1893, was used for storage after a fire destroyed its roof in 1999. 
Before that, it was used as a catering hall. Now, a second phase begins with the demolishion of the winery’s 
5,430-square-foot warehouse – an old pole barn – that has 16 barrels that hold between 5,000 and 10,000 
gallons of wine each. The kegs with the fermenting wine will remain in place as The Ruby Group expands the 
concrete pad and constructs the new 13,050-square-foot building around them. 
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There are plenty of ways for 
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are the most common reasons.  

However, 
there is a more 
deadly and 
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that can drain 
the life out of a 
business even 
if it is well-cap-
italized and has 
a solid business 
plan. I call it 

“death by replication.”  
“Replication” in the business 

context is anything in your 
business model that can be 
copied and imitated by your 
competition.
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creating differentiation has a 
much wider context for enter-
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around Groupon, the online 
“deals” website, I’m wondering 
what the fuss is all about.  Grou-
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is easily replicated on almost 
any scale.  They might have 
had “first mover advantage” 
by growing and scaling up as 
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first mover advantage doesn’t 
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replicate most if not your entire 
business model.  

Now Groupon is sputtering, 
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“daily deal” competition heats 
up around them. I was perplexed 
when it seemed that no one here 
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Local Media Group launched 
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model that is not easily repli-
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imitated but rarely replicated.  
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viability of Zune, their answer 
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was noted as a well-designed 
product, Microsoft couldn’t rep-
licate the marketing that Apple 
provided the iPod.  After years 
of trying, Microsoft recently 
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is not easy.  Creating competi-
tive advantages that are hard for 
competitors to replicate is tough 
and demanding work, which is 
why most don’t try.  Neverthe-
less, businesses that desire to do 
better than average have little 
choice but to try harder.

Here are a few thoughts on 
avoiding death by replication:

 No business is invincible.  
Drinking the grape juice of 
invincibility is the first sign 
that replication will eventu-
ally overtake the business 
model.  The result will be 
slower growth and possibly 
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local and regional competitor in 
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do you have that they don’t 
have?  What do they have that 
you don’t have?
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for opportunities for differentiation.  
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searching for ideas and innova-
tions that can provide a constant 
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Interestingly, the people 
who are first to notice a busi-
ness that’s being overtaken by 
replication are the customers.  
Unfortunately, we often notice 
too late and find our custom-
ers have already moved on.  
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business strategy and market-
ing consultant. Visit his strate-
gy blog at growingmybusiness.
wordpress.com and listen to 
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Photo provided
The Ruby Group a Goshen-based development firm, has finished the first phase of a two-phase project 
at America’s oldest winery, Brotherhood Winery, located in Washingtonville since 1839. The Ruby Group 
completed construction on the conversion of a storage barn into a nearly 6,000-square-foot catering hall. The 
Grand Monarque Hall, which dates back to 1893, was used for storage after a fire destroyed its roof in 1999. 
Before that, it was used as a catering hall. Now, a second phase begins with the demolishion of the winery’s 
5,430-square-foot warehouse – an old pole barn – that has 16 barrels that hold between 5,000 and 10,000 
gallons of wine each. The kegs with the fermenting wine will remain in place as The Ruby Group expands the 
concrete pad and constructs the new 13,050-square-foot building around them. 
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However, 
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that can drain 
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business even 
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a solid business 
plan. I call it 
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context is anything in your 
business model that can be 
copied and imitated by your 
competition.
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tion can replicate any part of 
your business model, then you 
cannot offer differentiation in 
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creating differentiation has a 
much wider context for enter-
prises of any size and in any 
industry.

For all the excitement built 
around Groupon, the online 
“deals” website, I’m wondering 
what the fuss is all about.  Grou-
pon has a business model that 
is easily replicated on almost 
any scale.  They might have 
had “first mover advantage” 
by growing and scaling up as 
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first mover advantage doesn’t 
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when it seemed that no one here 
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to beat Groupon to the punch 
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Local Media Group launched 
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of a company that has a business 
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licate the marketing that Apple 
provided the iPod.  After years 
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tive advantages that are hard for 
competitors to replicate is tough 
and demanding work, which is 
why most don’t try.  Neverthe-
less, businesses that desire to do 
better than average have little 
choice but to try harder.
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avoiding death by replication:

 No business is invincible.  
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invincibility is the first sign 
that replication will eventu-
ally overtake the business 
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slower growth and possibly 
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Keeping close tabs on every 
local and regional competitor in 
your industry is the key.  What 
do you have that they don’t 
have?  What do they have that 
you don’t have?

 Constantly scan the horizon 
for opportunities for differentiation.  
Avoiding replication demands 
searching for ideas and innova-
tions that can provide a constant 
flow of new products, services, 
and operational innovations. 
Keep your competition always 
on the run. 

Interestingly, the people 
who are first to notice a busi-
ness that’s being overtaken by 
replication are the customers.  
Unfortunately, we often notice 
too late and find our custom-
ers have already moved on.  

David Dirks of Port Jervis is a 
business strategy and market-
ing consultant. Visit his strate-
gy blog at growingmybusiness.
wordpress.com and listen to 
his weekly radio show at wtbq.
com. E-mail him at dirksmar-
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The Ruby Group a Goshen-based development firm, has finished the first phase of a two-phase project 
at America’s oldest winery, Brotherhood Winery, located in Washingtonville since 1839. The Ruby Group 
completed construction on the conversion of a storage barn into a nearly 6,000-square-foot catering hall. The 
Grand Monarque Hall, which dates back to 1893, was used for storage after a fire destroyed its roof in 1999. 
Before that, it was used as a catering hall. Now, a second phase begins with the demolishion of the winery’s 
5,430-square-foot warehouse – an old pole barn – that has 16 barrels that hold between 5,000 and 10,000 
gallons of wine each. The kegs with the fermenting wine will remain in place as The Ruby Group expands the 
concrete pad and constructs the new 13,050-square-foot building around them. 
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BY JAMES WALSH
Times Herald-Record

Some builders of residential 
properties see opportunities 
in the stalled developments of 
others.

High on a hill near Stewart 
International Airport, Baker 
Residential of White Plains is 
preparing to build 142 two- and 
three-bedroom town houses to 
complete The Grove at New 
Windsor, a K. Hovnanian de-
velopment that stopped a few 
years ago with 57 completed 
units.

Clark Atwood, Baker’s vice 
president and general man-
ager, said his 
company en-
tered the proj-
ect with fin-
ished roads, 
a swimming 
p o o l ,  c l u b -
house and ten-
nis court.

It’s the ex-
isting infra-
structure of 
unfinished de-
v e l o p m e n t s 
that make them 
financially via-
ble to complete 
today, said an-
other builder, 
Peter Berman, 
CEO of  the 
Ruby Group.

In today’s sluggish housing 
market, builders need to save 
wherever they can, with an eye 
toward building lower-priced 
homes.

Third-quarter single-fami-
ly home sales rose in Orange, 
Sullivan and Ulster counties 
between 2010 and 2011, but re-
main far below what they were 
several years ago. The median 
sale price in Orange County was 
$255,720 in the third quarter of 
the year, compared to $325,000 
in the third quarter of 2005.  

Helping it sell
Builders such as Baker and 

Ruby consider such figures 
when resurrecting develop-
ments. Prospective buyers 
at The Grove will find prices 
in the mid-$200,000s, Atwood 

said, as opposed to ones into the 
$300,000s that sold earlier.

The Ruby Group has deals 
to complete subdivisions in 
Blooming Grove, Shawangunk 
and Wawayanda.

“There are a lot of opportuni-
ties out there,” Berman said of 
builders and buyers. “In our work 
with local lenders, we’re seeing 
people getting mortgages. Quali-
fied buyers are able to. It’s back 
to basics, and interest rates are 
phenomenal. It’s a phenomenal 
time to get into the market.”

It’s also a subdued market. 
There were 1,560 single-fam-
ily building permits issued in 

Orange Coun-
ty in 2002, ac-
cording to U.S. 
Census Bureau 
figures, 476 in 
Sullivan and 
649 in Ulster. 
L a s t  y e a r, 
there  were 
just 398 issued 
in Orange, 144 
in Sullivan and 
154 in Ulster.

F i n a n c i a l 
analysis, site 
planning, en-
gineering and 
a plethora of 
marketing de-
vices are es-
sential in to-
day’s market.

“You have to bring all of those 
facets together in an organized 
way to make a project that will 
sell,” said Berman, who is also 
president of the Builders As-
sociation of the Hudson Valley. 
“Some didn’t have the skills and 
were unable to adapt.”

Plan for development
The Blooming Grove and 

Shawangunk projects are be-
ing done jointly with Home-
town Bank of the Hudson Val-
ley, (formerly Walden Federal), 
which had loaned money to the 
previous developers. After the 
plans faltered, Hometown ac-
quired the properties without 
having to put the projects into 
foreclosure, said Bruce Lott, 
senior vice president and chief 
lending officer.

He said the bank first dis-
cussed the project with Ruby 
because “we didn’t want to be 
in a position where we gain pos-
session of a property and have 
no plan” for its development. 
“We had a degree of confidence 
with Peter (Berman) because 
he did a deal with us in Ellen-
ville” a year ago.

The Blooming Grove de-
velopment is scaling back 
from homes in the $800,000 
to $900,000 range, Lott said, 
a market that has largely dis-
appeared. Instead of homes 
in excess of 3,500 square feet, 
Berman said, they will be be-
tween 2,200 and 2,434 square 
feet. Costs will be $379,000 to 

$409,00. The 2,200-square-foot 
model will cost $339,000 at the 
Shawangunk project in the 
hamlet of Wallkill. 

Smaller down payments
FHA financing has been ar-

ranged at The Grove to permit 
smaller down payments, part 
of Baker’s marketing strate-
gy. Construction will start af-
ter buyers sign contracts this 
month. It will take two to three 
years to complete the develop-
ment, which overlooks moun-
tains near West Point, Atwood 
said.

Despite The Grove’s adja-
cency to Stewart, air traffic 
hasn’t been a nuisance, resi-

dents said.
Jennifer Deekens and her hus-

band, Vic, moved there three 
years ago to be in the Washing-
tonville School District. Little 
Britain Elementary School is less 
than a mile away. “I know a lot of 
people in the neighborhood live 
here to go to that school,” Deek-
ens said. “And it’s quiet. We have 
a lot of nature here: deer, turkey, 
otters, and beautiful sunsets.”

Neighbors Jackie and Tom 
Vasquez enjoy the views. “The 
sunsets are breathtaking,” Jack-
ie Vasquez said. “And it has a pri-
vate-community feel to it without 
being gated.”

jwalsh@th-record.com

Stalled subdivisions starting fresh
Infrastructure that’s in place 
saves costs for new builders 

THIRD QUARTER HOME SALES

  Sales   Median price  
COUNTY 2010 2011 CHANGE 2010 2011 CHANGE

Orange 429 446 4.0% $268,500 $255,720 -4.8%

Sullivan   94   97 3.2% $152,500 $140,000 -8.2%

Ulster 245 266 8.6% $218,000 $204,500 -6.2%

Source: County boards of Realtors; figures reflect sales of detached, single-family homes reported to the boards.

TOM BUSHEY/Times Herald-Record
A bulldozer clears land that will be used for a stormwater detention pond Thursday in the Vista Woods 
at Blooming Grove development. The formerly stalled project has been taken over by the Ruby Group, a 
developer based in Goshen.

“In our work with local 
lenders, we’re seeing 
people getting mortgages. 
Qualified buyers are able 
to. It’s back to basics,  
and interest rates are  
phenomenal. It’s a  
phenomenal time to get 
into the market.”
PETER BERMAN
CEO of the Ruby Group  
and president of the Builders 
Association of the Hudson Valley


