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Brian Goldner,
chairman of the
board and CEO of
Hasbro, listens as
President Donald
Trump speaks
during a roundtable with industry
executives about
reopening the
country after coronavirus closures,
in the State Dining
Room of the White
House, Friday,
May 29, 2020, in
Washington. (AP)

Hasbro’s CEO Brian Goldner will take medical leave
Toy and entertainment company Hasbro
Inc. has announced that Brian D. Goldner
is taking a medical leave of absence from
his CEO role, effective immediately.
The move, announced Sunday, follows
Goldner’s disclosure in August 2020 that
he was undergoing continued medical
treatment for cancer since 2014.
Goldner has served as the CEO of Hasbro, Inc. since 2008, and has served as the
chairman since May 2015.
Rich Stoddart, most recently the lead independent director of Hasbro’s board, has

been appointed as interim CEO and will
begin immediately.
Hasbro says Stoddart brings extensive leadership experience and expertise
in global brand-building, advertising and
marketing, and supply chain management.
He was previously CEO at InnerWorkings,
Inc., the largest global marketing execution
company, and Leo Burnett Worldwide. He
has served on Hasbro’s board since 2014.
In conjunction with appointing Stoddart
as interim CEO, Hasbro’s board has reappointed Edward M. Philip as lead inde-

pendent director, and Tracy A. Leinbach
as chair of the nominating, governance
and social responsibility committee of the
board.
Philip has more than 30 years of business and management experience, including as both an operating executive and
chief ﬁnancial ofﬁcer of multinational corporations. Leinbach served as the executive
vice president and chief ﬁnancial ofﬁcer for
Ryder System, Inc., a global logistics and
transportation and supply chain solutions
provider from 2003 until 2006. (AP)

Challenges could intensify as winter approaches and outdoor alternatives become limited

Small businesses navigate ever-changing COVID-19 reality
IX Acquisition Corp announces pricing of $200mn IPO
LONDON, Oct 11, (Agencies): IX Acquisition Corp. (the “Company”) announced the pricing of its initial public
offering of 20,000,000 units at a price
of $10.00 per unit. The units will be
listed on the Nasdaq Stock Market LLC
(“Nasdaq”) and trade under the ticker
symbol “IXAQU”. Each unit consists
of one share of Class A ordinary share
and one-half of one redeemable warrant, with each whole warrant exercisable to purchase one share of Class A
ordinary shares at a price of $11.50
per share. After the securities comprising the units begin separate trading,
the shares of Class A ordinary shares

and warrants are expected to be listed
on Nasdaq under the symbols “IXAQ”
and “IXAQW,” respectively. The offering is expected to close on October
12, 2021, subject to customary closing
conditions.
IX Acquisition Corp., led by CEO
Karen Bach, CFO Noah Aptekar and
Executive Chairman Guy Willner, is a
blank check company whose business
purpose is to effect a merger, capital
stock exchange, asset acquisition, stock
purchase, reorganization or similar
business combination with one or more
businesses. While the Company may
pursue an initial business combination

with a company in any sector or geography, the Company intends to focus its
search on companies in the Technology, Media and Telecommunications
and Information and Communication
Technology industries, speciﬁcally the
telecommunications infrastructure, internet and technology and digital services sectors operating in Europe and
emerging markets.
Cantor Fitzgerald & Co. is acting as
the sole bookrunner, and Odeon Capital
Group, LLC is acting as the lead manager for the offering. The Company
has granted the underwriters a 45-day
option to purchase up to an additional

3,000,000 units at the initial public offering price to cover over-allotments, if
any.
A registration statement relating to
these securities was declared effective
by the U.S. Securities and Exchange
Commission (the “SEC”) on October 6,
2021. This press release shall not constitute an offer to sell or the solicitation
of an offer to buy, nor shall there be any
sale of these securities in any state or
jurisdiction in which such offer, solicitation or sale would be unlawful prior
to registration or qualiﬁcation under the
securities laws of any such state or jurisdiction.

NEW YORK, Oct 11, (AP): For a brief moment this summer, it seemed like small businesses might be getting a
break from the relentless onslaught of the pandemic. More
Americans, many of them vaccinated, ﬂocked to restaurants
and stores without needing to mask up or socially distance.
But then came a surge in cases due to the delta variant,
a push for vaccine mandates and a reluctant return to more
COVID-19 precautions. Now, small business owners are
left trying to strike a balance between staying safe and getting back to being fully open.
Navigating ever-changing coronavirus reality comes with
a number of risks, from ﬁnancial hardship to offending customers to straining workers. Those challenges could intensify as winter approaches and outdoor alternatives become
limited. Still, small business owners say the whiplash is
worth it to keep customers and employees as safe as possible.
“Just weeks ago, small business owners hoped that a return to normalcy would help jump start our recovery,” said
Jessica Johnson-Cope, Chair of Goldman Sachs 10,000
Small Businesses Voices National Leadership Council and
owner of a small business herself, Johnson Security Bureau
in New York.
New York City ordered a vaccine mandate for customers
in August. For Dan Rowe, CEO of Fransmart, which runs
the Brooklyn Dumpling Shop, the mandate has been a ﬁnancial burden, and a headache. Brooklyn Dumpling Shop ﬁrst
opened in May and has six staffers. It’s pandemic-friendly
format is contactless and automated.
“It was engineered to be a restaurant with less employees,” Rowe said. Glass separates the kitchen and staff
from customers, who order food from an app. When the
kitchen is finished making the food, it’s placed an automat-style window, so workers don’t come into contact
with customers.

Low
“We’ve engineered this great low labor restaurant, and
the government is making us go backward,” he said.
Rowe had to hire another staffer to check vaccine cards
at the door, increasing his overhead. His complaint is that
retail stores and groceries with prepared foods like Whole
Foods don’t face the same restrictions.
“It’s not fair what’s going on and it’s not practical,” he
said.
The changing rules can cause customer confusion - and
even some resentment. Suzanne Lucey has owned Page
158 Books bookstore in Wake Forest, N.C., for six years.
When the pandemic began, the store was closed for three
months. Page 158 Books reopened last July, and gradually increased store capacity from 5 to 12, abiding by
state guidelines. Capacity limits were lifted ahead of the
holidays last year.
When case numbers started crawling up this summer,
Lucey’s zip code became the third highest in the state for
COVID-19 cases. They have a sign in the window that says
a mask is required inside the store, but without state or city
rules to back them up, they’re not enforcing it.
Lucey said only about one or two people a month disregard the rule.
“It’s hard. You don’t want to turn people away. But I
want my staff to feel secure,” Lucey said, especially since
two of her staff have medical conditions that make them
more vulnerable. “I don’t want my staff to feel like they
have to be combative. So that’s how we’re handling it. Most
people are pretty respectful.”
Allison Glasgow, director of operations for McNally
Jackson bookstores in New York, echoed Lucey’s sentiment.
Her stores follow state and city rules for restrictions. One
store has a cafe, which must follow the New York City
mandate for customers being vaccinated.
The bookstores also require vaccination proof at events.
Otherwise, masks are optional, though recommended, if
customers and staff are vaccinated.

Antagonistic
“You can seem antagonistic when you’re trying to monitor people’s vaccination status,” she said. “It’s not ‘Hey,
welcome in!’ which is what you have always wanted to do
-- it’s a bit of a roadblock there.”
Although safety is the priority for everyone, the changes
can be draining for owners and staff alike. Jennifer Williams, founder and CEO of closet organization company the
Saint Louis Closet Co., said the company scrambled at ﬁrst
to implement a COVID-19 plan, including masking and increased sanitization.
“We don’t have the option to ‘work from home,’ our
business happens in our manufacturing plant and in our client’s homes, so we had to adjust quickly at the onset of the
pandemic with Covid precautions,” she said.
She nixed the mask requirement July 1, after her staff was
fully vaccinated, COVID-19 cases were declining and the
CDC recommendations changed. But that was short-lived.
In early August, Missouri was one of the top three states
of coronavirus cases. Williams re-implemented the mask
mandate.
Williams’ staffers can spend up to eight hours a day in a
mask installing closet organizing systems in a customer’s
home. “The mental drain on employees has been extreme,”
Williams said.
Jessica Benhaim, owner of Lumos Yoga & Barre, an
independent ﬁtness studio in Philadelphia, gradually increased size limits of classes from late spring into the summer, but capped them at 12, short of pre-pandemic levels of
18 students for yoga and 14 for barre.
Even though the city has lifted capacity restrictions, she’s
keeping it capped in case restrictions come back. She lifted
mask requirements for vaccinated students on June 15 but
reinstated them when Philadelphia implemented a mask
mandate in mid-August. Vaccinated students can remove
their masks when they reach their mats.
“The constant adjustments over the last 18 months have
been draining,” Benhaim said. “More than anything, it’s
been stressful balancing making adjustments with trying to
keep a sense of normalcy for my staff and clients.”

In this ﬁle photo, a sign requiring masks is displayed at
a restaurant in Rolling Meadows, Illinois. (AP)

