
April Fools’ jokes can add a touch 
of hilarity to an otherwise ordinary 
day. They also can pack a powerful 
emotional punch. 

I will never forget April Fools’ Day, 
2014. I was sipping coffee and 
scanning online news stories when I 
stumbled upon a story that made my 
blood run cold. The article said that 
Jay Wright, head men’s basketball 
coach at my alma mater, Villanova 
University, was leaving to take the 
open head coaching job at Boston 
University. It was a well-written story 
offering plausible reasons Wright 
might do such a thing, supported by 
quotes from key players, including the 
Big East league commissioner. As a 
devoted Wildcat fan, I was floored.

“No, no, no!” I exclaimed, alarming my 
wife. I was almost in tears. I called my 
dad, who is also a Villanova grad, and 
began reading the story to him. His 
reaction mirrored mine — until I got to 
paragraph 13: “April fool!” 

The entire story was a prank! I couldn’t 
stop laughing. Wright eventually 
left Villanova but only retired from 

coaching in 2022 after eight more 
years at Villanova and two national 
championships. I still remember that 
April Fools’ joke a decade later. 

A clever prank can be powerful 
indeed, but those tricks are taking a 
much darker turn. In an age of AI-
driven deepfakes, even the savviest 
technology users can be taken in. 

About a year ago, scammers used AI to 
trick an Arizona mother into believing 
they had kidnapped her daughter. The 
woman’s daughter was away, training 
for a ski race. Picking up her phone, 
the mother heard what sounded like 
her daughter’s voice, sobbing and 
yelling, “Mom, I messed up,” followed 
by a man’s voice demanding $1 million 
in ransom and more screams in the 
background. It was every parent’s worst 
nightmare. After a 9-1-1 call and a series 
of frantic efforts to reach the daughter, 
the supposed kidnapping was exposed 
as a scam. The perpetrators had used 
AI to replicate the daughter’s voice.

More recent schemes are even more 
powerful. Earlier this year, an employee 
of a Hong Kong finance manager 
delivered more than $25 million 
to thieves in response to apparent 
instructions to do so on a video call 
featuring deepfake images of his chief 
financial officer and other colleagues. 
The manager was so thoroughly 
convinced the instructions came from 
his superiors that he transferred the 

massive sum to various accounts. The 
employee had been duly skeptical 
of email instructions to transfer the 
funds earlier, but the persuasive 
deepfake video thoroughly tricked 
him into the transfer. 

These stories highlight the importance 
of vigilance against all cybersecurity and 
deepfake threats. At Christo IT, our team 
of 17 employees continually explores 
security improvements to ensure no 
scammers abuse our customers’ trust. 
We are working on two-step verification 
methods to enable our customers to 
authenticate the identity of anyone who 
claims to be affiliated with us. 

April Fools’ Day reminds us that we 
cannot allow ourselves to be taken in 
by the growing array of sophisticated 
tools available to scammers. If you have 
concerns about cybercriminals using 
deepfake video or audio, malware, 
phishing, man-in-the-middle, denial-of-
service, or other harmful technology 
against your business, we are here to 
help you safeguard your assets. With 
our staff of experienced engineers, 
we will develop a plan to keep your 

business safe.

DEEPFAKE DILEMMA
Digital Deceptions Call for Heightened Vigilance
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Grade your 
company’s security. 
Take our quiz today!

Adidas is one of the world’s most recognizable brands. Their logo is 
on shoes, sportswear, and more across every continent. They sponsor 
stadiums, sports teams, and athletes in dozens of countries. It is 
impossible to imagine sportswear without Adidas and its countless 
innovations. Like many worldwide brands, Adidas has humble origins.

Adolf “Adi” Dassler laid the foundation for Adidas in his mother’s 
washroom in Bavaria, Germany. The young Dassler cobbled and 
repaired shoes using materials scavenged from WWI battlefields, 
as resources were scarce in postwar Germany. A passionate 
athlete himself, Dassler dreamed of creating the finest sports shoe 
imaginable. He constantly innovated, experimenting with different 
materials and designs using repurposed equipment.

Adi and his brother Rudolph created the Dassler Brothers Sport Shoe 
Factory, having grown too big for their washroom workshop. They 
hired dozens of employees and expanded into a proper factory in 
1926, allowing them to create around a hundred shoes daily.

Adi strongly supported athlete sponsorships, and it was those 
sponsorships that propelled his shoes to the international spotlight. 
In the Summer Olympics 1936, Adi gave German runner Lina Radke 
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a pair of his finest track shoes. Radke wore the 
six-spiked shoes to the award podium, where she 
accepted a gold medal in the 800-meter run. 

The Olympics gambit paid off. The world 
recognized the power of a well-designed shoe, 
and the Dassler brother’s company developed a 
reputation for quality. They started submitting 
international patents while Adi continued to design 
new and innovative shoes. Since then, numerous 
Olympic athletes, including the famed runner Jesse 
Owens, have sported a pair of Dassler shoes. 

Adidas founder Adolf Dassler. PHOTO: BRAUNER/
ULLSTEIN BILD VIA GETTY IMAGES)
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HAVE A
Laugh!Laugh!

In the Middle Ages, most people 
didn’t sleep for eight uninterrupted 
hours like we do today. Instead, they had 
a “biphasic” sleep schedule. They had two phases to sleep 
every evening with a brief period of activity in the middle. 

The first sleep was from 9 to 11 p.m., and everyone in the 
household huddled on one straw bed. Despite the lack of 
space, they tried to make it as comfortable as possible with 
sleeping arrangements. Touching, kicking, or any other 
restless activity was considered rude. 

The household woke up around midnight, and they had 
plenty to do. They refueled the fire, did farmwork, and 
socialized. After that, they went back to bed for their 
second sleep, and they’d wake up at dawn.

It’s always worth looking at the past to see the pros of 
living in the present. The eight-hour schedule is a modern 
invention and is better for our health. It’s also nice not to 
sleep with our brothers, sisters, parents, and guests.

The 2 Acts of 
Medieval  
Slumber

... continued from Page 4

The past few years have been tumultuous. Much has 
changed since 2019, from the expansion of remote work 
to the rise of inflation. Almost every business needs to 
pivot and modernize to stay relevant in the new climate. A 
big part of that is finding a new target audience and more 
revenue streams, which is essential for keeping up with the 
times while boosting profits. Here’s how you can go about 
doing just that.

No. 1: Reevaluate your target audience. 
The pandemic and its consequences have shaken up almost 
every industry, including yours. Prospective customers may 
have different expectations and needs, while some loyal 
customers you’ve always relied on may not be coming back. 
In 2024, you must reevaluate your ideal customers and 
strive to cater to them.

Make a detailed list of businesses or consumers you’re 
targeting. This list determines the overall direction of 
your business and the type of adjustments you need to 
make. Here are some questions that can lead you to better 
information about your ideal customers. 

•	 How much are they willing to spend? If you’re aiming 
for high-paying clients, they’ll expect the best. If you’re 
shooting for low-paying customers, you must provide a 
budget option.

•	 What are their biggest barriers to making a purchase? 
Examine your current processes. Are they user-friendly? 
For example, an easy online transaction experience is 
vital for many parties.

•	 Why do they want to work with you? You have a lot of 
competition. Put yourself in the client’s shoes and ask 
why they’d pick you over another business.

•	 What is their personal background? Knowing 
someone’s location and personal info is 
always helpful for marketing purposes.

•	 What does it take to keep them 
happy? If a high-paying 
client requires a lot 
of effort on your 
part, the ROI might 
not be worth it.

Now that you know more about your ideal clients, adjust 
your pricing model, marketing, and other aspects of your 
business accordingly. If you adapt the company’s business 
model to be more attractive to your ideal (but untested) 
clients, be sure to find a balance so you don’t alienate loyal 
customers who are staying with you. 

No. 2: Find new revenue streams from existing clients. 
Companies in all sectors are introducing complementary 
products alongside existing ones to make more sales. It’s 
much easier to sell to loyal clients than to find new ones. 
Finding ways to maximize monetization is an effective way 
to boost profits without making substantial changes, and 
you should take advantage of them whenever possible.

Identifying the right product to offer is critical. Start by 
considering the needs of your ideal and existing clients. 
Why are they buying your product? What could make their 
experience better?

For example, say you’re an HVAC company. Some companies 
regularly hire you for replacements and repairs. Think about 
offering a subscription service, such as monthly checkups 
and maintenance. You’ll make life easier for both parties: It 
will be more convenient for them and offer them peace of 
mind, while the income will be more dependable for you — 
you won’t have to keep having the same sales conversation 

with them. But you have to find out their recurring 
needs to offer something attractive.

Consider introducing surveys, ideally with 
discount incentives, to get information 
from clients themselves. Ultimately, 
clients are the only ones who accurately 
know their needs and what they’re 
willing to pay for, and they may have 

ideas you’ve never considered. 

Remember Sears, Blockbuster, and 
RadioShack? Neither do we. Change is 
the only constant in this world; every 
company needs to adapt to it or face 
the consequences. All businesses, 
including yours, can be more efficient 
and boost profits like never before, so 
long as they’re willing to make the proper 
adjustments to grow.

Essential Business 
Changes for  
2024 Success

WWII proved a challenging and pivotal time for the 
Dassler brothers and the Adidas name. Based in Germany, 
the rise of Nazism had substantial implications for every 
business operating in the country. The military conscripted 
both Adi and Rudolph, but the Dassler company managed 
to survive the turmoil of the war. However, it didn’t survive 
the countless disagreements between Adi and Rudolph.

The Adidas name we know today was created in 
1949. When Rudolph and Adi went their separate 
ways, Adi named the company Adi Dassler Adidas 
Sportschuhfabrik. He also registered the unmistakable 

three-line logo later that year. His 
estranged brother would go on to form his 

own shoe company — Puma.

From then on, Adidas rocketed into 
stardom. Innovation and passion drew 

customers from all over the world. 
The ever-driven Adi continued 

to design and release new 
shoes. He worked with 

athletes of all kinds 
to create a wide 
variety of shoes. 

1954 marked a pivotal moment for the company. The 
West German soccer team — which Adi was the official 
shoemaker for — competed against the Hungarians for 
the World Cup. Both teams competed on a rainy day 
on a muddy field. After a fierce first half, Adi introduced 
revolutionary studded cleats. Due to the added traction, 
the West Germans won the match. 

In 1952, Adi introduced Adidas’ first non-shoe product: 
a sports bag. The company subsequently released a 
multitude of Adidas-stamped sportswear, all bearing the 
familiar three-line logo. These offerings were an instant 
success, and the company opened several factories to 
produce enough supply to meet demand.

By the 1960s, Adidas was a successful international 
company. It was the largest producer of sports shoes and 
continued to innovate. Adi invented nylon soles, replaceable 
cleats, rubberized sandals, warmup suits, and more.

Adi Dassler remained a passionate shoemaker until he 
died in 1978. From his start as a cobbler in a war-stricken 
land, he left an incredible legacy of design, ambition, and 
resolve. Adidas, one of the most recognizable brands in 
the world, continues to produce an almost unmatched 
quantity and variety of clothing and shoes.


