
�1

Values That Drive Us 
“The decisions you make are a choice of values that reflect your life in every way.”

Alice Waters

White Law Office, Co. finished its 
fifth annual Small Business 
Conference on Thursday, July 
20, 2017. This event shattered 
our previous attendance record 
with over 90 participants during 
the afternoon conference and 
over 130 attendees for the 
evening meal and keynote 
address by Dr. John Stahl-Wert 
of the Newton Institute and 
author of “The Serving Leader”. 
In seven short hours, attendees 
were able to participate in their 
choice of six of eight sessions, 
network with various resource 
providers, and hear from an 
internationally respected voice 

on creating a culture of servant 
leadership.

We were proud to partner with:

1. Karl Bear from CasselBear,

2. Vaughn Troyer and Karl 

Schlabach from Hummel 
Group,


3. Eric Gerber, Lee Miller, and 
Bud Stebbins from Comm-
ercial & Savings Bank,


4. Julian Coblentz from Walnut 
Creek Foods,


5. Rob Coburn from Total Fus-
ion Media,


6. Jordan Mullet from Sandler 
Training, and


7. John Chapman from Newton 
Institute.


The time to share and hear from 
fellow business owners and 
leaders with our community was 
magnified by the participants 
engagement. While our time of 
learning about Servant Leader-
ship from Dr. Stahl-Wert was the 
pinnacle of the day, it drove 
home the reality that we are a 
unique community.

The values that drive us, as a 
communi ty, to fos te r and 
develop a strong small business 
env i ronment where en t re-
preneurs are invited and chall-
enged to explore and create new 
opportunities are not found 
everywhere. Holmes County has 
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an unprecedented success rate 
for smal l businesses. That 
success is firmly rooted in the 
tight knit community relationships 
that help our businesses grow 
and thrive through some of their 
most difficult years.

White Law Office, Co. values 
continuing that culture of growth. 
The small business team at White 
Law Office, Co. is not just a group 
of services providers; we are 
participants in the same entre-
preneurial culture as our comm-
unity.

From Thom and Chris White 
taking the risk to found White 
Law Office, Co. in 2010, to Ken 
Hochstetler’s experience in grow-
ing a successful business before 
going to law school, to Irene 
Burgett’s experience in her family 
bus iness, our team is not 
standing on the sidelines watch-
ing the game happen. We are in 
the midst of it, building our own 
business inside of the community 
that we value and are invested in.

The va lues tha t d r i ve our 

community drive us. As Dr. Stahl-
Wert intoned, the building of a 
culture that fosters servant 
leadership is based on core 
articulable values. What we 
believe about the world and our 
role in it as individuals and 
business owners directs our 
choices.

One of White Law Office, Co.’s 
core beliefs is that we are better 
together. By providing edu-
cational opportunities we provide 
our community a chance to grow 
stronger. As the old saying goes, 
“A rising tide lifts all boats.”

White Law Office, Co. looks 
forward to deepening the relation-
ships with its new small business 
“neighbors” in Holmes County 
and beyond. We know that we 
have as much to learn from them 
as we have to share.


To contact our business team call 
Ken at 330.231.1195 or email him 
at kh@thewhitelawoffice.com.


© 2017 White Law Office, Co.
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There is a strong case for 
creating a Buy-Sell Agreement 
for co-owned businesses. If 
owners agree about how to 
appraise business value and 
set the terms of payment in 
advance of any transfer event, 
they can avoid the heated and 
often damaging negotiations 
that can occur when one owner 
leaves the company. 
In this issue, we continue 
making our case for Buy-Sell 
Agreements by outlining several 
other advantages of a well-
drafted and recently reviewed 
Buy-Sell Agreement.

CONTROL TRANSFER

A Buy-Sell Agreement can 
control all transfers of business 
ownership to the benefit of both 
the owner wishing to transfer 
ownership and the owners who 
want to acquire ownership. This 
agreement can assure that a 
selling owner (or his or her 
estate) is selling for fair value 
and under terms and conditions 
that are acceptable to all 
parties. Further, the agreement 
assures remaining owners that 
any transfers of ownership must 
be at least offered to them. This 
eliminates the potential for an 
outside party or a co-owner’s 

spouse or children to assume 
ownership of the business, all of 
which could negatively affect 
the company’s management, 
control, and value. 

A VALUATION FOR ALL 
REASONS 

A Buy-Sell Agreement sets forth 
an agreed-upon method of 
valuing the business that 
applies to all transfers. 
Owners’ valuations of their own 
businesses may be much 
different than the IRS’s or a co-
owner’s. If owners rely on a 
“stated value” or a formula-
based value, they may run into 
difficulties with both the IRS and 
other owners, because value in 
privately owned businesses 
changes often and rapidly. If 
Buy-Sell Agreements are not 
rev ised every year, the i r 
valuation formulas will favor 
either the buyer or the seller, 
and provide ample opportunity 
for disputes. Owners can avoid 
this by requir ing a value 
determination from a certified 
business appraiser, but even 
that provision needs to be 
drafted carefully. 
Similarly, if co-owners buy a 
living co-owner’s interest, the 
value of the selling owner’s 

interest will likely be lower in the 
buying co-owners’ opinion than 
the seller’s. However, if their 
Buy-Sell Agreement requires 
the involvement of a business 
appraiser, they can avoid this 
impasse. 
It is best to agree—today—on a 
method of valuing the business 
when no owner knows which 
side of the transfer table he or 
she will be sitting on. Not 
knowing whether you will be a 
buyer or a seller tends to 
ensure that all owners work to 
protect the interests of both the 
buyer and seller. 
If owners don’t have an exist-
ing, binding process for valuing 
the business, ideally using a 
credentialed business appraiser, 

MAINTAIN CONTROL, SAVE ON TAXES, &
SET FAIR VALUE USING A BUY- SELL AGREEMENT

Karl Schlabach CLU®, ChFC®, CFP® 
kschlabach@hummelgrp.com

mailto:kschlabach@hummelgrp.com
mailto:kschlabach@hummelgrp.com
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they can expect disagreements 
when one of the owners leaves 
the business. We strongly 
recommend that owners take 
the reins and design a valuation 
appraisal process suitable for 
their companies, and we would 
be happy to help you do so. 

THE FINE PRINT 

In a Buy-Sell Agreement, 
owners can fix the terms and 
conditions of any transfer of 
ownership, including interest 
rate, length of buyout period, 
and security. In addition, it often 
is possible to provide the 
funding for future ownership 
acquisition, either during an 
owner’s lifetime or after death. 

FINALLY, SAVING ON 
INCOME TAXES 

Buy-Sell Agreements should be 
drafted to anticipate the likeliest 
transfer event: the sale of an 
ownership interest from one 
owner to another. While they 

require additional planning and 
document drafting, intra- owner 
sales can be designed to save 
as much as 30% o f the 
company’s cash flow from 
taxation. For example, if the 
purchase price is $1 million, the 
cash flow required to pay a 
departing owner could be 
reduced by $300,000 or more. 
To repeat, this does take 
additional tax planning—but the 
result is well worth it. 
We’ve made our case about the 
importance of establishing a 
proper Buy-Sell Agreement, and 
now we want to help you do it. 
Contact us today and we can 
begin creating a Buy-Sell 
Agreement that covers all of 
your business wants and 
needs. 

© 2017 Business Enterprise Institute, Inc. 
All rights reserved.

The information contained in this article is general in nature and is not legal, tax or financial advice. For information 
regarding your particular situation, contact an attorney or a tax or financial advisor. The information in this newsletter is 
provided with the understanding that it does not render legal, accounting, tax or financial advice. In specific cases, clients 
should consult their legal, accounting, tax or financial advisor. This article is not intended to give advice or to represent our 
firm as being qualified to give advice in all areas of professional services. Exit Planning is a discipline that typically 
requires the collaboration of multiple professional advisors. To the extent that our firm does not have the expertise required 
on a particular matter, we will always work closely with you to help you gain access to the resources and professional 
advice that you need. 
This is an opt-in newsletter published by Business Enterprise Institute, Inc., and presented to you by our firm. We 
appreciate your interest. 
Any examples provided are hypothetical and for illustrative purposes only. Examples include fictitious names and do not 
represent any particular person or entity.

Hummel Group, Inc. 
4585 State Route 39 

PO Box 250
Berlin, OH 44610 

330.893.2600
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WHAT’S THE PLAN?

STARTUPS: 
I HAVE A DREAM 
A great work starts out as a dream. 

How we can help: 
Business Planning 
Personal Asset Analysis 
Market Analysis 
Risk Analysis 
Executive Summary 
Investor/Lender Synopsis 
1, 3 & 5 Year Plans 
Team Building 
Entity Selection & Registration 
Licensing 
Operating Agreements 
By-Laws 
Buy-Sell Agreements 
Contracts 
Credit Applications 
Account Receivables 

Visionaries see things not as they are, but as 
they can be. They see opportunity where 
others don’t. We can help you build the plan 
to ensure your vision comes to fruition. 

ESTABLISHED BUSINESSES: 
I HAVE A VISION 
I need to know where I am now, so I can figure 
out how to get to the future I want. 

How we can help: 
Planning and Projections 
Expansion Analysis 
Market Comparison 
Risk Analysis 
Executive Summary 
Investor/Lender Synopsis 
1, 3 & 5 Year Plans 
Team Building 
Structure & Compliance 
Human Resources 
Corporate Books 
Internal & External Contracts 
Budgeting & Profit/Loss Analysis 
Efficiency Review 
Credit Applications 
Account Receivables 

Being good enough just isn’t good enough. 
Being the best takes refining what is, into what 
can be. Let us help you get to where you want 
to be.

WHERE IS YOUR 
BUSINESS GOING? 
Small Business Evaluation and Planning 
White Law Office, Co. has spent years 
building a team that can help you build 
your business into what you always 
wanted it to be. 

We understand. Running a business 
takes everything you have - and then 
some. Let our team help your team 
evaluate and plan for the future.  

You have a vision for the future. We have 
the team that can make it a reality.

kh@thewhitelawoffice.com | 330 231 1195 | 209 N Washington St, Millersburg
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OIL AND GAS ROYALTIES 
As the shale oil and gas play continues to develop a new question is being asked, “How do I know that I am 
receiving all of the royalties I am entitled to?”

Locally, and regionally, landowners and investors have taken advantage of the opportunities afforded to them in 
the Oil and Gas Shale play in Eastern Ohio and West Virginia. White Law Office has been working with 
landowners and mineral right holders to protect their interests when leasing, selling mineral rights, negotiating 
pipeline easements, and now, analyzing royalty payments. In this new area of questions and exploration, White 
Law Office is honored to be leading the charge on behalf of landowners and mineral holder rights. White Law 
Office’s experienced oil and gas team has partnered with experts to audit and analyze the reams of data 
necessary to understand the complex production, marketing, transportation, and sales processes that 
producers use to discount the amount of royalties paid to the landowner. White Law Office is one of only a 
handful of firms to complete a full audit of a producer and production unit. We are utilizing the information we 
found to advance our client’s interests and seek to recover improperly withheld royalties. If you have questions 
about a royalty analysis and audit, contact White Law Office, Co. at 330.231.1195 or 
contactus@thwhitelawoffice.com.

Trending:
Shale Royalties

Trusted Experienced Local Leaders

White Law Office is 
trusted by its clients, 
and the Ohio Farm 

Bureau, as a 
landowner and 

mineral right holder 
advocate.

With over 40 years of 
legal experience and 
a network of strategic 
partners, White Law 
Office’s team has the 
experienced needed 
to make a difference.

With three locations 
covering the region 

(Millersburg, 
Woodsfield, and 

Cadiz) White Law 
Office is located to 

meet the needs of our 
local communities and 

have a regional 
impact.

White Law Office, and 
its strategic partners, 
is leading the way in 
performing detailed 
audits of oil and gas 

companies make 
informed and 

insightful choices in 
pursuing recovery of 
royalty deductions.

White Law Office, Co.
Trust & Integrity

mailto:contactus@thwhitelawoffice.com
mailto:contactus@thwhitelawoffice.com
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9 Benefits Of How 
Marketing Automation 
Can Change Your 
Company.
BY: ROB COBURN

Let’s start with a quick definition. Marketing 
automation is a software that streamlines, automates, 
and measures marketing tasks. This allows you to be 
more efficient, increase your revenue and grow into a 
more powerful company.
Here are some of the things that marketing 
automation allows your business to do more 
effectively:

• Email marketing

• Landing page creation

• Multi-channel marketing 

• Lead generation

• Segmentation

• Lead nurturing and scoring

• Cross-sell and up-sell

• Retention

• Measuring Return On Investment

Is Marketing Automation a Fit for Your 
Company?
Take a minute and answer the following questions 
honestly about your company:

• Can you identify, track and, engage individual 
buyers online?

• Can you look at a list of customers and prioritize 
them based on fit and likelihood to buy?

• Are you filtering leads based on level of 
engagement and interest?

• Are you able to measure the revenue generated 
by every one of your current marketing 
campaigns? 

If you answered No to any of these questions, with 
Marketing Automation on your side they are possible.

Why Marketing Automation?
Leading companies are using marketing automation to 
make their advertising campaigns more accurate, 
empowering their sales team with better leads, and 
achieving greater results.
So what sets those companies apart from the others? 
It’s not that they are better, smarter, or more creative. 
They simply have the right tools—tools that give them 
greater insight into the entire sales funnel, tools that 
allow them to more effectively determine when leads 
are ready to buy. In the current marketing 
environment, these abilities are becoming absolutely 
essential.
When companies are able to prove how their 
marketing campaigns impact the bottom line, they can 
better guide their marketing dollars to their most 
effective prospects. Marketing Automation allows you 
to measure the effectiveness of your marketing 
campaigns, reach prospects more effectively and 
better qualify your leads.

To receive our FREE EBOOK about creating Lead 
Magnets that Generate Real Results Text the word 

MAGNETS to 330.619.4497

For more information and to find out if Marketing 
Automation is a good fit for your company, contact the 

team at Total Fusion Media.

Total Fusion Media Group
330-737-1031

rob@totalfusionmedia.com

mailto:rob@totalfusionmedia.com
mailto:rob@totalfusionmedia.com


�9

Buying commercial property is a big investment. 
For a one-time premium, an owner’s policy of title 
insurance helps to protect it.

The seller may not own the property or have 
authority to sell it.
Title insurance offers coverage against defects in title 
caused by fraud, forgery, incapacity, impersonation 
or the seller’s lack of authority to sell the property.  
Commercial entities are often owned by complex 
legal entities, and you need to know that the seller has 
properly transferred ownership rights to you. 

Warranties in your deed may not protect your 
ownership of the property.  
Even if the seller warrants good title to you in the 
deed, the seller may not have the money to pay your 
losses if a problem arises, especially when the seller 
was a special purpose entity, as is often the case in 
commercial transactions. When you purchase an 
owner’s policy of title insurance from First American 
Title, you have the financial power of First American to 
protect you against loss from covered claims.

Protect your rights in your commercial property investment by obtaining an owner’s policy of 
title insurance from First American Title.

OWNER’S POLICY 
OF TITLE INSURANCE

COMMERCIAL PROPERTY

Title insurance protects the insured against covered title defects affecting the insured property. When 
you buy commercial property, you expect to enjoy important property rights as part of your investment. 
For example, you likely expect to be able to rent or lease the property, to be free from debts or 
obligations not created or agreed to by you, and to be able to freely sell your property or pledge it as 
security for a loan. Title insurance is designed to protect these important property rights. Here are seven 
reasons you should purchase an owner’s policy of title insurance on commercial property investment.

The policy may cover more than just ownership. 
Depending on the type of policy issued, coverage 
insuring against loss due to disputes over boundaries, 
access rights and easements may be provided to you. 
Ask about available options for extended or expanded 
coverage via endorsement and otherwise.

A lender’s title policy does not cover you. 
Your lender has required you to pay for a lender’s policy 
of title insurance, but that policy only provides insurance 
to the lender. You are not covered, and cannot make a 
claim, under a lender’s policy of title insurance.

The high cost of claims. 
Title disputes are not cheap. Are you prepared to pay a 
lawyer to fight for you in court? Title insurance includes 
coverage for legal expenses which may be necessary to 
investigate, litigate or settle an adverse claim.

Coverage for a one-time premium. 
The premium for an owner’s policy of title insurance is 
only paid once and covers you for as long as you hold 
an interest in the title to your commercial property. 

AN INDEPENDENT POLICY-ISSUING AGENT OF FIRST AMERICAN TITLE INSURANCE COMPANY
©2017 First American Financial Corporation and/or its affiliates. All rights reserved. NYSE: FAF

First American Title Insurance Company makes no express or implied warranty respecting the information presented and 
assumes no responsibility for errors or omissions.  First American, the eagle logo, First American Title, and firstam.com 
are registered trademarks or trademarks of First American Financial Corporation and/or its affiliates.
AMD: 02/2017

209 North Washington Street
Millersburg, OH 44654
O:  330-439-2071 | F: 888-711-9210

Walnut Ridge Title
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Values are the foundation of an 
organization’s culture. Where 
Great Purpose addresses why we 
work, values guide how we work. 
This guidance will be intentional, or 
it will be unintentional, because 
every organization has values. The 
question is: “Will we choose the 
values that will guide us, or will we 
allow ourselves to be pushed 
a r o u n d b y t h e r i p t i d e s o f 
opportunity and crisis?”
Identify and Define Your 
Values
The enterprise that says – “We 
don’t waste our time on things like 
values. We’ve got a business to 
run!” – is, in reality, showing their 
underlying values. Examine the 
pattern of decisions and you’ll 
know what their “values statement” 
would say.
The business that says it values 
i n t e g r i t y, b u t r e w a r d s t h e 
salesperson bringing in the most 
business while cutting ethical 
corners, is displaying its true 
values. The stated values are not 
real, of course, but the company 
still has values. By their fruit, you 
will know!
Question: Why do identifying and 
defining a company’s core values, 
and then intentionally guiding the 

enterprise accordingly, attract and 
keep extraordinary people?
Answer: Human beings won’t give 
their discretionary effort – their 
imagination, heart, conviction, or 
honor – to a company that doesn’t 
mean what it says. Human beings 
might decide that they need to 
stick with a bad company in order 
to keep a paycheck coming, but 
human beings won’t go the second 
or third or fourth or fifth (or tenth) 
mile for such an enterprise.
Question: What makes great 
companies great?
Answer: Human beings who go the 
second or third or fourth or fifth (or 
tenth) mile, without having to be 
told or asked.
Question: How do you get human 
beings like that?
Answer: You identify and define 
your values. Then you do two 
additional things, which we’ll dive 
into next.
[Tweet “Human beings won’t give 
their discretionary effort to a 
company that doesn’t mean what it 
says.”] 

Hire, Manage and Reward 
Based on Values
When Paul O’Nei l l became 
Chairman and CEO of Alcoa in 
1987, he informed his board and 

upper management that worker 
safety was his number one priority. 
But for O’Neill, a declared value 
had to be translated into action, 
into how money got spent and how 
managers made decisions day by 
day. “In every organization, written 
values statements all say the same 
thing,” he remarked later to a 
group of Harvard University 
business students. “‘Our most 
important asset is our people.’ 
There’s [very] little evidence that 
it’s true in most organizations.”
Making values operational was 
O’Neill’s preoccupation, and for 
h im that inc luded planning, 
decision-making, hiring, and firing. 
It also included organization, 
supervision, employee evaluation, 
and rewarding success. In fact, the 
world’s breakaway companies hire 
for values. They look for the 
integrity, drive, humility, respect, 
honesty, capaci ty to accept 
feedback, humor, courage, etc. 
that the company values. “Really 
smart” does not cut it if ego runs 
roughshod over everyone. “Highly 
competent” is always replaceable.
When O’Neill took over the reins at 
Alcoa, revenue was $1.5 billion. 
When he retired 13 years later, 
revenue was $23 billion. In this 
same period, O’Neill improved the 

WHY VALUES MATTER IN THE WORKPLACE 
Dr. John Stahl-Wert

Will we choose the values that will guide us, or will we be pushed around by the riptides of opportunity and crisis?
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safety record within Alcoa’s 
workforce of 140,000 employees 
from 1.86 lost workday incidents 
per 100 employees per year, to 0.2 
lost workday incidents per 100 
employees per year. His goal 
throughout that period was to drive 
that number all the way to zero. 

Hold Self and Others 
Accountable for the Values
People and organizations are 
judged based on their behavior, 
n o t t h e i r w o r d s . T r u s t i s 
established and sustained based 
o n a c t i o n s n o t p r o m i s e s . 
Therefore, making sure that values 
matter starts with the actions of the 
leader. Leaders must walk the talk 
and they must ask those around 
them to also be held accountable 
for modeling the values.
In Managing By Values, by Ken 
Blanchard and Michael O’Connor, 
an organizational chart is depicted, 
looking very typical in many 
respects. The line-level workers 
are depicted at the bottom. Above 
them are mid-level managers and 
above them, the executive team, 
then the CEO. Above the CEO is a 
final box on the chart, occupied by 
“The Company’s Values.” In other 
words, everyone answers to the 
values.
One of the CEO’s I work with told 
his story: “When I took over, 
morale was terrible, there was no 
standard of behavior from team to 

team, and the cu l tu re was 
Darwinian. Fear ruled. When I first 
introduced the importance of 
values, everyone was skeptical, 
but I stuck to my guns. In time, I 
won believers, and the culture 
began to shift. People began to 
test me by doing what our values 
said. I praised them, including 
when it cost us money. Naturally, I 
began to win more and more 
believers.
“One day, I was on the plant floor 
talking to a maintenance man, and 
I made a little joke – a criticism, to 
be honest – at the expense of one 
of my managers. The maintenance 
man became very quiet, scuffed 
his feet on the floor, took a deep 
breath, and then looked me in the 
eye. ‘Boss,’ he said, ‘You’ve been 
talking about how we should 
respect each other. I beg your 
pardon, but I don’t think that was 
respectful.’
“That was the day I knew that we 
had broken through!” the CEO 
concluded. “A maintenance worker 
called me out on a values violation! 
It was one of the best days of my 
life!”
Again, I ask the question: What 
makes great companies great? If 
you take the time and steps 
necessary to identify and define 
your values, then hire, manage, 
and reward based upon those 
values, and ultimately hold yourself 

and others accountable for those 
values, you will have created a 
great company full of great people 
who will always go the extra mile 
for you.
It all starts with leaders and 
managers who translate their 
“good intentions” to be people of 
ethical standards into people who 
live out those values in their 
organizations every day.

John Stahl-Wert is co-author of the 
best-selling book “The Serving 

Leader.” He serves as President of 
Newton Institute and Director of its 

Center for Serving Leadership. 
Learn more at 

www.centerforservingleadership.com

http://www.centerforservingleadership.com
http://www.centerforservingleadership.com
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“HARD SELL” 
TYPICALLY 

MEANS  
“NO SALE” 

Think about the last time you felt 
pressure from a salesperson. It 
could have been when you were 
shopping for a mattress a month 
ago or the last time you bought a 
car. Or maybe it was that random 
cold call you received from a 
telemarketer in the middle of the 
day last week at work.
I’m guessing if you felt pressure, it 
wasn’t a “good” feeling at all. 
Instead, I expect you wanted to get 
out of the room (or off the phone) 
as quickly as possible.
Did you feel like the salesperson 
was going into “hard sell” mode at 
some point? Often times, hard sell 
and pressure are synonymous. 
Here’s how Merriam-Webster 
defines it: “aggressive high-
pressure salesmanship.”

IN SANDLER, HARD SELL ISN’T 
EVEN IN OUR VOCABULARY.

If you’re at a point in a sales call 
where you have to kick into a hard 
sell, your selling system has failed, 
and you’ve just become desperate. 
In fact, “hard sell” typically means 
“no sale!”
Let’s break down WHY pressure 
entered the sales conversation:

1. Was it because you heard an 
objection you weren’t prepared 
for?
2. Was it because you forgot to 
uncover the decision-making 
process, and now you feel the only 
way to “close” the deal is to put on 
the pressure?
3. Was it because there was no 
clear Up Front Contract, so you 
tried to make up for it by bringing 
in the hard sell?
4. Did you realize the prospect 
was wavering, so you decided to 
add some pressure to make sure 
you still got the sale?
Each of these made-up scenarios 
– and many o ther rea l - l i fe 
situations – is based on YOU and 
not your prospect. Remember, 
prospects buy for THEIR reasons, 
not yours. If you’re in high-
pressure, hard sell mode, it means 
you’re trying to force the sale.

SANDLER RULE #26 SAYS: 
PEOPLE BUY IN SPITE OF THE 

HARD SELL, 
NOT BECAUSE OF IT.

If a prospect is going to buy from 
you, it’s because he has pain and 
you have the cure for that pain. If 
you have the cure, it shouldn’t take 
high pressure or hard selling. 
When you ask the right questions 
and uncover your prospect’s pain, 
he’ll lead you right to what he 
needs. No hard sell needed.
When you genuinely care about 
the prospect’s problem, when you 

truly want to help him resolve his 
pain, the hard sell is unnecessary. 
If you care about the prospect, 
you’ll stop trying to “convince” him 
of YOUR reasons why he should 
buy, and instead you’ll help him 
discover why he’s having problems 
and how you/your product/your 
se rv ice can address those 
problems.

HARD SELL MEANS YOU’RE 
SELLING FOR YOUR REASONS 
AND NOT YOUR PROSPECT’S 

REASONS.
You didn’t like it when you felt the 
pressure of the hard sell; your 
prospects don't either.

Interested in learning more? 
Please give us a call at 

330-231-0998 or send an email 
to jordan.mullet@sandler.com

mailto:jordan.mullet@sandler.com
mailto:jordan.mullet@sandler.com
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Business Leader’s Workshop
DEVELOPING A HIGH-PERFORMANCE SALES TEAM

Is your sales team working hard but with frustrating results? 
It’s time to toughen up your sales team to maximize their potential.

Overcome sales mediocrity and get results in 2017.

September

13th
breakfast
8:00 am - 8:30 am 

workshop
8:30 am - 10:30 am 

The Ruby Group
an authorized 

Sandler Training center
3480 West Market St

Suite 102
Akron, OH 44333

location

Attendees will...

• Develop tools to become
mentally and emotionally
tough

• Learn how to break free of
negative sales stereotypes

• Discover the incredible cost
of sales mediocrity

• Explore counter-intuitive
sales concepts

• Understand a system for
selling that will differentiate
you from your competition

Register online or contact us:
330-231-0998 | jordan.mullet@sandler.com

www.therubygroup.sandler.com/BLW

This workshop is designed to provide leaders and executives 
with a systematic approach to selling to improves closing ratios.

Sell more, more often, more easily.
Reserve your complimentary seat for this workshop.
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Premier Recruitment 
and Talent 

Acquisition Services 
About Us

Since 1998, ResourceOne and its 
Recruiters have been leaders in 
the Recruitment industry for clients 
ac ross mu l t i p l e i ndus t r i es . 
Recruiting coast-to-coast, we offer 
personalized services to our 
clients to help find them their next 
Great Hire by delivering superior 
candidates!

We Source Superior Candidates.
We recognize our clients are 
extremely busy, and get the fact 
that it is quality over quantity. We 
source our candidates with a 
variety of methods, and ensure 
that when you need Top Talent, 
ResourceOne and its nationwide 
network of extraordinary recruiters 
will go above and beyond to find 
premier candidates for your 
openings. Your success is our 
success! 

We Build Relationships.
We have lea rned the bes t 
relationships exist where there is a 
connection. This includes a 
connection between ResourceOne 
and our clients; a connection 
between ResourceOne and our 
candidates; and ultimately a 
connection between our Clients 
and our Candidates throughout the 
hiring process and long after hire. 
We work hard to build and 
maintain these connections with all 
of your hiring needs.

THE RESOURCEONE ADVANTAGE:
We know there are other recruiting agencies you can consider when trying to find talent for your organization’s 
needs, but ResourceOne International is the leader in this space. The following are just some of the reasons you 
should turn to ResourceOne for your placement needs:

Vast Industry Experience – Most members of our nationwide recruiting team have held Executive-level 
positions with HR / Operations / Recruiting in the Hospitality / Executive Search industries… We get it!
Offices Nationwide – With regional offices across the Country, we are truly tapped into the top talent 
nationwide, as well as regionally.
Save Time & Money – With many direct & indirect costs associated with staff managed searches, our firm 
will save you a significant amount on costs and tasks that take staff away from regular job duties. Our process 
will also save you time on recruiting, which equals money!
Our Promise – We will never send a candidate that doesn’t meet the primary skills you outline, or isn’t willing 
to accept the salary you specify, and we will always offer at least a 3-month guarantee policy on any hire 
Range of Candidate Sourcing – Using numerous resources to conduct each search represents one of our 
greatest assets. Our proprietary database alone houses thousands of active professionals seeking new 
opportunities. We will only deliver candidates who meet your desired skills.
Comprehensive Screening & Assessment – We utilize a variety of screening tools to maximize each 
candidate’s potential for success and assure they are truly qualified to join your team.  We provide in-depth 
analysis of each client’s position specifications with a dedicated “Value” focus on assessing and interviewing 
candidates fit with the position.
Exceptional Reputation – Our reputation and client references will speak for themselves. We will never 
cross the lines of confidentiality or trust. A complete dedication to exceptional customer service.

Why Choose ResourceOne International?

For More Information Contact:
 Pete Doan, Partner & Executive Recruiter

pdoan@r1recruitment.com
330.987.1848

www.r1recruitment.com

mailto:pdoan@r1recruitment.com
http://www.r1recruitment.com
mailto:pdoan@r1recruitment.com
http://www.r1recruitment.com
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“HOLMES COUNTY TOWNSHIPS” 
Word Search

WHITE LAW OFFICE, CO. 
209 N WASHINGTON ST

MILLERSBURG, OHIO 44654
330.231.1195

107 W COURT ST

WOODSFIELD, OHIO 43793
740.472.1681

168 E MARKET ST

CADIZ, OHIO 43907
740.942.8244

WWW.THEWHITELAWOFFICE.COM

http://www.thewhitelawoffice.com
http://www.thewhitelawoffice.com
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WHITE LAW OFFICE, CO. 
THE LOCAL TEAM SERVING THE REGION.

Trust our team and network of 
experts to help you find solutions 

that are designed to turn your 
vision into reality.
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HOW CAN WE HELP YOU?
Tear out {or print} this page and check mark how White Law Office,

or any of the contributors, can help you?

I would like to talk with someone about updating my operating agreement and business legal 
structure.

I would like to talk with someone about transitioning my business to the next generation.

I would like to talk with someone about training my sales and marketing team.

I would like to talk with someone about automating my marketing.

I would like to talk with someone about leadership training.

I would like to talk with someone about making sure my assets and property transfer to the next 
generation.

I would like to talk with someone about a buy sell agreement for my family business or with my 
partners.

I would like to talk with someone about buying or selling residential or commercial property.

I would like to talk with someone about protecting my business from risks and liability.

I would like to talk with someone about recruiting individuals to fill key roles in my business.

I would like to talk with someone about building a team of experts to advise my business.

I would like to talk with someone about having hard discussions with my family about the family 
owned business.

I would like to talk with someone about personality type and emotional intelligence training for 
myself and my small business.

I would like to talk with someone about building a caring culture inside my business.

I would like to talk with someone about financial options for my small business and/or how to 
manage my cash.

I would like to talk with someone about setting up a new small business.

I would like to talk with someone about how to retain employees.

I would like to talk with someone about                                                                                           

Name:  E-mail: 

Address:  Phone: 
Mail this to: 209 North Washington Street, Millersburg, Ohio 44654

Fax this to: 888.711.9210
Email this to: contactus@thewhitelawoffice.com
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White Law Office, Co.
209 North Washington Street
Millersburg, Ohio 44654
P. 330.231.1195
F. 888.711.9210
thewhitelawffice.com
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