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GIANTS & Shepherds 
Attorney Ken Hochstetler

We all love the underdog. David vs. Goliath. The 
person who really shouldn’t have the chance to 
w i n b u t s o m e h o w t h e y d o . F o r m a n y 
entrepreneurs, there is a common feeling of being 
the underdog. Perhaps it is because the average 
statistics for startups are not that great. Although 
the statistics vary greatly, it is safe to say that half 
of all businesses don’t survive the five-year mark. 
Or maybe it is not a startup, but the entrepreneur 
still feels like an underdog because of the constant 
pressure of being better than the competition. In 
either case, many entrepreneurs learn that the 
feeling of being the underdog can feel like a 
consistent part of owning a business. For that 
reason, it is good to be reminded that sometimes 
being the underdog is all about perspective. In his 
book, David and Goliath, my favorite author 
Malcolm Gladwell looks at how the story of the 
giant and the underdog may be misinterpreted. 
The narrative that we have heard from childhood 
is the story of a Philistine giant and a shepherd 
boy going into battle with the lowly shepherd 
winning against all odds. While the facts of this 
narrative are true, Gladwell asks us to consider 
that maybe David wasn’t the underdog.  

Although the biblical account does not provide an 
exact height for Goliath, Gladwell’s research led 
him to believe that Goliath was at least six feet 
nine inches. Further, Goliath had on a helmet and 
full body armor while carrying a javelin, a spear 
and a sword. As Gladwell points out, it is easy to 
see why we think that David was the underdog 
based on our images of battle during that time. 
You have a giant in full body armor with and a boy 
with you no armor and only one weapon. It doesn’t 
seem like a fair fight, but Gladwell has a different 
perspective.  

When Goliath challenged the Israelites to send a 
man to fight him, he envisioned that the Israelites 
would send a warrior like himself to engage in 
hand-to-hand combat. Instead, we already know 
that Goliath did not face a warrior anything like 
himself. Rather, he faced a boy with no body 
armor and a weapon that was completely different 
from those he carried. Further, the boy Goliath 
was facing had no intentions of entering hand-to-
hand combat with a giant. As Gladwell points out, 
David not only refused to fight the battle on 
Goliath's terms, he also refused to use the armor 
or weapons offered by his own leader, Saul. 
Rather, David understood that not having armor 
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allowed him to move more quickly than Goliath and 
choosing a different type of weapon allowed him to 
avoid the kind of fight Goliath wanted. In addition, 
we often overlook the fact that the sling was 
considered to be a very effective weapon. Gladwell 
references the historian Baruch Halpern who 
believes that slingers or projectile warriors were so 
effective that many ancient armies had projectile 
warriors in addition to infantry and cavalry. Based 
on this viewpoint, when David told Saul that has 
killed bears and lions, he not only showed his 
courage, but he was also telling Saul he knew the 
sling would be an effective method to kill Goliath. 
David knew that he would not win in hand-to- hand 
combat with Goliath, but he knew that if he could 
fight Goliath the way he would a lion or a bear that 
he could win. Does that sound like an underdog? 
There are many additional angles to the arguments 
that Malcom makes as to why David was not the 
underdog we think of and I would encourage you to 
consider reading the book. However, the point I 
want you to consider for this article is how you can 
change your perspective about what an underdog 
looks like. 

In thinking about this from what we often encounter 
in the law office, I thought about the entrepreneurs 
that walk through our doors. All of them come with 
varying degrees of experience, capital and talent. 

Some have been in business for years and some 
are just starting out. Although many of these 
businesses would probably relate more with being 
David, there are some that would consider 
themselves to be Goliath in their corner of the 
world. In either case, the lesson of David and 
Goliath works. If you are David consider how going 
to battle a different way may be beneficial and 
maybe you really are not the underdog you believe 
you are.  If you are Goliath, don’t be dismissive of 
the new competitor that has entered your market. 
You may view them as the underdog but they may 
be preparing for a fight you never see coming. 
Finally, I will leave you with this quote from Malcom 
Gladwell: “Giants are not what we think they are. 
The same qualities that appear to give them 
strength are often the sources of great weakness”.

David and Goliath: Underdogs, Misfits, and the Art 
of Battling Giants by Malcolm Gladwell

Attorney Ken Hochstetler
kh@thewhitelawoffice.com 

Small Business, Real Estate, & Life Planning Attorney
with White Law Office, Co.
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Imagine that on the eve of your 
wedding, you make a plan to 
divorce your spouse, on friendly 
terms, in about 15 years. During 
those 15 years, you agree to 
work diligently and successfully 
to build a business. On the 
preordained day that your 
marriage ends, you announce 
that you are willing to give your 
soon-to-be ex- spouse one-half 
of your company’s business 
value in cash. Additionally, you let 
your ex-spouse value your 
company, because those are the 
terms of the agreement the two 
of you signed a year after you 
were married. 

Though this scenario may seem 
ridiculous, you may have done 
something quite similar in your 
business with your co-owners. 

Few owners begin working 
together with an expectation of 
future acrimony, much less 
litigation. Fewer still give thought 
to one day leaving the business
—even on friendly terms. Indeed, 
most exits are not precipitated by 
a disagreement among co-
owners; instead, owners leave 
for a variety of reasons and 
simply want to do so with their 
share of business value. 

Remember: One day, you will 
leave your business. 

Over time, in business as in 
marriage, partners can grow 
apart. We’ve all witnessed the 
resentments , d iscord, and 
wastefu lness of a f r iend’s 
need less l y nas ty d i vo rce . 
Business divorces can be equally 
unpleasant, but with an added 
twist: Owners may be unable to 
leave the business, or force a 
p a r t n e r t o l e a v e , w i t h o u t 
appropr ia te tax and lega l 
planning. 

When an owner or co-owner 
wants out, what will happen? 
Chances are that when owners 
and co-owners turn to the 
company’s Buy-Sell Agreement, 
they will find that it is woefully out 
of date. They also may find that it 
controls the terms of their exits 
from their businesses not only 
upon death but also during the 
owner’s 

lifetime. 

If you haven’t looked over your 
company’s Buy-Sell Agreement 
since you signed it, dust it off and 
c h e c k a t l e a s t f o u r k e y 
provisions: 

1. Lifetime and death transfers 
of ownership: 

• When must an owner sell or 
offer to sell? 

• When must a co-owner (or the 
company) buy, and when does 
the co-owner or company have 
the option to buy? 

2. How will the value of the 
company and the value of a 
departing owner’s interest be 
determined? 

3. Does the agreement mandate 
the use of an independently 
determined fair market value 
at the time of transfer? If not, 
the valuation will favor either 
the buyer or seller. It will not 
t r e a t c o - o w n e r s 
evenhandedly. 

4. What are the terms (length, 
down payment, interest, and 
guarantees) of the buyout? 

BUSINESS CONTINUITY PLANNING FOR CO-OWNERS

Karl Schlabach CLU®, ChFC®, CFP® 
kschlabach@hummelgrp.com
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We generally assume that Buy-
Sell Agreements control the 
transfer of an owner’s interest 
when he or she dies or becomes 
disabled. However, they usually 
do much more, and if owners 
don’t appreciate how much more, 
disaster looms. Consider the 
following scenario: 

At his annual physical, Steve 
Hughes complained that he was 
bone-tired. After a battery of 
tests, Steve’s doctor observed 
that, while there was nothing 
physically amiss, Steve did seem 
d e p r e s s e d . A f t e r s o m e 
introspection, Steve was able to 
articulate that he had no interest 
in continuing as a partner in his 
successful CPA firm. Like many 
owners, Steve had lost the 
passion and commitment to the 
business that still stoked his 
younger co-owners. He decided 
to sell out before his partners 
demanded it. 

Steve broke the news of his 
departure to his two partners and 
no ted t ha t t he i r Buy -Se l l 
Agreement controlled only a 
buyout at death and an option for 
the company to buy Steve’s 
stock if he were to sell it to a third 
party. Attempting to sell a partial 
interest to a third party is always 
a d i fficul t proposi t ion, but 
economic challenges made that 
course of action impossible. 

Steve and his partners were left 
in a classic di lemma: The 
remaining shareholders wanted 
to purchase the depart ing 
shareholder’s interest so that 
future stock appreciation—due 
solely to their efforts—would be 
f u l l y a v a i l a b l e t o t h e m . 
Conversely, because the profits 
of a closely held corporation are 
ei ther accumulated by the 
company or distributed to the 
active shareholders in the form of 
salaries, bonuses, and other 
perks, the departing shareholder 
(now an inactive owner) rarely 
receives significant income in the 
form of distributions or dividends. 

Naturally, Steve wanted and 
needed maximum value for his 
interest, while his co-owners 
w e r e c o n v i n c e d t h a t t h e 
company’s cash flow could not 
support Steve’s buyout. 

In light of this scenario, owners 
must examine their business 
c o n t i n u i t y a g r e e m e n t s 
immediately: If the owner is the 
one leaving, is the agreement as 
fair as it would be if the owner 
were the one left behind? 

When you s i t ac ross t he 
bargaining table from your 
business partner(s) for the first 
time, you will want that table set 
with a fair valuation method, a 
thoughtfully designed lifetime 
buyout provision (that may well 

reduce the cash flow required for 
a buyout by 20–30%), and 
manageable payment provisions. 
Since it is 

exceedingly difficult to design 
these provisions when the buyer 
and seller are at the bargaining 
table, owners should agree to 
and document the valuation, 
cash flow, and tax and payment 
provisions long before potential 
discord and differences of 
outlook arise. 

Your first step toward avoiding 
the problems described in this 
article is to conduct a thorough 
r e v i e w o f y o u r b u s i n e s s 
continuity agreement, and we are 
happy to help you do so. If you 
would like a more extensive 
c h e c k l i s t a n d a d d i t i o n a l 
information about this most 
impor tan t o f a l l bus iness 
documents, please contact us. 

Hummel Group, Inc. 
4585 State Route 39 

PO Box 250
Berlin, OH 44610 

330.893.2600
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WHERE ARE YOU HEADING?

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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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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A common myth about leadership 
is that a leader is responsible to 
“establish a compelling vision.” 
This is just not true. Many leaders 
step into an organization that 
already has a great vision, and 
they should not try  to prove that 
they are a leader by cooking up 
some new vision.
Raise High the Vision
It is the leader’s job to make sure 
everyone understands why the 
business exists. Leaders aren’t 
required to come up with a great 
vision, but they are required to 
serve a great vision. Leaders who 
do not raise high a great purpose 
are throttling the contributions of 
the people who work for them. 
Human beings desire purpose. An 
organization’s vision must provide 
a compelling and noble reason for 
employees to care.
Leaders must raise vision high 
enough for everyone to have a 
direct sight line to it. Obviously, this 
d e m a n d s t h a t l e a d e r s 
communicate what the vision is—
which we call Great Purpose. 
However, people respond to 
leaders’ actions more than to their 
words. Leaders must demonstrate 
the Great Purpose. This work not 
only includes communicating the 
vision to new employees, but also 
daily actions needed to reinforce 
the importance of the vision.
Great organizations are successful 
at getting their people to own the 

vision. As this happens, employees 
become more engaged and 
committed to doing their part to 
serve the Great Purpose.
Create and Sustain Urgency for 
the Vision
Too often, a vision statement is just 
words hung on a plaque in the 
lobby. To be effective, A Great 
Purpose must create and sustain 
urgency. Everyday frustrations 
demotivate people who don’t 
understand the value of the work 
they do. However, those who see 
the urgency of their work apply 
creativity and collaboration to 
overcome prob lems and to 
improve continuously.
How does a serving leader 
introduce a good kind of urgency 
into everyday work? Not by 
injecting fear and panic! Many 
supervisors use carrots and sticks 

to dr ive per formance. Fear 
produces a shor t - l ived and 
frightened commotion; fear does 
not produce a sustained and 
fearless concentration. Urgency, in 
service of greatness, comes from a 
completely different source.
F i r s t , s e r v i n g l e a d e r s u s e 
important goals and milestones to 
help people see the progress 
being made toward the Great 
Purpose. The more people can 
personally track their progress on 
a daily basis, the better focus they 
have on the ultimate purpose 
being served for their customers.
Second, serving leaders focus on 
the positive. They look to catch 
people doing the right thing and 
promptly recognize and reward 
that behavior. And here’s a key: 
the best reward for a worker is the 
chance to see, first-hand, how the 

RAISE VISION HIGH AND 
RUN WITH GREAT PURPOSE 

Dr. John Stahl-Wert

Photo by Jordan McQueen (unsplash.com)
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daily work serves the customer. 
Assembling a widget in the factory 
transforms into saving lives and 
serving people when the end 
user’s story gets back to the 
people who did the work.
Third, serving leaders understand 
the source of true and sustained 
urgency. Whether your people 
realize it or not, human beings 
desire to express purpose for their 
lives in the service of others. A 
powerful way to create sustained 
urgency into everyday work is to 
p r o v i d e a c o m p e l l i n g a n d 
emotional reason to care, a direct 
connection between the daily work 
and a heart of service.
Connect the Vision to Each 
Person’s Job
Work often feels meaningless, but 
this needn’t be the case. All work 
matters, whether that work is 
accomplished in boardrooms or 
boiler rooms. Many people come 
home every day from fast food 
restaurants and cleaning jobs 
feeling that their day counted. 
Conversely, many people come 
home each day from corporate 
offices and community service 
agencies feeling their day was a 
waste. And, of course, we all know 
that these last two sentences are 
equally true in the reverse.
A graduate student of mine once 
protested, “The minimum wage 
workers I hire to serve roast beef 
sandwiches are stuck in a menial 
industry. All I have are carrots and 
sticks!”

In other words, no full human 
engagement could be expected 
from these young men and 
w o m e n ! I f s h e w a n t e d 
performance, it was going to be 
what I call “beatings and baubles” 
all the way to quittin’ time.
However, the industry-leading 
worker engagement sco res 
received by Chick-fil-A refute my 
student’s protest. Serving a quick 
chicken sandwich shouldn’t be 
intrinsically more meaningful than 
serv ing a qu ick roast beef 
sandwich! And yet, the highly 
motivated young workers who tell 
their customers, “It’s my pleasure,” 
and appear to mean it, make a 
convincing case that work can be 
steered toward drudgery or delight.
There is no task , however 
seemingly noble, that cannot be 
rendered menial by stripping it of 
purpose. Conversely, there is no 
chore, however ordinary, that 
cannot be rendered meaningful by 
showing why it is crucial for the 
accompl ishment o f a Great 
Purpose. In either case – work that 
is experienced as menial versus 
w o r k t h a t i s e m b r a c e d a s 
mean ing fu l – leadersh ip i s 
responsible.
In The Serving Leader, Admiral 
Rock Butler tells Mike Wilson, “You 
were born to make a difference!” 
We must believe this about each 
person who works with us. If we 
believe that each person is born 
for purpose, it is our privilege to 
c o n n e c t j o b s w i t h t h e 

organization’s Great Purpose 
helping our people to see what 
they do really makes a difference. 
No matter how “small” the job, 
work becomes meaningful when 
we understand how our part 
contributes to a great and worthy 
cause. Leadership is responsible 
to connect the dots.
Interested in having John Stahl-
Wert provide an exclusive Serving 
Leader Training experience for 
your company? Call Newton 
Institute at (724) 663-1617 or email 
John Chapman, john.chapman 
@newtoninstitute.com. 

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

Leader”, and serves as President 
of Newton Institute.  Learn more at 

www.newtoninstitute.com

http://www.newtoninstitute.com
http://www.newtoninstitute.com
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Upcoming New Auctions 

Kaufman Auction Center        

Sitek RE Auction         

OUR MISSION:OUR VISION:OUR VALUES:
Provide exceptional service in today’s 
market, while remaining grounded in 
our traditional values.

To lead our industry  
with professional and 
proven results.

Commitment  
and innovation,  
with integrity.
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The purchase of commercial real estate may be the largest financial investment you ever make.  
Title insurance can give you added peace of mind in knowing that the title to your investment is insured.

Commercial
As real estate is the nation’s largest market, the purchase and sale of commercial property is essential 
to the health of the U.S. economy. However, these transactions are never without risk. That’s why title 
insurance has been offering protection for more than 130 years.

What is

Title Insurance?

OVERVIEW 
When a piece of commercial property is financed, purchased 
or sold, a record of that transaction is generally filed in public 
land records.

Likewise, other issues and events that may affect the 
ownership of a property are also documented and filed. 
These may include liens, mortgages, restrictions, easements, 
etc. When a buyer purchases title insurance, the title company 
searches these records to find (and remedy, if possible) issues 
that may affect the purchaser’s ownership.

TITLE SEARCH AND EXAM
That’s where title insurance differs from traditional insurance 
models.

When you purchase a policy insuring you for matters relating 
to your car or health, the insurance company assesses the 
risk of insuring you, and bases its premium on the risk being 
assumed. With title insurance, the insurer first works to identify 
the status of ownership,  liens and other matters affecting 
title by collecting documents affecting title from the public 
records that are statutorily identified for the recording of real 
estate transactions. This process is called the search. Once the 
search is complete, the title insurance underwriter can then 
determine the insurability of the title and list exceptions from 
coverage and requirements to insure.

UNDISCOVERED RISKS  
Of course, even the most skilled title professionals may not 
find all title problems. Other risks include matters that are 
more difficult to identify, such as title issues resulting from 
filing errors, forgeries, undisclosed heirs, and other unforeseen 
problems. That’s one reason why your title insurance policy 
can play a key role in protecting your commercial real estate 
investment.

LOAN POLICY 
When you purchase a commercial property by securing a 
mortgage, you will be required by your lender to purchase 
a loan policy of title insurance. This policy insures the lender 
against covered title defects up to the amount of insurance. 
This coverage in favor of the lender lasts for the life of the loan 
under limited circumstances stated within the policy.

OWNER’S POLICY 
You will also have the option of purchasing an owner’s policy 
of title insurance, which provides insurance directly to the 
insured owner listed in the policy, and describes the type 
of real property interest owned. The insurance in both an 
owner’s and a loan policy is subject to the policy provisions, 
which include the covered risks, exclusions from coverage, the 
conditions and the exceptions to title listed on a schedule to 
the policy.

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: 08/2017

Walnut Ridge Title
White Law Office, Co.
209 North Washington Street
Millersburg, OH 44654
O: 330.439.2071 | F: 888.711.9210
C: 330.231.1195 | www.walnutridgetitle.com
orders@thewhitelawoffice.com
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TRADITIONAL 
SALES 

VS. 
SUCCESSFUL 

SALES 
The traditional salesperson says,

“I have something to sell you.”
The successful salesperson says, 

“How can I help you?”
The traditional salesperson says, 

“You have to buy TODAY to get 
this price.”

The successful salesperson says, 
“Today might not be the best time 

to buy.”
The traditional salesperson says, 

“My product is perfect for you.”
The successful salesperson says, 

“Maybe we’re not the right fit for 
you. Can I ask a few questions to 

find out?”
The traditional salesperson says, 
“What do I have to do to close this 

sale?”
The successful salesperson says, 

“Making change is hard; are you 
ready for that?”

The traditional salesperson says, 
“(Feature)(Benefit)(Feature)

(Benefit).”
The successful salesperson says, 

“We’ve experienced a similar 
situation with Company ABC, and 

here’s what they did.”
The traditional salesperson says,
“I can probably trim a little off that 

number.”
The successful salesperson says, 

“Is price your only reason for 
buying?”

The traditional salesperson says, 
“Sounds good. I’ll send over a 

proposal.”
The successful salesperson says, 

“Let’s pretend I send over a 
proposal and it addresses 

everything we’ve talked about and 
falls within the budget we’ve 

discussed? Would you be ready to 
get started?”

The traditional salesperson says, 
“I’ll give you a call next week to 

follow up.”
The successful salesperson says, 
“When I call you next Thursday at 

2:00, and you’re not available, 
what should I do then?”

The traditional salesperson says, 
“So, how about this weather, huh?”
The successful salesperson says, 
“At the end of this meeting, there 
will be a decision to make: either 

it’s a YES and we get started; it’s a 
NO and we move on; or it’s a clear 
next step, and we decide what that 

looks like.”

The traditional salesperson talks 
more.
The successful salesperson talks 
less.

Which one are you?
Do you want to move from a 
TRADITIONAL salesperson to a 
SUCCESSFUL one? Give us a call 
at 330-231-0998 or shoot an email 
to jordan.mullet@sandler.com.

Jordan helps business owners & 
entrepreneurs who are concerned 
with the lack of results in their 
sales efforts, frustrated with longer 
and longer sales cycles and 
disappointed because of shrinking 
margins due to a number of 
roadblocks. He specializes in sales 
t ra in ing, sales management 
training, client development and 
business coaching. His clients 
tend to be small/medium local 
businesses, ranging from solo 
e n t r e p r e n e u r s t o g r o w i n g 
companies with large sales teams. 

Jordan Mullet

mailto:jordan.mullet@sandler.com
mailto:jordan.mullet@sandler.com
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Religious Freedom vs. Government Regulation 
Thomas D. White, Senior Partner

Trusted Experienced Local Leaders

White Law Office is trusted 
by its clients and the 

community as resource for 
individuals, families, and 

businesses.

With over 40 years of legal 
experience and a network 
of strategic partners, White 
Law Office’s team has the 

experience 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 are 

intentional in providing 
resources and solutions for 
our clients and communities 
that are designed to meet 

their needs.

White Law Office, Co.
Trust & Integrity

Many readers of this newsletter experience the 
tremendous religious freedom that we have in 
America. In addition to worshiping where and how 
we like, many also enjoy exemptions from civic 
duties such as mandatory school attendance after 
8th grade, jury service, worker’s compensation 
and other government requirements. Although we 
all do have to pay taxes!
In my experiences as an attorney and a judge, 
however, sometimes the religious freedoms that 
we appreciate run straight into government 
regulations.
Many feel that they should be able to take their 
exemption from civic duties into areas of the 
workplace beyond what the law clearly defines. 
This sets the stage for conflicts.
Conflicts between the citizen and government 
arise in the interpretation and application of the 
law.   For example, confusion and conflicts in the 
law arise when a business is being run as a 
charity or a businessperson is from a certain 
religious group.   One side uses the Constitution 
as a protective shield from a new law while the 
other uses it as empowerment for the law.

Most situations boil down to the business owner 
focusing on the religious nature of the business or 
its ownership versus the government focusing on 
the nature of the business activity. Nowhere is this 
conflict more prevalent than in interpreting and 
applying the new healthcare laws.
Good arguments exist for both sides: for freedom 
from regulation (especially in the care of our 
bodies) versus government protection from 
potentially harmful business practices.
If you are considering starting a business venture 
or engaging in a potentially prohibited practice, 
remember that old saying: “An ounce of 
prevention is worth a pound of cure.” Consult an 
attorney who can research the law for you and tell 
you the risks that you are running before the 
government inspector shows up at your door.
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BERLIN COMFORT SUITES, HUMMEL GROUP, KAUFMAN 
REALTY & AUCTIONS, & WHITE LAW OFFICE, CO. 

PRESENT

MARK IT ON YOUR CALENDAR
BERLIN COMFORT SUITES & CONFERENCE CENTER

SATURDAY,  NOVEMBER 25,  2017

FOOD | FUN | FAMILY

LOVE INC 
OF GREATER HOLMES COUNTY

COMMUNITY GATHERING 
SPONSORING

10% OF ALL FOOD 
TRUCK SALES WILL 
BE MATCHED BY THE 

PRESENTERS 

TO PARTICIPATE OR FOR MORE INFORMATION CALL 
ERICA AT 330.231.1195
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CRAIG JOSEPH
Creative Director at Cassel Bear

CRAIG JOSEPH
Always on the lookout for compelling 
stories, Craig joined Cassel Bear 
because of the opportunity to engage 
with businesses, non-profits and 
organizations that have unique tales 
to tell.

! craig@casselbear.com

Cassel Bear is a marketing, 
strategy, and design firm based 
in Canton, Ohio. For more, visit 
casselbear.com.

So You Wanna

Work With a

Marketing Agency?
cards, letterhead, stationery, 
and envelopes? And what’s been 
written? Do you have a mission 
statement or motto? Has that 
been public-facing or hidden? The 
quicker we can see what you’ve 
done—and what’s worked and 
what hasn’t—the quicker we can 
start making suggestions about 
what comes next.

Pick a single point of contact. 
To whom will we be speaking in 
the organization? It saves us time 
and saves you money if we send 
all of our work to one person for 
review. On your end, that person 
can circulate design drafts or 
marketing copy to whomever 
needs to see it, gather notes, and 
then send things back to us in one 
nice document. It saves us having 
to field several e-mails from 
several people that may, in fact, 
be contradictory. It also helps us 
know who to contact for approval 

on expenditures or decisions that 
need a quick answer.

Get clear on your desired 
results. Why are we developing 
a marketing strategy for you? Do 
you want to increase sales? Are 
you looking to correct a public 
relations debacle? Has there 
been a major shift in mission 
that needs to be communicated? 
Whatever it is you’re trying to 
accomplish, get clear on that 
before you spend the money to pay 
an agency. For one, we want to be 
able to measure our results, so we 
need to know the criteria. Second, 
we will likely suggest different 
routes and different methods, 
depending on what you’re trying 
to achieve. If you know what’s 
causing you pain, we’ll better 
know how to ease it.

Know what you want to spend. 
We’re going to ask, “What’s your 

T ake comfort. Many 
companies or 
nonprofits have been 
there before. You 
want to do a better job 

marketing what you sell or what 
you’re about, but the tyranny 
of other urgent tasks keeps you 
from making as concerted effort 
as you’d like. You occasionally 
update your website; you’ve made 
cursory attempts to break into 
social media; you’ve even put 
together a really nice print piece 
to hand out at tradeshows and 
conferences. But what’s missing 
is a comprehensive, cohesive, 
ongoing marketing plan and 
strategy that sets goals and tasks 
for each month or quarter of the 
year, putting money and human 
resource power behind it.

You’ve started shopping for an 
agency to handle this work for you, 
and you know what you want from 

them: great design, timeliness, 
the ability to learn what you do 
quickly and well, the right price, 
understanding of your audience 
and market, and much more.

But what can you do internally 
to make sure this relationship 
goes well?

Here are a few tips to get your 
ducks in a row before you choose 
an agency.

Pull your marketing materials 
together. One of the first things 
that we’re going to do once 
you hire us is ask to see what 
you’ve done in the past. So be 
ready. Pull together any printed 
materials you’ve disseminated. 
Get us copies of every billboard 
that’s ever gone up. Let us see 
the evolution of your logo over 
time. How about collateral 
materials? Do you have business 

marketing budget?” It’s just a fact 
of life. So, have a conversation 
internally about what this 
strategy is worth to you. And also 
consider the cost if you don’t get a 
strategy in place.

For more hints on how to prep 
internally for a successful 
relationship with an agency, 
don’t hesitate to give Cassel Bear 
a call. We’ll be happy to help you 
think through what you can be 
doing in advance of an agency 
relationship. 
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an agency.

Pull your marketing materials 
together. One of the first things 
that we’re going to do once 
you hire us is ask to see what 
you’ve done in the past. So be 
ready. Pull together any printed 
materials you’ve disseminated. 
Get us copies of every billboard 
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“OHIO MAMMALS” 
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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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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