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WHAT DO I HAVE TO LOSE? 
Attorney Ken Hochstetler

How comfortable are you with taking a risk? 
Although it is not often the first trait we notice in 
meeting someone for the first time, if we look at 
someone’s life story it is often a key element of how 
they have lived their life. Sometimes all we need to 
know how someone views risk is to know his or her 
occupation. Other times, the answer is far more 
nuanced, and you need to hear their life story to 
understand how they view risk. Because risk is so 
personal, we often want to frame risk as being either 
good or bad. And while it is easy to want to draw 
clear lines on why risk is either positive or negative, 
these lines are generally shaped by our own 
experiences. That means we often misunderstand 
the views of others regarding risk because of our 
own history. 
As with most of our personal views, our views on risk 
also tend to carry over into how we do business. 
Although this is not always a problem, basing our 
risk assessment on our personal viewpoint or our 

past experiences means we may not always be 
making the best business decisions. It means that if 
we had a bad experience with taking a risk in the 
past, we expect the same result in the future. On the 
other hand, we may assume that a successful risk 
we took in the past will again be successful in the 
future. The problem with these assumptions is they 
do not always take into consideration our current 
circumstances. 
One of my favorite examples is from the founder of 
Fed Ex, Frederick Smith. In the book "Changing How 
the World Does Business: FedEx's Incredible 
Journey to Success - The Inside Story," a former 
senior vice president of FedEx, Robert Frock, talks 
about a time in 1971 when FedEx was just getting 
started. Frederick Smith had already borrowed 
millions of dollars and was unable to receive any 
additional capital. Finally, when Smith was down to 
his last five thousand dollars, he decided that he 
would take his remaining money and play blackjack 
in Las Vegas.  Playing blackjack, Smith was able to 
turn the five thousand dollars into twenty-seven 
thousand dollars. This allowed Smith to buy enough 
fuel to keep the planes flying another week. Although 
I am in no way advocating that you take up 
gambling, and gambling was certainly not the long-
term cure to fixing the problems at FedEx in 1971, 
there is an important lesson out of this story. When 
Frock found out what Smith had done with the last 
five thousand dollars, Frock confronted Smith and 
asked how he could gamble away the last five 
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thousand dollars. Smith replied, “What difference 
does it make? Without the funds for the fuel 
companies, we couldn't have flown anyway.” 
Although this story is a great story of how taking a 
risk paid off, it also points out what we often miss 
about risk in business. While we are busy looking at 
past results and future predictions on risk through the 
lens of our own experiences, we often fail to stop and 
consider what we have to lose. In the FedEx 
example, Frederick Smith figured out that at the end 
of the day he had nothing to lose. Sure, he could 
have saved the five thousand dollars, but that would 
have been the end of his dream. Instead, he 
understood that having nothing to lose gave him the 
ability to continue pursuing his dream. Based on the 
story of FedEx, and the dozens of other stories you 
have likely heard regarding risk, our natural reaction 
is to think that a business with little to lose should 
take large risks and a business with a lot to lose 
should take small risks. However, that is missing the 
point of asking “what do I have to lose?” 
Asking “what do I have to lose?” is about looking past 
our own experiences and our own lens to try and 
understand the consequences of taking or not taking 
a risk. Startups and second generation businesses 
are great examples of what can happen if we fail to 
ask “what do I have to lose?” Although there are 
various studies on the success rates for both, there 
are many studies that show startups have a success 
rate of around fifty percent and second generation 
businesses have a success rate of around thirty 
percent. While simply asking, “what do I have to 
lose?”, will certainly not guarantee overnight success 
for either, understanding what they have to lose can 
be a very valuable insight. For startups, there is a 
certain freedom in understanding that having nothing 
to lose means being able to take greater risks. If 
taking the risk works out, there is a chance for a big 
reward and failure is is seldom that far from where 
they started. For second generation businesses, a 
failure to ask “what do I have to lose?” can lead to the 

assumption that past success will be the predictor for 
future success. Asking the question “what do have I 
have to lose?” may lead to the understanding that not 
taking any risk may risk everything. The lesson that 
we can learn from this is that whether we are a 
startup or a multi generation business, understanding 
that risk should not be viewed through the lens of our 
own experience, rather we should ask “what do I 
have to lose?”. 
Finally, it is good to be reminded about the people 
that truly matter when we are taking risks. I will leave 
you with a speech given by Theodore Roosevelt in 
1910. 
"It is not the critic who counts; not the man who points 
out how the strong man stumbles, or where the doer 
of deeds could have done them better. The credit 
belongs to the man who is actually in the arena, 
whose face is marred by dust and sweat and blood; 
who strives valiantly; who errs, who comes short 
again and again, because there is no effort without 
error and shortcoming; but who does actually strive to 
do the deeds; who knows great enthusiasms, the 
great devotions; who spends himself in a worthy 
cause; who at the best knows in the end the triumph 
of high achievement, and who at the worst, if he fails, 
at least fails while daring greatly, so that his place 
shall never be with those cold and timid souls who 
neither know victory nor defeat.”

Attorney Ken Hochstetler
kh@thewhitelawoffice.com 

Small Business, Real Estate, & Life Planning Attorney
with White Law Office, Co.

mailto:kh@thewhitelawoffice.com
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James Keefe sat nervously in his 
Exit Planning Advisor’s office. 
Until the day before, he had been 
president of Keefe Automotive 
Sales, one of the region’s largest 
new car dealerships. Now he 
was out of a job and felt he was a 
victim. Naturally, his first thought 
was to sue those responsible for 
his misfortune. The targets of his 
wrath were his younger sister 
and his mother. They had forced 
him out of the business. 
After his father’s death, James 
had received 49 percent of the 
stock in the family business. 
Another 49 percent share went to 
his sister. The remaining two 
percent—the swing vote—was 
held by their mother. 
James’s father had brought him 
into the business early and 
taught h im wel l . Af ter the 
founder’s death, James assumed 
all responsibilities for sales and 
became the key man in the 
business. His sister, Susan, 
handled the bookkeeping and 
other administrative matters. Her 
husband managed the service 
department. 
Despite the economic slump that 
hit the region, the business 
persevered under James’s 

stewardship. It had a long-
standing tradition of service and 
good name identity because the 
elder Keefe had pioneered the 
new car business in the suburbs. 
Because of his dedication to the 
business, James had not spent 
much time nurturing family 
relationships. He was less a 
devoted son to his mother than 
was h i s s i s te r a devo ted 
daughter. As their mother aged, 
s h e b e c a m e i n c r e a s i n g l y 
susceptible to the influences of 
her daughter. Family friction 
continued. A confrontation was 
inevitable. 
James had always assumed that 
his superior abilities and position 
as president and board chairman 
would enable him to win any 
family showdown. He was wrong. 
At a special meeting of the board 
of directors, James was removed 
from his posts, red as an 
employee, and given three 
months of severance pay—after 
25 years in the business. 
James naturally felt victimized... 
but not so much by his sister 
and mother as by his deceased 
father. By failing in the most 
important remaining task in his 
life—to plan his estate—the 

elder Keefe made his son an 
unintended victim. 
The un favorab le bus iness 
transition experiences described 
above in the hypothetical case 
study may have been avoided 
had James’s father asked—and 
answered with the help of an 
exper ienced Exi t P lanning 
P r o f e s s i o n a l — s i x c r i t i c a l 
questions. 
1. How can I provide for an 

equitable distribution of my 
estate among my children?

2. Who should control and 
eventually own the family 
business?

3. How can I use my business to 
fuel the growth of my estate 
outside of my business  
interests? 

SIX ESTATE PLANNING QUESTIONS
FOR BUSINESS OWNERS 

Hummel Group, Inc. 
4585 State Route 39 

PO Box 250
Berlin, OH 44610 

330.893.2600
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4. How do I provide for my 
fam i l y ’s i ncome needs , 
especially those of my spouse 
and dependent children, after 
my death? 

5. How can I help preserve my 
assets from the claims of 
creditors during my lifetime  
and at my death? 

6. How can I minimize estate 
taxes? 

An owner’s thoughtful answers to 
these questions, followed by 
appropriate implementation, may 
well prevent a similar experience 
in your family and support a 
smoother business transition for 
all parties involved. 
If you have any questions about 
creating an estate plan prior to 
your business exit , please 
contact us to discuss your 
particular situation. 

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

mailto:kschlabach@hummelgrp.com
mailto:kschlabach@hummelgrp.com
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It’s been just over a year now 
since the United States came 
through a historic election – unlike 
one that anyone has ever seen.  
Don’t worry – I am not going to get 
into political opinion, but I do want 
to get into politics – and talk about 
how Serving Leaders are needed 
in every facet of society, especially 
Government.
There are many problems with our 
society, and I trace all of them 
back to leadership – or to be more 
p rec i se , a l ack o f se rv i ng 
leadership.  Too often, leaders in 
government are self-centered, 
egotistic, and more concerned 
about staying in power than 
serving the people they represent.
When self-centered leadership is 
in place, we see the results: name-
calling, blame-shifting, miscom-
munication, no communication, 
undermining, dysfunction, and an 
inability and unwillingness to rise 
above differences to serve the 
common good.
Don’t believe me?  Just imagine 
how others “on the other side of 
the aisle” might answer the 
following: What are the most 
important problems we face? Why 
do these problems exist? What’s 
the root cause? How should they 
should be addressed?  
What’s worse, these differences 
are made even worse when taken 
to their ideological extreme.  So 

how can we break this gridlock 
and make government “of the 
people, by the people, for the 
people” again?  I believe the 
answer is found in the principles of 
Serving Leadership.

THE 5 ACTIONS℠
At the Newton Institute, we talk a 
lot about The 5 Actions℠ to 
descr ibe the prac t ices and 
behaviors great leaders must learn 
to become highly effective. These 
actions are important because we 
want to equip leaders to make a 
difference in their world, taking 
proven concepts and making them 
deeply practical.  So rather than 
call for leaders in government to 
be more selfless, humble, patient, 
kind, faithful, and courageous 
(which we’d all like to see more of), 
let’s look at how The 5 Actions℠ of 
a Serving Leader might be applied 
to the sphere of Government.
1. Run to Great Purpose
Serving Leaders define and 
communicate a Great Purpose that 
transcends liberal or conservative 
ideology.  A Great Purpose is a 
vision of the future that aligns the 
en t i r e o rgan i za t i on a round 
something that is bigger than itself 
– and then empowers everyone in 
it to see it come to pass.  
Often, an organization’s Great 
Purpose can be defined by 
understanding the Founders’ 

or ig ina l in tent for why the 
o rgan iza t ion ( i n th i s case , 
government) was started in the 
first place.  In other words, you 
don’t have to be a futurist or 
brilliant strategist to be a Serving 
Leader.  You just may need to 
look back in order to see the 
way forward.  Why was your 
State, City, Municipality, or Country 
founded?  As it relates to the US 
Government, I might suggest 
looking to the US Constitution for a 
Great Purpose that can right our 
Federal Government’s ship: 

“We the People of the United 
States, in Order to form a more 
perfect Union, establish Justice, 

insure domestic Tranquility, 
provide for the common defense, 
promote the general Welfare, and 
secure the Blessings of Liberty to 
ourselves and our Posterity, do 

ordain and establish this 
Constitution for the United States 

of America.”
In this preamble, is there not a 
Great Purpose we can all agree 
on?  Who can argue with words 
like: justice, tranquility, defense, 
general welfare, and liberty?  
Okay, don’t answer that question, 
but if we’re honest, the reality is 
these are principles (purposes for 
government) most of us can agree 
on – and they form the basis of a 
future – of common ground - by 
which our leaders in government 

WANTED: SERVING LEADERS IN GOVERNMENT 
Rick Newton, Founder & Owner, Newton Institute
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can begin to make forward 
progress.
2. Raise the Bar
I often hear leaders tell me they 
don’t l ike the term “serving 
leadership” (or “servant leader-
ship”), because they think it implies 
weakness, but nothing could be 
further from the truth. Serving 
Leadership requires strength, 
perseverance, and courage, 
because it relentlessly holds 
individuals and the organization to 
high standards.  The Serving 
Leader “Raises the Bar” around 
these standards by defining core 
values, ensuring these core 
va lues a re embedded and 
practiced throughout the entire 
organization, and proactively 
addressing gaps when they are 
not.
When was the last time you saw 
any governmental entity define a 
set of core values, let alone 
operate by and hold themselves 
accountable to them?  If you know 
of examples, I’d like to hear about 
them. If you don’t, I want to 
challenge you (whether you’re a 
government official or not) that we 
ask our representatives to Raise 
the Bar and define and operate by 
values such as customer service 
(constituent service?), integrity, 
stewardship, transparency and 
serving leadership. I believe this 
action is one of the key missing 

ingredients to seeing Government 
become more effective.
3. Blaze the Trail
Complain. Complain. Complain. 
That’s mostly what we do to our 
Government officials. They rarely 
hear from us when something 
goes right, but they always hear 
from us when something goes 
wrong.  Blazing the Trail is about 
understanding what is working 
well in your organization from 
the customer’s perspective – 
and making sure it is replicated 
through a learning/teaching 
organization.
Yes, there is a lot of waste in 
government, and we need Serving 
Leaders who can remove the 
wasteful spending and activity that 
doesn’t serve government’s Great 
Purpose, but we also need Serving 
Leaders who reinforce (and teach 
others) when it is doing something 
well in the service of the people.
For example, I recently renewed 
my driver’s license. Do you know 
how long I waited in line – a line 
with about 8-10 people in front 
me?  8 minutes! That’s right – from 
the time I walked in, to the time I 
w a l k e d o u t w i t h a n e w 
Pennsylvania driver’s license, it 
only took 8 minutes!  I was so 
pleased (and shocked) that I told 
the employees who helped me 
how pleased I was with their 
s e r v i c e . S o m e o n e i n t h e 

Pennsylvania DMV understood 
what made for a successful license 
renewal (fast turnaround and a 
friendly extrovert at the photograph 
station), and as a result, this part 
of government exceeded my 
expectations. Have you ever heard 
someone say that before?  Would 
that every leader in government 
follow this example and Raise the 
Bar by figuring out what best 
se rves the i r cus tomer and 
ensuring their team does too!
4. Build on Strength
After the President was elected a 
year ago, he interviewed and 
selected individuals to some pretty 
impor tan t pos ts i n t he US 
Government: Secretary of State, 
Secretary of Education, Secretary 
of Defense, etc. I don’t know if any 
of those were selected out of a 
sense of “quid pro quo” or with an 
eye to please a certain segment of 
the electorate, but I hope and pray 
that “the best” person was chosen 
for each position.
At the Newton Institute, we define 
a “strength” as both something you 
are good at and passionate about, 
and we believe that the highest 
performing teams are those that 
build on a person’s strengths – 
w i th ind iv idua l weaknesses 
covered up by the strengths of 
others on the team.
How refreshing would it be to 
select men and women to these 
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important positions based on merit, 
not based on politics or favors?  
How refreshing would it be if each 
appointee was operating out of 
their strength (what they were 
good and passionate about) and 
deferred to others in the cabinet in 
areas of weakness? Building on 
Strength creates the potential for 
synergy, teamwork, and in the 
context of government, the ability 
to actually accomplish Great 
Purpose and the will of the people. 
That would be refreshing indeed!
5. Upend the Pyramid
Upend the Pyramid speaks of 
turning the traditional organization 
pyramid upside down, where those 
typically represented at the top are 
now at the bottom.  In this upside 
down pyramid, leadership is 
recognized as a platform to serve 
others.  The greater the role, the 
greater the responsibility and 
privilege to serve.  This isn’t 
weak leadership. It’s a visual 
representation of the principle that 
you qualify to be first by putting 
others first. If you want to be 
great, you must learn to be the 
servant of all.
In the context of government, 
Upend the Pyramid means not 
taking advantage of power and 
privilege for self-aggrandizement. 
It means staying away from 
conflicts of interest – even the 
appearance of a conflict of interest. 

It means humbling yourself and 
never thinking you are better than 
others – even those with whom 
you disagree. 
Please understand – I’m not 
ta lk ing about compromis ing 
principles, and I am especially not 
ask ing Serv ing Leaders to 
compromise with non-Serving 
Leaders – those motivated by self-
promotion or self-interest. In fact, I 
might go so far as to say you have 
a moral obligation to resist those 
whose political motivations are in 
their own self-interest.  Upending 
the Pyramid, however, ensures 
public service remains the 
motivation and focus for the 
entire organization, and if this 
practice can be embraced by those 
at the top, there is yet hope for our 
Government.

CONCLUSION
This is just a primer to get us 
started on our journey and 
consider the possibilities of seeing 
Serving Leadership in government.  
If you have additional insights or 
want to discuss how we can 
collaborate to bring the Serving 
Leader movement to all levels of 
government, please contact me or 
John Stahl-Wert.  We’d love to 
serve you and our government.
Government is not the problem. 
The lack of Serving Leadership in 
government is the problem. 
Government is only as effective 

as the leadership within it, and 
now more than ever, govern-
ments (in the US and around the 
world) need Serving Leaders.

ABOUT THE AUTHOR
As a consultant and as a business 
owner, Rick Newton’s heart and 
passion has always been to see 
individuals, organizations, and 
communities flourish, and it is this 
passion that led him to partner with 
Dr. John Stahl-Wert.  In 2015, they 
launched the Newton Institute, 
w h i c h p r o d u c e s i n n o v a t i v e 
leadership solutions for individuals 
at any stage of their leadership 
journey and for organizations in any 
industry around the world.  Together, 
John and Rick produce intensely 
practical leadership training that is 
DNA-driven, results-oriented, and 
powered by story.
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Build a high-performance culture 
using The Serving Leader ModelSM
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• Learn how the Serving Leader Model 
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have the resources and tools to take action, not just talk about ideas 
and concepts.”

newtoninstitute.com

newtoninstitute.com/intro-course
Use code: WLOFREE
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Leadership Training 
Recommended by the 

White Law Group

INTO LEADERS

Take your organization from performance to purpose, and produce 
bottom-line results. Our leadership training and services equip you 
to define where you’re going and inspire your team to follow.

Try our FREE Introductory Online Course

– Tad Douce, VP of Innovation 
TRECA Digital Academy, Marion OH 



�10

AUCTION REPORT 
/07&.#&3�t�����

www.kaufmanauction.sale

Kaufman Realty & Auctions 

&BSM�,BOEFM�3&�"VDUJPO���������    
Berlin, Ohio   
��������� � �
3BCFS�3&�"VDUJPO���������   
Millersburg, Ohio   
��������� � �
1BUUFSTPO�3&�"VDUJPO���������  
Coshocton, Ohio    
1BSDFM��������������� � �
1BSDFM��������������� � �
5PUBM���������� � �
.BTU�3&�"VDUJPO��������   
Dundee, Ohio    
��������� � �
8JOöFME�3&�"VDUJPO���������   
Winfield, Ohio   
�������� � �
.POSPF�$P��-BOE�"VDUJPO���������   
Beallsville, Ohio   
��������� � �
"CTPMVUF�/PCMF�$P��-BOE�"VDUJPO���������  
Dexter City, Ohio    
������    
"CTPMVUF�-BOE�"VDUJPO���������� �
Dundee, Ohio   
1BSDFM�������������� �
1BSDFM�������������� �
1BSDFM�������������� �
5PUBM����������  

"CTPMVUF�.POSPF�$P��-BOE�"VDUJPO�����������
Woodsfield, Ohio   
�������   
(SPWF�3F�"VDUJPO���������� � �
Burbank, Ohio    
��������   
%S��3PZ�4DIMBCBDI�0QUJDBM�"VDUJPO�����������
Millersburg, Ohio    
1BSDFM������������ � �
1BSDFM����������"DSFT�!��������QFS�BDSF���������
5PUBM����������   
"NJTI�5SBEJUJPOT�"VDUJPO���������� � �
Nashville, Ohio   
��������   
8JMMJBN�)PDITUFUMFS�3&�"VDUJPO���������� �
Newcomerstown, Ohio    
��������PS�������QFS�BDSF�   
���8PPEFE���0QFO�"DSFT���������� �
Coshocton, Ohio   
��������PS�������QFS�BDSF��  
(SJóUI�3&�"VDUJPO���������� �
New Philadelphia, Ohio   
��������� �

Raber RE Auction                                                  
�������

Mast RE Auction                                           
�������

���8PPEFE���0QFO�"DSFT������������������������������������
��������



�11

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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3 REASONS 
YOU NEED A 

SELLING 
SYSTEM 

We hear it all the time: “I have my 
own style of selling.”
Or from sales management: “I let 
my salespeople do their own thing. 
As long as they’re bringing in 
business, I don’t care how they do 
it.”
While these “lone wolves” may 
survive, or even thrive, in sales, 
those with a selling system are 
much more consistent, efficient, 
and manageable.
Here are three specific reasons 
you (and/or your sales team) need 
to implement a selling system. 
1. Consistency
2. Accountability
3. Efficiency
Consistency
A system ensures consistency. Not 
just in selling, but in any situation. 
Manufacturers have systems in 
place to ensure products come off 
the line the same every time. 
Nurses have systems to make 
sure they provide the most 

consistent care possible. Fast food 
restaurants have systems so you 
get the same burger in Dallas as 
you do in Cleveland.
When you follow a selling system, 
the process (and outcome) is 
predictable. Over time, you learn if 
you make 50 calls, you’ll get seven 
meetings. And, those seven 
meetings will result in two closed 
deals.
Accountability
A s e l l i n g s y s t e m e n s u r e s 
accountability.
When you “do your own thing,” it’s 
very difficult to track results. But, 
with a system, there are specific 
tasks and goals connected to your 
success. The salesperson and the 
sales manager are guaranteed to 
be on the same page, and both 
are accountable to the system.
Efficiency
A selling system makes the sales 
process much more efficient. With 
consistency comes efficiency.
If you change up your sales call 
every t ime you walk into a 
prospect’s office, there’s bound to 
be wasted time and effort. When 
you swing from the hip in your 
follow up, you’re guaranteed to 
waste time and miss opportunities.
When you have a system in place, 
each task takes less time, begins 
to come naturally, and generates 
more predictable results.
We all have a system.
We all use a selling system of 
some sort. Your system may be to 

do your own thing. But, when you 
choose to implement a true selling 
s y s t e m , r e s u l t s a r e m o r e 
consistent, you become more 
accountable, and your days, 
weeks, and months will be more 
efficient.
Interested in learning more about 
the Sandler selling system? Give 
us a call at 330-231-0998 or send 
a n e m a i l t o j o r d a n . m u l l e t 
@sandler.com to discover how 
Sandler Sales Training could help 
your business.

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 
training, sales management training, 
client development and business 
coaching. His clients tend to be small/
medium local businesses, ranging from 
so l o e n t r e p re n e u rs t o g ro w i n g 
companies with large sales teams. 

Jordan Mullet
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Barefoot With Shoes
Some years ago, I arrived in ‘The City of 

Everywhere’ early one cold morning. There was snow 
on the ground. As I stepped from the train, I noticed 
that the baggage man was dressed warmly in a heavy 
coat, scarf and gloves…but he wore no shoes. 
Boarding the city bus, I saw that my fellow passengers 
also were barefoot. When I arrived at my hotel, I found 
that the front desk clerk and all the guests were 
without shoes on their feet. Later, I found the hotel 
manager (who also had bare feet) and asked, “Why 
don’t you wear any shoes in this city?” “Ah,” he replied, 
“that’s it. Why don’t we?” Then I asked, “Don’t you 
believe in shoes?” “I should say we do!” the man 
answered. “Our belief in shoes is the first article of our 
creed. They are indispensable and are a necessity to 
the well-being of humanity. They prevent suffering from 
cuts, sores and wounds of all kinds. Shoes are 
wonderful!” I grew more insistent: “Well, why don’t you 
wear them?” “Ah, that’s just it. Why don’t we?”  

Later I sat next to a friendly, but shoeless man 
in the coffee shop. He offered to show me around the 
town. The first place he showed me was a huge brick 
building. “You see this?” my guide said. “This is where 
I work. It’s one of our largest and finest shoe 
manufacturing companies.” Now, totally confused, I 
answered, “What!! You mean to tell me that you make 
shoes in that place?” “Well, not exactly,” he said. “We 
talk about making shoes there. Every week we listen to 
a man who speaks thrillingly and convincingly on the 
subject of shoes. Only yesterday, people broke down 
and wept when he expounded on the necessity of 
wearing shoes.” “But why don’t you wear them?” I 
again insisted. “That’s precisely it,” he said, “Why don’t 
we?”  

As we turned the corner, I looked into a shop 
window and saw someone actually making a pair of 
shoes. I burst into the shop and asked the shoe maker 
why he had no customers. “To tell you the truth, hardly 
anyone at all wants shoes,” he said, “they just talk 
about them.” “Hurry,” I said, “give me all the shoes you 
have.” I quickly paid for them and hurried to my 
barefoot friend outside. “Try these on,” I said. “One pair 
is bound to fit you.” He thanked me politely, saying, 
“But you don’t understand. It just isn’t being done and I 
can’t change all that. This town is made up of good, 
respectable people and they just don’t wear shoes.” 
Once more I asked, “But why don’t they?” And once 

more came the answer, “Ah, that’s just it!  Why don’t 
we?” (Adapted from Hugh Hughes, The Parable of 
Barefoot Christians) 

When I first heard this story some years ago, it 
was an uncomfortable, yet powerful wake-up call.  
Soon afterwards, I read the quote by Lewis Cass, “I 
doubt what you say and I believe what you do.” Boom!
Questions then began swirling in my mind…
• Who of us would pack a nice, summer picnic, only 

to eat it at the kitchen table?
• Who would make a meal, place it on the table, 

speak of how great it smells and looks, and yet 
never get around to eating it?

• Who would make a product, yet never get around 
to selling it?                                                                                           

• Who would have the Love and the very Spirit of 
their Creator within them, yet never share that Love 
with others? 

As we consider the ‘Shoe Story,’ weren’t the people in 
that town confusing? They fully agreed and talked 
about the importance of shoes, only to walk barefoot in 
the snow!
Let’s not be caught ‘barefoot’ and fall into the same 
trap. I guarantee that the needs around you are 
numerous. Look to see where you’ve been blessed 
and make this next year one of sharing your blessings 
through unconditional generosity. My Big G-O-A-L for 
2018 is to Go Out And Love. I invite you to do the 
same. We may not be able to change THE world but 
we can change OUR world. 

Bruce Hamsher is the CEO of Toward the Goal 
Ministries www.towardthegoal.net and is the Director of 
Leadership Development at ProVia www.provia.com/

leadershipresources
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When i t comes to start ing a 
business there are a myriad of the 
blogs, articles, books and podcasts 
that give valuable advice and 
perspective that guide you through 
the process of starting the business. 
It's easy to get locked into a 
"cognitive frame" a select way of 
thinking that limits our critical 
thinking skills and inhibits balanced 
decision making. Studies show that 
we tend to gravitate towards 
information frames that we can 
easily understand, however at a 
level that fails to adequately prepare 
us for the critical decisions for long 
term success.
So to keep you from gett ing 
overwhelmed or boxed in, there are 
about 9 core logic threads that 
connect to and shine through the 
massive "frame inducing" content 
that is available on the web today.
Here is a list of some thought 
leaders that chal lenge us to 
understand the world of business in 
a balanced and focused way. John 
Maxwell, Seth Godin, Malcolm 
G ladwe l l , Dan P ink , Pa t r i ck 
Lencioni, Ken Blanchard, Jim 
Collins, Brendon Burchard, Jack 
Welch, Jeffery Hayzlett, Charles 
Duhig, William Bridges, Rory Vaden, 
Dr. Henry Cloud and Andy Stanley.I 
would put them as "Yoda Worthy" 
with all the wisdom and insight to 
teach you the ways of the "Business 
Force". 
Here are the 9 core threads.
1) It's going to be a Struggle.  

  Business isn't easy and if anyone 
tells you that it is they are either 
lying to you and haven't really ran 
their own business or they have 
failed in business and wish utter 
pain upon you. You just have to 
understand that it will be difficult and 
challenging and then make a 
decision to "Honor the Struggle" and 
work through the necessary parts of 
starting something that matters. 
There will be obstacles, many made 
up of Incompetence, Insecurity and 
Criticism so embrace them and 
struggle well knowing that you will 
gain wisdom and insight as you 
keep moving forward.
2) Failure is Your Friend. 
 I study successful people and when 
I study them I don't look for the 
success stories I look for the failures 
because the failures tell me more 
about how successful people think 
than the genius stuff. In the course 
of my studies of these high 
performing success driven people I 
have found that their failure to 
success rate is about 10 to 1. Let 
me say it this way...They Fail A 
Lot!!!! But that is not how they see it, 
they have a get better mindset that 
keeps the perspective in the positive 
and focused on long term results.
3) Your Network is your Net 
Worth.  
 Porter Gale network marketing guru 
penned those words that also title of 
her best selling book. There are 
many ways to do this, one of my 
mentors taught me how to circulate 
with purpose. Having lists that 

connect with specific behaviors so 
you can build a personal brand and 
become a person of interest. 
Here are a few of those lists,
Subject Matter Experts, people that 
rock the world in your arena and 
who you should reach out to for 
wisdom and advice.
The Top 25 are people who are local 
and you value at a high level and 
want to connect with. The key is to 
find ways to add value to them and 
reach out for a meeting to pick their 
brain. 
The next l ist is made up of 
Connectors, people who seem to 
know everyone. Connectors love to 
connect and the way you value a 
connector is to invite them to a lunch 
and also invite someone that the 
connector needs to know and where 
they both would benefit from the 
connection. Buy the lunch and leave 
a little early so they can deepen the 
bond and your stock goes up with 
both parties. 
The last list are called Promoters, 
this group is made up of current 
customers that you provide such 
amazing service and value to that 
the promote you to others. It's the 
work gloves and work boots of your 
business and when you take care of 
your customers they will tell others 
about you and hey it doesn't hurt to 
ask for a referral when you are 
confident in your brand promise.
4) It's all about you! 
  Let's face it everything rises and 
falls on you and your decisions. You 
need to understand this through and 

9 THINGS TO PROCESS AND UNDERSTAND IF 
YOU PLAN ON STARTING A BUSINESS.

Guiding, Inspiring and Instructing business owners and leaders to improve their lives and achieve their goals.
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through. It really is all about you! 
You must live your truth and keep 
being you as opportunities arise 
and advance in your growing 
business. Know that you will be 
tested, because success in your 
business will always grow faster 
than your character can keep up. 
It's then you will be tempted to 
take a short cut and put you and 
your business at risk wrecking 
your reputation in the process. 
Decide ahead of time that you will 
not dance close to the edge on 
anything that would or could 
damage your character.
5) Mornings Matter 
  I have said many times that 
having a morning routine makes 
all the difference in the world. 
Successful Business owners 
utilize and strategically leverage 
their mornings to exercise and 
plan their day, read, pray and 
journal. The invisible behind the 
morning routine is it's One part of 
your day where you are in total 
control. For business owners this 
is pure gold.
6) Consistent Rhythms 
  Whether it's blogging, a weekly 
newsletter to your customers, a 
video that you send to your clients 
or a visible physical or online 
presence, it's important to have a 
rhythm that your customers expect 
and prospects are drawn to. 
Having a st rategic balance 
be tween p red i c tab i l i t y and 
creativity takes it to another level 
and positions your business for 
success.
7) Learning is Fundamental
John Maxwell says that leaders 
are learners. A consistent theme 
among leadership and business 

gurus is the relentless pursuit of 
l ea rn ing i n t he j ou rney to 
becoming a successful leader or 
business owner. Many listen to 
podcasts and books so they can 
be learning in the car and at the 
gym. They read strategically and 
systematical ly and str ive to 
implement new learning as quickly 
as possible to experience the 
growth when the outcome falls 
short and drive the learning 
deeper when they experience 
success. They would all say that 
a n y o n e c o u l d a c h i e v e a n 
equivalent to an MBA through the 
free content that exists online. The 
key is to evaluate your business 
and align your learning with your 
needs.
8) Seek out a Mentor
  You have not because you ask 
not is the mantra most of my 
mentors share once we begin 
meeting. Pick three people who 
you would like to have as a 
potential mentor and ask them. It's 
hard to do but it's a big part of your 
l e a d e r s h i p g r o w t h a n d 
development. Having a voice in 
your life that will challenge you to 
grow and hold you accountable to 
your goals is vital to your success 
as a business owner. Don't let fear 
hold you back!
9 ) I t ' s n o t j u s t a b o u t t h e 
Benjamin's.
 We all agree that making a profit 
is an important part of business 
but not at the expense of people. 
When you chase the dollars you 
will lose your "common cents". You 
can research, read and any of 
your mentors will tell you that 
some of their biggest regrets in 
business is when they made 

critical decisions solely based on 
dollars. When you focus your work 
on the success of others you will 
find that success will find you and 
where there is success you will 
find the Benjamin's. 
It's pretty straight forward, keep 
learning and leading yourself first 
and your team to the vision you 
have for your business will take 
you to the desired goals you have 
set for yourself. Remember it 
takes a team to field a dream, so 
learn, grow, share and invest and 
in due time, you will discover more 
than just success, you wi l l 
discover your best self and that is 
priceless.
Smile the next level awaits.

Kevin 

Kevin is the CEO of Invisible 
Insights. He resides in Sugarcreek 

and serves his clients as a Business 
Advisor, Executive Coach and 

Trainer. He is the founder of Invisible 
Insights Research International an 
organization dedicated to research 
and develop effective training that 

positions emerging and next 
generation leaders for influence and 

impact. You can contact Kevin at 
invisibleinsights@gmail.com

Guiding, Inspiring and Instructing business owners and leaders to improve their lives and achieve their goals.

mailto:invisibleinsights@gmail.com
mailto:invisibleinsights@gmail.com
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Once you are in business, you 
may find tha t peop le don ’ t 
communicate well; there may be 
conflicts that arise; people who you 
put into a job are not performing 
like you thought they would; or you 
simply can’t get projects off the 
ground.   When these things 
happen, business owners look to 
resources to help solve these 
problems.  But what should you 
use?  What should you choose?  

At White Law Office, we have 
decided on the Myers-Briggs Type 
Indicator to use as a tool.  While 
MBTI does not solve all your 
personnel problems, it does give 
you an effective tool and language 
with which to communicate.

So that brings us to the question, 
“What is MBTI?”  Myers-Briggs 
Type Indicator is a personality test.  
“Oh no!”, you say, “not another 
personality test?”  The difference 
with MBTI is that this personality 
indicator is time proven.  It is over 
60 years old and used in over 100 
countries around the world.  It 
gives a simple language to speak 
and quickly allows us to figure out 
what our colleagues’ needs are.  It 
is also topic driven.  Once you 
know your type, we can do 
seminars on Type and Change, 
Type and Emotional Intelligence, 
Type and Conflict to name a few.  
There are over 23 different topic 
driven seminars to challenge and 
grow as a company.  “In practice 
we tend to assume unconsciously 
that other people’s minds work on 

the same principles as our own.  
All too often, however, the people 
with whom we interact do not 
reason as we reason, do not value 
the things we value, or are not 
interested in what interests 
us.” (Myers, 21) This can lead to 
misunderstandings of people’s 
motives and behaviors all the while 
they are simply people who have 
different minds that work differently 
than each other. “The value of the 
theory (MBTI) is that it enables us 
to expect specific differences in 
specific people and to cope with 
people and their differences more 
constructively then we otherwise 
could.” (Myers, 21)  

So why implement MBTI?  We 
have grown as a company.  We 
are more understanding of each 
other.  We are sensitive to the 
needs of our colleagues.  We have 
less conflict.  We are better 
communicators.  We are able to 
put people in our company that 
shows off their strengths.  We 
handle change better.  We have a 
greater understanding of ourselves 
that allow us to have greater grace 
for our weak areas.  Our teams 
work better together working out of 
their understanding of one another.

If you decide that this is a direction 
that you would like to take with 
your company,  the next question 
you may have is “what does it look 
like to get started?”  Every person 
will take a proven type indicator 
assessment that measures their 
personality type.  There are no 

right or wrong answers as there 
are no personality types that are 
better than others.  (Beware, there 
are a lot of pirated versions of 
MBTI online and will not give you 
an accurate assessment and it will 
also skew the results of the real 
version of the assessment, please 
stay away of these as they are 
unauthorized).  After the results 
are in, a MBTI certified instructor 
will come in and do a 4-hour 
interactive workshop interpreting 
the results.  This time is a great 
interactive time for the staff to truly 
get an understanding of MBTI and 
also each other.

Will MBTI solve all your problems?  
No, it is simply a tool you can use 
to better your staff and it is the 
choice of each staff member to use 
this tool or not.

If you are interested in pursuing 
the avenue of MBTI please call 
Jaime at 330-231-1195.

Myers, Isabel; McCaulley, Mary; Quank, 
Naomi; Hammer, Allen. MBTI Manual.

United States of America, 2009.

Jaime N. White, HR Director
jnw@thewhitelawoffice.com

MBTI – ANOTHER PERSONALITY TEST? 
Jaime White, HR Director, White Law Office, Co.
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CRAIG JOSEPH
Creative Director at Cassel Bear

An Identity to

Aspire Toward

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.

W hen we begin 
working with 
a company, 
business, or 
organization to 

help develop a brand and identity, 
we pay as much attention to the 
words that are being spoken / 
written and how they’re being 
conveyed (“the voice” of the client) 
as we do to the visual aspects of 
the identity, like the logo, brand 
colors, and photography style.

One of the things we find is that 
many clients don’t have a strong 
verbal articulation of their 
identity—what they are about and 
what makes them distinctive: no 
tagline or motto statement, not 
even a corporate mission, vision 
and value statement. Sometimes, 
it’s because they’ve never had 
an internal conversation about 
what exactly makes them 
distinctive. That’s a business 
strategy problem. More often 
than not, though, they’re just a bit 
intimidated to write something 

up because they’re not sure 
how, or what exactly it should 
accomplish. That’s an identity 
problem—and one with which 
Cassel Bear can assist. Here’s 
a quick cheat sheet to guide 
your efforts or at least get you 
brainstorming before you consult 
with our staff.

a  tagline
Ŀ Should be short and pithy—6–7 words

Ŀ Should be easily memorable and repeatable

Ŀ Should aim for a lengthy shelf life

Ŀ Needs to be the best distillation of what you’re 
about—how much can you say in fewest words

Ŀ Needs to be considered visually / incorporated 
alongside your logo

Ŀ Is primarily external facing—or your clients

a  mission  statement
Ŀ Works best in one sentence or phrase, if you can 

get it down to that

Ŀ It’s about what you do—the major activity that 
drives your business or organization on a day to 
do basis

Ŀ Should include a sense of “why” you do what  
you do

Ŀ Generally considered to be internally-facing—
helps make decisions based on how options 
further or don’t further the mission

a  vision  statement
Ŀ Works best in one sentence or phrase, if you can 

get it down to that

Ŀ It’s about what you hope for—the thing that will 
be accomplished if your business or organization 
successfully executes its mission or exceeds all 
its goals

Ŀ Should be aspirational, meaning it’s something 
you aspire to, but which is perhaps out of 
reach—a bit of a dream—the thing you will always 
be working toward in a hopeful manner

Ŀ May need to be re-written if you someday 
accomplish your vision

Ŀ As opposed to the mission statement, is written 
to be inspirational and less brass tacks—it’s a bit 
more connotative, rather than denotative

Ŀ Generally continued to be internally-facing—
helpful in catalyzing and inspiring employees and 
setting measurable goals

Want to keep this Identity Cheat Sheet 
close to your desk? Feel free to rip it out of 
the magazine and post it in plain sight.

values
Ŀ Should number about 5–6 if you really want 

to live them out well—more than that gets 
a bit unwieldy

Ŀ This is what you believe in—the core tenets 
that undergird everything you do

Ŀ Taken together, your values should indicate 
how you do your mission distinctively and 
differently than anyone else in the field

Ŀ Should only make the list if it’s something 
you can carry out without reproach

Ŀ Again, primarily internal-facing to use as a 
barometer or gauge to measure your efforts 
against

a  motto  statement
Ŀ Is the public-facing combination of your 

mission, vision, and values

Ŀ Should be about 2–3 sentences in length

Ŀ Should use slightly heightened or 
compelling language, as it’s the elevator 
pitch you’d give to someone if you only had 
a captive audience for 30 seconds

Ŀ Should be emblazoned on all your print and 
digital materials

Ŀ Can be considered alongside your tagline to 
see if they play well together—a motto can 
often expand upon the tagline as the next 
articulation of what you’re about

Identity Cheat Sheet
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Ŀ As opposed to the mission statement, is written 
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more connotative, rather than denotative
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Ŀ Should number about 5–6 if you really want 

to live them out well—more than that gets 
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Ŀ This is what you believe in—the core tenets 
that undergird everything you do

Ŀ Taken together, your values should indicate 
how you do your mission distinctively and 
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Ŀ Should only make the list if it’s something 
you can carry out without reproach

Ŀ Again, primarily internal-facing to use as a 
barometer or gauge to measure your efforts 
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Ŀ Is the public-facing combination of your 

mission, vision, and values
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compelling language, as it’s the elevator 
pitch you’d give to someone if you only had 
a captive audience for 30 seconds
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often expand upon the tagline as the next 
articulation of what you’re about
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Do you want to be a great leader? It is not enough to be 
competent and charismatic– you must be seen as 
someone who can be trusted, who has high integrity and 
is honest. People willingly follow those they believe in 
and trust. Others will ask themselves about you, “Do I 
trust this person?” and the answer must be an 
unqualified “Yes” for leadership greatness. Trust is the 
glue that holds an organization together. With it, a tiny 
company like John Deere grew into a worldwide leader. 
Without it, a giant corporation like Enron toppled.

Not long ago, most discussions of leadership were about 
leaders – their personality traits, how to identify and 
groom those with ‘leadership potential,’ and what were 
the skills that leaders employed.

Leadership  discussions today stress authenticity, EQ 
and relationships. This makes intuitive sense. But it isn’t 
just a fad; there is a solid reason behind the shift. It is 
driven by changes in the world. Above all, it reflects the 
growing importance of trust. 
Leaders can no longer trust in 
power; they must rely on the 
power of trust.

In the old way, leadership was 
vertical, and related to power. 
There was the top and there was the bottom. But things 
changed. The boundaries separating the bosses from 
the employees, the clients, and even the competitors 
became blurred, and the key success factor became the 
ability to inspire trust—persuading someone over whom 
you have no power to collaborate with you in pursuit of a 
common mission. The relationships became horizontal. 
Leaders today are skilled in trusting and being 
trustworthy. Sending a leader into today’s world armed 
only with the vertical, power-based skills of the past is 
like sending a revolutionary war soldier into modern 
battle. Defeat is certain.
Leaders who inspire trust get better output, morale, 
retention, innovation, loyalty, and revenue than others. 
Mistrust fosters skepticism, frustration, low productivity, 
lost sales, and turnover. Trust affects a leader’s impact 

and the company’s bottom line more than any other 
single thing.

In “The 10 Laws of Trust,” JetBlue chairman Joel 
Peterson explores how a culture of trust gives 
companies an edge. Consider this: What does it feel like 
to work for a firm where leaders and colleagues trust 
one another? Freed from micromanagement and rivalry, 
every employee contributes his or her best. Risk taking 
and innovation become the norm. And, as Peterson 
notes, “When a company has a reputation for fair 
dealing, its costs drop: Trust cuts the time spent second-
guessing and lawyering.”

Peterson, also consulting professor of Management at 
Stanford Graduate School of Business, defines trust as 
a giving up of control at some level to another person. “I 
believe that trust is more powerful than power itself,” 
explains Peterson. “It supports innovation and flexibility, 
and it makes life more enjoyable and more productive. 

People who live in high-trust 
environments thrive…You 
have to be intentional about 

b u i l d i n g a h i g h - t r u s t 
environment. It doesn’t just happen. It’s just 

like diet or exercise.”

Peterson provides three tests for deciding who to trust. 
The first is character. “We can’t trust a leader without 
integrity, who we can’t count on to do what he or she 
says,” he explains. Next is competence. You trust your 
mom, for example, but would you trust her to fly a 747 to 
London? The third, he says, is authority to deliver. 
There’s no point in trusting a pilot to fly to London if she 
doesn’t have permission to take off. “It’s folly to trust 
anybody if all three aren’t present,” Peterson says.
So how do you intentionally go about building a high-
trust environment and becoming a high-trust leader? 
One of the biggest mistakes a leader can make is to 
assume that others trust him simply by virtue of his title. 
Trust is not a benefit that comes packaged with your 
business cards. It must be earned over time. David 
Horsager says that anyone can earn trust over time, by 
building and maintaining eight key strengths:

THE INDISPENSABLE INGREDIENT 
DWIGHT MASON
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Clarity: People will trust what is clear, and mistrust 
whatever is fuzzy. Be clear about your mission, purpose, 
expectations, and daily activities. When a leader is clear 
about expectations, the chances grow that she will get 
what she wants. Daily clarity on priorities and purposes 
make us productive and effective.
Compassion: Trust grows when people see that you 
care beyond yourself. Never underestimate the power of 
sincerely caring about another person. People are often 
skeptical about whether someone really has their best 
interests in mind. “People don’t care how much you 
know until they know how much you care” is not a catchy 
phrase—it is truth. Follow it, and you will build trust.
Character: People are watching, and they notice when 
you consistently choose what is right instead of what is 
easy. Leader who have the trust factor have built it by 
consistently doing what needs to be done when it needs 
to be done. Right over easy wins every time.
Contribution:  There is no trust without results, and 
results build trust quickly. At the end of the day, people 
need to see strong results. You can have compassion 
and character, but without steady results, people won’t 
trust you. Focus on delivering what you promise 
consistently.

Competency: You can’t get behind and be trusted. 
People put their trust in someone who is fresh, learning, 
and relevant. Humbly striving to stay up with trends and 
new knowledge is vital. According to one study, the key 
competency of a successful new leader is not a specific 
skill but rather the ability to learn amid chaos. Arrogance 
and a “been there done that” attitude prevent you from 
growing, and they compromise confidence in you. 

Because life is always changing and growing, it is helpful 
to make a habit of reading, learning, and listening to 
fresh information.
Connection: People want to work with friends. Having 
friends is all about building connections and 
relationships. Relationships are best built by establishing 
genuine connection. Learn to ask questions and then 
genuinely listen, and be grateful and show it. Grateful 
people are not entitled, they do not complain, and they 
do not gossip. Grateful people are magnetic.

Commitment: Standing strong in adversity, keeping 
commitments builds trust. People trusted General 
Patton, Martin Luther King, Jr., Gandhi, Jesus, and 
George Washington because they saw personal 
commitment and sacrifice for the greater good.

Consistency: In every area of life, it’s the little things—
done consistently—that make the big difference. If I am 
overweight, it is because I have eaten too many calories 
over time, not because I ate too much on Thanksgiving. 
It is the same in leadership. Little things done 
consistently make for a higher level of trust and better 
results. The great leaders consistently do the small but 
most important things first. They make that call and write 
that thank you note. Do the little things, consistently, and 
see the trust levels elevate.

Trust can’t be built overnight. It requires time, effort, 
diligence, and character. Inspiring trust is not slick or 
easy to fake. Trust is like a forest. It takes a long time to 
grow and can burn down with a just a careless, loose 
action. But if you focus on these eight components with 
every action, you will foster trusted relationships and see 
your leadership grow strong.
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Making Great Hires 
The process of prescreening and hiring the most 
qualified individuals for your company can be very 
challenging. The job market is competitive and we’re 
all seeking the best talent to support growth 
opportunities for our businesses. The hiring and 
prescreening process can be time consuming and, 
unfortunately, sometimes it doesn’t always result in the 
best hiring decision. So how can you lower the risk of 
making a poor hire?

Prescreening Tools May Help
One way to elevate your hiring process is through the 
use of a prescreening tool. A prescreening tool Rea & 
Associates has successfully used is The Predictive 
Index (PI) Assessment. This cognitive assessment 
helps target key talent with the right fit for a job. It 
provides insight into a person’s capacity to learn, adapt 
and grasp new concepts. The PI does not measure IQ, 
but rather it provides an indication on how fast an 
individual can be expected to acquire new knowledge.
The value to companies utilizing this assessment also 
supports:
• Talent Acquisition: Hiring the right individuals 

and decreasing turnover costs
• Talent Development: Building teams and 

developing leaders
• Change Management: Building trust and 

managing transitions to new roles
• Growth Strategy: Improving productivity and 

driving revenue

How The Predictive Index 
Assessment Works
This assessment requires that individuals complete the 
test in 12 minutes. One part of the assessment asks 
individuals to check characteristics they feel others see 
in them. The second part of the assessment asks the 

individual to check characteristics on how they see 
themselves. That’s all! We then have the capability to 
enter the assessment into software and generate a 
summary report within a matter of minutes.
The summary report generated provides a narrative 
regarding the individual’s behavioral, communication 

Looking to fill your team with great hires? A predictive index 
assessment tool may be just what you’re looking for.
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and leadership styles to name a few. It will also provide 
an individualized behavioral pattern with insight 
regarding coaching and development opportunities to 
help this individual succeed.
If you’re interested in learning more about how such a 
tool can help your business in your recruiting and 
hiring efforts, email Rea & Associates or reach out to 

me directly for more information. I am happy to answer 
any questions and work with your team in providing 
this service.

Renee West, SHRM-CP, PHR
New Philadelphia Office

Published 11/28/17

Focus on the work you love.

Assurance Services
Benchmarking

Business Valuations
Data Security

Fiduciary Consulting
Financial Statements

Internal Control Structuring
Inventory Control & Costing

Lean Six Sigma
Management Consulting
Pension Administration 

Profit Enhancement

Retirement Plan Design
Strategic Planning

Succession Planning
Tax Planning

Call Jordan Miller at 330.521.4541 for a free consultation.

We have the tools you need to help your business reach its full potential.

We’ll take care of the rest.

Or visit www.reacpa.com to learn more about our services.
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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


HOW CAN WE BE    SERVICE TO YOU?of

Mediation

Collections

CRIMINAL 
DEFENSE

Contracts

TRUST & 

INTEGRITY

TITLE  & LIFE 

INSURANCE

Real 
Estate

PROBATE

Trusts

FAMILY 
LAW

Pipelines 

& ROWSOil & Gas

Startups

LLC Custody

Wills

Title

Negotiations

Arbitration

Landlord   
Tenant   

Divorce & 
Dissolution

Business Sales 
& Acquisitions

Elder Law

Succession 
Planing

Civil 
Litigation

White Law Office, Co.

Business 
Counsel

Thomas D. White, Senior Partner
tdw@thewhitelawoffice.com

Matthew A. Kearney, Litigation Associate
mak@thewhitelawoffice.com

Marianne E. Smithberger, Litigation Associate
ms@thewhitelawoffice.com

Christopher M. White, Managing Partner
cmw@thewhitelawoffice.com

Ken Hochstetler, Local Associate Holmes County
kh@thewhitelawoffice.com

Lynsey A. Schumacher, Local Associate Monroe County
las@thewhitelawoffice.com
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“OHIO BIRDS” 
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

W

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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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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