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IN MEMORIAM 
Attorney Ken Hochstetler

This past week, one of my friends, Andy (Bims) Mast 
passed away. We were not friends in the traditional 
sense, that you may often think of as friends. We 
didn’t share many common interests and, outside of 
the occasional breakfast we didn’t spend much time 
together over the past five years. Bims and I came 
from different generations and often had different 
ways of looking at the world. But despite these 
differences, we became friends when we worked at 
the same business over twenty years ago. I was a 
typical high school teenager 
who was looking for a 
summer job, and Bims was 
the seasoned employee 
who wasn’t sure that I 
would last the summer. I 
still remember the first 
morning I reported to work 
and came face to face with 
a tall Amish man who had 
a long beard and a loud, 
gruff voice. For the first day or two, I was too scared 
to say much of anything to Bims, let alone try and 
find out who he really was. However, as the days 
and weeks went on, I slowly began to realize that 
beneath the loud, gruff exterior was someone who 
had a great sense of humor and someone who loved 
to tell stories. One of my favorites was when he 
would talk about his fast pitch softball years and the 
time he pitched against Bobby Knight, who went on 
to coach basketball at the University of Indiana. 

These stories, and his ability to say what was on his 
mind, soon showed me that we didn’t need to have 
much in common to be friends.
Although we continued to work together at the same 
business over the next twelve years, both of us 
found our lives and careers changing. Bims was 
moving towards the end of his career just as I was 
beginning mine. This meant that our positions 
occasionally intersected, but we rarely spent the 
work day together. Over the years, we still saw each 

other on most workdays and 
I still looked forward to 
hearing a story or what his 
opinion was on whatever 
happened to be in the 
news. As time passed, I 
eventually found myself in 
charge of the division that 
Bims worked in. At first, I 
was excited for the new 
opportunity, then I came to 

the realization that I would be responsible for leading 
a group of employees who, like Bims, seldom 
backed down from sharing what was on their mind. 
Early on in my new responsibilities, I made many 
managerial mistakes such as trying to overextend 
my limited authority and making sure that everyone 
knew I was in charge. Through it all, Bims always 
knew how to handle my ignorance and would often 
pull me aside to say great one liners such as “don’t 
you get loud with me” or “now you listen here” when I 
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overstepped my boundaries. Over time, we both 
became comfortable with the new arrangement and 
often found ourselves again talking more as friends 
and less as co-workers. 
After twelve years of working with Bims, I eventually 
moved on and started a new business with a friend. 
As fate would have it, Bims would eventually join the 
new business and would be a key employee for 
several years. But soon life changed again, and I had 
the opportunity to pursue my dream of becoming an 
attorney. This meant that I said farewell to Bims, yet 
again, and headed back to school for the long trek to 
becoming an attorney. For several years we lost 
touch, not because we intended to avoid each other, 
but as a side effect of no longer working together. 
Then one day when I was in law school, Bims called 
to say that he needed my help with some real estate. 
Eager to help, we met for breakfast and it felt like old 
times again. That one breakfast changed our story 
once again as Bims and I kept in touch over the next 
several years. Every several months he would call 
with a question, or I would call him to get his opinion 
on something. That continued until right before 
Christmas when I spoke with Bims in what would be 
our last conversation before he passed away. At the 
time, we didn’t know it would be our last conversation, 
but I don’t know if the words would have been 
different if we had. We had a mutual respect that 
came from working together for over a decade and 
we didn’t need any words to express our friendship.  

I decided to write this story about Bims not only as a 
tribute to who he was, but to remind us about what 
we sometimes fail to notice about the workplace. 
Some of our co-workers slowly evolve from being 
simply our co-workers into being our friends. This is 
not particularly surprising news, if it can even be 
considered news. We have long known that spending 
time with people may result in friendship. What we 
have only begun to realize, is how important this can 
be in the workplace. The realization that employees 
who enjoy their co-workers are happier employees 
has helped push many companies into using 
personality testing in the workplace. Eighty-nine of 
the Fortune 100 companies now use personality 
testing for employees.1 Although personality tests will 
not test on whether co-workers will be friends, the 
underlying truth is that personality tests are trying to 
determine whether a potential employee will be a 
good fit in the culture the business is trying to create. 
In other words, can the employees be friends with 
their co-workers. What we have learned is when 
employees enjoy being with their co-workers, it will 
lead to happier employees, which causes increased 
productivity and higher profits. 
In the end, I don’t know if a personality test would 
have predicted that Bims and I would be friends, but I 
know that if a personality test can find me more co-
workers who become friends like him, I would give it a 
try.

Attorney Ken Hochstetler
kh@thewhitelawoffice.com 

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

1. Benjamin Winterhalter.  “ISTJ? ENFP?  Careers Hinge on Dubious Personality Tests.”  Boston Globe, August 31, 2014. Online Edition.
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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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None of us likes to think about 
wha t m igh t happen to ou r 
businesses or our families if we 
were to die or become disabled. 
Owners who do let that thought 
cross their minds stay awake 
nights worrying about it, push the 
thought to the back of their minds 
or engage in serious business 
continuity planning. 
Business continuity planning can 
protect your rights in a number of 
important ways. If you and your co-
owner have a significant business 
dispute or if your co-owner: 
• becomes disabled
• leaves the company due to 

retirement or termination
• declares bankruptcy
• dies
• divorces 
your business continuity agree-
ment can dictate what you will pay 
for the departing owner’s interest. 
In addition, if you died or became 
disabled, the business continuity 
agreement could protect your 
family’s right to its share of the 
company. If you do not have a co-
owner, there are other ways to 
protect your company and your 
family. 
Most owners live to see the day 
they leave their companies, but 
some do not. The purpose of 
business continuity planning is to 
make sure that if you are not there 
to run it, your company--and your 
family--will continue. 
For that important reason, we’ve 
designed a short list of questions
— one for sole owners and one for 
co-owners— to help owners 
assess where they are on the 
business planning continuum. In 

other words, in answering these 
questions, you can determine how 
prepared you and your company 
are, or are not, should the 
unexpected happen to you. 
Sole Owners 
1. Do you have a written plan for 

your business i f the un-
expected happens to you? 

___ Yes ___ No 
2. Have you identified a person 

who can operate the business 
in your absence?

___ Yes ___ No 
3. Have you identified a person 

who can manage the finances 
of your business in your 
absence?

___ Yes ___ No 
4. Would your death jeopardize 

your company’s abil i ty to 
secure or maintain financing 
arrangements?

___ Yes ___ No 
5. Is your plan for the disposition 

of your ownership at your death 
coordinated with your plans for 
an exit from the business 
during your lifetime?

___ Yes ___ No 
6. Do you have a specific written 

strategy or plan to retain 
employees cr i t ical to the 
operation of the business if you 
cannot due to your death or 
disability?

___ Yes ___ No 
Co-Owners 
1. Do you have a current buy-sell 

agreement in place?
___ Yes ___ No

2. Have you communicated your 
cont inui ty p lan to senior 
management?

___ Yes ___ No
3. Would your death jeopardize 

your company’s abil i ty to 
secure or maintain financing 
arrangements?

___ Yes ___ No
4. Is your plan for the disposition 

of your ownership at your death 
coordinated with your plans for 
an exit from the business 
during your lifetime?

___ Yes ___ No
5. D o y o u h a v e b u s i n e s s 

continuity insurance in place? 
___ Yes ___ No 

The business continuity agreement 
is not a boilerplate document; a 
good one is an expression of the 
careful thought and wishes of the 
owners who sign it. If you have 
questions about your existing 
agreement or wish to craft one for 
your company, please give us a 
call. 

BUSINESS CONTINUITY PLANNING:
WHAT DIFFERENCE DOES IT MAKE?

Hummel Group, Inc. 4585 State Route 39, PO Box 250, Berlin, OH 44610, 330.893.2600

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

mailto:kschlabach@hummelgrp.com
mailto:kschlabach@hummelgrp.com
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Charitable 
Giving… 

 Much more than tax 
deductions 

----------------------------------------------------- 
he newly enacted tax law had persons and 
businesses trying to figure out the year-end 
implications and what these changes mean for 

the future. No doubt, these conversations will continue 
in a well-publicized manner throughout 2018. 

At Everence, our donor advised foundation did see a 
significant rise in year-end giving with some persons 
electing to front loading some or all of their 2018 
charitable giving. This is just one example of how a 
donor advised fund can enhance one’s charitable 
interests. 

“I like to call a tax deduction the icing on the cake,” said 
Bill Hartman, Everence VP of Organization and 
Congregation Services.  “We give according to our 
theology and calling.  The tax system has an additional 
benefit.” 

Bundling deductions is a theme that is getting attention 
with the rise in the standard personal income tax 
deduction. This is especially true for middle-income 
persons, but may not be as true for higher capacity 
persons. 

The many “tools” of a donor advised foundation are 
designed to enable and enhance the charitable interests 
of individuals, families, and businesses. Almost any 
asset can be donated, including cash, securities, real 
estate, commodities, and even one’s estate. Of course, 
these donated assets may represent opportunities for 
tax savings depending on the individual’s or business’ 
tax circumstances. 

But in my years as an Everence Charitable Services 
Representative, I have learned that tax advantages are 
not always the primary reason that people choose to be 
generous.  

 

This unique occupation has allowed me to meet some 
of the happiest people – individuals who experience 
great joy and a sense of personal fulfillment as a result 
of being able to give. I often say that I’m so privileged to 
work with happy people.  
Interestingly, the diversity of humankind is also evident 
with charitable people. There appears to be no single 
characteristic, such as having a certain income, net 
worth, education, church, or profession that all 
generous people share. What they do have in common 
is having experienced the joy and rewards of being 
generous with their resources, including their time, 
talents or dollars.   

Happy charitable people also share these resources 
without undue “strings attached,” trusting the 
recipients to be great stewards of such generosity. This 
is possible because the responsible donor only supports 
causes and organizations that are worthy, typically ones 
in which they have a shared passion. 

Today, people are increasingly motivated by their 
religious and social passions to help make a difference 
with human need.  The “why” of any specific ministry or 
program (i.e. to transform lives) is what really motivates 
and rewards a charitable person – largely not for tax 
reasons – but because they feel called to be generous at 
the heart level. 

Ideally, the giver feels joy and gratification. The receiver 
feels worthy and enabled.  When these two meet, there 
is no limit to the impact! May we be open to being 
charitable and join the Happy People crowd. And yes, 
there may be some tax advantages. 

 
David A Miller (330-763-
3191) is the Charitable 
Services Representative for 
Everence Financial with 
offices in Kidron & Hartville. 

Everence is a faith-based 
financial services 
organization. 
 

david.miller@everence.com or www.everence.com 

T
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White Law Office, Co., Attn: Attorney Christopher M. White, Managing Partner
209 N Washington St, Millersburg, Ohio 44654
T 330.231.1105, F 888.711.9210, E cmw@thewhitelawoffice.com

Next Level Ready!

This is a salon and spa that has five years of reputation and 
brand recognition developed in Holmes County. From 
regulars to special events, it provides clientele with a wide 
range of services. It is located in a unique and reinvented 
location with room to expand. Our client has worked hard to 
develop this from an idea to a reality, but is now ready to sell 
to someone who has the vision to take it to the next level.  


Are you that someone?

Offered at:

$300,000
• 2,640 Square Feet 100% 

Updated First Floor
• 2,640 Square Feet 80% 

Updated Second Floor
• Fully Stocked Inventory
• $200,000 Est. 2017 Revenue
• 37% Average Annual Growth 

Over Past 4 Years
• Fully Staffed
Contact White Law Office for 
a Non-Disclosure Agreement

White Law Office, Co. Business Brokerage Services

Salon 

and Spa
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Think of the last time you felt like 
y o u w e r e m i s s i n g o u t o n 
something. Maybe you couldn’t get 
a ticket to the latest event. Maybe 
you saw all your friends tagged in 
a photo on Facebook and you 
weren’t there. Or maybe your 
neighbor joined an exclusive group 
for members only.  
Remember how you felt? Left out? 
Excluded? Wondering “Why didn’t 
I get the invite?” 
We all want to be included. We all 
want to know that we belong. We 
don’t want to feel like we’re 
missing out. We deserve to be a 
part of whatever it is, right?  
“Why am I not a good fit?”  
Understanding this desire to be 
wanted can be a strong advantage 
in your sales process.  
Prior to a first meeting, instead of 
going in with the intent to sell 
something, imagine approaching 
the meeting with a mentality of 
discovering if the prospect will be a 
good client for you…if he or she 
deserves to be a part of your 
exclusive, members-only client list. 
Start off the call/meeting with 
something like,  “My hope for 
today’s meeting is to learn more 
about you and your business, 
share a little about what we do, 
and ultimately find out if we’re a 
good fit for each other.” 
You’ve just put the question in their 
head, “Why wouldn’t I be a good 
fit?”  
This is not a trick. You are 
genuinely interested in learning 
more so you can determine if you 
should do business together. Read 
that first statement again, and then 
read this (the typical salesperson): 
“Let me tell you about our product, 
and let’s see if we can do business 
today.”  
(Okay – so it may not come out 

exactly like that, but it’s pretty 
close to what the prospect hears!) 
“I’ve got a million dollars in the 
bank and don’ t need the 
business.”  
Approaching a prospect this way 
requires a different mentality. You 
c a n ’ t g o i n t o t h e m e e t i n g 
thinking,  “I’ve gotta get this one. I 
need this to meet quota this 
quarter.”  Instead, work toward the 
idea that, “I’ve got a million dollars 
in the bank and don’t need the 
business.” 
Yes, I know, this is hard when you 
DON’T actually have a million 
dollars in the bank. But, there’s a 
little fake-it-till-you-make-it that has 
to come into play here at first – 
until you actually get that million! 
By taking this approach, you are 
much more likely to truly look at 
the opportunity objectively. You 
can evaluate whether you can 
really help…whether he or she’ll 
be a good client or not…whether 
there’s a good fit. 
“I’ll probably recognize it before 
you.” 
What to push it a little further? 
Here’s a little added bonus idea. 
Go one more step beyond your 
initial statement with something 
like this: 
“My hope for today’s meeting is 
to learn more about you and 
your business, share a little 
a b o u t w h a t w e d o , a n d 
ultimately find out if we’re a 
good fit for each other. We are 
not a fit for everyone, and we 
know that. In fact, I’ll probably 
recognize it before you do. If 
that’s the case, are you okay if I 
tell you?” 
What?? Did you just say you’d tell 
them they’re not a fit? Yep. You 
did.  
In Sandler, we call this a “pattern 

interrupt” – to do or say something 
unexpected that disrupts the 
prospect’s normal pattern. 
And, again, you’ve placed them in 
a position to question why they 
wouldn’t be a good fit. Not only 
have you interrupted the typical 
sales pattern, but you’ve created a 
sense of exclusivity and now they’ll 
want to know how to join. 
Try this on your next sales call. Let 
us know what happens.
Interested in learning more about 
the Sandler selling system? Give 
us a call at 330-231-0998 or send 

an email to 
jordan.mullet@sandler.com

to discover how Sandler Sales 
Training could help your business.

J o r d a n h e l p s b u s i n e s s o w n e r s & 
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 
specia l izes in sa les t ra in ing, sa les 
management training, client development 
and business coaching. His clients tend to be 
small/medium local businesses, ranging from 
solo entrepreneurs to growing companies 
with large sales teams.

Jordan Mullet

THE “WHY AM I NOT A GOOD FIT” EFFECT
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S A V E  T H E  D A T E

6TH ANNUAL 
SMALL BUSINESS 
CONFERENCE 
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Four score and some years ago, I experienced 
something and someone that forever impacted my 
life and leadership. I was attending a large 
leadership event and was amped up to listen to the 
amazing leaders who were slated to speak that day 
and…cue record scratch…
The host of the event announced a change in the 
line up and introduced the presenter for our 
session, Benjamin Zander The Conductor of the 
Boston Philharmonic. After I got over the shock of 
missing one of my favorite leadership gurus, I 
directed my attention towards the stage and 
decidedly sat back, crossed my arms and started to 
doodle on my note pad and just watch the show. 
He grabbed my attention right off the bat. I began to 
study and process this gentleman, soft spoken, yet 
his voice had incredible command and inflection. 
His eyes seemed to reach right to you and his 
accent captivated my mind and caused me to lean 
forward and focus my attention, matching the 
movement of his lips with his words to make sure I 
didn’t miss anything. He looked about six foot and a 
spry 185 pounds, but the level of his command was 
that of a six foot four Army General. I was now 
totally engaged, leaning in and realizing that the 
task of leading one of the worlds renown 
symphonies, comprised of all star musicians, must 
require someone of his caliber and presence.
What happened next was so unconventional and 
packed with genius that, to this day when I speak to 
leaders, I make a valiant attempt to recreate the 
moment so others may be impacted by the principle 
as well.
Mr Zander, had wandered from the stage into the 
audience and in the midst of a passionate 

description of leading creative leaders he paused, 
putting his left hand on chin as if he dropped into 
deep thought, the weight of the silence was 
incredible even if it were only seconds. He turned 
and walked about three steps towards the stage, 
pivoted and asked, “Does anyone have a birthday 
today?”. In a flash a hand shot up in the front and 
he immediately called her forward, genuinely 
wanting to get to know her, asked the young lady to 
tell us her name and if she desired, shared what 
birthday she was celebrating.
It was Julie’s 26th birthday. Ben then asked the 
audience to sing the timeless song, Happy Birthday. 
It was a happy moment, I sat there and like 
everyone else mailed in the basic happy birthday 
song along with a few who attempted to sing with 
harmony near the end, but as I watched Mr. Zander, 
I could tell he was less than impressed.
As Julie was walking back to her seat he stopped 
her and asked her to return to the front of the room. 
He apologized for the way we sang to her with a 
regretful tone, saying, this room is packed full of 
great leaders who did a horrible job singing, “the 
one song” that should be a celebration of your birth 
and abundant life, that also happens to serve us 
with a special reminder to live an abundant and 
impactful life as we sing it.
We had missed the mark, I looked at Julie, her face 
red and tears swelled. I thought at first she was 
embarrassed, baited into this uncomfortable 
moment in front of thousands of people, but as I 
looked closer I could see that is was more than 
that. Ben jumped up and asked, Isn’t Julie worth 
our very best? Isn’t the celebration of Julie’s birth 
and life worth our very best effort along with a 

HOW SINGING HAPPY BIRTHDAY CAN IMPACT 
YOUR LEADERSHIP AND YOUR BUSINESS.

Guiding, Inspiring and Instructing business owners and leaders to improve their lives and achieve their goals.
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remarkable version of Happy Birthday? The crowd 
cheered and I could see she was moved by this in 
a deep way.
Ben had us stand and taught us the most 
remarkable version of Happy Birthday, one that 
Marilyn Monroe could not even touch. He taught 
us the power of emphasis and action when it 
comes to making an impact in the lives of those 
we lead. Ben taught us to emphasize the words 
Happy Birthday and You, while throwing our arms 
out towards Julie as a term of endearment when 
we sang each of those words, then turning up the 
action and volume with the most important part of 
the song…Her name. Ben then challenged us to 
take it to the highest level by erupting into 
marvelous cheers and applause for Julie when we 
closed it out.
We gladly accepted the challenge and rolled into a 
roaring rendition of happy birthday that raised the 
roof, setting off car alarms for ten city blocks. I had 
goosebumps and tears as I could see the impact 
of the moment on Julie’s face. I glanced at Ben 
who was glowing with satisfaction, but the lesson 
was far from over.

After Julie was seated, he asked the auditorium to 
have a seat. It seemed that we forgot we were 
standing as were caught up in the moment. The 
silence focused us as Ben collected himself and 
made his way back to the center of the room.
With a small crack in his voice, Ben said 
something I would never forget. He said, “Every 
Day is a wonderful gift, with every moment 
specially wrapped for you and me. Every one of 
us who has the opportunity to wake up and 
experience this day needs to celebrate it. We 
should celebrate it’s birth every hour as it calls us 
to lead by singing a remarkable version of Happy 
Birthday. 
The challenge for us every day is this, 
You..Get..To…Choose how you sing that song and 
I implore you to sing it loud with emphasis and 
action, making the most of the moments we have 
to love and lead our families, our teams, bringing 
our best to our businesses by leading with energy 
and passion.”
It’s time to start singing loud!

Smile the next level awaits.

Kevin

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

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

mailto:invisibleinsights@gmail.com
mailto:invisibleinsights@gmail.com
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In today’s business world we are seeing the words 
“soft skills” being tossed around in regard to 
managing employees or working on team projects.  
What are “Soft Skills”?  They are, “personal attributes 
that enable someone to interact effectively and 
harmoniously with other people.”  Our definition is “an 
understanding of self and an understanding of the 
needs of other people.”  

Long gone are the days when the boss says “jump” 
and everyone jumps, no questions asked.  We have 
entered into an age where it has become important for 
bosses and employees to understand themselves 
(what makes him or her tick) and understand others 
(what makes them tick).  And, despite reservation, 
that is good.  In a society that focuses so much on 
media, work is fast becoming only place someone can 
regularly relate socially.  So, let’s break this down. 

Understanding Self

When a person can correctly identify their emotion 
and what triggered those emotions, then they are able 
to deal with that emotion quicker, more efficiently, and 
make better decisions in the long run.    We all have 
triggers that make us happy, sad, angry, perturbed, 
etc.  Understanding those triggers gives us the armor 
to see what is coming and be better at dealing with it.  
Understanding ourselves helps us to deal better with 
change, relationships, communication, projects, stress 
tolerance, and the need for flexibility, just to name a 
few. 

Understanding Others

When a person can have the confidence in 
themselves to handle their own emotions they will 
have the ability to read and understand other’s needs 
and emotions.  The ability to understand when 
someone is having a bad day, that they are frustrated, 
or that they may need encouragement is a skill we 

should all strive toward.  This skill fosters strong 
relationships, makes communication more efficient, 
makes for easier conflict resolution, and improves 
project management.  

One of the tools that you can use to understand 
Emotional Intell igence is the Myer ’s Briggs 
Personality Type Indicator.  As we understand our 
personalities we start to understand ourselves and 
how we relate to other’s around us.  We start to gain 
understanding of others’ preferences of com-
munication and also, we gain understanding of what 
the signs of stress are in others’ personality types.

If you are interested in Myer’s Briggs Personality Type 
Assessment, White Law Office has a certified member 
on our staff that can serve your needs.   One of the 
many workshops we offer is an 8 hour seminar on 
Type and Emotional Intelligence.  Developing these 
“soft skills” in your employees and management will 
increase productivity and leadership. You will spend 
less time trying to solve interpersonal conflicts and 
you will see less turn over and higher employee 
satisfaction.

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

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

BUYING COMMERCIAL PROPERTY IS A BIG INVESTMENT
For a one-time premium, an owner’s policy of title insurance 
helps to protect it.

THE SELLER MAY NOT OWN THE PROPERTY OR HAVE 
AUTHORITY TO SELL IT
Title insurance offers coverage against defects in title caused 
by fraud, forgery, incapacity, impersonation or the seller’s 
lack of authority to sell the property.  Commercial entities 
are often owned by complex legal entities, and you need to 
know that the seller has properly transferred ownership rights 
to you. 

WARRANTIES IN YOUR DEED MAY NOT PROTECT YOUR 
OWNERSHIP OF THE PROPERTY 
Even if the seller warrants good title to you in the deed, 
the seller may not have the money to pay your losses 
if a problem arises, especially when the seller was a 
special purpose entity, as is often the case in commercial 
transactions. When you purchase an owner’s policy of title 
insurance from First American Title, you have the financial 
power of First American to protect you against loss from 
covered claims.

THE POLICY MAY COVER MORE THAN JUST OWNERSHIP
Depending on the type of policy issued, coverage insuring 
against loss due to disputes over boundaries, access 
rights and easements may be provided to you. Ask about 
available options for extended or expanded coverage via 
endorsement and otherwise.

A LENDER’S TITLE POLICY DOES NOT COVER YOU
Your lender has required you to pay for a lender’s policy of 
title insurance, but that policy only provides insurance to the 
lender. You are not covered, and cannot make a claim, under a 
lender’s policy of title insurance.

THE HIGH COST OF CLAIMS
Title disputes are not cheap. Are you prepared to pay a 
lawyer to fight for you in court? Title insurance includes 
coverage for legal expenses which may be necessary to 
investigate, litigate or settle an adverse claim.

COVERAGE FOR A ONE-TIME PREMIUM
The premium for an owner’s policy of title insurance is only 
paid once and covers you for as long as you hold an interest 
in the title to your commercial property.

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

OWNER’S POLICY 
OF TITLE INSURANCE

COMMERCIAL PROPERTY

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: 11/2017

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

Walnut Ridge Title
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Three Branding Lessons

from Disney
MATT MARKIEWICZ

Designer at Cassel Bear

A couple of years ago, I was fortunate 
enough to spend 18 hours on a bus 
filled with teenagers as I accompa-

nied my wife, a school band director, on her 
band’s trip to Disney.

Now, I’d been to Disney once before (ironi-
cally enough on my high school band trip) so 
I had some idea of what to expect, but I was 
incredibly excited to view the massive op-
eration that is Disney through more mature 
eyes, eyes that are now honed for design, 
marketing, and brand messaging.

With that in mind, I did my best to keep my 
branding brain at least somewhat engaged 
and came away with three big lessons that I 
think most organizations can apply to their 
own marketing and messaging practices.
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LESSON 1 
Your People Are Your Publicity
Whether talking to a custodial 
worker or Cinderella herself, we 
were met with the same warm, 
welcoming, and cheerful demean-
or. Little girls were consistently 
addressed as “Princess” by cast 
members, and even the most dis-
gruntled guest was greeted with a 
smile. Disney’s staff of thousands 
all work together to create the 
magical atmosphere at the parks.

People are the cornerstone of 
any business, and without unity 
within your staff, customers may 
get a different impression of your 
company’s identity, depending on 
who they talk to on a particular 
day. Mottos, mission statements, 
core values, and other defined at-
tributes of your company’s iden-
tity should be coherent, under-
standable, and easily relatable (if 
you haven’t defined those, we can 
help!). And they should be made 
very clear to your employees. 
Ensuring that your staff commu-
nicates the message behind your 
company accurately and with con-
sistency is essential to building a 
strong brand reputation.

LESSON 2
The Fly in the Ointment
Part of the fun of examining 
Disney from a design perspective 
was seeking out any lapses in their 
efforts, any cracks that revealed 
anything less-than-magical behind 
the candy-coated facade. From the 
moment I set foot on the property 
to when the busses rolled out of 
the lot for the final time, there was 
only ONE moment where I was 
pulled out of the illusion.

The ability to loosen the reigns a 
bit and have some fun with your 
brand can have incredibly posi-
tive results. You might be a major 
manufacturer of industrial equip-
ment, but that doesn’t mean you 
can’t pretend to be a spy agency 
for a day (seriously, we did this for 
a client). Injecting a bit of fun into 
your branding can bring a new en-
ergy to an otherwise static brand.

Thanks to Disney, I returned from 
my vacation relaxed and refreshed 
(yes, even after another 18 hours 
on a bus full of teenagers) and ea-
ger to get back to doing great work 
for our clients. 

MATT MARKIEWICZ
Matt brings over ten years of web and 
interaction design experience to Cassel 
Bear, where his blend of creativity and 
pragmatism balances a client’s goals with 
clear, user-focused design. 

! matthew@casselbear.com

Imagine: you’re aboard a space sta-
tion, walking through its corridors 
on your way to your shuttle, bound 
for new adventures in the furthest 
reaches of the galaxy. The designers 
of Space Mountain have you utterly 
convinced that everything you’ve 
experienced is authentic. Then you 
turn the corner, and are greeted 
with a brightly lit, bare concrete 
hallway, with only the faintest at-
tempt at theming (above right). Oh, 
right, we’re in Orlando, not Alpha 
Centauri! 

You can be doing many things right, 
but all it takes is one poorly execut-
ed advertising campaign, a hasty 
rebranding, or repeated grammati-
cal mistakes to alter a customer’s 
perception of your company. It’s 
crucial that every piece that defines 
your brand – text, image, website, 
printed materials, etc – is working 
together to maintain a coherent 
and consistent identity.

LESSON 3
Even Adults Love Mouse Ears
While waiting in line for several 
rides, we ran into countless adults 
who were having as much fun as 
the kids around them: newlyweds 
on their honeymoon, business 
executives taking a break from 
a conference, older couples on 
vacation – people who, outside of 
Disney, might have trouble wear-
ing mouse ears. But everyone, 
whether a dentist, a welder, or a 
dog groomer, can appreciate a bit 
of humor and fun in their too-
serious lives.

330.639.1900   |   Canton, Ohio
To experience some magic without heading 

to Orlando, visit casselbear.com.

strategy + design
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Most leaders are still trained to 
lead with their heads, not their 
hearts. They’re conditioned to put 
business before caring. The 
public profile of a good leader, for 
instance, routinely includes 
adjectives like tough, decisive, 
hard-nosed, quick-to-judge, 
results-driven.
Let’s face it, there hasn’t been a 
lot of room for compassion in 
most workplaces, but i t is 
changing. Emotional intelligence 
is pr ized, and i t inc ludes 
c o m p a s s i o n . T h i s m o r e 
e m o t i o n a l l y i n t e l l i g e n t , 
empathetic and caring style of 
leadership provokes questions 
like: What is compassion? What 
d o e s i t m e a n t o b e a 
compassionate leader? How can 
I inspire others to create a more 
caring culture? Will being more 
compassionate mean going soft, 
diluting hard decisions and 
watering down a solid focus on 
outcomes?
A careful look at compassionate 
wil l prove it to be a core 
characteristic of leaders who are 
effective and lasting. Let’s start 
with defining compassion.
Thupten Jinpa, a scholar who 
often teaches compassion skills, 
defines compassion as having 
three components:
• A cognitive component: “I 

understand you”
• An affective component: “I feel 

for you”
• A motivational component: “I 

want to help you”
The most compelling benefit of 
compassion in the context of 

work is that compassion creates 
highly effective leaders. To 
become a highly effective leader, 
you need to go through an 
important transformation. Bill 
George, the widely respected 
former CEO of Medtronic puts it 
most succinctly, calling it going 
from “I” to “We.” It is the most 
important process leaders go 
through in becoming authentic. 
How else can they unleash the 
power of their organizations 
unless they motivate people to 
reach their full potential? If our 
supporters are merely following 
our lead, then their efforts are 
limited to our vision and our 
directions. Only when leaders 
stop focusing on their personal 

ego needs are they able to 
develop other leaders.
Compassion literally means “to 
suffer together.” Among emotion 
researchers, it is defined  as the 
feeling that arises when you are 
con f ron ted w i th ano the r ’s 
suffering and feel motivated to 
relieve that suffering. A lack of it 
is devastating. Leadership gurus 
describe the toxic state of many 
workplaces, often as a result of 
their leaders’ influence. Leaders 
i n b u s i n e s s s c h o o l s , 
organizations, and in politics are 
taught to lead with their heads 
and not with their hearts.
What does a compassionate 
leader look like? Bill Cropper in 

THE CHANGE FORUM gives 
some indicators.
Compassionate leaders are ‘in-
tune’ feeling-wise.  What they 
say and do resonates – and they 
always have the time to engage 
in connective conversations with 
others.
C o m p a s s i o n a t e l e a d e r s 
manage their moods.  They 
know feelings are catchy and 
they use positive emotions to 
inspire, not infect others with 
negative, de-motivating feelings.
Compassionate leaders put 
p e o p l e b e f o r e p r o -
cedures.  They’re willing to set 
aside or change outmoded or 
emotionally dissonant rules and 
regulations for the greater good.
Compassionate leaders show 
s i n c e r e , h e a r t f e l t 
consideration.  They genuinely 
care for the well-being of others 
and have a humane side that 
puts other’s needs before theirs.
Compassionate leaders are 
mindful.  They’re awake to their 
own feelings, aware of the impact 
they have on others and attentive 
and sympathetic to the needs of 
others.
Compassionate leaders are 
hopeful.  They move others 
passionately and purposefully 
with a shared vision that plays on 
the positive, energizing and 
renewing power of hope.
Compassionate leaders have 
the courage to say what they 
feel. They convey feelings, fears, 
even doubts, authentically, which 
builds trust and makes them 
approachable. They share this 

COMPASSIONATE LEADERS 
DWIGHT MASON
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about THEMSELVES, primarily—
not about other people.
C o m p a s s i o n a t e l e a d e r s 
engage others in frank, open 
dialogue.  They speak candidly 
with truth, humility, respect and 
conviction – and make it safe for 
others to do so too.
Compassionate leaders are 
connective and receptive. They 
read what other people are 
th ink ing and fee l ing . Th is 
empathetic connection keeps 
them in touch and in tune.
Compassionate leaders take 
p o s i t i v e a n d a f fi r m i n g 
action. They act out compassion. 
They don’t just pay lip service to 
a cause, they make a promise, 
act on it and keep it.
Of course, if you are not already 
leading with compassion, this 
may seem like an enormous task. 
Why should you make the effort?
First of all, it will make the leader 
himself a more satisfied and 
happy person. Compassion and 
empathy make us feel good 
about ourselves, and build 
successful relationships with 
others. Our personal stress level 
will go down, and our fulfillment 
level will go up.
Second, it will enhance our 
organizations in ways almost 

nothing else will. Compassion 
and empathy are lynchpins for 
good leadership. When leaders 
regularly demonstrate concern 
f o r p e o p l e e x p e r i e n c i n g 
difficulties and then act upon the 
concern to help and support, they 
foster engagement, loyalty, and 
self-sacrifice on the part of the 
employees. William Baker and 
Michae l O ’Mal ley, au thors 
of  Leading with Kindness  argue 
that the practice of kindness in 
corporations has a positive 
impact on bottom line business 
results.
While a significant number of 
leaders still try the command and 
control or “carrot-and-stick” 
approach to management, the 
massive amount of research says 
compassion is the effective 
method. Constructive feedback, 
which is usually critical, rarely 
helps anyone, and certainly 
ra re ly improves employee 
performance on the job.  In his 
article in the  Harvard Business 
R e v i e w , To n y S c h w a r t z , 
President and CEO of the Energy 
Project , and author of Be 
Excellent At Anything,  says that 
when we hear the phrase from 
someone, “Would you mind if I 
give you some feedback?” what 
that actually means to most of us 

is “Would you mind if I gave you 
some negative feedback?,” 
wrapped up in the guise of 
constructive criticism, whether 
y o u w a n t i t o r n o t . A n 
understanding, empathetic and 
compassionate relat ionship 
consistently given will do much 
more than the evaluative, “raising 
the bar” conversation.
So much of our current political 
and business landscape is 
characterized by incivility, hurtful 
language and behavior by too 
many leaders. There’s not much 
compassion. Get it right, or get 
fired. Get it right, or you will be 
humiliated right back.   Little 
wonder how our society and 
institutions have become toxic 
places for many people, with 
damaging results. There is 
overwhelming evidence that 
despite what appears to be the 
character of the times, people 
want and need their leaders to be 
empathetic and compassionate. 
The success and well-being of 
the treasure you lead may be 
d e t e r m i n e d b y i t . D a n i e l 
G o l d m a n , t h e e m o t i o n a l 
intelligence expert, says your 
own success will depend on it, 
too.
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When Transacting with Family Members, 
Keep an ‘Arms Length’

We’ve all heard it – never do business with friends or 
relatives … but how many of us still do   (especially 
when real or personal property is involved)? As a rule, 
the IRS takes a very close look at financial 
transactions between family members, which is why 
it’s wise to know what you are dealing with in advance.

Why Does The IRS Scrutinize Transactions 
Between Family Members? 
If you’re contemplating selling property to   ̶   or buying 
from   ̶     a family member, you need to evaluate the 
potential negative tax consequences before entering 
into a transaction. As a worst-case scenario, the IRS 
could set aside the transaction as if it never took place, 
which would mean whatever gain or loss you have, 
would evaporate.

The reason the IRS scrutinizes these transactions is 
because they are rarely “arms-length” transactions, 
which means that pricing is established as if the buyer 
and seller are independent parties. With an “arm’s 
length” transaction, the seller must want to sell his or 
her property at a fair market price   ̶    and the buyer 
must also offer a fair price. These transaction should 
not be for tax avoidance. The IRS will determine if the 
sale was fair, a gift or bogus and impose penalties.

Tax issues frequently arise with these transactions. For 
example, if you agree to sell your vacation home to 
your son, and he pays your original price, warning 
bells may sound. Was your selling price the fair market 
value? Did your son get an appraisal of the property? 
And, did comparable properties sell at similar prices?

Trying to claim a loss on the sale is usually disallowed 
as there are specific tax rules regarding a loss from the 
sale or exchange of property when it is between family 
members regardless of whether you can prove the 
price is fair. The IRS’s definition of family is very broad 
in this instance and includes brothers and sisters (even 
half-blood), spouses and direct ancestors and lineal 
descendants (including adopted children). Nieces and 
nephews, aunts, uncles and in-laws are excluded as 
are step-family members.

The IRS is also likely to question you if you try to claim 
a gain on the sale if your return is audited. The IRS 
can claim that you didn’t recognize enough gain, 
hoping to tax the rest as a taxable gift. In selling 
property to a family member, you should keep a record 
of comparable prices in case the IRS audits your 
return.

Tax issues frequently arise when you do business with 
family members. For example, if you were to agree to sell 
your vacation home to your son, and he pays your original 
price, the warning bells are sure to sound. That’s because 

the IRS is bound to have more than a few questions … was 
your selling price the fair market value? Did your son get 
an appraisal of the property? Did comparable properties 

sell at similar prices? The list goes on … contact a tax pro 
to make sure you are preempting these questions and 

avoiding the headaches.
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Divorce can also spawn tax consequences. Courts 
often direct one spouse to transfer property to the 
other. Generally, no gain or loss is recognized when 
property is transferred incident to the divorce. If the 
transaction is not “incident to the divorce” and a 
spouse claims large losses, the IRS will carefully 
examine if the transaction was genuine.

Also, gains or losses are not recognized if a transfer 
takes place between married spouses even if they 
don’t file a joint return (or if their relationship is 
amicable or not).

Anticipate The Challenges
If your transaction is scrutinized by the IRS, be sure to 
get professional backup. Better yet, be proactive by 
anticipating potential challenges and taking some 
simple, common-sense steps:

• Be prepared. Document every step of your related 
party transaction. All agreements should be in written 

format, and corroborating evidence should be 
retained.

• Invest in an independent appraisal. Have an expert 
value the property. Having an independent third party 
verify the reasonableness of the transaction price is 
what the IRS likes to see.

• Weigh alternatives. Maybe gifting the property to a 
family member is a better option. The positive tax 
consequences of gifting are often overlooked.

There is nothing wrong with engaging in financial 
transactions with family as long as all parties are 
aware of the possibility of added scrutiny. Be smart 
and properly prepare for such an event. If you are 
contemplating such a transaction, email Rea & 
Associates to speak with a tax pro. You’ll be glad you 
did.

By Judy Mondry, CPA, CVA, Cleveland Office
Published 12/26/17

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
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Mediation
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CRIMINAL 
DEFENSE
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INSURANCE
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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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“FISH PART I” 
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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White Law Office, Co.
209 North Washington Street
Millersburg, Ohio 44654
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