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W
elcome to the spring 2022 edition of Risk & Business Magazine. 
Spectrum Insurance Group is pleased to provide this magazine 
as a valuable resource for your company. The purpose of the 
magazine is to bring relevant content to help your business 
succeed. Inside this edition, you’ll find many great articles 

related to business insurance, employee benefits, safety/risk management, 
employment law, banking, financial management and general business topics. We 
think you will find these articles informative and useful to the success of your 
business.

When Spectrum Insurance Group was started in 2007, one of the core values 
established was to provide value-added services to our customers. Risk & Business 
Magazine provides another outlet to help inform and educate not only our 
customers but all businesses located throughout the state of Wisconsin. What is 
good for all businesses in Wisconsin is good for Spectrum Insurance Group!

Going into 2022, we expect a challenging insurance environment to remain, but 
one that will look slightly better than 2021 for many insurance buyers. However, 
there are a number of exceptions, including a very unstable cyber insurance 
market with premium increases of 10%–50% and coverage/limits reductions in 
ransomware/extortion. War in eastern Europe will also have a negative impact on 
macroeconomic factors in the United States which ultimately affects insurance 
pricing. Now more than ever, it’s essential for businesses to take a proactive 
approach to bolstering their risk management efforts and securing adequate 
insurance coverage. In other words, amid an insurance and risk environment 
with many unknowns, businesses should focus on addressing the factors they can 
influence. 

Nevertheless, you are not in this alone. To help you navigate the insurance market, 
you need an insurance professional who understands your business, helps you plan 
for unique risks, and advocates on your behalf. Secondly, you need an insurance 
professional who can tell your story to insurance carriers in a way that will best 
position your business come renewal time. Third, you need to work with an 
insurance professional who understands the dynamics of the current insurance 
market cycle and how to navigate a hard market successfully. Lastly, you need an 
insurance professional who fully understands your industry, the dynamic insurance 
landscape, and how to provide targeted loss control solutions. 

No matter what happens in 2022, businesses in Wisconsin have an innate ability 
to adapt to challenges that they are confronted with. This makes Wisconsin an 
excellent state to do business in! +

Sincerely,

Darrel Zaleski, Owner
SPECTRUMINSGROUP.COM
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M
ost businesses 
and individuals 
are familiar with 
phishing, a cyberattack 
technique that entails 

cybercriminals leveraging fraudulent 
emails to manipulate recipients into 
sharing sensitive information, clicking 
malicious links, or opening harmful 
attachments. While these email-based 
scams remain a pressing concern, a new 
form of phishing—known as smishing—
has emerged over the years, creating 
additional cyber exposures for businesses 
and individuals alike.

Smishing relies on the same tactics as 
phishing. The sole difference between 
these two cyberattack techniques is 
that smishing targets victims through 
text messages rather than emails. As a 
growing number of individuals utilize 
their smartphones for both personal and 
work-related purposes (e.g., interacting 
with colleagues and clients on mobile 
applications), smishing has become a 
rising threat. In fact, recent research 
found that nearly three-quarters (74%) 
of organizations experienced smishing 
incidents in the past year while just 23% 
of the workforce recognizes this term.

With these numbers in mind, it’s evident 
that businesses need to address smishing 
exposures within their operations. This 
article provides an overview of smishing 
and offers best practices for businesses to 
protect against this emerging cyberattack 
technique.

WHAT IS SMISHING?

Smishing follows the same format as 
phishing: using deceiving messages to 
manipulate recipients. These messages 
are generally sent via text, but they can 
also be delivered through mobile instant 
messaging applications (e.g., WhatsApp). 
In these messages, cybercriminals may 
implement a wide range of strategies to 
get their targets to share information 
or infect their devices with malware. 
Specifically, they will likely impersonate a 
trusted or reputable source and urge the 
recipient to respond with confidential 

details, download a harmful application, 
or click a malicious link. Here are some 
examples of common smishing messages:

• A message claiming to be from a 
financial institution, saying the 
recipient’s bank account is locked or 
experiencing suspicious activity and 
asking them to click a harmful link to 
remedy the issue

•  A message impersonating a well-
known retailer (e.g., Amazon, Target, 
or Walmart), encouraging the 
recipient to download a malware-
ridden application to receive a gift 
card or similar prize

• A message claiming to be from an 
attorney or law enforcement, saying 
the recipient is facing legal trouble 
or criminal charges and urging them 
to call an unknown number for more 
information

• A message impersonating the 
government, asking the recipient 
to click a suspicious link for details 
on their taxes or participation in a 
federal loan program

• A message claiming to be a research 
organization, requesting the recipient 
download a malicious application to 
complete an informational survey

• A message impersonating a delivery 
service, informing the recipient that 
they are receiving a package and 
providing them with a fraudulent 
link for tracking the item

If a recipient is tricked into doing what 
a smishing message asks, they could end 
up unknowingly downloading malware 
or exposing sensitive information, such 
as login credentials, debit and credit card 
numbers, or Social Security numbers. 
From there, cybercriminals may use the 
information they obtained from smishing 
for several reasons, such as hacking 
accounts, opening new accounts, stealing 
money, or retrieving additional data. Since 
individuals may use their smartphones 
for work-related tasks, smishing has the 
potential to impact businesses as well. 
For example, an individual who falls for a 

smishing scam could inadvertently give a 
cybercriminal access to their workplace 
credentials, allowing the criminal to 
collect confidential data from the victim’s 
employer and even steal business funds.

THE NATURE 
OF SMISHING 
HAS MADE THIS 
CYBERATTACK 
TECHNIQUE A 
SIGNIFICANT 
THREAT. 

This is because individuals are typically 
not as careful when communicating on 
their smartphones compared to their 
computers, often engaging in multiple 
text conversations at a time (sometimes 
while distracted or in a rush). After 
all, research from Experian found that 
individuals between ages 18 and 24 
exchange around 4,000 texts each month. 
Considering these findings, individuals 
may be less wary or observant of a text 
message from an unknown number than 
an email, making them more likely to 
interact with a malicious text. 

Furthermore, many individuals falsely 
assume that their smartphones possess 
more advanced security features than 
computers, thus protecting them from 
harmful messages. However, smartphone 
security has its limits. Currently, these 
devices are unable to directly safeguard 
individuals from smishing attempts, 
leaving all smartphone users vulnerable. 
That’s why it’s important for businesses to 
take steps to protect against smishing. 

HOW TO PROTECT AGAINST SMISHING

To effectively minimize smishing 
exposures and prevent related 
cyberattacks, businesses should do the 
following:

• Conduct employee training—First, 
businesses should educate employees 
on what smishing is and how it could 

SMISHING
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affect them. Additionally, employees 
should be required to participate in 
routine training regarding smishing 
detection and prevention. This 
training should instruct employees 
to:

• Watch for signs of smishing 
within their text messages (e.g., 
lack of personalization, generic 
phrasing, and urgent requests)

• Refrain from interacting with 
or responding to messages from 
unknown numbers or suspicious 
senders

• Avoid clicking links or 
downloading applications 
provided within messages

• Never share sensitive 
information via text

• Utilize trusted contact methods 
(e.g., calling a company’s official 
phone number) to verify the 
validity of any request sent over 
text

• Report any suspicious messages 
to the appropriate parties, 
such as a supervisor or the IT 
department

• Ensure adequate bring-your-own-
device (BYOD) procedures—Apart 
from providing smishing training, 
businesses should establish solid 
BYOD procedures to ensure 
employees act accordingly when 
utilizing their personal smartphones 
for work-related purposes. Such 
procedures may include using a 
private Wi-Fi network, implementing 
multifactor authentication 
capabilities, conducting routine 
device updates, and logging out of 
work accounts after each use. These 
procedures can help deter smishing 
attempts and decrease the damages 
that may ensue from smishing 
incidents.

• Implement access controls—
Another method for limiting 
smishing exposures is the use of 
access controls. By only allowing 
employees access to information they 
need to complete their job duties, 
businesses can reduce the risk of 
cybercriminals compromising excess 
data or securing unsolicited funds 
amid smishing incidents. To further 
protect their information, businesses 
should consider leveraging 
encryption services and establishing 
secure locations for backing up 
critical data.

• Utilize proper security software—
Businesses should also make sure 
company-owned smartphones are 
equipped with adequate security 
software. In some cases, this software 
can halt cybercriminals in their 
tracks, stopping smishing messages 
from reaching recipients’ devices and 
rendering harmful links or malicious 
applications ineffective. In particular, 
smartphones should possess antivirus 
programs, spam-detection systems, 
and message-blocking tools. Security 
software should be updated as 
needed to ensure effectiveness.

• Purchase sufficient coverage—
Finally, it’s vital for businesses to 
secure proper cyber insurance to 
protect against potential losses 
stemming from smishing incidents. 
Businesses should reach out to their 
trusted insurance professionals to 
discuss specific coverage needs.

SMISHING

CONCLUSION

In summary, smishing is a serious 
cyber threat that both individuals and 
businesses can’t afford to ignore. By 
staying aware of smishing tactics and 
implementing solid mitigation measures, 
businesses can successfully protect 
against this rising cyberattack technique, 
deterring cybercriminals and minimizing 
associated losses.  +
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How To 
Influence 
Decision 

Makers

T
he great majority of people tend 
to focus downward. they are 
occupied with efforts rather than 
results. They worry over what the 
organization and their superiors 

‘owe’ them and should do for them. and they 
are conscious above all of the authority they 

‘should have’. As a result, they render 
themselves ineffectual.” – Peter Drucker

Peter Drucker has written extensively about 
the impact of the ‘knowledge worker’ in 
modern organizations. Knowledge workers 
can be defined as people who know more 
about what they are doing than their 

managers do. Many knowledge workers 
have years of education and experience in 
training for their positions, yet they have 
almost no training in how to effectively 
influence decision makers.

The 11 guidelines listed below are intended 
to help you do a better job of influencing 
decision makers. In some cases, these 
decision makers may be immediate or 
upper managers – in other cases they may 
be peers or cross-organizational colleagues. 
I hope that you find these suggestions to be 
useful in helping you convert your good 
ideas into meaningful action.

EVERY DECISION THAT IMPACTS OUR 
LIVES WILL BE MADE BY THE PERSON 
WHO HAS THE POWER TO MAKE THAT 
DECISION – NOT THE ‘RIGHT’ PERSON, 
OR THE ‘SMARTEST’ PERSON, OR THE 

‘BEST’ PERSON. MAKE PEACE WITH THIS 
FACT.

As simple and obvious as this statement 
may seem, I am amazed at how few 
(otherwise intelligent) people ever ‘get’ this 
point. When your child comes home from 
school and complains, “It’s not fair! The 
teacher gave me a ‘C’ and I really deserved 
an ‘A’!”, we, as parents, should say, 

BY DR. MARSHALL GOLDSMITH

INFLUENCING DECISION MAKERS
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“Welcome to the real world, kid! In life, you 
have to accept the fact that decision-
makers make decisions – and that you are 
not always the decision maker.” Once we 
make peace with the fact that the people 
who have the power to make the decisions 
always make the decisions, we become 
more effective in influencing others.

WHEN PRESENTING IDEAS TO DECISION 
MAKERS, REALIZE THAT IT IS YOUR 
RESPONSIBILITY TO SELL – NOT THEIR 
RESPONSIBILITY TO BUY.

In many ways, influencing ultimate 
decision makers is similar to selling 
products or services to external customers. 
They don’t have to buy – you have to sell! 
While the importance of taking 
responsibility may seem obvious in external 
sales, an amazing number of people in large 
corporations spend countless hours 
‘blaming’ management for not buying their 
ideas. Former Harvard professor Chris 
Argyris pointed out how “upward feedback” 
often turns into “upward buck-passing”. We 
can become “disempowered” when we 
focus on what others have done to make 
things wrong and not what we can do to 
make things right.

The effective influencer needs to be a good 
teacher. Good teachers realize the 
communicating knowledge is often a 
greater challenge than possessing 
knowledge.

FOCUS ON CONTRIBUTION TO THE 
LARGER GOOD – AND THE NEEDS OF 
THE DECISION MAKER – NOT JUST THE 
ACHIEVEMENT OF YOUR OBJECTIVES.

An effective salesperson would never say to 
a customer, “You need to buy this product, 
because if you don’t, I won’t achieve my 
objectives!” Effective salespeople relate to 
the needs of the buyers, not to their own 
needs. In the same way, when influencing 
decision makers, focus on the impact of 
your suggestion on the overall corporation. 
Don’t assume that executives can 
automatically “make the connection” 
between the benefit to your unit and the 
benefit to the larger corporation.

STRIVE TO WIN THE ‘BIG BATTLES’ – 
DON’T WASTE YOUR ENERGY AND 

‘PSYCHOLOGICAL CAPITAL’ ON TRIVIAL 
POINTS.

Do a thorough analysis of ideas before 
‘challenging the system’. Don’t waste time 
on issues that will only have a negligible 
impact on results. Focus on issues that will 
make a real difference. Be especially 
sensitive to the need to win trivial non-
business arguments on things like 
restaurants, sports teams, or cars. You are 
paid to do what makes a difference and to 
win on important issues, not to win 
arguments on the relative quality of 
athletic teams.

PRESENT A REALISTIC ‘COST-BENEFIT’ 
ANALYSIS OF YOUR IDEAS – DON’T JUST 
SELL BENEFITS.

Every organization has limited resources, 
time and energy. The acceptance of your 
idea may well mean the rejection of another 
idea that someone else believes is 
wonderful. Be prepared to have a realistic 
discussion of the costs of your idea. 

Acknowledge the fact that something else 
may have to be sacrificed in order to have 
your idea implemented. By getting ready for 
a realistic discussion of costs, you can 

‘prepare for objections’ to your idea before 
they occur.

‘Challenge up’ on issues involving ethics or 
integrity – never remain silent on ethics 
violations.

Enron, WorldCom and other organizations 
have dramatically pointed out how ethics 
violations can destroy even the most 
valuable companies. The best of 
corporations can be severely damaged by 
only one violation of corporate integrity. 
Hopefully, you will never be asked to do 
anything by the management of your 
corporation that represents a violation of 
corporate ethics. If you are, refuse to do it 
and immediately let upper management 
know of your concerns.

When challenging up, try not to assume 
that management has intentionally 
requested you to do something wrong. In 
some cases, a seemingly inappropriate 
request may merely be the result of a 
misunderstandings or poor communication. 
Try to present your case in a manner that is 
intended to be helpful, not judgmental.

REALIZE THAT POWERFUL PEOPLE ARE 
JUST AS ‘HUMAN’ AS YOU ARE – DON’T 
SAY, “I AM AMAZED THAT SOMEONE AT 
THIS LEVEL…”

It is realistic to expect decision makers to 
be competent; it is unrealistic to expect 
them to be anything other than normal 
humans. How many times have we thought, 

INFLUENCING DECISION MAKERS

"THE EFFECTIVE INFLUENCER NEEDS TO BE A 
GOOD TEACHER. GOOD TEACHERS REALIZE 

THE COMMUNICATING KNOWLEDGE IS OFTEN 
A GREATER CHALLENGE THAN POSSESSING 

KNOWLEDGE."
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At the recent Thinkers50 ceremony 
in London, Marshall was recognized 
again as the World’s #1 Leadership 
Thinker and #1 Executive Coach. His 
newest book, Triggers, is a #1 New 
York Times and Wall Street Journal 
best seller, as well as an Amazon Best 
Business Book of the Year.

Dr. Goldsmith is the author or editor 
of 35 books, which have sold over two 
million copies, been translated into 30 
languages and become best sellers in 
12 countries.  

Marshall’s other books include: 
Succession: Are You Ready? – a WSJ 
best seller, The Leader of the Future 

- a BusinessWeek best seller. Three of 
his books have been American Library 
Association – Choice Award winners 
for best academic business books of 
the year. 

MarshallGoldsmith.com

“I would assume someone at this level…” 
followed by “should know what is 
happening”, “should be more logical”, 

“wouldn’t make that kind of mistake”, or 
“would never engage in such inappropriate 
behavior”? Even the best of leaders are 
human. We all make mistakes. When your 
managers make mistakes, focus more on 
helping them than judging them. Treat 
decision makers with the same courtesy 
that you would treat customers – don’t be 
disrespectful. While it is important to avoid 
‘kissing up’ to decision makers, it is just as 
important to avoid the opposite reaction. a 
surprising number of middle managers 
spend hours ‘trashing’ the company and its 
or other co-workers.

Before speaking it is generally good to ask 
four questions:

• Will this comment help our company?

• Will this comment help our 
customers?

• Will this comment help the person 
that I am talking to?

• Will this comment help the person 
that I am talking about?

If the answers are no, no, no, and no – don’t 
say it! There is a big difference between 
total honesty and dysfunctional disclosure.

SUPPORT THE FINAL DECISION OF THE 
ORGANIZATION – DON’T SAY, “THEY 
MADE ME TELL YOU” TO DIRECT 
REPORTS.

Assuming that the final decision of the 
organization is not immoral, illegal or 
unethical – go out and try to make it work! 
Managers who consistently say, “They told 
me to tell you” to co-workers are seen as 

‘messengers’ not leaders. By demonstrating 
our lack of commitment to the final 
decision we may sabotage the chances for 
effective execution.

A simple guideline for communicating 
difficult decisions is to ask, “How would I 
want someone to communicate to their 
people if they were passing down my final 
decision and they disagreed with me?” 
Treat decision makers in the same way that 
you would want to be treated if the roles 
were reversed.

INFLUENCING DECISION MAKERS

MAKE A POSITIVE DIFFERENCE – DON’T 
JUST TRY TO ‘WIN’ OR ‘BE RIGHT’.

We can easily become more focused on 
what others are doing wrong, than how we 
can make things better. An important 
guideline in influencing up is to always 
remember your goal – make a positive 
difference for the organization.

When I was interviewed in the Harvard 
Business Review, I was asked, “What is the 
most common ‘area for improvement’ for 
the executives that you meet?” My answer 
was, “Winning too much.” Focus on 
making a difference. The more other people 
can ‘be right’ or ‘win’ with your idea, the 
more likely your idea is to be successfully 
executed.

FOCUS ON THE FUTURE – ‘LET GO’ OF 
THE PAST.

One of the most important behaviors to 
avoid is ‘whining’ about the past. Have you 
ever managed someone who incessantly 
whined about how bad things are? When 
people consistently whine, they inhibit any 
change they may have for impacting the 
future.

Successful people love getting ideas aimed 
at helping them achieve their goals for the 
future. They dislike being ‘proven wrong’ 
because of their mistakes in the past. By 
focusing on the future, you can concentrate 
on what can be achieved tomorrow, as 
opposed to what was not achieved yesterday. 
This future orientation may dramatically 
increase your odds of effectively influencing 
decision makers.

In summary, think of the years that you 
have spent ‘perfecting your craft’. Think of 
all of the knowledge that you have 
accumulated. Think about how your 
knowledge can potentially benefit your 
organization. How much energy have you 
invested in acquiring all of this knowledge? 
How much energy have you invested in 
learning to present this knowledge to 
decision makers – so that you can make a 
real difference? My hope is that by making a 
small investment in learning to influence 
decision makers, you can make a large, 
positive difference for the future of your 
organization. +
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W
hile everyone brings 
capability and intelligence 
to their jobs, much like a 
card game, some people 
seem to play their hand 

better than others. These people develop a 
reputation as the impact players within an 
organization. Managers know who these 
top players are and they understand their 
worth. Leaders come to depend on them 
and give them a steady stream of high-
profile assignments and new opportunities. 
Their peers know who they are as well. 
Everyone seems to understand the value 
they contribute and can see the positive 
influence of their work, and these people 
seem to move through their careers with 
impact and purpose.  

I have been privileged to work with many of 
these superstars in my years as a corporate 
executive, and I’ve witnessed their impact 
on teams and across the entire organization. 
I’ve also seen how the impact of their work 
creates a more meaningful and fulfilling 
work experience for them. Yet, I’ve also 
noticed smart, talented people playing 
below their potential. It’s hard to watch 

good people standing on the sidelines when 
you know they could be hitting home runs 
and winning championships.   

Most people have seen this dynamic—two 
similarly capable individuals, both with 
talent and drive, but whose work is having 
a markedly different level of impact—but 
not everyone understands what causes 
this difference. You might have even found 
yourself in one of these positions and 
wondered about the mindset and behaviors 
that set two equally capable people apart. 

Corporate leaders sense it but often can’t 
articulate it. They usually know who the 
superstars are and want more of them, 
but they struggle to explain what actually 
makes those contributors different. 
Typically they can articulate the more 
pronounced differences between their 
top and low performers; however, when it 
comes to their most influential, impactful 
players, the top of the top, there seems to be 
an ineffable quality about them. There is a 
certain je ne sais quoi in how they approach 
their jobs and an art form to the way they 
contribute.

Corporate HR and talent development 
professionals have tried to capture, 
understand and communicate these 
differences with a variety of tools, for 
example: performance management 
systems meant to stratify employees 
into performance categories and provide 
feedback to help people improve, 
competency models to define critical skills 
for success, statements of corporate values 
that prescribe the valued behavior. Yet 
most of these corporate values statements 
are too abstract to capture the nuance 
between behavior that is acceptable verses 
truly impactful. On the other hand, the 
competency models tend to be too detailed; 
after all, few of us can remember these 
dozens of critical skills and behaviors, let 
alone develop the skills before they become 
antiquated. These efforts danced around the 
right issues but miss the subtle distinction 
between a contribution that is good enough 
and truly great and overlook the powerful 
beliefs behind the behaviors.  

Meanwhile, professionals are hungry to 
make an impact. Sure, most people want 
a good job, but they also want to make a 

What Makes 
An Impact 
Player?
BY LIZ WISEMAN

IMPACT PLAYERS
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IMPACT PLAYERS

meaningful contribution – they want 
their work to matter and to make a 
difference in the world. They want to 
be engaged and to be respected for their 
contribution. Lacking clear guidance, 
too many consume career advice dished 
out on social media and served up 
in sound bites from commencement 
speeches. These sources may sound 
enticing, but they tend to offer the junk 
food versions of professional advice: pre-
packaged, overly processed, and lacking 
in nutritional value.    

LEADERS  
TOO OFTEN 
OVERLOOK 
TALENT AND 
INTELLIGENCE 
THAT SITS RIGHT 
IN FRONT OF 
THEM.
However, while leadership is an essential 
factor—and one that deserves further 
exploration—it isn’t the only factor. 
Leaders certainly bear the responsibility 
for creating an inclusive environment 
and providing the right direction and 
coaching, but the way the contributor 
works matters as well. As one manager 
described it to me, “You can’t multiply 
zero.” He wasn’t disparaging the 
individual’s capability, he was suggesting 
that it’s difficult to lead someone who 
doesn’t bring the right mindsets and 
practices. He’s right, and so is the math: 
managers may be multipliers, but the 
contributor is also a variable in the 
equation – the way they work determines 
their level of contribution, influence, and 
eventual impact. 

As the workplace has become less 
hierarchical and more complex, 
numerous researchers, myself included, 

have articulated new models of 
leadership, but who has been studying 
the new model of contributorship? 
There are thousands of books about 
how to excel as a leader, but how does 
one become a top contributor? There is 
a host of unanswered questions:  What 
makes someone influential inside an 
organization?  What are the mindsets 
and practices that differentiate the most 
impactful players from others on a team?  
How do contributors influence their 
leaders and build organizational support 
for their ideas and initiatives without 
positional authority? Are these skills 
learnable?  

Through the mind of both managers and 
aspiring leaders, I’ve come to understand 
what differentiates the most impactful 
players from everyone else and how 
small, seemingly insignificant differences 
in how we think and act can make an 
enormous impact. As you come to know 
this difference yourself, you can access 
this high-contribution, high-reward way 
of working, and you can join the ranks 
of the impact players, and find deeper 
meaning and fulfillment in your work.

It's not easy to become an Impact 
Player. You don’t need special talent or 
capability, but you do need to understand 
the mindsets and behaviors that 
differentiate Impact Players from other 
contributors.  However, you can master 
these mindsets and practices.  

For some, leadership is about having a 
bigger voice where you are in a position 
to influence others and make a difference 
in the world.  For others, your leadership 
will take the form of a managerial role 
where you will be in a position to coach 
others. By working with the Impact 
Player Mindset, you will be a natural 
for these roles. You will already be seen 
as a leader, and you will be practiced 
in leading through influence and 
collaborating in a way that multiplies not 
diminishes the capability of those you 
work with. +

Liz Wiseman is a researcher and 
executive advisor who teaches leadership 
to executives around the world.  She is 
the author of New York Times best seller 
Multipliers: How the Best Leaders Make 
Everyone Smarter, The Multiplier Effect: 
Tapping the Genius Inside Our Schools, 
and Wall Street Journal best seller Rookie 
Smarts: Why Learning Beats Knowing 
in the New Game of Work. 

She is the CEO of the Wiseman Group, 
a leadership research and development 
firm headquartered in Silicon Valley, 
California.  Some of her recent clients 
include: Apple, AT&T, Disney, Facebook, 
Google, Microsoft, Nike, Salesforce, 
Tesla, and Twitter.  Liz has been listed on 
the Thinkers50 ranking and in 2019 was 
recognized as the top leadership thinker 
in the world.

TheWisemanGroup.com

Modified excerpt from Impact Players: How to Take 
the Lead, Play Bigger, and Multiply Your Impact. 
Copyright © 2021 by the author and reprinted by 
permission of Harper Business.
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NEGOTIATION TACTICS

Negotiation 
Tactics 

BY CHRIS VOSS

3 WAYS TO AVOID TAKING 
YOURSELF HOSTAGE

stakes poker games in Los Angeles and New 
York City. To keep the games together and 
thriving over time, she needed to make sure 
the players were all at about the same skill 
level. The players would have good nights 
where they won big, and they would have 
bad nights where they lost big. But over the 
course of a year, if the players were evenly 
matched, they would all pretty much break 
even.

Leverage equates to luck. So, what’s the 
difference maker? The time you spend 
increasing your skills.

2. YOU’RE AFRAID TO STRESS-TEST 
WHETHER OR NOT YOU ACTUALLY 
UNDERSTAND.

The great misinterpretation of the advice 
from Stephen Covey that tells us to “Seek 
first to understand, then to be understood” 
occurs when people convince themselves 
they actually do understand—usually based 

How do you sort this out? Change “leverage” 
to “influence”—and trust-based influence 
more specifically.

If you’re not trained in The Black Swan 
Method™, you believe that leverage is an 
external thing; either the circumstances 
have given it to you or they have not.  

This is a passive stance that surrenders 
control to the situation. In other words, 
you’ve allowed the situation to take you 
hostage.

When you believe in “influence,” you take 
back control—and also your ability to affect 
the outcome. You switch from the zero-
sum game of bargaining to the positive-
sum game of negotiation.

One of the many insights about life from 
Molly Bloom’s book Molly’s Game is that 
everyone pretty much has the same luck. In 
case you’re unfamiliar, Molly ran high-

A 
while back, I wrote about 
three ways negotiators take 
themselves hostage and what 
you can do to avoid making 
these same missteps. 

Since then, I’ve identified three additional 
negotiation tactics that end up putting you 
in a terrible position at the table. 

Read on to learn more about each of them 
and what you can do to avoid having these 
negotiation tactics derail your efforts.

1. YOU BELIEVE IN LEVERAGE (THERE IS 
NO SPOON FROM THE MATRIX). 

Jim Camp, the author of Start with No (one 
of our top 12 must-read books for expert 
negotiators) has always said that there’s no 
such thing as leverage. 

In the early days of The Black Swan Group, 
we used to say the opposite: “There is 
always leverage.” 
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Chris Voss is CEO of the Black Swan
Group and author of the national 
best seller "Never Split The Difference:  
Negotiating As If Your Life Depended  
On It," which was named one of the  
seven best books on negotiation. A 24-
year veteran of the FBI, Chris retired 
as the lead international kidnapping 
negotiator. Drawing on his experience 
in high-stakes negotiations, his 
company specializes in solving business 
communication problems using 
hostage negotiation solutions. Their 
negotiation methodology focuses on 
discovering the “Black Swans,” small 
pieces of information that have a huge 
effect on an outcome. Chris and his 
team have helped companies secure and 
close better deals, save money, and solve 
internal communication problems.

Chris has been featured in TIME, 
Business Insider, Entrepreneur, Inc.,  
Fast Company, Fortune, The 
Washington Post, SUCCESS Magazine, 
Squawk Box, CNN, ABC News and
more.

BlackSwanltd.com

on prior research or experience—and then 
tailor their pitch/value proposition (i.e., 

“argument”) without checking with the 
counterpart (prospect or client) to see if they 
are right.

No matter what you’re telling yourself about 
this, your win rate is lower than it should be, 
and you absolutely are leaving money on the 
table.

If you’re not willing to stress-test your 
understanding with your counterpart, what 
are you really saying? What are you afraid 
of?

Did you work too hard on your research to 
be willing to be surprised? Are you too 
embarrassed by potentially being corrected?

Many people learned a phrase when they 
were young that has paralyzed them for life: 
It’s better to be thought a fool than to open 
your mouth and remove all doubt. This may 
be some of the worst advice in the history of 
humankind.

Whatever is holding you back, release 
yourself from this fear! Please don’t allow it 
to keep you hostage.

3. YOU FEAR NEGATIVE EMOTIONS VS. 
PROACTIVELY DEFUSING THEM (THE 
VOLDEMORT EFFECT).

They must not be named! If we say them, we 
will speak them into life!

Actually, it’s exactly the opposite. Naming 
negative emotions defuses them more 
effectively than anything else.

And if they don’t yet exist? Inoculation. 

Ridiculous, right?

You probably do this wrong or inefficiently 
in one of three ways:

1. You deny negative emotions (e.g., I don’t 
want to seem or I don’t want you to feel).

2. You ignore them (e.g., They must not be 
named! and Speak about them, and they will 
appear).

3. You let people vent.

Let’s start with No. 3 and why you do that.  

It’s primarily a learned response to No. 1. 
You tried to tell someone not to feel some 
negative emotion, and they blew up! So, you 
at least learned to keep quiet and wait for 
them to run out of energy.

The problem with that is it takes a really 
long time. Most negative emotions have a 

“self-righteousness” feeling that goes along 
with them, and it tends to feed the beast of 
negativity. 

Along those lines, you start to engage in No. 
2—you don’t bring them up at all and hope 
they don’t rear their ugly head. The problem 
there is that unexpressed negative emotions 
never die. They fester like an infection. 
Sometimes they even turn into cancer.

Because of these dynamics, it seems 
ridiculous to think that naming them 
defuses them, let alone inoculates us from 
them. But it does, and it’s really that simple.

This may be one of the most powerful 
aspects of The Black Swan Method and one 
of the key reasons our clients accelerate and 
make life-changing deals on a regular basis.

When will be your next Black Swan 
life-changing negotiation moment?

The best negotiators in the world never stop 
refining their skills. When you’re reading to 
continue your learning, check out the Never 
Split the Difference Study Guide to get more 
out of your negotiations. +

DOWNLOAD THIS 
STUDY GUIDE TO 
MASTER ITS CONCEPTS 

BY CHRIS VOSS
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G
uiding every high-performing 
team is a coach who knows 
how to help them harness their 
excellence. A study of over 300 
employee supervisor pairs 

found that when leaders engage in coaching 
it improves their subordinates’ job 
performance and inspires them to be more 
proactive in managing their careers.

However, research shows that not all yield 
equally positive effects. Here are five 
research-backed strategies to transform 
your team into high-performing all stars.

SPEAK TO THEIR TRUE MOTIVATIONS

As a coach, you have the power to help 
people discover and achieve their true 
motivators. After years of studying the link 
between motivation and performance all 
across the world, researchers found that 
there are three motivators that lead to 
better outcomes than any other:

Autonomy

This is an individual’s sense of 

independence and ability to structure their 
work and lives without having to gain 
approval for everything they do from 
someone else.

Action step: 

• Increase autonomy by giving your 
coachee the information and resources 
they need to succeed, then step back 
and don’t control their lives.

Mastery

People need to feel competent at what they 
do and know that they have the skills and 
abilities that make them uniquely valuable.

Action step: 

Help people obtain mastery by giving them 
access to training, educational materials, 
networking opportunities and other 
resources that will help them increase their 
expertise.

Purpose

They want to feel like the work they are 
doing has a greater purpose than earning 

themselves and their company a paycheck. 
Most people want to make the world a 
better place and given how much time jobs 
consume, people are more motivated when 
they are able to achieve their altruistic 
goals through their work.

Action steps:

• Connect your coachee’s 
responsibilities to the greater impact 
their work makes.

• Look for additional opportunities for 
your coachee to use their role to make 
a difference.

The best part about these three motivators 
is that fostering them is just as beneficial 
for your team’s overall goals as it is for each 
individual. When people have more 
autonomy, you save time by not constantly 
checking in on them. The more mastery 
someone achieves, the better their 
technical performance. And, the more 
purpose individuals find in their roles, the 
more committed they are to making the 
team succeed.

COACHING TECHNIQUES

5 COACHING 
TECHNIQUES TO TURN 

YOUR EMPLOYEES 
INTO ALL STARS

BY VANESSA VAN EDWARDS
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BOOST THEIR NEUROPLASTICITY

The most potent way for you to coach 
people to success is to increase their 
natural ability to succeed.

Neuroplasticity describes the brain’s ability 
to form new neural connection. The more 
plastic someone’s brain is, the faster their 
brain can cope with cognitively challenging 
tasks. Your coachee’s ability to learn, 
acquire new skills and excel at cognitively 
demanding tasks is dependent upon their 
brain’s plasticity. Therefore, you cannot 
help them improve their performance to 
the best of your ability without taking this 
into consideration.

Luckily, the brain is like a muscle and 
exercising it increases its strength. There 
are two primary ways to exercise the brain:

1. Learn new things. This can be anything 
from crafting to astrophysics, as long as it’s 
something you’re unfamiliar with.  

2. Do cognitively challenging, but low 
stress, tasks like mind games, riddles, 
puzzles, etc.

As a coach, you need to find ways to ensure 
your coachees are exercising their brains in 
one or both of those ways.

If you are coaching your direct reports, the 
simplest way to boost their neuroplasticity 
is to offer them unstructured time if they 
don’t have it already. This is a set number of 
hours every week that they can work on any 
project as long as it is somewhat related to 
the organization and/or use the 
organization’s existing products and/or 
services to create something new. 
Employees at companies such as Google, 
3M, Inuit and others have created hundreds 
of valuable product offerings and features 
by using their company’s resources to solve 
problems and make their dream products. 
Even enormous breakthroughs like Twitter 
have been created on unstructured time.

If you aren’t coaching direct reports, the 
brain exercises you encourage your 
coachees to do can be dependent upon their 
interests. The beauty of neuroplasticity is 
that it improves regardless of what brain 
exercises people do, so learning something 

for a personal passion is just as effective as 
creating a new project for work.

Action steps:

• If it is within your ability, offer your 
team a set number of unstructured 
hours per week to work on anything. 
During coaching sessions, find out 
what they are working on and if it 
seems like a viable option, turn their 
side projects into official 
responsibilities.

• If your team does not have 
unstructured time and/or you don’t 
have the authority to make the person 
you’re coaching work on brain-
exercising projects outside of their 
time with you, help them develop a 
plan to exercise their brain on their 
own. Also, consider extending the 
time of your meetings to incorporate 
brain exercises into them.

• However, I understand that time is a 
scarce resource. To add additional 
time to your meetings without 
extending their length, write out 
updates and other information that is 
important but doesn’t necessarily need 
to be discussed, hand it to your 
coachee, and spend the time you 
would have used explaining that sheet 
doing creative activities.

TURN DOWN THE NOISE IN YOUR 
COACHEE’S LIVES

In today’s fast-paced work environments, 
many people feel like their energy and 
attention is being pulled in a dozen 
different directions causing them to 
struggle to focus on and complete 
individual task. As a coach, it is your 
responsibility help people mute the excess 
noise and tune into what matters.

A study in the Business Horizon’s Journal 
found that the most effective leaders coach 
their teams by helping them see the big 
picture and structure their time to reach 
those goals. If you are coaching your direct 
reports, this includes clarifying your 
deliverable expectations and giving them 
permission to set aside non-urgent tasks. 

The study also, unsurprisingly, found that 
the most effective coaches provide their 
coachees with honest and constructive 
feedback. This further eliminates noise by 
informing people what they are already 
great at and don’t need to focus on 
improving, opening up more time for them 
to focus on the areas where they do need 
improvement.

Research also shows that people perform 
better when they are given clear 
expectations about the outcomes they are 
expected to produce. The easiest way to 
explain what you envision for their project 
is to give them a list of the major action 
steps they need to complete it. If you plan 
on doing progress checks, attach deadlines 
to each action step so they understand how 
fast they are expected to work.

Action steps: 

When you meet with employees, incorporate 
these steps into your discussion:

• Have them organize all of their 
current responsibilities.

• Help them determine what their 
primary priorities should be based on 
both deadline proximity and the value 
each project adds. With those in mind, 
go through their to-do list with them 
and eliminate any tasks that don’t 
contribute to their priorities.

FOSTER THE 3 E’S OF HIGH-
PERFORMANCE COMMUNICATION

To improve overall team performance, one 
of your primary coaching focuses should be 
on improving team communication. A 
study published in Harvard Business Review 
found that managers of the most successful 
teams emphasize communication and team 
engagement skills rather than fostering 
each individual’s technical skill talents. 
This is because teams who share mutual 
trust and communicate well are more likely 
to identify and solve problems faster than 
specialist teams where people focus on 
honing their own expertise without seeking 
input from others.

According to their study, the three 

COACHING TECHNIQUES

17



characteristics of communication that 
affect team performance the most are:

Energy

They measure this by the quantity and 
type of messages sent between people. 
Face-to-face is the most valuable form of 
communication because it allows for 
nonverbal interactions. It’s followed by 
telephone, video conferencing and written 
forms.

Note: Phone and video meetings become 
less effective the more people that are in 
the meeting, because it increases the risk 
that individuals who are not directly 
participating will disengage from the 
conversation. In coaching sessions, 
encourage your team to avoid long phone 
and video meetings.

High energy teams communicate with one 
another throughout the day through a 
series of interactions ranging from 
momentary updates to in-depth 
conversations.  Energy levels also shift 
based on your team’s current priorities. It is 
okay to have low energy days if your 
technical team members need some solitary 
time to focus on independent projects or 
you must lead meetings that share 
important information that your team 
needs to know but doesn’t necessarily have 
much to say about it. Following these 
periods of low energy, facilitate open-ended 
conversations to raise their energy levels.

Action step: Encourage the people on your 
team to get to know one another and 
emphasize the importance of collaborating 
with one another. This will keep your 
team’s energy level high.

Engagement

This is the amount of energy that every 
individual on the team has. On highly 
engaged teams, everyone has high energy 

levels while less engaged teams may have 
one or two energetic people with several 
low-energy ones. Highly engaged teams 
almost always perform better than their 
less engaged counterparts.

Action step: 

• Estimate your team’s engagement level 
and identify which team members 
have lower energy than the rest. 
Dedicate a large portion of your 
coaching sessions with those 
individuals teaching them the 
importance of interacting with the 
team and teaching how to do it if they 
have weak social skills.

Exploration

The highest performing teams don’t just 
share ideas among themselves, they also 
spend time exploring and and bringing in 
ideas from outside the organization. 
Individuals on highly explorative teams 
spend lots of time reading, attending events, 
seeing new places, etc. and share the 
knowledge and skills learned with the rest 
of the team.

Exploration is especially important for 
creativity and innovation driven teams. If 
people rarely leave your team’s bubble, it 
can become nearly impossible for them to 
think of new approaches to solve problems 
and create things.

The article warns that exploration can 
lower engagement because it forces people 
to split their energy between being focused 
on the team and the outside world. As a 
coach, it is your job to help them strike the 
balance and keep their energy levels high.

Action step: 

• In your coaching sessions, encourage 
your team members to explore and 
bring back their insights.

UNDERSTAND THE SCIENCE OF GIVING 
VALUABLE FEEDBACK

As a coach or leader, your primary 
responsibility is giving feedback. This can 
be a delicate process as you balance 
maintaining strong relationships with your 
team while also needing to demand results. 
Here are three research-baked strategies to 
deliver performance-boosting feedback:

Recognize effort not ability

Too often, people are judged solely on their 
outputs with no consideration for the effort 
they invest in projects. Obviously, outcomes 
are important, but in the long-run, they are 
not what makes a great team member. You 
can train someone with a strong work ethic 
to become more skilled and efficient. 
However, people who have a weak work 
ethic will rarely independently feel 
compelled to work harder than minimally 
necessary.

According to Stanford researcher, D. Carol 
Dweck, praising people for their effort 
encourages them to develop a growth 
mindset. A growth mindset is the belief 
that, no matter how challenging a situation 
is, you have the ability acquire the 
necessary skills and knowledge to succeed. 
People with a growth mindset tend to be 
more resilient and higher performers 
because they are willing to invest the effort 
it takes to level up and meet expectations. 
By praising people primarily for their effort, 
not their accomplishment when they 
succeed, you reinforce their motivation to 
work hard.

Likewise, if you want your team to feel safe 
taking creative risks, you must accept that 
failures are inevitable. When giving 
post-failure feedback, focus on the amazing 
effort they put into the project and help 
them trace their actions to identify what 
mistakes were made. This creates a learning 
opportunity and should prevent them from 
fearing creative pursuits in the future.

Action step: 

• During coaching sessions, praise and 
criticize people based on the amount 
of effort they invested in their work. 
Effort includes time, energy, creativity, 
etc. and use their level of effort in 
those areas to explain their outcomes.

COACHING TECHNIQUES

"THE HIGHEST PERFORMING TEAMS 
DON’T JUST SHARE IDEAS AMONG 
THEMSELVES, THEY ALSO SPEND TIME 
EXPLORING AND AND BRINGING IN IDEAS 
FROM OUTSIDE THE ORGANIZATION."
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 Read more at: ScienceOfPeople.com/media/

Listen as much or more than you speak

Researchers discovered that the more time 
a manager spent listening to their 
employees, the higher their feedback 
sessions are rated. For some individuals, 
receiving critical feedback feels like a 
personal attack. From a performance 
standpoint, this is dangerous because once 
people become defensive, they stop paying 
attention to your feedback. By asking your 
team members questions and giving them 
the opportunity to explain themselves or 
share any concerns with you, it turns your 
coaching session into a less-threatening 
conversation and makes people more open 
to your feedback. You may also find out that 
the reason for someone’s poor performance 
was a miscommunication of expectations 
or other factors outside of their control  
that as a leader, you need to improve.

During coaching sessions that are focused 
on celebrating your coachee’s successes, 
encourage them to reflect on what made 
them successful and what goals they want 
to pursue moving forward.  This 
information will help you continue to 
support their success and to the greatest 
extent possible, give them work that aligns 
with their long-term visions for their 
careers.

Action step: 

• When giving feedback, ask your 
coachee questions and give them time 
to explain their side of the story. If 
possible, use their input to improve 
their working conditions moving 
forward.

Follow-up on feedback

One of the biggest mistakes coaches make 
is giving their teams guidance and never 
checking to see the outcomes of it or if the 
people they coached even followed their 
advice at all. A five-year study of over 250 
managers found that the leaders who 
followed up to find out the outcomes of 
their feedback had saw increased 
performance in their employees than the 
ones who didn’t.

Action step: 

• Schedule time a couple of weeks after 
every coaching session to find out the 
extent that your advice is being 
followed and whether  
or not it is improving your coachee’s 
performance. If you coach people on a 
regular basis, this can be added to the 
beginning of your coaching session but 
if not, a quick meeting or phone call is 
a sufficient follow-up.

Read more at: scienceofpeople.com 
/coaching-employees +

COACHING TECHNIQUES
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THE GREAT RESIGNATION

THE GREAT 
RESIGNATION 

T
he Great Resignation is a mass, 
voluntary exodus from the 
workforce. It is here, and it is 
quite real. Turnover is nothing 
new, and neither are corporate 

retention strategies. But the Great 
Resignation and extreme turnover that is 
happening today across industries is a 
different phenomenon that requires a 
different approach. The Great Resignation 
caught so many business leaders flat-
footed.

Just in the second quarter of 2021 (April, 
May and June), a total of 11.5 million 
workers quit their jobs, according to the 
U.S. Department of Labor. If that isn’t bad 
enough, a survey of over 30,000 workers 
conducted by Microsoft found that 41% 
are considering quitting; that number 
jumps to 54% for Gen Z.

These stats scare the hell out of leaders 
from every organization. The cost of any 
turnover is expensive. Not only the hard 
cost in the time spent recruiting, 
screening, and retraining new employees, 
but in employee morale, lack of 
consistency in customer service, 
compromised hiring, existing employees 
questioning their decision to stay, and 
high performers' frustration working with 
average and below-average co-workers.

BY JOHN DIJULIUS

EMPLOYEES ARE QUITTING AT 
RECORD RATES
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THE GREAT RESIGNATION

WHAT IS FUELING THE GREAT 
RESIGNATION?

There are numerous reasons, most 
originating from the pandemic that 
started in early 2020. According to a 
LinkedIn survey, 74% of respondents 
said the time spent at home had 
caused them to rethink their current 
work situation. More than 50% cited 
stress and burnout in their job as a 
reason for looking elsewhere. Others 
did not like how their employer 
treated them over the pandemic, from 
a lack of genuine concern to 
employees being forced to take 
concessions, while senior executives 
didn’t. The Work from Home (WFH) 
dilemma opened a pandora’s box for 
many employees and has become a 
contentious issue for many 
organizations. And finally, yes, the 
increase in unemployment benefits 
has caused a lack of urgency for many 
to return to the workforce.

A CRISIS IS A HORRIBLE THING  
TO WASTE

We saw a booming economy during 
the last decade, which always results 
in two things; most businesses start 
losing focus on the customer and 
employee experience. Businesses need 
to stop thinking ping pong tables and 
Friday happy hours to create a strong 
company culture.

Businesses need to worry less about 
hiring to replace the employees they 
lost and focus on keeping their top 
talent by reinventing their internal 
culture. Yes, I said it, worry less about 
hiring just anyone with a pulse and 
work on keeping your top performers. 
First, businesses need to measure 
employee engagement regularly (i.e., 
quarterly). One of the best out there is 
Gallup’s Q12 Employee Engagement 
Survey. These 12 questions cover the 
key areas that really impact employee 
morale and engagement.

The businesses with the highest 
engaged employees enjoy:

• 81% less absenteeism

• 33% less turnover

• 10% increase in customer loyalty/
engagement

• 23% more profitability

“STOP TRYING 
TO FIND GREAT 
EMPLOYEES, 
FOCUS ON 
BECOMING THE 
BUSINESS GREAT 
EMPLOYEES FIND.”

STOP POLICING AND START 
LEADING

Businesses need to stop treating their 
employees like children. Leadership 
needs to be about helping people 
reach their potential in performance 
not managing them from breaking 
policy or screwing up. High 
performers need innovation; 
innovators need autonomy. Don’t let 
one poor employee ruin your 
organization’s freedom and flexibility. 
Employee freedom means they can 
take a lot of risks and fail. Risk-taking 
breeds innovation.

WOMEN LEAVING THE WORKFORCE 
AT AN ALARMING RATE

An article in Time magazine talks 
about a disturbing trend that occurred 
during the height of the pandemic: 
885,000 women left the workforce, 
while only 216,000 men exited during 
that same period. In addition, one in 
four women is cutting back on hours 
or changing roles to ones that are less 
demanding. Fewer women in the 
workforce increase gender pay gaps 
and the lack of diversity in senior 
executive roles. This is a great 
opportunity for the women who have 
remained in the workforce. +

John DiJulius is redefining customer 
service in corporate America today. 
He didn’t read the books on customer 
service, he wrote them: Secret 
Service, Hidden Systems That Deliver 
Unforgettable Customer Service, 
What’s The Secret? To Being a World 
Class Customer Service Organization, 
The Customer Service Revolution, The 
Best Customer Service Quotes Ever 
Said, and The Relationship Economy. 
One of the most captivating and 
charismatic speakers today, John’s 
keynotes and workshops are used 
by world-class service companies 
to provide unforgettable customer 
service every day. In his high-energy 
presentations, he uses powerful visuals 
as he discusses the 10 commandments 
of customer service and explains how 
to improve the service aptitude of 
employees at all levels. 

TheDiJuliusGroup.com
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HABITS

T
oo many people succumb to 
the mistaken belief that being 
likeable comes from natural, 
unteachable traits that belong 
only to a lucky few—the 

good looking, the fiercely social, and the 
incredibly talented. It’s easy to fall prey 
to this misconception. In reality, being 
likeable is under your control, and it’s a 
matter of emotional intelligence (EQ).

In a study conducted at UCLA, subjects 
rated over 500 adjectives based on their 
perceived significance to likeability. The 
top-rated adjectives had nothing to 
do with being gregarious, intelligent, 
or attractive (innate characteristics). 
Instead, the top adjectives were 
sincerity, transparency, and capacity for 
understanding (another person).

These adjectives, and others like them, 
describe people who are skilled in the 
social side of emotional intelligence. 
TalentSmart research data from more 
than a million people shows that people 
who possess these skills aren’t just highly 
likeable, they outperform those who don’t 
by a large margin.

We did some digging to uncover the key 
behaviors that emotionally intelligent 
people engage in that make them so 
likeable. Here are 13 of the best:

1. THEY ASK QUESTIONS

The biggest mistake people make when it 
comes to listening is they’re so focused on 
what they’re going to say next or how what 
the other person is saying is going to affect 
them that they fail to hear what’s being 

said. The words come through loud and 
clear, but the meaning is lost.

A simple way to avoid this is to ask a lot 
of questions. People like to know you’re 
listening, and something as simple as a 
clarification question shows that not only 
are you listening, you also care about what 
they’re saying. You’ll be surprised how 
much respect and appreciation you gain 
just by asking questions.

2. THEY PUT AWAY THEIR PHONES

Nothing will turn someone off to you like 
a mid-conversation text message or even 
a quick glance at your phone. When you 
commit to a conversation, focus all of your 
energy on the conversation. You will find 
that conversations are more enjoyable and 
effective when you immerse yourself in 
them.

3. THEY ARE GENUINE

Being genuine and honest is essential to 
being likeable. No one likes a fake. People 
gravitate toward those who are genuine 
because they know they can trust them. It 
is difficult to like someone when you don’t 
know who they really are and how they 
really feel.

Likeable people know who they are. They 
are confident enough to be comfortable 
in their own skin. By concentrating on 
what drives you and makes you happy as 
an individual, you become a much more 
interesting person than if you attempt to 
win people over by making choices that 
you think will make them like you. 

4. THEY DON’T PASS JUDGMENT

If you want to be likeable you must be 
open-minded. Being open-minded makes 
you approachable and interesting to others. 
No one wants to have a conversation 
with someone who has already formed an 
opinion and is not willing to listen.

Having an open mind is crucial in the 
workplace where approachability means 
access to new ideas and help. To eliminate 
preconceived notions and judgment, you 
need to see the world through other 
people’s eyes. This doesn’t require you 
believe what they believe or condone their 
behavior, it simply means you quit passing 
judgment long enough to truly understand 
what makes them tick. Only then can you 
let them be who they are.

5. THEY DON’T SEEK ATTENTION

People are averse to those who are 
desperate for attention. You don’t need 
to develop a big, extroverted personality 
to be likeable. Simply being friendly 
and considerate is all you need to win 
people over. When you speak in a friendly, 
confident, and concise manner, you 
will notice that people are much more 
attentive and persuadable than if you try 
to show them you’re important. People 
catch on to your attitude quickly and are 
more attracted to the right attitude than 
what—or how many people—you know.

When you’re being given attention, such 
as when you’re being recognized for an 
accomplishment, shift the focus to all the 
people who worked hard to help you get 
there. This may sound cliché, but if it’s 

13 Habits Of  
Exceptionally 
Likeable People BY DR. TRAVIS BRADBERRY
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HABITS

genuine, the fact that you pay attention to 
others and appreciate their help will show 
that you’re appreciative and humble—two 
adjectives that are closely tied to likeability.

6. THEY ARE CONSISTENT

Few things make you more unlikeable 
than when you’re all over the place. When 
people approach you, they like to know 
whom they’re dealing with and what 
sort of response they can expect. To be 
consistent you must be reliable, and you 
must ensure that even when your mood 
goes up and down it doesn’t affect how you 
treat other people.

7. THEY USE POSITIVE BODY LANGUAGE

Becoming cognizant of your gestures, 
expressions, and tone of voice (and making 
certain they’re positive) will draw people 
to you like ants to a picnic. Using an 
enthusiastic tone, uncrossing your arms, 
maintaining eye contact, and leaning 
towards the person who’s speaking are all 
forms of positive body language that high-
EQ people use to draw others in. Positive 
body language can make all the difference 
in a conversation.

It’s true that how you say something can be 
more important than what you say.

8. THEY LEAVE A STRONG FIRST 
IMPRESSION

Research shows most people decide 
whether or not they like you within the 
first seven seconds of meeting you. They 
then spend the rest of the conversation 
internally justifying their initial reaction. 
This may sound terrifying, but by knowing 
this you can take advantage of it to 
make huge gains in your likeability. First 
impressions are tied intimately to positive 
body language. Strong posture, a firm 
handshake, smiling, and opening your 
shoulders to the person you are talking to 
will help ensure that your first impression 
is a good one.

9. THEY GREET PEOPLE BY NAME

Your name is an essential part of your 
identity, and it feels terrific when people 
use it. Likeable people make certain they 
use others’ names every time they see 
them. You shouldn’t use someone’s name 
only when you greet him. Research shows 

that people feel validated when the person 
they’re speaking with refers to them by 
name during a conversation.

If you’re great with faces but have trouble 
with names, have some fun with it and 
make remembering people’s names a brain 
exercise. When you meet someone, don’t 
be afraid to ask her name a second time if 
you forget it right after you hear it. You’ll 
need to keep her name handy if you’re 
going to remember it the next time you 
see her.

10. THEY SMILE

People naturally (and unconsciously) 
mirror the body language of the person 
they’re talking to. If you want people to like 
you, smile at them during a conversation 
and they will unconsciously return the 
favor and feel good as a result.

11. THEY KNOW WHEN TO OPEN UP

Be careful to avoid sharing personal 
problems and confessions too quickly, as 
this will get you labeled a complainer. 
Likeable people let the other person guide 
when it’s the right time for them to open up.

12. THEY KNOW WHO TO TOUCH (AND 
THEY TOUCH THEM)

When you touch someone during a 
conversation, you release oxytocin in their 
brain, a neurotransmitter that makes 
their brain associate you with trust and a 
slew of other positive feelings. A simple 
touch on the shoulder, a hug, or a friendly 
handshake is all it takes to release oxytocin. 
Of course, you have to touch the right 
person in the right way to release oxytocin, 
as unwanted or inappropriate touching 
has the opposite effect. Just remember, 
relationships are built not just from words, 
but also from general feelings about each 
other. Touching someone appropriately is 
a great way to show you care.

13. THEY BALANCE PASSION AND FUN

People gravitate toward those who 
are passionate. That said, it’s easy for 
passionate people to come across as too 
serious or uninterested because they tend 
to get absorbed in their work. Likeable 
people balance their passion with the 
ability to have fun. At work they are 
serious, yet friendly. They still get things 

done because they are socially effective in 
short amounts of time and they capitalize 
on valuable social moments. They 
minimize small talk and gossip and instead 
focus on having meaningful interactions 
with their coworkers. They remember 
what you said to them yesterday or last 
week, which shows that you’re just as 
important to them as their work.

BRINGING IT ALL TOGETHER

Likeable people are invaluable and unique. 
They network with ease, promote harmony 
in the workplace, bring out the best in 
everyone around them, and generally seem 
to have the most fun. Add these skills to 
your repertoire and watch your likeability 
soar! +
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I
f you think you can’t grow your 
business because you’re taking profit 
first, you’re wrong.

I know, I get it. From a mathematical 
standpoint it may not make sense. 

Until you do it. 

Hundreds of thousands of businesses 
have implemented and amassed incredible 
growth through Profit First. Something is 
working!

Some small businesses are afraid that if 
they take their profit first that they may 
impede their growth trajectory. This is a 
huge Profit First Myth.

The data doesn’t lie. Small businesses that 
implement Profit First grow faster than 
their contemporaries. This is because 
while it may not make mathematical sense 
immediately, it does make behavioral sense. 

Profit First is a cash management system, 
which forces new management of your 
behaviors, too. Instead of paying your 
expenses first, you allocate a portion of 
your money to your profit account. This 
restricts your spending, and you become 
more selective in how you spend and what 
on. You will become more aware of your 
return in investment and the choices you 
make.

Conversely, when all the money in your 
business is available to spend, you will. And 
your profit account will sit empty. Ouch. 

Summary? Businesses that implement 
Profit First grow faster because they are 

How Profit First 
Grows Your  
Business BY MIKE MICHALOWICZ

PROFIT FIRST

Mike Michalowicz is the entrepreneur behind three multimillion dollar 
companies and is the author of Profit First. He is globally recognized as 
the guy who “challenges out-dated business beliefs” and teaches us what 
to do about it. To learn more about Mike and get access to a treasure trove 
of entrepreneurial tips, visit MikeMichalowicz.com.

more focused on how they use their money. 
Be like them!

If you need some guidance on where 
to start, check out this Profit First One 
Sheet (https://bit.ly/3qe8FSl), which has 
an awesome outline to get you started. 
And as always, working with a Profit First 
Professional can help ensure you’re  
doing Profit First right!

Wishing you all the profit!

You’ve Got This! +
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www.wnins.com

At Western National Insurance, nice is what’s 
guided us for over 100 years. And we’re just 
getting started.

Western National Insurance. The power of nice.

nice
makes you smile.
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WAGE & HOUR VIOLATIONS

26  



WAGE & HOUR VIOLATIONS

A
voiding wage and hour 
violations isn’t always 
easy. However, with some 
guidance, employers can 
keep their businesses 

compliant and their workers happy. 
Below is general guidance related to 
wage and hour violations, categorized by 
violation type. 

CHILD LABOR VIOLATIONS

Hiring minors comes with greater 
employer responsibilities, seeing as 
minors have a number of specific wage 
and hour protections. Failing to comply 
with laws protecting this worker segment 
can be particularly costly. Between fiscal 
years 2020 and 2021, the Department 
of Labor (DOL) assessed more than 
$1 million in penalties for child labor 
violations among 190 employers in 
the Southeast region of the United 
States alone. Perhaps this was due to a 
shortage of workers and only minors 
were available for certain positions and 
hours. Yet, despite challenges in the 
current labor market, employers must 
remain compliant with all relevant 
state and federal laws governing child 
labor. Employers should also consider 
consulting with attorneys to ensure 
policies and practices are up to date and 
compliant. 

OVERTIME VIOLATIONS

The Fair Labor Standards Act (FLSA) 
requires employers to pay covered 
nonexempt employees overtime wages 
if they exceed 40 hours in a workweek. 
Some companies utilize a variety of 
tactics to avoid paying these wages, 
including those that are unlawful. For 
example, a delivery business maintained 
a policy where drivers were only paid per 
day or per mile, period. However, based 
on their employee class, the drivers were 
still eligible for overtime pay, despite 
their company’s policy. 

This example demonstrates the 
importance of properly constructed and 

regularly reviewed workplace policies 
and manager training, especially when 
managing employees with nontraditional 
schedules. Paying experts to review 
policies prior to their enforcement 
could save employers tens of thousands 
of dollars down the line. According 
to the DOL, employers may also 
contact the Wage and Hour Division 
(WHD) to ensure they understand 
their responsibilities and avoid similar 
violations.

WORKWEEK MISCALCULATIONS

One of the basic tenets of the FLSA 
is that work hours must be recorded 
for covered nonexempt workers and 
employees must be paid for that time.  
Yet, that doesn’t always happen, 
especially when it comes to overtime. 
Consider the example where a health 
care employer failed to accurately 
track employee working hours and also 
miscalculated how much overtime pay 
workers should receive. 

THE FLSA’S 
OVERTIME 
REQUIREMENTS 
FOR HEALTH CARE 
WORKERS REQUIRE 
NONEXEMPT 
EMPLOYEES TO BE 
PAID OVERTIME 
WAGES AFTER 
WORKING MORE 
THAN EIGHT HOURS 
IN A DAY OR 80 
HOURS IN A TWO-
WEEK PAY PERIOD—
WHICHEVER IS 
GREATER. 

Employers must also accurately track 
working hours to ensure employees are 
getting paid for the time they work. This 
includes traveling between worksites and 
conducting work before or after specified 
shifts. 

Sometimes employee schedules don’t 
fit neatly into a 40-hour period. When 
dealing with abnormal schedules, 
employers must be especially careful 
when calculating workweeks. Adopting 
lawyer-reviewed workplace policies 
and adequately training staff can help 
prevent potential issues. 

FMLA VIOLATIONS

The Family and Medical Leave Act 
(FMLA) protects workers who need 
to take a prolonged absence due to a 
qualified family or medical reason. This 
law was enacted so that employees 
wouldn’t need to worry about losing 
their jobs while dealing with serious 
and potentially unexpected life 
circumstances. Yet, an employee can 
follow all proper procedures and an 
untrained or unknowing manager may 
still violate the law, resulting in costly 
consequences. 

FMLA violations can be particularly 
costly as they may involve paying back 
employees’ lost wages. Employers should 
ensure managers, employees, and other 
stakeholders understand their FMLA 
rights. This includes knowing how to 
submit FMLA requests, understanding 
situations that might qualify for FMLA 
leave, and comprehending workplace 
guarantees that come with this leave 
(e.g., job protection). Understanding 
these details can help prevent 
wrongful termination and significant 
monetary penalties. It is so important 
for employers to seek professional 
guidance before making potentially 
costly decisions. By learning from these 
employers’ mistakes, others in similar 
industries can avoid major violations and 
prevent DOL audits. +
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INNOVATION BLOCKERSCOMMERCIAL AUTO INSURANCE

"WHILE MOST STATES  
REQUIRE DRIVERS TO MAINTAIN  

AUTO INSURANCE, ACCORDING TO 
A RECENT STUDY BY THE INSURANCE 

RESEARCH COUNCIL (IRC), ONE IN EIGHT 
MOTORISTS REMAIN UNINSURED."
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COMMERCIAL AUTO INSURANCE

MOTORIST
COVERAGE

A
s if learning that an 
employee was involved in 
an accident on company 
time isn’t alarming 
enough, what happens 

when you find out that the at-fault 
driver doesn’t have coverage or is 
underinsured? While most states 
require drivers to maintain auto 
insurance, according to a recent study 
by the Insurance Research Council 
(IRC), one in eight motorists remain 
uninsured. 

The IRC study indicates that the 
magnitude of the uninsured motorist 
problem varies widely from state 
to state. Uninsured motorist (UM) 
and underinsured motorist (UIM) 
are coverage options added to 
your commercial auto policy for 
transferring risk in these unfortunate 
circumstances. 

COVERAGE OVERVIEW

In the event a driver or passengers are 
injured due to the negligence of an 
uninsured or underinsured driver, you 
may seek compensation for injuries 
and damages through the UM and 
UIM portions of your policy:

• Uninsured motorist coverage 
is used when the at-fault driver 
can’t pay due to lack of insurance.

• Underinsured motorist coverage 
is used when the driver’s liability 
limits are lower than the costs of 
the accident.

The coverage typically has two components, 
but it varies from state to state:

• Coverage for bodily injury provides 
insurance for medical bills, funeral 
expenses, lost wages, pain and 
suffering, disfigurement, and 
permanent or partial disability.

• Coverage for property damage 
provides insurance for auto repairs, 
total loss, rental car, and damage to 
personal items carried in the vehicle.

THE FOLLOWING ARE ADDITIONAL 
COVERAGE CONSIDERATIONS: 

• For UM/UIM to pay, it must be 
established that the other driver was 
at fault. Comparative negligence 
allows for more than one person 
to be at fault for an accident. As a 
result, your company can reduce 
the settlement of your uninsured/
underinsured motorist claim by the 
percentage of fault attributable to 
you.

• UM coverage pays losses up to the 
coverage limits from an accident 
caused by a hit-and-run driver, but be 
sure to report the accident promptly.

• Commercial excess liability policies 
typically exclude UM/UIM coverage.

COVERAGE LIMITS

A risk management best practice for 
UM/UIM is to set the limits equal to 
your commercial auto bodily injury and 
property damage limits. Since UM and 
UIM coverage protects you, adequate 
limits are critical. +

Uninsured & Underinsured
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BUILDER'S RISK COVERAGE

BUILDER'S 
RISK COVERAGE 
Understanding The Policy Period
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BUILDER'S RISK COVERAGE

C
onstruction projects, regardless 
of their size, can present 
complex insurance issues. 
Are you confused about your 
exposures and policy options? If 

so, it’s no surprise—there are no standard 
Builder’s Risk policy forms covering these 
types of risks. To help you limit your 
exposure, here are some helpful Builder’s 
Risk policy basics.

THE BASICS

Builder’s Risk coverage is a type of property 
insurance specifically designed to cover 
property during construction, including 
renovation and repair. Why do you 
need it? There are additional risks and 
responsibilities inherent in this type of 
work that a typical property policy is not 
designed to cover. For example, if someone 
steals contractors’ equipment from the 
job site or if construction materials are 
damaged, you could be liable for the loss if 
you do not have Builder’s Risk coverage.

Typically, the coverage is purchased by 
either the property owner or contractor. 
Regardless of who purchases the coverage, 
all parties that have property involved in 
the project should be named in the policy. 
This may include the owner, contractor, 
subcontractors, the financial institution 
funding the project, and, in some cases, the 
architects and engineers. Once the project 
is completed and/or accepted by the owner, 
your regular property policy kicks in.

Since Builder’s Risk coverage only deals 
with the property, it does not include 
coverage for worksite injuries or design/
construction defects. For any mishaps 
that occur on the job, you should rely 
on liability and workers’ compensation 
insurance policies for coverage.

POLICY PERIOD

When purchasing Builder’s Risk coverage, 
one of the issues often overlooked is the 
policy period—it may not be clear when 
the coverage begins and ends. As a result, 
keep the following in mind:

Commencement of Coverage: Builder’s 
Risk policies provide coverage for property 

during construction, renovation, or repair. 
But at what point does construction, 
renovation, or repair begin?

• Typically, contracts require that 
insurance be provided for the 
duration of the contract period. This 
means that the policy inception date 
would be the date the contracts are 
signed.

• The lender may also specify the 
inception date.

• However, be sure to review insurance 
policy provisions to determine 
whether there are restrictions on 
when coverage begins. Policies may 
contain clauses that state coverage 
begins when construction commences 
or that the insurance company 
will pay for losses at the time you 
become legally responsible for the 
covered property, either on or after 
the effective date. Prior to any site 
preparation, demolition, or delivery 
of materials or equipment, review 
the policy to ensure there are no 
restrictions on coverage inception. 

Coverage Expiration: Determining 
when coverage terminates can be equally 
problematic. Builder’s Risk policies can 
contain provisions that terminate coverage 
prior to policy expiration. The provisions 
typically state that coverage will end at the 
earliest of the following:

• the policy expires or is cancelled

• the property is accepted by the 
purchaser

• your interest in the property ceases

• you abandon the construction with no 
intention of completing it

• unless specified otherwise in writing:

• 90 days after construction is 
complete, or

• 60 days after construction 
is complete and the building 
described in the declaration is 
occupied in whole or in part, or is 
put to its intended use

PROBLEMS AND SOLUTIONS

There are some limitations to Builder’s 
Risk coverage, but none that don’t have a 
simple solution:

• There is no coverage under the policy 
if the building is occupied to any 
extent, for over 60 days, without 
written consent of the insurance 
company.

• The policy only provides coverage for 
up to 90 days after the completion of 
construction. In the case where the 
building is completed only two days 
before policy expiration, there are 
only two days of coverage available. 
There are 90 days of coverage 
available after completion only if 
there are at least 90 days remaining in 
the policy period. 

• Coverage issues can arise at the 
end of a project, after construction 
is complete and the structure is 
occupied but while a “punch list” and 
final completion work remains.

HERE ARE STRATEGIES TO 
UNDERSTAND THE EXTENT OF YOUR 
COVERAGE:

• Understand the insurance coverage 
obligations of the project documents 
and contracts to ensure the policy 
period, at a minimum, fulfills the 
requirements.

• Understand the terms and conditions 
of the policy and what triggers the 
coverage to commence and cease.

• When coverage ends, make sure 
permanent coverage is in place so no 
gaps in coverage exist.

Careful planning is the foundation for 
a smooth construction project, which 
includes the right exposure coverages. 
Many businesses choose to transfer or 
accept risk through contracts, purchase 
orders, and lease agreements. However, not 
all contracts or endorsements are created 
equal. +
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