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Dear Friends, 

I am pleased to provide you the July 2021 issue of The Monthly CEO Advisory™.   

My article this month is on the subject having overdue conversations with under-performing  

employees. Many employees did step up during the pandemic but sadly, many others did not, and 

those individuals who disappointed their employer and coworkers now need your attention.   

Running a business is the most challenging task someone could ever take on, and as you know, it is 

all consuming. This means that you likely have little time to learn about all the topics you should. To 

make it easier for you, each of our articles are short (only one page) and includes the following  

categories: 

 

Please feel free to pass along the CEO Advisory to others in your network who might benefit from 

learning something that could positively impact their business.  

Please enjoy all the articles in this issue and thank you for allowing us to be part of your continuing 

business education, growth and success. Stay safe. 

Sincerely,

Ken Keller
Ken Keller
CEO
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The Monthly CEO Advisory is a publication for business leaders. Please enjoy the articles, 
send us any suggestions of topics you would like to see covered and pass this on to others 

so that they might benefit. Thank you. Ken Keller
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Longevity in a company is not loyalty. 
Employee loyalty often manifests by 
showing up for a paycheck, for as long 
as possible, doing as little as required 
to stay employed.

This is about how loyalty can become 
a liability and what the CEO needs to 
do to implement change. 

Companies often have individuals 
in key roles not meeting expectations. 
The pandemic has put these people 
in the spotlight and maybe into the 
crosshairs. 

I ask about underperforming direct 
reports in my Strategic Advisory Board 
meetings, and each CEO instantly sees 
a face, or faces. 

When asked why “Mike” (my made 
up name for this exercise) is on the 
payroll, the CEO always begins with “I 
really like Mike, but …”

In my confidential one–on–one 
coaching sessions, I respond with, 
“Let’s remove the word ‘like’ and focus 
only on the business performance of 
the individual.”

Freed of the anchor of affection, the 
CEO launches into a tirade, a verbal 

presentation of facts and opinions, of 
all the things Mike has failed at or is 
not doing for the job he is being paid 
to do. 

I always end by asking, “Why is Mike 
still on the payroll?”

This is the question the CEO fears. 
They already know the answer but 
don’t want to say it out loud. Even to 
their business coach.

The answer is the CEO is afraid of 
having difficult conversations. The CEO 
wants to be a nice person; to be liked 
and hates having to discipline people 
or terminate them.

Why are conversations with Mike so 
critical? The longer the problem lin-
gers, the more likely it is to impact the 
personal health of the CEO. In addition 
to physical and mental stress, dwelling 
on Mike eats up both energy and head 
space, a drain on thinking time that 
could be used for more strategic issues. 

But the CEO isn’t the only one Mike 
impacts. Employees, vendors, sup-
pliers, strategic partners, clients and 
prospects, all wonder when the CEO is 
going to deal with Mike. 

Mike’s under performance, his messes, 
his trail of woe, is the 100% on the CEO. 

No one can be a good employee 
without clear and measurable goals. 
Otherwise, the company becomes a 
place where people are paid regularly 
but spend the day doing what they 
believe is important.

Imagine having people on the payroll 
doing things all day long that are 180 
degrees counter to what the CEO 
wants. It’s maddening!

Good employees want to know what 
is expected; they want to be measured 
against results. Being challenged and 
rewarded is at the top of their list to 
stay engaged. They want their boss to 
inspect their work, give them feed-
back and give them an opportunity to 
improve.

Underperforming employees expect 
to stay on the payroll because the CEO 
likes them. That’s wonderful except 
every underperforming employee is 
a direct hit to cash flow and profits. I 
estimate an average employee costs a 
business a minimum of $100,000 annu-
ally but Mike’s impact might well be 2 
to 4 times that figure.  

Is it time to confront reality? It is 
probably overdue. If you don’t want to 
have those challenging conversations, 
contact me and I’ll either coach you 
to do it or I’ll do it with you. If nothing 
changes, you can only blame yourself.

Visit StrategicAdvisoryBoards.com 
today to learn about nationwide peer 
groups on Zoom or call Ken Keller at 
661.645.7085. 

Ken Keller
Ken Keller facilitates Strategic Advisory Boards, bringing 
small & midsize company CEOs together to improve 
planning, performance and growth to increase revenue, 
execute plans, and grow profits. SABs meet via Zoom 
and clients are worldwide, in just about any industry.  
Ken.Keller@StrategicAdvisoryBoards.com or 
call 661.645.7086. 

BUSINESS
OVERDUE DIFFICULT CONVERSATIONSOVERDUE DIFFICULT CONVERSATIONS

GROWTH 
& PROFITS
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Most Americans would agree that 
capitalism is the greatest wealth 
creation engine the world has ever 
known. But it’s hard to argue that cap-
italism distributes its rewards equally, 
and today’s “winner take all” econ-
omy is concentrating wealth beyond 
Gilded Age levels. Forget about that 
top 1% the “Occupy Wall Street” 
movement targeted; we’re talking the 
1% of the 1%. That drives the central 
question of today’s political economy: 
how hard should government work to 
combat inequality? People can and 
do argue in good faith from “not at 
all” to “lots harder than we are now.”

Last month, the non-profit news-
room ProPublica cannonballed into 
that debate with a mighty splash — a 
report called “The Secret IRS Files”. 
Someone risked serious jail time to 
leak 15 years’ worth of tax returns 
from bold-face names like Jeff Bezos, 
Elon Musk, and Warren Buffett. “IRS 
records show that the wealthiest can 
— perfectly legally — pay income tax-
es that are only a tiny fraction of the 
hundreds of millions, if not billions, 
their fortunes grow each year.”

Pretty bold, and pretty damning, 
right? ProPublica continues, “Amer-
ica’s billionaires avail themselves of 
tax avoidance strategies beyond the 
reach of ordinary people . . . . We 
compared how much in taxes the 25 

richest Americans paid each year to 
how much Forbes estimated their 
wealth grew in that same time period. 
We’re going to call this their true tax 
rate.” But anyone who’s taken a class 
in Federal Income Taxation can spot 
the flaw here — as the report itself 
acknowledges, those gains don’t 
count as income “unless and until the 
billionaires sell.”

What sort of numbers are we talking 
about? From 2004-2018, Warren 
Buffett’s wealth grew by $24.3 billion. 
Yet over the same period, he paid just 
$23.7 million in federal income tax, 
for what ProPublica calls a “true” tax 
rate of just 0.10%. Scandalous, right? 
Storm the castle with torches and 
pitchforks! Well, no. Over that same 
period, Buffett reported $125 mil-
lion of “income” under the statutory 
definition. So the $23.7 million he 
paid represents a far-less-scandalous 
18.96%.

So, billionaires like Musk watch their 
stock soar and borrow against it to 
spend tax-free loan proceeds instead 
of selling it to spend taxable income. 
And the fabric in his socks is probably 
finer than the suits most men are bur-
ied in. But that strategy isn’t limited 
to billionaires. If you bought a house 
10 or 20 years ago, you’ve probably 
seen its value double or triple. You 
haven’t paid any tax on that gain 

either. And you can borrow against 
it, just like Musk, with a home equity 
loan. Use the proceeds for business 
or investment and you can even de-
duct the interest you pay!

Oh, and when it comes time to sell 
that house? You’ll get to exclude up 
to $500,000 of gain from your in-
come. Elon Musk paid $17 million for 
a Bel-Air house in 2013, then sold it 
last June for $29 million. He’ll pay a 
much bigger percentage of his gain 
in tax than you will.

We’re not here to defend the tax 
system. But like it or not, it’s the only 
one we’ve got. And as Judge Learned 
Hand famously said, “anyone may so 
arrange his affairs that his taxes shall 
be as low as possible . . . there is not 
even a patriotic duty to increase one’s 
taxes.” (With a name like Learned 
Hand, he would know.) So count on 
us to help you pay less. ProPublica 
says it’s perfectly legal ... and Learned 
Hand says it’s ethical and moral, too!

TAX NEWSTAX NEWS
David Stone 
IRS Solutions Valencia, Inc.
www.FormerIRS.com 
We help clients in dealing with IRS 
collection and audit issues of individuals 
and small, midsize and large businesses 
throughout the United States.
David@IRSSolutions.com

WE DON’T PAY NO WE DON’T PAY NO 
STINK’N TAXESSTINK’N TAXES
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From a construction worker who pulls their back, to a 
machinist who loses several fingers to a punch press in the 
blink of an eye, work related physical injuries often lead to a 
full gamut of mental injuries too.

There is anxiety about how the bills will be paid, and 
sometimes depression caused by chronic pain, and a fear of 
returning to the job at which they were injured are all pos-
sible. Despite generally not being part of a compensable 
physical injury, mental elements derived from an injury can 
weigh heavily on the trajectory of a Workers Compensation 
claim.

Traditionally, the insurance industry has avoided ac-
knowledging the psychological components of a physical 
injury claim because doing so might trigger a compensable 
“psych claim”. However, claims professionals and employ-
ers are now realizing that if they are not looking beyond 
the physical aspects of the claim and addressing them early 
and appropriately, they may contribute to increasing the 
duration of the injury and the total cost of the claim. 

The insurance industry in general is becoming more pro-
active in managing such claims, although challenges exist. 
While physical injuries have treatment guidelines and best 
practices, with mental health issues the treatment protocols 
are much less clear. Further, the success of mental treat-
ment is not universal, and it can be hard to quantify. Yet, 

considering an injured worker’s psychological hurdles and 
getting them help immediately if they begin showing signs 
of mental distress has emerged as a best practice for both 
sophisticated employers and claims managers. 

Employers and claims handlers should be aware of 
indicators that a claim warrants some intervention beyond 
management of the physical injury. The use of data analyt-
ics and injured worker questionnaires can quickly identify 
such issues, while referrals to mental health providers that 
have experience working with injured workers represent an-
other avenue for identifying potentially problematic claims.  
Industrial health care providers are also becoming better at-
tuned to a patient’s mental roadblocks and are more open 
to sharing their observations than in the past.

The first approach can be as simple as claims handlers 
and front-line health providers talking to the injured worker 
and helping them understand that the mental responses 
they might have are normal. Oftentimes, the employee just 
being able to talk about their concerns can go a long way 
to preventing a long-term issue. This is where carrier Nurse 
Case Managers can play a positive role. For injured workers 
who may need something more, cognitive behavioral ther-
apy, or talk therapy can provide tools to reframe thinking, 
while goal setting, life coaching, and even a focus on sleep 
management can help.  

Mental claims are not “one-size-fits-all”, but early inter-
vention is always going to be the best strategy.  Employers 
should stay in close contact with their workers after an 

injury and do everything they can within 
the law to address their questions and 
concerns. They and their broker should 
also prompt adjusters to account for 
the injured worker’s mental state and 
request a Case Manager when appro-
priate. Doing so will benefit the inured 
worker and the employer in the long run.  

Paul Palkovic, 
ARM, CPCU
ISU Kulchin Ross Insurance Services 
(805) 358-8786   
paul@kulchinross.com

COMMERCIAL

INSURANCE
MENTAL ASPECTS OF PHYSICAL INJURIESMENTAL ASPECTS OF PHYSICAL INJURIES
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Companies are returning to work and 
the biggest issue facing employers now 
is retaining employees, who are now 
ready to find new jobs and hiring new 
employees.  I have spoken to two staffing 
agencies in LA and Ventura County who 
have over 600 open jobs and are having 
trouble finding candidates to fill those job 
opportunities.

During the pandemic, year-over-year 
turnover trends drastically reduced. Work-
ers instead clung to their jobs as a way to 
maintain financial security, having seen 
countless others get furloughed or laid off.

As the economy opens back up, em-
ployers are pushing employees to return 
to the workplace. A significant number of 
employees are unwilling to return to the 
status quo. 

Instead, they are taking stock of their 
current positions and contemplating 
what they truly want out of their jobs. For 
some, the most direct path toward their 
goals is to find a new employer.

Experts are predicting a “turnover tsu-
nami” coming in the latter half of 2021; 
all the turnover that would typically take 
place in a given 2 years is expected to 
come all at once.

Workplace survey data illuminates 
some commonalities between worker 
desires across industries. The following 
are some of the most coveted changes 
workers are looking for post-pandemic.

• Many employees were forced to work 
from home during the past year. As 
businesses reopen, employees are 
reluctant to return now that they have 
tasted greater flexibility and autono-
my.

• Forty-seven percent of employees 
said they would leave their current 
jobs if their employers forced them 
back into the workplace, according to 
a survey. 

• Forty-one percent of employees said 
they would take a job with a slight 
salary cut if it meant having a hybrid 
work model.

Given countless surveys conducted in 
the past year, it is apparent that employ-
ees want at least some remote work op-
portunities. While remote or hybrid work 
is perhaps the most desired workplace 
benefit now, it is not all that employees 
want.

The pandemic has left many employ-
ees feeling burned out and overworked. 
According to an Indeed survey, 52% of 
employees are experiencing burnout, and 
67% say burnout has increased during the 
pandemic.

Employee workloads are likely to 
increase rather than reduce because 
employers are having issues retaining 
and hiring new employees. Employees 
also want greater mental health benefits, 
time off and other resources for reducing 
stress levels.

Compensation has always been an 
employee motivator. Many workers are 
demanding better pay and benefits as 
compensation for their continued ef-
forts—even walking out or quitting when 
their efforts are disregarded. In fact, 35% 
of surveyed employees said they would 
leave their current jobs for better com-
pensation and benefits.

At this point, it is clear that a signifi-
cant number of employees are feeling 
restless in their current roles. Only 21% 
of employees feel very engaged at work 
and 46% said they feel less connected to 
their workplace now than at the start of 
the pandemic.

Generally, employers should consider 
implementing some of the changes em-
ployees are looking for, such as:

• Providing remote or hybrid working 
arrangements

• Expanding employee assistance pro-
grams to help with mental health and 
burnout

• Increasing compensation or bonuses
• Having managers meet more fre-

quently with employees about en-
gagement levels and ways to improve 
them

Employers should consider surveying 
employees about their individual opin-
ions, helping to identify unforeseen op-
portunities and potentially give employ-
ers ideas for improving retention.

Source:  Heffernan/Zywave

HUMAN RESOURCESHUMAN RESOURCES
COMPLIANCECOMPLIANCE

Barry Cohn, CEO
JorgensenHR 

I work with top executives of companies 
with 20-2,000 employees, providing 
HR solutions including outsourced HR, 
monthly HR consulting, workplace in-
vestigations, and almost everything HR.

barry@jorgensenhr.com
661.600.2070
www.jorgensenhr.com

EMPLOYEE RETENTION IS A HUGE ISSUE POST PANDEMIC
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Manufacturing has been the step 
child of the US economy for too long.  
In order to reduce costs, manufacturing 
has been moved off-shore to “low cost 
manufacturing regions.”  In order to 
sell durable goods, aircraft and defense 
articles to foreign countries, manufac-
turing offsets have been the order of 
the day.  In other words, move your 
manufacturing to my country and I will 
buy your end products.

This has been going on for my entire 
career.  It has not always been about 
economics, but marketing and politics.  
And as those previously “undeveloped” 
low cost manufacturing regions become 
“developed”, guess what?  Worker 
demands for higher wages, benefits, 
medical care, health and safety safe-
guards erode the perceived low cost 
advantages.  

It has taken the COVID pandemic to 
expose the strategic short-sightedness 
of these global re-alignments of the 
US manufacturing supply chain.  But 
even before that, major industries had 
already begun to make their moves.  
Since the mid-90’s, several foreign 
automotive manufacturers have real-
ized the best place to manufacture is in 

the United States.  Mercedes, Honda, 
BMW, Toyota and Hyundai have all 
established major manufacturing opera-
tions in the US.  In the state of Alabama 
alone, over 40,000 new jobs have been 
created in automotive manufacturing in 
recent years.

These are not minimum wage 
service industry jobs.  These are high 
paying jobs for skilled workers who are 
contributing to the well being of their 
families and communities.  These are 
jobs with a broad range of opportuni-
ties for growth.

For a young person looking for an 
industry with unlimited potential for 
environmental good, personal growth, 
and flexible career opportunities, man-
ufacturing is ideal.  Manufacturing is 
looking for employees of every back-
ground and skill set.  This ranges from 
those with hands-on practical experi-
ence with tools and technology, to com-
puter programmers, systems analysts, 
accountants, sales personnel, managers 
and executives.  It is unlike any other 
industry in the range of possibilities for 
a young person with virtually any voca-
tional or educational background.  

And U.S. manufacturing is poised for 
unprecedented growth.

It is gratifying to see policy mak-
ers, via the PPE and microchip crises 

brought on by the pandemic, begin 
to realize that locating manufacturing 
supply chains in the US is a strategical-
ly critical need.  It is essential for the 
safety and security of the nation and 
its economy.  The automotive industry 
began to realize this years ago as manu-
facturing began moving back to the US.  
And now with the critical shortage of 
microchips, 90% of which are produced 
overseas, the foolishness of past poli-
cies has finally come to light.

Those of us in the manufacturing 
industry have been observing with dis-
may the dismantling of the US manufac-
turing infrastructure for decades.  The 
short sightedness of this dismantling 
was obvious to all, but policy makers 
and corporate chieftains closed their 
eyes.  Profits were king.  But now the 
long term risks have made themselves 
painfully evident.  

If you know a young person who is 
trying to decide what to do for a career, 
I strongly urge you to recommend they 
consider manufacturing.  It is a dynamic 
environment full fascinating challeng-
es with the opportunity to change the 
world we live in for the better.  

Whether they are interested in com-
puting, engineering, administration, 
management, human resources and so 
many other fields, manufacturing offers 
it all. Now is the opportunity to get in 
on the ground floor of a resurgence in 
manufacturing awakened by the reali-
ties of the new post-pandemic world we 
will be living in for years to come.

BJ SCHRAMM
818.441.8814
B_Schramm@hotmail.com

MANUFACTURING

EXCELLENCE
US MANUFACTURING RESURGENCE 
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Just when you thought you were start-
ing to get the hang of Windows 10, along 
comes Microsoft to change things up yet 
again. Well, they do have to keep their 
shareholders happy, now don’t they? Love 
it or hate it, you may not have heard the 
news yet, but the next version of Windows 
is due to be announced this Thursday. 

While the official Microsoft announce-
ment about the next version of the Win-
dows is not too far away, it’s still expected 
to be called Windows 11. Whatever it’s 
called, it’s expected to be the biggest 
update to Windows since Windows 10 was 
released in 2015. Hard to believe it’s been 
6 years already!

IT’S STILL EARLY – SO WATCH OUT!
In the tech world, Windows 11 has 

been in the spotlight recently - not for 
its upcoming release but rather for the 
massive leak that has allowed users to try 
out the new OS ahead of the launch. Mic-
rosoft had been gearing up to talk about 
‘the next generation of Windows’ on June 
24. But that has been ruined by a slew of 
leaks - first, a few screenshots emerged on 
China’s Baidu website and soon after that, 
the Windows 11 ISO was dumped online.

If you’ve been enticed by the surprise 
availability of the next Windows update, 
or Windows 11, ahead of the official re-
lease, our advice is hold off on download-
ing and installing this just yet. Yes, you’ve 
seen images of it on the internet, with the 
supposed center placement of certain 
elements on the task bar, a supposed new 
multitasking experience and even the 
addition of widgets.

Keep in mind, this Windows 11 build 
isn’t even official. This isn’t even a beta 
yet, let alone a stable beta. Mind you, this 
supposed Windows 11 build isn’t being 
distributed via official Microsoft channels. 
It’s being hosted by all sorts of websites 
and this is a recipe for disaster. This is 
exactly the sort of thing that hackers love 
- malicious software and virus finds its 
way in, and phishing as well as snooping 
scams. Your data can and may be at seri-
ous risk. So – don’t install it!

WHAT’S IN WINDOWS 11?
From what we’ve seen, Microsoft is 

refreshing the user experience, including 
modernizing menus, rounding corners on 
rectangles, and creating a new startup 
sound. The new interface and the Start 
Menu are similar to what we’ve seen on 
Windows 10X. The biggest visual changes 
appear in the taskbar area, the app icons 
are centered now, there’s a new square 
Windows logo, and the app tray looks a 
lot cleaner.

We’re eager to discover new cyberse-
curity enhancements.

Hardware requirements are similar to 
those for the latest versions of Windows 
10, so you can probably keep your existing 
computer if you upgrade to Windows 11.

WHAT NOW?
Prepare your company now. Visit with 

your IT team in a few weeks after they’ve 
had an opportunity to familiarize them-
selves with Windows 11. Let them tell 
you the pros and cons of upgrading your 
organization to Windows 11. Consider 
purchasing a license of Windows 11 for a 

computer so that your IT team can expe-
rience the new OS first hand. You might 
decide not to upgrade just yet. However, 
there may come a point where some of 
your programs might require an upgrade 
for it to work correctly. Keep in mind 
though, Microsoft will support Windows 
10 through October 14, 2025. So, we 
definitely have some time.

RECAP
I can’t stress enough to remember that 

this version that’s making its way around 
the internet is NOT anything you should 
download and test out. This is as rogue 
a version of software as you’ll find. That 
said, stay interested and learn more about 
Windows 11 as, before we know it, we’ll 
be working with it in our day to day lives. 
And I would venture to guess long before 
2025 when Windows 10 is put out to 
pasture.

INFORMATION INFORMATION 

TECHNOLOGYTECHNOLOGY
Craig Pollack 
FOUNDER & CEO 
FPA Technology Services, Inc. –  
“IT The Way It’s Supposed To Be!” 
FPA provides fixed fee, worry free 
IT services focused on professional 
services firms such as RIAs, CPAs, 
Business Managers, Legal, Insurance, 
as well as Manufacturers & Distribu-
tors and Non-Profits.

craig.pollack@fpainc.com or call 
818-501-3390
www.fpainc.com

WINDOWS 11 – ALREADY?
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Attracting and retaining employees is a constant struggle for 
companies and in the current environment, it is almost impossible 
to find people willing to work. Now more than ever, employers 
need to hold onto talent.

It is critical for employers to tailor their benefits offerings in a 
way that attracts and retains the most employees. While each 
workforce will have unique needs and interests, there are some 
commonalities seen among small business employees.

1. HEALTH INSURANCE
Health insurance is consistently one of the most desired 

benefits among employees. That may be because health care is 
so expensive and is unaffordable without employer-sponsored 
insurance. By offering generous health benefits, employers can 
compete for top talent. In fact, doubling down on health insur-
ance might be a better option for some employers than adding 
other ancillary benefits that employees do not need or want.

2. LEAVE BENEFITS
The ability to take time away from work is an important consid-

eration for employees. Leave benefits will vary by workplace, but 
they typically include paid time off (PTO), vacation days and sick 
time. These types of leave usually come with specific use require-
ments. For employers looking to attract and retain employees, 
expanding these benefits could be a great advantage. This may 
include allowing faster PTO accrual, providing more sick days or 
allowing for flexible scheduling. 

3. PERFORMANCE BONUSES
Employees want to be recognized for their hard work. Fail-

ing to do so can lower morale and affect retention. Introducing 
performance bonuses as an employee benefit can be a way to 
combat this. Performance bonuses will vary, but the general idea 
is to compensate employees in some way for a job well done. For 
instance, employees might receive incentives such as gift cards, 
cash, additional PTO or other perks, depending on their achieve-
ment. However, before implementing such bonuses, employers 
should ensure compliance with any applicable workplace laws 
regarding employee compensation.

4. RETIREMENT PLANNING
Financial security is very important to employees, especially 

millennials. Employees invest their time and energy into their 

work. As a tradeoff, many employees want their employers to 
invest in their retirements in return for years of service. Offering 
a 401(k) with contribution matching can be a powerful attraction 
and retention tool, as it demonstrates an employer’s investment 
in their workers in the long term.  

5. PROFESSIONAL DEVELOPMENT
Employees may leave a workplace simply because they want 

other opportunities or challenges. Employers may want to think 
proactively about ways to keep employees around.

Generally, professional development involves cross-training 
employees on other positions or preparing them to take on 
additional responsibilities. Offering such development opportu-
nities also signals to prospective employees that a workplace has 
upward mobility and is willing to help workers along with their 
career pathing goals.

6. WELLNESS BENEFITS
Wellness is a hot topic these days, and employees are looking 

for employers who take wellness seriously. Ignoring wellness ini-
tiatives may be interpreted as ignoring overall health, especially 
mental health. 

Wellness benefits may include mental health counseling, 
healthy breakroom snacks, gym memberships, fitness trackers, or 
yoga sessions. When it comes down to it, employees want to feel 
like their employers care about them as individuals. This means 
prioritizing well-being. 

However, these benefits are not employers’ only option to help 
attract and retain employees. Reach out to Heffernan Insurance 
Brokers today to learn more about these benefits and other po-
tential incentives to recruit and retain employees. 

COMPANY COMPANY 

BENEFITSBENEFITS
BENEFITS TO 
ATTRACT AND 

RETAIN 
EMPLOYEES 

Barry Cohn, 
Senior Vice President
Benefit Advisory Services
barry@heffins.com
213.785.8091
www.heffins.com

I help companies with 25 to 2000 employees become 
“Employers of Choice” providing employee benefits solutions 
and benefits compliance.
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ECONOMIC AID ACT
As we looked at earlier in the year, the federal govern-

ment has implemented several very attractive incentives 
for SBA borrowers this year through the Economic Aid Act. 
They are waiving origination fees on new loans and making 
the first three months of principal and interest payments on 
any new SBA loan funded through September 30, 2021, up 
to $9000 per payment, until the funds run out.

OWNER OCCUPIED REAL ESTATE
SBA real estate loans can help you buy that next build-

ing, office space, warehouse or other property than you 
need to grow your business to the next level. SBA loans 
can use used on most owner-occupied commercial real es-
tate, including multi-use, limited use and special use-prop-
erties.

All SBA lenders are not the same. It’s important to con-
nect with a lender that wants to fully understand your busi-
ness and uncover challenges and risks that are uniquely 
associated with your industry or collateral position. An SBA 
structure may help mitigate these risks when a convention-
al loan cannot. The SBA guarantees a large portion of the 
loans made by banks and other approved lenders. These 
guarantees incentivize lenders to provide small business 
owners with long-term, lower interest rate loans that they 
otherwise wouldn’t qualify for. We can connect you with a 
top 25 lender in our network.

• Loan amounts range from $150,000 to $6.25 million
• Financing for your building acquisition with as little 

as 10% down payment
• All loans are 25 year fully amortized term loans
• Competitive industry rates
• Work with an SBA preferred lender who can approve 

loans in house

CONSTRUCTION LOAN PROGRAM HIGHLIGHTS
• Eligible projects: For purchase, Purchase with tenant 

improvements, Refinance, Ground up construction
• Office, industrial, retail, automotive, commercial con-

dominiums and special purpose properties
• Up to 90% loan to value with 51% occupancy

GROUND UP CONSTRUCTION
The small business:

• Must occupy 60% of the rentable property
• May permanently sublease up to 20% and temporar-

ily sublease an additional 20%
• Must use some of the additional 20% within 3 years 

and all of it within 10 years

ASSISTED LIVING AND SKILLED  
NURSING FACILITIES

• Buyer must have recent industry ownership or man-
agement experience

• Facility should have an average economic occupancy 
percentage of 75% or greater for the last fiscal year 
end

• Facility must have a 3-star rating or higher on Medi-
care.gov and must be Medicare or Medicaid certified

• No application for startups, projection based or 
ground up construction properties

• Max loan-to-value 83% of going concern value
• Debt coverage: 1.25x on most recent tax return and 

financial statement

PRE-QUALIFY
Let us help pre-qualify you today. To start, we just need 

a Personal Financial Statement, Property Overview and 3 
years Federal Tax Returns (individual and business). 

ALTERNATIVE ALTERNATIVE 

FINANCINGFINANCING
Kristy 
Melton
Business Finance Broker
Heritage Commercial Funding Corp.
kmelton@heritagecommercialfunding.com
www.heritagecommercialfunding.com
805-231-0562

SBA COMMERCIAL REAL ESTATE LOANS
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WE CAN DO BETTERWE CAN DO BETTER

Paul Mitchell
Mitchell Sales Advisors, LLC
President of Mitchell Sales Advisors, 
powered by SalesXceleration. A firm 
specializing in sales strategy, sales 
process and sales execution. Paul has 
a 25-year history of sales leadership 
and success in diverse industries in 
the Los Angeles area. 
pmitchell@salexceleration.com
310-946-9287
www.salesxceleration.com 

She first celebrated the holiday as a child growing up in 

Marshall, Texas, before moving to Fort Worth at age 10. 

But there was one story she kept quiet her whole life: the 

night when 500 white rioters forced her family out of their 

home and set it on fire.

“The people didn’t want us. They started gathering. The 

paper said the police couldn’t control the mob. My father 

came with a gun and the police told them if he busted 

a cap, they’d let the mob have us,” Lee recalled. “They 

started throwing things at the house and when they left, 

they took out the furniture and burned it and burned the 

house.”

It was June 19, 1939. Juneteenth.

Her name is Opal Lee and she has been on a crusade for 

us to acknowledge and declare this day a national holiday 

where this group of people gained independence.

“People have said that perhaps this is the catalyst that 

got me onto Juneteenth, I don’t know that,” said Lee.

But what Lee does know is that she isn’t dwelling on 

what happened back then.

In 2016, Lee had an epiphany: “I was about 89, I’m 

pushing 90. And I don’t see anything I’ve done, and I feel 

like there is something more that I can do. My idea was to 

walk from Fort Worth to Washington, D.C., and that surely 

somebody would notice a little old lady in tennis shoes. If 

I left in September 2016, I got to Washington on January 

10th, 2017.”

In 2020, lawmakers introduced a resolution aiming to 

recognize the historical significance of the holiday, and the 

results on making Juneteenth a federal holiday were close.

Now, Lee continues to walk year after year for two-and-

a-half miles, marking the two-and-a-half years between the 

Emancipation Proclamation and when the news of free-

dom arrived in Galveston, Texas.

On Memorial 

Day, the two-and-

half-mile walk in 

Galveston began 

at Menard Park, 

where hundreds 

of people passed 

several historic 

landmarks, includ-

ing Reedy Chapel 

AME church where 

Major General 

Gordon Granger nailed a sign to the church doors declar-

ing that all slaves were free on June 19. That’s when the 

slaves began to celebrate.

But 156 years after the news of their emancipation 

reached slaves, the nation still struggles with issues of 

systemic racism and injustice. That struggle surfaced in the 

national debate and widespread Black Lives Matter pro-

tests that were sparked by the killing of George Floyd at 

the knee of a Minneapolis police officer on May 25, 2020.

I share this story because Mrs. Lee has led this effort 

peacefully and is only concerned with getting others to 

see what her and her family has been through. I recently 

did a podcast where the person I spoke with questioned 

the existence of racism; he was a white man. It wasn’t that 

he was a bad person; he was not, he was, actually quite 

nice and he listened intently. That is why Juneteenth and 

Mrs. Lee’s crusade is so important as until we all learn and 

educate ourselves then we are bound to allow the sys-

temic injustices continue simply because we don’t know. 

Please listen by going to www.lifeinbw.com to learn more.

ONE WOMAN’S 
JOURNEY 
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Selling Your Business. A series of ar-
ticles providing information to business 
owners who are starting to think about 
exiting their business.

HOW MUCH IS MY BUSINESS 
WORTH? 

The $10 million, $20 million, $30 million 
question. 

B2B CFO® surveyed business owners 
on their biggest concerns regarding selling 
their business. 62% of respondents identi-
fied business valuation as their top concern. 
Not surprising, valuing a business is com-
plex. Business appraisers utilize an alphabet 
soup of methodologies such as discounted 

cash flow (DCF), comparable company 
method (CCM), etc.  The appraiser selects 
methodologies based on factors including 
reason for the appraisal and industry. They 
may also use multiple methodologies and 
average them. What none of these method-
ologies do is determine the price a willing 
buyer and a willing seller agree to. 

The most common valuation methodol-
ogy utilized in business sales is the EBITDA 
method (Earnings Before Interest, Taxes, 
Depreciation and Amortization). This is an 
adjusted earnings-based methodology that 
applies a multiple to calculate the value of 
the business. 

     EBITA             Multiple           Value    ________        __________       ________
$ 1,000,000   x          6      =   $6,000,000

 

ADJUSTED EBITDA
There are two components of the EBITDA 

method, adjusted EBITDA and the multiple. 
Let’s discuss the adjustments to adjusted 
EBITDA first. The earnings of the business 
include revenue and expense items that will 
not carry-forward after the sale. As an exam-
ple, the owner’s son nominally works in the 
business and collects $100,000 annual sal-
ary. The buyer will not retain the son as an 
employee. As such, earnings are increased 
by $100,000 removing this expense. There 
can also be negative adjustments. The 
Company buys supplies at a 10% discount 
from the brother of the owner, resulting in 
$500,000 lower annual expenses. The only 
reason for the favorable terms is because 
of the relationship between the brothers. 
Since this discount will not be available to 
the buyer, there is a $500,000 adjustment 
reducing earnings. 

VALUATION AND TAX STRATEGY
Many business owners make decisions 

that result in minimization of taxes. As you 
plan your exit, reconsider these strategies. 
First, buyers will review these strategies 
which you may not be comfortable with. 
Second, some of these strategies may not 
be included on the adjustments list. In this 
case, a deduction that saves you 40 cents in 
taxes, may cost you $6 in sales proceeds. 

The Success Team™ introduced in my 
April 2021 article titled “Is Your Business 
Salable” will analyze the business to de-
termine what adjustments are required to 
normalize earnings. 

THE SALES MULTIPLE
The second component of the EBITDA 

method is the sales multiple. The multiple 
buyers are willing to pay is influenced by 
various factors including market conditions, 
industry factors and company performance. 
As discussed in my May and June 2021 ar-
ticles titled “Who Should I Sell My Business 
To – Parts 1 and 2, a significant factor is the 
motivation of the buyer. To recap, internal 
buyers will generally pay less than external 
buyers. For external buyers, strategic buyers 
will generally pay more than financial buy-
ers. The investment banker on the Success 
Team™ provides guidance on the appro-
priate range of multiples a business owner 
should expect when selling the business. 

Are you ready to sell your business? 
Would you like to learn more about which 
buyers may be most appropriate for your 
business? If you are ready to start planning 
your exit now or would just like to know 
more about what exit planning 
is all about, please call me.

Donald Stevens,        
Partner, B2B CFO®

I provide strategic, financial, and  
operational advisory services to the  
owners of privately held businesses.  
My goal is to help business owners 
achieve their success, as they define it.  

donaldstevens@b2bcfo.com
(805) 551-4120
www.b2bcfo.com/donald-stevens

 

CFOCFOInsightsInsights
HOW MUCH IS MY BUSINESS WORTH?
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Since the COVID-19 pandemic, 
more business has taken place online 
than ever before. Video has evolved as 
the primary form of communication - 
whether that’s live video conferencing, 
streaming, or pre-recorded - since it’s 
the closest to in-person communication 
that’s possible. 

If your business wasn’t already using 
video in its digital marketing strategy, 
it should be clear now more than ever 
that it’s worth the investment. Not only 
does video work to get conversions and 
drive traffic, but customers also report 
that they enjoy and prefer it. 

But why and how does video work 
to influence customers? We recom-
mend incorporating more video into 
your digital marketing strategy for the 
following three main reasons:

1) USEFULNESS
According to Google research, 55% 

of consumers use online videos to do 
shopping research while they’re in the 
store. If a customer is between brands, 
they might watch various marketing and 
advertisement videos to decide which 
brand’s voice speaks to them the most. 

In comparison to other content, vid-
eo is so quickly accessible and can have 
incredible replay value to your custom-
ers. Video is a practical and useful type 
of content that you can provide for your 
customers to demonstrate your service 
or product so they can see it in action.

2) AUTHENTICITY 
Because video is just about as close 

to in-person contact as one can get, it’s 

an excellent way to create a connection 
with your target audience. Video makes 
it easy to tell your company’s story in a 
creative, quick, and engaging way. 

You also have a unique opportunity 
to be creative and engaging in ways 
that simply aren’t possible “on paper” 
through email or text marketing. 

User-created videos also have an 
authenticity factor. Who better to 
endorse your product or service than a 
real customer? 

3) EASE OF ACCESS
Finally, videos are just incredibly 

convenient and easy to digest con-
tent. On social media, users can scroll 
through or watch videos with the sound 
off or watch for a while without the 
commitment of even needing to actual-
ly click on the video. 

Videos can be consumed much 
more quickly and with less effort than 
text, and they can convey information 
more efficiently. 

Plus, Google loves videos. Because 
watching a video requires time, they 
tend to increase the amount of time 
a user spends on your website (dwell 
time) which actually gives you an SEO 
boost for Google ranking. 

Of course, we don’t mean to imply 
that it’s easy to generate video con-
tent—but it’s certainly easier than it 
used to be, and it’s definitely worth the 
investment. 

It’s also important when you make 
video content to ensure that it’s opti-
mized for Google and as accessible as 

possible. This includes ensuring you 
use relevant tags, make compelling and 
accurate video descriptions, and mak-
ing them ADA compliant by including 
closed captioning and/or a transcription 
of the video text. 

There are plenty of resources for 
small businesses to quickly make videos 
on their own, or you can enlist the help 
of an agency like Social Spice Media 
to help you create affordable, quality 
video content. 

Overall, adding touches of video to 
your digital marketing strategy is not 
as overwhelming as you might think. 
Get in touch with Social Spice Media to 
learn more about creating a marketing 
plan for your business and how you 
can incorporate video into your current 
strategy. 

You can contact us by calling 
(805) 482 – 8312 

or emailing 
info@socialspicemedia.com. 

SOCIAL MEDIASOCIAL MEDIA

Jonathan E. 
Boring
President

SocialSpice Media

jon@socialspicemedia.com

(805) 482-8312 ext. 101

www.socialspicemedia.com

HOW VIDEO IS INFLUENCING CUSTOMERS 
SSM BLOG
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And now the end is here
And so I face that final curtain
My friend I’ll make it clear
I’ll state my case, of which I’m certain
I’ve lived a life that’s full
I traveled each and every highway
And more, much more
I did it, I did it my way

-Frank Sinatra

Controlling the narrative is a key to 
sustaining one’s  dignity. The patriarch 
of a closely held family business of 
chain record stores had to face the 
music.  He was a distinguished veter-
an of the Vietnam War and was bat-
tling health issues.  The reality of the 
Amazon effect hit hard.  The forces 
of the ecommerce titian eclipsed the  
trifecta of the retailer’s concentration 
of  music, movies, and books. After 45 
years the patriarch made the deci-
sion to close the business.   Despite 
declining sales and sustained losses, 
the company continued to operate 
at a deficit until he chose to go the 
route of an insolvency. The company 
was sitting on three warehouses full 
of used inventory.  Several liquidators 
valued the inventory at zero dollars 
citing that it was worthless and would 
charge to clear out the facility. The 
company was behind on payroll taxes 
and sales taxes.  In addition, the 
company was behind on payments on 
their equipment leases. 

The company chose the route of 
an assignment for the benefit of cred-
itors (ABC).  It is an insolvency process 
that uses state laws whereas a chapter 
7  bankruptcy uses federal law. I was 
a representative the assignee.  A role 
that is similar to a bankruptcy trustee.  
The key difference is that the business 
owner gets to choose the fiduciary.

As assignee, our responsibilities 
were to liquidate assets by conduct-
ing a going out of business sale. Once 
the assets were liquidated, we were 
to return the retail locations, ware-
houses, and administrative offices to 
landlords in broom swept condition. 
In addition, our role was to notify all 
creditors and stakeholders regard-
ing the assignment and administer a 
claims process. We also needed to 
close all taxing authority accounts and 
file final tax returns.

We accomplished what we set out 
to do. Our liquidating team convert-
ed inventory deemed “worthless” 
into four million dollars’ worth of 
sales. Once the liquidation sale was 
completed, we returned facilities to 
landlords without incident.  The sale 
yielded sufficient funds to  pay off the 
sales tax and payroll tax liabilities and 
pay creditors above the norm usually 
afforded creditors.

Most importantly, the family exited 
the business with dignity.  On the last 
day, several news stations were pres-
ent for a closing party.  In attendance 
were family, friends, loyal customers, 
and some of the members of bands 
that they gave their first breaks to.  

The family sent me a text recently 
that stated “ Hey Jonathan, one thing 
I want you to know, and I want you 
to know it forever. You were the best 
to our family. You were there for us 
while we went through a very difficult 
time. We sensed your moral character. 
Your word was true. It was not easy, 
but I cannot think of a better human 
to shepherd our family through that 
time. I will always remember your 
words that ‘businesses come and go, 
but it’s the people that matter.’  You 
helped my family.  Thank you!” 

It’s hard to call it quits. Controlling 
the narrative and doing it “my way” 
makes all the difference.

INSOLVENCYINSOLVENCY
ADVISINGADVISING

Jonathan J. 
Wernick (J.J.)
Managing Director

B. Riley Advisory Services
jwernick@brileyfin.com
310-909-6121
www.brileyfin.com

PEOPLE MATTER IN BUSINESS
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How are we half-way through 2021  
already? Many are still grieving about 
losses during the pandemic, some are 
excitedly emerging from its fog and some 
are still fearful it’s not over. 

Whatever group you’re in, let’s do 
something to celebrate in July. Perhaps 
it’s a summer vacation or spending time 
with family and friends, having BBQs and 
enjoying fireworks on the 4th of July. We 
all need a little joy!

After over a decade at G&L, when I 
hear the word “independence,” I don’t 
think of July 4th, I think of elder law. It is 
one of the pairs of glasses through which I 
see the world. 

Most of us take our independence 
for granted. If we handle our own activ-
ities of daily living (ADLs), we wake up in 
the morning, get out of bed, go to the 
bathroom, take a shower, make and eat 
our breakfast, take any needed medication 
and move around by ourselves. We also 
drive to work (at least before the pandem-
ic), do errands, handle our own financial, 
legal and medical affairs and maybe even 
take care of others.

In the blink of an eye, this can be taken 
away. Elder law is triggered when we start 
needing help with ADLs or normal daily 
routines. This is the beginning of our loss 
of independence and typically begins in 
our 80s-90s. Despite the warning signs, 
we are often not prepared. 

Here are 6 ways to prepare for our 
aging parents or grandparents. Make 
sure:

1. Estate planning documents have 
been reviewed and updated by an 
elder law lawyer.

2. Family is clear on the medical inter-
vention wishes that are clearly stated 
in the Advance Health Care Directive 
and how to pay for care has been 
discussed.

3. Finances, insurance information, 
logins, passwords and bills paperwork 
are organized. 

4. House has been evaluated for safety 
features (grab bars, rails, no tripping 
hazards).

5. All medications are known and up-
dated annually with the primary care 
doctor. Get to know the doctors now!

6. Physical exercise, mental stimulation 
and a robust social life are encour-
aged.

Virtually everyone, however, is not 
prepared when an elder law event 
strikes in our 40s-60s. The percentage of 
45-65-year-olds are increasingly needing 
more help with their ADLs than in decades 
past. We have several clients who have 
been diagnosed with Alzheimer’s in their 
50s, suffered debilitating strokes or acci-
dents and require care.

We never know when something 
might happen decades earlier than 
anticipated, I recommend the following 
3 life planning tips:

 ✓ Create your legacy list. How do you want 
to be remembered? Then work back-
wards. Create annual, 90-day, weekly and 
daily lists to take action to move the nee-
dle forward for your legacy list. Without 
this, many goals are never achieved.

 ✓ Communicate with the people you love 
and care about. No one is a mind-read-
er and if something happens to you or 
them, you might not have the chance to 
tell them how you feel.

 ✓ Balance living and enjoying your life 
today with planning for your retirement. 
Don’t prioritize planning for your future 
at the expense of living for today. Not 
everyone is able to enjoy their golden 
years.

Oh, and of course, do 1-4 of the first 
list! Take a moment and plan for some-
thing enjoyable today and contact us 
with any questions.

ESTATE ESTATE 
PLANNINGPLANNING

Rebecca 
Goldfarb
Goldfarb & Luu
A Professional Law Corporation
Quality Estate Planning & Elder 
Law. Simplified. ™
800.489.1984
rebecca@goldfarbluu.com
www.GoldfarbLuu.com

INDEPENDENCE
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As an M&A Advisor, I am most 
fulfilled when I help clients exit their 
businesses on their terms and tran-
sition into the next phase of their 
lives. My colleagues and I recently 
felt tremendous satisfaction when we 
closed a significant transaction for our 
clients, owners of a global lifestyle 
brand.  As I reflect on this transac-
tion, I’ve identified three keys to our 
success. 

COHESIVE AND PREPARED  
DEAL TEAM 

When I first met the owner in 2017, 
he shared his three-year plan to grow 
the business and sell in Q1 2020 
(amazing timing, LOL!). In the interim, 
the owner acknowledged that as he 
hadn’t been through this process, he 
wanted to build a team of Advisors 
who would help him maximize the 
selling price.  

Upon reviewing the financials, it 
was immediately clear that the finance 
function was a significant weakness, 
as it is for many businesses we work 
with.  For any company seeking a 
premium valuation, it’s imperative that 
financials follow Generally Accept-
ed Accounting Principles (GAAP).  

The client subsequently engaged an 
Interim CFO with relevant industry 
experience, who converted the finan-
cials from cash to accrual, established 
global financial processes, and led 
the company through a global audit 
and Quality of Earnings project.

Simultaneously, the Seapoint team 
(myself and two colleagues) created 
the marketing materials, developed 
buyer lists, and built a comprehensive 
virtual data room, working closely 
with the client’s CFO, CPA and legal 
teams.

Armed with bullet-proof financials, 
a comprehensive Quality of Earnings 
report, established global processes, 
vetted marketing materials, and a 
cohesive deal team, we were ready to 
confidently approach potential buyers 
with a compelling and defensible 
package.

TRUST AND COMMITMENT 
When we were ready to go to 

market in April 2020, it was impos-
sible to assess the potential impact 
of COVID.  It seemed likely that the 
process would be shelved indefinite-
ly.  However, we made the decision 
to push forward with the belief that if 
the company performed well through 
COVID, we might find motivated 

buyers.  As such, we approached over 
300 Private Equity and strategic buy-
ers, executed 50+ NDAs and received 
eight offers. 

Establishing trust between the 
Buyer and Seller is essential, and trust 
is typically built through face-to-face 
meetings. As travel was an impossibil-
ity, these relationships would have to 
be fostered online. We therefore es-
tablished a weekly meeting cadence 
where the Principals progressively 
shared information and ultimately 
gained each other’s trust.  

All M&A transactions require com-
mitment from buyers, sellers, and 
their Advisors, but this transaction 
was especially unique given the fact 
that 60+ professionals around the 
world completed the transaction with-
out ever meeting in person.

LUCK
All Advisors worked hard and deliv-

ered for our client, but I’d be naïve if I 
didn’t acknowledge the role that luck 
played. COVID could have signifi-
cantly delayed the process or caused 
far worse implications.  As luck would 
have it, COVID was an accelerant 
for the business, ultimately helping 
us find the ideal buyer and secure a 
premium valuation.  

There’s an old saying in investment 
banking that all deals fall apart three 
times before they close, but in this 
case, our deal also survived a once-
in-a century pandemic, the most divi-
sive U.S. presidential election of our 
lifetimes, international quarantines, 
and the disaster that was my kids’ 
homeschooling! 

Kevin Berson
Vice-President, Seapoint Business Advisors
We help business owners sell their businesses for max-
imum value.  We specialize in selling businesses with 
sales between $2M-$100M and work on a success-fee 
basis with no up-front costs. 
kevin@seapointadvisors.com
seapointadvisors.com
310-985-0250

BUSINESS
HOW WE SOLD A GLOBAL LIFESTYLE BRAND HOW WE SOLD A GLOBAL LIFESTYLE BRAND 

IN THE MIDST OF COVID – THREE KEYS TO SUCCESSIN THE MIDST OF COVID – THREE KEYS TO SUCCESS

MERGERS & 
ACQUISITIONS
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• A one-hour webinar covering the 9 activities that impact busi-
ness profitability.

• You will assess how you are doing in each activity to get you  
started on making things better.

• There is no selling, this is an educational program to help 
CEOs, Owners & Leaders.

• If you are interested in participating, email me questions and  
for a calendar invite and Zoom link:  
               Ken.Keller@StrategicAdvisoryBoards.com

• Reserve your space now for webinars in August, September,  
October and November. 

EXPLORING THE EXPLORING THE 
PROFIT ZONEPROFIT ZONE


