
 MAGAZINE

ATLAS INSURANCE AGENCY 

PANDEMIC VIRUS EXCLUSION + OSHA UPDATES + 4 HOME SAFETY TIPS

FALL 2021

PAGE 25

ATTRACTING 
EMPLOYEES AFTER 
COVID
THE BEST APPROACH YOU CAN 
TAKE TO ATTRACT AND RETAIN 
WORKERS FOR YOUR BUSINESS IS 
TO BE FLEXIBLE.



4 ALOHA FRIENDS & VALUED CLIENTS 
 Chason Ishii

7 UNINTENDED CONSEQUENCES FOR PANDEMIC  
 VIRUS EXCLUSIONS 
 Russell Park

8 HOME SAFETY TIPS THAT WILL SHRINK YOUR PREMIUMS 
Irene Zilisch

9 DEVELOPING A HAPPIER MINDSET 
Neil Pasricha

12 A GUITAR LESSON 
Dan Solin

14  YOUR BRAND ISN'T ABOUT YOU  
Deb Gabor

16  HOW XPRIZE WORKS  
Peter Diamandis

18  TEAM CULTURE  
Dr. Marshall Goldsmith

20  FUNNEL VISION AND THE SALES CLOUD 
Scott Stratten

22  FIVE WAYS TO AVOID BURNOUT 
Melissa Ambrosini

24  IS EVERYONE COACHABLE? 
Shawn Hunter

26 A NEW HEAT STANDARD FOR OSHA 
 Kevin Crawford

28 USING THE ATLAS WEBSITE AS A RESOURCE  
 Christen Tominaga

30 ATLAS NEWS & EVENTS

 PUBLISHER Tulip Media Group
 MANAGING EDITOR Erika MacLeod
 GRAPHIC DESIGN Jessica Embree
 CONTENT COORDINATOR Stacey O'Brien

 ADVERTISING  Christen Tominaga
  
 CONTRIBUTORS Chason Ishii
  Russell Park
  Neil Pasricha
  Dan Solin
  Deb Gabor
  Peter Diamandis
  Dr.  Marshall Goldsmith
  Scott Stratten
  Shawn Hunter
  Melissa Ambrosini
  Kimberli Soares
  Irene Zilisch
  Kevin Crawford
  Christen Tominaga
 
 PHOTOGRAPHY All images sourced from
  Carle Publishing Inc. or
  iStock.ca unless
  otherwise identified.

TULIP MEDIA GROUP 
(877) 719-8919 • TulipMediaGroup.com

Atlas Insurance Risk & Business MagazineTM is  
published by Tulip Media Group. All content, copyright 

 © 2021, Tulip Media Group. All rights reserved.

Risk & Business MagazineTM is a valued and recognized 
trademark of Tulip Media Group. This publication may not be 
reproduced, all or in part, without written consent from the 

publisher. Every effort has been made to ensure the accuracy of 
all content in this publication, however, neither the publisher nor 
Atlas Insurance will be held responsible for omissions or errors. 

Articles, reports and information contained herein reflect 
the views of the individuals who wrote or prepared them and 

do not necessarily represent the position of the publisher 
or Atlas Insurance. The material herein is intended for 
educational  and informational purposes only. Nothing 

herein is to be considered the rendering of insurance advice 
for specific cases or circumstances. Communication of 

any legal information contained herein does not constitute 
an attorney-client relationship, nor convey legal advice or 
recommendation of any kind. Do not rely on information 

contained herein to replace consultation with qualified brokers, 
attorneys or other professionals in your jurisdiction.

Please address all editorial and advertising inquiries to Tulip 
Media Group, Email: Erika@TulipMediaGroup.com. Tulip Media 

Group is not held responsible for the loss, damage or any 
other injury to unsolicited material (including but not limited 
to manuscripts, artwork, photographs and advertisements). 
Unsolicited material must be included with a self-addressed, 

overnight-delivery return envelope, postage prepaid. 

Tulip Media Group and Atlas Insurance will not give nor rent 
your name, mailing address, or other contact information to third 
parties. Subscriptions are complimentary for qualified individuals.

201 Merchant Street, Suite 1100 
 Honolulu, Hawaii 96813   

Tel: 808.533.3222 ATLASINSURANCE.COM

CONTENTS

25
feature

ATTRACTING  
EMPLOYEES AFTER COVID

WITH KIMBERLY SOARES





I
n this issue, I would like to commemorate the majority female-
led team here at Atlas Insurance. We recognize that high-
performing companies often have more women in leadership 
roles. In our own company, having a female-dominant leadership 
team has improved our ability to bring forward diversity of 

ideas, provide excellent mentors for the rest of our team, and build the 
foundation of trust you depend on.

Our strong female leaders include Executive Vice President of Sales 
and Retention Carol Davis who directs the Commercial Lines, AOAO, 
Surety, and Captive practices throughout the state. Carol has over 
28 years of insurance experience and serves some of Hawaii’s largest 
nonprofit organizations. Executive Vice President of Operations 
Tricia Miyashiro, who brings 23 years of experience in the insurance 
industry, leads the Commercial Operations and Technology sector. 
In addition to her role with Atlas, Tricia is a board member with 
several associations, including the National Association of Women in 
Construction and former president of the Hawaii Surety Association 
(2006–2013). 

Senior Vice President of Operations Sharon Hodson is a 40-year 
industry veteran, a certified Chartered Property Casualty Underwriter, 
and a Property and Casualty Insurance Producer. She works with 
commercial lines managers to facilitate the placement of insurance 
policies and oversees the development of our talented new hires.

Completing our team of female Vice Presidents are Vice President of 
Personal Lines Sharilyn Tanaka, Vice President of Benefit Consulting 
Kim Soares, Vice President of Commercial Lines Operations Kari 
Yamada, Vice President of Commercial Lines Operations Cindy Miral, 
and Vice President of Special Projects Dana Tokioka. I encourage you 
to read about these incredible women on our website, atlasinsurance.
com/about/meet-our-people.

On behalf of everyone here at Atlas, I would like to extend a huge 
mahalo to these and all of the incredible women that make up our 
team. Thank you for all that you do to foster trust, performance, and 
integrity in our company. We appreciate 
all of you and your invaluable  
contribution. +

EVAN DUST
CHIEF FINANCIAL OFFICER, WCEP LLC

Atlas is distinct in their approach to customer service. 
Regardless of why I am contacting Atlas, I get the feeling 
that Atlas wants to be a partner in finding the best insurance 
or risk management solution for my business or my home. I 
know that in successful businesses, staff get busy, but 
I never get the feeling that the folks at Atlas 
do not have time to address my questions 
or insurance needs. Our business could 
not operate without the insurance 
coverage provided by Atlas. Most 
in business view insurance as a 
necessary evil; I view Atlas Insurance 
as a partner in our success!

Aloha  
Friends & Valued Clients

Chason Ishii 
President of Atlas Insurance Agency
ATLASINSURANCE.COM

Testimonials

PAUL YOKOTA
PRESIDENT OF FCH ENTERPRISES,  
OWNER OF ZIPPY’S RESTAURANTS

We have been a client of Atlas for over 20 years. What sets 
Atlas apart from other agencies is that they make the whole 
insurance process less intimidating. There are a lot of details 
and critical information that insurance requires, but they 
don’t make it overly complicated. They take the time to 
come to our operations and learn about our people. They are 
effective in their communications because they speak our 
language. Atlas has helped our business grow and develop by 
teaching, sharing knowledge, and giving us information that’s 
pertinent to what we do. 

We value our partnership with Atlas 
because it has been a fruitful one. It 
has been one of honesty, development, 
objectivity, and professionalism—and 
those are the kind of people that we 
want to work with. I’d recommend 
Atlas to other business leaders because: 

1. They know Hawaii

2. They take the time to learn our businesses

3. They are a good long-term partner

KAREN WONG
VICE PRESIDENT OF ADMINISTRATION, LANAKILA PACIFIC

The Atlas team has always been ready to answer our questions 
and guide us through various obstacles, especially through 
this difficult year. From audits and claims to helping us 
navigate COVID-19, they have been a truly great partner! On 
top of that, they have financially shown their support and 
hosted an exclusive benefit concert featuring Anuhea for our 
organization. Thank you, Atlas team, for your commitment to 
our mission and the community. 
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Marcus Mariota
Island Insurance Customer

Life doesn’t always 
move in a straight line.

There will be moments of triumph. 
There will be challenges that test you. 
There will be times of calm. 
There will be setbacks you never saw coming.

The best way to keep moving forward is to get back on 
your feet. And having trusted allies by your side to help pave  
the way on the road ahead can make all the difference.

For over 80 years and together with our partner agents, 
Island Insurance has been helping people recover from 
the unexpected. As the only locally owned P&C insurer in 
Hawaii, Island protects businesses of all sizes and individuals 
like Marcus Mariota, all while keeping your money working 
right here in Hawaii. 

Island roots. Island values.

KAREN WONG
VICE PRESIDENT OF ADMINISTRATION, LANAKILA PACIFIC
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disease exclusion and relying on 
downstream suppliers and distributors to 
bear the brunt of foodborne illness claims.  
But what happens if their policies have the 
exclusion as well?

Fortunately, things are changing every day. 
We have seen a couple insurers willing to 
clarify their language to help our clients 
avoid the additional costs. When you go to 
renew your policy this year, make sure to 
review the wording of any virus exclusions 
very carefully. Virus exclusions are not all 
the same, and the precise wording of each 
will be assessed on an individual basis 
should your claim go to court. This means 
it’s important to understand how each 
exclusion could be interpreted and applied 
to your situation. Your Atlas Insurance 
advisor will always provide you with a copy 
of any exclusions under your policy prior 
to signing, so you will have time to review 
the language with a legal professional to 
determine what it means for you.

If you have any questions about your 
upcoming liability policy renewal and how 
it will be impacted by virus exclusions, 
we invite you to reach out to us for more 
information. +

the policy. For our clients in the food 
industry, this undermines the very reason 
they come to purchase liability insurance 
in the first place.

This issue is not unique to Hawaii. The 
mandate of this exclusion likely has been 
brought on by the global reinsurance 
industry (companies that insure insurance 
carriers to spread the risk of catastrophic 
claims such as natural disasters). 
Unfortunately, because this new standard 
is being executed at such a high level, it has 
been difficult to find viable alternatives for 
our clients when it comes time to renew. 
These same reinsurers work with many 
different insurers, worldwide. Indeed, we 
have checked with many food industry 
programs across the country, as well as 
insurers in London, only to hear that they 
too are utilizing the broad exclusion. 

For our clients in the food industry, we 
have spent hours negotiating revised 
language that reinstates coverage for 
foodborne illnesses. The increase in 
premiums for this coverage, however, has 
been prohibitive. At this point, it is often a 
decision between investing heavily in peace 
of mind or accepting the communicable 

V
irus exclusions have 
become a major obstacle 
in the insurance industry 
following the events of the 
pandemic. Although already 

a frequently-seen component of property 
insurance policies, we are now seeing these 
exclusions mandated across most, if not all, 
liability policies. 

Naturally, insurance carriers are not 
designed to handle a global health 
pandemic, so the nature of the inclusion is 
not a surprise for us. However, in addition 
to leaving our clients bare for any claims 
related to the pandemic fallout, we are 
further concerned by the adverse effects 
these exclusions are having due to  the 
ambiguous wording they contain.

A prevalent virus exclusion on general 
liability policies is for communicable 
disease. In an attempt to shut out coverage 
for the effects of the pandemic, the 
exclusion fails to define communicable 
disease to a scope that the insurer couldn’t 
be expected to take on. A dictionary 
definition would exclude viruses and a 
host of other infectious agents, such as 
foodborne illnesses, from coverage under 

Unintended Consequences For  
Pandemic Virus 
Exclusions

VIRUS EXCLUSIONS

Russell Park is senior vice president and 
Sales Leader of Atlas’ commercial sales 
unit. With over 30 years of experience 
in the insurance industry locally and in 
California, Russell’s expertise includes 
helping clients evaluate and manage the 
optimal combination of risk retention 
and risk transfer while considering the 
economic, market and contractual 
impact. In addition, he provides extensive 
insurance policy reviews to identify and 
resolve coverage gaps that can lead to 
significant client losses.

BY: RUSSELL PARK,
SENIOR VICE PRESIDENT - LARGE  

COMMERCIAL, ATLAS INSURANCE
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Home Safety Tips 
That Will Shrink Your 
Premiums

H
aving high safety standards for 
your home doesn’t just give 
you peace of mind in your 
everyday living. It can also save 
you hundreds when it’s time to 

renew your homeowners insurance policy. 
At Atlas, we are committed to securing the 
lowest premiums for all of our clients by 
helping you create the safest possible living 
environment for you and your family. As 
you prepare to renew your homeowners 
insurance, here are four tips that will help 
you save on next year’s premiums.

#1 - UPGRADE YOUR FIRE ALARMS

Although smoke alarms are mandatory in 
every living space, you can earn additional 
insurance credits if you install an alarm 
system. Systems with central security, 
meaning if one alarm is activated all alarms 
are activated, qualify for a greater discount 
than decentralized systems. If your alarm 
system is monitored by a third party, you’ll 
be awarded even more credits.

Installing burglar alarms is another great 
way to earn credits with your insurance 
carrier. Talk to your Atlas agent to find out 
which system is feasible to install in time for 
your next renewal.

#2 - UPDATE OLDER HOMES

If your home, like many homes in Hawaii, 
was built in the 1970s, then your plumbing 
and electrical are likely in need of an 

upgrade. Insurance carriers look to verify 
that old homes have been brought up to 
code before they renew your policy. Homes 
that have been updated will cost far less to 
insure than those that have not. 

In some cases, your insurance carrier may 
require an inspection of your home prior 
to finalizing your homeowners policy. Your 
Atlas insurance agent can work with you to 
make all of the necessary changes and help 
make sure you are prepared when the time 
comes.

#3 - INSTALL HURRICANE CLIPS

Hurricane clips are mandatory on all new 
builds. However, if your home was built 
prior to these requirements coming into 
effect, you can earn additional insurance 
credits by proactively installing hurricane 
clips in your home. Typically, the cost of 
installing hurricane clips is relatively low, 
and in addition to reducing your insurance 
premiums, it will protect your home in the 
event of a hurricane or strong winds. Ask 
your Atlas insurance agent to recommend 
a contractor to perform a hurricane clip 
installation prior to your next renewal.

#4 - REMOVE/SECURE LOOSE DEBRIS

One thing insurance carriers look at is 
pride of ownership. Many homeowners 
do not consider that this may affect 
their premiums. This means your carrier 
will take into consideration the state of 

your property, including the presence 
of any loose debris or other items that 
might present a potential hazard. Prior 
to renewing your homeowners policy, be 
sure to remove debris and secure any loose 
items in your yard to earn additional credits 
towards your next year of home insurance 
premiums. +

HOME SAFETY TIPES

4

My name is Irene Zilisch, and I am a 
homeowners insurance expert here at 
Atlas Insurance. If you have any questions 
related to preparing for your upcoming 
policy renewal, I would be happy to help. 
If you are a new homeowner preparing to 
purchase homeowners insurance for the 
first time, I invite you to contact me to 
help secure the lowest possible premium 
for your new home. You can reach me by 
email at izilisch@atlasinsurance.com or 
by phone at (808) 244-5561 x203. I look 
forward to hearing from you!

BY: IRENE ZILISCH,
SALES ACCOUNT MANAGER, 
ATLAS INSURANCE AGENCY
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W
hile researching resilience for You 
Are Awesome I found that in order to 
become more resilient, you need to 
cultivate a positive mindset first. 
Why? Because the stronger we are 

mentally, the better we are able to bend—not break 
—when challenges come.

A positive mindset is like Optimism Insurance. It helps 
soften every blow you get from a nasty email, friend 
letting you down, or bad news story flying across the 
headlines.

STEPS TO  
 DEVELOPING

A Happier 
   Mindset

BY NEIL PASRICHA

>>
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DEVELOPING A HAPPIER MINDSET

So how do we develop a happier mindset?

Let me answer in three steps:

STEP 1: FLIP YOUR HAPPINESS MODEL

Our parents lied! They said they wanted 
us to be happy but then also encouraged 
us to go to a good school, find a good  
job, and work hard for a promotion.  
Sure, everyone’s parents are different,  
but I would argue that most of us hear 
some version of this model told to us  
as children:

GREAT WORK → BIG SUCCESS → BE HAPPY

You know, study really hard, get good 
grades, go be a doctor! (Are my Indian 
roots showing?) Or simply work really 
hard, get a promotion, then be happy!

The first step to cultivating a positive 
mindset is f lipping this model.

Based on research I share below,  
how does developing a happier mindset 
really work?

BE HAPPY → GREAT WORK → BIG SUCCESS

Yes, it’s the opposite! A phenomenal 
paper called The Benefits of Frequent 
Positive Affect: Does Happiness Lead  
To Success? shows that if you're happy 
first ... then you do great work, because 
you're happier doing it! You're 31%  
more productive, have 37% higher  
sales, and are three times more creative, 
amongst a host of other benefits.

So Step 1 is realizing that cultivating  
a positive mindset needs to happen first … 
and not as the result of work or success. 

STEP 2: COMMIT TO A “20 FOR 20” 
HAPPINESS CHALLENGE

So we know we have to be happy first. 
But … how? Does anyone just wake  
up in a good mood every day? I don’t! 
Most people don’t. We have to work  
at it. It's like yoga. A practice. The goal 
isn’t to be perfect … the goal is to  
be better than before.

Luckily there are dozens of positive 
psychology studies that give  
specific, tactical practices that  
we can use to cultivate this mindset.

I often challenge people to commit  
to a “20 for 20” challenge which means 
you take one of these practices below  
and commit to doing it for 20 minutes  
a day for 20 days in a row. By then  
you have created a new happiness 
practice that will be harder to stop.

What are some of the practices?  
I’ve listed five of my favorites below 
together with one study on each. 
Remember: These all take 20 minutes  
or less a day. And it’s a multiple-choice 
question. You don’t have to do them  
all! Just pick one.

Journaling about the highlights  
of your day

In a University of Texas study called 
“How Do I Love Thee? Let Me Count  
the Words,” researchers Richard Slatcher 
and James Pennebaker had one member 
of a couple write about their relationship 
for 20 minutes three times  
a day. Compared to the test group,  
the couple was more likely to engage  
in intimate dialogue afterward,  
and the relationship was more likely  
to last. What should you write down? 
Simply a laundry list of the highlights  
of your day. If you aren't the pen and 
paper type then try the free email 
journaling service Ahhlife.com. 

Take a nature walk (or another  
exercise you like) 

The American Psychosomatic Society 
published a study showing how Michael 
Babyak and a team of researchers found 
three 30-minute brisk walks  
or jogs can improve recovery from 
clinical depression. Yes, clinical 
depression. Results were stronger than 
those from studies using medication  
or studies using exercise and medication 
combined. Can you commit to going  
for a jog 20 days in a row or going  
for a walk in the woods? If you can get 
into nature the phytoncides released 
from trees can reduce adrenaline and 
cortisol (a stress hormone) in your body.  
(More on this from the paper "Effect  
of forest bathing trips on human  

immune function")

Reading 20 pages of fiction

A 2011 study published in the Annual 
Review of Psychology showed that reading 
triggers our mirror neurons and opens 
up the parts of our brain responsible  
for developing empathy, compassion  
and understanding. What does EQ help 
with? Becoming a better leader, teacher, 
parent and sibling. (Sidenote:  
This big a-ha on reading is one of the 
reasons I launched my podcast three 
Books … where I interview folks like 
David Sedaris, Judy Blume, and Malcolm 
Gladwell about which three books 
changed their life. Trying to help find 
that always elusive next great book to 
read.)

Playing “Rose Rose Thorn Bud” around 
the dinner table

My family and I play a game called  
Rose Rose Thorn Bud almost every  
night. Essentially, we take turns sharing  
two roses (what we’re grateful for),  
a thorn (what didn’t go well that day), 
and a bud (something we’re looking 
forward to). 

Singing 

A study published in Evolution & Human 
Behavior found that choral singing calms 
the heart, boosts endorphin levels, 
improves lung function, expands pain 
thresholds, and decreases reliance  
on pain medication. Choral singing  
was even found to elicit feelings of 
inclusion, connectivity and positivity, 
and fosters social closeness in a group. 
Can you join a church choir or develop  
a sing-a-long playlist to jam with your 
kids during school dropoff or pickup? 

STEP 3: SWAP NEGATIVE INPUTS FOR 
POSITIVE INPUTS

Our brains crave bad news. 

We have 200,000 years of evolution 
programmed into our brains that have 
perfected the art of looking for problems, 
finding problems, and solving problems. 
It's why we rubberneck on the highway, 
it's why if it bleeds it leads, it's why,  

>>
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DEVELOPING A HAPPIER MINDSET

Neil Pasricha is the New York Times-
bestselling author of The Happiness 
Equation and The Book of Awesome 
series, which has been published in 
10 countries, spent over five years on 
best-seller lists, and sold over a million 
copies. Pasricha is a Harvard MBA, one 
of the most popular TED speakers of 
all time, and after ten years heading 
Leadership Development at Walmart he 
now serves as Director of The Institute 
for Global Happiness. He has dedicated 
the past 15 years of his life to developing 
leaders, creating global programs 
inside the world’s largest companies 
and speaking to hundreds of thousands 
of people around the globe. He lives 
in Toronto with his wife and sons.

in the words of author and media critic 
Ryan Holiday, "MSNBC's real goal  
is to glue you to a television screen  
and sell you Subarus." We get addicted  
to that hit as our amygdala constantly 
scans the world for problems. No wonder 
sometimes that's all we see!

So what's Step 3 to developing a happier 
mindset? 

Swap negative inputs for positive inputs. 
Cancel your newspaper subscriptions, 
unfollow all news sites on social media, 
swipe left on your iPhone and scroll 
down to disable the News Widget that 
automatically pops up. What's the goal? 

Swap superficial knowledge of "many  
bad things every single day" for deeper 
knowledge on the things that matter  
to you most. How? Through reading 
books. And, signing up for emails that 
actually serve and honor your attention 
instead of mining it for ads.

Don't worry. After you ditch the news 
you'll still know what's going on. 
It's impossible to avoid all the TV screens 
blaring in the corner of every elevator, 
dentist office, or airport lounge.  
You may know less about what's going  
on but you'll be consciously trading that 
in for deeper knowledge, greater wisdom, 
and, yes, a happier mindset. +

WHAT ARE THE THREE STEPS  
TO DEVELOPING A HAPPIER 
MINDSET? 

Step 1: Flip your happiness model.

Step 2:  Commit to a "20 for 20" 
happiness challenge.

Step 3: Swap negative inputs for 
positive inputs.

Do you think you can do it? 

I know you can do it.  

Start right now.  

And good luck! 

11



A GUITAR LESSON

A Guitar 
Lesson
BY DAN SOLIN

LOOK AT THE ADJACENT IMAGE.   
WHAT DO YOU SEE?
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A GUITAR LESSON

Dan Solin is The New York Times 
best-selling author of the Smartest series 
of investing books and The Smartest 
Sales Book You’ll Ever Read. Dan’s 
books have been widely praised by The 
New York Times, The Wall Street 
Journal, The Library Journal, Vanguard 
co-founder John Bogle and many 
financial columnists, authors and others. 
He has appeared on The Early Show, 
The O’Reilly Factor, MSNBC’s 
Week-end Economic Review, Fox 
Business and CNN’s Money, and has 
been interviewed on many radio 
programs, including USA, CBS, ABC 
and on a number of regional NPR 
stations.

He has shared the research in Ask with 
thousands of people in North America, 
Europe and Australia.

AskDanSolin.com.

I 
see a musical instrument.

My son is a lifelong guitarist.  Here’s 
what he sees:

• Acoustic guitar

• Mahogany body

  • Rosewood fretboard

 • Steel strings

 • Dot inlays.

The image evokes very different feelings 
in us.  I really enjoy acoustic guitar 
music. All I feel is a vague sense of 
pleasure when I see this picture.   
Here’s what he feels:

How does it sound? How does it play?  
Is it mechanically sound?  Will it tune  
up easily and consistently? Does it have 
high quality hardware? Does it have  
a bolt-on or a glue-in neck joint? 

Is it a one piece top and back or multiple? 
Does it look like it was manufactured 
mostly by machine or by hand?  
Where was it made – in the US  
or overseas?  What is the quality  
of the inlay work? 

Is the rosette a printed image around  
the sound hole or was it done in some 
other way? What is the material used  
for the dot inlays? Was it mother of pearl, 
abalone or plastic?

We’re both looking at the same  
picture, but we see and feel something 
entirely different.

THE GUITAR LESSON

We look at situations through a lens  
of our own biases and experience.   
We aren’t starting from the same 
perspective.  That’s why we perceive  
the same image or situation differently.

It’s called naïve realism.  Understanding 
it is critical to how to effectively 
communicate with others.

Here are additional examples, pulled 
from today’s polarized reality. 

What do you think of when you hear 
these phrases?

Keep America Great.

Black Lives Matter.

Depending on your political affiliation, 
your background and your personal 
experiences, there’s going to be a huge 
disparity in responses.

When you understand the ramifications 
of naïve realism, the first lesson  
you learn is that it’s highly unlikely 
using logic will change the mind  
of people who see things different  
from you.

The reason is simple:  You aren’t  
seeing the same thing.  Your perception 
may be totally different depending  
on factors unique to you.

There’s another, compelling reason  
why attempting to change the mind  
of others is often fruitless. 

Do you ever wonder why Apple users  
are so loyal to that brand?  Many would 
argue newer Android devices are less 
expensive and have superior features,  
yet Apple users refuse to make  
the switch.

Why?

Because of the “rule of consistency,” 
which holds that once you make up your 
mind about something, it’s very difficult 
to change it.

The combination of naïve realism  
and the rule of consistency  
is a formidable barrier to persuading 
others you are “right” and they  
are “wrong.”

A BETTER WAY

If you want to deepen your relationship 
with those who hold different views, 
stop trying to persuade them.  Instead, 
ask them questions geared to help  
you understand their point of view 
better.  Then ask follow-up questions 
showing you heard them  
and demonstrating an interest  
in learning more about the basis  
for their opinion.

You won’t change their mind,  
but you will be perceived by them  
very differently.  They’ll consider  
you a person who is empathetic and 
caring.  One who is genuinely interested 
in them and who takes the time to 
explore their feelings.

My son and I will still see and feel 
images of musical instruments 
differently.  We view it as an opportunity 
to learn from each other and deepen  
our relationship. +

U.S.A $27.95

Do you want a tried and tested way 
to engage anyone?

Do you want to learn how to turn an 
argument into an opportunity?

Do you want more meaningful 
relationships with your colleagues, 
your clients, your spouse, your 
children, and your friends?

In his meticulously researched book, 
based on fascinating and compelling 
studies in the fields of psychology 
and neuroscience, New York Times 
bestselling author Dan Solin shows 
you exactly how to make deeper 
connections with everyone.  

Dan has shared this transformative 
research with thousands of people 
across North America, Europe and 
Australia, helping them change their 
relationships for the better.

The lessons in Ask are easy to 
understand and put into practice.

Dan’s investing books changed the 
way people around the globe invested. 

Ask will change the way people 
around the globe connect.

SilverCLOUD
PUBLISHING ,  LLC

...well constructed and elegantly written...
...entertaining, easy-to-read...

...Solin’s deceptively simple premise is solid.
Smart, succinct, and highly engaging.

Kirkus Reviews

Dan Solin is an accomplished and adept communicator whom I have 
known personally and professionally for more than 20 years. In Ask: 

How to Relate to Anyone, he blends real-life insights with peer-            
reviewed research to explain why becoming the most interested person 

in the room, instead of the most interesting, is the key to fostering 
stronger connections. For anyone seeking to master the art of building 
enduring relationships, consider this one of your essential guidebooks. 

Dave Butler, Co-CEO of Dimensional Fund Advisors LP

Dan Solin’s ASK: How to Relate to Anyone is a brilliant fusion of the 
academic and the actionable, of research findings and real-life 

strategies. Solin offers succinct, engaging summaries of findings from 
the fields of positive psychology, communication, and neuroscience. 
His genius lies in demonstrating Why and How those findings can 

be easily adopted by leaders, advisors, teachers and anyone else 
who strives to be of use to other human beings.

Moira Somers, Ph.D., C.Psych. Author of Advice that Sticks

An engaging book that provides thoughtful, actionable, and perhaps 
most importantly, evidence-backed insights that reveal what each of us 

can do to improve our ability to relate to others.
David Hoffeld Author of The Science of Selling

Design by James Jones

Dan Solin is the New York Times 
bestselling author of the Smartest series 
of investing books and The Smartest 
Sales Book You’ll Ever Read.

Dan’s books have been widely praised by 
The New York Times, The Wall Street 
Journal, The Library Journal, Vanguard 
co-founder John Bogle and many 
financial columnists, authors and others. 
He has appeared on The Early Show, 
The O’Reilly Factor, MSNBC’s Week-end 
Economic Review, Fox Business and 
CNN’s Money, and has been interviewed 
on many radio programs, including USA, 
CBS, ABC and on a number of regional 
NPR stations.

He has shared the research in Ask with 
thousands of people in North America, 
Europe and Australia.

Dan and his wife, Patricia, an artist, 
reside in Bonita Springs, FL.

Visit his website at: askdansolin.com

BY: DAN SOLIN
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spend? What’s important to them?  
How does it make them feel?  
And how does it advance the goals  
that they have for their lives?

This is where branding starts.

DON’T KNOW WHAT YOUR 
CUSTOMERS THINK? ASK THEM! 

Most companies don’t have a six-figure 
budget for market research. So how  
do you learn about your customers?

Lo and behold, you learn who your 
customers are by actually finding 
and having a conversation with them. 
There are many different ways to talk 
to your customers. Conversations can 
take place through informal market 
research, or through formal research 

Your brand lives in your customers’ 
needs and desires, as well as their 
perceptions of you and their connection 
to you. Branding is not an inside- 
out activity; it’s an outside-in activity.

Real branding comes down to getting 
inside your customers’ heads and then 
working inward from there. What  
do your customers think? How do they 
behave? What do they need? Where  
do they go to get it? Where do they 
shop? How much are they going to 

W
hen people imagine  
my job as a brand 
expert, they usually 
picture a marketing 
whiz sitting in a 

closed-off boardroom brainstorming 
and crafting a perfect brand. 

That couldn’t be further from the truth. 

The reality is, branding doesn’t come 
from your company. Branding comes 
from your customers.

Your 
BRAND Is  

                 ABOUT YOUNot
BY DEB GABOR

>>
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YOUR BRAND AND YOU

Deb Gabor is the founder of Sol Marketing, a consultancy that  
has led successful strategy engagements since 2003 for global brands 
like Dell, Microsoft and NBCUniversal, and for numerous digital 
brands, including Allrecipes, Cheezburger, HomeAway and many 
more. 
A leading expert on brand disasters, she is the author of Branding  
Is Sex: Get Your Customers Laid and Sell the Hell  
out of Anything, and Irrational Loyalty: Building A Brand That 
Thrives In Turbulent Times. Deb has been featured in USA Today  
and other major publications. A displaced Midwesterner,  
Deb currently lives in Austin, Texas, but travels frequently to help  
her clients build bulletproof brands.

methods. Each approach offers a number 
of opportunities to dive into your 
customers’ inner lives. 

The different methods available  
for informal market research prove that 
budget is not a barrier. On the super-low-
budget end of the spectrum,  
you can just hang around in a Starbucks 
and ask people to try your product  
or service - then solicit their opinions. 
Be sure to ask open-ended questions, 
such as “What do you like about this 
brand?”—or—“How do you see this fitting 
into your life?”—or—“What would you 
change about this?” Actually talking 
to customers face-to-face is one of the 
most valuable things you can do to 
understand your brand.

One easy way for marketing managers 
and executives to interact with 
customers is by fielding customer 
service calls or inbound sales calls.  
Even at the CEO level, if you take 
customer service calls for a few hours 
every month it might just be the most 
valuable time you ever spend. The callers 
won’t have any idea you’re the CEO,  
so they won’t sugar coat how they feel 
about your brand. And you can ask them 
almost anything you want, and they’ll 
answer honestly.

Another inexpensive method is hosting 
a pizza and beer party (or f latbread and 
wine party, depending upon your target 
demographic). Invite friends and friends 
of friends to visit your office or your 
home and try your product. 

Tell them you’ll provide take-out food 
and beverages in exchange for their time.

The key here is to make sure you’re 
getting honest feedback. 

Friends and family will usually try to 
tell you they love it, even if they don’t. 
So offer them the booze in exchange  
for brutal, unvarnished honesty.

The above ideas are free or extremely 
inexpensive. Entrepreneurs in early 
stage start-ups, and companies without 
market research budgets, should take 
full advantage of all of these ideas  
and devise other methods that put them 
front and center with customers. 

On the opposite end of the cost 
spectrum is formal market research. 
These could include everything from 
focus groups, to quantitative studies 
in-depth interviews, surveys, or even 
observing your customers “in the wild” 
through ethnography. Professional 
focus groups can yield a tremendous 
amount of data, but they’re costly.

Regardless of how much you spend, 
companies of all sizes should be asking 
their customers about their needs.  
Oh, and here’s a pro tip: smart 
companies don’t just ask this  
of their own customers; they  
ask their competitors’ customers  
too. Customers must always  
be a central part of the equation  
when you’re doing brand strategy. 

Unfortunately, there are many 
marketing agencies out there that 
believe in the myth of the marketing 
executive in a closed-off and customer-
free boardroom. To do branding  
in a vacuum without putting  
the customers’ point of view front  
and center is a massive mistake.  
In building a strong brand that connects 
deeply with customers, you must 
conduct discovery so you can gain  
an understanding of customers’ needs 
as well as the trends, forces and brands 
that compete for their attention.

The goal is to do more than  
safeguard against what other brands  
are doing. You need to gain insight  
into your company’s unique role  
in the marketplace, and your unique 
relevance to your Ideal Customer. +

BY: DEB GABOR
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T
he best way to predict the future 
is to create it yourself!

I founded the XPRIZE 
Foundation back in 1994,  
27 years ago(!!) based  

on that premise, as an innovation engine 
whose mission is to “inspire and guide 
entrepreneurs to solve grand challenges.” 

XPRIZE empowers entrepreneurs and 
innovators and paints a clear and detailed 
vision of an abundant future across 
domains. It gives the world hope.

In this article, I want to talk about XPRIZE: 
what it is, how it started, how it works, 
and what we’re doing to create a hopeful, 
compelling, and abundant future  
for all of humanity. 

Let’s dive in … 

XPRIZE’S ORIGIN STORY

I first had the idea of XPRIZE after reading 
Charles Lindbergh’s book The Spirit  
of St. Louis given to me by my dear friend 
Gregg Maryniak in 1994. The XPRIZE 
Foundation was started a few months later 
with the vision of creating an incentive prize 
to encourage would-be spaceship designers 

to build rockets for the rest of us.

And in May of 1996, even though I didn’t 
have any prize money, we announced  
the $10M XPRIZE for Spaceflight under  
the Gateway Arch in St. Louis.

I thought for sure that someone would fund 
the $10M purse. After all, you wouldn’t have 
to pay the prize money until after  
a team successfully flew a passenger-
carrying rocket to 100 km altitude,  
twice in two weeks.

But it wasn’t easy by any means.

Between 1996 and 2002 I must have pitched 
over 150 philanthropists and sponsors  
and was told NO—over and over and over 
again. Everyone thought the prize  
was too difficult and they were concerned 
that people would lose their lives.

Finally, I met the Ansari family who  
funded the purse (we ultimately named  
it the $10M Ansari XPRIZE in their honor), 
and a few years later on October 4, 2004  
the first XPRIZE was won.

WHAT XPRIZE BELIEVES

And today, as the XPRIZE Foundation  

is hitting its stride 27 years after  
it was founded, we have launched over 
$250M worth of XPRIZEs.

FOLLOWING ARE OUR 5 CORE BELIEFS: 

(1) We believe in the power of competition. 
It’s part of humanity’s DNA to compete.  
We do our best competing in sports,  
in business … why shouldn’t we also tap into 
that indomitable spirit of competition  
to bring about breakthroughs and solutions 
to solve the world’s biggest challenges?

(2) We believe that you get what you 
incentivize, and there are many innovative 
ways to solve a problem. Rather than  
tell entrepreneurs HOW to solve a problem, 
instead define a finishing line, and allow 
hundreds of innovators to try thousands  
of ideas.

(3) We believe that challenges must  
be audacious, but achievable, tied  
to objective, measurable goals.  
And understandable by all.

(4) We believe that solutions can come 
from anyone, anywhere and that some 
of the greatest minds of our time remain 
untapped, ready to be engaged by a world 

HOW

XPRIZE 
WORKS

BY PETER DIAMANDIS
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XPRIZE

that is in desperate need of help. Solutions. 
Change. And radical breakthroughs  
for the benefit of humanity.

(5) The day before something  
is a breakthrough, it’s a crazy idea.  
It’s important to realize that truly 

“breakthrough ideas” are not small 
incremental improvements. They emerge  
as innovators reinvent fields and disrupt  
the existing doctrines.

HOW DO XPRIZE COMPETITIONS WORK? 

There is no shortage of important areas  
in the world that require breakthroughs. 

The mission of the XPRIZE Foundation  
is to accelerate those breakthroughs  
and help them scale into impact.  

Here are six ways that XPRIZE makes 
achieving breakthroughs easier:

(1) Identify Prize Target Areas: XPRIZE 
works with innovators, scientists,  
and philanthropists around the world  
to get consensus on areas that are stuck—
where innovation is possible but not moving 
forward. In choosing our next XPRIZEs,  
we are clear that not all problems  
are “prizeable” and not all prizes  
are XPRIZEs. Our goal is to find those 
challenges that can best be conquered  
with an XPRIZE incentive competition.

(2) Develop a Set of Clear and Objective 
Prize Rules: Once a target area is identified 
(e.g., Commercial Spaceflight, Gigaton 
Carbon Removal), XPRIZE then develops 
a set of clear, measurable, and actionable 
guidelines that offer teams a target  
to shoot for.

(3) Raise the Funding for the Purse to 
Credential the Prize: Next, our Foundation 

raises a significant prize purse and the 
budget to operate the prize over two  
to 10 years. The size of the purse is typically 
proportional the size of the challenge.  
That is, how “crazy” the idea is. Most 
recently Elon Musk funded our largest 
competition to date: the $100M XPRIZE 
Carbon Removal.

(4) Provide a Level Playing Field  
and Clear and Fair Judging: One of the 
most important ways we can help make 
breakthroughs easier is by offering teams, 
both big and small, a level playing field  
to demonstrate their solutions  
and technology, as well as knowledgeable 
and fair judges to help compare and evaluate 
teams.

(5) Identify and Anoint a Winner: 
Ultimately, XPRIZE crowns a winner, giving 
the winner publicity, capital (the purse),  
and credibility to help them scale globally.

(6) Promote the Winner and Winning 
Technology to Drive Impact: Finally,  
the XPRIZE Foundation has a responsibility 
to help take the winning team  
and technology from a news story  
to a scalable impact.

FINAL THOUGHTS & THE FUTURE

Creating a world of abundance isn’t about 
creating a world of luxury, it’s about creating 
a world of possibility.

We want to create a future we can be  
proud of. 

As I think about what kind of XPRIZE 
competitions we’ll create in the next  
10 to 20 years, I believe that we’ll continue 
to see prizes that help create increasing 
abundance in the world in areas such as food, 
water, shelter, communications, knowledge, 

education, healthcare and human rights. 
Our mission is to uplift and bring more 
possibility to every person on the planet. 

Years ago, I pondered the question,  
“If I had an extra billion dollars, how would  
I use it to make the world a better place?”  

My answer is that I would launch a set  
of 10 $100M XPRIZEs to get the world’s 
cognitive surplus working on the grand 
challenges we face. Here are 10 areas that 
those $100M XPRIZEs would focus on:  

(1) Gigaton CO2 Removal (Already launched 
and in process. Thanks, Elon!)

(2) An Age Reversal XPRIZE to help us 
extend the human health span (This prize 
is in process, 50% funded towards a $100M 
purse.)

(3) An Asteroid Detection and Deflection 
Prize

(4) A Wildfire Detection and Extinction 
Prize

(5) An Earthquake Warning Prize

(6) A Pandemic Early Warning System Prize

(7) An Interstellar Transport Prize

(8) A Zero-Point / Cold Fusion Energy Prize

(9) A Brain Computer Prize

(10) A Nanotechnology Prize

JOIN MY ABUNDANCE360 COMMUNITY

If you want my coaching as an exponential 
entrepreneur and to reinforce those 
mindsets that will inspire and guide 
you to create a hopeful, compelling and 
abundant future for yourself and humanity, 
then consider joining my year-round 
Abundance360 coaching program. +

Dr. Peter H. Diamandis is an international pioneer in the fields of innovation, incentive competitions and commercial space. In 2014 he was named 
one of "The World’s 50 Greatest Leaders" – by Fortune Magazine. In the field of Innovation, Diamandis is Founder and Executive Chairman of the 
XPRIZE Foundation, best known for its $10 million Ansari XPRIZE for private spaceflight. Diamandis is also the Co-Founder and Vice- Chairman 
of Human Longevity Inc. (HLI), a genomics and cell therapy-based diagnostic and therapeutic company focused on extending the healthy human 
lifespan. He is also the Co- Founder and Executive Chairman of Singularity University, a graduate-level Silicon Valley institution that studies 
exponentially growing technologies, their ability to transform industries and solve humanity’s grand challenges. In the field of commercial space, 
Diamandis is Co-Founder/Co-Chairman of Planetary Resources, a company designing spacecraft to enable the detection and prospecting of 
asteroid for precious materials.

He is also the Co-Founder of Space Adventures and Zero-Gravity Corporation. Diamandis is the New York Times best-selling author of Abundance 
– The Future Is Better Than You Think and BOLD – How to Go Big, Create Wealth & Impact the World. He earned an undergraduate degree in 
Molecular Genetics and a graduate degree in Aerospace Engineering from MIT, and received his M.D. from Harvard Medical School. Diamandis’ 
mission is to open the space frontier for humanity. 
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TEAM CULTURE

Y
our answer could lead to your 
success or demise as a leader. It 
could be the key factor in your 
personal and family 
relationships.

SO, LET’S ASK IT AGAIN.  
DO YOU PLAY WELL WITH OTHERS?

Many of us may think “plays well with 
others” is a category for grading 
schoolchildren, not grown-ups like us. We 
tell ourselves, “I’m a successful, confident 
adult. I shouldn’t have to constantly 
monitor if I’m being nice or if people like 
me.”

We may hold ourselves blameless for any 
interpersonal friction; it’s always someone 
else’s fault, not ours. “The other guy needs 
to change. I shouldn’t have to. In fact, I 
don’t need to, it’s his fault!”

Or we’re so satisfied with how far our 
behavior has already taken us in life that we 
smugly reject any reason to change. In other 
words, “If it ain’t broke, don’t fix it.”

When my good friend Alan Mulally became 
CEO of Ford, he set to work to create an 
environment where the executive team, 
notorious for not working together, could 
learn to play well with each other. Through 
Alan’s leadership, the focus of the team and 
ultimately the focus of the entire company 
became, “How can we help one another 
more?”

It worked. The company survived through 
incredibly difficult times, and returned to 

achieving great success again through 
working together. If Ford had been a 
schoolyard, and the executives school 
children, they would have gotten the 
highest of marks in “playing well with 
others."

HOW WELL 
DOES YOUR  
TEAM PLAY  
TOGETHER?
You can answer this question with your 
team by trying this simple four-step process, 
which I call “team building without time 
wasting.” The steps are:

1.  In a team meeting ask each team 
member to rate “How well are we doing?” 
vs. “How well do we need to be doing?” in 
terms of teamwork. Have each member 
do this on paper. Have one of the 
members calculate the scores — without 
identifying anyone. On a 1-10 scale 

— with 10 being the highest score — the 
average evaluation from over 1,000 
teams is “We are a 5.8. We need to be an 
8.7.”

2.  Assuming there is a gap between “we are” 
and “we need to be,” ask each team 
member to list two key behaviors that, if 
each other individual team member 
improved, could help close the gap and 
improve teamwork. Do not mention 
people — only behavior — such as 
listening better, clear goals, etc. Then list 

the behaviors on a flip chart and have the 
team pick the one that they believe will 
have the biggest impact.

3.  Have each team member conduct a 
three-minute, one-on-one meeting,  
with each of the other team members. 
(Do this while standing and rotate as 
members become available.) In these 
sessions each person should ask, “Please 
suggest one or two positive changes I can 
make individually to help our team work 
together more effectively.” Then have 
each person pick one behavior to focus 
on improving.

4.  Begin a regular monthly follow-up 
process in which each team member asks 
each other member for suggestions on 
how to continue their improvement 
based on their behavior the previous 
month. The conversations should focus 
on the specific areas identified for 
improvement individually as well as 
general suggestions for how to be better 
team members.

When asking for input the rules are that the 
person receiving the ideas cannot judge or 
critique the ideas. He must just listen and 
say “thank you.” The person giving the ideas 
must focus on the future — not the past.

This is a quick and easy process that helps 
teams improve and helps team members 
become better team players. Try it for 
yourself and see! +

CREATING A NEW 

TEAM CULTURE 
THIS IS A GREAT QUESTION.  
IF YOU ANSWER IT HONESTLY.
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TEAM CULTURE

DR. MARSHALL GOLDSMITH

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.  His two other New York 
Times best sellers are MOJO and What Got You 
Here Won’t Get You There .

Marshall’s professional acknowledgments include: 
Harvard Business Review and Best Practices 
Institute – World’s #1 Leadership Thinker, Global 
Gurus, INC and Fast Company magazines – 
World’s #1 Executive Coach, Institute for 
Management Studies – Lifetime Achievement 
Award for Excellence in Teaching, American 
Management Association - 50 great thinkers and 
leaders who have influenced the field of 
management over the past 80 years, BusinessWeek 

– 50 great leaders in America, Wall Street Journal 
– top 10 executive educators, Economist (UK) – 
most credible executive advisors in the new era of 
business, National Academy of Human Resources 

– Fellow of the Academy (America’s top HR award), 
World HRD Congress (India) – global leader in HR 
thinking. His work has been recognized by almost 
every professional organization in his field.

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
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FUNNEL VISION AND SALES

brand—blogs, online reviews,  
trusted referrals, social media sites, your 
website … These are where your market  
may or may not be hearing about you— 
for better or for worse. This is where most  
of the purchasing decisions are made. In fact, 
once someone is in your traditionally viewed 
funnel, the goal is more about not messing 
it up, because they’ve come to you with 
information.

Here we see why these experiences  
are so important. We aren’t alone  
as businesses, we are in competition with 
many other products, services and content. 
In the sales cloud people have access  
to a ton of information. This is why  
creating amazing experiences people want 

decisions are made before customers  
enter your funnel. Consumers come  
to you prepared and educated, with trusted 
referrals in hand before they ever hear your 
sales pitch. Today, we can’t have funnel 
vision—we need to look past the funnel  
and into what I call the Sales Cloud.  
With 74% of consumers relying on social 
networks to guide purchase decisions,  
it’s just too big to ignore. Or is it 67% like 
another study quoted. It almost gets to the 
point of ridiculousness to try to convince 
someone in this day and age that buying 
decisions involve something before a sales 
person contacts them.

Here we see the Sales Cloud. It’s made up 
of all the ways customers hear about your 

M
any of us in sales  
and marketing came up 
learning the traditional sales 
funnel. This was how we 
were supposed to think 

about and treat other humans—as they 
moved, or were converted, from “hot leads” 
and prospects to customers.

That was before social media shifted more 
information into the hands of our market 
and a negative review could spread around 
the world in a matter of hours.

The traditional funnel focused on sales 
and conversions. Once customers moved 
through the funnel, they were off the radar.

Today, almost 60% of all B2B purchase 

FUNNEL 
VISION 

AND THE 
SALES 

CLOUD
BY SCOTT STRATTEN
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to share is so important—because  
if you aren’t, someone else is. And when 
what’s being shared about your company  
is negative, there is always another brand 
ready to make a good impression.

Your customers don’t stop being important 
once they’ve bought from you. Once they 
move through your sales funnel— if you’ve 
been able to get them in, and keep them 
happy during the process—they now re-
enter the Sales Cloud and join the other 
voices. Was their experience as a customer 
good enough to share? Did they leave 
unhappy? Making the sale isn’t enough, we 
need to be creating sharable experiences  
for our customers through great products 
and service.

Once through the funnel, customers return 
to the cloud—this is almost always ignored. 
Current customers are treated as an entirely 
different pool than prospective ones.  
We bend over backwards for new prospects, 
while leaving current customers to fend  
for themselves. How many times have  
you seen special offers made to new 
customers of the brands you use, only  
to be left without the great rate, or free  
iPad, or any other special treatment they’ve 
been offered? Focusing outside the funnel  
is what UnSelling is all about.

One of the arguments against valuing social 
media referrals is that there isn’t always  
an easily measurable line between referral 
and purchase. But has there ever been?  
In the past, when I walked into a store to 
make a purchase, the sales person never 
wondered whether it was my sister’s 

recommendation, a billboard or random 
chance that brought me in. Now that  
we can measure where a click comes from—
we think that this line should be direct.

According to data from *Forrester Research, 
“48% of consumers reported that social 
media posts are a great way to discover new 
products, brands, trends or retailers, but less 
than 1% of transactions could be traced back 
to trackable social links ... These factoids 
come from consumer surveys, as well as the 
tracing of 77,000 online purchases made 
by American consumers over a two-week 
span in April. What researchers found is 
that consumers almost never buy something 
right after seeing it mentioned in a post by a 
friend or retailer on Facebook or other social  
media outlets.

The key term here for me is that they don’t 
buy it “right after”—we have so much 
information before us now, that we  
may check 20 resources before making  
a click thru to purchase decision. That 
doesn't mean that these influences aren't 
important, or that they don’t lead to 
decisions and purchases. It may have taken 
three ads, two sightings on a friend’s blog 
and a lot of nagging from my mom to get 
be to buy a new pair of jeans—but each one 
leads to the sale with equal importance.

In today’s world, we need to drop our funnel 
vision ways and focus on UnSelling if we’re 
going to remain top of mind for our market. 
Buy or goodbye is ineffective in a world 
where purchase decisions are made long 
before you even get a chance pitch. +

FUNNEL VISION AND SALES

Scott and Alison Stratten are co-authors of four best-selling business books, co-owners of 
UnMarketing Inc and co-hosts of not only The UnPodcast, but five children, two dogs and two 
cats. The website, the show and the books all represent their thoughts on the changing world of 
business through their experiences of entrepreneurship, two degrees (Alison), not lasting long as an 
employee (both) and screaming at audiences around the world (Scott, Alison is more polite).

They were put on this earth to remind the world that not all Canadians are passively polite. 
Businesses like PepsiCo, Saks Fifth Avenue, IBM, Cirque du Soleil, Microsoft and others have been 
brave enough to want their advice, to the point that Scott has been named one of the Top Five 
Social Media Influencers in the world by Forbes.com. They now spend their time keynoting around 
the world and realize they rank 10th and 11th in order of importance in their home.
Oh, and they met on Twitter. How’s that for ROI?

BY: SCOTT STRATTEN
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AVOIDING BURNOUT

T
his year has been big for so many 
people, with massive shifts and 
loads of uncertainty … No 
wonder lots of people are feeling 
wobbly and a tad burnt out!

That was me too, for a little while there.  
In the past, I would have let those feelings 
derail me and burn me out completely,  
but I now know better and I have the tools to 
avoid it and I want to share them with  
you today.

So here goes …

Five of the best ways to avoid burnout.

1. BOOK YOURSELF IN FOR A GETAWAY 
OR A RETREAT EVERY QUARTER.  
If you follow me on Instagram or Facebook, 
you will know that I recently got back 
from two nights at Gaia Retreat and feel 
like a completely different person. It was 
truly magical! My body, mind and soul feel 
completely rejuvenated and replenished. 
We ate all organic food straight from their 
garden, did yoga, Pilates, qi-gong, soaked 
up the stunning rolling mountains, spent 
loads of time outdoors in nature, got organic 
facials and massages, and laughed until  
our bellies hurt. It was exactly what I needed, 
true soul medicine. I can’t recommend 
it enough and I will 100% be going back 
very soon. Book yourself in for quarterly 
getaways or a retreat and soak it up.  
You deserve it and you are worthy of it. 

2. MEDITATE. ANOTHER GREAT WAY 
TO AVOID BURNOUT IS WITH A DAILY 
MEDITATION PRACTICE.  
There’s so much science out there now on 
the benefits of meditation, it’s awesome. 
Meditation can help you with the following…

•  Gaining a new perspective on stressful 
situations

• Building skills to manage your stress

• Increasing self-awareness

• Focusing on the present

• Reducing negative emotions

• Increasing imagination and creativity

• Increasing patience and tolerance

• Plus so much more!

If you don’t have a daily meditation  
practice, now is the time to start. Begin 

with one of my guided meditations and see 
how you feel. Start with doing it once in the 
morning and again before bed and feel the 
shift through your entire being.

3. DO YOGA, DANCING OR ANY FORM 
OF MOVEMENT EVERY SINGLE DAY. 
Movement is hugely beneficial for your 
mind, body and soul. It’s also a powerful 
depression fighter. Most importantly  
though, it promotes all kinds of changes  
in the brain, including neural growth, 
reduced inflammation and new activity 
patterns that promote feelings of calm 
and well-being. It also releases endorphins, 
powerful chemicals in your brain that 
energize your spirits and make you feel  
good. It can also serve to help break  
you out of the cycle of negative thoughts 
that feed depression. Find something 
you like and do it daily, even if it’s just 
15 minutes. Try yoga, Pilates, dancing, 
body weight exercises, qi-gong, walking, 
swimming, whatever you like. There  
are so many free exercise/movement videos 
online, so check them out if you want  
to find some cool new ideas and routines.  
I love using the app Down Dog each 
morning for a 15-minute yoga flow.

4. SPEND TIME IN NATURE EVERY DAY. 
Spending time in nature can help relieve 
stress and anxiety, improve your  
mood, and boost feelings of happiness  
and wellbeing. Whatever you want to call  
it—forest bathing, ecotherapy, mindfulness 
in nature, green time or the wilderness cure     
 —humans evolved in the great outdoors,  
and your brain benefits from a journey  
back to nature. For me, I’m at the beach  
or walking outdoors every day. Even  
in the middle of winter, I make sure  
I get outside. Kick your shoes off and feel 
the grass or sand under your toes and take 
in some deep belly breaths. For extra mind, 
body and soul nourishment, take your 
meditation or movement outside and soak 
up as much of those negative ions as possible.

5. GET INTO BED AT 9PM AND GET 8 
HOURS OF DEEP SLEEP.  
There are so many benefits of getting good 
quality sleep—including boosting your 
mood and avoiding burn out, being more 
focused and ‘sharp’, having a healthier heart, 
steadying your blood sugar (so that you’re 
not always reaching for a sugar hit), boosting 

your immune system and balancing your 
weight… and that’s just for starters!  
If you read my books and listen  
to my podcast, you will know that I LOVE 
my sleep and I’m in bed by 8pm each night 
(sometimes even 7:30pm), I LOVE it! I make 
sleep a priority. I get into bed, read, connect 
with my husband and take that time to wind 
down. If I have a few late nights I really feel 
it — I want sugar, I’m cranky, I get irritable 
and start to feel run down and burnt out. 
Make sleep your priority to avoid burnout. 

There you have it, my to five ways to avoid 
burnout. +

Named a “Self-Help Guru” by Elle Magazine, 
Melissa Ambrosini is the best-selling author 
of Comparisonitis, Mastering Your Mean 
Girl, Open Wide, Comparisonitis and the 
Audible Original PurposeFULL as well as 
the winner of ‘The Best eBooks Of All Time’ 
as voted by Book Depository. 

Melissa is the host of #1 rated podcast The 
Melissa Ambrosini Show, where she shares 
her wisdom and interviews with the biggest 
thought leaders and experts in the world to 
help her audience unlock their full potential 
and live their dream life. 

When Melissa isn’t writing books and 
recording her podcast she is speaking 
on stages, teaching and creating online 
programs, meditations and life changing 
live events.

With a deep commitment to empowering 
others to become the best version of 
themselves, Melissa believes that awakening 
is possible for everyone. She strives to inspire 
others to reclaim their power, step into their 
truth, live with intention, and move in the 
direction of their dreams.

MelissaAmbrosini.com
MelissaAmbrosini.com/podcast
Facebook.com/MelissaAmbrosiniTribe
Instagram.com/MelissaAmbrosini
Twitter.com/Mel_Ambrosini
YouTube.com/MelissaAmbrosini
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COACHING

IS EVERYONE  
COACHABLE? 
IS EVERY SKILL
COACHABLE?

It can facilitate the process of growth 
and change, helping people be better 
communicators, professionals and 
teammates. The question is, who is 
coachable? With the exception  of those 
who don’t want to do the work or show no 
signs of improvement or progress, mostly 
everyone can benefit from coaching. And 
the next question is, what is coachable? Well, 
not everything. Some parts of every person 
are harder to change than others. And as a 
coach, you need to understand where you 
can make a difference.

Let’s say you’re someone who values 
accountability and you work hard  
to complete projects and keep promises and 
stay on time. But there are others  
in your workgroup who don’t follow 
through and this really bugs you.  
Well it makes you angry and it takes  
the fun out of working, and you may feel 
uncomfortable confronting others.  

You would like to do something to change 
the situation, so you decide to ask for a little 
coaching. Now, a skillful coach will not 
try to fix the situation for you, coaching 
managers know that the best results occur 
when people discover their own answers 
and their own solutions. A good coach will 
not try to change your values either. Values 
are deep-seated and unlikely to respond 
to change, even under stress. You can’t be 
coached out of being an accountable person,  
but coaching can help you manage your 
emotions, better understand others,  
and adopt some new behaviors.

Think of yourself like a bullseye target  
with the center ring being your DNA,  
the values that you adopt early in life.  
And as you go out in the world you  
discover your style, your personality. We’ll 
call that the middle ring of the bullseye. 
Your personality won’t change that much, 
but it can be modified and adapted,  
and understood in ways that allow  
you to better interact and work with others.

Coaching can help increase the awareness  
of who you are and what works for you.  
And the biggest arena for coaching is your 
behavior. That’s that outer ring. This is 
what people see, what people hear, what 
they observe. The interaction between the 
middle ring and the outer ring is often the 
key coaching opportunity. +

BY SHAWN HUNTER

"WITH CONSISTENT 
COACHING, SOMEONE 
CAN LEARN TO 
UNDERSTAND AND 
ADAPT TO IMPROVE 
THEIR SKILLS."

Shawn Hunter Founder & President of MindScaling Entrepreneur, author, idea developer. Shawn 
has collaborated with hundreds of business authors, executives, and researchers to create learning 
solutions. Shawn’s first company, Targeted Learning, was acquired by Skillsoft in February 
2007. He is the author of Out•Think and Small Acts of Leadership. Mindscaling.com and 
ShawnHunter.comBY: SHAWN HUNTER

G
iven today’s evolving workplace, 
those who want to improve  
will have a slight edge. No 
questions asked. This is not only 
because they want to get better 

at their jobs, but also because they care 
about the impact they can cause. This is 
why they can be coachable to facilitate their 
growth, their communication, and their 
professionalism.

Coaching is great but not everything  
can be coached. At the end of the day, 
someone’s personality can’t be changed 
instantly after a coaching session.  
However, with consistent coaching, 
someone can learn to understand  
and adapt to improve their skills.  
This happens because the biggest area  
for coaching is the behavior. This is what 
people see, hear and observe.

Coaching is not a magic wand that  
can immediately transform a person.  
But coaching can change mindsets, 
perspectives and behaviors. 
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INNOVATION BLOCKERS

IS EVERYONE  
COACHABLE? 
IS EVERY SKILL
COACHABLE?

NET WORTH VS. STANDARD MARKET

BY: KIMBERLY SOARES
VICE PRESIDENT, BENEFIT CONSULTING
ATLAS INSURANCE AGENCY

Kimberly Soares is Atlas’ Vice President of Benefit Consulting. Kimberly drives strategic planning, 
oversees client engagement, develops new client relationships, and manages the overall design and 
implementation of the Benefit Consulting programs.

ATTRACTING 
EMPLOYEES 
AFTER 
COVID

ATTRACTING EMPLOYEES

A
s a business owner, you are 
faced with many obstacles 
during these trying times 
with the main priority being 
to keep your business open. 

The last thing you need to worry about 
is employee benefits. 

What we’ve seen not only in Hawaii but 
throughout the country is a service 
deficit in most businesses. That is, longer 
wait times across the board, whether 
you’re on hold for a customer service 
representative, waiting in line at the 
bank, ordering takeout from your 
favorite restaurant, or checking into a 
hotel for a business trip. That shortage 
of staff affects things like how a business 
can operate profitably and customer 
loyalty.

The best approach you can take as an 
employer seeking to attract and retain 
workers for your business is to be flexible. 
The most successful companies we’ve 
seen have seized the opportunity to 
accommodate employees and reduce their 
environmental footprint by reformatting 
positions to become completely remote.  

In situations where entirely remote work 
is not possible, you might consider a 
hybrid structure where employees work 
some days in the office and some at home.

Besides having that flexibility, offering a 
great employee benefits package is an 
ideal way to incentivize employees to 
join and stay with your company. 
Beyond the mandated benefits such as 
health insurance, TDI, and workers’ 
compensation, some employers are 
trying to find ways to offer a better 
employee benefits package. 
Supplemental benefits have become 
increasingly more popular over the past 
year and a half. Some employers are also 
trying to find ways to be unique by 
offering a Lifestyle benefit. Lifestyle 
benefits—also referred to as employee 
perks or lifestyle perks—are nonsalaried 
benefits given to employees to improve 
their lifestyle. Here is where employers 
can become creative and design benefits 
to attract and retain employees. 

Your success starts with a passionate 
and qualified team that is committed to 
seeing your company through the end of 
COVID-19 and beyond. Talk to your 
Atlas advisor about how we can help 
strengthen your workforce in the new 
economy today. +
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OSHA

BY: KEVIN CRAWFORD
RISK CONSULTANT 
ATLAS INSURANCE AGENCY

Kevin Crawford has over 14 years of experience in the safety and security industry. He is responsible 
for providing risk control services to various Atlas clients, with a focus on customer service and 
technical assistance. Kevin holds a BA in business administration and a Risk Management and 
Insurance Certificate from the University of Hawaii at West Oahu.

O
ver the past two decades, global 
temperatures have been steadily on 
the rise. This summer, we’ve seen 
triple-digit highs in parts of the 
country that are typically associated 

with cool, wet weather. These extreme heat 
environments can lead to heat-related illnesses and 
worsen pre-existing health conditions. Ultimately, 
if left untreated, heat-related illness can lead to 
death. 

The Occupational Safety and Health 
Administration (OSHA), a branch of the United 
States Department of Labor, is designed to ensure 
health and safety standards for employees are met 
and enforce these standards by providing training, 
outreach, education, and assistance for employers. 
OSHA was created in response to the rising number 
of injuries and fatalities in the American workplace, 
which have evolved over the years as new work 
hazards continue to be identified. Today, heat 
stress is one of the top health concerns for working 
people.

Although rising temperatures are a concern for 
everyone, they are particularly hazardous for 
working people because they don’t always have 
control over their working environment. According 
to the Bureau of Labor Statistics, 907 working 
people have died and over 70,000 were seriously 
injured from heat stress between 1992 and 2019. 

Even though heat is the number one cause of 
weather-related deaths among working people, 
OSHA has yet to set a standard for temperature 
in work environments. In the absence of a set 
standard, OSHA has continued to rely on the 
General Duty Clause of the OSHA Act of 1970 to 
cite employers for heat hazards, but many agree 
this is not sufficient to protect employees from 
heat-related illness and death. Over the past decade, 

there has been a strong push from advocacy groups 
and organizations to have OSHA enact a heat 
standard to expressly protect workers from heat 
exposure. 

Advocacy groups point out that global warming, 
climate change, and the inf lux of hotter work 
environments is unlikely to reverse. Furthermore, 
research has shown that many heat stress fatalities 
occur in places without basic heat protection. 
All previous attempts to enact a standard were 
shut down, but in June of 2021, the Biden 
Administration announced a potential heat stress 
protection rule in the biannual regulatory agenda. 
The proposed standard includes mandatory access 
to the following: 

• Rest Breaks: Limiting exposure from hot 
environments

• Personal Protective Equipment: Providing 
employees with cooling garments and 
breathable fabrics

• Shade: Employer must provide access for shade 
during breaks

• Hydration: Providing workers with sufficient 
amounts of water that is essential to 
maintaining proper hydration

• Heat Acclimatization Plan: A plan that 
introduces new workers or those who work 
in hotter that usually environments to an 
acclimatization period of 7–14 days

Our team is staying current with these pending 
changes to OSHA. You can look to the Atlas website 
for updates on the situation and what it may mean 
for your company. If you are unclear on what the 
new standard would mean for you, please reach out 
to your Atlas advisor for more details. +
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ATLAS WEBSITE

I
f you’re a part of the Atlas Ohana, you know that we pride ourselves 
on far more than just insurance. In addition to providing you with 
quality coverage you can count on, we’ve worked hard to become 
a hub in the community and a trusted source of information on a 
variety of topics. Our website is a shining example of that.

Did you know that not only is the Atlas website a go-to resource for 
everything insurance but it’s also an excellent place to find news, articles, 
guides, and checklists to help you navigate life’s unexpected obstacles? 
If you haven’t yet visited us online, then please allow us to extend a 
personal invitation to explore our website at www.atlasinsurance.com.

On our website, you’ll find information on all of the great minds that 
comprise our majority female-led leadership team. We get to know 
you every day, and we want to make sure you know us just as well. You 
can also get familiar with the industries we serve, read through client 
testimonials, pay your bill online, and submit your request for a quote 
if you’re looking to start working with us or to expand your existing 
portfolio of Atlas services. 

When you’ve finished exploring the insurance side of things, turn to our 
News page for timely topics affecting our local and national business and 
living environments. Recent topics include returning to work during a 
pandemic, how to reduce your risk of a cybersecurity breach, hurricane 
preparedness, and personal umbrella insurance explained. We also have 
links to different webinars and videos that we’ve covered about COBRA/
ARPA, navigating the AOAO hardening market, anatomy of a water 
damage claim, and other in-depth topic breakdowns. We post to our 
website weekly so be sure to check back often for the latest happenings 
and let us help you make informed decisions for your business and family. 

Whether you are a valued business or individual client (or both!), we hope 
that your visit to our website encourages you to stay connected with us. 
If you’d like to keep up with the latest information on what we’ve been 
up to—from promotions and new hires to office activities and volunteer 
events—then look no further than our monthly newsletter. Did you know 
that we have a dedicated Office Activities Committee that organizes 
monthly events for the whole Atlas team? You may also be pleasantly 
surprised to learn that we’ve donated hundreds of thousands of dollars to 
our local nonprofit partners. You can find the full history of newsletters 
on the News page of our website under the category Atlas Newsletter. 

Do you have suggestions to improve our website and services? Maybe 
there’s a topic that you think we should cover or a new feature you think 
we should add? Let us know! We would love to hear from you. You can 
email your suggestions to Christen Tominaga directly at  
ctominaga@atlasinsurance.com. +

Using The  
Atlas Website 
As A Resource

BY: CHRISTEN TOMINAGA,
MARKETING MANAGER

ATLAS INSURANCE AGENCY

Christen Tominaga is Atlas' Marketing Manager. She 
is responsible for the coordination of Risk & Business 
and leads Atlas in its overall strategic marketing and 
communications initiatives.
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We know that taking care of your employees is important 
to you, and USAble Life offers easy solutions to help 
you support their financial security. USAble Life’s 
supplemental insurance complements medical plans and 
helps you retain the talent you need to be successful. 
Our products — Temporary Disability Insurance (TDI), 
Long Term Disability, Group Term Life, Accident, 
Critical Illness with Cancer, and Hospital Indemnity 
— provide additional financial security and support 
protecting your greatest asset — your employees.

Call your USAble Life representative 
Jason Young at (808) 538-8906, or  
visit USAbleLife.com.

TOGETHER WE’RE UNSTOPPABLE
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ATLAS GIVES BACK WITH 
TWO BENEFIT CONCERTS 
The Atlas Foundation donated 
$10,000 to Child & Family Service 
(CFS) and $10,000 to Hale Makua 
Health Services during two virtual 
benefit concerts at the historic Hawaii 
Theatre. In April, Grammy nominee 
and Nā Hōkū Hanohano winner Josh 
Tatofi serenaded Atlas team members, 
their families, and our partners at CFS. 
In June, Nā Hōkū Hanohano award-
winning family band Kapena lit up the 
stage playing classic throwbacks and 
new hits for the Atlas Ohana and our 
friends at Hale Makua Health Services. 

CELEBRATING OUR BEST PLACES TO WORK AWARD!  

To thank our employees for participating in the Best Places 
to Work survey, we treated the entire team to a Door Dash 
lunch! We gave awards to those who ordered the Strangest 
Dish, Dish with the Most Special Requests, and Cheapest 
Eats. We are proud to be named one of Hawaii Business 
Magazine’s Best Places to Work for the 13th year and 
appreciate our employees who make Atlas Insurance such 
an amazing place to work!

THE FIRST ANNUAL ATLAS DUNDIES  
AWARD CEREMONY  
The Office Activities Committee hosted the first annual 
Atlas Dundies Awards pizza party this summer! Award 
categories included the Gremlin Award (for the person 
most likely to call IT), the Muted Award (for the person 
most likely to talk while muted), the Hangry Award (for the 
person most likely to eat during video calls), and the Multi-
Monitor Award (for the person most likely to look at the 
wrong screen while talking). Staff members also received 
custom Atlas-branded HEAD sports backpacks. In the 
words of Michael Scott, “You have won a tiny Dundie.” 

OPERATION GRATITUDE FOURTH OF JULY 
CELEBRATION 
In honor of Independence Day, the Office Activities 
Committee organized a letter-writing campaign for our 
first responders and military personnel through Operation 
Gratitude! Staff members who wrote letters received a 
fresh KC Waffle dog made to order in our lunchroom. We 
collected 50+ cards that will be sent to our first responders 
and active military members!

Atlas
News & Events

HUGS FOOD DONATION 
Atlas AOAO Account Executive Elaine 
Panlilio organized a Food Drive 
benefiting the nonprofit organization 
Help, Understanding & Group Support 
(HUGS) Hawaii! The Atlas Ohana 
collected nonperishable foods, monetary 
donations, and toiletry items for Hawaii’s 
seriously ill children and their families. 
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While we’ve been known as Hawai‘i’s leading provider of workers’ compensation, today we can do much more  

for your business. We’re committed to providing the most effective insurance solutions for our customers. 

Through our family of companies that includes Employers’ Protective  

Insurance Company (EPIC) and HEMIC Insurance Managers, Inc.(HIMI), 

we can bundle insurance products tailored specifically for your business 

to save you time and money. Because we’re 100% locally owned and 

operated, HEMIC can navigate the complexities of Hawai‘i’s insurance 

landscape and help your business with its unique challenges and needs. 

To learn more about bundling TDI with your workers’ compensation 

program, and other commercial insurance products available through 

our subsidiaries, please contact your agent or visit www.HEMIC.com.

We can do more for your business.
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You look out for your business.  
We’ll look out for you.

As a locally based company, DTRIC Insurance understands that local businesses have different needs. 

Our specialists are here to tailor coverage that works for you. 

• Commercial Lines: workers’ comp, general liability, property, automobile, inland marine, crime, 

umbrella, data compromise, cyber liability and employment practices liability insurance.

• Personal Lines: automobile, homeowners and umbrella insurance.

When it comes to protecting what matters, we’ve got you covered. Contact your Atlas Insurance Agent today. 

www.dtric.com

A member of MS&AD Insurance Group, Japan’s largest insurance holding company and globally the fifth largest property and casualty insurance group.
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