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4 Giveaways That Your Email 
is Trying to Trick You
B y  D a v e  K i n s e y



One of the most common ways 
computer viruses spread is through 
email. Most of the malware-carrying 
messages are caught in your account’s 

spam filter, so you don’t have to worry about those. 
It’s the malicious emails that make it to your inbox 
that you need to be mindful of, and phishing emails 
are by far the most dangerous.

What makes phishing emails so effective is that 
they use trickery to get a user to open the message 
and download the virus-ridden attachment. Even 
the brightest PC user can fall victim to a phishing 
email, especially when the scam touches on a topic 
that you care about, like issues with your bank 
account, an expected package in the mail, starving 
children, or perhaps even your dating success.

A phishing email will disguise itself as originating 
from a trusted source and great lengths are taken by 
the hackers to make the message look like the real 
deal. Unless you know specifically what to look for 
in a phishing scam, it’s easy to fall for one. 

Here are four things to look for in a phishing 
email that will save you from downloading a virus.

The Email is Unsolicited
A legitimate organization would never send 

out an unsolicited email asking users for personal 
information. Likewise, a real company would 
never send out an unsolicited email asking you to 
download an attachment. Even if the message looks 
real, understand that, if it’s unsolicited and is asking 
something of you (or even threatening you), then 
it’s a scam. If you think there’s a chance the message 
is from a trusted organization, then you can double 
check by calling the company about the email with 
the phone number from your records, not the one 
provided in the email.

The Email Contains Phony URLs
A legitimate email will contain URLs pointing 

back to the company’s official website, and a 
trusted website will often have a name that’s 
straightforward, like http://www.totalnetworks.
com. A hacker may go so far as to make a malicious 
website using a URL that looks similar, like Total 
Networks.ComputerVirus.com, so be sure to take a 
hard look at the URL before clicking on it. When 
in doubt, type the URL into a search engine. If it’s 
a scam, then there will be red flags all over the first 
page of search results.

The URLS are Mismatched
Another URL scamming technique that you will 

want to look out for is if the URL displayed in the 
message matches the actual URL. Hackers will often 
type a legitimate URL in the message, and then 
hyperlink their malicious website to it. You can 
check what the URL really is by hovering over it 
with your cursor. Depending on which browser you 
use, you should see the linked URL display on the 
bottom of the screen. If the address doesn’t match, 
then it’s likely a scam.

The Email Contains Poor 
Spelling & Grammar

It’s not difficult for a hacker to make a fake email that 
looks real. A common tactic is to manipulate a screenshot 
from an official email originating from a trusted source, 
like your credit card company. It’s making the phishing 
email sound real where hackers fall short in their 
deceptive objective. A large and professional company 
will hire educated people to handle communications, 
and even have an editing process in place to catch 
grammatical errors. Hackers will often lack writing 
skills, especially if English isn’t their first language.

It’s vital that every employee in your company is 
trained to know how to spot an email phishing scam. 
For example, CryptoLocker (one of the Internet’s most 
wicked viruses) is most commonly spread through 
phishing emails. This is a ransomware that encrypts 
all of your data, locks you out of your PC until you pay 
the hackers ransom money, and deletes your data if you 
don’t pay up.

Your IT can help protect you from nasty attacks like 
CryptoLocker and other phishing scams by arming your 
company’s network with a Unified Threat Management 
(UTM) tool, and your email inbox with a spam filter. 
These solutions can provide your business with a strong 
firewall that will filter out phishing emails and block 
malicious websites, but even the best security solution 
will fail if users are uneducated about how to spot a scam. 

These are four of the biggest giveaways that you’ve got 
a malicious email on your hands. There are several other 
traits of a scam that you need to be on the lookout for; 
please give me a call if you have concerns or want to 
learn more about how to keep your business safe from 
the web’s worst scams.

Dave Kinsey is the owner and president of Total Networks, the 
technology partner of many law firms throughout Arizona. For more 
information, email dkinsey@totalnetworks.com
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Look at your company. Dig out that mission statement 
you wrote when that company was still a dream. Are you 
still following it? How important would you say culture 

is to your company? Is it important enough to sacrifice a huge 
percentage of profit? 

CHOOSING CULTURE

The trend in business – or in some businesses – recently has 
been to move away from capitalism toward culture. They are 
making business decisions based on their moral compass. They 
are making social and political statements with the management 
of their company.

Chick-fil-A – That fast food restaurant keeps its doors shut on 
Sunday – despite the fact that they’re missing a ton of business. 
Personally, I’m always craving their milkshake on a Sunday 
afternoon. I’m always halfway to the car when I remember they 
aren’t open. Driving past the deserted parking lots on Sundays, 
you often see at least one car sitting in front of the drive through 
– presumably puzzled by the silver chain blocking the lane. 
How much money is that decision to remain closed on Sundays 
costing them? 

CVS Caremark Corp – In a surprising move, CVS made the 
decision to ban the sale of cigarettes from their stores. This will 
go into full effect by October 1. President and CEO Larry J. Merlo 

said, “Put simply, the sale of tobacco products is inconsistent 
with our purpose.”

This decision to pursue a healthier world is certainly costing 
the retail pharmacy. The cost is estimated at $2 billion a year. 
Only $1.5 billion of that is the loss of tobacco sales. The remaining 
lost revenue will be non-tobacco products that smokers would’ve 
purchased while in the store. 

CHOOSING CAPITALISM
While some businesses like those above and many others 

are making decisions based on culture, others are making big 
capitalism moves. 

Wal-Mart – Did you want to buy that Black Friday flat screen 
T.V. before Thanksgiving dinner is even served? Don’t worry, 
Wal-Mart is open. Did you suddenly crave another bottle of 
eggnog Christmas morning? Don’t worry, Wal-Mart is open. Did 
the Easter bunny forget your favorite jelly beans? Don’t worry, 
Wal-Mart is open. 

It happens. It’s a holiday and you need something around the 
house. Years ago, nothing was open and you just had to go without. 
Now, this need has driven some companies like Wal-Mart to keep 
their doors open rain or shine, holiday or no holiday. While Wal-
Mart isn’t alone in this endeavor (Target, Starbucks and others 
are guilty), I will use them as the example. 

With their doors open on holidays, Wal-Mart is still raking in 

CAPITALISM vs. CULTURE
By Katherine Bishop
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the profits. If you visit the store on any of the above-mentioned 
holidays, you won’t be the only person there. How much money 
is the business earning by resolutely keeping their doors open?

THE EFFECT OF THEIR CHOICES
While Chick-fil-A is losing business on Sunday and costing me 

to lose out on my craving, is it positively affecting the rest of their 
sale days? Do people respect them for giving their employees a 
day of rest? Do people value the religious respect the company is 
offering? Will they earn that lost profit back tenfold?

While CVS is losing $2 billion in tobacco user sales, how 
much non-tobacco sales are they going to earn? I haven’t been 
to CVS in quite some time, but I respect their choice to make a 
decision to support healthy lifestyles. If I were standing before 
a Walgreens and a CVS, I would probably choose CVS now. In 
fact, it has become apparent that cigarettes are one of the low-
margin products on their shelves. By clearing them out, they’ve 
opened up more space for products that bring in a higher profit 
margin. So, not only have they brought in the business of those 
who support their stand, they’re now making more money  
from them. 

Wal-Mart and other stores that stay open on holidays may be 
raking in initial sales, but how much are they losing in the long 
run. Firstly, how negatively are their employees now viewing the 
company? As we’ve shared in this magazine before one key to 
a successful business is the appreciation and positive attitude 
of employees. When that forgetful person walks into Wal-Mart 
Christmas morning, are they greeted with the happy smiling 
faces of employees? Or, are they faced with employees who’d 
rather be home with their families? 

Also, how much business is Wal-Mart losing on principle. I’ve 
heard of people shunning the store specifically because of their 
holiday schedules and their treatment of employees. 

This is just a brief sample of some of the choices businesses 
are making. Some companies mandate three-month leaves for 
senior managers every few years, so that they aren’t missing out 
on their life and becoming burned out. Other businesses are 
building gyms and daycares in their offices to promote wellness 
and family. Some companies are flexible with their scheduling 
to accommodate their employees and their family needs. Other 
businesses plan get-aways or surprise bonuses to keep their 
employees engaged and valued. Some companies mandate 
employee involvement in annual volunteering events. Some 
companies give back to their community. 

So, ask yourself, is your company focused on culture or 
capitalism? If you are putting your energy into culture, then you 
may end up with quite a profitable business. 
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The Door Is Always Open 
– Or Is It? By Brian Ray

U nfortunately, it is clearly evident in today’s business climate that the majority of 
managers and executives have lost a significant portion of not only their listening skills, 
but also their interpersonal relationship skills when it comes to engaging employees.

Ironically, across the corporate world these days many companies have the walls of 
their respective locations decorated with various positive statements regarding how upstanding 
their values are, that their employees matter, and that communication is encouraged. 

In particular, many companies now claim to have an open door policy when it comes to issue 
resolution and/or the presentation of ideas. However, in many cases this policy exists on a 
superficial level only, with the sad truth being that many of these so-called empowering programs 
are merely an exercise of smoke and mirrors to make the working environment appear better 
than it actually is.

So, no matter what industry the company happens to be a part of, everyone who has ever 
worked within the corporate environment can cite multiple examples in which a manager or other 
leader has been utterly unapproachable due to myriad reasons. These can include the manager’s 
inflated ego, lack of empathy or even a lack of awareness. So, quite bluntly, if the employees 
don’t find their managers approachable, then it doesn’t matter how open a company policy 
claims to be, because it just won’t be utilized by the people it is designed to help.

Remedying this type of situation can be extremely difficult as it requires addressing and 
correcting the very dynamic that permeates the atmosphere of the workplace involved, requiring 
a high level of determination and strength of character.

Now let’s take a look at a few of the major components of this issue:

#1 – The Ongoing Denial
The first thing to be done is to con-

front the denial from leadership that 
the problem actually exists. Without 
that action, any subsequent attempt 
at honest communication becomes 
nothing more than an exercise in fu-
tility. Their denial is just another man-
ifestation of the collective corporate 
ego in that those at the upper levels 
of leadership simply refuse to believe 
that there is anything wrong with how 
they or any of their peers behave. This 
is due to that fact that subconsciously 
many of them feel that being a man-
ager/leader/executive automatically 
gives them free reign to act in what-
ever manner they want. 

Subsequently, the mindset of those 
in charge ultimately becomes – “Those 
problems don’t happen at this compa-
ny!” In reality, they happen every day.

Teamwork
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#2 – The Ever-Present Hypocrisy
Another major component of this issue 

is the hypocritical scenario that is generated 
day-to-day in the workplace. Employees con-
stantly see the barrage of feel-good memos 
and corporate policies regarding open com-
munication without fear of repercussion, yet 
they know from experience that this is not the 
case and the policy is really only an illusion. 

This then brings the collective sense to the work-
force that leadership is completely out of touch with 
the reality of the situation (which of course, they 
are) hence the hypocrisy of the policy within the 
environment. This further damages the confidence 
the workforce has in their leadership.
#3 – The Cost of Silence

Failure to report problems and pursue 
corrective actions can lead to a vast array of 
repercussions for a company.
 These can include:

• Poor employee performance due to the 
constant stress of unresolved issues.

• Fearfulness on the part of the 
workforce to even mention, let alone 
address problems.

• Loss of talented staff members when 
they reach their breaking point and 
resign due to the strain of unresolved 
problems combined with a tense 
environment.

Every professional who has been in business 
for even a small length of time has witnessed 
at least one of these scenarios. Certainly not an 
effective business environment at all. 
Moving Forward

There is the old saying that actions have 
consequences. But this statement needs to 
be modernized. Lack of action also has con-
sequences. Corporate leadership needs to 
realize they must back up their words and 
policies with deeds – actually walk the walk 
and not just talk the talk as the sayings go.

Any attempt to correct a situation like 
this must include honest input from em-
ployees as to why they feel the manager(s) 
in question are unapproachable. This can 
start the dialogue on the path of getting to 
effective resolutions and a deeper under-
standing for everyone involved.

Finally, remember that real leaders must 
be prepared to deal with the truth of the sit-
uations that arise, and not brush the prob-
lems aside or deny their existence, even if it 
is something that they don’t want to hear.

Brian Ray is a business and management con-
sultant with over 20 years of experience. Learn 
more about Ray and his book, “Revelations In-
corporated” at www.thecalloftruth.wordpress.
com.
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“R
egardless of my fit-
ness products and 
everything that I’m 
doing, I really want 

to be known as someone who helped peo-
ple, who made a difference – even after 
I’m gone. If I sold the company, I want it 
to still take care of people. I want to start 
something that continues helping people 
beyond my own life,” says Samuel Colby, 
owner and head trainer of ESOS Lifestyle 
Center in Scottsdale.

Colby first noticed an above-average 
personal interest in health, well-being and 
sports while in high school. “I’ve always had 
a passion for fitness, for health and sports 
and I always knew I wanted to do some-
thing along those lines.”

He grew up in a military family stationed 
in Germany and then Seoul, Korea where he 
graduated high school in 1995. He attended 
Brigham Young University on a scholarship 
and was going into pre-med studies – an 
area in which he lost interest before enter-
ing his two-year Mormon service mission. 
Upon completing the service mission he 
became a wrestling coach for Kadena Air 
Force Base High School in Okinawa, Japan.  

“I loved coaching, but it didn’t pay the 
bills, so I knew I needed something to pay 
for college and push me along. I joined the 
U.S. Coast Guard in 1999. I was on active 
duty for a year and then went into reserve 
status,” he says. 

Colby returned to Utah and began 
working the front desk at a gym and at the 
same time trying to build up a personal 
training clientele. His career in personal 
training got a boost when he was offered 
a job in a Park City, Utah hotel. “That’s 
where I really started to see how I could 
make personal training a career – to make 
a life for myself,” he says. 

He moved to the San Francisco Bay area, 
working as a personal trainer from 2001-
2003. Colby says, “That was one of my big-
ger wake-up calls. I realized I could work 
100 hours a week and still not make much 

Samuel Colby of
ESOS Lifestyle Center

Always a 
Passion for 

Fitness
By Dan Baldwin
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money. I had to figure a way to develop 
something unique so that people would 
decide to work with me rather than go 
to a big box gym. That’s where the ball 
started rolling.”

He left San Francisco for St. George, 
Utah and became a personal trainer at a 
gym while still considering his options 
for a career in the medical field. He com-
pleted all of his pre-med courses at Dixie 
State College in St. George while working 
part-time as a personal trainer. In 2003, 
he earned his Bachelor of Science from 
Excelsior College. 

He was attending Midwestern Univer-
sity in Glendale, Arizona in 2005 when he 
saw a catalog for a traditional naturopathic 
school called Clayton College of Natural 
Health. He signed up and graduated with 
a traditional naturopathic degree. 

He was planning on entering the field of 
health care as a podiatrist, but changed his 
mind fairly quickly. “In 2006, I realized I 
didn’t like feet and all the blood and all the 
nastiness of the medical side.”

Colby was committed to a career in 
health and wellness, so he started his own 
personal training studio in Glendale in 
2009, but had to close the business due to 
the faltering economy. He regrouped and 
quickly opened another studio that year 
in Scottsdale. That business was inside a 
med center, which brought in a lipo-laser 
that was marketed as a body contouring 
device. “That was the spark that started 
the whole LipoCircuit weight loss pro-
gram,” Colby says.
Opening A Dream

His dream facility required a significant-
ly larger space to handle the clientele. In 
2013, Colby opened ESOS Lifestyle Center 
in its current location.

Colby has used his 20 years of train-
ing, education and experience in personal 
training to create a unique organization in-
corporating med spa services with gym, a 
wellness center, and with proper nutrition.

The firm takes a holistic approach to a 

variety of services, including exercise, laser 
lipo, nutritional council, whole body vibra-
tion, infrared sauna, chiropractic, massage 
therapy, personal fitness, and personal 
training. Two additional wellness options 
unique to ESOS are the LipoCircuit pro-
gram and the CorePump fitness machine.

“We’re pretty much pulling everything 
in under one roof. Even the fitness part 
of it is therapeutic exercise. I get a lot of 
people with hip or knee or shoulder re-

placement and this is where they get rehab 
so they can be more functional on the golf 
course and in their daily lives. Some of our 
regulars are here just to keep their healthy 
bodies in top shape,” Colby says.

The service that is drawing the most in-
terest is a training circuit called the Lipo-
Circuit, which involves a number of steps 
that can be tailored to each client’s specific 
needs: 30-day nutrition program, lipo-
laser, isokinetic training (IKT), infrared 
sauna, and whole-body vibration. 

An essential element of the IKT sessions 
is Colby’s invention, the CorePump Ma-
chine, which uses hydraulics for isokinetic 
resistance training. The unit allows the 
user to perform more than 500 exercises 
and stretches on a single machine that is 
approximately 27 inches in diameter.

Colby says, “It’s the neatest device but 
very unassuming. If you push hard on it, it 
pushes back hard on you. If you push light, 
it pushes back light. That’s the isokinetic 

training part of the business.” 
The firm’s clientele ranges from teenag-

ers to senior citizens in their 80s. Many 
people come in for functional rehab and 
then work their way into maintenance 
workouts and staying in shape. Other 
people come in because they’re obese and 
need to get in shape. Others who are active 
and healthy use the facilities and options 
just because they are very active people 
who want to maintain their good health.

ESOS Lifestyle Center employs eight 
people, including three lipo-circuit spe-
cialists who take people from the laser to 
the vibration or sauna, a massage therapist, 
a skin care specialist, a chiropractor, an op-
erations director, and a front desk person.

The circuit, the machine and the cen-
ter are the culmination of a lifelong am-
bition and a continuing drive to achieve 
a unique position in the wellness and 
health care industry.
The Job Gets You Through the Job

“I definitely like to lead by example. It’s 
easier for me to just get out there and do it 
than to wait for people to come. I look for 
people who are like-minded for my team. 
That’s been my hardest task. I’ve found a 
good group of people who are very good 
and who are very passionate about what 
they do. They actually care. The attention 
needed for helping make someone health-
ier is always there. It’s never about pulling 
out your pocket book and being paid for 
services. It’s just a passion,” Colby says.

That passion brings daily successes and 
joys, he says, but some days are far more 
challenging than others. “When I have 
a hellish day, I say, ‘You know, I’m in my 
dream center. I work in a beautiful center. 
It looks like a five-star facility and I do ev-
erything in the center. It truly is my dream 
job. The job gets you through the job.’”
Health Is Not Found in a Prescription 
Bottle

Colby criticizes many in the health and 
wellness field who try to be too different by 
creating fads that end up hurting the 

It truly is 
my dream 

job. The job 
gets you 
through 
the job.

“

“
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people they are supposed to help. He says a good quality of life is 
being healthy from a person’s cells out. It’s all about cellular health, 
not about appearances. There are a lot of people who look fit, but 
who are really unhealthy, he says.

“I think going too fast and too hard can’t be healthy. People 
are always looking for that magic pill that will make them 
healthy overnight.  Becoming truly healthy is about behavior 
modification.”

He sees the biggest trend for the future is what is happening 
right now. “Everyone is fast learning that the holistic approach 
to your health is not in a prescription bottle. It’s not at a doctor’s 
office. The health approach is going to start going more holistic, 
which it already is with whole foods being your diet, with exercise 
really helping you live healthier and longer. A lot more of the East-
ern philosophy of living is coming to the West,” Colby says.

Although he plans to continue growing his business to meet in-
creasing demand, he does not see the growing interest in holistic 
approaches to health as a competitive matter. “I can see a lot of 
businesses like mine opening up, which is great because it means 
everyone is getting like-minded.”

“It’s one of those things where the baby boomer generation 
that is beginning to retire is beginning to think, ‘Maybe I haven’t 
taken care of my health the way I should.’ They’re wondering 
how they want to spend those golden years. Do they want to be 
in a hospital with a low quality of life or do they want be vibrant 
and active,” he says.

“This center is first and foremost a rehab center.  This is the per-
fect place to start at ground zero. You can teach an old dog new 
tricks. It’s never too late to make a good step toward good health. 
And once you take that first step your good quality of life starts to 
step through also,” Colby says.

At A Glance
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T here comes a time in almost 
every business owner’s client’s 
lifecycle that the question 
arises: “Why am I making 

my landlord rich, when I could invest 
in an office of my own?” It’s a major 
step from leasing to owning – not to be 
taken lightly – but can make financial 
sense if all of the pieces are in place.

The metro Phoenix market is still on 
the increase when it comes to prices, but 
it’s far from maxed out. Costar’s most 
recent stats (April 30, 2015) for owner-
occupied office product under 8,000 
square feet show an average of $141 per 
square foot. While that figure is up from 
$125 per square foot in Q3 2013, it’s 
far below the loftier figure of $230 per 
square foot we witnessed in 2008.

With all-time-low interest rates, cash 
outlays remain modest, although they 
depend on the lender and credit rating: 
about 10 percent for Small Business 
Administration loans, with commercial 
loans clocking in at 25-30 percent in most 
cases. In the grand scheme of things, 
purchasing in today’s environment 
enables acquisition of a tangible asset at 
a fraction of what the actual cost is.
The Ideal Candidate

Not surprisingly, a steady and stable 
business will be the best suited for 
acquiring an office building because 
they can more easily project their 
size needs. Conversely, a firm that is 
planning to grow rapidly has other 
considerations, including acquisition 

of a building larger than current needs. 
(Note that condos present a particular 
challenge because you can’t necessarily 
secure the offices on either side of you 
as you expand.) It’s not a matter of 
looking at what property you want to 
own in five or 10 years, but rather how 
you want to accommodate the overall 
growth projections for the business. 
Ownership as Investment

Depending on circumstances, it 
can make financial sense to purchase 
a property as not only a place to do 
business, but as an investment property 
that provides as an income stream. For 
example, purchasing a 5,000-square-
foot office and occupying half of it, while 
renting out the rest to tenants, serves 
a dual purpose. You are generating 
income, and giving yourself room to 
grow when it’s time. Essentially, you 
will be using your tenants to subsidize 
your future expansion plans. When 
purchasing as an investment property, 
you need to look at the whole ecosystem, 
not just your needs right now. Certainly 
there is an appeal to acquiring a whole 
building, but the business case dictates 
that you do it at a cost that pencils out 
lower than your rent.

Of course, looking at ownership as an 
investment, and an advantage over leasing, 
also includes market appreciation: being 
able to generate a long-term increase in 
value of the property. While there is no 
guarantee of prices continuing to rise, 
all of the indications in commercial real 

estate are that our market has recovered 
and stabilized from the recession. 
Other Advantages

Owning rather than leasing provides 
a number of additional benefits. All 
else being equal, monthly payment and 
maintenance costs will be lower for an 
owner-occupant than a business leasing 
a facility. A fixed-rate mortgage provides 
defense against fluctuations in long-term 
costs, and decision making for additions, 
renovations, and even operating factors, 
is much simpler as a property owner. 
And, of course, there are a host of tax 
benefits, such as the ability to deduct 
loan interest, property taxes and other 
qualifying expenses—as well as other 
strategies that can be employed if an LLC 
is formed to act as the property owner 
and leasing agent.

With more than 4 million square feet 
currently under construction and 1.7 
million square feet delivered in the last 
four quarters, the Phoenix metro office 
market is shifting from recovery into 
expansion in 2015. Making the decision 
to own rather than rent isn’t a simple 
calculation, and requires an analysis of 
many factors as well as appropriate due 
diligence. Whatever the timing, there’s 
always an appeal to investing in your 
own business, rather than enriching 
your landlord. 

Beth Jo Zeitzer, Esq. is the owner and designated bro-
ker of R.O.I. Properties. She can be reached at (602) 
319-1326 or bjz@roiproperties.com.

Making the Ownership Leap, 
and Investing in You and
Your Business By Beth Jo Zeitzer
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A
fter 20 years of trying to get 
it right, few organizations 
truly understand employee 
engagement or have failed to 

see its improvement in their company. 
And yet, other organizations have in-
creased engagement, but find their em-
ployees are drained and depleted. 

So what causes this engagement para-
dox? It’s simple. Managing engagement 
turns out to be just another drain on the 
most precious resource in business to-
day: energy. 

It’s not that employees don’t want to 
be engaged. They’re committed and loyal 
workers; however, in today’s over-extend-
ed era, they’re simply struggling to make 
it to the weekend. Lacking energy, they 
resort to quick fixes, workarounds, and 
reactive firefighting, thereby hardwiring 
depletion into the system. 

Simply put, employees need a pep in 
their step. 

Here are 10 ways for leaders to look 
at engagement differently, shift their 
thinking toward a culture that puts en-
ergy first—and reap the rewards.
No. 1 – Manage energy, not en-
gagement

Brain science shows that when we are 
low on energy, the first thing we lose is 
our executive function – our ability to 
focus, to regulate emotions, prioritize, 
plan, make decisions and take action. 

By managing employees’ energy instead 
of engagement levels, leaders safeguard 
people’s executive function, and unlock 
the energy that fuels passion, innova-
tion and enthusiasm, generating sus-
tainable engagement. 
No. 2 – Deliver experiences, not 
promises

Often, leaders gravitate toward elabo-
rate recognition/reward programs and 
intricate performance management sys-
tems that hold – but don’t deliver on – the 
promise of fixing issues once and for all. 
This creates cynicism, corroding the entire 
employee experience, and employees be-
gin to see employee engagement as noth-
ing more than a con game.

By delivering experiences, not just 
promises to employees, you have the 
chance to create a happy, productive, 
frequently energized employee base. 
No. 3 – Target emotion, not logic

Research shows the limbic system – 
the brain’s emotional center – defines 
what we experience as reality. So, if your 
employees don’t feel they’re valued, all 
the assertions, declarations and assur-
ances in the world can’t make it true for 
them. To inject employees with energy in 
their day-to-day jobs, leaders must ap-
peal to the emotional brain. Taking time 
to understand what matters most to your 
employees – and then acting upon that 
information – is an incredibly effective 

way to show compassion and support. 
And the benefits are huge: according to 
the Corporate Leadership Council, tap-
ping into emotional engagement enables 
employees to offer you 400 percent more 
discretionary effort!
No. 4 – Trust conversations, not 
surveys

Businesses that rely on annual engage-
ment surveys are not getting the entire 
picture, nor do they generate intel need-
ed to energize employees to do their 
very best. 

Leaders who shift from surveys to 
frequent, face-to-face, meaningful con-
versations with employees can gener-
ate energy and enthusiasm throughout 
an entire organization. This is because 
quality leader/employee conversations 
release all kinds of hormones in our 
brains, hormones that promote trust, fo-
cus, and creativity, deepen relationships 
and unlock results. 
No. 5 – Seek tension, not harmony

The brain’s natural response to ten-
sion is to interpret it as a threat. Lead-
ers often respond to tension by slipping 
into unhealthy behaviors like overpow-
ering others, giving in to the tension, or 
avoiding it altogether. But believe it or 
not, our brains are actually energized by 
tension. This is because the tension be-
tween the current way of doing things 
and the desired way of doing things can 

By Brady Wilson10Leadership 
Principles 
for Managing 
Energy, Not 
Engagement
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spark innovative thinking. When lead-
ers learn to stand amid tension to deal 
with competing priorities, they can cre-
ate surprisingly amazing solutions. 
No. 6 – Practice partnering, not 
parenting

Because the emotional brain perceives 
shared responsibility as a risk, manag-
ers will often resort to parenting-type 
behaviors like manipulating and micro-
managing employees, which introduces 
negative feelings like guilt and shame 
into the overall organizational culture. 
The goal is to function solidly in an 
adult-to-adult mode. By shifting from 
a parenting to partnering managerial 
style, leaders can co-author powerful 
solutions that employees are willing to 
adopt and implement. In return, manag-
ers recoup time and mind-space previ-
ously spent on parenting. 
No. 7 – Pull out the backstory, not 
the action plan

Too often, organizations take en-
gagement survey results at face value 
and come up with broad-brush action 
plans without pausing to understand 
their context. These one-size-only 
strategies are devoid of quality conver-
sation, practically guaranteeing em-
ployee resistance. 

The brain thrives on connections—
and in the business world, connec-
tions are realized through conversation. 
Through frequent, quality conversa-
tions, leaders can draw out the backsto-
ry behind engagement scores, identify 
what matters most to employees, and 
partner with them to create solutions 
that generate meaningful energy.
No. 8 – Think sticks, not carrots

Our brains respond more to sticks 
than to carrots. However, leaders often 
gravitate to offering carrots like recog-
nition, cheerleading and inspiration. 
What they should be doing is looking 
for and addressing psychological forms 
of interference like bullying, self-doubt 
and unresolved conflict and team ten-
sion, things that undo employees’ abil-
ity to access their knowledge, experi-
ence, skills and strengths. By thinking 
sticks and identifying and removing 
forms of interference, leaders and entire 

organizations can experience stunning 
business gains.

No. 9 – Meet needs, not scores
As mentioned above, our brains make 

decisions for emotional reasons, and 
then justify those decisions rationally. 
When needs go unmet, employees may 
act out in unskillful ways – forming 
cliques, gossiping and creating friction 
– that permeate the organization with 
interference. Leaders who meet employ-
ees’ individual needs (instead of focus-
ing on annual survey scores) can in-
spire employees and sustain workplace 
energy, buoying employees’ energy and 

saving themselves precious time dealing 
with interoffice conflict. 
No. 10 – Challenge beliefs, not 
emotions

Our brains do not allot us the re-
sources to do something unless we are 
convinced something is possible. Self-
limiting employee beliefs can produce 
low levels of agency and self-efficacy, 
bringing engagement initiatives to a 
standstill. According to science, it is not 
our capability but our belief in our capa-
bility that makes us effective. 

Leaders who recalibrate employees’ 
unhelpful beliefs – targeting their per-
sonal feelings of self-doubt, second-
guessing and frayed confidence – can 
produce a much greater sense of agency 
in their workforce.

Brady Wilson is co-founder of Juice Inc., a corpo-
rate training company that services organizations 
from Toronto to Los Angeles. Also a speaker, trainer 
and author, Brady recently released his latest book, 
“Beyond Engagement: A Brain-Based Approach 
That Blends the Engagement Managers Want with 
the Energy Employees Need.” Follow Brady on 
Twitter (@BradyJuiceInc) or visit his website at www.
bradywilson.com.

The brain’s 
natural response 
to tension is to 
interpret it as a 
threat.”
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BPM: What is the difference between today’s workers and those 
of previous generations? 

Baron: The difference between today’s workers and those of 
previous generations is a values one. We tend to look at the reces-
sion and world of business and think “that’s all behind us now.” It’s 
not! When you think about what came out of the global financial 
issue, among many other things, there was the Occupy Movement.  
What generation was dominantly involved? The answer is Gen-
eration Y ... the millennials. Now, many of the millennial genera-
tion have been integrated into the business world, but they remain 
skeptical of baby boomer and Gen-X leaders.   
BPM: What kind of problems does this disparity between 
generations present? 

Baron: Millennials are not driven by the same things as boom-
ers and X’ers were. Nonetheless, many boomer and X’er bosses 
think that throwing the same incentives at them will work and, as 
a result, they are leaving in droves.
BPM: What is the average cost of replacing top talent? Both 
financially and culturally?

Baron: You, as a leader, likely know that there is a high cost to 
replacing top talent. And, it’s more than just fiscal, although that 
is nothing to be sneezed at. The average cost of training and de-

Developing and Retaining 

Top Talent
W e were joined by 

international authentic 
leadership expert, Dõv Baron, 
following the publication of his 
latest book, “Fiercely Loyal: How 
High Performing Companies 
Develop and Retain Top Talent.” 
He was able to give us some 
insight into what it takes to attain 
and maintain top performers in 
today’s business world.
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veloping a team member is 1.5-2 times the average annual salary 
of that individual. This means that if this employee leaves within 
two years, there is no ROI. Additionally, the people who have been 
loyal are less inclined to trust a newer employee, feeling that the 
new employee will most likely leave. As a result the existing loyal 
employees choose not to invest in developing relationships that 
create a solid corporate culture.

BPM: What are the best ways for a business to attract top talent?
Baron: Firstly, you have to understand what they want. The 

world has changed and the talent has the upper hand now, so they 
get to choose. As stated earlier, the value system of today’s top tal-
ent is vastly different than the generations before. To attract top 
talent you must appeal to those value systems. This includes, but 
is not limited to, meaningful work. Top talent today want to feel 
and know that what they do has meaning and purpose. Secondly, 
most companies find their meaning in a bottom line. If that’s the 
case, top talent may be attracted to you for a short period of time 
so that they can take the training you give and apply it to more 
meaningful work.

BPM: Once a leader has top talent what can he or she do to 
ensure loyalty?

Baron: Think about the people who are your closest friends. 
These are people you know really well, and they know you really 
well. To ensure loyalty, you must become highly relational. You 
must find out who your people are, what matters to them, what 
they are willing to fight for, and what gets them out of bed on 
workdays and days off. When you think about your closest friends, 
you will realize that you know these things about them. You know 
the things that make them magnificent, but you also know their 
shadow, and yet you remain loyal to each other. This is the formula 
for ensuring loyalty; get to really know your people.

BPM: What are some indicators leaders can look for when top 
performers consider leaving?

Baron: Statistics show that more than 40 percent of your top 
talent are already looking for another position, something they 
consider better. How can you spot them? Unlike the generations 
before, who wanted to find a position and stay in it for 20-plus 
years, millennials love to learn. If you want to keep a millennial 
in a position because they are good, they are probably consider-
ing leaving already. Remember, this is the generation that grew up 
with extreme screen time; multitasking is a way of life for them. 
They are easily bored and need constant stimulus.

BPM: How far should a leader go to retain a top performer? 
Baron: How far should a leader go to retain a top performer is 

a tricky question. Here’s what I mean. If you have a top performer 
who is completely at odds with the mission, purpose and vision of 
the organization, this is somebody you cannot afford to keep. High 
performing companies understand that you must choose culture 
and purpose over the diva.

BPM: Can you explain your concept of “Full Monty” storytelling? 
Baron: In the movie, “The Full Monty,” a group of working 

class guys create their own version of Chippendales. Initially, these 

fellows are a miserable failure until they decide to go “Full Monty” 
and reveal it all. A “Full Monty” story does just that: reveals it all, 
including information traditional leaders have told us we should 
never reveal. However, when we do, like the guys in the movie, we 
find that we suddenly have raving fans.
BPM: Why should companies consider investing in a chief rela-
tionship officer?

Baron: Let me be clear, a CRO (Chief Relationship Officer), is 
not a position for an individual. It is something that every mem-
ber of the c-suite takes on and encourages every VP and manager 
to do the same. No matter the size of your organization, being a 
CRO is something that future successful companies will embrace 
at all levels.
BPM: Can you explain the 4 C’s of a loyal corporate culture and 
the best steps to attain them?

Baron: The 4 C’s of loyal corporate culture are cooperation, col-
laboration, contribution and community. Cooperation and collabo-
ration are the foundations of an intrapreneurial organization were 
silos are automatically removed. It allows different departments to 
come together to create solutions, and often new products that will 
increase the profit of the organization. Contribution and commu-
nity are major forces when it comes to keeping millennials fiercely 
loyal. Contribution and community must be tied together.  As an 
organization wanting fiercely loyal employees and customers, you 
will be reliant upon the dialogue that only takes place in an authen-
tic community. In a social media world, your employees and cus-
tomers are already having dialogue about your organization.
BPM: How does a focus on purpose over profit benefit both the 
employer and the employee?

Baron: As Guy Kawasaki, who was a chief evangelist for Apple, 
states, “the essence of entrepreneurship is, it’s about making mean-
ing.” Meaning is purpose. Jim Collins, author of “Built to Last” took 
an in-depth look into 18 truly exceptional long-lasting companies 
and studied each in direct comparison to one of its top competitors. 
He wanted to know what makes the truly exceptional companies 
different from the comparison companies. Among other things, 
they were all purpose-driven organizations. Companies that are 
purpose driven are not only long-lasting but highly profitable. 

An employee, who has his or her purpose aligned with the orga-
nization’s purpose, is excited to get out of bed, contribute at work 
because they feel like they are part of something bigger than them-
selves, and as a result, are not only highly engaged, but also find 
their work deeply satisfying. Very often these are the employees 
who stay after their day is done because they want to contribute.
BPM: Briefly, what one attribute is most effective in attaining and 
maintaining top talent? 

Baron: The single most important thing in retaining your 
top talent is developing a corporate culture that has momentum. 
Think about when a company starts. Quite often, there are ex-
tremely limited resources, yet because everyone is deeply bonded 
to each other and the mission or purpose of the company, every-
one happily does far more than their official role requires. This is 
in its rawest form a momentum culture.

Dõv Baron was named by Inc. Magazine as one of the Top 100 Leadership Speakers for Your Next Conference. As the leading authority on authentic 
leadership and the founder of  "Full Monty Leadership," he works with leaders in creating teams that become fiercely loyal. A bestselling author, 
Dõv's latest book is "Fiercely Loyal: How High Performing Companies Develop and Retain Top Talent." Learn more at FullMontyLeadership.com.
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TEAM BUILDING!
NOW THIS IS

Are you ready for a team-building program that really builds 
the strength of your team? AZR’s team building program truly 
addresses issues faced in the workplace: 
Trust, Communication, Problem Solving, Planning, 
Cooperation and good old fashioned FUN.

ALL TEAMBUILDING PROGRAMS INCLUDE:
• Experienced staff to provide instruction, 
   supervision during your entire event.
• All climbing gear, including harness, shoes 
   and chalk.
• First aid and CPR certified staff. 

VOTED PHOENIX’S BEST
ROCK CLIMBING GYM

480.502.9777
kevin@azontherocks.com
www.azontherocks.com

16447 N 91st St #105, Scottsdale, AZ 85260

CHECK OUT OUR: ZIP LINE AND FREE FALL DEVICE!

Mention this AD

and get 20% off a

group of 10 or more






