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Business

I t’s one thing to wait in a
doctor’s office for your own
appointment. It’s another
thing entirely to wait with

someone, say your mom.
Yet, with South Sound’s aging

population, more sons, daugh-
ters and other relatives are find-
ing themselves in this position.
Now, Envoy America, based

in Arizona, is in service for a
large chunk of the Interstate 5
corridor, from Thurston to King
counties. It also has expanded to
Kitsap County. The company is
hiring as many as 100 drivers.
Broadly defined, the compa-

ny’s drivers take seniors on daily
trips where they might need
assistance, such as the grocery
store, doctor’s appointments or
religious services.
“We provide assistance and

companionship,” said Monica
Escalante, Envoy America’s
director of operations for Seat-
tle. “If they need to go to the
beauty salon or theater — we’ve
done sporting events — basically
anywhere they need to go and
need support getting there, we
can help them.”
This senior shuttle service

charges by the hour: $39 an hour
for transport, $20 an hour for
waiting.
Customers should assess their

needs and what their own time

is worth when considering using
Envoy America as opposed to
Uber, a cab or other ride-hailing
service. For seniors making
short, 2- to 3-mile trips, this
might not be the right financial
option for them.
“But if they need to go 8, 10

or more miles of travel, and they
need extra assistance, then we

can save them about 20 percent
or more over taxi services,”
Escalante said.
She emphasized that Envoy’s

drivers receive training in deal-
ing with older people, including
recognizing signs of dementia
and refocusing conversations
that may be veering toward
agitation or repetition, for exam-
ple. They also receive CPR train-
ing.
Most reservations are made

over the phone because many
clients “love the human inter-
action,” according to Escalante.
Family members and caretak-

ers also can make reservations
for a senior family member
online or by email.
Scheduling can happen six

months in advance or up to the
day before a ride is needed.
“The drivers will call the night

before and introduce themselves
and go over details of the trip,
and then it’s door-to-door serv-
ice,” Escalante explained.
“We communicate really well

with passengers, families and
social workers, so drivers are
trained to report back to us on
certain things, such as if they
notice a person becoming more
forgetful.”
And, for those looking for

work, here’s the job part: Envoy
America needs drivers in this
region.
“Right now we have 32 drivers

with another six coming on in
two weeks, and we’re still hir-
ing,” Escalante said. “Demand
for the service is growing and is
so widespread — we need about
another 50 to 100 for this area
alone.”
It takes the right kind of in-

dividual to be a driver, Escalante
noted.
“We look for those with per-

sonal experience caring for a
loved one who will bring em-
pathy,” she said.
All driver candidates undergo

background checks.
The positions pay $20 an

hour, and drivers use their own
vehicles. The company is hiring
both full- and part-time posi-
tions for the area. To apply, go
to envoyamerica.com/careers.

Debbie Cockrell: 253-597-8364,
@Debbie_Cockrell

CHUCK RUSSELL Courtesy/Envoy America

Local Envoy driver Wendy Allred, left, with a passenger. Envoy America is hiring more drivers in the area, servicing Thurston, Pierce, King and
Kitsap counties.

Area business can drive
seniors, accompany seniors
BY DEBBIE COCKRELL
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Envoy America
A Website: envoyamerica.com
A Reservations: 888-375-5558 or
online at website.
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‘‘WE PROVIDEASSISTANCE AND
COMPANIONSHIP. IF
THEY NEED TO GO TO
THE BEAUTY SALON OR
THEATER ... BASICALLY
ANYWHERE THEY NEED
TO GO AND NEED
SUPPORT GETTING
THERE, WE CAN HELP
THEM.
Monica Escalante, Envoy
America’s director of operations
for Seattle

Entering February, 15 of the
past 16 month-end values for the
S&P 500 Index of U.S. stocks
have set new all-time high
marks. Considering the entire
decade of the 2000s had only
nine month-ends that posted

all-time highs, the pendulum of
market returns has swung ex-
ceptionally to the positive.
Persistently positive returns

and low volatility in the broad
U.S. stock market (there is still a
range of outcomes for individual
stocks within the market) have
drawn growing cash flow into
stocks even though they are by
some measures historically ex-

pensive.
In times like these, three com-

mon responses prevail — fear,
greed and disciplined aware-
ness.
In just the past week, I’ve had

discussions with clients who fit
each characteristic. Some people
assume all good things will end
badly. They fear a downturn and
want to try to navigate around it.
Others get greedy with hopes
that the momentum will contin-
ue and they can capture more
market lift. The most successful
investors, however, manage the
tugs of fear and greed and stick

to a sensible long-term strategy.
They return to tenets of prudent
investment management as an
anchor for their financial deci-
sions, trying to keep emotion
and biases from steering them
off course.
There is too much nuance in

the continually adapting market-
place to state with certainty the
direction of any investment in
the short term. But successful
investing is not defined by eval-
uating when to be in or out of
any individual stock or fund. For
serious, long-term investors, it’s
time in the market that is more

important than timing the mar-
ket.
You won’t be able to time

your way around volatility, and
you should expect more choppi-
ness in market prices than we’ve
experienced recently. The S&P
500 didn’t have a dip of more
than 3 percent in 2017. On aver-
age, even in the strongest years,
declines of more than 10 per-
cent interrupt the longer-term
rise. There hasn’t been even a 5
percent decline in S&P 500 in
over 18 months, approaching the

Managing fear and greed
key to sound investing
BY GARY BROOKS
Contributing writer

SEE INVESTING, 2D

That alone would suggest that,
even if what the new venture
produces is limited to employees
of the participants and their
subsidiaries, it’s going to have a
big effect on health care nation-
ally and in Washington, just
from raw purchasing power.
But the significance could be

bigger than that.
All three executives are influ-

ential not just because they run
big companies but because they
have a penchant (Bezos and
Buffett, in particular) for saying
and doing the unconventional
and for setting their own course
even as the consensus conven-
tional wisdom recommends
something else. Because they
tend to get results, what they say
gets listened to and what they
do gets imitated.
They’re also in a far better

position to make things happen
than others who have taken the
plunge into American health
care expecting to change it.
Again, it’s not just the clout,
considerable as it is, they wield
as head of big companies.

They’ve got lots on their plates
already. They’re not taking on
this project because they’re
bored, and they’re not likely to
spend time, attention, energy
and money on a vanity project
that accomplishes nothing.
They’re going to want results.
But careful readers will have

noted the presence of a number
of qualifiers and conditional
language like “if” and “could.”
That’s not just a pundit trying to
avoid being pinned down to a
prediction he might later be held
accountable for. There are some
big questions and obstacles to
what the three are trying to
accomplish.
That starts with the fact that

it’s not at all clear, at least pub-
licly, what Bezos, Buffett and
Dimon are trying to accomplish,
much less how they plan to
accomplish it. While the press
release includes a wonderful
turn of phrase describing the
problem — “The ballooning
costs of health care act as a

So this announcement of a
new health care venture in-
volving Amazon, Berkshire
Hathaway and JP Morgan Chase
is a pretty big deal, right?
Well, umm, (columnist quick-

ly shifts into Stentorian Voice of
Authority mode required of
pundits), yes and no.
How’s that for a definitive,

authoritative answer?
It is a big deal just from the

size, prominence and power of
the companies involved. It in-
volves three hugely influential
business executives — Jeff Be-
zos, Warren Buffett and Jamie
Dimon — running three huge
and significant companies.
It could be an especially big

deal in Washington. Amazon has
more than 40,000 employees in

Hey Mr. Business and Eco-
nomics Columnist, you’ve been
rattling on in this space for years
about big changes coming to the
health care industry and about
how all Amazon has to do is
glance at some line of business
it’s not already in and the com-
panies already in it go running
for the hills in panic.

Seattle alone. JP Morgan Chase,
by virtue of its 2008 acquisition
of Washington Mutual, is one of
the state’s biggest banks, with
200 branches and 2,000 em-
ployees.
Maybe you don’t know much

about Berkshire Hathaway, or
about Buffett (other than he’s
rich and a buddy of Bill Gates),
but you definitely know the
companies in its ownership
portfolio, many with significant
operations in the state: BNSF
Railway, Ben Bridge Jeweler,
Precision Castparts (a Portland-
based aerospace company that
has made several acquisitions in
Washington). Those ubiquitous
and quirky ads from Geico? Yep,
that’s a Warren Buffett enter-
prise, too.

COMMENTARY

Stay tuned: Magnates Buffett,
Bezos, Dimon tackle health care

BY BILL VIRGIN
Contributing writer

SEE VIRGIN, 2D
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S eventeen years of
war, TV spots de-
picting the strug-
gles of the wound-

ed, and curbs on military
advertising budgets have
left the armed forces with
an image problem that
could take years to repair,
said a senior Defense
official.
Unsettling myths about

the military are rising
among recruit-age youth
and “influencers” — par-
ents, teachers, clergy and
coaches — in part because
increasingly they have no
personal or family ties to
the armed forces, said
Lernes “Bear” Hebert,
acting deputy assistant
secretary of defense for
military personnel policy.
“While there is great

support for military service
men and women, we do
find that misperceptions
about service have taken a
toll on propensity to serve,”
Hebert said. “And because
we’re not out there offering

a contrary message, we’re
seeing a decline that is
most troubling.”
He cited various recent

survey results that show a
majority of recruit-age
youths and influencers
perceive service life nega-
tively. Many also are sur-
prisingly unaware of key
attractions of service life
including GI Bill education
benefits to earn college
degrees and skills training
that support satisfying
civilian careers.
For example, 63 percent

of youths ages 16 to 24
believe it is “likely” or
“very likely” that a person
leaving the military today
has psychological or emo-
tional problems. “They
hear about post-traumatic
stress disorder and all the
challenges faced by serv-
ice men and women post-
conflict, and believe that’s
indicative of the vast ma-
jority of individuals who
serve,” Hebert said.
The same survey found

61 percent of youths be-
lieve it likely or very likely
someone getting out of
service today will have

difficulty readjusting to
everyday life. Forty-eight
percent believe it is likely
or very likely that a person
departing the military has
a physical injury.
Absent any other in-

formation, Hebert said,
the public has no way to
put in context the many
ads they see soliciting
donations to support in-
jured veterans.
“The risks are very real

and service is unlike any-
thing else you will do in
the civilian world,” Hebert
said. “But by far the vast
majority of service mem-
bers leave the military
perfectly healthy and
move on to very rewarding
and fulfilling lives.”
He cited other survey

results showing that, in
2004, 85 percent of youth
ages 16 to 21 thought it
“extremely likely” that
joining the military would
allow them to earn money
for college. By fall of 2016,
the proportion who knew
that, through military
service, they could earn
money for college had
fallen to 60 percent.

The 25-point drop oc-
curred despite the fact
Congress, in 2008, enact-
ed the Post-9/11 GI Bill,
with vastly improved vet-
erans’ education benefits.
So it is worrisome when
recruit-age youth aren’t
being told at school or
home about one of the
most significant benefits
they can realize from mil-
itary service, Hebert said.
“We may not be able to

compete with every large
corporation on pay, but
our benefits are second to
none,” he said. “So, we
really need to do some-
thing to educate prospec-
tive recruits that you can
have a pretty good quality
of life and a great (educa-
tion benefit) on leaving
service after one term.”
Over the same period,

2004 to 2016, the propor-
tion of youths who felt the
military provided an attrac-
tive lifestyle declined from
63 percent to 35 percent.
And one of the oddest

myths about military life,
particularly in this age of
social media and instant
communication, involves
personal contacts. The
proportion of youths who
believe that, while in serv-
ice, a member is able to
stay in touch with family
and friends fell from 58
percent down to 23 per-
cent. The apparent fear,
said Hebert, is that “either
you’re going to be seques-
tered somewhere or you’re

going to be deployed with
no way to contact your
family or friends.”
On average the services

need 264,000 new recruits
each year, taken from a
pool of about 400,000
youth surveys estimate
have a propensity to serve.
To address negative

misperceptions or general
disinterest in the military
among others, the Defense
Department will ask Con-
gress this year to fund a
mass marketing campaign
to educate youth and their
influencers on the attrac-
tions of service life.
Though he could not dis-
cuss the size of the mar-
keting effort until the
budget is unveiled, Hebert
forecast a “pretty signif-
icant campaign.”
“We fully appreciate that

people don’t get media the
same way they did five
years ago,” he said. The
campaign “will be split
between addressing influ-
encers and (media) they
frequent, as well as getting
into social media and on-
line to approach youth in a
more meaningful way.”
A second initiative,

called “This is Your Mil-
itary,” won’t require bud-
get dollars. Starting in
February, military com-
mands and personnel will
be encouraged to reach
out to local communities
to try to broaden under-
standing of service life.
Each month the focus of

this outreach will change.
In February the theme is
that service members are
“people just like you,”
Hebert said. In March the
focus will be educating
communities and youths on
the variety of job skills
found in the military. In
April, education benefits
will be highlighted.
The challenge of educat-

ing Americans on their
military got harder after
the draft ended in 1973.
Over the years more mil-
itary bases across the
country closed and the
force got smaller, further
reducing military ties to
towns and communities.
In 1995, 40 percent of

youths ages 16 to 24 had at
least one parent who served
in the military. By 2016,
that had fallen to 15 per-
cent, according to the de-
partment’s Youth Attitude
Tracking Survey (1995) and
Youth Poll (2016).
“As a result, they don’t

get first-hand accounts of
what military service is all
about,” Hebert said. Per-
ceptions instead are
shaped by “what they see
in the news, what gets
streamed or the many
advertisements (for) help-
ing (injured) veterans.”

To comment, write Military
Update, P.O. Box 231111,
Centreville, VA, 20120 or
email milupdate@aol.com
or twitter:
@Military_Update.

COMMENTARY

Military fights ‘myths’
hindering recruitment
BY TOM PHILPOTT
Military Update

A Tim Claridge has
recently joined Opus Bank
of Tacoma as a managing
director, senior client
manager. He is responsib-
le for further expanding
commercial and corporate
client base in the Tacoma
and Olympia markets. A
21-year banking veteran,
Claridge most recently
was with Columbia Bank
as vice president, commer-
cial loan officer. He re-
ceived his bachelor’s de-
gree from the Univeristy
of Utah and is a graduate
of the Graduate School of
Banking at the University
of Colorado.

A Tony Yee also has
joined Opus Bank in Seat-
tle as a managing director,
senior client manager. He
is also responsible for
further expanding com-
mercial and corporate
client base in the Seattle/
Puget Sound region. Yee
most recently was with
Umpqua Bank where he
was vice president, corpo-
rate relationship manager.
He also has 22 years of
banking and finance expe-
rience. Yee received his
bachelor’s degree from the
University of Washington.

A Alice Darnton has
been named branch man-
ager for the South Hill
Pierce County Library. She
manages staff and oper-
ations of the library to
serve residents of they
Puyallup South Hill area.
Darnton is also responsib-
le branch operations in-
cluding checkout of books,
movies and other materi-
als; information requests;
events and classes; and
community relations.She
received a bachelor’s de-
gree from Western Wash-
ington University and a
master’s degree from the
University of British Co-
lumbia. Recently she
worked at McMinnville
Public Library near Port-
land.

A Tim Sage has been
named branch manager
for the Parkland/Spana-
way Pierce County Li-

brary. He also manages
staff and operations plus
coordinates and facilitates
branch operations in-
cluding checkout of books,
movies and other materi-
als; information requests;
events and classes; and
community relations. Sage
received his bachelor’s
degree from Grand Valley
State University in Allen-
dale, Michigan and a mas-
ter’s degree from Wayne
State in Detroit, Michigan.
He worked with the Grand
Rapids Public Library for
23 years most recently as a
manger.

— COMPILED BYMARY
ANDERSON, STAFFWRITER

The News Tribune pub-
lishes hires and promotions
at the professional and
management levels. It recog-
nizes honors at the state or
national level awarded by
independent professional or
trade associations and
appointments to corporate
or civic boards. To submit
information go to
thenewstribune.com/
business, go to People In
Business and select Add an
announcement. All submis-
sions become the property of
The News Tribune and may
be published in any form.

SOUTH SOUND BUSINESS PEOPLE

Alice
Darnton

Tim Sage

DEBBIE COCKRELL:
253-597-8364,
dcockrell@thenewstribune.com

KATE MARTIN:
253-597-8542,
kmartin@thenewstribune.com

HOW TO REACH US
Friday 1 year ago

Prime rate 4.50 3.75
Federal Target Rate 1.50 0.75
3-month Treasury bills 1.48 0.52
6-month Treasury bills 1.65 0.64
10-year Treasury notes 2.84 2.48
30-year Treasury bonds 3.08 3.09

— BLOOMBERG.COM AND U.S. TREASURY

KEY RATES

Here is what Puget Sound-area banks and thrifts were offering on key consumer-loan and deposit
instruments on Friday. All yields are annual.

DEPOSITS MMA:
Rates and yields on money-market
accounts with a balance of $2,500.
CD: Fixed rates and yields on one-year
certificates of deposit of $5,000.
IRA: Fixed rates and yields on 18-month ac-

counts.

LOANS
Auto: Fixed rate for a $10,000, 60-month,

new-car loan and for a $7,000, 48-month, used-car
loan for a 1- to 3-year-old model. Actual rates
might change with variations from the scenario,
and fees and other costs at loan initiation.

DEPOSITS AUTO LOANS
Institution MMA CD IRA New Used
America's CU 0.20/0.20 0.35/0.35 0.45/0.45 4.990 4.990
Chase 0.01/0.01 0.01/0.01 NO/NO 3.640 4.040
Columbia Bank 0.03/0.03 0.06/0.06 0.07/0.07 3.250 3.125
HomeStreet Bank - Western 0.55/0.55 0.55/0.55 0.60/0.60 NO NO
KeyBank 0.04/0.04 0.15/0.15 0.10/0.10 3.990 4.640
Qualstar C.U. 0.25/0.25 0.50/0.50 0.50/0.50 2.740 2.490
Sound Credit Union 0.15/0.15 0.50/0.50 0.55/0.55 3.090 2.790
Tapco Credit Union 0.03/0.03 NO/NO NO/NO 2.990 2.740
U.S. Bank 0.04/0.04 0.10/0.10 0.15/0.15 4.590 4.000
Verity C.U. 0.10/0.10 0.45/0.45 0.53/0.53 3.040 2.890
Washington average 0.14/0.14 0.30/0.30 0.37/0.37 3.591 3.523
Change in average NO/NO 0.01/0.01 NO/NO 0.010 0.010
NA: Not available NO: Not offered

Source: Informa Research Services 818-880-8877 Ext. 266
**Do not have a bank, thrift or credit union charter; all products are FDIC insured

MONEY RATES

longest streak ever. When
a correction occurs, it will
get people’s attention, but
declining values should
not be your primary gauge
of investment risk.
The definition of risk that

should most influence your
decisions is whether the
probability of achieving
your financial goals or
obligations is significantly
changed. If you don’t know
enough about the relation-
ship between your assets
and your goals to evaluate
the probability that one can
fund the other, you need to
start there before making
decisions about what type
of investor you are or
should be.
Whether you are a con-

servative investor or ag-
gressive, the best portfolio
for you is the one you can
be disciplined enough to
consistently apply over
time. A good strategy you
can stick to will outper-
form a great strategy that
you aren’t disciplined
enough to implement
when fear or greed cause
you to be reactionary in
the short-term.
Guarding against over-

reaction when times are
good and when times are
bad — combating human

nature and deeply in-
grained psychology — is
more important than
whether your portfolio
fully keeps up with the
gains of a bull market.
Our reactions are often

driven by outside forces.
News or forecasts of the
economy or investment
markets (two very differ-
ent things, by the way)
should have less influence
on your investment deci-
sions than news of person-
al life changes. Most like-
ly, you are advancing a
decadeslong or even mul-
ti-generational financial
plan. There isn’t likely to
be any signal in today’s
news for how you should
be invested over a long
period.
This doesn’t mean you

should sit idly and be
detached from your
money. To invest success-
fully, you should know
your financial goals and
manage your investments
to help you achieve these
goals. Even if not actively
making choices whether to
be here or there in the
global marketplace, most
investors will have ongo-
ing decisions to make
about contributing new
savings to or withdrawing

money from accounts.
These decisions should be
easier to make if you have
an investment process
aligned with your goals
and important planning
assumptions more so than
with momentary attrac-
tiveness of any particular
market segment.
As stock markets be-

come more expensive,
prospective future returns
are lower. There is little
indication that becoming
more aggressive to ride
this long wave of mo-
mentum is the answer,
and it might not even be
necessary if you under-
stand the relationship
between your assets and
your goals. Gains of the
past several years might
have you well positioned
to cover your needs, wants
and wishes without reach-
ing for more, which may
put those wants and wish-
es in jeopardy.
None of these principles

will guarantee the highest
returns. But applied con-
sistently, they will give you
the highest probability of
achieving and maintaining
financial security.

Gary Brooks is a certified
financial planner and the
president of BHJ Wealth
Advisors, a registered
investment adviser in Gig
Harbor. Reach him at
gary@bhjadvisors.com.
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hungry tapeworm on the
American economy” — it
also includes scant details
about the new venture,
which at this point doesn’t
even have a name.
The words following the

tapeworm quote, attribut-
ed to Buffett, urge caution:
“Our group does not

come to this problem with
answers. But we also do
not accept it as inevitable.
Rather, we share the belief
that putting our collective
resources behind the
country’s best talent can,
in time, check the rise in
health costs while concur-
rently enhancing patient
satisfaction and out-
comes.”
The world does not lack

for or need another think
tank or study group to talk
endlessly about how to fix
American health care. The
announcement suggests
that the venture initially
will focus on “technology
solutions that will provide
U.S. employees and their
families with simplified,
high-quality and transpar-
ent health care at a rea-
sonable cost.” Noble-
sounding as the goals
might be, the solutions
don’t sound all that specif-
ic or promising. And just
how involved will the new
venture get with actually
delivering health care?
But knowing what we do

about the men organizing
this venture, we may sur-
mise (or hope) that they’ve
got something much more
specific in mind as to what
they’ll be working on, and
that its experiments are

likely to show up soon
(Amazon in particular isn’t
known for waiting around
when it gets an idea in its
head).
Those are just the in-

ternal challenges. Then
there are the external
obstacles — the size of the
health care industry, gov-
ernment involvement, the
aging population, the na-
ture of health care prob-
lems, the previous rounds
of cures (wellness cam-
paigns, now big data) that
failed to deliver. This is a
lot more complicated than
fixing a malfunctioning
company.
That’s just the start of

reasons to be skeptical, if
not downright pessimistic,
that this venture will ac-
count for much change.
But just the fact that these
three think this is a
problem they can do
something about makes
the news significant. If
they deliver some real-
world solutions — they
don’t even have to solve
every bit of the health care
problem, just some sizable
fixes would be welcome —
then roll out all the super-
latives you can find.
They’ll be well earned.

Bill Virgin is editor and
publisher of Washington
Manufacturing Alert and
Pacific Northwest Rail
News. He can be reached at
bill.virgin@yahoo.com.
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Amazon and other business giants are taking on health
care, and that’s something worth following.
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