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Message From the
Chief Executive Officer
Message du
directeur général
Dr. Matthew Jelavic, C.Mgr.
As the world comes to grips with the
unfolding COVID-19 pandemic, 2020 has
turned out to be a quite different year than
we had envisioned. Based on guidelines
established by the public health authorities
and our local, provincial, and federal
governments, many of us have had to
change the way we go about our daily
lives. In addition to the devastating health
impacts, the economic situation in Canada
has taken a negative turn with increasing
unemployment rates, decreased demand
for products and services and the spillover
effects. We can only hope to return to better
days soon.
Our association has also adapted to the
situation. Our Head Office has been closed
during this time, and our staff are working
from home to deliver member services.
We made the decision to suspend all inperson chapter activities across the country
and encourage virtual meetings wherever
possible. The Board of Directors has
also suspended in-person meetings. This
situation has impacted our Special Meeting
and Elections, which was originally to be
held in person, to be conduced virtually
on June 3rd at 6:00 PM Eastern Time. By
the time you read this, members will have
already voted in the online elections, and
received an invitation to the Special Meeting.
I want to personally thank our Head Office
staff for their adaptation and commitment
during this time and for working so hard in
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Alors que le monde fait face à l’évolution
de la pandémie de la COVID-19, l’année 2020
s’est révélée bien différente de ce que nous
avions imaginé. À la suite des directives
établies par les autorités en matière de santé
publique et nos gouvernements locaux,
provinciaux et fédéral, la plupart d’entre
nous avons dû changer nos habitudes
quotidiennes. En plus des effets dévastateurs
sur la santé, la situation économique
au Canada s’est détériorée avec une
augmentation du taux de chômage, une
baisse de la demande pour les produits et
les services, et des retombées économiques.
Nous ne pouvons qu’espérer un retour à des
jours meilleurs bientôt.
Notre association s’est également
adaptée à la situation. Notre siège social
est fermé en ce moment et notre personnel
travaille à domicile pour offrir des services
aux membres. Nous avons pris la décision
de suspendre toutes les activités en
personne des sections à travers le pays
et d’encourager les réunions virtuelles
dans la mesure du possible. Le conseil
d’administration a également suspendu
les réunions en personne. Cette situation
a eu des répercussions sur notre réunion
extraordinaire et nos élections qui devaient
initialement avoir lieu en personne et qui se
dérouleront virtuellement le 3 juin à 18 h,
heure normale de l’Est. Au moment où vous
lirez ces quelques lignes, les membres auront
déjà voté lors des élections en ligne et reçu
une invitation à la réunion extraordinaire.
Je tiens à remercier personnellement les
employés de notre siège social pour leur
flexibilité et leur engagement durant cette
période et pour leur travail acharné dans
l’intérêt de nos membres.
Nous surveillons de près la situation
de la COVID-19. Comme notre assemblée
générale annuelle est normalement prévue à
l’automne, nous ne savons pas encore si elle
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the best interests of our members.
We will be monitoring the COVID-19
situation closely. As our Annual General
Meeting is normally scheduled in the
Autumn, it is still unknown if this will be
conducted in-person. As such, we are
making contingency plans to conduct the
AGM virtually. We will have a clearer picture
of the situation as the date approaches.
In the meantime, I would like to thank our
members, chapters, and volunteers across
the country for the continued support and
commitment to the association. We will be
providing regular updates to the membership
as they arise.
The work of the association continues.
We are strengthening the management
profession, increasing member services,
establishing partnerships, and elevating the
value of our professional designations to all
stakeholders. I would like to extend my best
wishes to all members. Together we will get
through this with hope for a return to better
days.
As your CEO, please contact me any time
at matthew.jelavic@cim.ca
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se déroulera en personne. Par conséquent,
nous prévoyons des mesures d’urgence
pour organiser l’AGA virtuellement. Nous
aurons une vision plus claire de la situation à
l’approche de la date. En attendant, je tiens
à remercier les membres, les sections et les
bénévoles dans l’ensemble du pays pour leur
soutien et leur engagement continus envers
l’association. Nous fournirons des mises
à jour régulières aux membres au fur et à
mesure qu’elles se présentent.
Le travail de l’association continue.
Nous renforçons la profession de
gestionnaire, augmentons les services aux
membres, établissons des partenariats et
faisons la promotion de nos désignations
professionnelles auprès des intervenants.
Je voudrais transmettre mes sincères
salutations à tous les membres. Ensemble,
nous traverserons cette période difficile, en
espérant un retour à des jours meilleurs.
N’hésitez pas à contacter votre PDG à
matthew.jelavic@cim.ca.
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Leadership in Change and Uncertainty
Adapt and thrive in any environment.

Brad Wolff

Brad Wolff specializes in leadership development to increase productivity, profitability and
engagement. 25 years in recruiting and retention taught him how leaders’ actions impact results
with their people. Brad’s passion is making the science of human potential simple and practical
to achieve greater success with less stress and more satisfaction. He’s a speaker and author
of, People Problems? How to Create People Solutions for a Competitive Advantage. For more
information please visit:
www.PeopleMaximizers.com or email him at: bwolff@peoplemaximizers.com.
Successful leadership requires navigating
your organization through periods of change and
uncertainty. Learn how to do this well, and you
can adapt and thrive in any environment.
Bob Electro was the CEO of Electro Brothers,
Inc, a manufacturer and distributor of electronic
components. After many successful years, the
strategies and tactics that once worked well
were failing. Bob’s trusted leadership team
averaged 20 years of industry experience, yet
their attempts at implementing new strategies
were ineffective. Electro Brothers couldn’t
adjust to the changes in customer demands and
competition.
Over the past two years, revenue dropped
36% with no foreseeable solutions to their
dilemma. Bob swallowed his pride and hired an
organizational expert, RoughSeas Navigation.
RoughSeas helped the leadership team create
a flexible, adaptive culture to succeed in the
change and uncertainty that they faced. This
wasn’t a quick fix, but, within 18 months,
revenue climbed 39%. Now the leadership team
was more optimistic about the future than they’d
been in years.
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Three traits are needed to succeed in
change and uncertainty
1. Flexibility - the willingness to
change or compromise
2. Adaptability - the ability to
successfully adjust to change
3. Learnability - the ability to quickly
acquire new knowledge and skills
When you combine these characteristics,
you become a Flexible, Adaptive, Learning
Organization—a FALO. A FALO is a culture that
provides a competitive edge in our unstable world.
The FALO equation is: Flexibility +
Learnability = Adaptability. This is like E=mc²
for business.
Here’s a closer look:
• What happens when you have high
flexibility but low learnability? Organizations
and people like this are lost and
directionless. Flexibility needs to be
purposeful instead of just agreeable.
• What happens when you have high learnability
and low flexibility? People and organizations
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like this have knowledge and skills but
aren’t open to ideas and solutions that differ
from their current ones. They’re rigid.
You need a high-enough level of both traits to
effectively adapt to change.
Focus on culture before strategy
Culture is the habitual manner of behaving
that’s considered acceptable in your organization
Since culture is a habit, it takes time, effort,
and continuous reinforcement to be make
lasting changes. Many leaders give up too soon.
You need to be patient and persistent to create a
new culture.
Changing a strategy is quick and easy in
comparison. It allows you to feel like you’ve taken
smart and decisive action to meet your objectives.
But strategy needs to be executed to be effective.
This requires a culture that supports the strategy.
Have you ever asked people to do things
differently to meet new strategic initiatives? Did
you get any pushback? Did anyone keep doing
things the old way due to their habits?
Changing your culture requires the leaders to
set the example by moving out of their comfort
zones into new ways of thinking and behaving.
It’s imperative to set the example with your own
actions first. If you tell your people to do things
you’re not doing, your efforts will fail! This is the
truth of culture. Peter Drucker, the well-known
management consultant said, “Culture eats
strategy for breakfast!” In truth, it eats strategy for
lunch and dinner too,
In the 1990s, Louis Gerstner led IBM to one
of the greatest corporate turnarounds in US
history. Most experts said that IBM was crazy to
hire Gerstner since he had no computer industry
experience and thus lacked the necessary
strategic knowledge. What did Gerstner do? He
focused on changing the culture at IBM before
addressing the strategy. In 2002, he shared two
lessons with MBA students at Harvard Business
School:
1. “You don’t win with strategy,” …and
2. “Culture is everything.”
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Put Flexibility + learnability =
adaptability into action
To increase Flexibility:
• Build a culture that conditions everyone
to consider multiple options and
challenge beliefs and assumptions
when making decisions.
• Build a culture where you look for
the opportunities in undesirable
changes rather than getting stuck
in resistance and complaining.
• Build a culture where you stop insisting you’re
right just because you believe you are.
To increase Learnability:
• Build a culture where people practice
openness and authenticity. We all have
weaknesses and don’t have all the answers.
You can’t learn if you already know. Starting
with ignorance opens the door to learning.
• Build a culture where everyone
participates in training and development
programs. Grow knowledge and skills
that are relevant to the opportunities and
challenges facing your organization.
• Build a culture where leaders and
teams openly discuss mistakes as well
as concerns, and complaints raised
by clients and employees. Don’t make
excuses to avoid unpleasant realities.
• Build a culture of doing. Put what’s been
learned in training and development
and experiences into action. Information
without action is just entertainment.
When you put the above principles into
action you grow and develop as leaders and
people. This drives a culture of growth and
development with your employees. When your
people develop, they help your organization
adapt to change and uncertainty. They also stop
requiring the constant direction, monitoring, and
babysitting that draw your energy away from
making your desired contribution.
Imagine what could happen if you adopt this
approach in your organization.

CIM Chartered Managers Canada and the McGill School of Continuing Studies have
partnered to offer a prestigious dual-credential management program. Students who
complete the Graduate Diploma in Management from the McGill School of Continuing
Studies will now also be able to attain the Chartered Manager (C.Mgr.) designation,
the most prestigious status that can be achieved in the management profession. One
of only three programs in the world to be awarded this status, McGill’s Diploma in
Management is a graduate-level program designed to prepare students for positions
in management in a variety of industries. Read the full press release online.
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CIM ACCREDITATION
The Canadian Institute of Management is very pleased
to announce that Collège communautaire du NouveauBrunswick has been accredited from Jan 1, 2020
through Dec 31, 2024.
Collège communautaire du Nouveau-Brunswick
commencing Jan 1, 2020

• Administration des affaires – Administration
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The 5 Myths of Business Strategy
When speed becomes the only metric by which you judge service, then true service
becomes irrelevant.

Rich Horwath

Rich Horwath is a New York Times bestselling author on strategy, including his most recent
book, StrategyMan vs. The Anti-Strategy Squad: Using Strategic Thinking to Defeat Bad
Strategy and Save Your Plan. As CEO of the Strategic Thinking Institute, he has helped
more than 100,000 managers develop their strategy skills through live workshops and virtual
training programs. Rich is a strategy facilitator, keynote speaker, and creator of more than 200
resources on strategic thinking. To sign up for the free monthly newsletter Strategic Thinker,
visit:
www.StrategySkills.com
Consider some of the most popular myths:
Lightning never strikes the same place twice—it
does. There is no gravity in space—there is, just
less. Humans only use 10% of their brains—
actually, a lot more—yes, even men. Pigeons
blow up if fed uncooked rice—they don’t.
Which myths or half-truths have permeated
your organization and what effect have they
had on your business? Running a business
on myths, flawed business principles, and
baseless assumptions creates needless
confusion and a lack of strategic direction. A
study of 10,000 senior executives showed that
the most important leadership behavior critical
to company success is strategic thinking at
97 percent. As good strategy is at the core of
any organization’s success, it’s important to
understand the strategy myths that may be
holding back your team from reaching greater
levels of success.

when managers in other functional areas
are asked who develops strategy. It’s also
wrong. The strategy that you execute should
be your own strategy. Why? Because each
group’s resources are going to be different.
For instance, the sales team has different
resources—time, talent, and budget—than
the marketing team or the IT team or the HR
team. How they allocate those resources
determines their real-world strategy. It’s
important to understand company, product
and other functional group strategies to ensure
that your strategies are in alignment. However,
their strategies are not a replacement for your
strategies.

Strategy Myth #1: Strategy
comes from somebody else.
“We get our strategy from the brand team/
upper management.” This is a common refrain

Strategy Myth #2: Strategy is
a once-a-year process.
In a recent webinar presented to more
than 300 CEOs entitled, “Is Your Organization
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Myth Buster:
Identify the corporate strategies, product
strategies, functional group strategies and your
strategies and seek alignment.
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Strategic?,” the question was posed: “How
often do you and your team meet to update
your strategies?” The percentage of CEOs that
meet with their teams to assess and calibrate
strategies more frequently than four times a
year is only 16.9 percent, with nearly 50 percent
saying once-a-year or “we don’t meet at all to
discuss strategy.”
A study of more than 200 large companies
showed that the number one driver of revenue
growth is the reallocation of resources
throughout the year from underperforming areas
to areas with greater potential. Strategy is the
primary vehicle for
making these vital
resource reallocation
decisions, but as the
survey showed, most
leaders aren’t putting
themselves or their
teams in a position to
succeed. If strategy in
your organization is an
annual event, you will
not achieve sustained
success.
Myth Buster:
Conduct a monthly strategy tune-up where
groups at all levels meet for 1-2 hours to review
and calibrate their strategies.
Strategy Myth #3: Execution of strategy is
more important than the strategy itself.
A landmark 25-year study of 750
bankruptcies showed that the number one cause
of bankruptcy was flawed strategy, not poor
execution. You can have the most skilled driver
and highest performance Ferrari in the world
(great execution) but if you’re driving that Ferrari
on a road headed over a cliff (poor strategic
direction)—you’re finished.
A sure sign of a needlessly myopic view is
that everything is an “either or,” rather than
allowing for “and.” Strategy and execution
are both important, but make no mistake that
Spring 2020
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all great businesses begin with an insightful
strategy.
Myth Buster:
Take time to create differentiated strategy
built on insights that lead to unique customer
value and then shape an execution plan that
includes roles, responsibilities, communication
vehicles, time frames and metrics.
Strategy Myth #4: Strategy is about
being better than the competition.
Your products and services are not better
than your competitors.
Why? Because “better”
is subjective. Is blueberry
pie better than banana
cream pie? It depends
who you ask. “Is our
product better than the
competitor’s product?” is
the wrong question. The
real question is, “How is
our product different than
the competitor’s product in
ways that customers value?”
Attempting to be better than the competition
leads to a race of “best practices,” which
results in competitive convergence. Doing the
same things in the same ways as competitors,
only trying to do them a little faster or better,
blurs the line of value between your company
and competitors. Remember that competitive
advantage is defined as “providing superior
value to customers”—it’s not “beating the
competition by being better.”
Myth Buster:
Identify your differentiated value to specific
customer groups by writing out your value
proposition in one sentence.
Strategy Myth #5: Strategy is the
same as mission, vision, or goals.
Since strategy is an abstract concept, it is
often interchanged with the terms vision, mission
and goals. How many times have you seen or
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heard a strategy that is “to be #1,” “to be the
market leader,” or “to become the premier
provider of...?” Mission is your current purpose
and vision is your future purpose, or aspirational
end game. Goals are what you are trying to
achieve and strategy is how you will allocate
resources to achieve your goals.
Misusing business
terms on a regular
basis is like a
physicist randomly
interchanging
element’s chemical
structures from the
Periodic Table. You
can say that the
chemical structure
of hydrogen is the
chemical structure for
gold, but that doesn’t
mean it’s correct.
Starting with an
inexact statement of
strategy will derail all
of the other aspects
of your planning and
turn your business
into the equivalent of
the grammar school
volcano science
project with red-dyed
vinegar and too much
baking soda.
Myth Buster:
Clearly distinguish
your goals, strategies,
mission and vision
from one another.
If left unchecked,
strategy myths can
cause you and your
business to fail. A
10-year study of 103
companies showed
Spring 2020
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that the number one cause of business failure
is bad strategy. Arm your team with the strategy
myth busters and your business will soar higher
than a pigeon with a belly full of uncooked rice.
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Safety Dissidents, Positional Leaders and
the Coronavirus
Positional leaders of countries tell everyone else how to avoid the virus, but are not
following these protective measures themselves.

Allan J. Moore

Allan (Al) is a storyteller who has traveled to over fifty countries and worked on 4 continents.
He holds a Master of Arts in Leadership Degree and has been a CRSP since 2010 serving on
the BCRSP Professional Conduct Committee since 2017. In addition to his travels, he has over
14 years’ experience in environment, health and safety; 11 of those years working for Wood
Environment & Infrastructure Solutions (formerly known as Amec). Al began his speaking career
doing stand-up comedy at Yuk Yuks, The Comic Strip and the Laugh Shop comedy clubs. He then
moved onto a position in Taiwan working as a mandarin translator and HSE Manager with Stanley
Tools. In this position he was tasked with presenting Stanley’s corporate programs to the various
Stanley offices and key suppliers around Taiwan and China through speeches and workshops in
Mandarin (which Al learned living in Taiwan a few years prior). Ten years ago, Al moved back to
Calgary to begin working for Wood Environment & Infrastructure Solutions in their OHS department.
In this position he frequently delivered safety speeches to project personnel on major projects for a
variety of clients such as Enbridge, Imperial Oil, Suncor, TransCanada, Nalcor and many others.
http://journeyleadership.ca/leadership-workshops
“Safety Dissident” [definition]:
A person who does not buy into
the health and safety program at
all; they feel health and safety is a
counterproductive, waste of time.
“Positional Leaders” [definition]: A
person who has obtained a position
of authority regardless of whether or
not they understand real leadership
skills such as social influence, focus,
discipline, drive, optimism, respect,
ethics, passion, collaboration, creativity,
communication, relationship building
and hard work. Positional leaders often
influence people through their positional
power rather than personnel leadership
qualities.
Ever notice that many Positional Leaders
in organizations are either pretending to care
Spring 2020

about health and safety or outright calling
it a counterproductive waste of time? Since
health and safety initiatives and overall health
and safety commentary seem to be focused
towards frontline workers, Positional Leaders
appear to be getting a free pass on the safety
train that already left the station a long,
long time ago. This ‘focus’ issue appears to
be especially true during this Coronavirus
outbreak seeing as how Positional Leaders of
countries tell everyone else how to avoid the
virus, but are not following these protective
measures themselves as they seem to be
contracting the virus at a higher rate than
the general public (e.g., Boris Johnson,
Prince Charles, Prince Albert II of Monaco
etc…). Although legislation across various
jurisdictions has been enacted to make
Positional Leaders culpable for health and
safety incidents (especially executives), many
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Positional Leaders are still placing productivity
targets ahead of health and safety; and going
largely undetected in this pursuit. It will be
interesting to see if any Positional Leaders
will be held accountable for intentionally
downplaying and/or hiding valuable
information about the Coronavirus outbreak
during the early stages of the crisis.
I was also guilty of focusing my health
and safety critique too narrowly on frontline
workers myself until recently when I
discovered that I needed to broaden my
attention to include Positional Leaders within
the organizational hierarchy as well. Originally
when I coined the term “Safety Dissidents”,
I did so to address those frontline workers
who were directly
involved in health
and safety incidents
(fish where the fish
are… Right??); but
after examining the
feedback I received from attendees of my
“Communication for Safety” workshops (http://
journeyleadership.ca/leadership-workshops/),
where I asked attendees to provide their
stories about Safety Dissidents whom they
encountered in the past, I was shocked to
learn that the vast majority of Safety Dissidents
identified were in fact at the leadership level
and NOT at the frontline worker level.
Initially, I could not wrap my head around
why someone at the leadership level would
have difficulty understanding the importance
of health and safety; especially after being
thoroughly indoctrinated into their safety
programs with presentation after presentation
featuring the Iceberg Model1, Swiss Cheese
Model2 or the ever-present “Heinrich
Maneuver” (Accident Pyramid3). Surely
every positional leader can capitulate to the
obvious benefits of a positive and effective
safety culture? But since being informed of
this emerging issue at my workshops, I have
observed a multitude of false safety prophets
within the Positional Leadership ranks of
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different organizations I’ve worked with.
Espousing the virtues of safety to the
workforce has become paramount or even
a rite of passage for positional leaders in all
organizations to help them attain and hold
onto higher positions. Kiss a few babies, smile
for the camera and declare that “health and
safety is number 1” and you are good to go; no
need to visit site to show leadership visibility
and perform health and safety inspections;
no need to converse with frontline workers
about what they need to enhance their health
and safety program; no need to commit the
resources necessary to ensure a healthy
and safe workplace replete with engineering
controls and safety equipment that offers
maximum
protection to
workers.
There are
likely a number
of reasons as
to why some Positional Leaders might
become Safety Dissidents. Some are subject
to the environment they grew up in and/
or are currently working in where they have
been influenced by other Safety Dissidents,
while others may suffer from the DunningKruger Effect. The Dunning-Kruger Effect is
a cognitive bias where people with limited
abilities or expertise are overconfident
and believe they have superior abilities or
expertise (Resnick, 2019). Interestingly, “This
overestimation occurs as a result of the fact
that they don’t have enough knowledge to
know they don’t have enough knowledge”
(Azarian, 2018). For a near perfect example of
how the Dunning-Kruger Effect can present
itself in Positional Leadership and critical
health and safety decision making, you needn’t
look any further than the current President of
the United States of America, Donald Trump.
“Many scholars believe that Donald Trump is a
perfect example of the Dunning-Kruger effect.”
(Friedman, H. H., & Fireworker, R. 2019). In
a likely attempt to stabilize stock market
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investor confidence, Trump’s misinformed
and irresponsible rhetoric towards the
Coronavirus outbreak in January through
March of 2020 has greatly contributed to the
United States of America being dangerously
behind where they should be in handling the
outbreak; thus compromising the safety of
millions of Americans. Misleading and false
early assertions from Trump such as “we
have it [Coronavirus] totally under control”,
“we pretty much shut it [Coronavirus] down
coming in from China” and “we’re going
down [in Coronavirus cases], not up” greatly
downplayed the urgency of the situation
and undermined the research findings of
health experts all over the world (not unlike
the second guessing health and safety
practitioners experience on a daily basis). But
perhaps Trump’s best demonstration of the
Dunning-Kruger Effect lies in the following
statement he made on March 6, 2020:
I like this stuff [virology related to the
Coronavirus]. I really get it. People are
surprised that I understand it. Every one of
these doctors said, ‘How do you know so
much about this?’ Maybe I have a natural
ability. Maybe I should have done that instead
of running for president.
Although most Positional Leaders in our
organizations don’t make delusional, public
proclamations like the one Trump made
above, they often, like Trump, put financial
targets in front of the health and safety of their
people. This is not to say that there are no
Safety Dissidents lurking among our frontline
workers or that every Positional Leader is a
disingenuous, safety phony; but this should
serve as a wakeup call for organizations to
ensure the people they appoint to leadership
positions legitimately care about the health
and safety program and demonstrate this care
continuously through their actions. If Safety
Dissidents at the top can be converted to true
champions of the health and safety program,
positive safety messaging and culture will
naturally cascade down through the ranks to
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the frontline worker. This is a call to action
for not only those appointing safety minded
people to leadership positions, but also to
frontline workers to hold Positional Leaders to
their safety commitments through their Joint
Worksite Health and Safety Committees.
1A

calculation method developed to estimate
the indirect costs of an accident in your
workplace. The general idea is that the most
visible costs such as medical costs, and/or
costs for equipment repair are at the tip of the
iceberg. Below them other less visible events
medical check-ups; doctor visits; physical
therapy; medicine; etc. occur more frequently.
2The

Swiss cheese model hypothesizes
that in any system there are many levels of
defense. Each of these levels of defense has
little ‘holes’ (known as ‘latent conditions’) in
it which are caused by poor design, senior
management decision-making, procedures,
lack of training, limited resources, etc.
3The

accident triangle, also known as s
[Herbert William] Heinrich’s triangle or [Frank
E.] Bird’s triangle, is a theory of industrial
accident prevention. It shows a relationship
between serious accidents, minor accidents
and near misses and proposes that if the
number of minor accidents is reduced then
there will be a corresponding fall in the number
of serious accidents.
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8 Ways to Secure Top Talent Without
Offering More Salary
Providing your teams the C.A.R.G.O. to succeed.

Jeremy Eskenazi

Jeremy Eskenazi is an internationally recognized speaker, author of RecruitConsult!
Leadership, and founder of Riviera Advisors, a boutique Recruitment/Talent Acquisition
Management and Optimization Consulting Firm. Jeremy is not a headhunter, but a specialized
training and consulting professional, helping global HR leaders transform how they attract
top talent at some of the world’s most recognized companies. For more information on
Jeremy Eskenazi, please visit:
www.RivieraAdvisors.com
Hiring in North America has not been this
challenging in a very long time. The employment
rate is at an all-time high, and top candidates
have been able to negotiate great packages for
themselves as some get multiple offers. As you
start looking for the next superstar to further your
company’s goals, deciding how hard you can
compete for talent is important. While there are
trends making candidate relationship-building
easier--such as text communication to schedule
interviews or being able to offer more flexibility to
the work schedule for some roles—money is still
a primary driver for candidates.
An important lesson many learn is that salary
has traditionally been king. And this king is
powerful because it compounds year over year
on your list of expenses. Not every company can
spend more now, but every company wants to
attract and retain the best talent for their team.
This is where the candidate experience and your
employer brand can be a strategic differentiator
as you explore your flexibility to spend money. If
we go back to cash being king for a moment, it’s
important to remember that people don’t come
to work just for money. Everyone wants to feel
valued and work on interesting things for a great
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brand. As you think about experience, there
are a few ways to minimize the amount of extra
cash you need to help candidates consider your
company over others.
Understanding one-time costs versus
compounding costs is a good starting point.
If you can give someone an upfront, one-time
cash bonus, it will save your company money
year-over-year compared to a larger starting
salary. When you get into their second year
of employment, having to raise salary by a
percentage compounds the cost and can add
much more to your operating costs than a onetime payment. Even hourly employees in lower
earning roles that are in high demand can be
swayed with small cash bonus up front to help
you gain a competitive advantage.
As you approach your budget and talent
needs for the next few quarters, you may find
you have less flexibility to offer bigger salaries to
help you win the talent war. While everything has
some cost, there are alternative areas you can
invest in that cost much less and will not steadily
rise like a salary does. Here are eight of them
that might help you:
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1. Offering flexibility – Whether it is the start
and end time of the workday, a compressed
work week, or the offer to work from home at
times, these are all coveted offerings. If the
job allows for flexibility, it’s worth considering.
2. Covering perks – There are tons of creative
offerings that matter to employees and
are often available at a small cost. A few
examples are: subsidies for public transit,
extra uniforms included on the company,
meal services at work or delivered to the
household, a monthly budget to use ridesharing services instead of commuting, free or
discounted laundry/dry cleaning, popular gym
or lifestyle club memberships or discounts.
3. Job sharing or part time work – Many
people have their own reasons for wanting
to work less than full time. Offering part
time or job-sharing options where two
people perform what was once a full-time
job can give you more coverage in talent
and attract some amazing candidates
who wouldn’t otherwise be interested.
4. Having good managers – A positive workplace
culture is a competitive advantage. If you
invest in managers who care about their
teams and prioritize teaching and coaching
employees, you will be able to attract,
develop—and importantly—retain your top
talent. It’s been proven many times that people
work for people, not companies, so make
sure your managers are good listeners, care
about their people and can show empathy.
5. Offering hiring bonus/signing bonus –
Because these are one-time costs, they don’t
compound like salary does. A bonus can
help you counter another offer and be equally
attractive up front as many bonuses can be
paid within the first three months and can
have a condition of repayment if the employee
leaves before a set amount of time. For hourly
workers, a few hundred dollars up front can
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make a big difference in whether they decide
if they want to join your organization.
6. Starting benefits coverage earlier – The
traditional model for health care benefits
in Canada and the United States has been
to delay offering benefits for 90 days to
get through a probation period. If you
can offer these from day 1, especially in
the United States where bridging health
care costs can be very high, this is a great
employee incentive. A company could
also offer to reimburse existing health
costs or pay for the previous employer’s
benefits until the transition occurs.
7. Reimbursing education costs – Another
great non-compounding benefit is education
subsidies. Skills change quickly and the
investment in learning benefits both the
employee and the company in the long term.
8. Having modern work tools – This one may
seem obvious as computers are a standard
today, but in device bring-your-own-device
era, offering a broad range to choose from
or solid reimbursement plans for employees
to have the latest and greatest is a draw.
Think about workstations, cool collaboration
spaces, high-quality headsets, dual monitors,
choice of office chairs and health snacks.
These are all things that attract candidates
looking to have a positive work experience.
…
Remember, money does reign as king. If
you offer 30% less salary than your competitor,
even this list will not help you win the talent
war. However, if you offer 30% more salary,
your balance sheet might start to look a little
funny and it will be difficult to sustain making
above-market salary offers for many roles. The
market is competitive and being creative with
the advantages you can afford will help show
candidates you care about their experience and
that you understand what matters to them from a
total offering perspective.

CIM | Chartered Managers Canada Announces Reciprocity with the
Institute of Certified Professional Managers (ICPM) in the USA
CIM | Chartered Managers Canada and the Institute of Certified Professional Managers have signed a reciprocity agreement for the mutual
recognition of their C.Mgr. and CM designations. With over 14,000 managers and leaders certified worldwide, the Institute of Certified Professional
Managers is the largest management certifying body in the United States, doing business globally. Both managers and employers benefit from the
CM certification which is recognized internationally as a valid indicator of managerial competency and leadership potential.The Certified Manager
(CM®) certification is a professional credentialing program that verifies an individual's ability to manage and potential to lead with a level of
competency. Successful applicants earn the privilege to use the “CM” professional credential as a sign of their competency.
Visit www.cim.ca for details!

in partnership with
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You Want Your Family Business to Last?
Five tips for getting there.

Mitzi Perdue

Mitzi Perdue is a celebrated speaker, businesswoman, and author of How to Make Your
Family Business Last. A cum laude graduate from Harvard University and holder of an MPA
from George Washington University, Mitzi draws from her direct experiences in two long-lasting
family enterprises to assist businesses in preparing for lifelong success. She is a past president
of the 35,000-member American Agri-Women, a former syndicated columnist for Scripps
Howard, and the founder of CERES Farms. For more information on Mitzi Perdue, please visit:
www.MitziPerdue.com.
You may be familiar with the statistic that
70% of family businesses don’t make it to the
second generation. The big question is: how can
you beat these odds?
Family members need to learn some basic
cultural attitudes. They need to know that they’re
part of something bigger than themselves. They
need to know that they can’t always be right.
They need to learn that being a member of a
family business sometimes requires sacrifice.
The biggest reason that business families
fall apart is that the family hasn’t developed the
kind of culture that supports keeping the family
business in the family. Families that leave this to
chance rarely make it to the next generation.
So, how do you create this kind of culture?
1. Know Your Family Stories. We are the
stories we tell ourselves, and high-functioning
families have heard their family stories over
and over again. How much does your extended
family know about where the family business
came from and what made it what it is today?
How much do they understand the sacrifices,
efforts and tenacity that went into making
family business you have today? Do they know
stories about family members putting the good
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of the family ahead of their own interests?
Be intentional about telling these stories. The
more stories, legends, myths and parables–the
stronger your family’s culture the more likely
your family business is to endure.
2. Have Family Vacations. Your family
vacation could be five people or 100 people, but
whether it’s a large group or a small one, having
aunts and uncles and cousins spending time
together greatly increases the chances of building
a family business that lasts. A vacation means
time set aside to share experiences and to get to
know and appreciate each other and to embed
the family’s values. It’s a time for all branches
and all generations to build the shared stories
and memories that lead to trust and caring.
This is especially important if family members
are geographically dispersed, because it allows
extended members to get to know each other.
3. Subsidize a family vacation after you’re
gone. All too often when the patriarch or
matriarch passes on, family members stop
seeing each other. Maybe for the first few years
they’re together at major holidays, such as
Thanksgiving. And later on, maybe they get
together for weddings. But gradually, there’s
nothing left and family members have superficial
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relationships—or no relationship at all. A highly
effective antidote to this is, leave money in
your will to pay for a yearly get-together. Some
families subsidize an annual dinner while others
pay for a nice vacation. Either way, having an
endowed yearly meal or vacation can keep
families together across the centuries. Ideally,
there’s even money budgeted for baby-sitters
and child-friendly activities. Endowed family
get-togethers can be a highly-effective tool
for helping the family continue across the
generations.
4. Write a family newsletter. In a
geographically dispersed family, a newsletter
can play a huge role in helping the family to
maintain a strong and vibrant culture. Include
in it interviews with the older family members
or employees about the early days and some of
the company’s struggles. Maybe interview the
matriarch or patriarch on such issues as why
it’s good to be public, or why our family should
never wash its dirty linen in public, or why it’s
a terrible thing to be “addicted to being right.”
The newsletter can also help people catch up
on family news— maybe someone became an
Eagle Scout, got into the college of his or her
choice, or got a promotion. It’s also excellent for
recording weddings, births, or in the case of an
engaged couple, telling the story of how they
met. Other topics for your newsletter can include
what’s going on in the company, including
company milestones. Make it short, ideally no
longer than one or two pages. You want people
to read it, and unfortunately, there’s an inverse
connection between how long it is and how
many people will read it. If it’s limited to one
page, your family members are more likely to
read it when they get it, as opposed to putting it
aside for later and then never getting to it.
5. Get help if you need it. Fortunately, there’s
a whole new ecosystem of family advisors who
can help. There’s no such thing as a family
business that doesn’t have conflict, and when
there’s a serious family conflict, the pain from
it can permeate every hour of every day. Not to
mention that it can blow up the whole family,
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and with it the family business. So just as you’d
get medical help if you if you had alarming chest
pains, don’t put off getting professional help if
a conflict in the family is getting out of hand. If
you Google “family business advisors” you’ll get
more than 45,000 hits in half of a second. Or if
you have a financial advisor, he or she is likely to
be able to refer you to a professional trained in
family business relationships.
Family harmony is so important, that
anything you can do to nurture it is a wise
investment. Many families don’t stay intact
over the generations. This is likely to happen
when a family leaves its culture to chance. The
good news is, planning is something you can
do, and even better, the implementation can be
enjoyable and fulfilling.

CIM partners with many national and local companies to bring exclusive
discounts and promotional offers to our members. Please login to the
Members’ Only section of our website (cim.ca/members-only) for more
information about these affinity programs.

Now live! Register at cim.venngo.com

*To register, you will need your Member ID. If you're not sure of your NEW Member ID, please refer to
your recent membership receipt or login to your member account at cim.ca or contact admin@cim.ca

In addition to our existing partners!
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Prepare Yourself to Win!
“The will to succeed is important,” replied Knight, “but I’ll tell you what is more
important - it’s the will to prepare.

Bob ‘Idea Man’ Hooey

Bob ‘Idea Man’ Hooey is a creative, productivity and leadership strategist who regularly writes
for North American Consumer and Trade Journals, on-line magazines and company intranets. He
works with Canada’s 50 Best Managed Companies. He is the prolific author of multiple business
and leadership books and the 48th person in the history of Toastmasters International to earn
their coveted professional level Accredited Speaker designation.
“I hated every minute of training, but I said,
‘Don’t quit. Suffer now and live the rest of your life as
a champion.’” – Muhammad Ali
Building a successful leadership, sale career, or
business takes hard work and applied energy. If it was
easy, everyone would be doing it. Sometimes you will
reach the end of your strength or run head-on into a
roadblock or wall - stay the course and continue. You can
live the rest of your life as a champion.
• A champion of your creativity.
• A champion of your courage.
• A champion of your causes and concerns.
• A champion of your sales team and your clients.
• A champion of your successful career path.
• A champion of your dreams
(turning them into reality).
This is something experienced first hand. I remember
overcoming serious challenges and difficulties to prepare
for the audition while working towards the Accredited
Speaker designation. There were times I thought about
throwing in the towel. When I spoke in San Diego (95)
and was not successful, I pulled myself up and worked
harder for my opportunity to speak the following year in
Saint Louis (96). When I again fell short, I was tempted
to quit; frustrated, disappointed in my performance, and
inclined to move on; to forget my dream of becoming a
professional speaker. But, something would not let me
quit! My success team would not let me quit either. They
believed even when my belief wavered.
In 1998, when I walked across a Palm Desert,
California stage to become the 48th person in the world
to earn this coveted professional level Toastmasters’
Award, I felt like a champion who had gone 10 rounds
and emerged bloodied, but unbeaten. The applause and
cheers of 2000 plus fellow Toastmasters still echo in my
ears. It was a pinnacle point in my life as a speaker.
Was it the three speeches I prepared and presented
on the world stage that earned this award? Partially...
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Looking back, I believe it was the hundreds of prepared
presentations given in various Toastmaster clubs and
in community events across the country, as well as for
paying clients that built the foundations for this eventual
success on the world stage.
You can succeed in whatever field you enter if
you are willing to prepare... you can become a top
performing selling professional… to be the champion
you were meant to be. If I can do it, so can you!
The Indiana University Hoosiers basketball team,
were winners. They remained undefeated throughout
their 1976 season and captured the NCAA National
Championship under coach Bobby Knight. The ‘60
Minutes’ commentator asked him about this amazing feat
and why they were so successful. He asked, “Was it their
will to succeed?”
“The will to succeed is important,” replied Knight, “but
I’ll tell you what is more important - it’s the will to prepare.
It’s the will to go out there every day, training and building
those muscles and sharpening those skills.”
• Want to be a champion sales person? - Prepare
• Want to be an effective leader? - Prepare
• Want to create a profitable and
winning business? - Prepare
• Want to be a powerful presenter
or speaker? - Prepare
• Want to live an effective and
meaningful life? - Prepare
Bill Bradley (Scholar, basketball star, and former
US Senator) reminds us, “When you are not practicing,
remember someone somewhere is practicing; and
when you meet him or her, they will win.” Visit: www.
SecretSellingTips.com for more information on how to
prepare yourself to win. In sales, this is a survival skill. If
you are not taking care of your customers, someone who
is better prepared will.
Prepare, practice, and act decisively when the
time is right! Make this your year to win!
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Actions Executives Need to Take to Build a
Strong Corporate Culture
Corporate culture includes three dimensions of collaboration, trust and learning.

Mostafa Sayyadi

Mostafa Sayyadi works with senior
business leaders to effectively develop
innovation in companies, and helps
companies—from start-ups to the
Fortune 100—succeed by improving the
effectiveness of their leaders. He is a
business book author and a long-time
contributor to HR.com, People + Strategy,
Consulting Magazine and The Canadian
Business Journal and his work has been
featured in these top-flight business
publications.
Introduction
One scholar that is well known in the
Academy of Management, one of the largest
leadership and management organizations
in the world by the name of Edgar Schein
describes organizational culture as a “pattern
of shared basic assumptions that the group
learned as it solved its problems of external
adaptation and internal integration that has
worked well enough to be considered valid
and, therefore, to be taught to new members as
the correct way to perceive, think, and feel in
relation to those problems”.1 In fact, corporate
culture is reflected in shared assumptions,
symbols, beliefs, values and norms that specify
how employees understand problems and
appropriately react to them.2,3,4,5,6
Executives can build an effective corporate
culture to improve customer satisfaction
through acquiring additional knowledge from
customers, developing better relationships with
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them, and providing a higher quality of service
for them. There is a global need to cultivate
a strong corporate culture to accomplish
sustainable competitiveness in global markets.
Corporate culture includes three dimensions of
collaboration, trust and learning.7 These three
cultural aspects play a critical role in improving
innovation and enhancing the effectiveness
of organizational knowledge management.
For example, collaboration provides a shared
understanding about the current issues and
problems among employees, which helps to
generate new ideas within organizations.8,9,10
Trust towards their leader’s decisions is also a
necessary precursor to create new knowledge.11
Moreover, the amount of time spent learning is
positively related with the amount of knowledge
gained, shared and implemented.
Executives can facilitate collaboration by
developing relationships in organizations. An
executive can contribute to the cultural aspect
of trust, through considering both employee’s
individual interests and company’s essential
needs. Also, executives can identify individual
needs of employees and develop a learning
culture to generate new knowledge and share
it with others. The next sections particularly
present a set of actions that can be taken
by executives to build an effective corporate
culture within corporations.
Building a True Collaboration Culture
To build a collaboration culture, executives
need to improve the degree to which employees
actively support and provide significant
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contributions to each other in their work. In
doing this, they can develop a collaborative work
climate in which:
1. Employees are satisfied by the degree of
collaboration between departments
2. Employees are supportive.
3. Employees are helpful.
4. There is a willingness to accept
responsibility for failure.
Creating a No-Fail Trust Culture
To create a trust culture, executives need to
maintain the volume of reciprocal faith in terms of
behaviors and intentions. In doing this, they can
build an atmosphere of trust and openness in which:
1. Employees are generally trustworthy.
2. Employees have reciprocal faith in other
members’ intentions and behaviors.
3. Employees have reciprocal
faith in others’ ability.
4. Employees have reciprocal faith in others’
behaviors to work toward organizational goals.
5. Employees have reciprocal faith in
others’ decision towards organizational
interests than individual interests.
6. Employees have relationships
based on reciprocal faith.
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job training or self-development programs.
6. Unique Recruitment Strategies to Hire for
‘Culture Fit,’ And How to Do It Right
Since executives are constantly dealing with
corporate culture–recruitment is something they
pay a great deal of attention to. Of course, this is
not new but worth mentioning. A mistake in this
area may be vital to the executives must choose
their practices wisely. This section of the article
addresses these practices.
1. Prioritize Candidate Experience
Knowledge is a collection of meaningful
experience. The key take-away for executives is
that prioritizing candidate experience can enable
companies to solve problems and create value
through improved performance and it is this point
that will narrow the gaps of success and failure
leading to more successful decision-making.

Cultivating a Successful Learning Culture
To foster a learning culture, executives need to
enhance the extent to which learning is motivated
within the workplace. In doing this, they can
contribute to the development of a learning
workplace in which:

2. Tailor Talent Management
Strategy to Business Goals
Executives must determine business goals
for the next three years and develop a talent
management strategy which focuses on planning
the work and technically supporting newly-hired
employees to achieve the business goals. A
talent management strategy helps companies
to achieve their business goals that reflect
excellence and some kind of higher order
effectiveness. This is where executives can
attempt to achieve business goals---stemming
from a talent management strategy across pivotal
areas on the company.

1. Various formal training programs are provided
to improve the performance of duties.
2. Opportunities are provided for
informal individual development other
than formal training such as work
assignments and job rotation.
3. There is an encouragement to attend
external seminars, symposia, etc…
4. Various social mechanisms such as clubs
and community gatherings are provided.
5. Employees are satisfied by the contents of

3. Educate the Hiring Manager
Hiring managers can become familiar
with employee recruitment practices through
education. Education is more active, broad,
flexible, experimental, synthetic, and strategic
compared to training. Why is this, you may ask?
Because education is a process that leads to
acquiring new insights and knowledge, and
potentially to correct sub-optimal or ineffective
actions and behaviors that cause companies to
spiral out of control.
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4. Enhance Training Efficiency
As executive trainers, I agree with Jennifer
Rowley who suggests training courses as an
effective way to share knowledge.12 Most
importantly, applying knowledge aimed at providing
better decision-making and work related practices
and creating new knowledge through innovation.
Knowledge has to be measured in some way,
many trainers talk about return-on-investment
of training which is hard to measure, training
satisfaction measurement by participants and their
desire to apply it to the workplace is a an excellent
barometer of learning new skills or building upon
old ones. The key point in the training is the
knowledge use coupled with testing and re-testing
to ensure that the knowledge is actually helping
companies grow both professionally for employees
and profitably for all stakeholders.
5. Meet the Need for Innovative Services
How can executives meet the need for
innovative services? The answer to this question
lies in an executive’s demonstration to motivate
employees to approach organizational problems in
a more novel approach. In doing this, executives
can inspire employees to rethink problems
and challenge their current personal attitudes
and values. Most importantly, executives can
transform companies by attempting to change the
basic values, beliefs, and attitudes of employees
so that they are willing to perform beyond their
previous or originally level specified by the
company in their job description.
6. Be More Flexible
Flexibility in the workplace may enable
companies to improve departmental and
managerial interactions and develop relationships
among managers, business units, and departments.
Through flexibility in the workplace, executives can
shift the power of decision-making to the lower
levels and inspire newly-hired employees to create
new ideas and implement them, which can in turn
propel interdepartmental communications and
improve knowledge exchange.
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It is a gross understatement to say that this
pandemic event has not been easy, a significant
disruptor of our work and personal lives, a
shock to the system. How fast life can change,
one day– regular routines –then the next day
we are experiencing a global pandemic, an
economic meltdown, borders being closed,
#socialdistancing and working from our homes,
if we were fortunate to continue working.
Together, we have rallied and prioritized safety
and shown the spirit of our communities.
Organizations have been stepping up in the
short term to convert production to essential
needs goods such as ventilators, sanitizers,
masks and gowns, to mention a few.
As our thoughts turn to how to exit this
unprecedented event, the big question is, what
now? How will the new normal be defined?
There will be few industries that will avoid being
restructured, reimagined, reinvented, retooled,
or worst case removed. Workers have been
and may continue to do tasks that might have
never been contemplated, learning new skills,
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adjusting expectations and general work habits.
During these times, leadership is genuinely
tested; some leaders will thrive and rise to the
occasion while others may fall short. While we
are in difficult times, in every event, there is an
opportunity to emerge stronger, to build off the
lessons learned and gain a new competitive
advantage in the marketplace. As companies
begin to review the disruptions to their end to
end operations, speed to recovery will be a
competitive advantage.
Figure 1: Competitive Advantage
– Speed to Recovery
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A key function of a company’s operations that
will be a vital part of competitive advantage is the
supply chain. The supply chain enables trillions
of dollars worth of goods movement globally and
can be correlated to the success of companies.
Supply Chains
Supply chains cover a broad scope of
activities, which includes sourcing, procurement,
inventory, transportation, distribution, operations,
sustainability and replenishment. Some
definitions of supply chain now identify it as a
critical component of a company value chain, the
backbone of companies and, more importantly,
the global economy. When there is a shock to
this global chain, such as COVID-19, it can cause
significant disruption to company operations.
Supply Chain Canada’s open survey recently
reported that 70% of respondents had seen
disruptions to their supply chain by COVID-19.
Through the global COVID-19 pandemic, did your
supply chain experience significant disruption?
Were you shocked?
Figure 2: Basic Supply Chain Model

In surveying recent articles on supply chain
and COVID-19, a common keyword is resilience,
the ability to recover from challenges. Resilience
will need to be part of planning to reduce future
disruptions and shock to supply chains as we
head into a new normal, whatever that may be.
Resilient supply chains can be characterized by
preparation and planning, agility (willingness to
learn and apply that learning) and adaptability
(embracing change). Resilience can be achieved
through a well informed and integrated approach
to the overall management of a supply chain.
Resilience, agility and adaptability will be
elements of building an overarching competitive
advantage in supply chains as companies enter
a post-pandemic world. The supply chain is not
the only function in a company that would have
experienced significant disruption and shock.
Moving from Supply Chain to Value
Chain for A Competitive Advantage
If you are moving from a supply chain to a
value chain view, a supply chain becomes one
operation within a value chain, which would
now include other functions such as sales,
marketing, human resources, finance and other
infrastructure support areas. This would be
in direct contrast to a more siloed company
approach.
Figure 3: Porter’s Value Chain Model

Source: Supply Chain Skill; http://www.supplychainskill.com/
supply-chain-management/articles/fundamentals-of-supply-chainmanagement-12.php#.XrFg0ahKjQM

Over the years, with a focus on cost
sustainability, inventory optimization and overall
cost reduction (cost extraction) strategies, the
pandemic is highlighting vulnerabilities, gaps
and a lack of end to end visibility in many supply
chains. What weaknesses and vulnerabilities did
you discover? Did you have the visibility to your
end to end supply chain?
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Source: The Investors Book; https://theinvestorsbook.com/portersvalue-chain.html

The idea of a value chain was introduced
by Michael Porter, Harvard Business School, in
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his book Competitive Advantage: Creating and
Sustaining Superior Performance (Free Press,
1998).
Through analysis, you learn what works, why
it works, what needs to change and how the
pieces link to the whole and finally apply what is
learned, creating new opportunities. This could
include new processes, new technologies or
new inputs. A value chain view is not without
its limitations, such as required time investment
and a need to resource expertise.
The overall approach is worthy of
consideration for many companies as a robust
thought process, if not in practice. The end
goal of a value chain view is a competitive
advantage, value creation and increased profit.
What might this mean for a company?
FROM
Supply Chain
Manual Interventions
Global Sourcing
Strategies
Vulnerability
Production Planning
Procurement
Extracting Value

TO
Value Chain
Digital Applications
Domestic Sourcing
Strategies
Visibility
Production Agility
Strategic Sourcing
Creating Value

With the uncertainty we are still facing, the
global impacts on value chains will make the
complex even more challenging. As we look to
the future, there will continue to be volatility in
the market that will influence decision making,
resource dynamics and leadership skills. We
might expect these types of disruptions to be
more frequent in our globally connected world
going forward. What you learn today and lead
with tomorrow will minimize future shocks to your
operations. This new environment will challenge
us to be iterative and fast learners, applying what
we know along with what we have learned.
The supply chain is at a unique moment
in history, and how companies address the
vulnerabilities and gaps will reflect how the
embedded competitive advantage within will
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be leveraged as part of a company value chain.
While the supply chain is not the entire story
through these disruptive times, how well a
supply chain is managed will separate leading
companies from laggards.
This raises several questions to reflect on
as you and your company prepare to exit this
event:
• How has your leadership style changed;
does it continue to evolve?
• Did you, do you, have visibility
into your supply chain?
• What do you need to do to transition to
a value chain view of your company?
• What crucial decision knowledge have you
learned and or gained from your experience?
• How or will these learnings be carried
forward as you begin to exit current events?
• What is your plan to return to a new
normal, do you have to reinvent or
reimagine your operations?
• Do you have the internal capabilities and
resources to address your value chain,
vulnerabilities, gaps and opportunities?
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