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Message From the National President
Message du président national

Dr. Matthew Jelavic, C.Mgr.

With this President’s Message I would like
to officially launch our collaboration with the
University of London to offer an MBA degree
and Chartered Manager designation from
two of the world’s leading institutions, here in
Canada! Graduates will also receive a Level
7 Diploma in Strategic Management and
Leadership from the Chartered Management
Institute of the United Kingdom.
The University of London Global Master
of Business Administration program is now
available online to students in Canada. As a
result of this new and exciting collaboration,
Canadian students will benefit by becoming
CIM members upon admission to the
program as well as be eligible to obtain the
Chartered Manager (C.Mgr) designation upon
completion of the program at no additional
cost. Membership fees will be included
for all participants during the length of the
program.
Applicants to the Global MBA can begin
their program 4 times a year: January, April,
July and October. The MBA program can be
completed in as little as 1 year to a maximum
of 5 years, allowing students to pace
themselves accordingly, balancing work-life
and financial commitments. This program
provides the ultimate flexibility to achieve
a prestigious graduate degree without
taking time off work while advancing their
professional development and continuing to
build their career.
All CIM members in good standing
Summer 2018

l’Université de Londres qui nous permet
d’offrir un diplôme de MBA et une désignation
de gestionnaire agréé par le biais de deux
institutions prestigieuses, ici au Canada ! Les
diplômés recevront également un diplôme de
niveau 7 en gestion stratégique et leadership
du Chartered Management Institute au
Royaume-Uni.
Le programme de maîtrise internationale
en administration des affaires (Global MBA)
de l’Université de Londres est maintenant
disponible en ligne pour les étudiants
canadiens. Grâce à cette nouvelle et
fantastique collaboration, les étudiants
canadiens pourront devenir membres de
l’ICG lors de leur admission au programme et
auront la possibilité d’obtenir la désignation
de gestionnaire agréé (C.Mgr) à l’issue du
programme, sans frais supplémentaires. Les
cotisations seront incluses pour tous les
participants pendant la durée du programme.
Les candidats peuvent commencer le
Global MBA 4 fois par an : en janvier, en avril,
en juillet et en octobre. Le programme du
MBA peut être terminé en seulement 1 an ou
jusqu’à un maximum de 5 ans, ce qui permet
aux étudiants de suivre le rythme qui leur
convient, en tenant compte de leur travail et
de leurs engagements financiers. Cela leur
fournit ainsi une flexibilité idéale pour obtenir
un diplôme d’études supérieures prestigieux
sans s’absenter du travail, tout en favorisant
leur développement professionnel et en
continuant à faire évoluer leur carrière.
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Our Mission/Purpose: To be the voice
of Canada’s Chartered Managers by
advancing management and leadership
excellence through education, certification
and professional development.
Our Vision/Direction: To be a leading,
progressive professional association that
supports Canada’s Chartered Managers.

that currently hold the C.I.M. or C.Mgr.
designation will receive exemption from
the Strategic Management and Successful
Leadership courses. This will significantly
reduce the time and cost of the MBA
program for designation holders. Additional
courses may be eligible for transfer on an
individual basis, assessed by the University
of London, based on previously completed
academic work.
Complete details of this exciting
collaboration, including admission
requirements, tuition fees, courses and
exemptions can be found at www.cim.ca/
mba
As many members have noticed, CIM
Chartered Managers Canada has forged
ahead with many new opportunities and
partnerships for members and potential
members. The University of London and
the Chartered Management Institute
collaboration are two of the more prominent
ones, but we have many more exciting
projects on the go that will add to member
value.
As part of our University of London
partnership initiative, I would like to extend
an invitation to all of our members to join us
on September 8th and September 15th for
two exclusive and exciting events promoting
our MBA/C.Mgr designation collaboration.
Please see our website for further event
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Notre mission/objectif : Être la voix des
gestionnaires agréés canadiens afin de
faire progresser l’excellence en matière
de gestion et de leadership par le biais de
formations, certifications et développement
professionnel.
Notre vision/orientation : Être une
association professionnelle réputée et
novatrice qui soutient les gestionnaires
agréés canadiens.
Les membres en règle de l’ICG qui
détiennent actuellement les désignations de
C.I.M. ou C.Mgr. recevront une exemption
des cours de gestion stratégique et de
leadership efficace. Cela permettra de
réduire considérablement le temps et
le coût du programme de MBA pour les
détenteurs de ces désignations. Des cours
supplémentaires pourront être transférés sur
une base individuelle, suite à l’évaluation de
l’Université de Londres, en fonction du travail
universitaire déjà effectué.
Pour en savoir plus sur cette formidable
collaboration, y compris les exigences
d’admission, les frais de scolarité, les cours
et les exemptions, veuillez consulter www.
cim.ca/mba
Comme beaucoup de membres l’ont
remarqué, CIM Chartered Managers Canada
a mis en place de nombreux nouveaux
partenariats et nouvelles opportunités
pour les membres actuels et potentiels. La
collaboration de l’Université de Londres
et du Chartered Management Institute est
l’une des plus importantes, mais nous avons
de nombreux autres projets passionnants
en cours qui vont ajouter de la valeur à
l’adhésion des membres.
Dans le cadre de notre initiative de
partenariat avec l’Université de Londres,
j’aimerais inviter tous nos membres à se
joindre à nous les 8 et 15 septembre pour
deux événements exclusifs et captivants
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details.
Additionally, we are currently working
on a corporate development program that
will focus specifically on advocating for the
value of CIM membership and our C.I.M. and
C.Mgr. designations to Canadian business.
The intent of this is to show the value that
our members can bring, incorporating
the requirement for our designations
as hiring criteria as well as minimizing
corporate human resources costs, all the
while advancing management as a clear
profession.
We have also launched the National
Centre for Management Accreditation
(NCMA) that will independently oversee our
National Accreditation process for college
and university management programs.
We are excited to continue working with
academic institutions to align management
education with professional certification
and the needs of Canadian businesses. We

visant à promouvoir notre collaboration
pour le diplôme de MBA et la désignation
de C.Mgr. Veuillez SVP consulter notre site
Web pour obtenir plus d’informations sur cet
événement.
En outre, nous travaillons actuellement
sur un programme de développement
organisationnel qui portera spécifiquement
sur la promotion de la valeur de l’adhésion
à l’ICG et des désignations de C.I.M. et
C.Mgr. auprès des entreprises canadiennes.
Notre objectif est de montrer la valeur que
nos membres peuvent apporter, en intégrant
l’exigence de nos désignations dans les
critères d’embauche, ainsi qu’en réduisant
les coûts des ressources humaines des
entreprises, tout en présentant la gestion
comme une profession respectable.
Nous avons également instauré le
Centre national d’agrément en gestion
(CNAG) qui va superviser de manière
indépendante notre processus d’agrément
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currently have over 25 NCMA accredited
institutions spanning 60 certificate, diploma
and degree programs. Our goal is to become
the preeminent management program
accreditation body in Canada and are well on
our way.
I want to take this opportunity to thank
the membership and chapters for their
continued support during this period of
transition as we seek to enhance the value of
membership and certification, while elevating
the CIM Chartered Managers Canada brand
to new heights.
As your President, please contact me any
time at president@cim.ca
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national des programmes de gestion des
collèges et des universités. Nous sommes
enchantés de continuer à travailler avec
des établissements universitaires afin
d’harmoniser l’enseignement de la gestion
avec la certification professionnelle et les
besoins des entreprises canadiennes. Nous
avons actuellement plus de 25 établissements
agréés par le CNAG, couvrant 60 programmes
de certificats, diplômes, licences et maîtrises.
Notre but est de devenir le principal
organisme d’agrément des programmes de
gestion au Canada et nous sommes sur la
bonne voie.
Enfin, je voudrais profiter de cette
occasion pour remercier les membres et les
sections pour leur soutien continu au cours
de cette période de transition, alors que nous
cherchons à améliorer la valeur de l’adhésion
et de la certification, tout en propulsant la
marque de CIM Chartered Managers Canada
vers de nouveaux sommets.
N’hésitez pas à contacter votre président
à president@cim.ca
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Navigating Current Challenges Impacting Leaders

Revive your passion for leadership!
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and network with professional managers
and leaders from across Canada.
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Winnipeg,
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David Zinger connects the strength of one with the
power of many as an engagement educator, speaker,
coach, and consultant. He founded and hosts the global
7500 member Employee Engagement Network. David
fuses a down-to-earth Canadian prairie upbringing
with a global reach. He has worked on engagement in
Thailand, Bulgaria, Malaysia, Canada, United States,
Poland, Wales, Turkey, Qatar, Germany, UAE,
England, India, Spain, Singapore, and South Africa.
David is a prolific author. He wrote 4 books on
leadership, work, and engagement. His latest book is
People Artists: Drawing Out the Best From Others at
Work . He wrote over 3000 blog posts on work,
engagement, management, and leadership.
David knows work and organizations from the inside
out. He worked 15 years as the employee assistance
counselor and career development coach at Seagram,
Ltd. Today we would call his work: employee
engagement counsellor and coach. This plant site was
the global maker of Crown Royal and David was
instrumental in fostering personal and career
engagement for this organization.

David Zinger
Keynote Speaker
www.davidzinger.com
Engage. Lead. Manage.
David Zinger is an employee
engagement speaker and global
expert on the topic.
cim.ca
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Mastering Management Moments
Achieve Results – Build Relationships – Cultivate Wellbeing.
KEYNOTE SPEAKER AT THE LEADERSHIP SYMPOSIUM THIS OCTOBER

David Zinger

“Oh, I’ve had my moments, and if I had to do
it over again, I’d have more of them. In fact, I’d
try to have nothing else. Just moments, one after
another, instead of living so many years ahead of
each day.”
This is a quotation from eighty-year old
Nadine Stair in Jon Kabat-Zinn’s mindfulness
book, Full Catastrophe Living. How attuned
are you to the moments of the day and
more specifically to managing moments at
work? Mastering moments offers us a set
of keys to create a momentous approach to
management.
A few years ago, I attended a manager’s
conference on environmental issues in Tucson.
One of the managers, during breakfast declared,
“we have gone from doing more with less to
do everything with nothing.” He said it well,
we must be very careful what we request from
managers given the high level of demands
and the sense of dwindling resources many
managers experience.
Randy and Camile are managers in the
same organization but their experiences of
management differ:
Randy struggles to live up to his own
expectations of being an effective manager.
There are too many demands, a creeping
sense of cynicism, personal exhaustion,
nonstop change, and the inability to focus
for more than ten minutes before being
interrupted. Randy questions his ability
to make a difference. He is envious of his
colleague, Camile.
Camile looks forward to almost every
day at work as she builds relationships and
Summer 2018

David Zinger is a global employee
engagement and management expert based
out of Winnipeg. He has worked in moments
and on moments from Montreal to Mumbai
and Singapore to Saskatoon. David taught at
the University of Manitoba for 25 years and
he was the employee assistance counsellor
and career development coach for Seagram,
Ltd. David can be reached at:
david@davidzinger.com
feels enlivened and energized by her daily
contributions. She is never too busy to stop for
a moment to make time for her staff. Camile
believes you can’t stop the waves of time and
work demands but you can learn to ride those
waves. Camile is adept at knowing which waves
to catch and which one to let pass.
On a rainy Tuesday morning in September
at the end of a coffee break, Randy was already
feeling exhausted by the week. He asked
Camile how she managed to stay so upbeat
and engaged year after year. Camille answered
Randy’s question with a question, “do you have
a moment?” As Randy nodded yes, Camille
quipped, “try to have more of them.”
She pretended to get up to leave but sat
back down, grabbed a napkin and her pen and
smiled as she told Randy she kept her days
simple with the ABC’s of management and
bringing those ABC’s to life in the key moments
of managing.
Camile sketched a napkin snapshot of her
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approach leading with ABC standing for:
Achieve Results – Build Relationships
– Cultivate Wellbeing.

Camile offered Randy five practices he could
apply immediately. She made each point a little
quirky to make them memorable for Randy.
1. Ask like a Spice Girl. Camile told Randy how
much her daughter, as a child, loved the Spice
Girls song, Wannabe. Although the lyrics were
irritating Camile realized they contained the
conversational key to a daily results focus,
“so tell me what you want, what you really
really want, I’ll tell you what I want what I
really really want..” She seized many moments
each day to ask staff what results they want
from work and she informed them what she
and the organization wanted from them. The
“really really” part of the lyrics reminded her
to focus on meaningful and authentic results.
The focus on results within moments ensured
she was a moment-manager who helped staff
achieve results in ways they saw fit, not a
Summer 2018
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micro manager trying to control staff’s actions.
2. Begin with both ends in mind. Camile liked
Stephen Covey’s book on 7 Habits and his
result-focused habit of ‘begin with the end
in mind.’ Camile had studied change and
transition and knew that all transitions begin
with an end. Camile started her day with full
consideration of the double endings that lay
ahead. She asked herself: What must end
before the day begins and what was the result
she would achieve by the end of the day?
She encouraged Randy to fuse his focus
on results with a focus on the transitions
and change required for those results.
3.
Get good at snakes and ladders. Camile
asked Randy if he played snakes and ladders
as a child. She said that snakes and ladders
was a good way to remember to focus on the
vital keys of setbacks and progress at work.
After reading The Progress Principle, a book
by Teresa Amabile and Steven Kramer, Camile
knew that working on progress and managing
setbacks were the essential keys to ongoing
engagement and motivation for both herself
and her staff. She seized many moments each
day to help staff and herself achieve progress
(climb ladders) and address the debilitating
impact of setbacks (landing on a snake).
4. Keep bidding and turn towards. Camile said
good relationships were essential to work.
She had always though relationships were so
intricate and complex until she read a book
by John Gottman on The Relationship Cure.
She had read it to improve her relationship
with both her husband and her daughter. She
learned that relationships were strengthened
by tiny emotional bids to othes and turning
towards bids we received from others. It can
be as simple as eye contact and a smile.
Relationships were weakened by a lack of
bids and turning away and against bids for
emotional connection. For example, looking
at your phone while others are talking or
merely waiting for them to finish so you can
make your point often undermines healthy
relationships. Camile encouraged Randy to
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study the work of John Gottman and to be
very mindful of the thousand possibilities for
bids and turning towards others each day and
to increase the frequency of both his bids and
turning towards others who made bids to him.
5. Exit the twilight zone, enter the E-Zone.
Managers often feel like they are dwelling in the
twilight zone. You never know where the next
scary moment will appear and often things do
not make sense or seem out of control. To exit
the twilight zone Camile encouraged Randy to
spend more of his moments in the E-Zone or
Engagement Zone. The E-Zone are moments of
time when you are fully engaged in your work,
you look forward to the task, and you often
feel that you would like a bit more time in that
zone. Camile suggested Randy start with 10
minute periods of being fully focused on what
he was doing as he was doing it and strive for
at least nine of these periods each day. If it was
easy to be fully engaged, he could extend the
periods and if his mind kept wandering away
while working he could shorten the periods.
Before she got up to go, Camile told Randy
not to trust her that moments mattered but to
test it out for himself. She said good managers
learned best by conducting numerous small
experiments at work. She said there were many
more ABC practices for moments at work such
as mindfulness and microbursts but the five she
offered would give Randy a good start.
Randy felt eager to learn more and to
experiment with what he had just learnt. He took
a picture of Camile’s napkin notations and made
it the wallpaper image for his smart phone’s home
and lock screen. Before he even returned to his
office he was more conscious of the power of
moments to build relationships with his staff and
he offered a staff member who had encountered
a project setback some emotional and tangible
support while asking her what result she wanted
to achieve now that they would need to adjust the
project.
Randy was realizing that moments mattered
and it mattered what he did in those moments.
Summer 2018
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Create a Purposeful, Positive, Productive
Work Culture
Why don’t leaders simply “fix” their unhealthy work cultures?

Chris Edmonds

What’s on your to-do list today? I’ll wager
that “building workplace civility” doesn’t appear
on that list - but it’s something that all leaders
should be investing in daily.
Why? Our workplaces aren’t great places to
hang out in.
Christine Porath (Make Civility the Norm on
Your Team) found that 98% of the employees
she’s interviewed over the past 20 years
have experienced incivility or rudeness in the
workplace.
Only 35% of employees across the globe are
actively engaged at work. That number hasn’t
shifted significantly in over two decades. (Dismal
Employee Engagement Is a Sign of Global
Mismanagement)
Respectful treatment of all employees at
all organizational levels occurs in only 38%
of global workplaces. (2017 Employee Job
Satisfaction and Engagement: The Doors of
Opportunity Are Open)
Your organization may be much better than
these studies indicate - but I’ll bet there are
opportunities for your organization to improve
the health and quality of its work culture.
How healthy is your work culture?
Why don’t leaders simply “fix” their unhealthy
work cultures? Because they’ve never been
asked to do that. Most don’t know how to do
that. They’ve never experienced a successful
culture change, much less led one.
The good news is that executives agree
that culture matters. 80% of executives rated
the employee experience - organizational
culture, engagement, and the employee brand
Summer 2018

For over 28 years, S. Chris Edmonds has
helped senior leaders create purposeful,
positive, productive work cultures.
He is a speaker, author, and executive
consultant who is the founder of The
Purposeful Culture Group [Purposeful
Culture Group | S. Chris Edmonds](https://
www.drivingresultsthroughculture.com/).
He’s one of Inc. Magazine’s 100 Top
Leadership Speakers (https://www.inc.
com/kevin-kruse/the-top-100-leadershipspeakers-for-2018.html) and was a featured
presenter at South by Southwest (https://
schedule.sxsw.com/2015/events/event_
IAP43005).
Chris is the author of the Amazon
best seller The Culture Engine (https://
smile.amazon.com/The-Culture-EngineFramework-Transforming/dp/1118947320/)
and five other books. He tweets on
organizational culture, servant leadership,
and workplace inspiration at @scedmonds
(https://twitter.com/scedmonds).
Chris’ crisp, rich Culture Leadership
Charge video episodes can be found on
YouTube:
https://www.youtube.com/user/
scedmonds
proposition - as very important or important.
And only 22% believe their companies are
excellent at building a positive employee
experience. (Improving the employee experience
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| Deloitte Insights)
Even better news? Leaders can fix their bent
or broken work cultures. Once leaders embrace
their responsibility to create a purposeful,
positive, productive work culture, this proven
three-step process will guide the way.
The first step, define, requires senior leaders
to formalize their desired culture through an
organizational constitution. An organizational
constitution is a written document that specifies
your company’s servant purpose, values and
behaviors, strategies and goals.
Your servant purpose clearly describes
your company’s present day “reason for being”
besides making money. Making money (or
selling coffee or cars or computers, etc.) is
certainly important for the long-term success
of your business, but it is not naturally
motivating to the majority of your workforce.
Those employees understand making money is
important but they don’t typically get up in the
morning excited to “make more money for our
stakeholders”!
A servant purpose describes what you do
(your product or service), whom you do it for
(your customers or consumers), and “to what
end” - how what you do improves customers’
quality of life every day.
Most company mission or purpose
statements don’t meet these criteria - and they
don’t have a positive effect on employees.
Here’s an actual purpose statement for a real
company:
“Creating superior value for our customers,
employees, partners, and shareholders.”
Is it clear what they do? No (they are a tire
company). Is it clear who the company’s primary
“customers” are? No. Is it clear how what the
company does improves others quality of life?
No.
Compare that to this purpose statement
from a pharmaceutical company (Bristol -Myers
Squibb):
“To discover, develop, and deliver
innovative medicines that help patients
prevail over serious diseases.”
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Is it clear what they do? Absolutely. Is it clear
for who they do it? Absolutely. Is it clear to what
end employees are toiling - how they improve
customers quality of life? Absolutely.
This purpose statement creates clarity on
how their customers benefit which creates
meaning and significance for employees every
day.
Values must be observable, tangible, and
measurable - just as performance standards are
observable, tangible, and measurable. If your
company has values defined, they probably are
not measurable. They are attitudinal (“We act
with integrity”) as opposed to behavioral (“I do
what I say I will do”).
Only when values are behaviorally defined
do they become actionable. Behavioral
definitions shift values from vague ideas to clear
requirements for good citizenship.
One culture client, a seven-state region of the
world’s largest retailer, defined their customer
service value with behaviors like these:
• I initiate friendly hospitality by promptly and
enthusiastically smiling and acknowledging
everyone who comes within 10 feet.
• I ensure that each customer is assisted
in finding requested items.
• I deliver a clean, fast, friendly
experience to each customer.
What you notice about these behaviors
(three of eight of their service behaviors) is
they are measurable. Someone could observe
me working over a week’s time and be able to
rate the degree to which I model these specific
behaviors.
Another culture client, a three-state region
of a waste management provider, defined their
respect value with these behaviors:
• I seek and genuinely listen to others’ opinions.
• I do not act or speak rudely
or discount others.
• I work to resolve problems and
differences by directly communicating
with the people involved.
Again, these behaviors specify a very narrow
path to demonstrate respect in this division.
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Strategies and goals are probably already
defined in your organization (most do define
performance expectations and strategies).
Including them in your organizational
constitution ensures that team leaders and team
members understand that values demonstration
and performance accomplishment are equally
important.
Where the rubber meets the road: Alignment
The second step, align, is the hard part. This
is where senior leaders demonstrate their new
valued behaviors in every interaction and coach
others to do the same.
By defining your organizational constitution
and announcing the new servant purpose,
values and behaviors, don’t assume that anyone
will model those behaviors. They won’t model
them until they see senior leaders living them,
coaching them, praising them, and redirecting
mis-aligned behaviors.
In this phase, you no longer
tolerate bad behavior. You don’t
allow or ignore aggressive
behavior, rude behavior,
demeaning behavior, harassment,
teasing, etc. ever again.
You simply model your valued
behaviors and hold everyone
accountable for demonstrating
your valued behaviors in every
interaction, every day.
A vital element of the align
phase is conducting a values
survey. Just as you monitor
performance traction to
standards daily you need to
create a clear, reliable means
to monitor values alignment.
A custom values survey does
that. It allows employees to rate
their bosses on how well those
bosses demonstrate your valued
behaviors.
A values survey must be
done regularly - at least twice
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a year. Some clients are using weekly pulse
surveys (one question a week - takes 3 minutes
for employees to complete it online with their
smartphones or computers) to keep a more
frequent tally of values alignment.
The third step, refine, happens every
two years or so with a review of your valued
behaviors. You’ll update the behaviors list by
removing well-embraced behaviors (they won’t
disappear in your environment), revising some
behaviors, or adding new behaviors to address
“opportunities” for better citizenship in your
evolving work culture. Your servant purpose and
values rarely change. Your strategies and goals
might change annually.
Through these steps - define, align, and
refine - you can craft a purposeful, positive,
productive work culture. Don’t leave your culture
to chance. Be intentional with an organizational
constitution.

CIM NEWS
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PROFESSIONAL DESIGNATIONS GRANTED

PROFESSIONAL (HONOURS) DESIGNATIONS GRANTED

Last Name
C.MGR.
Kwame
Jancowski
Shewchuk
Gislason
Alexander
Krahn
Jony
Prasad
Duncan
Crosskill
Detbrenner
Shrivastava
Zelinski
Zukowski
C.I.M.
Moore
Eastman
Cook
Galbraith
Chirigel
Farrish
Orbeta
Behl
Bisson
Brady
Canada
Day
Demke
Dowd
Hamm
Kaus
Langridge
Loewen
Lwesha
Marquis
Melville
Oseghale
Patterson
Pawluk
Pawluk
Peters
Randall
Robinson
Rodewald
Schneider
Sim
Slusarczyk
Stoodley
Tariq
Taylor
Thacker
Votto
Animalla Devadass
Sierpinski
Godin
CIMA
Behl
Bisson
Blackler
Canada
Day
Demke
Hidara
Kaus
Kryshewski
Langridge
Lucenkiw
Marquis
Martinez Munoz
Pawluk
Phillips
Sinclair
Slusarczyk
Stoodley
Tariq
Taylor
Thacker
Abdelrahim
Animalla Devadass

Last Name
CIMA–HONOURS
Baxter
Brady
Dowd
Findlay
Franke
Hamm
Heron
Jones
Loewen
Lwesha
Melville
Murray
Oseghale
Patterson
Pawluk
Peters
Randall
Robinson
Rodewald
Sabourin
Schneider
Sim
Teichroew
Votto
Vrabic
Wood
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First Name
C.MGR.
Degraft
Chris
Gary
Darlene
Yoneke
Anthony
Md Mhamud
Manoj
Michelle
Heather
Jonathan
Suyash
James
Luke
C.I.M.
Stephen
William
Karen
Brandon
Monica
Mike
Louie
Bir Inder
Martin
Douglas
Ryan
Daniel
Jeffrey
Cathy
Michael
Andrew
Lindsay
Bradley
Arthur
Charmaine
Tanya
Ekiegini
Cyril
Teresa
Richard
Danielle
Selena
Bridget
Debbie
Sibylle
Shane S.
Jocelyn K.
Lisa
Nighat
Danielle
Rachelle
Kelly
Abraham
Brent
Conner
CIMA
Bir Inder
Martin
Stacey
Ryan
Daniel
Jeffrey
Norah
Andrew
Jennifer
Lindsay
Holly
Charmaine
Armando
Richard
Kenneth
Nicole
Jocelyn
Lisa
Nighat
Danielle
Rachelle
Eman
Abraham

Chapter
C.MGR.
National
BC/Yukon
Manitoba
NA/NWT
NA/NWT
Manitoba
Quebec
NA/NWT
Manitoba
Sarnia
BC/Yukon
NA/NWT
BC/Yukon
BC/Yukon
C.I.M.
Manitoba
Manitoba
London
London
London
London
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
NA/NWT
Grand Valley
CIMA
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
London
Manitoba

First Name
CIMA–HONOURS
Matthew
Douglas
Cathy
Andrew
Duane
Michael
Mark
Karen
Bradley
Arthur
Tanya
David
Ekiegini
Cyril
Teresa
Danielle
Selena
Bridget
Debbie
Robert
Sibylle
Shane
James
Kelly
Czeslaw
Christopher
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Chapter
CIMA
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba

NEW MEMBERS
Last Name

First Name

Chapter

Jackson
Shrivastava
Miller
Foster
Bobyk
Cortavista
Farrish
Orbeta
Lawrence
Seamone
Goodyear
Alhallak
Dabbagh
Sappier
Fabureh
Mallery
Clohossey
Francis
McWaid
Al-Chalabi
Janzen
Abazied
Alkhalifa
Jony
Schimmel
Schmaltz
Camillo
Zelinski
Herat
Zukowski
Jacob
Johnston
Henri
Gibson
McIsaac
Gepiga
Despres
Trenholm
Olaso-Pezeshkian

Jolynne
Suyash
Jackie-Lee
Brad
Geoff
Nympha
Mike
Louie
Karen
Aleata-Pearl
Anne
Mahmoud
Zainab
Shelby
Ismaila
Rebecca
Jane
Natawne
Brooke
Ali
Joel
Sulaiman
Akram
Md Mhamud Un Nabi
Bernard
Rodney
Isabell Carolina
James
Esther Nelun
Luke
Creighton
Devin
Valerie
Brock
Bailey
Joel
Joey
Michael
Rachel Melanie Hunniecutt

Northern AB/NWT
Northern AB/NWT
BC/Yukon
Northern AB/NWT
Toronto
Manitoba
London
Manitoba
Hamilton
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Maritime
Manitoba
Maritime
Maritime
Quebec
Lake Simcoe
Northern AB/NWT
Niagara
BC/Yukon
NFLD & Labrador
BC/Yukon
Toronto
Lake Simcoe
Quebec
Manitoba
Maritime
Maritime
Maritime
Maritime
Toronto
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Learning and Cultural Misalignment
…it

was a ‘win-win’ situation for stakeholders from every contact point within and
external to the organization.

MEMBER CONTRIBUTION
Richard O. Gasparini, BA, JD, LLM, MBA, PhD(c), C.I.M., Cert.Ad.Ed.
Mr. Gasparini began his career as a professional broadcaster at radio stations CKWW (Windsor, ON), CKCY
(Sault Ste. Marie, ON) and CFMO (Ottawa, ON). He studied Cultural Anthropology and Greco-Roman Classical
Civilization at Carleton University (Ottawa ON). Following graduation from law school (University of Ottawa, ‘77),
he practiced in Ottawa and Toronto Ontario and was a litigation partner at Lang, Michener (now McMillan’s) one
of Canada’s most elite and prestigious law firms. In 1998, he became regional in-house Counsel at Canada Post
Corporation (Toronto) with focus on litigation management, labour law and regulatory policy. In 2009, he retired from
active practice and began teaching at Colleges and Universities. He has taught at the Chang School of Ryerson
University (Toronto) and he currently teaches business law at York University (Toronto) and is the Academic Program
Manager of the Paralegal Certificate Program at Seneca College (Newnham Campus, Toronto) where he has also
taught several legal subjects since 2010. He has also taught at George Brown College (Toronto). In December 2015,
the Premier of Ontario, Kathleen Wynne, appointed Mr. Gasparini to the Council of the Ontario Professional Foresters
Association, pursuant to the provisions of the Professional Foresters Act, 2000, where he was a sitting member of
the Investigations and Complaints sub-committee until June 2017. Mr. Gasparini is a past member in good standing
of the Canadian Bar Association and the American Trial Lawyers Association as well as having been (past) VicePresident of the Alzheimer’s Society of Canada (National) and Counsel to the Ottawa, Ontario local chapter. He has
been formally certified in management by the Canadian Institute of Management - Canada’s certifying body for
chartered management professionals. His publications include scholarly articles in the Osgoode Hall Law Journal, the
SELS Review (of Seneca College, Toronto), and the Advocates’ Journal.
He has a BA (Carleton), JD (LLB) (Ottawa), LLM (Osgoode) and an MBA (Bradford University, School of
Management and Law (U.K.)) as well as a C.I.M. designation from the Canadian Institute of Management. Mr.
Gasparini is pursuing PhD studies in Sociology at Manchester Metropolitan University (U.K.), where his concentration
focusses on a Bourdieusian analysis of habitus and gender-capital in institutional management. He continues to be a
licensed member of the Ontario Bar and is a member in good standing of the Law Society of Ontario.

INTRODUCTION
The process of organizational learning
efficiently and sustainably (Garvin 1993, n.p.)
in a dynamic and endogenously changing
environment is an important key to success
(Kirwan 2013). Cultural misalignments within
the organization’s structure often impair this
process (Levitt and March 1988). When the
process is impaired, a business becomes
culturally misaligned. The symptoms of cultural
misalignment include noticeable innovation
decline (Kenny and Reedy 2006), unnecessary
internecine clashes and time wastage (Semler
1997). These are only a few emergent scars on
the internal face of the organization (Sisney 2012),
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but they are the catalyst for further difficulties.
Externally, a combination of lowered productivity
and under-competitive growth and development
lead to consumer disenfranchisement (Papke
2013). Ultimately, cultural misalignment threatens
the optimization of stakeholder satisfaction
and therefore long term survivability (Ordonez
de Pablos 2013). To use a Western vehicular
metaphor, the organization becomes a
“lemon” replete with systemic dysfunctionality
(MacKenzie, et. al. 2010) and frustrated
customers. Until an aggressively harmonized
approach to organizational learning was
assimilated, cultural misalignment pervaded a
disparate and factionalized social environment
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(Woo 2000) in one, regional administrative
department of a medium -sized organization.
SETTING
The departmental configuration of the
organization was comprised of approximately
400 well-educated, non-collectivized employees,
including support staff varying in age from
approximately 25 to 65 with managerial officers
at the upper end of the range occupying multilayered echelons of supervisory authority. The
department was logistically and hierarchically
heterogeneous (Stock, et. al. 1998). But,
over time, the internal culture mutated into
a socially amoeboid structure. It steadfastly
remained bifurcated as if osmotically, into two
radically disparate sub-cultures that resisted
any managerial initiatives toward synchronous
“meshing” (Durant 2010:406). The first group’s
members were older and were generally secured
by pensionable and tenured seniority. They
perceived their corporate roles as vertically aligned
(Kathuria, et. al. 2007). Vertical alignment implies
that, conceptually, individual empowerment (Nixon
1994) was generally eschewed in a non-committal
and vaguely passive-aggressive manner. This
narrow mindset (Beatty and Ulrich 1991) impaired
strategic organizational capability in many ways.
For example, organizational learning and the
impetus for professional development among this
group attracted minimal engagement even when
monetarily incentivized. Instead, the employees
tended to fall back on espoused instructional
theory as an omni-solution to be adopted and
applied from current or even historical policydriven protocol. Unsurprisingly, problem-solving
was typically implemented by doing it the way it
had always been done. Functionally the group was
characterized by (1) its inflexibility and marginal
contribution toward innovation, (2) its bureaucratic
indolence in the execution of goal-oriented
corporate directives and most importantly, (3) its
lack of intra-departmental cooperation. Perhaps
because of the impact of traditional cultural values
(Kirkman and Shapiro 1997) only perfunctory
effort was made toward team-based learning
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(Michaelsen, et. al. 2002). Few people prioritized
the fulfillment of management’s strategic vision
to achieve specific project goals that would
ultimately benefit plenary stakeholders. These
are symptomatic concomitants of not only
generational conflict but also maladaptive and
socially undermining behaviour (Duffy, et. al.
2002) which eventually resulted in the counterproductive outcomes mentioned above.
The second group of laterally aligned (Kathuria,
et. al. 2007) and mixed medium-term contract /
indeterminate employees was smaller in number
by approximately thirty percent. Demographically,
they tended to be more broadly educated,
somewhat younger and more racially and
ethnically diverse consistent with the changing
demographics of the city. Its coordinated
members worked within virtually the same
responsibility influence as their counterparts but
within a cooperative social matrix characterized by
a perspective virtually unknown (or perhaps longforgotten) in the first group. Cross-functionally
integrated decision-making, especially with
respect to the organization’s strategic planning
goals, was consistently collaborative yet interpersonally improvisational (Hadida, et. al. 2014).
These employees held somewhat less interest
in climbing the hierarchical structure of the
organization. Significantly, at an intuitive level,
they understood the critical difference between
espoused instructional theory and theory-in use
as well as how the latter can be utilized in an
environment of shared accountability to nurture
improvisational learning outcomes of strategic
importance to the organization (Healey 2005).
DISCUSSION
These outcomes were often spawned from
relatively unstructured team-brainstorming
scrums. The scrums accomplished novel and
transferrable learning solutions to intractable
conceptual obstacles otherwise impeding
achievement of the organization’s strategic goals.
Kamoche (2014: n.p.) points out that espoused
theory is “specific and narrow in focus, confining
the individual to a set path” whereas theory-
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in-use refers to the “loose, flowing, and social
way that employees solve problems and learn”
(ibid., Savaya and Gardner 2012). Organizational
improvisation is a post-structuralist (Magala
and Ebrary 2007), existential (Tsoukas 2002)
counterpoint to traditional notions of learning
and self-efficacy. Because of its flexibility and
intrinsic adaptability, organizational improvisation
is ideally attuned to less managed, creative
solutions in an increasingly globalized business
environment. Indeed, Fouweather and Bosma
(2015) contend that “[u]nderstood in terms of a
traditional dialectic, managing creativity appears
an oxymoron: to manage and control creativity
threatens to stifle it”. Counterpoint is an apt
noun inasmuch as organizational improvisation
attracts a considerable amount of research.
Perhaps it is partly because of the frequent and
easily visualized metaphorical references to the
jazz idiom (Aldrich 2002, Barrett 1998, Bastien
and Hostager 1991, Barrett 1998, Barrett and
Cooperider 1990).
Think of cloistered monks singing Benedictine
plainchant in ethereal monochromancy (YouTube
2013a). Now consider the iconic Miles Davis
recording, ‘Kind of Blue’, a revolutionary portal
to modern, improvisational jazz (YouTube 2013b).
Both organizational architectures epitomize
strategic, goal-oriented perfection but their
enduring relevance nevertheless must be
appreciated in a temporal context. The music
analogy applies to the two sub-cultures described
in this paper, each evaluated in its time and
context. The first group fits the classic Weberian
model of a patrimonial, “rule-governed hierarchy”
(Hopfl 2006) exemplified by “tight, taut and ramrod straight” (ibid.) bureaucratic efficiency with
almost aristocratic overtones. The Benedictine
monks would have little difficulty learning that
the verticality of espoused theory was more than
sufficient to engage with internal and external
organizational challenges. Internally, ‘read page 52
if the computer won’t boot’. Externally, ‘complete
the form and wait in line’.
But Weberian concepts of learning and
governance within an organization take on the
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quality of “dysfunctional atavisms” (Rudolph and
Rudolph 1979) in a post-traditional corporate
structure that must contend with a transformative
and unpredictable global business environment.
Continuously adaptive and semi-organic learning
strategies (Steiber 2014, Steiber and Alange
2015) are essential. Extending the counterpoint
reference, modal polyphony is the key. This best
evolves in a horizontally organized theory-in-use
business culture. It must be focussed on a teamcentered commitment to creative innovation (ibid.,
Girard 2009). This focus on continuous learning
and innovation is indispensable to corporate
sustainability in a McLuhan-esque global
community far more inter-connected and complex
than Weber ever could have contemplated. Miles’
recording, epitomizes spontaneous innovation
within a sparsely constructed but exquisitely
conformal modality and, as such, it is a flawless
existential metaphor to capture the second group.
Its members or any one of them might be easily
imagined to have had “All Blues” playing in the
war-room whilst brainstorming with colleagues.
PASTEURIZATION
The obvious cultural misalignment between
the two groups undermined optimization of
the organization’s strategic knowledge base.
Information as a cognitive property itself is
differentially transferred and assimilated under
an asynchronous semantic aegis in horizontal
and vertical cultures. Arguably that is a clue to
management’s great difficulty with harmonious
pasteurization of the intergenerational divisiveness
(Regent University 2008).
An overhauled management platform focussed
upon management becoming alert to the need for
an aggressive accommodation of intergenerational
differences among its employees. It effected
a reconciliation and cultural realignment with
sophistication and creativity however, the
transformational process took several years
and the hidden systemic benefits of attrition.
Whilst continuously self-evolving, the two groups
were gradually synergized into communities
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of practice (Lesser and Storck (2001). These
communities were characterized by inter- and
intra-communal sharing and learning focussed
upon traditional and enduring corporate values
aligned with its brand reputation. Functionally,
this guided employees along contemporary and
creative pathways toward the accomplishment
of the organization’s strategic goals. Managerial
investment in and respect for employees whose
long tenure with the organization revealed a
hitherto untapped repository of subject-matter
expertise. This, in turn, generated a vast supply
or valuable social capital (Millen, et. al. 2002).
Previously, this knowledge-base was selfcensored. Now it was used to dispel the reciprocal
toxicity that hitherto impaired the organization’s
ability to remain competitive in globalized markets.
In the final analysis, it was a ‘win-win’ situation for
stakeholders from every contact point within and
external to the organization.
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It Was One of Those Days
The world is divided into two different types of people—dog people and cat people.

MEMBER CONTRIBUTION
Rowena Crosbie, C.I.M.

Rowena Crosbie is President of Tero
International, co-author of Your Invisible
Toolbox: The Technological Ups and
Interpersonal Downs of the Millennial
Generation, and co-host of the LIVE
YouTube show, “Your Invisible Toolbox.”
This article is an excerpt from her book.
Visit www.yourinvisibletoolbox.com.
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research and corporate training company.
Ro was recently honored as the NAWBO
(National Association of Women Business
Owners) Iowa 2017 Hall of Fame Legacy
Award Inductee. Visit:
www.tero.com
Ro can be reached by email at:
rcrosbie@tero.com
A Pew Research Center study reported
that 59 percent of millennials described their
own generation as self-absorbed. Forty-three
percent said they were greedy. Many don’t like
being identified as millennials, and 60 percent
don’t consider themselves to be a part of the
millennial generation.
“He said, ‘Just do it for somebody else.’
That’s when it dawned on me that it was one of
those pay-it-forward scenarios and that it would
mean a lot to him if I accepted.”
It was one of those days. It was November
10, 2015. Jamie-Lynne Knighten had just
returned from a visit with family in her native
Ontario, Canada. Now she, her husband, and
young children were back in their new San
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Diego, California, home, and she was picking
up groceries at a supermarket.
She had taken her youngest child with her
to the store. The five-month-old was being
fussy. The shopping excursion took an hour
and a half. When Jamie reached the checkout,
she realized she had forgotten her debit card at
home.
The grocery total was more than $200. She
remembered she had her Canadian credit card
with her. Jamie gave the cash she had on hand
to the cashier and swiped her Canadian credit
card. Declined. She swiped it again. Declined.
She surmised that they had put an anti-fraud
lock on the card because of her travels, and she
called the credit card company to have it lifted.
Her phone died. A line was forming behind
her at the checkout. She was trying to hold it
together.
It was one of those days.
“Take us back to the day in the grocery
store. How did you come to meet?” was the
question posed to Jamie-Lynne Knighten by
CBC Radio As It Happens host Carol Off. Jamie
recalled that she was about to ask the cashier
if they could hold her purchases so she could
return home to fetch her debit card when a
stranger’s voice said, “May I?”
“May you what?” she replied. “May I take
care of your groceries?”
She protested with her thanks. After all, it
was a large purchase and this was a stranger.
The stranger replied, “I would like to. Do me
one thing. Just do it for somebody else.” Jamie
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realized he was serious and that this was a payit-forward gesture. She accepted.
As they left the store, she introduced herself
and learned the young man who had performed
this random act of kindness was named
Matthew. She shared with Matthew that her
family had just moved to the area and that she
was feeling a little overwhelmed. She inquired
where he worked, and he responded, “LA
Fitness”. Jamie promised herself that she would
follow up with Matthew in the days ahead to
thank him more formally.
It would be another week before she learned
that Matthew’s last name was Jackson. That he
was twenty-eight years old. That he died in a
car accident on November 11, 2015.
Jamie had called the local gym about a
week after the encounter and spoke with
Matthew’s manager in hopes of reaching him
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and reconnecting. It was through tears that his
manager told her about the tragedy.
When Jamie called her husband to tell him
the sad news, it hit him hard. The stereotypical
US Marine, who doesn’t get upset about too
many things, was shaken by the news. It was a
cold reminder of how fragile life is.
Jamie came to know about Matthew and
his character from his boss, who had worked
with him for four years. She told Jamie, “That’s
who he was. Always doing for other people.
Never asking for anything in return.” Through
his coworkers, Jamie was able to connect
with Matthew’s mother and spent two hours
discovering more about who Matthew Jackson
was.
“She told me he was a big sweetheart who
was always doing things for other people. One
thing she’s really proud of is that he’s a bear
hugger. In every photo you see of him with
somebody, he doesn’t just have one arm around
them. He’s giving them a huge bear hug.” And
that’s what it felt like when he paid for my
groceries and took care of me.
Jamie created a Facebook page called
Matthew’s Legacy, asking people to do
something extraordinary for a stranger to honor
Matthew and help restore faith in humanity. The
response has been worldwide, and the stories
are heartwarming. Jamie says she wants her
children “to recognize that they can actively
participate in making a positive change in
the world like he did.” She goes on to say, “It
doesn’t have to be monetary. It doesn’t have
to be huge and grandiose. Create a lifestyle of
kindness. Help people in small ways or big ways.
Whatever you can do. Every little bit helps.”
Matthew’s legacy endures, and Jamie is
paying it forward. This is a powerful lesson for
you to contemplate as it challenges the labels
often ascribed to millennials of self-absorbed
and greedy. This is one excellent example of
the interest millennials claim they have for their
fellow humans being translated into action.
When have you missed the opportunity to
perform a random act of kindness?

CANADIAN INSTITUTE OF MANAGEMENT / INSTITUT CANADIEN DE GESTION

23

Ensuring Leadership Continuity
…when mentorship flows from old to young, young to old and
laterally, years of knowledge, expertise and diverse views are
captured and shared across all generational cohorts in the
workplace.
Allan J. Moore
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translation in China and Taiwan. Mr. Moore has cultivated a broad and diversified professional
background having worked on four different continents.
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provided consultation to clients such as the Edmonton International Airport, Imperial Oil,
Suncor, Enbridge, TransCanada and many others in a wide variety of different fields. Allan
holds a Masters degree in Leadership from Royal Roads University and is a Canadian
Registered Safety Professional (CRSP).
LinkedIn: https://www.linkedin.com/in/allan-james-moore-m-a-crsp-72876a19/
Impending retirements amongst ageing,
senior leadership combined with dramatically
lower numbers of younger and qualified
employees to replace them, necessitates that
organizations have succession plans in place
to ensure leadership continuity and employee
development at all levels (Barnett, 2008;
Groves, 2007, Rothwell, 2010). The urgency
of this need was highlighted in the Human
Resources and Skills Development Canada
(HRSDC) publication Looking-Ahead: A 10Year Outlook for the Canadian Labour Market
(2008-2017):
In the 1970s, fewer than one Canadian in
seven was between the ages of 50 and 64. In
2007, nearly one in five Canadians belonged
to this age cohort. It goes without saying
that this shift will have major consequences
for the labour market when the baby boom
generation (born between 1947 and 1966),
which represented 30% of the Canadian
population in 2007, begins to reach
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retirement age in the coming years. This will
generate a large number of job openings
as a result of the need to replace these
workers. (Lapointe et al., 2008, pp. 10-11).
To address this imminent threat to
leadership continuity in current Canadian
workplaces, the following two practices should
be adopted by organizations as a starting
point in developing a leadership succession
plan.
Practice 1: Define competencies and
desired traits for leadership positions.
Stoddard and Wyckoff (2009) argue the
importance of selecting people who have the
right “character and innate capabilities” (p. 32)
to lead and not just those who are in the right
place at the right time or have the most years
in with the company.
Selecting leaders with the desired
competencies and traits plays a significant
role in a leader’s effectiveness and ability to
influence people to willingly support and follow
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them (Dewan & Myatt, 2008; Judge et al., 2009;
Zaccaro, 2007). Although certain competencies
and traits may be desirable in leadership
selection, Zaccaro (2007) cautions that
leaders may be suitable to one situation, but
not to others that may require “very different
knowledge and technical skill sets” (p. 9).
This could certainly be true at many different
organizations given the multiple disciplines
involved and varying personalities, knowledge
and skill levels present within different groups.
In light of this limitation, organizations
will need to not only define what overarching
competencies and traits are desired for
leadership positions from the broader
perspective, but then have a more detailed
approach to account for the “situational
variance” (Sternberg & Vroom, 2002) inherent
in each group. Rothwell (2010) presents the
following activities that organizations can
adopt to figure out which competencies and
traits might be most suitable for soon-to-be
vacant leadership positions:
1. Break down each leadership position
into their key tasks to identify what
competencies are required to perform
these jobs (Rothwell, 2010).
2. Analyze each of these tasks to determine
the underlying leadership characteristics
such as “motives, traits, skills, selfimage, social roles, or bodies of
knowledge” (Rothwell, 2010, p. 208)
needed to work in these positions.
3. Perform a “future competency
study” (Rothwell, 2010, p. 84) to
answer the following questions:
i. “What results will the organization
seek in the future” (p. 84)?
ii. “Why will those results be sought” (p. 84)?
iii. “What competencies are necessary
to realize those results” (p. 84)?
Regardless of what additional
competencies and traits will be identified
during the data gathering activities outlined,
organizations should ensure potential future
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leaders are assessed according to the
following criteria put forth by Rogers and
Smith (2004):
Leader Promise
• Propensity to lead — “A person
who shows certain inherent
abilities to lead others” (p. 53).
• Brings out the best in people — “the
innate ability to make everyone
around them better” (p. 53).
• Authenticity — “encompasses integrity,
which in turn fosters trust” (p. 54).
Personal Development Orientation
• Receptivity to feedback — “Leaders
who are open to feedback welcome
constructive criticism because they
want to learn from it” (p. 55)
• Learning agility — “They see themselves
as continuously evolving and are
constantly looking to improve” (p. 55).
Mastery of Complexity
• Adaptability — “reflects a person’s
skill at juggling competing demands
and adjusts smoothly to new
situations and people” (p. 56).
• Conceptual thinking — “visualizes the
possibilities without getting bogged
down in excessive detail” (p. 56).
• Navigates ambiguity — “enables people to
simplify complex issues and make decisions
without having all the facts” (p. 56).
Balance of Values and Results
• Culture fit — describes how
well the person’s “behavior and
personal style complement the
existing work culture” (p. 57).
• Passion for results — “a desire to overcome
obstacles and get things done” (p. 57).
Apart from these recommended selection
methods, Stoddard and Wyckoff (2009) stress
the importance of consulting the direct reports
of these future leaders to gather valuable
information on what competencies and traits
they would like to see in their future leaders.
These are the “people who know the most
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about what needs to be done by the new
leader to deliver the desired results” (p. 15).
Once an organization has selected their list
of candidates for leadership succession, they
may begin the second step of preparing these
candidates through a mentorship program that
pairs them with experienced employees who
can provide them with the guidance they need
to successfully assume leadership positions
when they become available. The following
second practice explores a formal mentorship
program organizations can consider to
compliment any existing informal mentorship
practices.
Practice 2: Set up a formal
mentorship program.
The second step in developing a leadership
succession plan involves establishing a twopart mentorship program featuring (a) group
mentoring and (b) one-on-one mentoring.
The group mentoring will consist of internal
subject matter experts in disciplines pertinent
to leadership collaborating with employees
interested in occupying leadership positions
in the future. The one-on-one mentoring
will involve the current leaders providing
mentorship to the top, identified candidate for
succeeding their position.
As leaders themselves may not be able
to provide their subordinates with expert
guidance on each and every leadership
competency, internal subject matter experts
in disciplines such as finance, marketing,
project management, leadership and other
areas associated with leadership positions,
would be identified and made available to
any employees interested in future leadership
positions.
This process could take place through the
“Strategic Collaboration Model” (Washburn
& Crispo, p. 4). The Strategic Collaboration
Model (SCM) is a “succession management
model that incorporates mentoring as an
essential mechanism in fostering leadership
development and succession” (Haynes &
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Ghosh, 2008, p. 3). The SCM features a nonhierarchal, egalitarian approach that allows
mentors and protégés to exchange roles
as the situation requires (Haynes & Ghosh,
2008). Since junior employees do not need to
be selected by senior employees to attend
SCM meetings, this may lessen any perceived
discrimination or favoritism.
Diversity and Inclusion teams could be set
up in organizations to facilitate these SCM
meetings to guide participants through “4 D
Cycle” (Cooperrider, Whitney & Stavros, 2008,
p. 101) as they pertain to the SCM. Washburn
and Crispo (2006) describe these four phases
below:
“Discovery (Initiate)” (p. 21)
• SCM meeting participants identify positive
attributes of the organization and stories
of success. The group then focuses on
the causes of success and how these
can be built on moving forward.
“Dream (Inquire)” (p. 21)
• Participants analyze the positive stories
and attributes to identify common themes
and patterns that can be used to construct
a vision of an improved organization.
From these themes, they are asked
to imagine a future that is grounded
in these experiences in excellence…a
future that is achievable (p. 21)
“Design (Imagine)” (p. 21)
• Participants then “develop new initiatives
to leverage strengths identified in the
dream stage” (p. 21). Proposed initiatives
are evaluated for their feasibility.
“Delivery (Innovate)” (p. 21)
• This last stage focuses on participants
developing action plans to address
personal and organizational goals.
This SCM process would provide leaders
with insight into which employees are
interested in leadership positions and have the
aptitude for future leadership. Once leaders
identify their top, individual successors, they
can then implement “Individual Development
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Plans” (Rothwell, 2010, p. 235). Rothwell (2010)
describes an Individual Development Plan as:
An individual development plan (IDP)
results from a comparison of individual
strengths and weaknesses on the current job
and individual potential for advancement to
possible key positions in the future. Preparing
an IDP is a process of planning activities that
will narrow the gap between what individuals
can already do and what they should do to
meet future work or competency requirements
in one or more key positions. (p. 235)
In order for an effective IDP to be
implemented, senior leadership must
emphasize the importance of leaders getting
together with their successors to conduct
meaningful, quarterly and annual reviews
where actions connected with the successors’
IDP are set and followed up on to track
progress towards stated goals.
By sharing knowledge, helping each other,
and being exposed to new perspectives, the
different generations participating in these
mentoring
activities can
engage in a
dialogue to
gain a better
understanding
of how
generational
diversity
can benefit
organizations
(Washburn &
Crispo, 2006).
Clapp (2010)
supported
this position
reasoning
that when
mentorship
flows from
old to young,
young
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to old and laterally, years of knowledge,
expertise and diverse views are captured and
shared across all generational cohorts in the
workplace.
These two practices will form a starting
point for organizations to engage in an iterative
process to continually improve their leadership
succession plan.
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BUSINESS CONDUCT:
…the leverage for a performance advantage…

Dragica Grbavac

Decades of evidence have demonstrated that
an organization’s culture is a strong predictor of
how much market value that firm will create. A key
part of culture is the conduct being exhibited by
its leaders and managers. The cost of unethical
conduct can be staggering, as has been witnessed
since the start of the 2008 Financial Crisis.
A Code of Conduct is a common artifact in
most medium and large organizations that strive
to develop a reputation for honesty, integrity and
principled business behaviour.
Merely having a Code for business conduct
is no assurance that it will be observed. Where
a Code is created simply to fulfill a regulatory
obligation or fear of stakeholder reprisal, without
embedding principles and accountabilities will
achieve little, if anything, in steering ethical
business conduct. From a managerial perspective,
the paradigm shift towards proactive conduct
requires a holistic change in values and practices.
Witness, in the early 2000’s, Starbucks
provided an example of how proactive ethics
served its business strategy of ethical sourcing.
The company has maintained a focus on ethically
sourced coffee as one of its material issues and
has worked to embed it as a priority across the
business. In 2018 though, the company faces a
“In an ideal workplace, structures and
relationships will work together around core
values that transcend self-interest. Core
values will inspire value-creating efforts as
employees feel inspired to do what is right,
even when the right thing is hard to do.”
Steven D. Olson, Assistant Professor
at the Center for Ethics and Corporate
Responsibility, Georgia State University
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Conduct Crisis with discrimination at the counter;
the resultant cost in terms of financial and
reputational impact will be long lasting despite
their track record on ethics.
If business leaders, strategists and managers
are to embrace an Ethical Code for Business
Conduct, it can be most successful if they
ensure that the change towards positive ethics is
strategically sound and methodically implemented.
To do this, I’ve relied on a handful of maxims.
While some may seem cliché, they can be useful if
leaders put real muscle into them. Here are a few
I’ve found most useful in fostering a healthy ethical
culture where senior managers demonstrate ethical
leadership and raise the level of performance.
CLARIFY AND COMMUNICATE THE
‘TONE AT THE TOP’ INTO EVERY
DAY TERMS AND PRACTICES
CEOs often speak about the importance
of ethics and the commitment to lawful and
ethical conduct, yet few spend any time on its
compliance. CEOs are not naturally inclined
to learning the nuances of compliance,
dismissing details as too ‘in the weeds’ for their
attention – they rely on others for that. It is the
Board’s obligation and challenge to define their
expectations of the compliance and ethics
program, then give the CEO specific directions to
ensure that compliance is on their radar and from
it, to provide periodic, substantive reports.
A clearly communicated ‘Tone at the Top’
in terms of business conduct and practices is
reflected in a culture of accountability, founded on
a bedrock of norms that progress to a high degree
of ethical self-awareness.
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Dragica Grbavac is an internationally
recognized expert in leveraging risk and
compliance to raise the bar on individual and
organizational performance. She helps clients
to overcome business challenges associated
with change and achieving strategic
objectives. She helps them solve complex
issues, reduce risk, design relevant solutions
and manage programs. She guides them to
execute strategy by reducing risk and making
risk-based decisions that are aligned to their
organizational values.
1. Freedom to Speak out: Employees do
not fear speaking out or fear discrimination
or termination. Meetings are engaging
and open to participation. There is healthy
debate on workplace, client and 3rd
party issues and opinions are respected.
Individuals at all levels are transparent.
2. Information Sharing: Managers distribute
information to facilitate others in doing
their jobs. They release information
as it becomes available and when it is
helpful. Information is transparent.
3. Risk Taking: Risk based decision making
that allows people to bear the upside
and downside of risks taken. Root out
organizational blind spots and shine a
light on unsupervised or under-staffed
areas where risk can be easily hidden.
4. Professional Development: Management
encourages training and developing new
skills at all levels across the organization.
5. Accountability: Each employee is
accountable and responsible to report any
acts of transgression they may become
aware of inside the organization or by
third parties which may harm the firm’s
reputation. They are accountable for
mistakes made. They accept consequences
for any acts that breach the Code.
6. Fair Employment Practices: No preferential
treatment, no cliques - fair distribution
of opportunities to work on special
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projects/assignments. Skills relevant to
the firm’s objectives are highly valued.
7. Behaviour With Integrity: Positive
attitudes abound with evidence of
willing collaboration; internal coopetition
is courteous and respected.
THE ACCOUNTABILITY FRAMEWORK
THAT BUILDS TRUST
A fundamental premise of good management,
is holding people accountable and themselves,
being accountable to others. At a time when trust
of employees and stake-holders is being eroded
it is crucial to have a strategy to rebuild the trust.
By implementing accountability in a positive
and principled way you will see the trust rebuilt.
Greater trust is not the objective, it is the outcome
of efforts.
The effort will take time, persistence,
follow through, ownership and a great deal of
employee and executive engagement. It’s not just
about a framework, it needs to be an effective
management tool.
We recommend placing culture at the centre
of the framework. By doing so, it demonstrates
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a defacto acceptance that employees are a
priority and everything else is second. Making
this commitment is the most important part of
the process to build trust. This type of culture
will determine how value is generated and
measured over time.
When people feel accountability is
exemplified, encouraged, and followed-up on
in a predictable way, trust is strengthened, even
when they fail to perform. As a manager, holding
people accountable to agreed terms allows you
to form a unique connection with each of them.
If people feel you have dealt unfairly with
them, they will undoubt¬edly think of the
connection in negative terms. If, however,
people feel you have treated them fairly and
in a supportive manner, they will think of the
connection in positive terms. The more positive
your connections, the more success you’ll have
in holding others accountable for achieving
results, and the more trust you’ll build along the
way.
Remember, trust is an outcome of greater
accountability when it is done the right way.
ALIGN CONDUCT WITH A CULTURE OF
INTEGRITY AND TRANSPARENCY
Managers exercise great influence on
employee attitudes and behaviours. They play
an essential role in creating, nurturing, and
sustaining an ethical workforce and an ethical
culture. It does not happen overnight.
While Business Conduct may be designed
at the Board level with Senior Executives, it
must have buy in and be implemented and
reinforced by management, middle managers
and employees at all levels.
So how do organizations help managers
to actually align the Business Conduct with
integrity and the desired level of transparency?
They do it with a combination of role models,
training, communication and consequences—
good or bad.
The building blocks to align the culture to
integrity and transparency include:
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• Compliance Norms: Communicated in terms
that every employee and third party can
relate to their daily work activities, services
and products provided to the company.
• Policies and Procedures (P&P): Should
be perceived as fair and comprehensible.
P&Ps should support decision making,
risk taking, innovation, interactions,
information-sharing, incentives,
compensation, resources and more.
• Action Based Trust: Trust based on
evidence and actions of managers
and leaders. Their willingness to listen
to criticism, take responsibility for
mistakes and take corrective action.
• Ethical Self-Awareness: Employees take
on the mantle of the ethical culture. They
become aware of how it aligns with
their own sense of values and behave
in accordance with those values.
Ethical companies focus on training and
empowering managers. Training that is specific
for managers, is an increasingly important
vehicle for propagating the culture of ethical
conduct. As managers grow increasingly
proactive, the degree of compliance is raised
and the overall cost to the company decreases.
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Once clear goals are set and feedback
mechanisms are established, you can begin to
measure and maximize performance.
NURTURE STAKEHOLDER TRUST
TO ENHANCE REPUTATION
Imagine a world where teams, comprised of
all types and levels of employees are structured
in a way that makes work easier to get done,
leveraging exponential technologies and
applying the core skills of each individual. A
place where persons are motivated to perform,
regardless of their employment relationship
with the company, because they believe in its
strategy and purpose. This reality does exist in
many high-performing organizations. And those
organizations have earned the trust that their
reputation has. It’s time for the rest of us to get
on board.
The primary business issue impacting trust
and reputation is the security of data. It has
become the greatest ethics and compliance
alarm of the 21st century. The companies
that will succeed in building trust with their
stakeholders’ data are the ones that structure
themselves as agile teams. With organizational
agility, the company builds the capability to
respond swiftly, ethically and accordingly
move on, minimizing rework; which is what
stakeholders demand.
The second most important business issue,
despite all the technological innovations, is the
uninspiring productivity increases. This is largely
attributed to the speed of innovation versus the
capability at which business can be transformed
to match; the two are moving at different rates
of motion and with different priorities, creating
misalignment between expectations and
capabilities. Such issues have a direct impact on
stakeholders’ trust, both internal and external. In
more agile organizations, teams are built around
a different business model; one that allows a
more intimate user and customer experience,
enhancing trust and greater acceptance of
change. If we look at the way most organizations
and teams are structured, and the way we set
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goals and measure and manage performance,
there is ample opportunity to increase
productivity and reduce overload, creating time
to nurture the trust and reputation.
CONCLUSION
Business Conduct manifests itself in all
areas of an organization; its people, processes
and systems and is acknowledged as one
of the greatest risks that can erode trust and
performance. Building an ethical workplace
culture requires equal skills in policy-making and
relationship-building, and equal emphasis on
procedures and values. Structural concerns like
codes, training and clear criteria matter, but so
do storytelling, mentoring and presiding over a
company’s services and products.
In the ethical workplace, structures and
relationships work together around core values
that transcend self-interest. Core values do
inspire value-creating efforts as employees do
what is right, even when it’s least convenient.
The ethics of our workplace cultures matter
because the work itself matters. Achieving the
highest levels of compliance keeps us out of
trouble, but an ethical culture creates value and
advantage for all stakeholders.
Companies that may refuse to change
will face disapproval, breakage in trust and
disappointing performance that the local,
regional and global community will not tolerate.
They will lose opportunities.
As with other corporate issues, the prevailing
obstacles are with the lack of leadership to raise
the flag on ethics to drive conduct. They need
a clear understanding of how important their
ability to communicate and demonstrate their
accountability to their stakeholders is.
History and current day practices reveal
that when a company has overcome the
‘Ethics Barrier’ and adopted ethical behaviour
with a scorecard, they have earned a decisive
competitive advantage that contributes to
enhanced performance. Business Conduct
based on an accountability framework is not
only leverage, it is a performance advantage.
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Confidence about Credibility
This will serve you well and win my loyalty as your client.

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.
“No one gets taken seriously in this
world unless he or she has credibility. Not
credibility about brilliant ideas, or heroic
deeds, but credibility about daily habits and
performance.”
We live in an increasingly complex and
competitive world. One in which it is getting
more challenging to differentiate from others
who compete for the attention and business we
desire. One in which we struggle to gain and
retain respect from those within our communities.
How do we garner credibility in this changing
environment?
There are four crucial “Credibility Habits”
A successful and sustainable career
or business is built on established and
reinforced credibility. This is where your
commitment to personal leadership (selfmanagement, if you will) helps you take greater
direction of your energies and life.
Your customers, employers, employees, and
co-workers want to be able to trust and rely on
you to do what you say you’ll do – when you say
you’ll do it.
Here are the four basic ways in which
we establish our credibility.
As you read through these 4 credibility factors,
Summer 2018

pause, and ask yourself:
• How would you rate yourself and your
co-workers or staff in these areas?
• Are there areas in which you see
improvement needed?
• What will you change and when will you start?
Showing up on time
Time is the most valuable commodity we have.
It is precious in that it is finite and cannot be
banked or saved – it must be used wisely.
When you devalue my time – you effectively
devalue me! Show me that I can count on you to
be there when you say you will and I will begin to
trust you.
Doing what you say
Following through and actually doing what you
say is very rare.
All too often, based on our experience, we
expect to be disillusioned, to be lied to and to be
disappointed. When we aren’t, we are pleasantly
surprised and your credibility soars with us.
Under promise and over deliver!
Finishing what you start
What a nice surprise, when we discover,
that you actually finish what you start. What a
difference this makes in the corporate field.
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Doing this will set you apart from your competition.
Resolve to start and complete what you commit to doing if you
would build a successful business or career.
Saying please and thank you
Common courtesy is not that common. Showing
appreciation for people and their willingness to pursue dealing
with you or buying from your firm. As individuals, we are too
often treated with a lack of civility or respect. This will serve
you well and win my loyalty as your client.
These simple self-management habits may seem selfevident, but the failure to observe them is probably the
biggest cause of loss of credibility in our relationships
with others.
In an increasingly competitive global economy our clients
and colleagues want to feel special, and they want to be able
to trust you.
More so, with increasing global competition and big
box stores, credibility is a survival and business-building
tool.
• How would you rate yourself and your company in this area?
• How would you change what you’re doing
now to ensure they get that opportunity?
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Using the Power of “Thank You” to Get
What You Want: Influencing Others Made
Easier
… “thank you” is one of the most powerful phrases in the English language.
Kate Zabriskie

Most of us liked to be thanked, especially
when the sentiment is sincere. For that reason,
“thank you” is one of the most powerful phrases
in the English language.
In addition to using it to recognize past acts,
you can also say thank you to influence people
and steer them toward a desired behavior.
A gate agent: “I want to thank everyone in
the waiting area for being great travelers
tonight and for your patience. Your fabulous
attitudes make my job easier when we’re
experiencing flight delays. Let me know
if there is anything I can do to make the
wait better for you. I’m going to keep
checking for updates, and when I have new
information, I’ll let you know. Please feel
free to visit me at the counter if I can answer
any questions, and thank you again.”
A hotel manager: “Team, I know you
understand how important giving great
customer service is to the success of our
business, and I appreciate how hard you
work to be an exceptional staff. I want to
thank you in advance for going the extra mile
today. In particular, thank you for greeting
our guests with enthusiasm, finding clever
ways to delight them and handling any
problems promptly and professionally. If
we do our job right, any surprises should
be kept to a minimum. Thank you again
for your effort. Now, let’s get to work.”
A sign at a private club: “We appreciate
everything our club members do to make
Royal Oaks the region’s best-rated pool
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Kate Zabriskie is the president of Business
Training Works, Inc., a Maryland-based
talent development firm. She and her team
help businesses establish customer service
strategies and train their people to live up to
what’s promised. For more information, visit:
www.businesstrainingworks.com
club nine years in a row. Thank you for
placing used towels in the hamper and for
alerting staff members if our facility needs
cleaning or maintenance. Enjoy your swim!”
Why Bother
Some people will argue that thanking people
for doing what they are “supposed to do” is
a waste of time. Chances are, however, those
same people find themselves frustrated by
customers, clients and coworkers who don’t
behave the way they should.
For those nonbelievers, the thank-you-inadvance method of influence is certainly worth a
shot.
Why Thank You in Advance Works
Thanking people in advance works for a few
reasons.
The first has to do with a sense of obligation
many people feel to reciprocate after they’ve
received something.
The second explanation for the technique’s
effectiveness has to do with people wanting
to conform to a positive image of themselves.
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In other words, “I’m going to act like a good
traveler because I am a good traveler.”
A third explanation for the thank-you
method’s power has to do with instruction.
Often, we assume people intuitively know what
they are supposed to do. Guess what? Many
don’t, they’ve forgotten, they’re preoccupied,
or they’re simply not thinking. Offered in the
right way, many people will follow a suggested
course of action, because it’s the path of least
resistance.
The Structure of an Advanced Thank You
To plan an advanced thank you, Use the
following framework:
1. First, think about the desired result. “I want
my employees to show up on time.”
2. Second, identify the type of people who
typically demonstrate that behavior.
“Responsible and accountable
people show up on time.”
3. Third, craft a statement that identifies the
people you are addressing as that group, and
be specific about what you want to see.
“I appreciate the fact that I have such
a dedicated team. I want to thank you
in advance for giving 110% this week.
The hours during the holiday season are
demanding, and it takes a true group of
professionals to act upbeat and engaged
with every visitor. This is why we hired you.”
Tips and Cautions
Thanking people in advance is part science
and part art. The framework offered provides
a method for constructing the basics of a
message. The specific words you choose, the
tone in which you deliver them and your timing
are the components in the process that are
more subjective. The following tips and cautions
should help you get the most from the method.
1. Thanking people for good behavior should
be done before you’ve observed anything
particularly egregious. For example,
imagine a chaotic scene where customers
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are pushing and shoving each other. It’s
more difficult to thank them into a reverse
course after they’ve gone wild. However,
a little advanced gratitude offered earlier
could have helped avoid mayhem.
2. Thanking people is not a substitute for
confronting inappropriate behavior. For
example, if an employee comes to work
dressed improperly, you can’t thank your way
around addressing the problem. However,
you can use thank you as part of the
corrective conversation. “Mary, I appreciate
you listening to me this morning, and I
want to thank you in advance for taking the
conversation seriously. I know you have what
it takes to represent our company well. I look
forward to seeing you be successful here.”
3. Thanking people for everything dilutes
the method’s effectiveness. “Bill, I want to
thank you for coming in on time today. I
know how important punctuality is to you,
so thank you for parking in the employee
lot and not taking a visitor’s space….” Too
much of that, and Bill’s going to think you’ve
got a screw or two loose. Worse still, he’s
not going to believe a word you say.
4. Finally, there are some people with whom
this method falls flat. They weren’t behaving
in a way we wanted before we tried it,
and they’re not behaving after the fact
either. Fortunately, this group is small.
Perfecting the science and art of the
advanced thank you takes time. The more you
practice, the easier it is, and the more likely it
will become a strategy your brain launches on
autopilot.
I know you’ll eventually be successful in
getting this to work, and I want to thank you in
advance for giving the method a try. Who will
you influence first?
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Team Building: Find the GLUE That Binds
Your Team
…all for one and one for all…

Joe Curcillo

Danny checks his email and finds a
message advising him that he is the new team
leader for the Alpha project. The email goes on
to say that “during your time at this company,
we believe you have shown the skills needed
for success as a leader.” He immediately hits
panic mode because his dream has come
true—but he’s not quite sure he is ready to
lead.
He has always been successful in
completing the tasks assigned and he knows
his business like the back of his hand, but
he does not know where to begin as the top
dog. The process of leading a team is about
communication and organization.
Initially, you must determine the course
of action based on all that you know about
your industry and the project that has been
assigned to you. Then, begin by outlining
a plan to complete the task with success.
When you have completed your outline for the
plan of attack—and you can present it with
confidence—you are ready to face the team.
It is confidence and preparedness that allows
them to buy in to you as the team leader.
Once you have amassed and organized
the knowledge you possess in your industry,
leadership is about finding the glue that binds
your team together.
Let’s look at the GLUE.
Gather Team Information
Listen to the Team
Unify the Team
Empower and Execute.
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Joe Curcillo, The Mindshark, is a speaker,
entertainer, lawyer and communications
expert. As an Adjunct Professor at Widener
University School of Law, Mr. Curcillo
developed a hands-on course, based on the
use of storytelling as a persuasive weapon.
He has been a professional entertainer
helping corporations and associations
improve their communication techniques
since 1979. For more information on bringing
Joe Curcillo in for your next event, please
visit:
www.TheMindShark.com

GATHER information about the team
members and their backgrounds and skill sets.
Sometimes that information is available within
the organization. Other times you are fortunate
enough to know your team members. No
matter how you acquire the information, learn
what you can about what the players have
done on other teams or within the company
at large. This background information is
essential as a basis upon which you will build
the infrastructure of your team. Now keep in
mind: People change. Therefore, this collected
information will be subject to modification and
change as you watch the team come together
during the life of the project. The initial
information should be reviewed and analyzed
as much is you analyze the project itself.

CANADIAN INSTITUTE OF MANAGEMENT / INSTITUT CANADIEN DE GESTION

If the information you are gathering is
subjective: consider the source. Depending on
who provided the information, it may or may
not be accurate. Ultimately, it is in the next
phase—as you listen to your team members
and learn—that you will begin to determine
the strengths and weaknesses of your team in
reality.
LISTEN to their concerns and knowledge
to determine their ability to understand and
comprehend. As you do so, the several types
of players will surface. Listen closely to the
comments and thoughts of your team. The way
they speak and address the situation at hand
will give you great insight into the type of team
member they will become.
As each team member speaks or reacts to
your plan, you must balance their words and
actions against the information that you have
gathered about their backgrounds and with
the plan that you wish to implement. Team
members will all individually bring positive
skillsets to the table. Pay attention to those
who will be constructive team members and
aggressive participants as well as those with
initiative who will lead their portion of the
project with excitement. You may find that one
person is an expert in the subject matter at
hand while another is an expert in organization.
As you determine the place in your machine
for each of the players, you will want to make
sure that you speak to the expertise of the
individuals so that they feel that you are
speaking directly to them. For instance, when
you were speaking of technical elements, you
will want to look directly to your technician. On
the other hand, while you are mapping out the
course of action, you may want to begin with
and acknowledge that you recognize a specific
individual’s organizational skills, and indicate
that you trust them with keeping the task on
course. If someone is questioning every action
you take, give that person value by letting them
know that they are beneficially keeping you on
your toes. This will give that person value as
your conscience.
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UNIFY them by finding a common thread, or
by creating one that they can commit to. Once
you have identified the type of team members
you are managing, you will want to present the
project and the individual tasks in a format that
speaks to the specific skillsets of the individual
members.
Create unity by making it clear that they are
all essential and necessary members of your
team. Help them understand that they are
working for the common good of the team and
the organization, and let them know that their
relationship to each other is vital for success.
If they can understand how they fit into the big
picture—and how the project fits into the big
picture of the organization—they will be more
likely to feel like a part of the solution.
EMPOWER the team to execute the
plan with dedication and passion. Make the
path ahead clear. Allow them to understand
the stages of development as your project
progresses. Give them feedback as you move
along the way, and be ready and willing to
step in and assist with mediation if conflict or
hostility begins. By allowing the team to clearly
visualize the direction upon which they are
embarking, execution will become more fluid
and guaranteed. Always keep an open line of
communication with all team members in a
transparent and open fashion so that you will
minimize the risk of competition for control.
With his plan outlined, and with a firm grasp
on who his team members will be, Danny
can walk into the conference room with all
the information he could gather. He can now
pay attention to the team members and listen
carefully so that he can unify and empower
them. He has the GLUE to bind his team. He
must now put the plan in motion as he fosters
the all for one and one for all mindset.

