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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 provide an overview of an incredible
new milestone in the history of the CIM. It
is my pleasure to announce that we have
entered into a collaborative agreement with
the University of London
in the United Kingdom
to promote the online
Global Master of Business
Administration (Global
MBA) degree to members
and non-members in Canada.
Both the CIM and the UoL have a long
history of educating and transforming
lives. Founded in 1942 as a not-forprofit corporation, the CIM has provided
education and professional certification
to over 80,000 managers. The University
of London, since 1836, has been one of
the world’s leading public universities

CORE MODULES
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Successful Leadership
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and HRM

6 x Core Modules
(15 credits each)
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Accountancy
Modules

Avec ce message du président, j’aimerais
vous faire part d’une nouvelle étape importante
incroyable dans l’histoire de l’ICG. J’ai le plaisir
de vous annoncer que nous avons conclu une
entente de collaboration avec l’Université de
Londres au RoyaumeUni afin de promouvoir
le diplôme en ligne de
maîtrise internationale en
administration des affaires
(Global MBA) auprès des
membres et des non-membres canadiens.
Depuis de nombreuses années, l’ICG et
l’Université de Londres instruisent les gens et
transforment des vies. Fondé en 1942 en tant
que société à but non lucratif, l’ICG a offert un
enseignement et une certification professionnelle
à plus de 80 000 gestionnaires. Depuis 1836,
l’Université de Londres est l’une des universités
publiques les plus prestigieuses au monde avec
Law Modules

Leadershp
Modules
Entrepreneurship
Modules

STRATEGIC
PROJECT

Finance Modules

4 x Optional Modules
(15 credits each)

1x
Project
(30 credits)
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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.

with a current enrollment of over 200,000
students. Both institutions share a common
desire to better people’s lives and will
work together to this end. Together, our
two institutions will continue to better the
lives of management professionals, and
those looking to become management
professionals, across the globe and here at
home.
A degree from the University of London
is a mark of excellence, respected by
employers and universities worldwide.
This is because the University of London
is one of the world’s leading universities,
internationally recognised for its high
academic standards. This reputation is
based on the outstanding teaching and
research of its 18 world-class colleges and
10 specialist institutes. Examinations for
the Global MBA are conducted by Queen
Mary University of London (QMUL) whose
internationally acclaimed faculty provided
the academic expertise to develop the
programme.
Students that enroll in the Global MBA
program will not only be able to achieve
a degree from one of the world’s leading
universities, but they will become CIM
members and be eligible to obtain the
Chartered Manager (C.Mgr.) designation
upon completion of the program at no
additional cost.
But there’s more! Once the MBA is
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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.
plus de 200 000 étudiants inscrits actuellement.
Ces deux institutions partagent une volonté
commune d’améliorer la vie des gens et vont
collaborer à cette fin. Ensemble, nos deux
institutions continueront d’améliorer la vie des
professionnels de la gestion et des personnes
qui souhaitent devenir des professionnels de
la gestion, à l’échelle internationale et ici au
Canada.
Un diplôme de l’Université de Londres est une
marque d’excellence qui est respectée par les
employeurs et les universités du monde entier.
Il en est ainsi parce que l’Université de Londres
est l’une des universités les plus prestigieuses
au monde, reconnue à l’échelle internationale
pour son niveau académique élevé. Cette
réputation est fondée sur la qualité incomparable
de l’enseignement et de la recherche de ses 18
collèges et 10 instituts spécialisés. Les examens
du Global MBA sont organisés par la Queen Mary
University of London (QMUL) et leurs professeurs
de renommée internationale ont contribué leur
expertise afin de développer ce programme.
Les étudiants qui s’inscrivent au programme
du Global MBA pourront non seulement recevoir
un diplôme de l’une des universités les plus
prestigieuses au monde, mais ils deviendront
également membres de l’ICG et pourront obtenir
la désignation de gestionnaire agréé (C.Mgr.) à la
fin de la formation, sans frais supplémentaires.
Mais ce n’est pas tout ! Une fois le MBA
terminé, les diplômés recevront aussi un
diplôme de niveau 7 en gestion stratégique et
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complete, graduates will also receive a
Level 7 Diploma in Strategic Management
and Leadership from the UK Chartered
Management Institute and, if completing
the MBA in Accountancy option, become
eligible to sit the Chartered Institute of
Management Accountants (CIMA) Master’s
Gateway exam to obtain the Chartered
Global Management Accountant (CGMA)
designation.
As an integrated collaboration, students
will have access to all the benefits of
being a UoL Global MBA student and the
certification, professional development and
networking benefits that CIM membership
provides. The CIM will be the local presence
across Canada for Global MBA students
as they work toward their degree and
Chartered Manager registration, belonging
to a local chapter.
The first of its kind in Canada, this
prestigious, affordable and flexible multi-

leadership du Chartered Management Institute
du Royaume-Uni et, s’ils ont fait le MBA avec
l’option comptabilité, ils auront la possibilité
de passer l’examen Chartered Institute of
Management Accountants (CIMA) Master’s
Gateway en vue d’obtenir la désignation
Chartered Global Management Accountant
(CGMA).
Grâce à cette collaboration intégrée, les
étudiants auront accès à tous les avantages
du programme Global MBA de l’Université
de Londres, en plus de la certification, du
perfectionnement professionnel et du réseautage
de l’ICG. En effet, l’ICG est disponible partout au
Canada pour les étudiants du Global MBA qui
souhaitent recevoir ce diplôme et la désignation
de gestionnaire agréé, tout en faisant partie d’une
section locale.
La première de ce genre au Canada, cette
collaboration prestigieuse, abordable et flexible
permettra d’ouvrir une foule de possibilités sur le
plan personnel, académique et professionnel. La

– CHAPTERS –
BRITISH COLUMBIA/YUKON
CHAPTER
9727 Thompson Road
La Vista Ridge
Summerland, BC V0H 1Z3
Email: bc@cim.ca
GRAND VALLEY CHAPTER
16 Westforest Trail
Kitchener Ontario N2N 3A6
Tel: 705-725-8926
Email: dsch62@gmail.com
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Tel: 905-561-9889
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LONDON CHAPTER
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QUEBEC CHAPTER
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Tel: 450-674-6775
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montreal@cim.ca

TORONTO CHAPTER
2800 14th Avenue, Suite 210
Markham, Ontario L3R 0E4
Tel: 416-491-2886
Email: toronto@cim.ca
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CHAPTER
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Email: nancy@knlp.ca
NIAGARA CHAPTER
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SARNIA CHAPTER
258 Ross Avenue
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NATIONAL CHAPTER
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Tel: 705-725-8926
Fax: 705-725-8196
Email: office@cim.ca

For additional information on your local Chapter, visit cim.ca/chapters
Spring 2018

5

CANADIAN INSTITUTE OF MANAGEMENT / INSTITUT CANADIEN DE GESTION

credential collaboration will open a world
of opportunities personally, academically
and professionally. Management is a global
profession and the Global MBA is the
next step to unlock all the opportunities
associated with this. More details regarding
admission requirements, exemptions,
modules, fees and other details will follow
as we formally launch this collaboration in
the weeks and months ahead!
The last year has presented the CIM
with numerous new opportunities and
delivered an important Chartered Manager
reciprocity agreement with the UK
Chartered Management Institute. We have
an exciting year ahead as we move forward
with meeting our strategic priorities and
launching many opportunities for members
and future members. My hope is that each
one of us will take this year to truly focus
on our Institute’s mission and vision. Our
chapters across Canada will be crucial in
ensuring success of our future journey and
demonstrating value to our current and
future membership.
As your President, please contact me
anytime at president@cim.ca
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gestion est une profession mondiale et le Global
MBA est la prochaine étape permettant d’offrir
de nouvelles opportunités dans ce domaine.
Nous vous donnerons plus de renseignements
concernant les conditions d’admission, les
exemptions, les modules, les frais et d’autres
détails lorsque nous lancerons officiellement
cette collaboration dans les semaines et mois à
venir !
L’année passée a offert de nombreuses
nouvelles possibilités à l’ICG et a apporté
une entente de réciprocité importante pour
les gestionnaires agréés avec le Chartered
Management Institute du Royaume-Uni. L’année
actuelle s’avère tout aussi passionnante, alors
que nous progressons dans la réalisation de
nos priorités stratégiques et le lancement de
nombreuses opportunités pour les membres et
les futurs membres. J’espère que chacun d’entre
nous profitera de cette année pour vraiment se
concentrer sur la mission et la vision de l’institut.
Nos sections à travers le Canada joueront un
rôle essentiel afin d’assurer le succès de notre
cheminement dans l’avenir et de démontrer la
valeur de notre adhésion actuelle et future.
N’hésitez pas à contacter votre président à
president@cim.ca
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A PRIMAL Approach to Creating the
Professional Life You Desire!
A PRIMAL approach for you in this context is about laser like focus on what is most
important or fundamental to your future success.

Curt Redden

Are you completely satisfied in your career
or work? Whether you are just starting your
career, or are more seasoned in your position,
it can sometimes become a challenge to stay
motivated, engaged and happy all the time. It is
likely you devote a tremendous amount of time
in your chosen field, how can you enjoy it more
and make it truly extraordinary?
You can improve in this area by clarifying
and focusing on your primal needs. While some
consider primal as specific to stages of early
man or evolutionary development, the Latin
origins of primal (primus) is defined as essential,
fundamental, and of most importance. So, what
is most important for you as you seek to improve
your work and life?
In researching top performers across
industries, there are certain approaches and
mindsets that separate the vast majority of
people from those that reach the goals they
desire. All activities are not equal. A PRIMAL
approach for you in this context is about
laser like focus on what is most important or
fundamental to your future success.
There are six key elements essential in this
process and they form the acronym as follows:
1. Purpose and Passion: Everyone has
something that drives them to do what they
do, and activities that help them connect to
their natural talents. The challenge is figuring
out what that is for you and then using it daily
in your work. Maybe you’re thinking there is
no way I can find passion in my current work.
If this is the case, you may not be leveraging
your unique talents and strengths in your
Spring 2018

Curt Redden is a speaker, talentdevelopment expert, and co-author of
Going PRIMAL, A Layered Approach to
Creating the Life You Desire. Curt has
spent more than twenty-five years working
to support and encourage employees as
they strive for success. He currently is the
head of global talent development for a
Fortune 50 company. He is also certified
by the Association for Talent Development
as a master trainer and performanceimprovement consultant. For more
information on Curt Redden, please visit:
www.primalsuccess.com
current role. You may not even be aware of
what are your unique talents and strengths.
Top performers consistently tap into what they
love to do. They then dive deeper by focusing
on the activities and areas where they have
strengths. There are many great assessments
to help you understand these strengths.
The key is self-discovery first, so you can
then look for activities and projects in your
current profession where you can exercise
these talents so they become even stronger.
You will also find yourself enjoying work
more because it is more rewarding to work
in areas you love, and have natural ability.
2. Relationships: Once you have refined
the areas in which you naturally excel, the
next step is to identify the professional
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relationships where you will focus and
seek improvement. Nobody is successful
alone. Study the top performers in your
field. What do they do differently? How
many of them do you have close and
deep relationships? Who are those people
for you? If you want to improve, you can
dramatically accelerate your learning curve,
and improve your results by learning from
those who have already achieved what you
want to achieve. Invest the time to seek out
a mentor who can help you, and be willing
to give first. The relationships you establish
and deepen in your professional roles will
positively impact everything you do.
3. Intention and Attention to the most
important areas of your work: Not all
relationships are equal, and not all activities
are equal. The most satisfied top performers
say no to the good so they can say yes to
the great. They do this by understanding
what key actions drive most of their results.
The 80/20 Pareto principle applies to
your work most of the time. If you look at
your deliverables, you will likely see that
20% of what you do drives 80% of your
overall results. How do you do more of
the activities driving the majority of your
results? Effective goal setting processes
can help you prioritize those things first, so
you can increase your focus and execution
in the areas that matter most. This will help
prevent that sickening feeling at the end
of the week, when you reflect and ask, “I
was so busy this week, but what did I really
achieve?” Focusing on the activities that will
yield the greatest return on your investment
is critical to improving performance.
4. Measure: Once you establish your goals,
you have to keep them in front of you
at all times. This is often where people
struggle with effective goal achievement.
You effectively craft your goals, but then
put them away. In order to win, you must
Spring 2018
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keep score. Having clearly defined goals
and measuring your progress will keep
you on the path to success, and ensure
you schedule those things first. Best
practices in this area include building
a scoreboard for your most important
activities and projects, and keeping them
visible in your workspace. Gamifying this
process helps you stay competitive with
yourself and also helps others hold you
accountable as you track your progress.
5. Attitude and Perseverance: Everyone fails
and has set backs at some point. What do
the most successful people do differently,
and how can you emulate their resilience in
your own life? Establishing and maintaining
a positive “can-do” attitude, in spite of your
challenges, is foundational to helping you be
successful. This is much deeper than simply
not whining or complaining when things get
tough. This is the ability to rewire your brain
to approach problems and challenges with
“What is the opportunity in this situation?”
rather than fixating on the negative issues.
6. Legacy and Your Work: There is
tremendous value to be gained from
considering how you want to be remembered
by your colleagues, and the impact you
want to have aligned with your purpose and
your work. How will you give back and help
others? Reflecting on your desired legacy
will help you to identify the seeds you must
plant today. Fast forward to your retirement
celebration and think of all the things you
want people to say about you. What was
your impact, and what will carry on in your
work and contributions moving forward?
The key to success lies in formalizing and
actively implementing your action plan in each
of the six areas. Best of luck in pursuing your
best days and your best work as you apply this
PRIMAL approach!

CIM NEWS
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PROFESSIONAL DESIGNATIONS GRANTED
Last Name
C.MGR.
Kearns
Sauder
Fosty
Hitchman
O’Brien
MacDonald
Gasparini
Howard
Rojaiye
Sproule
Sum
Logan
Lengua

First Name
C.MGR.
Jason
Douglas
Audra
Trevor
Barry
Brett
Richard
Sally
Babajide (Pete)
Joanne
Wayne
Keith
Tony

Chapter
C.MGR.
Southern Alberta
Manitoba
Manitoba
Toronto
Toronto
Northern AB/NWT
Toronto
BC/Yukon
Saskatchewan
Northern AB/NWT
Northern AB/NWT
Grand Valley
Toronto

C.I.M.
Scherer
Nelson
Millar
Siwila
MacDonald

C.I.M.
Adam
Chad
Jason
Namakau
Angela

C.I.M.
London
Northern AB/NWT
Northern AB/NWT
Northern AB/NWT
Northern AB/NWT

CSM
Pollen
Marquis

CSM
Micheal
Charmaine

CSM
Manitoba
Manitoba

CIM ACCREDITATION
The Canadian Institute of Management is very
pleased to announce that University of Winnipeg,
PACE has been accredited from June 1, 2018
through May 31, 2023.
University of Winnipeg, PACE
commencing June 1, 2018
Management Certificate

•

CIM RE-ACCREDITATION
The Canadian Institute of Management is very
pleased to announce that St. Francis Xavier
University has been Re-accredited from May 1, 2018
through April 30, 2023.
St. Francis Xavier University
commencing May 1, 2018
Bachelor of Business Administration

•
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NEW MEMBERS
Last Name

First Name

Chapter

Ho
Stokes
Kearns
Nelson
Lengua
Abukhader
Even
Olotu-Jacob
Thiessen
McGillivray
Goras
Tseng
Cormier
Beeching
Obadina
Buelow
Howard
O’Brien
Anderson
MacDonald
Chirigel
Djukic
Griffin
Morris
Thompson
Thompson
Widmeyer
Detbrenner
Shippie
Siwila
Carmichael
Lee
Nikolaou
Hegadoren
Alexander-Cormier
Selnes
Taqi
Osei Kwame Jnr
Berry
Hodge
Galbraith

Joanna
Tamara
Jason Roy
Chad
Tony
Saad
Jamie
Michael
Kelsey
Damon
Adriana
Yuan-Tzu
Randy
Wade
Remilekun Olusola
Roberta Louise
Sally
Barry
Lenise Marie
Angela Lynn
Monica Magdalena
Mirela
Kellie
Maggie
Michael
Rob
Mark
Jonathan Andrew
Marlon Craig
Namakau Flavia
Lynette
Cristina
Alexandra
Amber
Jennifer
Richard Wayne
Ali
Degraft
Dawn
Sherri
Brandon

BC/Yukon
Maritime
Southern Alberta
Northern AB/NWT
Toronto
BC/Yukon
Toronto
Manitoba
Manitoba
Northern AB/NWT
Northern AB/NWT
Maritime
Maritime
Northern AB/NWT
Manitoba
Manitoba
BC/Yukon
Toronto
Northern AB/NWT
Northern AB/NWT
London
London
London
London
London
London
London
BC/Yukon
National
Northern AB/NWT
London
BC/Yukon
Manitoba
Northern AB/NWT
London
BC/Yukon
Toronto
National
Manitoba
Hamilton
London
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Seven Methods to Put Management Pillars
into Practice
What do organizations do when they accomplish a big thing?

Jan Makela

People management has drastically
changed since earlier decades, where the
corporation was king and people were just
workers to serve operational efficiency. The
operational model for today is mission, purpose
and sustainability. Today, teams and team
leaders are kings. How can you improve your
team or organizational bottom line? Here are
seven proven methods that will help.
1. Vision and mission
In his book The 7 Habits of Highly Successful
People, Stephen Covey wrote, “Start with
the end in mind.” What is it that you want?
What is in it for others to follow you? There
has to be something bigger than you that
others can grasp and buy in too. Why does
your organization exist? It is not to make
money that is a result. Workers today want
to work for organizations that can show
a purpose or cause. Google‘s mission,
for example, is “to organize the world’s
information and make it universally accessible
and useful.” Today Google dominates
75% of the U.S. online search market.

Jan Makela is an executive coach,
highly-sought after speaker, and bestselling author of Cracking the Code to
Success and Be the Manager People Won’t
Leave. Jan has a long and successful
history of working with companies to
ensure quality hiring and training practices.
His specialty revolves around strengthbased leadership development, with a
particular focus on working with senior and
mid-level executives, business owners, and
professionals. For more information on Jan
Makela, please visit:
www.StrengthBasedLeadership.net
sight means out of mind. Keep your goals in
front of the people in charge of accomplishing
them and ask them about their progress
on a routine basis—preferably on a weekly
basis. Ask them how they are doing and
what can you do to make the goals easier to
accomplish. Watch what your team does.

2. Goals
3. Expectations
Everyone sets them in January. Whether it’s
Only 30% of employees know what is
to lose weight or exceed your sales forecast,
expected of them at work. Your goal is to
most people begin setting and evaluating
get people to work and perform together.
their goals at the first of the year. And then
People will live up or down to the perception
what happens? The goals go in a drawer or
of your expectations of them. If they think
hidden in an electronic file never to see the
you believe in their abilities and expect
light of day until someone asks. So put your
them to do well, they will. Remember,
goals on display so that the team and you can
if people don’t know what you expect,
see the goals on a daily basis. Why? Out of
don’t be surprised by what you get.
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4. Feedback
Feedback is craved by high performers and by
all employees as well. Positive feedback grows
and negative feedback stifles. Catch your
employees or team members doing the job
right and watch when they continue. They will
do more of what generates positive feedback.
5. Treat everyone fairly but not equal
The people you work with are all unique
individuals, and although you need to treat
each one fairly, that does not necessarily
mean equally. They have different values,
wants, backgrounds, skillsets, experience,
and most likely are at different stages of
their careers. One size fits nobody. Great
managers play
chess; average
managers play
checkers. In
checkers all
of the pieces
move in the
same direction.
In chess, all of
the pieces move
differently and the
key to success
is knowing the
differences
between the
pieces, how each
piece moves and how to create a strategy
that maximizes the moves for all of them.
Another key piece of the puzzle is showing
your team that you genuinely care about them.
They need to know you have their interest
at heart, people want to know that someone
at work cares about them as a person.
6. Provide tools resources to do quality work
Most people don’t wake up in the morning
and say to themselves, “I think I will go to
work today and do a bad job.” Most people
want to do quality work. Part of that is having
the tools and resources to do a quality job.
Spring 2018

12

Ask your people what you can do to make
their job easier. Reaffirm your commitment
and caring to them. If they say, “I need a
new widget maker,” get it. Provide them
with the resources they need to succeed.
If they say they don’t need anything, your
response should be – “I guess I can expect
quality work.” You want to take away any
and all reasons people can conjure up for
failure. You only leave a path to success.
7. Celebrate success
What do organizations do when they
accomplish a big thing? Well, they move
on to the next “big” thing. It is important to
stop and celebrate with your teams. Allow
people to share the
memory of what has
been accomplished.
Simple things like
handwritten notes are
important too. Write
notes to your people,
yes the old fashioned
hand-written notes,
saying thank for what
they did and how
their contribution
lead to the overall
achievement of the
group. They might
even post them on
the wall of their work space, on their desk
or possibly even on the family refrigerator!
The seven pillars can help separate your
organization from the competition in your
industry. If you are team leader, it can help you
and your team standout within any organization.
People who are working in organizations with
purpose are much more likely to be promoters
of their employers and managers. Not only do
they come to work to do quality work, they
are less likely to leave and go elsewhere for
employment.
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Blame It on Grumpy Cat
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.
Since 1993, Tero International has earned
a distinguished reputation as a premier
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
The Internet provides ample evidence that
millennials enjoy their pets. Millennials have
unseated baby boomers as the largest petowning generation.
Millennials welcome four-legged friends
into their lives at an average age of twentyone, considerably younger than their baby
boomer elders who waited until age twentynine to get their first pet. Whether it is for
companionship, a preparatory step for the
family they have been delaying, or filling some
gap, millennials are taking their pets seriously
and pampering them at unprecedented rates.
The world is divided into two different
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types of people—dog people and cat people.
With over 4.5 billion cat videos posted
online, cats are a top pick for millennials.
Sixty percent of millennials watch cat videos
online, possibly buying into one body of
research that says watching cat videos can
make you more productive at work. Grumpy
Cat (her real name is Tardar Sauce) is perhaps
the most famous, and richest, of the Internet
felines. Half of millennials own cats, and
half of the cat-owning millennials confess
to telling their cats secrets that no one else
knows.
What about dogs? Millennials are
adopting pups at high rates too, with 57
percent of millennial households owning
a dog compared with 51 percent of all US
households.
While there is strong agreement among
millennials about the merits of pet ownership,
the segregation between dog people and cat
people continues uninterrupted, as it has for
generations. We choose our loyalty between
dogs and cats much like we choose our
favorite sports teams. And like our favorite
teams, we tend to find fault with the opposing
team and cheerfully overlook shortcomings
on our own side.
Dog people commonly hold negative
impressions of cats, such as cats only care
about themselves, are loners, are cold and
unfeeling, and black cats bring bad luck.
Not to be outdone, cat people hold their
own negative perceptions of dogs, usually
vilifying them by breed rather than amassing
all dogs into a single cohort.
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Whatever our bias, dogs or cats, we
acquired it as a result of the knowledge
and experiences we’ve had. Biases and
stereotypes are normal. We all have them. We
hold biases about pets, people, members of
a certain generation, careers, our business
competition, industries, products, beliefs…
about almost everything. As we expand our
knowledge and broaden our experiences,
we naturally challenge our biases and
stereotypes—usually with good outcomes.
The more you are open to learning
about a wide range of things, people, and
experiences, especially those unfamiliar to
you, the more your potential has a chance to
fully mature and your own life is enriched.
One of your greatest challenges is to
ensure that your biases, either conscious or
unconscious ones, don’t hold you back or
prevent you from reaching your potential.
THE MAGAZINE FOR MANAGERS / LE JOURNAL DU GESTIONNAIRE

THE TECHNOLOGICAL UPS AND INTERPERSONAL DOWNS
OF THE MILLENNIAL GENERATION
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The True Source of Your
Organization’s Power: Authenticity
Embracing authenticity is a new paradigm for corporate
culture.

Barry Kaplan						

Jeff Manchester

Adapted from The Power of Vulnerability: How To Create A Team Of Leaders By Shifting
INward (Greenleaf Book Group Press) by Barry Kaplan and Jeff Manchester. Copyright (c)
2018 by Barry Kaplan and Jeff Manchester. All rights reserved. This book is available at all
bookstores and online booksellers.
Barry Kaplan and Jeff Manchester are the authors of The Power of Vulnerability: How To
Create A Team Of Leaders By Shifting INward (Greenleaf Book Group Press). As partners at
Shift 180, they coach business leaders and their teams to unlock their full potential. To learn
more, visit:
www.shift180.com
Embracing authenticity is a new paradigm
for corporate culture. Authenticity hasn’t been
a focus for organizations. Most leaders haven’t
known that this is the gateway to unleashing
the true power of their organization.
Emotional intelligence (EQ) has certainly
been embraced over the last decade. Your EQ
is now considered to be as important as your
IQ. However, having emotional intelligence
does not guarantee that you are authentic. It’s
more than that. Authenticity in the workplace
simply means “you being you”—but it is not
always simple to bring to life. Can you show
up with your ideas and opinions—with the
emotional context included—and be respected
and accepted for what you bring to the
organization? Or do you govern yourself for
fear of rejection?
Even if you have some way to understand
and communicate what emotion is triggered by
a situation, how do you translate this skill into
a bottom-line result? Even among leaders that
embrace emotional intelligence as a required
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skillset, most still don’t know how to leverage
EQ into true power for the organization by
being authentic themselves and by promoting
authenticity in their corporate culture.
In our preparation for consulting with
leaders and teams, we elicit input from each of
them. We do an exercise where we lay out 250
pictures of all kinds of things—work pictures,
financial statement pictures, sports teams,
family, beach, mountains and more. We then
ask team members to look at all the pictures
and select the ones that resonate the most
with them emotionally. Invariably, most come
back with the pictures representing family or
vacation areas, places that speak to non-work
environments: pictures that carry a significant
emotional component of love and joy, passion
and peace. When the team members reflect on
the nature of the pictures, there is a common
“aha” moment—we are people on a team who
love our spouses and families, enjoy hobbies
and recreation, and in general we represent
more than just work. They have just shared the
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other domains
of their lives
that are truly
important,
leading to
comments
like “Wow,
I’ve worked
with you for
ten years and
I didn’t know
those things
about you!”
These
teams just
didn’t know
that getting to
know a person, where they’ve been and what
kind of life they’ve had, makes a difference
in understanding how they may show up and
take positions on a business issue. They didn’t
know about the interests that they share with
their teammates, be it favorite hobbies, age of
children, or common vacation themes, which
only deepens their sense of connection with
each other. They didn’t know that when they
are able to express emotion, it doesn’t alienate
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their colleagues,
but allows them
to be drawn into
a real connection
with them.
When you get
to see someone
for who she really
is as a human
being, beyond
the façade,
underneath the
armour—not what
they want you
to know about
them, but the
true person—you
can genuinely open yourself to their struggles
on the job. You then develop empathy,
compassion, and a feeling of care for your
colleagues that comes from a genuine desire
to support them with their challenges. When
someone is emotionally invested in a cause,
it brings out their greatest sense of creativity,
inspiration, and motivation to support
solutions. You will do whatever you can,
whatever is necessary, to bring real support.
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Sustainable Competitive Advantage and
Demographic Change
Why does your organization exist, and why should anyone care?

Bryan Leach

Management
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educator, Professional Engineer in Alberta and a
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Chartered
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of sustainable
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Adult
and
competitive
considered as sources
Workplace
Learning
and
a
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in
Continuing
advantage (SCA) in
of the company’s SCA:
Education specializing in Leadership and
the marketplace.
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Development
in
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book ‘Mentoring: Generational Perspectives’
the client’s business,
(high) for value to their
published
in
2017.
During
his
career,
Bryan
be rare or unique
clients’ businesses
has
published
papers
and
articles
on
a
range
in the marketplace,
and uniqueness in
of technical and management subjects. He
be difficult for
the marketplace. Only
has
also
been
an
invited
speaker
to
technical
competitors to obtain,
one resource, the
organizations both in Canada and abroad. In
and be irreplaceable
retention of “older
recent
years,
he
has
been
invited
to
speak
to
from any other
folk,” scored greater
organizations
and
companies
in
Alberta
on
the
resource. These
than three for both
subjects of knowledge management, career
resources often take
value and uniqueness.
management
and
mentoring.
the form of intellectual
This resource formed
capital embedded
the company’s source
in the heads of
of SCA. The other
the company’s
six resources were
senior staff, the Baby Boomer generation. For
either lacking in value to the clients’ businesses
a company to remain competitive, intellectual
or uniqueness in the marketplace, or both.
capital must be passed on to younger
The managers noted how challenging it was to
generations before the Baby Boomers retire.
objectively view the value and uniqueness of their
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perceived sources of SCA through the eyes of
their clients.
In a knowledge-based economy, sources of
SCA are embodied in the company’s intangible
assets, its intellectual capital, which includes
its human, structural and customer capital.
Human capital comprises the skills, knowledge
and experience of its people. Structural capital
comprises the patents, systems, networks, and
processes owned by the company. Customer
capital involves the relationships between the
organization and its customers and suppliers.
A company’s structural capital takes the form
of so-called explicit knowledge that can be
articulated in formal language, mathematical
expressions, specifications and manuals, and
stored in databases. In contrast, much of a
company’s human and customer capital, its socalled tacit knowledge, is hard to articulate in
formal language and involves intangible factors
not readily stored in databases. It is contained in
the heads of the “knowers”, many of whom are
Baby Boomers, who are now retiring and taking
their years of accumulated skill, knowledge, and
experience (organizational memory) with them.
The loss of organizational memory due to
Baby Boomers departing from the Canadian
engineering firm mentioned earlier was
quantified. The company had 39 of its senior
practitioners who were 60 years of age or older
and who could retire within five years. If all these
senior practitioners started their professional
careers at age 25 years and their average age
was 63 years, then the company stood to lose
1,482 years of organizational memory within five
years. If all these senior practitioners had joined
the company at age 35 years with 10 years of
experience, then the company stood to lose
1,092 years of company-specific organizational
memory. In the context of an SCA, not all this
organizational memory has the same value
to clients’ businesses or uniqueness in the
marketplace. Managers need to identify those
knowledge assets critical to a company’s source
of SCA, where (in whose heads) those resources
are located, and to establish a process for
Spring 2018
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transferring those knowledge assets to the
younger generations (Generation Xers and
Millennials).
In this knowledge-driven economy of the
twenty-first century, knowledge management
has become a focus for many companies
including the collection of structural capital
(manuals, specifications, policies, and
procedures) and storage in databases that are
easily accessible. Some companies also try to
capture their human and customer capital and
store it in databases for subsequent retrieval
as needed. However, little or no attention is
given to determining which knowledge assets
are critical components of a company’s source
of SCA. The approach is simply: the more
information and explicit knowledge stored the
better.
Databases store data, information, and
explicit knowledge, not high value tacit
knowledge and wisdom. The collection,
capture and storage of information and explicit
knowledge in a database does not automatically
result in its inter-generational transfer.
Knowledge management strategies employed
by companies also include the compilation of
knowledge directories (who knows what in the
organization, the so-called Yellow Pages), the
development of communities of practice (to
promote knowledge sharing), internal training
programs (with senior practitioners teaching
and sharing their knowledge and experience),
and formal and informal mentoring programs.
However, the presence of a knowledge
management strategy does not necessarily
result in inter-generational transfer of tacit
knowledge and wisdom.
The consulting engineering company,
mentioned above, developed an internal
knowledge database based on the Wikipedia
concept. Senior practitioners were encouraged
to post articles related to their areas of
technical expertise and experience that could
be accessed by everyone in the company.
After one year of operation, only three of the
39 Canadian Baby Boomer potential retirees
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had contributed a total of nine articles to the
database, with six being contributed by one
individual. One of the potential retirees with
a national reputation in his field, who had not
contributed to the database, commented when
told of the existence of the database, “I know
much more than I can write down”, echoing
Michael Polanyi’s famous quote regarding
tacit knowledge: “We know more than we can
tell.” Another potential retiree commented that
“he had never heard of
the database”. This was
one year after its initiation.
Getting Baby Boomers to
record their knowledge and
experience for storage in a
database is a challenge.
The company had an
active and well-supported
internal training program
focused on providing
employees with technical
and non-technical training.
A key element of this training program was
to have older, more-experienced employees
facilitate the courses and so provide a
vehicle for them to share their many years of
accumulated skill, knowledge, and experience
with younger employees. Although most
senior staff supported the program in theory,
in practice, few stepped forward to be actively
involved. In the Canadian operation, only
four of the 39 potential Baby Boomer retirees
were involved in the program. When asked
about this disconnect between theory and
practice, the most common response of the
Baby Boomers was that they were “too busy
on project work” to be involved in the training
program.
An established method of transferring
knowledge from older, more-experienced
practitioners to younger, less-experienced
practitioners is mentoring. Mentoring can
be informal or formal. Informal mentoring
relationships develop organically, often through
the mentor and the mentee working together.
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Formal mentoring involves a structured
process to match the mentor and mentee, and
a “managed” mentoring relationship. Mentoring
can be an effective method to promote the
inter-generational transfer of those knowledge
assets that are critical to the company’s source
of SCA. Through a mentoring relationship, the
mentee can serve a cognitive apprenticeship
with their mentor. The role of management
in these mentoring relationships is not to
manage, but to provide
the space (real and virtual)
and the time for these
relationships to flourish.
The knowledge assets that
are the company’s source
of SCA and are located in
the heads of potential Baby
Boomer retirees should be
identified. Management
then needs to promote and
reward the inter-generational
transfer of the company’s
key knowledge assets. Reward for potential
Baby Boomer retirees transferring their
skill, knowledge, and experience should
focus on the company recognizing the value
and importance of this inter-generational
knowledge transfer, rather than simply
rewarding the Baby Boomers for being busy on
project work.
In turn, Baby Boomers should be aware of
their responsibility to pass on their years of
accumulated skill, knowledge, and experience
to younger generations. As a 32-year-old
female engineer commented when discussing
her mentoring relationships: “Them (her
mentors) being too busy, this goes back to my
other comment that I think my personal opinion
is when you have engineers that are sixty or
seventy years old and have all that experience,
why are they doing so much project work? Why
don’t they have a beautiful sofa in their office
and permission to smoke a pipe and just sit
there and be wise and just impart their plethora
of knowledge to the young people”?
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Innovate or evaporate – The time to act
is NOW!
The gap between imagination and achievement or actualization has never been
shorter.

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.
When would be the best time to start some
serious work on innovation in your organization?
Now, is the short answer! The gap between
imagination and achievement or actualization
has never been shorter. Beginning ‘somewhere’
is always preferable to waiting while your team
weighs the options and while the organization
goes bust or gets left in the dust by those
competitors who are being innovative and
creative in this volatile market.
Author of “Leading the Revolution”, Gary
Hamel advocates that “radical innovation is the
competitive advantage of the new millennium.”
With the aftermath since 911, the Enron fallout,
and a general shake up in our economy, Iraq, a
wake up call is certainly in order.
ut that can be a challenge to productive
change with some organizations mental
constraints and stuck in the mud mindsets. J.K.
Galbraith, noted economist once shared, “Faced
with the choice of changing one’s mind and
proving there is no need to – almost everyone
gets busy on the proof”,
Everyone needs to be involved. Partial
commitment to innovation is commitment to
failure. There needs to be a willingness to listen
to, and act on, the change plan that comes from
this innovation process.
Creative Partners’ Andy Radka shares the
results of a survey of 500 top American CEO’s.
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They were asked what their organization needed
to survive in the 21st Century.
• Their top answer was “to practice
creativity and innovation.”
• However, “only 6% of them believed
they were tackling this effectively”.
Quite a gap between stated needs and
application. Obviously blending in a spirit of
innovation takes time vs a quick fix or special
seminar. If innovation and creativity are so
important, even critical in business survival,
I wonder why the gap in application and
implementation?
While each organization is distinct and
different, there needs to be a more holistic,
integrated approach to innovation and creativity
as a culture. We need to get ‘buy in’ on all levels.
Further, we need to consider some important
points to increase the possibility of idea
generation, which in turn drives innovation and
creativity in an organization.
What can you do to facilitate this process?
Here are some areas of concern in building a
foundation for success under this creative and
innovative initiative:
• Innovation strategy: Innovation needs
to be an ‘integral part’ of all strategies
and policies in your organization, not
just ‘tacked’ on as a quick fix up.
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It needs to permeate every department, and every section.
Every employee must make it a focus in part as they do their
respective roles. For example, how much time is spent in the
boardroom discussing ongoing innovation strategy? This is
where the ‘rubber hits the road’ and your employees see just
how much you are committed to this path of action.
• Support from top management: In too many
organizations ideas and innovation steps
are already at risk at their inception.
Poor leadership
can look the other
way or take the
courageous step
and stretch out
a helping hand
to buoy them
until they can be
worked out and
tried in the real
world.
Ask yourself,
‘Do my managers
see themselves as
leaders whose role is to ‘clear the way’ for creativity or are they
simply status quo oriented’? Your employees and colleagues
are watching for your leadership in this arena.
What will your employees see when they observe your
leadership?
• Collective mindsets: Whether we acknowledge it or not
we each have mindsets comprised of beliefs, attitudes,
and values that drive or motivate our behaviour.
These collective mindsets (eg ‘can’t teach old dogs new
tricks or ‘my people aren’t creative’) frequently form barriers
to the creative process. They need to be unlocked and
unblocked.
Business guru Peter Drucker once said, “defending
yesterday – i.e., not innovating – is far more risky than
making tomorrow”. Make sure your organizational mindset
is not creating an ‘immune system’ or anti-virus system that
automatically rejects or attacks new ideas, processes or
challenges to the status quo business model. This can be
your largest obstacle in embedding creative approaches and
applied innovation within your organization.
• Employees get tools and training: Are your staff given
the tools and the on-going training they need to support a
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creative climate and innovation? People and
training are crucial to your success, and the
training needs to be ongoing and reinforced.
Creativity will not magically flourish with
the advent of a few courses or the provision of
a ‘few’ creative tools to a ‘few select’ people.
Everyone needs to be trained and supported in
his or her evolution of understanding and applied
learning.
• Knowledge management tools: Does your
organization have an intranet that capitalizes
on the strides information technology has
brought to the battle for business survival?
I.T. often acts as an enabler, which allows
us to break the traditional barriers of function,
geography and even hierarchy. This allows for
internet-based sparking of ideas and a chance to
engage and bring ‘all’ the minds or your various
teams into the game. This is how you win! (For
example: A few years back, the Titleist (golf
company) used 5 of my articles on a new intranet
site being set up for their sales staff across the
US.)
• What gets
measured gets
done – metrics for
innovation: Creativity
and innovation can
be measured and
if so, are done on
a more consistent
basis. If creativity is
rewarded, even more!
Intellectual assets
can impact heavily
on your market
value. Consider the
differential and costs
between hardware
and software values?
• Creation of an
idea pipeline: Is
there an effective
innovation process
or pipeline or some
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form of tracking system for converting ideas
into innovative services or new products?
Is everyone on your team committed to
feeding this process or pipeline? Only systematic
processes, which incorporate a blend of logical
and lateral, thinking tools can bring creativity an
innovation.
What are you doing to ensure you prime the
pump and keep this pipeline full and flowing?
• Supplier and customer mindsets:
Organizations create a demand for
innovative suppliers to be able to
serve their clients who are demanding
innovative products and services.
Ask yourself, ‘are your current (and potential)
clients able to support a dialogue about
inventing your shared future?’ How about your
suppliers and allied professionals? They may
not even recognize the future until they see it
or are made aware of its possibilities. That in
part, is your job in the connection and education
process of business.
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They Did What?
Coping Effectively With Customers Who Behave Badly

Kate Zabriskie

While somewhat funny, each of those notices
is a cry for help from service staff exasperated
by their customers’ impolite behavior.
If you pay attention, you can see breaches
in etiquette everywhere you look. For example,
anyone who has ever watched people at a
hotel’s breakfast buffet load up their bags with
enough calories to fuel a football team has
witnessed a classic guest etiquette fail.
While normal customers are enjoying a bowl
of cereal or a pancake, those “other” people
are squirreling away yogurt, bagels, bananas,
sausage, and anything else they can get their
hands on.
No doubt, the hotel staff shake their heads in
disbelief each and every morning they encounter
such a scene, but short of a bag search at the
buffet’s exit, is there anything that can be done
to change customer behavior? Fortunately, yes.
As providers trying to deliver a great
experience to both external and internal
customers, businesses need to identify what
they want and don’t want their customers to do,
and pinpoint what people and processes they
can put in place to realize the desired results.
Step One – Audit
Experience your business from your
customer’s vantage point. Whether you’re
serving external or internal customers, you need
to understand what happens to them before you
can encourage or discourage behaviors.
Step Two – Encourage What You Do Want
Next, identify the actions you want your
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customers to take, and put people and
processes in place to encourage those
behaviors.
For example, if you want dry counters in your
bathrooms, look at your sinks. Are they designed
well, or do they spray water everywhere?
By providing hand dryers instead of paper
towels, have you deprived customers of a way to
clean up after themselves? If you provide towel
dispensers, does your service staff pack them
so tightly that customers will destroy several
dozen paper towels before leaving behind a
washbasin filled with sodden confetti and hands
still damp? What about your employees? Do you
train your staff to wipe down counter tops—even
if “housekeeper” isn’t part of their official title?
Do you model good behavior yourself?
Step Three – Invite Customers to
Participate in the Process
Like anyone else, most customers are more
willing to help you reach your service goals
if you remind them of the mutual benefit of
lending a hand. Let folks know what they can
do to aid the common cause, and make it easy
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for them to do it. Consider that bathroom with
the perpetually wet countertops. Is there a sign
of some sort explaining the desired state and
what customers should do if they encounter
something different?
Something such as, “We make every effort
to keep our sink counters dry and free of debris.
If they or some other aspect of this restroom
is in need of servicing, please tell any of our
employees so we can make it right. Many
thanks!” could make a big difference.
Such a notice makes clear your commitment
to customer service, and it suggests an easy
way for customers to take action and help you
make good on that commitment. They don’t
have to find a manager or call a phone number
to report a problem but instead simply talk to
any employee.
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business might first liberally place cart return
areas throughout its lot and send an associate
outside several times an hour to gather any
strays. The company might also post signs
asking people to bring carts to the store as they
arrive for shopping.
If those actions don’t have the desired
impact, the company might adopt a rental cart
system where customers deposit a quarter to
access a cart and get their quarter back upon
the cart’s return. While some people will forgo
the quarter for convenience, others will gladly
police the lot to retrieve a free 25 cents.
Whatever the solution, it should never berate
customers or accuse them. Instead, keep the
message positive. Here’s an example – “Due
to the popularity of many of our room items,

Step Four – Discourage What You Don’t Want
Beyond communicating your desired end
(e.g. tidy restroom counters) and encouraging
customers to participate in achieving it, you
need to ensure that you and your staff are not
working against yourselves by inadvertent
enablement. Take, for example, the over-full
paper towel dispenser. You want tidy restroom
counters? Then have the person whose job
it is to replenish paper towels service the
dispensers more frequently and restock them
with fewer towels. That isn’t rocket science, but
it will require close management and frequent
housekeeping now sells alarm clocks, sheets,
correction for a couple of weeks until that new
towels, lamps, and other merchandise found in
practice becomes a matter of routine.
your suite. If you wish to purchase something,
please contact the front desk, or simply take
Step Five –Create Alternatives
the item home with you. We’ll gladly charge the
Sometimes, no matter how hard you try,
credit card we have on file. Enjoy your stay, and
customers continue to behave in ways you don’t let us know if we can be of service to you.”
like. While it’s not always possible to creatively
The message is clear. The hotel does not
accommodate these people, often it is.
intend for guests to own the items they’re using,
Consider the problem of abandoned
but if they want to do so, they can certainly be
shopping carts in a big box store’s parking lot.
accommodated.
Those unmanned vehicles tie up spaces that
Left up to chance, you get what you get from
would otherwise be available, they’re potentially customers, but with an understanding of your
dangerous, and they make the outside of the
customers’ experience and deliberate choices,
store look uncared for. To solve the problem, a
you can influence how people behave.
Spring 2018
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Discover the “Secret Sauce” for Customer
Retention
Key Ingredients for Lasting Relationships

Denise Ciardello

Peter Drucker famously wrote in The Practice
of Management that the purpose of a business
is to create and keep a customer. Unfortunately,
the latter of these is often overlooked. With the
papers, online content and mailers filled with
so many ways to attract new customers, what
businesses tend to forget is that they spend
almost three times as much on attracting new
customers than retaining the customers they
already have.
Every business has a culture, and the culture
defines whether the office is customer, time
or technology-focused, along with a sense of
negativity or an attitude of joy. The standards
and values of the team can become apparent to
a customer as soon as the phone is answered.
When the emphasis of the office is placed on
exceptional customer care, the team becomes
an asset that will continue to grow the business
over time. The significance of creating greater
customer satisfaction begins with a total team
approach.
The following three ingredients form the
secret sauce to create an office environment
that generates raving fans, in turn developing an
organic marketing strategy that brings in friends
and family of your satisfied customers.

with a simple smile?
Personal touches, like shaking hands
and individual greetings provide an
immediate differentiator, and project a form
of professionalism that people expect from a
business encounter. By ensuring that someone
feels like you are glad that they are there, they will
only leave your office feeling happy—and even
better—they will go tell all their friends.

Personal Attention Customer service is the first step in effective
marketing. When a customer walks in your front
door, how do they feel? Is it cold and sterile or
warm and inviting? Do you look up and smile
when a customer enters the room? Do you realize
that you can change someone’s entire outlook

Be Punctual A major complaint from customers is the
wasted time they spend in a waiting room or
lobby prior to a scheduled meeting. Customers
do not enjoy being forced to wait without knowing
the reasons for the delay or how long the delay
will be. These long waits may be interpreted as
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a sign of disrespect for the time and efforts your
clients and customers spend to ensure their
calendars are clear.
Staying on schedule (or close to it) is a major
factor in customer retention—perhaps even
one of the biggest. There is a clear message of
“indifference” that flows when people frequently
experience long wait times.
Businesses should work to prevent delays
by avoiding overbooking appointments and
advising their clients and customers on the nature
and length of delays. By merely explaining to
a customer that the office is running about five
minutes behind, it can immediately diffuse any
anger or frustration.. Be honest with the patrons
as soon as you know there will be a wait time.
Focus on Professionalism –
This area is lacking in so many businesses.
Is it because our society has become so
casual and that is getting mixed up with how
to remain professional? Here are a few parts of
professionalism that a business may want to
focus on:
• Dress appropriately -Your workplace attire
may or may not include wearing a suit and
tie, but you are still a professional. Whether
you have to dress up for work, you wear a
uniform or you wear scrubs, your appearance
should always be neat and clean. A wrinkled
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outfit looks no better than a pair of ripped
jeans. Wear the type of clothing your employer
requires and take pride in what you are
wearing. Generally speaking, revealing or
tight clothing is a no-no. Avoid clothing that is
too low, too high, too tight or too revealing.
• Don’t hide from your mistakes - As hard
as it may be to do, take ownership of your
mistakes and do your best to correct them.
Try not to make the same one twice. Never
blame others, but set an example so that
those who shared in the mistake can step
forward and admit it. By the same token, don’t
constantly call others out on their mistakes;
rather, help to teach them the right way.
• Be a team player - A true professional is willing
to help his or her co-workers when they are
overburdened. He or she isn’t afraid to share
knowledge, opinions, or simply an extra pair
of hands. One person’s success reflects
well on everyone in his or her workplace.
Every facet of your business—large and
small—is important, and customers will always
appreciate excellent customer service. While you
put so much emphasis on the new customer, what
about the returning customers? You need to woo
each one equally. Give that personal attention that
everyone longs for in every aspect of their lives.
Treat customers with respect at all times. If you
maintain a culture of respect, your customers will
know that they are truly being well cared for. Stay
on time; work together as a team to maintain that
time schedule and when someone falls behind, let
the customer know that there will be a wait.
Conduct yourself in a professional manner at
all times; this includes how you look, what you
say and how you treat others. Keep an open line
of communication with your clients, and ensure
prompt attention to any issues that may arise.
It doesn’t take a lot to create the secret sauce
to customer retention—it just takes consistency
and attention to detail. Most importantly, it takes a
team.
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It Wasn’t Raining When Noah Built the Ark
Prepare for Family Business Quarrels Now

Mitzi Perdue

There’s no such thing as a family business
without conflict. If you Google “family
business feud,” in less than a second, you’ll
get roughly 1.2 million hits. And that of course
is the tiniest fraction of the number of family
business disputes that do not show up in the
Google search engines.
At their worst, a quarrel in the family
business can become a threat to everything
the family business holds dear, including
relationships, wealth, and position in the
community. Seventy percent of familyowned businesses won’t make it to the next
generation, and the biggest reason for this sad
fact is family quarrels.
Since every family is going to have conflict,
the fundamental question is, how do you deal
with these quarrels so that they don’t cause
lasting damage?
Develop a Covenant Culture
An answer that has worked for many family
businesses is to create a covenant culture. Do
it long before it’s needed.
In a family business, this means that family
members covenant with each other that while
they have a right to air their disagreements,
when a decision is made, they come together.
They agree ahead of time to close ranks and
move on.
Part of a covenant culture is, everyone gets
to be heard. Participants agree to listen to all
sides, and to value robust discussion.
Another essential element—possibly
the most important—is a commitment that
issues will be resolved within the group. The
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reason for this is, in cases where members of
a family business go to the media or get into
litigation to resolve a conflict, they are likely
to unleash an uncontrollable chain of events
that predictably will endanger the entire family
enterprise.
By the time a family business member
exposes a conflict to the press or initiates
litigation, there’s usually no turning back. The
chances of reconciliation are so slim that many
family business professionals will not take on
as a client a family business that has reached
this stage.
At this stage, when the family is in litigation
or dueling it out in the press, chances are that
family business is on its way to joining the
70% of family-run businesses that don’t make
it to the next generation. What’s all important
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is preventing
conflicts from
reaching this
stage.
Ways to
Prevent Out
of Control
Family
Business
Conflict
Since
conflicts are
inevitable,
what can
members
of a family
business do
to support having a culture that commits to
keeping quarrels within the family?
The answer is that the business family
needs to consciously work on developing a
culture for resolving conflict. Culture is, “How
we do things,” and if the important work of
developing a strong, supportive culture is left
to chance, members of the family business
may never learn key attitudes that they’ll need
to keep disputes from escalating. Without
ways to keep conflicts from escalating, a
covenant culture is not possible.
Developing a positive family businessfriendly culture requires time together,
discussions, and above all, role modeling. To
prevent disputes from getting out-of-hand
practice these six attitudes and techniques.
1. Take a moral stand that it’s wrong to
move disagreements outside the family.
The experience of many thousands of
family businesses shows that once a family
starts down the road of a public dispute or
litigation, the usual end result is the end of
the family business. Positions harden, reason
goes out the window, and it’s a rarity for any
members of any family business to change
course. The usual end point is either severe
weakening of the business or its complete
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destruction.
Members of
business families
need to know that it
is morally wrong to
be the cause of this.
2. Let family
members know
that this isn’t
just about
their wishes.
Because any
public acrimony in a
family business so
often leads to the
company’s failing, it
threatens the wellbeing of innocent bystanders including the
company’s employees, stockholders, lenders,
and even the tax base of the community.
Members of family businesses need to know
they have a responsibility to large numbers of
people beyond themselves.
3. Emphasize the concept of “Family First.”
Family businesses are unlike regular
families because in the tug of war between
individualism and being a member of the
group, there needs to be a different balance.
Members of a family business have a different
level of responsibility because their actions
influence all the stakeholders involved with the
business.
4. Put relationships ahead of ego.
Members of family businesses need to
know that there are times when they have a
choice between getting their way and having
a relationship. Being a member of a family
business at times means sacrifice, and for the
business to continue, this can mean giving
up the ego gratification of getting their way.
However, in return they’ll get something of
vastly greater importance—the chance for the
family legacy to continue and thrive.
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5. Compromise is key.
Members of a family business need to learn
to listen to each other and they need to avoid
the temptation to “stand on principle.” In the
context of a family business, “standing on
principle” is a synonym for “being stubborn.”
It means, “I’m not going to listen to you.” It
also tends to shut down discussion because
virtue signaling can shut down the give and
take that’s essential for compromise.
6. Be careful of what is said in anger.
Angry words can be self-fulfilling, such
as for example, disparaging someone’s
competence or expressing preference for
a sibling. A person may say something in
momentary anger, but the person hearing what
was said may remember those words for a
lifetime. Garbage can come out of Pandora’s
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Box that can’t be stuffed back in again.
Done right, the family and all its benefits
will endure. Done wrong, the family business
blows up. By considering and practicing these
six attitudes and techniques, you can quell any
family business dissent before it jeopardizes
the health of the company as a whole.
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