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It's all in the

relationships

While North American teams typically
score high on task execution, surveys
suggest that their success at building
human relationships is much lower.
And that imbalance leads to less
effective, less successful businesses,
argue Nick Shepherd and Peter Smyth
in Reflective Leaders and High-
Performance Organizations: How
Effective Leaders Balance Task and
Relationship to Build High Performing
Organizations.

Reflective leaders build successful
teams by including relationship
objectivesin each phase of their teams’
lives. The initial stage of team forma-
tionincludes actions such as asking
questions that build on the commonal-
ity of members and acknowledge
everyone’s presence. This stage is
followed by other stages: deliberation,
amalgamation, consolidation, summa-
tion, and evaluation.

Inthe amalgamation stage, the
task objectives are achieved by over-
coming any actual or perceived
obstacles hindering the team; relation-
ship objectives are attained by
showing empathy and respect for
every team member. Other stages are
similarly enhanced.

Reflective Leaders and High-
Performance Organizations concludes
with detailed examples that demon-
strate how Shepherd and Smyth’s
methods lead to positive results.

These include satisfied employees,
excellentrelationships with clients and
customers, and
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Do they really like you?

Dave Kerpen is CEO of Likeable Media, a social-media marketing
firm. In Likeable Business, Kerpen lays out the goals that organiza-
tions should strive toward in a social media world.

The 11 goals are more listening, better storytelling, authenticity,
transparency, team playing, responsiveness, adaptability, passion,
surprise and delight, simplicity, and gratefulness.

Pictures and videos create buzz; employees'’ tales of joining a
firm or stories of customer satisfaction humanize the storytelling.
The best tales evolve through an interaction of customers and
employees, and go viral.

Evidence shows that authentic conversations build trust and sales. Users of social media
want to know about the people behind products and services, contends Kerpen. They're
looking for genuine people who project the same images in their personal and working lives.
Author: Dave Kerpen Publisher: McGraw-Hill Reviewer: Patrick Buckley, CMA, PhD

WATERCOOLER WISDOM

Getting the
skinny on work-

place nutrition
Sixty-five per cent of
workplaces offer workplace
nutrition programs and
healthy food options, but
only41per cent measure
their success.
Otherhighlights of the
Conference Board of Canada
survey, published in May
2013, include the following:

* Private sector orgs are
more likely than public
sector orgs to have
nutrition programs and
measure their success.

» Most nutrition programs are
no more than five years old.

* Most programs cost
$5,000 a year; their costs
range from $0 to $50,000.

* Interesting and fun programs
that build camaraderie
are the most successful at
engaging employees.

Access the full report at
http://bit.ly/1dS9hhF.

BOOK REVIEW
The gamers in our offices

Multi-tasking and information overload have led to
shortened attention spans. As a result, many employees
give priority to activities that have games embedded in
them, say Gabe Zichermann and Joselin Linder in The
Gamification Revolution: How Leaders Leverage Game
Mechanics to Crush the Competition.

One focus of the book is stimulation of innovative
thinking. According to the authors, competitive games
that solicit employee suggestions lead to more
innovative thoughts. When social media are involved as
well, speedy, immediate feedback and networking can
occur. Innovative ideas are also triggered by scenario
games; a series of fast-moving questions gradually put
players into complex situations. Diversions such as
foosball appear to be merely play, but in some situations
do encourage people to come up with original ideas
while helping them to recharge, refocus and connect.

The Gamification Revolution looks into many
other areas where games enhance organizational
welfare. Games are a necessary marketing tool
because they cut through the fog of endless promo-
tions and help firms engage the same customers
for many years.

Zichermann and Linder
show how games can be used
to improve strategy determin-
ation, employee motivation,
reorganization, and recruit-
ment and training.
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