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This is not a normal book. 
Let’s get that straight from 
the beginning... 



B ut why would a slightly different view of 
leadership wind up in a normal book? It 
just wouldn’t. So, we created our own. In 
case you haven’t noticed, Learoy likes 

to do things differently. It doesn’t like the status quo 
anymore than it likes biscuit crumbs in its English 
Breakfast tea. It might take a bit of getting used to, 
but that’s the point. 

We want to challenge your preconceived ideas 
about learning and your misconceptions about what 
learning looks like. We don’t claim to be experts but 
we sure can put together a whole lot of stuff that will 
make you the expert. 

That’s the point – you’re off the leash, remember? 
You control the pace, the direction you want to go, 
and set your own goals as a leader. We’re just giving 
you what you need to get there.
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3The eBook has three things in mind. 
It makes learning:

PERSONAL
REAL WORLD
PRACTICAL
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I t wants to encourage questions, curiosity, 
creativity, adventure, independence and 
a whole lot of focus on the future. We’re 
looking forward when we think leadership. 

So, by the time you hit your straps as a leader, you’ll 
be well ahead of the game. 

In here, you’ll find what’s trending, real world 
examples, cute scenarios, visuals galore, profiles 
of leaders and successful businesses, and links to 
articles or videos with some different perspectives. 
But it doesn’t stop there. You have the whole Internet 
at your disposal – go off on tangents if you want to – 
you have our full permission.

So, what’s holding you back? Let the leash go and 
keep learning – the Learoy way.
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WHAT’S UP 
WITH LEADERSHIP?

BALANCING YOUR STYLESECTION 1
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BALANCING 
YOUR STYLE

SECTION 1

9



10

What’s up with leadership? Balancing your style

From 
transactional to 
transformational



I magine you’re ‘in the trenches’, digging out piles of dirt 
alongside your fellow soldiers. What can you see? Not 
much except the job that’s in front of you and the bloke 
next to you. But you have a clear objective, you know 

what you’re doing, and everyone is willing to work together to get 
the job done. 

This is transactional leadership. It’s an ‘in the trenches’ approach 
that is about effective management – supervising your team closely 
to drive performance. 

You do this by defining roles and setting clear goals and 
expectations for tasks and outcomes. It’s an effective form of 
leadership when time and resources are limited.
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Now, imagine you’re in a helicopter. You 
can see everything – rooftops, gardens, 
green spaces, and roads with tiny little 
cars zooming along. You’re seeing the 
‘bigger picture’ – a picture that takes into 
account a more encompassing vision 
and direction. This is transformational 
leadership. It focuses on the loftier 
ambitions of an organisation. It relies on 
role modeling and motivating – engaging 
your team to work for the ‘love of what 
they do’. It empowers and encourages 
team members to develop their own 
solutions. Transformational leadership 
is about what its name suggests – 
transforming workplace culture.
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Using a combination of both styles forms a powerful leadership 
strategy that can be adapted to suit individuals and situations.
Sometimes you need to just roll your sleeves up and get in there 
and, at other times, you can take a step back and appreciate a 
more panoramic view.

“

”

The whole 
point of studying 
leadership is 
to answer the 
question “what is 
good leadership?”
Philosopher and ethicist, 
Joanne Ciulla
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Am I in the 
trenches or 
flying the 
helicopter?

14

What’s up with leadership? Balancing your style



In the trenches...

TRANSACTIONAL CHARACTERISTICS
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“Ok, we have a job to do by this date and this is how we’ll do it. 
Let’s go.”

Manages

Expects compliance

Has clear goals

Sets performance expectations

Is task and outcome orientated

Has defined roles

Coaches

Teaches new skills

Effective when time or resources are restricted

‘THE HOW’



Flying the 
helicopter...

TRANSFORMATIONAL CHARACTERISTICS
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Transformational – is ‘big picture’ or a helicopter view

“Ok, let’s think about where we’re going and why we’re going 
that way. Who’s with me?”

Innovates, motivates

Role models

Challenges the status quo

Stretches team’s abilities

Empowers

Encourages team members to find their own solutions

Transforms workplace culture

‘THE WHY’



B ig Ass Fans didn’t start out that way. In its earliest 
version, it was the rather forgettable ‘HVLS Fan Co.’, 
only redefining itself after customers kept enquiring if 
the company made those ‘big ass fans’. The company 

played around with the colloquialism, featuring it as a slogan, 
before formalising it as both their name and logo identity. ‘Fanny 
the donkey’ has now become synonymous with this Kentucky-
based empire, and was controversial enough to warrant protests, 
and a refusal from the local airport to display its advertising.

Big Ass
Leadership

IN THE REAL WORLD...
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This controversy was nothing but publicity that helped an already 
growing company grow larger again. Started in 1999, by Carey Smith 
(Chief Big Ass), the HVLS Fan Co. focused on manufacturing large 
diameter fans for agricultural facilities. Since the late 2000s, it has grown 
more than 30% annually with revenue climbing from approximately 
$34million in 2009 to $122m in 2013. It began with just 6 employees in 
1999, making only 143 fans and less than $500,000, and now has more 
than 600 committed staff members who all appreciate Big Ass Fan’s 
‘unusual corporate structure’.

In fact, it is this revamped culture and attitude that make its workplace 
one of the most engaging. For the last six years, it has been ranked 
in the top 25 as one of the ‘Best Places to Work in Kentucky’, steadily 
climbing to third position in 2014. Big Ass Fans rewards its employees 
with salaries 30% more than the US median and 50% more than the 
Kentucky median. In 2012, its retention rate was 93%. Its culture can 
be described as a ‘family’ with passionate, committed and hardworking 
employees who engage in some serious fun on the side. There are 
cookouts, free lunches and even ‘toy donkey throwing’ every Friday at 
5pm to finish off the working week.

“

”

It’s hard to lead 
a cavalry charge 
if you think you 
look funny on 
a horse.
Adlai E. Stevenson II
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While the culture is high energy, youthful, dynamic and geared 
toward innovation, Big Ass Fans is serious about engineering. It 
now has a ‘Big Ass Light’ range, and makes fans for industrial and 
residential purposes as well – its ‘Haiku’ fan has been recognised 
by the U.S. Environmental Protection Agency as the Most Efficient 
of ENERGY STAR® 2015. In 2014, the Haiku became the first 
‘smart fan’ when it was integrated with ‘SenseME’ technology, 
making it controllable from a smartphone. It has hundreds of 
patents and patents pending and approximately 60 degreed 
engineers on staff. Big Ass Fans has won a number of prestigious 
awards in areas of: engineering, energy efficiency, manufacturing, 
innovation and entrepreneurship. While it’s still based in Lexington, 
Kentucky, it now has offices in Australia, Malaysia, Singapore, 
Hong Kong and Canada. 

Carey Smith’s leadership is nothing short of visionary – an authentic 
love of innovation, engineering and manufacturing combined with 
a very human approach to employee engagement. He makes it 
a family, makes his employees feel like they matter (he takes six 
different employees and their partners out for dinner once a week), 
and makes work a little unconventional. In his own words: “It’s very 
unlikely to be successful if you’re conventional. It just is.”
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Is this effective leadership?  
Why/why not?

Q&A

1. 2. 3.
Is it transactional or 

transformational? Support with 
three examples of how this style 

affects the workplace at  
Big Ass Fans.

Think of a leader you know in the 
workplace. How would they view 

Smith’s leadership style? Is it 
complementary or would there be 

clash? Explain.
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Manager 
versus
Leader



What is the 
difference 
between 
management 
and leadership?

Adapted from “The Wall Street Journal Guide to Management” 
by Alan Murray, published by Harper Business - wjs.com

ARTICLE

L eadership and management must go hand in hand. They 
are not the same thing. But they are necessarily linked, and 
complementary. Any effort to separate the two is likely to 
cause more problems than it solves.

Still, much ink has been spent delineating the differences. The 
manager’s job is to plan, organize and coordinate. The leader’s job is to 
inspire and motivate. In his 1989 book “On Becoming a Leader,” Warren 
Bennis composed a list of the differences:
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THE MANAGER... THE LEADER...

Administers.

Is a copy.

Maintains.

Focuses on systems and structure.

Relies on control.

Has a short-range view.

Asks how and when.

Has his or her eye always on the 
bottom line.

Imitates.

Accepts the status quo.

Is the classic good soldier.

Does things right.

Innovates.

Is an original.

Develops.

Focuses on people.

Inspires trust.

Has a long-range perspective.

Asks what and why.

Eyes the horizon.

Originates.

Challenges it.

Is his or her own person.

Does the right thing.
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Perhaps there was a time when the calling of the manager and that 
of the leader could be separated. A foreman in an industrial-era 
factory probably didn’t have to give much thought to what he was 
producing or to the people who were producing it. His or her job 
was to follow orders, organize the work, assign the right people to 
the necessary tasks, coordinate the results, and ensure the job got 
done as ordered. The focus was on efficiency.

But in the new economy, where value comes increasingly from 
the knowledge of people, and where workers are no longer 
undifferentiated cogs in an industrial machine, management and 
leadership are not easily separated. People look to their managers, 
not just to assign them a task, but to define for them a purpose. 
And managers must organize workers, not just to maximize 
efficiency, but to nurture skills, develop talent and inspire results.

The late management guru Peter Drucker was one of the first 
to recognize this truth, as he was to recognize so many other 
management truths. He identified the emergence of the “knowledge 
worker,” and the profound differences that would cause in the way 
business was organized.

With the rise of the knowledge worker, “one does not ‘manage’ 
people,” Mr. Drucker wrote. “The task is to lead people. And the 
goal is to make productive the specific strengths and knowledge of 
every individual.”

“

”

...one does not 
‘manage’ people. 
The task is to lead 
people. And the 
goal is to make 
productive the 
specific strengths 
and knowledge of 

every individual.
Management guru,  
Peter Drucker
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Other styles of 
leadership?
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D ifferent styles of leadership might be appropriate to 
use with your team at different times. 

Tough deadline? Maybe Command and Control 
is the only way to get things done. Team is fully 

capable and needs very little direction? Then Laissez-faire might 
be the ticket. At other times, when inspiration is needed, a more 
charismatic style might just get your team on board. An innovative 
leader helps the team solve problems and move things forward. 

Leadership doesn’t have to fit one particular mould – in fact, the 
best leaders are those who can adapt in any particular situation to 
get the job done.
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CHARISMATIC INNOVATIVE

What does it look like?
A charismatic leader is energetic, passionate and ‘works the room’. 
They are gifted storytellers and can persuade easily. They use the 
power of personality to attract followers and inspire others to move 
forward on a shared journey.

Pros
Spurs others into action
Raises team morale
Inspires energy and elicits talent
Motivates and helps team to meet deadlines for short-term projects

Cons
Some leaders tend toward narcissism and take unnecessary risks
Fosters dependency and a ‘mono-culture’
Success is mostly leader driven
If leader leaves a project, team could flounder

So, who is one? Tony Robbins.
Tony Robbins left an abusive household at 17 to eventually find 
work promoting seminars for motivational speaker, Jim Rohn. Soon, 
he was coaching, speaking, writing and teaching people to change 
their lives and ‘walk on fire’ in his sell-out seminars.

What does it look like?
An innovative leader is creative, breaks ‘rules’ and goes above 
and beyond the usual course of action. They turn old paradigms 
on their head. They can see what’s not working and look to inspire 
new thinking while fully appreciating the efforts of others. They are 
leaders who make change happen.

Pros
Has a clear vision
Everyone knows where they’re going
Culture of problem solving
Fosters group thinking and effective collaboration
Happy for ‘trial and error’ to occur 
Respect for teams’ ideas

Cons
Risk taking is higher
Expects things to be done quickly
Impatient for success
Expectations can be high, seemingly unachievable

So, who is one? Richard Branson
An entrepreneur at 16 years of age, Virgin Group is now made up 
of more than 400 companies in music, aviation, space travel and 
more. One of Virgin’s philosophies is: ‘Don’t sweat it: rules were 
meant to be broken.” Branson believes in his vision and takes risks.
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LAISSEZ-FAIRE COMMAND AND CONTROL

What does it look like?
A laissez-faire leader knows what is going on but is removed from 
everyday business. They trust their skilled and very capable team 
to deliver. They monitor from a distance but can be relied upon for 
regular updates and feedback.

Pros
Good when working remotely or in different locations
Oversees different teams that have a shared project/deadline
Sees ‘big picture’ and keeps everyone on track 
Believes in team/s and offers them autonomy 

Cons
Team must be fully confident, skilled and experienced
Less involvement means others must pick up the lead on micro 
level, could be risky
Less informal feedback

So, who is one? Donna Karan
With an eye for design from an early age, Donna Karan went on to 
build her own successful DKNY fashion label. It now has a team of 
designers that Karan oversees from a distance. Yet, her vision and 
leadership is still present in the work of others.

What does it look like?
A command and control leader follows the rules. And those 
following them better follow them too. They are ‘taskmasters’ and 
emphasise discipline and obedience. They don’t take no for an 
answer and want everyone to be on the same page.

Pros
Use in urgent or unsafe situations when decisions must be made
Helps when inflexible deadlines need to be met
When compliance needed e.g. on Legal/HR issues 
Values a hierarchy with command and control leader at the top

Cons
Restricts creativity and innovation
Limits input of others, must keep working
No time for reflection or discussion

So, who is one? Kerry Packer.
A larger than life media tycoon, Kerry Packer was well known for his 
‘take no prisoners’ approach to leadership. Although a controversial 
figure, his clear, uncompromising direction was behind one of the 
most successful media empires in Australia.
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What’s  
your  
game  
plan?
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1. A deadline has been moved forward 
and it is non-negotiable. Your team really 
needs to pull together, and put in some 
major overtime, to meet the deadline. 
They’re not going to like it but you don’t 
have a choice. 

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control

"

See page 33 for answers.
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C heck out the following scenarios and make a 
decision about the best kind of leadership to apply in 
each situation:



2. You’ve returned to work after an 
inspiring leadership conference. You’re 
refreshed, recharged and ready to go. You 
want to share this energy with your team to 
get them excited about a project you have 
in mind.

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control 3. Sales have taken a dive. New, superior 
products are now on the market and 
yours now seems so passé. So far your 
team hasn’t come up with anything that 
compares. You have an idea that might 
just get them thinking outside the square.

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control

"

"
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4. You need to redefine the company’s 
culture and introduce a new mission 
statement, vision and set of values – 
reflecting the input of all employees. An 
improved office climate and well-being 
initiatives need to be part of the package. 

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control

5. You’ve decided to take a sabbatical 
after many years in the driver’s seat. You’re 
reluctant to release the reins but know your 
employees are so expertly skilled that you 
won’t need to worry. 

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control

"

"
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6. You have a project that requires defined 
roles with specific task allocations, so that 
the team can work efficiently to meet a 
deadline. You need to be super-organised 
to keep this train on track.

A. Transactional

B. Transformational

C. Charismatic

D. Innovative

E. Laissez-Faire

F. Command and Control

"
33
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Answers

1. F) Command and Control
2. C) Charismatic
3. D) Innovative
4. B) Transformational
5. E) Laissez-Faire
6. A) Transactional



Maslow and
motivation
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M aslow’s theory of motivation suggests that 
striving for self-actualisation is the key, but can 
this really happen at work? Can our employment 
help to motivate, engage and inspire evolution? 

What motivates people is a question in itself that differs from 
individual to individual. What engages each of us in our work is 
not always easy to define. And it will change depending on a 
number of interdependent internal and external factors. Anything 
from our health and well-being, purpose of our work, our co-
workers, style of leadership in the workplace, the ‘office climate’, 
and the fast-paced demands of modernity will all invariably alter 
levels of motivation. 

“
”

A first rate soup 
is better than 
a second rate 
painting.
Abraham Maslow
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The workplace looks very different to what it was fifty years 
ago with outsourcing, moving production overseas, flexible 
working arrangements and a movement away from strictly 
‘command and control’ leadership. We don’t force our employees 
to work by threatening job security any more, and there is 
greater opportunity for our employees to up and leave if they’re 
unsatisfied. It is not just a luxury but a necessity to address 
motivation and engagement – it drives performance, increases 
productivity and improves retention rates. High staff turnover, 
and lacking morale, is the hallmark of an out-dated, uninspired 
workplace with very little functionality for high-class innovation.

“

”

If you only 
have a hammer, 
you only see 
every problem as 
a nail.
Abraham Maslow
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Making sure 
your employees’ 
needs are met

By Susan David, 28 January 2014, hbr.org

ARTICLE

I n the early 1940s, Abraham Maslow started asking 
questions about human motivation— questions I study, too. 
In 1943, he published his first article on a theory he called 
the Hierarchy of Needs.

Today, the theory is usually depicted as a pyramid, although 
Maslow didn’t use one in his original writings; it’s a textbook 
creation. At the bottom are physiological needs: food and water. 
The next levels represent safety needs, then love needs, then 
esteem needs. Self-actualization (personal growth and fulfillment) 
is at the pinnacle, suggesting that it can only be reached when the 
other four needs are met.
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People latched onto this pyramid structure immediately. But, in 
doing so, they forgot Maslow’s many notes about the dynamic 
messiness of human motivation, which we usually experience in 
one conscious stream rather than small parts. “We have spoken 
so far as if this hierarchy were a fixed order but actually it is not 
nearly as rigid as we may have implied,” Maslow wrote. He would 
probably be appalled at how we use his theory today.

Case in point: In my work as a psychologist and organizational 
consultant, I recently sat in on a strategy session at a global 
company. The managers were discussing how to better engage 
their employees. One senior executive suggested they focus 
on cash-based incentives. Why? She cited Abraham Maslow’s 
Hierarchy of Needs, explaining that salaries and benefits would 
provide people with food and shelter – physiological needs. 
Employees could then move up the pyramid to achieve career 
success and, eventually, a higher purpose – the feeling that their 
work bettered society. She felt that the organization had to get 
compensation right first.

It wasn’t the first time I’d heard Maslow’s name in a meeting 
of managers. The hierarchy has become something of an 
unquestioned “fact”. It’s cited in HR manuals, business class 
syllabi, and leadership presentations. People use it to push the 
idea that the basics – like a fair salary or a safe work environment 
– are the employee engagement tools that matter most. But here’s 
the problem:  the pyramid version of Maslow’s theory doesn’t 
usually apply to the world of professional work.

“

”

The reality is that 
human needs can’t be 
neatly arranged into a 
pyramid. Motivation 
isn’t simple, and it’s 
certainly not linear. 
Different people are 
motivated by different 
things.

Business Psychologist,  
Dr Susan David
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In today’s developed-world workplace, physiological and safety 
needs are, for the most part, already met. Salary and benefits can 
enhance motivation, but organizations shouldn’t focus on them 
disproportionately because emotional experiences can matter 
equally if not more.

In a recent study of outstandingly engaged business units, I 
asked people what drove their high engagement scores. Only 4% 
of respondents mentioned pay. Instead, they highlighted feeling 
autonomous and empowered, and a sense of belonging on their 
teams.  We all know people who trade high salaries and even safety 
for love, esteem, and self-actualization at work – the accountants 
who become high school teachers, or the journalists who move to 
war zones with pennies in their pockets.

The reality is that human needs can’t be neatly arranged into 
a pyramid. Motivation isn’t simple, and it’s certainly not linear. 
Different people are motivated by different things. Even Maslow 
began to worry about the uses of his theory at the end of his life, 
arguing that the most important way to achieve personal satisfaction 
was to face one’s inner demons. He entered psychoanalysis himself 
at age 61 to deal with long-repressed anger.

I understand why we’ve latched onto the hierarchy of needs. A 
motivation checklist would be nice. But we’re not working with a 
fixed or universal process. There are many factors that contribute 
to engagement, including teams, autonomy, interesting work, 
recognition, and individual development.  So don’t let the basics of 
compensation and benefits drive your people strategy or the way 
you lead. Your employees deserve much more than a pyramid.
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Maslow’s hierarchy of needs isn’t exactly a hierarchy or pyramid 
– but more like a tangled ball of threads – when you pull on one 
thread, it tugs at a different thread until you’re not sure how to 
get all those knots undone. Our needs are more complex – more 
tangled up – than a hierarchy would suggest. And Maslow himself 
did not see motivation as a neat little drawing of an equilateral 
triangle with the goal sitting nicely on top. Must you have all your 
basic needs met to achieve ‘self-actualisation’? To have a higher 
purpose? Oprah Winfrey was intent on pursuing a media career 
despite a difficult upbringing and financial troubles. Purpose is 
deeply personal, and does not just come as a result of having our 
more basic needs met, it can also happen in spite of it. 

Good leaders find out what makes their employees ‘tick’ – what 
their purpose is – and seek to align this with their individual roles 
in the workplace. It is a collaborative process and one that is 
always evolving.

Think about your own purpose. 

What is your own big picture or 
‘transformational’ view? 

Does it align with your role  
at work? 
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LEADING TO 
ENGAGEMENT

SECTION 2

42



Engaged 
employees
=
better
business
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Which one sums up a typical work 
day for you?

How does this reflect on your sense 
of engagement?

43

I’m angry – it’s so frustrating

Playful and fun –  
I feel creative

Tiring – it’s long and boring

Interesting and full  
of challenges

I can go 
my own 
way – 

explore 
and be a 
little wild 

Constantly telling  
people what to do

Paddling along  
nicely – no issues

I’m feeling trapped  
and can’t get out

We all work together 
to get things done
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A ccording to the latest research, higher engagement 
leads to higher levels of performance. It’s that simple. 
The contemporary workplace is starting to understand 
that engaged employees work harder, smarter and 

better than their forebears. The old model – the one that expects 
strict obedience and compliance – is dying, and emerging is a new, 
self-directed workforce. It only makes sense that if you actually 
want to go to work, you’ll improve your working relationships, the 
way you work and this in turn affects the bottom line. It seems that 
you can have your cake and eat it too.

But what does this mean for leaders? Leaders need to have candid 
conversations about engagement with their teams. Engagement 
is, after all, about fostering a relationship between employee, the 
business and its vision. Leaders act as intermediaries to see that 
this relationship is transpiring and continues to transpire. It is more 
than just employee happiness and pure motivation. It’s not a survey 
once a year, and a couple of pie charts graphing responses thrown 
up at a meeting. It is more personal than that. While it can’t be 
summed up in a neat little package, a number of commentators 
agree on some fundamental principles that drive employee 
engagement. These underpin the statements that follow.
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What engaged 
looks like

(an employee’s  
message to  
their leader)
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• Lead by example – you need to clearly articulate the vision in 
your own actions

• Help me to grow both professionally and as a person

• Offer me a culture that’s open, rich with diversity and perhaps a 
little unconventional

• Let’s talk, collaborate and please don’t lecture me. Listen to what 
I have to say

• Be transparent about goals and expectations, and let me 
contribute to making them

• Stretch me and expect me to be innovative – I’ll rise to the 
occasion

• Feedback needs to be balanced and genuine (not just part of an 
annual performance review)

• Celebrate the wins with me – recognise my achievements and 
those of the team

• Care about my health and well-being – I’m a person not just an 
employee

• Be open about flaws, mistakes and setbacks – let’s work 
together to find solutions
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What is 
employee 
engagement?

by Kevin Kruse, 21 December 2013, forbes.com

ARTICLE



W hat is employee engagement anyway? Let’s start 
with what it’s not…

Employee engagement doesn’t mean employee satisfaction. 
Many companies have “employee satisfaction” surveys and 
executives talk about “employee satisfaction”, but the bar is set too 
low. A satisfied employee might show up for her daily 9-to-5 without 
complaint. But that same “satisfied” employee might not go the 
extra effort on her own, and she’ll probably take the headhunter’s 
call luring her away with a 10% bump in pay. Satisfied isn’t enough.
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Definition: 
Employee 
engagement is 
the emotional 
commitment 
the employee 
has to the 
organization 
and its goals.

This emotional commitment means engaged employees actually 
care about their work and their company. They don’t work just for a 
paycheck, or just for the next promotion, but work on behalf of the 
organization’s goals.

When employees care—when they are engaged—they use 
discretionary effort.

This means the engaged computer programmer works overtime 
when needed, without being asked. This means the engaged retail 
clerk picks up the trash on the store floor, even if the boss isn’t 
watching. This means the TSA agent will pull a suspicious bag to be 
searched, even if it’s the last bag on their shift.

Engaged employees lead to better business outcomes. In fact, 
according to Towers Perrin research companies with engaged 
workers have 6% higher net profit margins, and according to 
Kenexa research engaged companies have five times higher 
shareholder returns over five years.
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How does employee engagement lead to higher stock prices? The
ROI of engagement comes from what I call the Engagement-Profit 
Chain:

Engaged Employees lead to…

  higher service, quality, and productivity, which leads to…

    higher customer satisfaction, which leads to…

      increased sales (repeat business and referrals), which leads              
 to…

        higher levels of profit, which leads to…

          higher shareholder returns (i.e., stock price)

“
”

To win in the 
marketplace you 
must first win in 
the workplace.

As former Campbell’s Soup CEO, Doug Conant, once said,

Employee engagement is the key to activating a 
high performing workforce.
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TONY HSIEH (pronounced Shay)
CEO Zappos.com
Author of Delivering Happiness
(sort of) CEO of ‘The Downtown Project”

LEADERSHIP PROFILE

Create fun and a 
little weirdness
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T ony Hsieh is not just an entrepreneur; he’s also a guy 
that’s all about happiness. He’s (not your average) CEO 
of popular online shoe and clothing store, Zappos.com, 
author of Delivering Happiness, and the brains behind 

‘The Downtown Project’ – a revival of derelict streets in downtown 
Las Vegas. Hsieh studied computer science at Harvard while 
operating the ‘Quincy House Grille’ – selling pizza to dorm mates. 
After graduating, his stint in the corporate world failed to excite and 
he co-founded LinkExchange – an internet advertising cooperative 
which grew to 400,000 members (and five million ads) by 1998. 
This, he sold to Microsoft, for a very cool $265million.
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A year later, Zappos was founded. Ironically, Hsieh almost deleted 
the first voice mail message plugging the idea until its market 
potential became obvious. He became CEO two months in. His 
‘management style’ is left of centre – a ‘holacracy’ (from the Greek 
holon) to be exact. Instead of a hierarchy, it is a more a case of 
individuals representing ‘a whole that is part of a greater whole’. 
Roles can overlap, are transparent and accountability comes from 
one’s peers. ‘Fun and a little weirdness’ is encouraged, fostering 
high engagement, which then inspires interactions with customers. 
In fact, its longest customer service call lasted about 4 hours. 
It is no surprise then that Zappos is considered one of the best 
places to work – employee happiness is at its core. And a happier 
employee leads to a better customer experience. 

And Hsieh is paying it forward. He has archived his wisdom in 
Delivering Happiness and has invested in over 100 or so tech start-
ups. He is (in his words, not a CEO but) an ‘investor, advisor and 
the equivalent of’ a board member on ‘The Downtown Project’ and 
collectively works with over 300 companies and employs 300 plus 
people to revive the heart of downtown Vegas. ‘The Downtown 
Project’ is creating an exciting cultural hub – deliberately blurring 
the line between working and living.

Leaders, like Hsieh, are redefining corporate culture. They are 
helping to draw a new paradigm that puts happiness at the forefront 
of the working experience.
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LEADERSHIP LESSON

Get the culture 
right and 
everything else
just

falls

into

place.
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Compare Hsieh’s leadership style 
to one you’ve already experienced 

in the workplace. How is  
it different?

Q&A

1. 2. 3.
Which style more readily promotes 

employee engagement? 
Support with three examples.

Design a ‘manifesto for employee 
engagement’. List five to ten action 

points that will work to improve 
employee engagement levels.
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What’s  
your  
game  
plan?
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C heck out the following scenarios and decide on a 
strategy to increase engagement for each one.
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Your new project-based team 
is not working. Personalities 
are clashing and as a result, 

there’s not a lot of collaboration 
happening.

Come Friday, employees are 
unproductive and wasting time. 

At the beginning of the week 
they’re inspired, hard working 

but tire easily toward the end of 
the week. They are usually so 

committed but the Friday ‘void’ is 
getting bigger.

You’ve found out that staff 
members are using social media 

to vent work frustrations.

You see stress levels rising in 
the workplace. People are taking 

more ‘sickies’ than usual.

59

What’s up with leadership? Leading to engagement



In the last year, retention rates 
declined by more than 20%. 
Some of the business’ most 

talented employees left and new 
employees are sucking up a lot 

of time in training.

The workplace is loud and 
social. People get along 

really well. But you notice the 
introverted types are choosing to 

work remotely more and more.

Not a lot of new ideas are 
emerging and the workplace 
feels so tired. There isn’t a lot 
of conversation and people 

generally eat lunch at their desks.

Some of your employees have 
not been thanked in a while. 
They work hard and without 

direction a lot of the time, so they 
tend to fly under the radar.
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EI for 
Engagement
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H ow many of us make decisions based on gut 
feelings? ‘This feels right,’ or ‘That doesn’t feel 
right’. How many of us make decisions based on 
facts? ‘Ok, now I know what the pros and cons 

are, I can proceed’. How many of us make decisions using a 
combination of both feeling and fact? ‘This feels right and all the 
facts support it,’ or ‘this feels wrong even though the facts say it 
looks like a good idea.’ It’s interesting – even now, head and heart 
are still played off against one another, but why? Daniel Goleman, 
in The Brain and Emotional Intelligence: New Insights, suggests 
that to make good decisions, we need to use a combination of both 
gut feeling and fact. It seems obvious, but in the cold, cut-throat 
corporate world, where survival of the fittest was (and in some 
cases, still is) the norm, there hasn’t been a place for feelings. 
Everyone’s been too busy and ambitious – competing against other 
ambitious wannabes, getting ahead and attracting the big bucks.

But what if it didn’t have to be like that? What if people understood 
one another, supported and encouraged one another’s talents, 
and felt a shared sense of responsibility? Utopian? Maybe. But 
it’s already happening. Emotional Intelligence (EI or, in some 
publications, EQ) is fast becoming an important aspect of 
exemplary leadership. ‘My boss doesn’t give a shit about me, I 
hate it here,’ is slowly being replaced by ‘my boss understands 
me and cares. Because my boss cares, I want to work here.’ 
Authentic leadership is not only about results – it can’t be. In the 
contemporary world of work, ‘soft skills’ are becoming equally 
important and are the hallmark of a workplace culture that is well 
led, socially responsible and people (instead of profits) focused. 
And the interesting thing is that workplaces like this – Zappos, for 
example – are outperforming others. When there is an emotional 
connection to our work, it comes a little more easily, a little more 
authentically. And productivity rises.

Ignoring the central role EI plays in driving organisational functions can 
only lead to dysfunction and gradual deterioration. Goleman outlines 
that impact in Leadership: The Power of Emotional Intelligence:
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…the destructive effects of miserable morale, 
intimidated workers, or arrogant bosses – or any of the 
dozens of other permutations of emotional deficiencies 
in the workplace – can go largely unnoticed by those 
outside the immediate scene. But the costs can be read 
in signs such as decreased productivity, an increase 
in missed deadlines, mistakes and mishaps, and an 
exodus of employees to more congenial settings. There 
is, inevitably, a cost to the bottom line from low levels 
of emotional intelligence on the job. When it is rampant, 
companies can crash and burn.

“

”
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Top Ten reasons 
to cultivate EI
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Positive work 
climate

Increased 
optimism

1 2
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3
Solutions 
focused

Higher
productivity

3 4
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5
Regulation of 

feelings
Greater 

potential for 
empathy

5 6
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8
7Better decision-

making
Improved 

communication

7 8
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10
9

Conflict 
resolution

Openness to 
possibilites

9 10
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ARTICLE

by Travis Bradberry, 9 January 2014, forbes.com

Emotional 
Intelligence – EQ
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Emotional Intelligence Is the Other Kind of Smart.

When emotional intelligence first appeared to the masses in 1995, 
it served as the missing link in a peculiar finding: people with 
average IQs outperform those with the highest IQs 70% of the time. 
This anomaly threw a massive wrench into what many people had 
always assumed was the sole source of success—IQ. Decades of 
research now point to emotional intelligence as the critical factor 
that sets star performers apart from the rest of the pack.

“

”

CEOs are hired for 
their intellect and 
business expertise 
– and fired for a 
lack of emotional 
intelligence.
Daniel Goleman
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Emotional intelligence is the “something” in each of us that is a 
bit intangible. It affects how we manage behavior, navigate social 
complexities, and make personal decisions that achieve positive 
results. Emotional intelligence is made up of four core skills that pair 
up under two primary competencies: personal competence and 
social competence.

Personal competence is made up of your self-awareness and self-
management skills, which focus more on you individually than on 
your interactions with other people. Personal competence is your 
ability to stay aware of your emotions and manage your behavior 
and tendencies. Self-Awareness is your ability to accurately 
perceive your emotions and stay aware of them as they happen.

Self-Management is your ability to use awareness of your emotions 
to stay flexible and positively direct your behavior.

Social competence is made up of your social awareness and 
relationship management skills; social competence is your ability to 
understand other people’s moods, behavior, and motives in order to 
improve the quality of your relationships.

Social Awareness is your ability to accurately pick up on emotions 
in other people and understand what is really going on.

Relationship Management is your ability to use awareness of your 
emotions and the others’ emotions to manage interactions successfully.
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Emotional Intelligence, IQ, and Personality Are Different.

Emotional intelligence taps into a fundamental element of human 
behavior that is distinct from your intellect. There is no known 
connection between IQ and emotional intelligence; you simply can’t 
predict emotional intelligence based on how smart someone is. 
Intelligence is your ability to learn, and it’s the same at age 15 as it 
is at age 50. Emotional intelligence, on the other hand, is a flexible 
set of skills that can be acquired and improved with practice. 
Although some people are naturally more emotionally intelligent 
than others, you can develop high emotional intelligence even if 
you aren’t born with it.

Personality is the final piece of the puzzle. It’s the stable “style” 
that defines each of us. Personality is the result of hard-wired 
preferences, such as the inclination toward introversion or 
extroversion. However, like IQ, personality can’t be used to predict 
emotional intelligence. Also like IQ, personality is stable over 
a lifetime and doesn’t change. IQ, emotional intelligence, and 
personality each cover unique ground and help to explain what 
makes a person tick.
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Emotional Intelligence Is Linked to Performance.

How much of an impact does emotional intelligence have on your 
professional success? The short answer is: a lot! It’s a powerful 
way to focus your energy in one direction with a tremendous result. 
TalentSmart tested emotional intelligence alongside 33 other 
important workplace skills, and found that emotional intelligence 
is the strongest predictor of performance, explaining a full 58% 
of success in all types of jobs. Your emotional intelligence is the 
foundation for a host of critical skills—it impacts most everything 
you say and do each day. Emotional intelligence is the single 
biggest predictor of performance in the workplace and the 
strongest driver of leadership and personal excellence.

Of all the people we’ve studied at work, we’ve found that 90% 
of top performers are also high in emotional intelligence. On the 
flip side, just 20% of bottom performers are high in emotional 
intelligence. You can be a top performer without emotional 
intelligence, but the chances are slim. Naturally, people with a high 
degree of emotional intelligence make more money—an average of 
$29,000 more per year than people with a low degree of emotional 
intelligence. The link between emotional intelligence and earnings 
is so direct that every point increase in emotional intelligence adds 
$1,300 to an annual salary. These findings hold true for people in 
all industries, at all levels, in every region of the world. We haven’t 
yet been able to find a job in which performance and pay aren’t tied 
closely to emotional intelligence.
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Emotional Intelligence Can Be Developed.

The communication between your emotional and rational “brains” 
is the physical source of emotional intelligence. The pathway for 
emotional intelligence starts in the brain, at the spinal cord. Your 
primary senses enter here and must travel to the front of your brain 
before you can think rationally about your experience. However, first 
they travel through the limbic system, the place where emotions 
are generated. So, we have an emotional reaction to events before 
our rational mind is able to engage. Emotional intelligence requires 
effective communication between the rational and emotional 
centers of the brain.

“Plasticity” is the term neurologists use to describe the brain’s 
ability to change. Your brain grows new connections as you learn 
new skills. The change is gradual, as your brain cells develop new 
connections to speed the efficiency of new skills acquired.

Using strategies to increase your emotional intelligence allows the 
billions of microscopic neurons lining the road between the rational 
and emotional centers of your brain to branch off small “arms” 
(much like a tree) to reach out to the other cells. A single cell can 
grow 15,000 connections with its neighbors. This chain reaction 
of growth ensures it’s easier to kick this new behavior into action 
in the future. Once you train your brain by repeatedly using new 
emotional intelligence strategies, emotionally intelligent behaviors 
become habits.
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Emotional 
literacy

So, how do you manage your emotions? When your blood is boiling 
or you just can’t stand to be in the same room as someone? When 
you’re forced to be reasonable, and just want to lose it? When you 
feel like you have to do that ‘fake nice’ thing and pretend everything 
is sweet? It’s not easy to become aware of and then regulate 
emotions – we somehow become crazy, irrational cave-people in 
the heat of the moment. Or, conversely, when faced with crippling 
emotions like guilt or despair, we build walls around ourselves or 
‘opt out’. But becoming aware of these triggers, and managing 
our emotions when set off by these triggers, makes a profound 
difference to the climate in a workplace. And it is every individual’s 
responsibility to keep the work environment free from toxicity and 
‘bad vibes’. Goleman contrasts two different sorts of workplace 
environments here:
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…imagine the consequences for a 
working group when someone is unable 
to keep from exploding in anger or has 
no sensitivity about what the people 
around him are feeling. All the deleterious 
effects of agitation on thinking for an 
individual operate in the workplace too: 
When emotionally upset, people cannot 
remember, attend, learn, or make decisions 
clearly. As one management consultant put 
it, “Stress makes people stupid.”

“
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On the positive side, imagine the benefits for work of 
being skilled in the basic emotional competencies – 
being attuned to the feelings of those we deal with, 
being able to handle disagreements so they do not 
escalate, having the ability to get into flow states 
while doing our work. Leadership is not domination, 
but the art of persuading people to work toward a 
common goal. And, in terms of managing our own 
career, there may be nothing more essential than 
recognizing our deepest feelings about what we 
do – and what changes might make us more truly 
satisfied with our work.”

Leadership: The Power of Emotional Intelligence, 2011
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Which one do you want to work in?

To develop greater EI, Goleman suggests you need 
four competencies. Of these competencies, he says:

“Most elements of every 
emotional intelligence model 
fit within these four generic 
domains: self-awareness, self-
management, social awareness, 
and relationship management.
Based on each of these core 
abilities are learned workplace 
competencies that distinguish the 
most successful leaders.”
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Self-awareness

People with strong self-awareness are neither overly 
critical nor unrealistically hopeful. Rather, they are 
honest with themselves and with others. People who 
have a high degree of self-awareness recognize how 
their feelings affect them, other people, and their job 
performance.

Example

Milly knows she will freak out if she doesn’t plan well 
for an important deadline. She considers the next 
month and chunks her work into manageable bits 
and allocates time to each section, what she calls 
‘mini-deadlines’. Josh has to present at a meeting 
but the idea of speaking in front of his peers is 
harrowing. He prepares thoroughly and practises 
what he’ll say at home first. He makes some of the 
presentation interactive and group-focused, to help 
take the pressure off.

Self-management

This is like an ongoing inner conversation, and is 
the component of emotional intelligence that frees 
us from being prisoners of our feelings. People 
engaged in such a conversation feel bad moods 
and emotional impulses just as everyone else does, 
but they find ways to control them and even to 
channel them in useful ways.

Example

Lexie doesn’t like Hahn – they don’t see eye to eye 
as they’re both very dominant personalities with 
big ideas. Lexie knows they might tussle when 
discussing the new project. Instead of engaging 
in a war, Lexie decides to give Hahn the floor first. 
She waits patiently for her turn, even though she 
desperately wants to interrupt. She has learnt that 
Hahn is really insecure and this is the only place 
he feels he can shine. Lexie knows she’ll get her 
chance to speak, and overcomes her impatience.
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Empathy

Empathy doesn’t mean adopting other people’s 
emotions as one’s own and trying to please 
everybody. That would be a nightmare – it would 
make action impossible. Rather, empathy means 
thoughtfully considering employees’ feelings – 
along with other factors – in the process of making 
intelligent decisions.

Example

Eddie, a manager is upset by the recent efforts of 
his team – they haven’t quite nailed a project like 
he thought they would. He knows there were some 
‘speed humps’ but they’d dealt with worse in the 
past. He could let it go – the project is passable 
and wouldn’t send any shockwaves through the 
company but it wasn’t their best. He knows that by 
confronting and belittling his team, he’s not going to 
understand the reasons why. Instead, Eddie calls for 
an informal lunch meeting to discuss the project and 
what his team thought of it. Maybe he can start to 
understand what happened.

Social skills

As a component of emotional intelligence, social skill 
is not as simple as it sounds. It’s not just a matter 
of friendliness, although people with high levels 
of social skill are rarely mean-spirited. Social skill, 
rather, is friendliness with a purpose: moving people 
in the direction you desire, whether that’s agreement 
on a new marketing strategy or enthusiasm about a 
new product.

Example

Maria, a manager of a small but successful retail 
store in a metro shopping centre, wants to franchise. 
She has a proposal but it will mean some of her 
most loyal staff members will need to relocate to 
help train new employees. Most of her staff are 
committed to the idea of the store as ‘boutique’ and 
openly oppose franchising. Maria must consider 
how to present the idea, and what would help her 
staff to thoughtfully consider, and support, the 
decision. She wants them on-board but knows she 
can’t force them into agreeing with her decision. 
Tact is paramount.

YouTube Link:
Daniel Goleman Introduces Emotional Intelligence (5:31)Competency descriptions extracted from: Leadership: The Power of 

Emotional Intelligence, 2011
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ARTICLE

by Geoffrey James, inc.com

Feeling Negative? 
How to overcome it

Your negative emotions are powerful guides to what needs to 
change in your life.

Because you're a human being, you're going to feel emotions while 
you're at work. It's hoped that the bulk of your emotions will be 
positive, such as excitement, wonder, gratitude, and joy.

However, it's inevitable that you'll also feel some negative emotions. 
But here's the thing: The way you handle your negative emotions 
will largely determine how successful you'll eventually become.

After all, it's easy to manage a business or do a job when 
everything's all sweetness and light. What's difficult is making 
things happen when times are rough and things don't work out the 
way you'd prefer.

With that in mind, here are the six most common negative emotions 
that people feel at work, along with a plan to transform those 
emotions into something to help you become more, rather than 
less, successful.
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1. If you’re feeling fear...

Step back for a second and try to see the situation objectively. Ask 
yourself: “Is my business or career truly at risk?” If not, then you 
may just be feeling nervous and excited rather than fearful, just like 
when you get on a roller coaster. So enjoy the ride.

If you decide that the situation is truly serious, then do something 
physical, like taking a walk, to clear your mind. When you return, 
create an action plan for how you’re going to handle the situation 
right now.

Think of all the times that you’ve successfully handled similar 
situations or other situations that were personally challenging. Have 
faith that you’ll be able to do the same this time. Then take the first 
step in your action plan.

2. If you’re feeling rejected...

Decide whether you actually respect the opinion of the person who 
“rejected” you. If the rejection came from an idiot, a blowhard, or a 
mooncalf, a “rejection” is actually a backhanded compliment.

If you DO respect the other person’s opinion, recognize that you 
may be interpreting the situation incorrectly. The only way to find 
out is to ask. Say something like: “The other day, you said ____ and 
I felt hurt. Can you clarify what happened?”

Finally, realize that, in a very real sense, “rejection” is an illusion. 
It almost always stems from a difference in the “rules” by which 
people interpret events. Probably you got “rejected” because the 
other person had different rules. So where’s the sting?
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3. If you’re feeling angry...

Your first task is get some distance from the situation. If you can, 
get up and go for a walk, or do something that will distract you for 
a moment. If you can’t take any of those actions, use Mom’s old 
standby and slowly count from one to 10.

Now that you’ve calmed yourself down, pinpoint the reason 
that you’re angry. You will find that in EVERY case, it’s because 
somebody has violated a rule or standard that is deeply important 
to you.

Rather then “blowing up” or “letting off steam,” figure out how to 
communicate to the other person the importance of that rule or 
standard so that the same situation doesn’t recur in the future.

4. If you’re feeling frustrated...

At work, this emotion emerges when you feel that your results aren’t 
what you expected, given the amount of work and effort that you’ve 
expended. You know your goal is achievable, but it continues to 
seem out of reach.

Your first step here is to reassess your plan and your behavior. Is 
this really the best way to achieve this goal? If not, your frustration 
is telling you that you need to change the plan and the execution of 
the plan.

If your plan is solid and your behavior appropriate, it’s time to 
exercise patience. Stop worrying about the goal. Let go of your 
results and concentrate on the behavior and have faith that “God’s 
delays are not God’s denials.”
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5. If you’re feeling inadequate...

Welcome to the club! Whether people admit it or not, even those 
who seem the most self-confident secretly worry that they’re not 
going to measure up or that they’re ill prepared for the challenges 
ahead.

The wonderful thing about this emotion is that it’s the easiest to 
handle. Your sense of inadequacy, like everyone else’s, stems from 
a lack of skills, experience, and strategies in an area where you’d 
like to be successful.

Your plan is therefore simple: Decide that you’re going to work on 
your skills in this area until you master them. Find a role model or a 
mentor. Read books or take seminars. Worst case, you’ll learn in the 
“school of hard knocks.” It’s just part of life!

6. If you’re feeling stressed...

There’s no question that today’s business world puts extraordinary 
demands on people’s time and energy. Whether you’re an 
entrepreneur, an executive, a line manager, or a worker, you’re 
constantly being asked to do more with less.

Even so, you (like everybody else) are constrained by the limits of 
time and space. Regardless of how you feel about it, you’ve got 
a limited amount of time to get things done and to keep yourself 
healthy and happy at the same time.

Therefore, the best way to use stress is as a signal that it’s 
time to prioritize. Do what’s important rather than what’s urgent. 
Remember: Twenty percent of your work generally produces 80 
percent of your results! So focus on the 20 percent!
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A n organisation’s direction is inspired by leadership 
that meaningfully reflects its mission, vision and 
values. This must be authentically represented by its 
branding and embedded in workplace culture. But 

there’s more. An organisation’s purpose should also lend itself to 
supporting social responsibility. Many businesses are now adopting 
the ‘triple bottom line’ – thinking ‘people, planet and profit’. It is 
not enough to just think dollars – ethical and sustainable business 
methods should run directly parallel.
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The 
mission 
statement
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A mission statement defines the purpose and primary 
objectives of a business. 

But what should mission statements look like, sound 
like, feel like? Read the following mission statements 

and rate them on a scale from 1 (most liked) to 5 (least liked). Think 
about why you ranked them this way…

“

”

Once you 
have a 
mission, you 
can’t go back 
to having 
a job.
Shai Agassi
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‘Our Reason for Being’

Build the best product, cause no unnecessary harm, use business 
to inspire and implement solutions to the environmental crisis.

Be the world’s beer company.
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Our mission is to revolutionize how the world engages with ideas 
and information.

Our mission: To inspire and nurture the human spirit – one person, 
one cup and one neighbourhood at a time.
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“

”

A mission statement 
is not something you 
write overnight... But 
fundamentally, your 
mission statement 
becomes your 
constitution, the solid 
expression of your vision 
and values. It becomes 
the criterion by which 
you measure everything 
else in your life.

Stephen Covey

To build a place where people can come to find and discover 
anything they might want to buy online.
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Richard Branson 
on crafting 
your mission 
statement

By Richard Branson, 22 July 2013, entrepreneur.com

ARTICLE

M ost mission statements are full of blah truisms 
and are anything but inspirational. A company’s 
employees don’t really need to be told that “The 
mission of XYZ Widgets is to make the best 

widgets in the world while providing excellent service.” They must 
think, “As opposed to what? Making the worst widgets and offering 
the lousiest service?” Such statements show that management 
lacks imagination, and perhaps in some cases, direction.
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At the opposite end of the scale is the statement that fails through 
flowery waffling. An example: “Yahoo powers and delights our 
communities of users, advertisers and publishers - all of us united 
in creating indispensable experiences, and fueled by trust.” That 
sounds wonderful, but what does it mean? Whoever wrote it should 
try listening to the company’s CEO, Marissa Mayer, who said in 
a recent speech, “Yahoo is about making the world’s daily habits 
inspiring and entertaining.” It’s not perfect, but it would be a step in 
the right direction…

Read the full article here
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The 
vision 
statement
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V ision statements also define 
the organisation’s purpose, 
but with a focus on the goals 
and aspirations.

Imagine 
what your 
business 
would look 
like if it 
became 
the best 
possible 
version of 
itself.
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Create a 
business vision

Excerpt from ‘Create a business vision’, Business and industry portal, 
22 January 2015, business.qld.gov.au

ARTICLE

A vision is a vivid mental image of what you want your 
business to be at some point in the future, based 
on your goals and aspirations. Having a vision will 
give your business a clear focus, and can stop you 

heading in the wrong direction.

The best way to formalise and communicate the vision you have for 
your business is to write a vision statement.

A vision statement captures, in writing, the essence of where you 
want to take your business, and can inspire you and your staff to 
reach your goals.
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A vision statement should communicate your long-term business 
goals, and it should reflect your view of the world and your 
business’s place in it. It should also answer the fundamental 
question, ‘Where are we going?’. The practical aspect of ‘How 
will we get there?’ is usually dealt with in a mission statement or a 
business plan.

Your vision statement might be inspired by certain aspects of your 
business, such as:

• finances (e.g. to sustain and support your family)

• reputation (e.g. amongst customers, staff, competitors)

• service quality standards (e.g. to make customers a priority)

• growth (e.g. you offer new products, innovate, get more 
customers, increase locations)

• passion (e.g. that you and your staff enjoy what you do)

• sustainability (e.g. that you are financially and environmentally 
sustainable).

You should also think about what inspired you to start a business, 
and what business values and principles are important to you.

To write an effective vision statement you should think about what 
your business does, and imagine what your business would look 
like if it became the best possible version of itself.

Read the full article here
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R ate these vision statements…

Do they work? Why/why not?

Our vision is to put joy in kids’ hearts and 
a smile on parents’ faces.
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Our vision is to build a future in which 
people live in harmony with nature.

To bring inspiration and innovation to every 
athlete* in the world.

* If you have a body, you are an athlete.
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Create experiences that combine the magic of 
software with the power of Internet services across 

a world of devices.

It’s the way we do business. It’s the way we interact 
with the community. It’s the way we interpret the 

world around us – our customer’s needs, the future 
of technology, and the global business climate. 

Whatever changes the future may bring our vision – 
Dell Vision – will be our guiding force.
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Values
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C ompany values will usually support the company vision 
and mission statements. They help to define what the 
company stands for.

Look at these…
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1. Deliver WOW Through Service

2. Embrace and Drive Change

3. Create Fun and A Little Weirdness

4. Be Adventurous, Creative, and Open-Minded

5. Pursue Growth and Learning

6. Build Open and Honest Relationships With Communication

7. Build a Positive Team and Family Spirit

8. Do More With Less

9. Be Passionate and Determined

10. Be Humble

YouTube Link:

Zappos Company Culture

Tony Hsieh, CEO, Zappos, Core Values of Culture
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Empowerment: We believe in empowerment and freedom of choice 
as a means to a better world. 

Integrity: We strive to always act ethically and we value 
relationships built on honesty, mutual respect and trust. 

Sustainability: We engage in sustainable solutions to global 
problems that affect the earth and its people. 

Innovation: We transform the world through entrepreneurial 
creativity and lead by example. 

Excellence: We believe that quality of life, work and performance 
are critical to achieve our mission.

Personal Development: Strong organizations rely on strong 
individuals. We encourage and support each other to realize our 
fullest potential, and will thereby strengthen our internal community.

Community: We value our global and internal communities’ 
diversity of perspectives, and know that each may hold a piece of 
the solution. We collaborate and partner for mutual success. 

Fairness: We work to create opportunities and extend the benefits 
of globalization to all people, everywhere.

Impact: We build positive solutions that achieve meaningful social 
and environmental change in the world.

YouTube Link:

Paul Rice, President and CEO, Fair Trade USA

110

To infinity and beyond! Success through direction

https://www.youtube.com/watch?v=WmLIWieuVDw


Describe the relationship  
between values and culture for 

both companies.

Q&A

1. 2. 3.
What are the similarities and 

differences between Zappos and 
Fair Trade USA?

Would either company suit your 
own core values? Why/why not? 

Explain.
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The 
cultural 
fit
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I t is important to understand the relationship between 
values and behaviours, and therefore culture, in the 
workplace. If an individual’s behaviour is out of step with 
the business’ core values, and violates norms extending 

from these values, then it can become an issue. Sociologists, such 
as Émile Durkheim, have long understood the role values play in 
driving behaviour. Shared values help a society establish a set of 
norms that govern behaviour – right and wrong become obvious 
and people know their boundaries. A ‘collective consciousness’ 
is born out of this understanding, which helps individuals better 
integrate. Failure to integrate often leads to negative, undesirable 
or even ‘deviant’ behaviour. It is no different at work. If a colleague 
slacks off, and yet there is an otherwise strong work ethic, it is 
pretty obvious what types of feelings might emerge.

Getting the right ‘cultural fit’ is, therefore, becoming essential in 
the contemporary workplace. Individuals can be trained in new 
knowledge and skills but it’s not usual that an individual will shift 
their core values. Values are often inherited, impacted upon by 
upbringing and personal circumstances.

While our priorities may alter, depending on our age, experiences 
and involvement in different social groups, our values remain as our 
footings. When recruiting, determining a potential employee’s values 
helps to see if they’ll fit the organisation’s cultural framework. If, for 
example, your business is built with animal welfare in mind and your 
potential recruit has a thirst for hunting safaris, they might just be 
the wrong candidate.

It is a leader’s responsibility to resolve ‘cultural clashes’ and seek to 
better align the values of individuals with values of the organisation. 
Without a common dialogue between employee and employer, it 
is difficult to get everyone on the same page. Leaders must act as 
intermediaries and make the mission, vision and values very clear to 
their team. The mission statement should not just appear as part of 
some glossy corporate document in meetings. The mission, vision and 
values should be a ‘living, breathing thing’ – and easily discernible in a 
leader’s behaviours and interactions with team members.
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T hink about the relationship 
between priorities and values. 
Let’s see if they’ve changed over 
the last ten years.

What are your 
values?

114

To infinity and beyond! Success through direction



Ten years ago, my  
priorities were...

Ten years ago, my values were...Now, my priorities are... Now, my values are...
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Have your priorities changed and 
values changed?

Q&A

1. 2. 3.
Which one changed least? Why? Do your values match those of 

your workplace? 
Are your priorities met? Discuss.
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F ernwood Fitness was launched in Bendigo, Victoria, in 
1990.  The concept for a women’s only gymnasium was 
spurred by several requests for separate training areas 
where women could exercise and not be watched by 

other male clients. These requests led to the creation of Fernwood – 
Australia’s first female-only gym – thus carving out a niche market.

Fernwood 
fitness: 
‘empowering 
women to shine’

By Sherene Clow, with co-founder, John Clow

IN THE REAL WORLD

117

To infinity and beyond! Success through direction



In those early days, profits were directly invested back into the 
business so that the founders’ vision could be realised. Fernwood 
was the cherished baby of its founders, Diana Williams and John 
Clow; and they did everything to make it top priority. In co-founder, 
John Clow’s words: ‘“Any business is like a baby in its infancy, and 
for a baby to grow you must always feed the baby first.”

At this time, gyms were notoriously a male’s domain and were 
known to be sweaty, noisy and crass. Fernwood’s founders decided 
to take this concept and turn it on its head, creating a place where 
women could come and exercise, nurture themselves and relax. 
Their slogan at this time was ‘Mind, Body, Spirit.’ The company 
goal was to encompass this and to nurture their clients – creating 
a tranquil atmosphere where service was at a premium, and to 
work out was just one of the reasons for attending. The Fernwood 
concept was to make a visit to the gym more than a burden for 
health’s sake – it wanted to create an experience that women 
wanted to repeat.

“

”

The Fernwood 
concept was to 
make a visit to the 
gym more than a 
burden for health’s 
sake – it wanted to 
create an experience 
that women wanted 
to repeat.
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This purpose was accomplished with high quality staff.  The 
staff’s core values were to support behaviours in business such 
as: Integrity, Commitment, Respect, Passion, and Openness with 
a Service Mentality. A number of unique features have also been 
a part of Fernwood since its inception, and helped to set it apart 
from its competitors. This established a nurturing and community-
focused culture that reflected Fernwood’s core values. These 
features included: a completely fitted out bathroom with free towels, 
shampoo and conditioner, soap, hairdryers; a café area with free 
breakfast, tea and coffee; as well as free childcare.

A working woman could arrive in her gym clothes, attend a class or 
train in the gym, shower, have breakfast and head off to work.  
A mother could drop kids at school or younger ones to the in-house 
childcare and see a personal trainer, or the Beauty Therapist,  
or Masseuse.

The club also offered support groups and educational forums for 
eating and nutrition, motivational lectures and a social setting for 
women to get sweaty and exercise without any perceived sexual 
attention. This was not a few treadmills and bars with weights in 
a warehouse, this was an exclusive club, where members were 
pampered. The staff’s mission was, and still is, to ‘Empower Women 
to Shine’. 

Today, Fernwood’s mission extends well beyond Bendigo. In Less 
than twenty-five years, it has over 69 fitness clubs situated in every 
state of Australia, with approximately 68,000 members. Every 
franchisee maintains a strong commitment to Fernwood’s core 
values and offers a supportive environment for women to change 
their lives.

119

To infinity and beyond! Success through direction



What are Fernwood’s  
core values?

Q&A

1. 2. 3. 4.
Are those values present in the 

culture? Support your view  
with examples.

Could the Fernwood core 
values and culture be regarded 

as controversial from certain 
perspectives?

Are there particular values all 
organisations must share – some 

‘non-negotiables’? Discuss.

120

To infinity and beyond! Success through direction



P eople. Planet. Profit. It’s not just the bottom line 
anymore. It’s about more than that. John Elkington’s 
‘triple bottom line’ (TBL or 3BL) considers employee 
welfare, ethics, fair trade, sustainability, reducing 

the ecological footprint, and profits that help to empower the 
community as a whole. Put simply, it’s thinking about a company’s 
impact on both a local and global scale. ‘Ecopreneurs’ are on the 
rise – blending environmental awareness with business.

The TBL can be described as a ‘balanced scorecard’. But just how do 
you get a balanced scorecard? Start by thinking about the following:

The Triple 
Bottom Line
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So, who is 
thinking TBL?



Volkswagen’s ‘Think Blue’ philosophy:

Think Blue embodies Volkswagen’s goal of creating environmentally 
friendly products and solutions, communicating and encouraging 
better environmental behaviour and getting involved in initiatives 

that contribute to a sustainable future.

Levi Strauss & Co. ‘Culture’ statement:

The culture of Levi Strauss & Co. is fueled by strong values, 
creativity and hard work. Using innovative, sustainable and 

progressive practices isn’t just how we make our jeans and other 
products, it’s a principle we value in all of work.
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The Body Shop:

The Body Shop is a leader in promoting greater corporate 
transparency, and we have been a force for positive social and 

environmental change through our campaigns around our five core 
Values: Support Community Fair Trade, Defend Human Rights, 

Against Animal Testing, Activate Self-Esteem, and Protect Our Planet.
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I n 1995, Dorset couple, Mark and Mo Constantine, 
embarked on an entrepreneurial adventure that would 
change UK cosmetics. As passionate ambassadors for 
natural cosmetics, they installed a sink upstairs in their 

small apartment and started experimenting. LUSH soon grew 
to have its own team of inventors and other staff to make things 
happen. Today, LUSH now has 900+ stores in over 50 countries 
stocking 100% vegetarian (and 83% vegan) products. Its Australian 
arm has 25 stores working out of a Sydney based kitchen.

LUSH: fresh 
handmade 
cosmetics

IN THE REAL WORLD
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All LUSH products are made to order and ingredients are sourced 
from small-scale producers worldwide. Originally, inventors sought 
farmers’ markets and flower shops for ingredients but now LUSH’s 
Ethical Buying Team travel the world – Ghana, Morocco, Costa 
Rica, Papua New Guinea – to find the best suppliers who must 
respect the environment, animals and people. 

LUSH not only delivers on product, it embeds a culture of 
sustainability into business practices. It actively works to reduce 
landfill – 46% of products are ‘naked’ – packaging free, all wrapping 
paper is 100% recycled and recyclable, and LUSH has phased out 
the use of palm oil in its products which is linked to the decimation 
of Orangutan habitat. LUSH customers are invited to bring along 
their own bags and containers to stores, and staff are expected to 
be well versed in environmental matters.

“

”

A sustainable 
business is resource 
efficient, respects 
the environment 
and is a good 
neighbour.
Phil Harding (2000)
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Not only does LUSH embrace a holistic philosophy in the making 
of each product – ‘it’s the whole ingredient that makes it work’ – it 
gives back to the community, and the environment, as well. 100% 
of sales from its ‘Charity Pot’ go to humanitarian, environmental and 
animal rights causes. LUSH is also pushing to make social change 
by supporting causes such as; ‘Fighting Animal Testing’, ‘What’s 
wrong with Palm Oil?’ and ‘Marriage Equality’. 

LUSH is leading the way when it comes to businesses embracing 
the triple bottom line. It is no surprise then that it was a 2014 
Sustainability winner at the Australian Business Awards. In its own 
words: ‘Sustainability is a company-wide priority’.

YouTube Link:

Lush Cosmetics – Our Environmental Policy
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Identify three ways LUSH promotes sustainability.

Q&A

1. 2.
Evaluate the degree to which LUSH’s triple bottom line thinking has 

contributed to its success.
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I n the workplace, leaders are the ‘climate makers’. Let’s 
think about this for a minute. It’s easy to withstand a 
few bad days weatherwise but to live in an unconducive 
climate year in, year out? A toxic work environment is like 

this. No one wants to come to work and be met with low morale, 
lack of well-being and negative relationships. On the other hand, 
people want to come to work if there’s high morale, healthy people 
and positive working relationships. As a leader, it’s up you to set 
the tone for when your team walks through the door. It’s not about 
faking a smile – you just insist on the type of climate you want to 
create, and do it consistently. And that climate needs to consider 
the well-being of every individual.

Workplace well-being is not just about Winter flu shots and the 
occasional morning tea to celebrate a birthday. It is a holistic 
approach to supporting the ‘complete physical, mental and social 
wellbeing’ of employees. But how do you do that? You must actively 
create a culture of well-being, that’s how. It could be anything 
from lunches together, encouraging short breaks away from desks, 
providing wellness coaching and offering fitness or Yoga classes. 
The point is that it’s not just one thing – it is about a series of good 
choices that benefit the whole team. Evidence suggests that if 
you invest in workplace wellbeing, you will see happier, healthier 
workers who might just surprise you with increased productivity and 
better attitudes.
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I nternational evidence makes it clear just how a focus on 
health and well-being can boost productivity:

Every US$1 invested in health and well-being can achieve 
a return of US$5.82 in reduced absenteeism costs.

Workplace health programs can reduce sick leave by up to 30% 
and increase productivity by up to 52%

Workplace health programs can achieve an average of 32% 
reduction in workers’ compensation and disability claim costs.

So, why is 
well-being the 
workplace’s 
responsibility?

Worksafe Victoria, 2010 Healthy Workplace Kit

STATISTICS
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“

”

Productivity gains 
of up to 15% can 
be achieved by 
upgrading the work 
environment.
Worksafe Victoria,  
2010 Healthy Workplace Kit
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Becoming 
a wellness 
ambassador

By Michelle McCartan

ARTICLE

W ith a background in HR and executive leadership, 
Michelle is an authentic wellness coach, writer 
and co-founder of ‘Wellineux’. She believes 
wellness is an evolving and highly rewarding 

journey requiring focus, adaptation and growth. Michelle is dedicated 
to supporting and inspiring others to achieve their best lives by 
sharing her specialist knowledge, experience and personal learnings.
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Wellness is a term that you’ve probably heard bandied around 
inside and outside of the workplace. Yet what does it actually mean 
and how do you achieve it? 

At Wellineux, our definition of wellness is;

• A way of living, intentionally created, in order to achieve 
fulfillment, happiness and ultimately the best version of life.

• A fluid state, attained by focus every single day.

• A right that belongs to each and every one of us, no matter what 
our current state of health is.

• Multidimensional with each dimension connecting to the others; 
nutrition, movement, rest, mind, connection, finances and growth.

• A rewarding, energizing and life-changing journey.

When it comes to wellness, there’s no one size fits all approach that 
works for everyone and because of this many organisations put it in 
the ‘too hard’ or ‘too expensive’ basket and move on. Yet, it doesn’t 
have to be as hard or as expensive as you might think and the impact 
on engagement, retention, performance and profits can be huge.

As a leader, here are some of the roles you can play to build a 
supportive culture of wellness in your organisation;

Self awareness builder: encourage team members to acknowledge 
that wellness looks different for us all and provide them with options 
to assist them in tuning into what it looks like for them and defining 
their wellness goals. This could be providing team members with a 
couple of wellness coaching sessions, providing them with a simple 
self-coaching worksheet or copy of the Journey of Me* daily wellness 
guide or instigating a simple discussion to help them gain clarity.

*There is more on the Journey of Me daily wellness guide, with 
testimonials, here.
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Educator: share key messages with your team around wellness 
to start their journey towards making small daily changes. This 
might be sharing information on wellness services in the local area, 
providing a wellness resource area of books and pamphlets or 
sharing the dates of fun runs.

Facilitator: consider a few ways in which the organisation can 
support individuals in achieving their wellness goals. This might be 
arranging a couple of varied classes either as one off’s to whet their 
appetite or ongoing to sustain their wellness actions. It could look 
like funding someone in the team to be qualified to run a wellness 
class or finding someone in the local area to hire for an hour a 
week. Or it could be providing a small annual budget to each team 
member to choose to spend on their wellness goals.

Role model: authentically illustrate wellness behaviours which you 
personally believe in and share your own personal experience. 
This doesn’t mean you need to be perfect in all areas of wellness 
but being honest that we all have things to work on is a great 
conversation starter.

Habit former: help each of your team to feel inspired to take daily 
steps towards building a foundation of wellness within their life. This 
can be as simple as making regular reference to wellness and their 
individual goals regularly. You have the opportunity to change their 
wellness habits for life. 

Cheerleader: help celebrate, where appropriate, the successes 
of each team member however small they may seem and even 
profiling them to the wider group.

You may wish to create a brand for all the wellness activities which 
take place in your firm, so that they are highly visible, reinforce 
each other and create a greater overall impact. 

Focusing on achieving wellness every day enables individuals and 
by consequence organisations to live their best lives.
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Little things make a big difference

Leaders are pretty busy people! ‘Reach Out’ makes these 
suggestions to help care for one’s own health and well-being. 
These could also form part of a conversation, encouraging team 
members to take responsibility for aspects of their own mental 
health. Remember, little things make a big difference!

1. Exercise

2. It’s ok not to be ok

3. Never let your pride prevent you from asking for help

4. Hang out with positive people

5. Appreciate the simple things

6. Make time to have fun

7. Focus on the things you can change

8. Stay connected

9. Reach out

Read the full article and explore more here.

137

To infinity and beyond! Create walk in the door moments

http://au.reachout.com/9-tips-to-improve-your-wellbeing


Author:

Title:

Year:

Pub.:

Viewed:

Link:

Branson, R 2013

‘Richard Branson on crafting your mission 
statement’

22 July 2013

The Entrepreneur

2 February 2015

www.entrepreneur.com

Author:

Title:

Year:

Pub.:

Viewed:

Link:

Reach Out n.d.

‘9 tips to improve your wellbeing’

au.reachout.com

25 February 2015

www.au.reachout.com

REFERENCES AND FURTHER READING

138

To infinity and beyond! Create walk in the door moments

http://www.entrepreneur.com/article/227507
http://au.reachout.com/9-tips-to-improve-your-wellbeing


YOUR JOURNEY TO 
LEADERSHIP

4
chapter

DON’T DERAIL YOURSELFSECTION 2

COMMIT TO SELF DISCOVERYSECTION 1

139



COMMIT TO SELF 
DISCOVERY

SECTION 1

140



T hink about some famous leaders.

Leaders that come to mind might 
be Nelson Mandela, Mother 
Theresa, Mahatma Gandhi, Martin 

Luther King Jr. or Abraham Lincoln.

“
”

Be the 
change you 
want to see 
in the world.
Mahatma Gandhi
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These leaders all have one thing in common: what they said and 
everything they did was integral to what they believed in. They were 
authentic leaders to the nth degree, and led with integrity, wisdom 
and humility. Authentic leadership is about being true to oneself 
and acting only in accordance with this truth. It is ‘who you are 
being’ rather than ‘what you are doing’. Despite all the literature on 
leadership, the advice, the tips and tricks, one thing remains clear: 
you can’t fake it. If you live by a strong set of values already, and 
these are clear in both your business and leadership style, your 
team will respect you more. They might even be prepared to work 
harder to make things happen.

Authentic – or real – leaders draw people to them. They live and 
breathe their message and can easily articulate it for others. Think 
about places you’ve worked. What was the leadership like? Was 
it real? Did it seem genuine? Did your leader practise what was 
preached? And what about you? If you have been in a leadership 
position, did you hold true to a set of values that were easily 
discernable in the working environment? You might be able to 
answer these questions by thinking about whether these traits were 
(or were not) obvious:

“

”

In my 
country we 
go to prison 
first and 
then become 
president.
Nelson Mandela
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Your ‘Authentic 
Leadership’ 
checklist 

Adapted from The Extraordinary Leader: Turning Good 
Managers into Great Leaders by Folkman & Zenger, 2009

ARTICLE
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Is there personal character?

humility

courage

integrity

compassion

humour

passion

wisdom

Is there personal capability?

product knowledge

problem solving

public speaking

time management

a will to volunteer
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Are interpersonal skills obvious? 

powerful communication 

inspiration

positive relationships

eliciting team’s talents and skills

recognition and reward for 
contributions

working collaboratively

openness and receptivity

Is there a focus on results? 

stretch goals

taking responsibility for outcomes

ongoing feedback

actioning company goals

a sense of urgency

short term objectives met to achieve 
long term goals
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Do they lead organisational change? 

lead new projects

have strategic perspective

translate company objectives into 
goals

help teams meet needs of the 
consumer
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Other 
Leaders...

Authentic 
Leaders...

...can’t initiate

...can’t communicate

...can’t learn from mistakes

...can’t accept blame

...aren’t open to new ideas

...can initiate

...can communicate

...can learn from mistakes

...can accept blame

...are open to new ideas
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O f course, it is not realistic to assume all leaders will 
have every one of these traits. It is about becoming 
aware of and celebrating your strengths and, 
conversely, understanding and working on your 

weaknesses. Good leaders know their weaknesses and are 
prepared to do something about them. One’s style of leadership is 
personal and individual and different traits make different leaders. 
But authentic leaders are those whose set of values is obvious. In 
his book, Leaders Eat Last, Simon Sinek notes the importance of 
integrity in leaders. He maintains that we need to know leaders care 
and are willing to ‘protect us’ in exchange for helping them realise 
their vision.
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”

“
He says:
For leaders, integrity is particularly important. We need to 
trust that the direction they choose is in fact a direction 
that is good for all of us and not just good for them. 
As members of a tribe who want to feel like we belong 
and earn the protection and support of the group, we 
will often follow our leaders blindly with the belief (or 
hope) that it is in our interest to do so. This is the deal 
we make with our leaders. We in the group will work 
hard to see their vision become a reality and they will 
offer us protection along the way, which includes honest 
assessments and commentary. We need to feel that they 
actually care about us.

Leaders Eat Last by Simon Sinek, 2014

149

Your journey to leadership Commit to self discovery



I nterestingly, integrity is not always at the top of the list for 
businesses choosing leaders. Bill George, in his book, 
Finding Your True North, points out that leaders are often 
mistakenly chosen because of charisma, image and style. 

Consequently, other potential leaders, who are perhaps not obvious 
choices but perfectly adept, are overlooked. But his views are 
similar to Sinek’s about authentic leaders inspiring trust, and that 
they must be true to who they are.
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“
He says:
…Authentic leaders are genuine people who are true to 
themselves and to what they believe in. They engender
trust and develop genuine connections with others. 
Because people trust them, they are able to motivate 
others to high levels of performance. Rather than letting 
the expectations of other people guide them, they are 
prepared to be their own person and go their own way. 
As they develop as authentic leaders, they are more 
concerned about serving others than they are about their 
own success or recognition.
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”

This is not to say that authentic leaders are perfect. Far 
from it. Every leader has weaknesses, and all are subject 
to human frailties and mistakes. Yet by acknowledging 
their shortcomings and admitting their errors, they 
connect with people and empower them…

Finding Your True North by Bill George, 2007
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A uthentic leadership is not getting everything right 
all of the time. But authentic leaders, according to 
Folkman & Zenger, must be open to ideas, have 
good communication skills and be prepared take 

responsibility for mistakes. It is better that shortcomings are 
acknowledged, so that people know where they stand. An authentic 
leader should be prepared to take some risks by initiating new 
ideas and, if they don’t pan out, learn from those failures. All in 
all, an authentic leader is one that truly believes that what they are 
doing is an honest reflection of who they are.

YouTube Links:

‘Simon Sinek on learning how not to manage people’
‘Building Trust through committed leadership’
Jack Zenger Discusses Building Strengths or Fixing Weaknesses
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J eff Bezos always loved figuring out how things worked. 
Combine that sense of innovation with scientific nous 
and technological know how and you wind up with one 
of the major forerunners of e-commerce. 

Bezos graduated from Princeton with a degree specialising in 
computer science and electric engineering. He had always been 
an intellectual, and throughout his school years, achieved many 
accolades rewarding his academic efforts. Bezos was interested in 
entrepreneurship as well – starting his first business in high school 
– a summer camp encouraging creative thinking in middle school 
students. This, he called ‘The Dream Institute’.

Bezos and 
Amazon: 
pioneering 
e-commerce

JEFF BEZOS
CEO and Founder of Amazon.com
Founder of Blue Origin 
(Human Spaceflight Company)
Owner of The Washington Post

LEADERSHIP PROFILE
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Later, creative thinking would help Bezos realise his own dream. His 
time on Wall Street in the 1990s, helped him to see the potential for 
e-commerce opening up. Reports suggested that Internet-based 
commerce was growing at 2,300% annually and soon Bezos was 
making short lists of products he could sell online. In the end, 
he went with books after considering the demand for literature 
worldwide, their low prices and the ability to carry a significant 
number of titles. Inspired, he quit his job and moved his family to 
Seattle to launch Amazon. Seattle had a generous pool of software 
engineers and it was relatively close to the country’s largest book 
distribution warehouse.

“

”

This is Day 
1 for the 
Internet. 
We still have 
so much 
to learn.
Jeff Bezos
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In 1994, Amazon’s first HQ was a converted garage/rec room in 
Bezos’ house but because of the start-up’s meteoric success, 
operations were soon forced to move. In the first two months of 
business, Amazon distributed to 50 US states, 45 countries and 
made $20,000 in book sales. It quickly diversified to sell more than 
just books: CDs, videos, MP3 downloads/streaming, software, video 
games, electronics, apparel, furniture, foods, toys and jewellery 
were among some of its new offerings. Amazon’s culture of ideas, 
experimentation and innovation also led to the creation of the 
ubiquitous Kindle – Bezos wanted to create a device the replicated 
the ‘real’ reading experience as much as possible, so that readers 
could easily get lost in the reading, just as they would a book.

Amazon’s business plan was long term. Bezos, and his team, did 
not expect to make any real money in the first five years. He saw a 
trajectory of slow growth, steadily building a base of loyal customers 
– focusing on the customer experience while keeping prices down. 
Stockholders grew impatient but when the dot.com bubble burst 
in the early 2000s, Amazon survived. Prospered even. In 2001, 
Amazon’s net profit was approximately $5million – nothing like the 
‘Amazon.bomb’ its critics were expecting. Despite pressure, Bezos 
held true to his business plan and it proved a success. He often 
comments that he was willing to be misunderstood for a long time.
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Forbes lists Bezos’ net worth at $35.1billion (February 2015) 
and Amazon is still listed as one of the world’s biggest online 
retailers. Bezos has made a number of investments in space flight, 
robotics and The Washington Post, reflecting his love of ideas and 
innovation, but his personality is still strongly present at Amazon. 
On its success, Bezos says: ‘We’ve had three big ideas at Amazon 
that we’ve stuck with for 18 years, and they’re the reason we’re 
successful: Put the customer first. Invent. And be patient.’

“

”

The common 
question that gets 
asked in business 
is, ‘why?’ That’s 
a good question, 
but an equally 
valid question is, 
‘why not?”
Jeff Bezos
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Is Bezos’ style an example of Authentic 
Leadership? 

Why or why not? Support with three 
examples.

Q&A

1. 2. 3.
How much of Amazon’s success can be 

attributed to Bezos’ leadership?
Design an ‘Authentic Leadership Charter’. Write 
a list of five authentic leadership traits on one 
side. On the other side, write five leadership 

behaviours that you can commit to, to reflect on 
each trait. Here’s a couple of examples:

Trait Behaviour

 
Integrity

 
I will admit to my mistakes 
and make sure that I’m as 
transparent as possible.

 
Trust

 
I will let my team know 
that I care and at the 
same time be honest 
about their performance.
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DON’T DERAIL 
YOURSELF

SECTION 2



I n The Extraordinary Leader: 
Turning Good Managers 
into Great Leaders, Folkman 
and Zenger identify ‘five 

fatal flaws’ that can easily derail any 
leadership career. In short, they are; 
inability to learn from mistakes, lack 
of core interpersonal skills, lack of 
openness to new or different ideas, lack 
of accountability or lack of initiative. 
Interestingly, on the ZengerFolkman 
blog, Folkman also makes a point 
about leaders who lack energy and 
enthusiasm. He claims that without zeal 
and drive, it is difficult to get a team, and 
indeed an organisation, 100% on board.
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Folkman shares research that suggests that while job performance 
is important, mood also has a definite effect and happiness (or, 
conversely, sadness) is infectious. It is important that leaders think 
about their interactions and aim to make them positive, supportive 
and encouraging – Folkman suggests that leaders can achieve 
greater commitment from a team when mindful of his/her influence. 
Happiness and well-being actually inspire better performance and 
productivity, and should not be overlooked. Who wants to work for 
someone who is constantly tired, angry and frustrated? Wouldn’t 
you rather work for someone who is passionate, kind and forward-
thinking? Wouldn’t you rather be this sort of leader?

“

”

Vision without 
action is 
daydream. 
Action without 
vision is 
nightmare.
Japanese Proverb
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12 fatal flaws 
that derail 
leaders

by Lolly Daskal, inc.com

ARTICLE

N obody’s perfect, but there are some flaws that are 
sudden death to good leadership.

As you work through your strengths and 
weaknesses, capabilities and limits, make sure 

you’re steering clear of these dangerous habits:
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Not setting the example.

When you set yourself apart and fail 
to “walk your talk,” people disconnect. 

Everything starts with you.

1 2
Not having a strong vision. 

Without a vision you understand and 
can articulate clearly, you can’t impart 

a sense of purpose and direction to 
others.
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4
3

3 4
Not building people skills.

It’s great to be smart, but if you can’t 
be honest and open, if you can’t 

control your emotions or connect with 
others, you leave a trail of doubt and 

stress behind you.

Not communicating. 

If you can’t clearly say what you need 
from people and why you need it, 

you’re never going to get the results 
you want.
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6
55 6

Forgetting your mistakes. 

If you can’t open yourself up to learn 
from your missteps, you’re destined to 

make the same errors again and again.

Delegating badly or not at all.

If you try to do it all yourself, you create 
bottlenecks and frustration. And if you 
delegate carelessly, you create chaos.
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877 8
Not fostering emotional intelligence.

If you don’t bring empathy, understanding, 
and camaraderie to your relationships, they 

will suffer.

Ignoring your team’s development.

If you fail to invest in your people with 
opportunities to grow and learn, you’re 
throwing away your greatest resource.
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10
99 10

Lowering your standards.

If you settle for mediocrity and become 
willing to ride the status quo, that’s 
exactly what you’ll inspire in others.

Losing your inspiration.

Disconnect from your vision, become 
complacent, and you’ll find yourself with a 

team that’s in it just for the paycheck.
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12
1111 12

Resisting change.

If you don’t open up to new ideas, you limit 
innovation and change. If you don’t adjust to 
changing realities, you can’t carry your vision 

and your team into the future.

Letting integrity and honesty slide.

Your message, your leadership, your influence is 
built in part on your flaws. You can try to cover 
them up with dishonesty and blame, or you can 
diligently work to improve yourself in everything 
you do. Whichever one you choose will become 

your legacy.
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Knowing 
these 12 fatal 
flaws can help 
you stop the 
derailment 
of your 
leadership.
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WE SURE ARE 
A MIXED BAG

5
chapter

THE CHOICE IN LEARNING ENVIRONMENTSSECTION 2

LEADING ACROSS GENERATIONSSECTION 1
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LEADING ACROSS 
GENERATIONS

SECTION 1
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We sure are a mixed bag Leading across generations
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T imes are changing, that’s 
obvious. And workplaces 
look very different from 
what would have been 

the norm even fifty years ago. The 
industrial age has given way to 
the information age, and as such 
we’ve moved away from traditional 
hierarchies, ‘command and control’ 
leadership styles and a workforce with 
only seasoned veterans in charge. 
Today’s workplace might have a 
20-something, clad in a hoodie and 
flip-flops, leading the way. Meetings 
are now in trendy cafés (lunch 
included), and your organisation has 
a set of company values that feature 
employee happiness as a priority. With 
four generations in the workplace, 
all with different priorities, getting 
everyone on the same page can be a 
tough ask. But because we’re forward-
thinking leaders, knowing our workers 
now, and in the future, is not just a 
good idea – it’s a necessity.



8 things you need 
to know about 
millennials in the 
workplace

by Jacquelyn Smith, 19 November 2014, businessinsider.com.au 

ARTICLE

T he US Bureau of Labour Statistics predicts that 
millennials will make up approximately 75% of the 
workforce by 2030.

That’s why it’s absolutely imperative that employers 
begin to better understand millennials (those currently in their 
20s and early 30s) — and the exact reason Millennial Branding, a 
personal branding agency, teamed up with PayScale to conduct 
research and release a new report titled “Gen Y On The Job.”
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The report looks at how millennials, also known as Generation Y, 
are faring in today’s multi-generational workforce compared to Gen 
Xers and Baby Boomers.

“We found that millennials are more likely to be living with their 
parents, unable to achieve financial independence, and even those 
that have higher degrees are underemployed,” says Dan Schawbel, 
founder of Millennial Branding and author of “Promote Yourself.”

“Companies need to understand these issues because when 
millennials do get hired, they might be less experienced and more 
frustrated than previous generations,” he says. “Also, millennials have 
high expectations and optimism about the workplace that isn’t realistic 
for most employers, so there’s a mismatch in terms of expectations.”

He says it’s also important for companies to understand what 
millennials interests and values are in order to attract them.

“By next year, millennials will account for the highest percentage 
of workers compared to Gen X and Boomers, so employers need 
to get serious about competing for them. They are currently one 
in every four managers at companies already so their influence is 
growing,” says Schawbel.

“

”

Millennials have 
high expectations 
and optimism about 
the workplace that 
isn’t realistic for 
most employers, so 
there’s a mismatch 
in terms of 
expectations.
Dan Schawbel
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H ere are eight things 
Millennial Branding and 
PayScale found in their 
research that you probably 

didn’t know about millennials:

1
The gender wage gap is shrinking with the millennial 

generation.

When corrected for job choice, experience, and hours worked, the 
gender wage gap is smaller for members of Gen Y at all job levels 
than Gen Xers or Baby Boomers. However, the gap still widens for 

millennials (as it does for all other generations) as responsibility level 
increases. This means female executives across all generations see 

a greater disparity in pay than individual contributors.

We sure are a mixed bag Leading across generations

178



3
Many millennials don’t think workers should be expected to 

stay with their employer more than a year.

About a quarter (26%) of millennials surveyed said that workers 
should only be expected to stay in a job a year or less before 

looking for a new position.

Meanwhile, 41% of Baby Boomers believe workers should stay with 
an employer at least five years before looking for a new job. Only 

13% of millennials agree with their more senior counterparts.

2 3
Highly educated millennials are facing higher rates of 

underemployment.

Millennial M.D.s are underemployed at a rate of 30%, compared to 
22% of Gen Xers and 21% of Boomers, the report finds. Millennials 
who hold a Ph.D., meanwhile, report being underemployed at a rate 

of 34%, compared to 27% for Gen Xers and 25% for Boomers.

This can mean a few things: They are underpaid for their education, 
not using their education or training in their current job, or are 

working part-time but seeking full-time work.
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544 5
Millennials are having a much harder time achieving financial 

independence than previous generations.

Twenty-four per cent of millennials who participated in the PayScale 
survey said they had to move back home at some point after 

entering the workforce due to financial hardship. Only 10% of Gen 
Xers and 5% of Baby Boomers said they did the same.

Millennials are the most educated generation in history.

Approximately 79% of Gen Y members hold at least a bachelor’s 
degree, compared to 69% for Gen Xers and 62% for Boomers. 

However, it’s important to note that those who do not major in highly 
sought-after majors, like engineering, tend to struggle with heavier 

student debt loads than ever before.
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6 7Millennials are ambitious and eager for their careers to take off.

When describing their ideal jobs, millennials are more likely to value 
opportunities for career advancement and the chance to learn new 

skills than their Gen X or Baby Boomer counterparts.

6 7
Millennials were more likely to say they want a manager who  

is friendly.

On the other hand, the survey also found that they’re less likely to 
say that they value a manager who goes to bat for them than Gen 

Xers or Baby Boomers.

We sure are a mixed bag Leading across generations

181



8
8

Millennials want to own their own businesses.

Gen Y has an entrepreneurial spirit — and they are more likely than 
other generations to study majors related to entrepreneurialism.
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Takeaways…
1. The gender wage gap is shrinking with the millennial generation.

2. Many millennials don’t think workers should be expected to stay with 
their employer more than a year.

3. Highly educated millennials are facing higher rates of 
underemployment.

4. Millennials are having a much harder time achieving financial 
independence than previous generations.

5. Millennials are the most educated generation in history.

6. Millennials are ambitious and eager for their careers to take off.

7. Millennials were more likely to say they want a manager who is 
friendly.

8. Millennials want to own their own businesses.
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A diverse 
workplace
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W e know that generational differences influence 
the way we work. But we must also consider that 
workplaces are made up of different genders, 
physical abilities, people with varying socio-

economic backgrounds, LGBT (Lesbian, gay, bi and transgender/
sexual) peoples, and ethnicities. As such, we need to avoid 
generalisations, stereotypes and even jokes that could be deemed 
‘culturally insensitive’, and ensure we are open-minded and forward 
thinking – seeing the rewards of, rather than the potential threats 
of, a culturally diverse workplace. Only then can we tap into the 
potential of this diversity to boost business and therefore the bottom 
line. This is more than a compliance issue and an exercise in PC. 
Think about it: talented people won’t always come from the same 
pond as us.
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A taste of 
harmony

Adapted from ‘A Taste of Harmony’ factsheet by the Scanlon Foundation and 
Diversity Council Australia.

ARTICLE
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Cultural Diversity: The Benefits for Business

A culturally diverse workplace has distinct advantages for 
businesses that essentially lead to better business practices and 
therefore outcomes. A diverse team means the business has an 
increased ability to understand a diverse client base, can access 
new local, regional and international markets and can identify 
domestic ‘niche’ markets. This is because an ethnically diverse 
team speaks different languages, has an understanding of alternate 
cultural norms, and intimate knowledge of tastes and preferences of 
other cultures.

Cultural diversity delivers productivity and innovation

Culturally diverse teams are enriched by people with different 
skills and talents that reflect the various ways of thinking related 
to individual ethnic groups. There are broader thought processes, 
different ways of looking at complex problems and higher levels of 
creativity and innovation. As a result of this rich collaboration, there 
is increased cross-cultural understanding that can lead to improved 
cohesiveness. Reports suggest that multicultural teams perform six 
times better than ethnically homogenous teams.
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Cultural diversity improves your bottom line

There are economic benefits that stem directly from a culturally 
diverse workplace and not just in revenues. Think positive publicity, 
less absenteeism owing to a more harmonious work environment 
(that actively condemns racism and harassment), decreased staff 
turnover and less likelihood to become embroiled in legal disputes.

Valuing cultural diversity allows you to capture the best talent

Employing people of different cultural backgrounds helps to 
alleviate the brunt of skills shortages, competition from overseas 
labour markets and gaps left because of an ageing population. 
Many businesses now employ focused strategies to recruit, develop 
and retain diversity in their teams. It is not just about ‘social 
responsibility’, it is about capturing the best skills and talent.
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All in all, the contemporary workplace will only become more 
diverse not less. With approximately 300 ancestries and 400 
languages in Australian culture alone, there is so much ‘untapped 
potential’ that could improve the way we do business. In fact, 9.9 
million Australian consumers were either born overseas or have at 
least one parent born overseas. It, therefore, makes good business 
sense to value cultural diversity and build a workplace culture 
around these understandings.

“

”

Racism isn’t 
born, folks. It’s 
taught. I have a 
2-year-old son. 
Know what he 
hates? Naps.
End of list.
Denis Leary
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T ake a look at two examples of:

A) An international company that had to implement 
more effective strategies around cultural diversity (after 
settling a ‘racial bias’ class action lawsuit)

compared to

B) A company that has valued cultural diversity since its inception

So, why value 
cultural 
diversity?
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In April 1999, four African-American (former and current) employees 
of Coca-Cola filed a class action lawsuit against the company 
citing ‘racial discrimination’. On behalf of themselves and 2,200 
African-American (past and present) employees, they demonstrated 
inequities in pay, opportunities for promotions and performance 
evaluations, compared to their white counterparts. Statistics showed 
that the median average of African-American employees’ salaries 
was approximately one third less than white employees, and that 
relative to the amount of African Americans employed, too few held 
senior positions. They also proved that Coca-Cola had failed to 
prevent or remedy the pervading racial bias in its workplace culture. 

In 2000, Coca-Cola settled for a reported US$192.5million 
with $300,000 going to the four plaintiffs and $40,000 to each 
of the other represented employees. Coca-Cola denied the 
allegations but agreed to an outside panel acting as a ‘watchdog’ 
for five years while it made sweeping changes to its personnel 
policies and procedures. As a result of reforms, Coca-Cola now 
has management practices in place that puts it in the ‘Top 50 
Companies for Diversity’ (Survey by DiversityInc).
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Procurify, a SaaS (Software as a Service) company, originated 
in Vancouver, British Columbia in 2011. Essentially, their cloud-
based software helps small to medium sized businesses keep 
track of purchasing and spending. Procurify was recently named 
as a company to watch by Deloitte, and the Canadian Innovation 
Exchange (CIX) named it one of Canada’s most innovative 
businesses in 2013. 

Since its inception, Procurify has understood cultural diversity as 
fundamental to its growth and expansion. Its three founders have 
mixed heritage; Aman Mann is Canadian, Kenneth Li has Chinese 
origins and Eugene Dong was born in Hong Kong and has family in 
the UK.

Its staff members, who must expect to work with every imaginable 
culture, share a mixture of ethnicities, from Chinese, Filipino, 
Korean, Indian, Caucasian and Latino. And this cultural richness 
has proved a real asset when connecting to the global marketplace 
– intimate knowledge of other cultures has meant a better rapport 
with overseas businesses, and it now works with 52 companies 
worldwide. 

Procurify values and encourages divergent thinking, owing to its 
employees’ different backgrounds, and they are given opportunities 
to share new ideas. Not only does a multicultural workplace help 

Procurify’s business relationships, it also inspires innovation.
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The 2014 
DiversityInc Top 
10 Companies for 
Global Diversity
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10 9
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8 7
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6 5
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4 3
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2 1
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Cultural 
diversity starts 
with a statement

IN THE REAL WORLD
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Our diversity initiatives and strategies are designed to attract, 
develop, and advance the most talented individuals regardless of 
their race, sexual orientation, religion, age, gender, disability status or 
any other dimension of diversity. Our distinctive approach to diversity 
is based on a belief that we each have a personal accountability for 
success in this area. We provide our people with training and tools to 
help increase their awareness and understanding of differences and 
why they matter, so their actions can contribute to our inclusive and 
high-performing workplace culture.

Part of PricewaterhouseCoopers’ ‘Our commitment to diversity’ statement
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As an organisation we recognise the benefits to be gained from 
a diverse workforce, where the differing skills, perspectives and 
experiences of individuals from different backgrounds can lead to 
more innovative and efficient business practices. 

Our aim is to ensure that all our people feel comfortable to bring 
their whole selves to work, and as a result, create a workplace that 
encourages the true spirit of ‘And different’.

For us, diversity is a pre-requisite - different people, different skills and 
a different way of thinking combine to create value through innovation.

Part of Deloitte’s ‘Diversity & Inclusion’ statement
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Diversity is at the heart of our business. We strive to create a 
work environment that provides all our associates equal access to 
information, development and opportunity. By building an inclusive 
workplace environment, we seek to leverage our global team of 
associates, which is rich in diverse people, talent and ideas. We see 
diversity as more than just policies and practices. It is an integral 
part of who we are as a company, how we operate and how we see 
our future.

Part of Coca-Cola’s ‘Diversity & Inclusion’ statement
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“

”

The internal 
cultures of 
companies 
have been built 
on patterns of 
exclusion based on 
gender and race. 
This is a step in the 
right direction.
Rev. Jesse Jackson on  
Coca-Cola settling a ‘racial 
bias’ lawsuit 
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Getting 
culturally 

savvy
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W hat is normal? Our version of normal changes 
when dealing with cultures around the world 
that share different values, beliefs and customs. 
We are now part of a global marketplace and 

we need to be ‘culturally savvy’ – to smooth communications 
as we make connections worldwide, and to better understand 
the contemporary workplace. You want to work with talented 
professionals, have diverse ‘think tanks’ – where individuals bring 
different problem solving abilities to the table, and you certainly 
don’t want to cause offense when meeting your latest client or 
investor. When working and negotiating with Japanese, for example, 
you should graciously accept a business card with two hands and 
scrutinise it closely before offering yours in return. Failing to do this 
would be considered not just a foreigner’s faux pas but cultural 
suicide – destroying business before it’s even begun.
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And there’s more. Test how ‘culturally savvy’ you are by considering 
these customs from other parts of the world.  How many do you 
know already?

In the Middle East, a handshake doesn’t signify the end of 
negotiations, it means they’re only just warming up and getting 
started.

In India, Africa and the Middle East, you use the right hand only for 
greeting, touching and eating. No leeway for left-handers.

Pointing is considered impolite in many cultures so best avoided 
altogether. While we’re on it, the thumbs up might be a good one to 
steer clear of too.
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In Japan, accept a business card with both hands to show 
deference and study it closely before offering yours. Do not shove 
in your pocket like change from the shop. The business card is 
considered a representation of the person.

In Scandinavia, silences are considered important – as time to think 
and reflect on what has been said. Don’t interrupt these silences 
when conversing.

In many Asian cultures, greeting one another might involve a bow 
or prayer gesture rather than a handshake or kiss on the cheek. 

In many European countries, punctuality is essential. By contrast, in 
some parts of Africa, for example, things can be more relaxed and 
many people operate on flexible ‘Africa time’.
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In Japan, it can be considered rude and aggressive to make direct 
eye contact. Be subtle. And when in Russia, avoid prolonged 
eye contact as it could be seen as a signal you fancy some more 
‘intimate relations’.

In Asia and the Middle East, never refuse water, coffee or food. 
Always accept graciously. Alcohol is different. You might want 
to take it easy, especially if you’re a woman (who’ll be seen as a 
disgrace if too plastered).

In China, it’s polite to decline a gift several times to allow the giver 
an opportunity to offer it more than once as is custom. Do not open 
in the giver’s presence.
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In Thailand, it’s rude to cross your legs while sitting on the ground 
and don’t point your toes toward another person or a Buddha 
statue (the feet are regarded as the lowest and most ‘unclean’ part 
of the body). 

In South America, people stand much closer together when 
chatting compared to Western cultures. In fact, the idea of personal 
space varies in many countries.

Generally, Muslims and Jews do not eat pork. Strict Jews might 
only eat ‘kosher’ foods. Hindus abstain from eating beef. Muslims, 
Mormons and Seventh Day Adventists avoid alcohol. Think about 
this for the Christmas party.
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In France, if you fancy a croissant you better learn how to ask for 
one in French. Otherwise, you are expected to politely enquire if 
people speak English (and ask this in French, of course).

In the Middle East, handshakes are vigorous and often last a long 
time. As a visitor, you will be expected to remove your hand first. 
Always use your right hand. Also, males often hold hands in the 
Middle East as a sign of close friendship.

In Saudi Arabia, do not extend a handshake to a businessman 
if you’re a woman. Touching unrelated members of the opposite 
sex is forbidden. Unless he extends his hand first, offer a verbal 
greeting instead, to show respect for the custom.
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Test your cultural (and other) biases here in Harvard’s Implicit 
Associations Test:

Project Implicit

The Implicit Association Test (IAT) measures attitudes and beliefs 
that people may be unwilling or unable to report. The IAT may be 
especially interesting if it shows that you have an implicit attitude 
that you did not know about. 
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Why ‘thought 
diversity’ is the 
future of the 
workplace’ 

by Alison Griswold, September 27 2013, businessinsider.com.au

ARTICLE

T he future of workplace diversity is here, and it’s not what 
you think. In fact, it’s how you think.

While we’ve long known that gender, race, and cultural 
diversity create better organisations, the newest 

workplace frontier is all about our minds. According to a recent study 
by consulting and professional services company Deloitte, cultivating 
“diversity of thought” at your business can boost innovation and 
creative problem-solving.
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“A lot of organisations drive toward consensus, but we’re trying to 
say, ‘hey, that’s not the best way of doing things,’” says Nes Diaz-
Uda, senior consultant at Deloitte Consulting LLP and one of the 
study’s authors.

Diversity of thought, or “thought diversity” is still an emerging 
field, but the authors expect it to grow, since new neurological 
technologies that assess how people think are beginning to hit the 
marketplace. In the meantime, here are five simple steps the folks at 
Deloitte suggest managers can take to increase the thought diversity 
in their companies:

People bring different cultures, backgrounds, and personalities to the 
table — and those differences shape how they think. Some people 
are analytical thinkers, while others thrive in creative zones. Some are 
meticulous planners, and others love spontaneity. By mixing up the 
types of thinkers in the workplace, Deloitte believes companies can 
stimulate creativity, spur insight, and increase efficiency.

Varying the types of thinkers in a company also helps guard against 
“groupthink,” a dangerous tendency in groups to focus first and 
foremost on group conformity, often at the expense of making good 
decisions.
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Hire the unconventional candidate. 

You’ve just interviewed three candidates; let’s call them Jeff, Rose, 
and Spencer. When you asked all three the same 10 questions, Jeff 
answered seven right, Rose six, and Spencer only five. Naturally, 
you’re inclined to hire Jeff and Rose. But then you notice that 
Spencer answered correctly all the questions that your two other 
candidates missed. In his book “The Difference,” University of 
Michigan economist Scott Page uses precisely this scenario to 
illustrate how managers could vary their practices to hire for more 
thought diversity. Page found that most companies would have hired 
Jeff and Rose — the two candidates with the highest scores. But the 
smarter move might be to hire Spencer, Page says, because he was 
able to answer questions the other two missed, suggesting he brings 
a different way of thinking to the table.

Know your team, and leverage their unique talents.

The first step any manager should take, says Deloitte specialist 
leader Carmen Medina, is to assess the team. Who’s a creative 
thinker? Mathematically inclined? Good with words? Strong 
managers know which particular skills their employees have, and 
use that knowledge to assign work that plays to specific employee’s 
strengths. Having a staff of employees who each contribute in unique 
ways and maximizing the value of their individual talents will bolster 
the company as a whole.

Rephrase your questions to encourage honest feedback.

A common question for a boss to ask his team at the end of a 
presentation is: “What do you think?” Well, this question is a death 
knell for thought diversity. It’s broad, vague, and often leaves the 
listeners wondering what, exactly, their boss wants to hear.

Instead, it’s important for managers to ask clear, specific questions 
that are designed to elicit constructive criticism and diverse opinions. 
Rather than asking employees what they think, for example, Medina 
says a manager could ask something like, “What part of my proposal 
did you like the least?”

Encourage “reverse mentoring” on your team to get a mix of 
perspectives.

With new technology constantly rolling out, it’s increasingly common 
to see younger workers teaching older ones how to use the new 
tools. This process of “reverse mentoring” helps younger employees 
feel like their ideas are valued and provides a fresh perspective for 
more established office members. Managers can help encourage 
reverse mentorship among their teams, or company leaders can 
put a formal program in place like networking and communications 
manufacturer Cisco Systems did.
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Create a culture that is open to new ideas, and start with yourself.

Thought diversity is about how people think, and that’s a reflection 
of who they are. If your employees don’t feel comfortable being 
themselves in the office, then their varied ideas and ways of 
thinking won’t come to the fore. It’s important for managers not to 
stifle conversations or be close-minded to suggestions, even on 
their own ideas.
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THE CHOICE 
IN LEARNING 

ENVIRONMENTS

SECTION 2
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L earning is happening everywhere, all the time. 
Contemporary workplaces understand this. In fact, 
an employee’s ability to learn, develop and effect real 
change, is one of a company’s most valuable assets. 

Employee learning and development doesn’t have to be contained, 
costly or challenging to initiate anymore. We are seeing formal 
training now giving way to more social and experiential styles of 
learning. And this less structured, more powerful and cost-effective 
way of learning might even happen online. Many companies are 
now embracing models for innovation that support modern learning 
practices. Google, for example, allows its employees 10% of their 
time to engage in projects of choice.

The modern learning environment is flexible, full of learning 
experiences that are both informal and formal, and it recognises a 
need to adopt different styles to suit the varied needs of a diverse 
team. Customising this learning is the challenge of workplace 
leaders – getting not just the ‘right fit’ but the ‘right fit for the right 
person’. To do this, a leader might adopt a blended approach to 
learning that embraces all of formal, informal/social and experiential 
learning in varying degrees tailored to the needs of their team and 
the individuals within it.

Consider a place you’ve worked – estimate what percentage of 
learning occurred as a result of:

1. on the job by completing daily tasks, focusing on projects 
and facing challenges

2. receiving mentoring, coaching and collaborating  
with colleagues

3. formal training such as courses, lectures, seminars  
and workshops?
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T he 70:20:10 model suggests that 70% of our learning 
should be experiential, 20% informal or social and 
10% formal or structured learning. Formal learning 
has become logistically difficult in the contemporary 

workplace with many companies having multiple employees and 
locations. It can be limited by numbers, cost and can be impractical 
if face-to-face contact is required. Online courses are growing 
though to help alleviate logistical burdens. Informal, social learning 
reflects more on the natural process of sharing information – learning 
from one another. It can be direct or remote, is generally lower cost 
and tends to inspire greater innovation and productivity. Experiential 
or on the job learning is the least expensive – it is hands on, real life, 
and often comes from facing those tough jobs. 

70:20:10
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70:20:10
Model for Blended Learning

70%
WORKPLACE INTEGRATION 

OF LEARNING

Learning from Experience

Action learning and problem solving
Placements, secondments and job rotations
Shadowing, self-directed and  
incidental learning
Projects and special assignments 20%

LEARNING MOMENTUM

Learning from Others

Communities of practice
Subject matter networks
User generated content
Collaboration platforms
Coaching Mentoring
Feeback

10%
LEARNING EVENT

Structured learning

Workshops
Webinars
Online Learning Portal
eLearning
mLearning
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While the numbers are not definitive, they offer a guide on where to 
focus when considering your company’s professional development 
model. Fostering a culture of ‘life-long learning’ while on the job gives 
employees an opportunity to think, collaborate, innovate and even 
initiate new ideas. The next brainchild of your organisation might be 
born out of idle chitchat in the tearoom, deliberate focus groups or 
perhaps those quieter moments when team members can centre 
themselves to tackle tough problems. Or maybe it will come from a 
seminar or online course. The trick is to be flexible – get the balance 
right and make learning a priority.
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What’s  
your 
game 
plan?
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C heck out these scenarios and classify them as either:

1. formal (structured) learning

2. informal (social) learning

3. experiential (on-the-job) learning

4. blended (combination) learning

See page 227 for answers.
222
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1. You’re at a professional development 
seminar on ‘Building cohesive teams’, 
given by an industry associate (and you’re 
trying not to drift into a daydream or be 
distracted by your phone). 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

2. You’ve decided to take a sabbatical 
after many years in the driver’s seat. You’re 
reluctant to release the reins but know your 
employees are so expertly skilled that you 
won’t need to worry. 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"
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3. You’re part of a conversation in the 
office about a difficult customer and a 
failed attempt to appease them. A solution 
needs to be found, because they’re worth 
big bucks!

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

4. You sign up to an online Leadership 
course designed by your employer in 
affiliation with a well-known University. 
You’re keen on becoming a Leader in your 
organisation but know you need some help 
(you’re a bit of a nail biter but very smart).

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

"
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5. You’re working as part of a team, 
dubbed the Uniform Police, to investigate 
the impact of a more relaxed dress code 
on performance. So far, you’ve seen a 
positive result. 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

6. You and a work colleague go out for 
drinks on a Friday night. Conversation 
turns to work. You both come up with a 
great idea to tackle a tough problem that 
has stalled a team-based project. Come 
Monday morning, you both put it to the 
team, and they love the idea! You all work 
together to implement the new idea, and it 
helps to push the project along. 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"
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7. You check in regularly and add posts to 
a blog, as part of a Diploma course you’re 
working on to improve communication skills. 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

8. You’ve just finished a negotiation with a 
really tough client. No one has been able to 
crack them. You have, but it took work – lots 
and lots of hard work. You didn’t know you 
could be that assertive – your colleagues 
have dubbed you The Terminator!

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

"
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9. You’re working in a different part of your 
organisation for a week. The Leadership 
Team thinks ‘cross-training’ will improve 
relationships and knowledge about your 
organisation. You’re usually in design but 
are working in, of all things, accounts for 
the week. You cringe at the thought but 
decide to give it a go. 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

10. Your Team Leader decides to assign 
groups for a new project.  He announces 
that each group will focus on a different part 
of the project. Then, he flicks each group a 
credit card and says, “Go out for lunch, get 
to know each other. You’ll need to – you‘re 
working together for the next six months!” 

A. formal (structured) learning

B. informal (social) learning

C. experiential (on-the-job) learning

D. blended (combination) learning

"

Answers

1. A) formal (structured) learning  2. C) experiential (on-the-job) learning
3. D) blended (combination) learning  4. A) formal (structured) learning
5. C) experiential (on-the-job) learning  6. D) blended (combination) learning
7. D) blended (combination) learning  8. C) experiential (on-the-job) learning 
9. C) experiential (on-the-job) learning  10. D) blended (combination) learning
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So, which big 
brands are using 
70:20:10?
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GAP and the
70:20:10

IN THE REAL WORLD
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GAP invests in the learning of its employees to foster close 
connection and a shared sense of purpose. It offers a variety of 
experiences to grow professionally and personally. It has adopted 
the 70:20:10 model by structuring employee learning in the 
following way:

• 70: daily activities, ‘stretch assignments’ to move employees out 
of their comfort zones, new roles and international assignments

• 20: formal mentorships, coaching sessions and collaborative 
projects

• 10: online interactive university-based courses in management, 
leadership, financial management and human resources

Additionally, GAP offer a variety of career development and training 
programs such as ‘Mindspark’ – where a selection of GAP’s 
brightest employees collaborate to find innovative solutions to 
business problems, ‘QUEST’ – a twelve month leadership program, 
and its ‘Retail Academy’ offers a combination of, for example, 
e-learning, classroom sessions, business simulations and multi-
media presentations. Underpinning the professional and personal 
development of employees at GAP is a focus on social and 
environmental responsibility, in line with its core values.
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Mars and the
70:20:10

IN THE REAL WORLD
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Mars works with employees to help them understand their long-term 
goals. It has initiated Personal Development Plans for its 72,000 
associates to establish a ‘common language to talk development’. 
Employees are able to set goals and engage in conversations 
about their progression with recurrent salary reviews. Mars offers 
opportunities for mentoring, coaching and development programs. 
It integrates the 70:20:10 model in the following way:

• 70: DOING – trying things for yourself, some risk taking

• 20: OBSERVING OTHERS – learning from others and mentors

• 10: BEING TAUGHT – participating in Mars expert-led classes 
and courses and in external courses provided by, for example, 
Harvard University

‘Mars University’, established in 2005, created a ‘college-like’ structure 
for each Mars division to be sponsored by its Senior Leaders. Its 
global Learning Management System offers associates access to 
training programs, e-learning, a library and research centre.
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Dell and the
70:20:10

IN THE REAL WORLD
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Dell employees are empowered to realise their potential by working 
with their superiors to develop ‘Individual Development Plans’. They 
set goals with realistic time frames and have access to a number of 
career development programs in all of Finance, IT, Marketing and 
Operations. 360 degree feedback, one-on-one meetings and routine 
check-ins are part of the professional learning and review process. 

Dell engages with the 70:20:10 model in the following way:

• 70: stretch assignments, projects, new opportunities to 
strengthen skills, creating a personal performance plan

• 20: mentoring using ‘mentor connect tool’, working as part of Dell 
Employee Resource Group

• 10: formal training, reviews with leaders, applying what is learnt 
in the workplace

With the help of a global curriculum, Dell works to balance the 
personal aspirations of each employee with its over-arching strategy.
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UNDERSTAND  
YOUR BRAND

SECTION 1
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P ersonal branding is all about what you stand for. And 
you have to stand for something for others to notice you. 

Consider these images of different people. What are 
three words that come to mind when you look at each of  
the images?
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Each image conveys something different because each person 
stands for something different, don’t they? 

Can you think of three words that define your personal brand as 
easily as you did for these people? Of course, it’s not just what you 
‘look like’. You need to articulate what it is that drives you –

What are you passionate about?
What do you believe in?
What makes you an individual?
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According to William Arruda and Kirsten Dixson, standing out for 
something is important because today’s world values individuality, 
creativity and proactivity. They also suggest, in their four principles 
for ‘building your brand’, that seeking out opportunities to grow your 
personal brand is important. Arruda and Dixson stress the need to 
keep moving toward your professional goals and think about what 
that means on a daily basis. Building your personal brand is about 
you, not your company. Every meeting, project and interaction is an 
opportunity to communicate your personal brand. Only then can the 
world witness your true value. Get your reputation right and the rest 
will follow.

In their words:
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“

”

Personal branding is the most effective way to clarify and 
communicate what makes you different, special, and 
valuable to employers and customers – and use those 
qualities to guide your career. It’s about unearthing your 
unique attributes – your strengths, skills, values, and 
passions – and using them to stand out from your peers
or competitors. Thus, through personal branding, you
clearly communicate the unique promise of value that 
you have to offer. Think of your personal brand as your 
reputation. It builds over time and becomes synonymous 
with how people describe you.

Career Distinction: Stand out by building your brand  
by William Arruda and Kirsten Dixson, 2007
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Personal 
Branding – 
The Debate
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FOR AGAINST

• Communicates to consumers, clients and 
potential employers exactly who you are

• It is about building a reputation that makes 
you easily identifiable as ‘you’

• Connects you to your target audience,  
and networks

• Articulates your leadership strengths  
and abilities

• Gives you confidence – you have a clear 
direction and goals to strive for

• Shows how you’re different from  
your competition

• Makes you accountable in terms of 
performance and dealings with others

• It’s not about you, it’s about the product  
or service

• It’s narcissistic

• It’s a manufactured label that can sound 
trite and contrived

• If not properly managed, your ‘personal 
brand’ doesn’t live up to the promise, and 
can reflect negatively on business

• If defined too narrowly, it can limit the 
visibility of new products and services

• A personal brand needs to be flexible to 
deal with change – making it harder  
to define
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It is important that you keep your personal brand authentic, and 
see it as an extension of yourself. Remember the Japanese attitude 
to business cards? That’s you and your personal brand. It is a 
representation – one that the outside world can easily see and 
recognize as ‘you’. Your personal brand can change too – it can be 
adapted to what you’re doing and the environment around you. It 
doesn’t have to be set in stone from the beginning. You evolve, and 
so too must your brand. By applying this attitude, you drive a middle 
road between the positives and negatives of personal branding.
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3 ways to most 
effectively 
communicate 
your personal 
brand

by Glenn Llopis, 15 July 2013, forbes.com

ARTICLE

G lenn Llopis, a regular writer on Leadership 
for forbes.com, suggests the following three 
components make an effective personal brand.

Up, up and away! Understand your brand

249



250

Up, up and away! Understand your brand

1. Simplicity in Organization
The digital world brought upon us by social media, smartphones, 
apps, etc., challenges today’s leaders to communicate their 
personal brand in simpler ways (e.g., Twitter with its 140 
character limit). It has introduced a new, more simplistic form of 
communication that has transcended the workplace and impacts 
society at-large. As such, people now have more of an appetite 
for “content chunks” that are quickly digestible, relatable and 
applicable to their lives.

People want their leaders to make it simple to understand their 
expectations of them. They don’t want to be lectured; they want to 
be mentored and inspired. They want less “corporate speak.” They 
want to feel safe to be themselves – and a leader that creates such 
an environment by encouraging freedom of expression and giving 
them the permission to think, act and innovate in ways that come 
most naturally to them.

People want to relate to and have something in common with their 
leaders; they want to trust their leaders. Convert complexity  
to simplicity.

Do you communicate your personal brand with enough simplicity to 
make it relatable and digestible for others to follow? Does it engage 
their interest? Will it help influence their choices and decisions? 
Or, is the communication of your personal brand complicated and 
intimidating to others?

Define the common themes of your personal brand in one or two 
words. Think carefully about how your personal brand keywords are 
interpreted by others. Are they delivering the message you expect 
and desire? Are they simple enough for you to translate into a photo 
or image? In other words, if you were going to start your day in the 
office by sending a message to your colleagues or teams, how you 
would communicate this in a photo or image? That is the simplicity 
you should be striving for in how you communicate your personal 
brand. As you continually refine, strengthen and define your 
personal brand, ask yourself: if you were to tell a story about your 
personal brand, what would your photo album communicate?

We are all immersed in the noise that surrounds us. Simplify how 
you communicate your personal brand and you will quickly observe 
people beginning to gravitate towards you.

Simplicity is the art of thoughtful organization.



“

”

People want their 
leaders to make it simple 
to understand their 
expectations of them. 
They don’t want to be 
lectured; they want 
to be mentored and 
inspired. They want less 
“corporate speak.”
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2. Efficiency in Delivery
The ultimate impact, value and sustainability of your personal 
brand is a result of how well you deliver its value proposition. The 
personal brands of the most effective leaders have long-lasting 
impact; they permeate through others. There is natural ease in a 
great leader’s presence. When others are able to immediately apply 
the lessons learned from a great leader, it is contagious – when 
there is efficiency in delivery.

Efficiency is a product of consistency, transparency and being true 
to the real you. Don’t overthink the process. Allow the process of 
how you communicate the delivery of your personal brand to come 
naturally to you; don’t force it. Never compare your personal brand to 
others because everyone’s brand is unique. People aren’t exactly the 
same; we just share common experiences that bring us together.

Manage your personal brand as if it were a trademark, an asset 
that you must protect while continuously molding and shaping 
it. As such, throughout the journey, continually test new methods 
of delivery efficiency. Discover (through trial and error) the best 
ways to be most efficient in how you communicate what defines 
your personal brand distinction. Is it through something traditional 
like PowerPoint? Or something more cutting-edge, like an app, a 
blog, or a YouTube video channel? Do you do best in delivering 
your personal brand message in meetings? How about a keynote 
address? What is your preferred method of communication for your 
personal brand?

Remember, everyone has a choice to follow their leader. Make it 
worth their time and earn respect from others by living the brand 
that best defines you. When you are efficient, you make those 
around you more productive and mindful of the importance of 
seamless communication, which will have measurable impact and 
maybe even go viral along the way.



“

”

Allow the process of how you 
communicate the delivery of your 
personal brand to come naturally to 
you; don’t force it. Never compare 
your personal brand to others because 
everyone’s brand is unique. People aren’t 
exactly the same; we just share common 
experiences that bring us together.
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3. Clarity of Message
To have an impactful personal brand that attracts an audience, you 
must know how to get people to seamlessly gravitate to your most 
authentic ideas and ideals.  Clarity of thought invites the curious 
mind. Great leaders are extremely clear with their message.

Enable people to explore your personal brand message and 
understand how it applies to their own circumstances.  When you 
can deliver clarity in your message, it gives people the confidence 
and willingness to apply your ideas and ideals to their own lives 
and careers.

Understand your brand
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Personal 
Branding 
Statements

L ook at these examples of personal branding 
statements. A personal branding statement captures 
who you are and matches it with what you do. It 
synthesises the most important and relevant aspects of 

your personal brand. It is succinct, truthful, and helps to raise your 
profile. It’s useful when you need to highlight your strengths and 
best assets quickly – like job hunting online, for example.

Which personal branding statement resonates with you most? Why?
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GRAPHIC DESIGNER MARKETING MANAGER

I’m a high-energy, vibrant 
and dynamic designer who 
likes to make beautiful things. 
Online, print, whatever it is, I’ll 
give your brand the treatment 
it deserves.

I don’t avoid the tough 
conversations. I get things 
done and can motivate a 
team to do more than just 
what’s required. I like to 
lead, get results, and see the 
client’s vision come to life.
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PUBLISHER NURSE

I have 20 years experience in 
publishing and know books. 
I am wise, dependable and 
like fine craftsmanship. I can 
see the future but think some 
things from the past are 
worth keeping.

I am compassionate, a good 
communicator and believe 
that healing people is more 
than just a job. I have 15 
years experience in nursing, 
like people, and am open to 
new challenges.

257

Up, up and away! Understand your brand



HOTELIER

I don’t just offer you a bed for 
the night. I want you feel like 
you’re home. Luxury, quality 
and impeccable service – it 
makes me more than just 
your average hotelier.
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Personal 
branding that’s 
real: Oprah 
Winfrey

IN THE REAL WORLD

H ow did Oprah Winfrey become the most successful 
female talk show host in the world? 

And the wealthiest African-American female in the 
USA?

         How did she define her personal brand?
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‘Turn your wounds into wisdom.’
Oprah Gail Winfrey was born in 1954 to a single teen mother 
and raised by her grandmother until the age of six in abject rural 
poverty, in Mississippi. Her grandmother, though tough, taught 
Oprah to read and how to have a positive view of herself despite 
her circumstances. Her grandmother also noted her ability to talk 
as though ‘she was on stage’ from an early age. 

At age six, Oprah moved to Milwaukee to reconnect with her mother 
but it was a difficult and turbulent upbringing. Her mother worked 
long hours and Oprah was a victim of sexual abuse, by male family 
members and friends, while in her care. Despite her tough home 
life, Oprah performed well academically and in her high school 
years, was elevated to a more prestigious institution as part of an 
‘Upward Bound’ program. But her lower socio-economic status 
meant she was often ridiculed by her new peers. This led her to 
steal from and fight with her mother in an attempt to keep up and fit 
in at her new school.

Because of this conflict, Oprah’s mother sent her to live in 
Tennessee, with the man Oprah calls her father. Oprah’s father was 
a strict disciplinarian but kept her focused on her education. As a 
result, she graduated with honours from East Nashville High School, 
was voted most popular girl, and received a full scholarship to 
Tennessee State University after success in an oratory contest. But it 
was her media career that became the ultimate focus in these years. 

Oprah’s media career began with a job in radio in high school 
and she began co-anchoring the local evening news at 19. With 
reporting jobs in Baltimore and then Chicago, her warmth and 
accessibility meant she was soon moved to the daytime talk show 
arena. This lead to her hosting The Oprah Winfrey Show (from 
1986–2011). In its first year, it attracted 10 million viewers and 
grossed $125million. Oprah’s ability to speak for minorities, tackle 
taboo subjects and show real compassion and empathy meant the 
show became the highest rating of its kind in history.



Oprah’s empire includes radio and television stations, ‘Harpo 
Productions’, appearances in film and television, co-authoring of 
books, a website, and she pays her success forward. Her ‘Oprah’s 
Angel Network’ has raised $51million for charities. Oprah supports 
education for girls in South Africa, she provided aid to victims of 
Hurricane Katrina, and is an advocate for children’s rights, to name 
but a few of her philanthropic interests.

Regarded as one of the most influential people in the world, 
the ‘queen of all media’ found success by remaining true to her 
convictions, not being afraid to speak out, and revealing her own 
frailties to inspire an emotional connection with her audience. 
Oprah’s ‘personal brand’ grew from an authentic desire to connect 
with people, share their stories and inspire healing.

“

”

I don’t think of a 
myself as a poor 
deprived ghetto girl 
who made good. 
I think of myself as 
somebody who from 
an early age knew I 
was responsible for 
myself and I had to 
make good.
Oprah Winfrey
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Three words to describe Oprah 
Winfrey’s ‘personal brand’?

Q&A

1. 2. 3.
Can you turn this into a personal 
branding statement, linking it to 

what she does?

Evaluate the degree to which 
Oprah’s personal branding  

is authentic.
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Self-made 
celebrity brand: 
Kim Kardashian

IN THE REAL WORLD

H ow did Kim Kardashian become a household 
name?

How did she manufacture her celebrity brand?
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‘People don’t understand the 
pressure on me to look perfect.’
Kim Kardashian (b.1980) is best known for the reality TV show 
Keeping up with the Kardashians, premiering in 2007. She grew 
up in a privileged household, the daughter of a wealthy attorney 
and businessman. She was first noticed as Paris Hilton’s socialite 
friend and, at around the same time, became embroiled in a sex 
tape scandal with then boyfriend Ray J. Keeping up with the 
Kardashians was successful and sparked spin-offs, Kourtney and 
Kim take New York and Kourtney and Kim take Miami. 

In 2010, Kardashian was reported to be the highest paid reality 
TV personality, earning an estimated $6million. Her success led 
to a string of fragrances, fashion and beauty products, a spread 
in Playboy, and a number of endorsements for everything from 
cupcakes to online shoe stores. Her reality TV success continued 
and in 2012; the series was renewed for a reported $50million. It has 

led to cameo appearances, roles in film and television and her own 
production company, ‘kimsaprincess productions LLC’, which has 
produced three workout videos featuring, of course, Kim Kardashian. 

Some sites name Kardashian the ‘most popular woman’ on 
Instagram in 2014, and she has attracted a strong social media 
following. Her success has also been helped by her high profile 
marriage to Kanye West, and demanding insane fees for personal 
appearances and social media tweets. Tapping in to the earning 
power of technology, Kim has launched the ‘Kim Kardashian 
Hollywood’ app with an estimated earning potential of $200million 
for 2015. 

Love her or hate her, Kim’s estimated net worth is $65million 
according to Forbes, having earnt $28million in 2014.
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“

”

If I look at the 
message I’m 
portraying, I think 
it definitely is be 
who you are, but be 
your best you.
Kim Kardashian
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Three words to describe Kim 
Kardashian’s ‘personal brand’?

Q&A

1. 2. 3. 4.
Can you turn this into a personal 
branding statement, linking it to 

what she does?

Evaluate the degree to which 
Kim Kardashian’s personal 

branding is authentic.

Now, you brand it…
Think about your biography – 

your ‘story’.
What three words emerge from 

this story?
Can you turn this into a 

statement, linking it to what 
you do?
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Brian Smith  
and the birth  
of UGG

BRIAN SMITH
Founder of UGG Holdings
Motivational Business Speaker
Author of The Birth of a Brand

LEADERSHIP PROFILE
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In 1978, Brian Smith went to California ready to snag the latest 
retail trend to bring home to Australia. Instead, he took Australia 
to California. In one of those synchronistic moments, his love of 
surfing culture merged with his entrepreneurial spirit – and the 
vision to sell UGG boots was born. He was convinced that surfers 
and beach bums, who easily embraced a relaxed lifestyle similar 
to home, would go for it. He was right. But it took a while for the 
ball to start rolling. Contrary to popular belief, it was not an instant 
success. Smith was living off a credit card for nine months of the 
year for the first few years when the cash was doing anything but 
flowing. Business was seasonal and confined to the winter months.  
Smith has said that it was because of his ignorance he took the 
leap. Had he known most start-ups required at least half a million to 
get going, he might have quit his dream before it ever really got off 
the ground.

It was because of clever marketing that Smith was able to grow 
the brand. He looked to not just the surfing world but to the ski 
slopes and hockey rinks and grew the brand regionally. Smith also 
realised, after chats with young surfers, that featuring pro-surfers in 
advertisements instead of irrelevant models would increase sales. 
And it did – from $30K to $400K in one year. He educated the 
American market on the isothermal properties of sheepskin – it’s 
ability to maintain the feet at a regular body temperature despite 
the weather. Up until that point, even the shoe trade had rejected 
him under the misconception that the boots were too hot and 
unable to deal with extreme elements. Perhaps most importantly, 
Smith sent samples to stylists in Hollywood so that UGGs would 
turn up in movies, on TV and in tabloid magazines. This worked 
and soon UGG boots assumed pop culture status and the brand 
went national.
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Smith is clearly an individual, whose business success grew out 
of an authentic love of beach culture and a relaxed lifestyle. As 
the UGG brand became bigger and bigger, Smith became less 
satisfied with working in a large organisation. It wasn’t his thing. 
So, in 1995, he sold up to Decker’s Outdoor Corporation for $14.6 
million, who then registered the brand as UGG Australia. Sales 
at Decker’s have now exceeded more than a billion dollars. Quite 
an impressive achievement considering most banks and venture 
capitalists told Smith that UGG boots were no more than a ‘passing 
fad’. They were worn on the first American expedition to Everest, 
were part of the US Winter Olympics team’s uniform in 1994 and 
quite a few celebs love them. Jennifer Lopez, Cameron Diaz and 
Leonardo di Caprio have all been snapped in UGGs. They’ve also 
shown up in Sex in the City and even Oprah featured them in a 
segment called ‘My Favourite Things’ and bought 350 pairs for her 
production crew.

Not bad for a trend that all started when a surfer bloke from down 
under landed in California.
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LEADERSHIP LESSON

Find something 
you can do 
better than 
anyone else 
and follow it...

...You can’t help 
but succeed.
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Discuss the relationship between Smith’s personality and the birth 
of the UGG brand.

Q&A

1. 2.
In your opinion, would the UGG brand have succeeded if Smith had 

not been authentically connected to surf culture? Explain.
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GET TO 
NETWORKING

SECTION 2

272



Y ou don’t know everything. This might come as a 
revelation or you might already be well aware of 
this fact. So, what do you do to fill those holes in 
your knowledge? You find the right pegs of course. 

Those ‘pegs’ are your network connections. The people who 
bring knowledge, practical advice, the word on latest business 
trends and perhaps some light-relief when it all gets a bit much. 
Good business relies on relationships, and those relationships 
inspire innovation and opportunities. These relationships can be 
found both in and out of your organisation. It might be coffee 
with a colleague or some ‘meeting and greeting’ at a conference 
or seminar (be sure to have some business cards ready). It’s 
important, though, to be genuine in your interactions – don’t go 
handing out your business cards like they’re M&M’s. Be selective.
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There are generally three types of networking – operational, 
personal and strategic. Each one offers something different. Make 
a range of connections from across the three types to ensure that 
you’re fitting your holes with the right sorts of pegs.

OPERATIONAL

• ‘Day to day operations’

• Help to ‘get the job done’

• Mostly internal to organisation

• Senior leaders who rely on you and your 
team

• Suppliers

• Customers

• Might be everyday contacts
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STRATEGICPERSONAL

• ‘Bigger picture’

• Future focused

• Help you figure out your priorities

• Give advice to overcome challenges

• Prepare you for success

• Might be occasional contacts

• ‘On the fringes’

• Professional associations

• Clubs

• Personal interest communities

• Provide referrals

• Give information

• Offer support

• Share things in common

• Might be regular contacts
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Remember to reciprocate when networking. Don’t look at the 
process as a case of ‘what can I get?’ but rather ‘what can we 
exchange?’ You might be the right fit for someone else’s networking 
needs, so be open and willing to give. People will easily lose 
interest if you come across as a narcissistic freeloader! Take your 
time to make an indelible impression, build rapport and always 
follow through on promises – your networks need constant love and 
attention to work. But the investment will pay off – good business 
depends on the strength of its networks.

“

”

Personal 
relationships are 
always the key to 
good business. You 
can buy networking; 
you can’t buy 
friendships.
Lindsay Fox
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Top ten: 
networking D on’t quite know the etiquette? Here are some practical 

tips for making the most of networking opportunities
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Going to an event? Avoid being fashionably late. 

It’s easier to meet people when you’re early – you can catch 
individuals for a chat before groups start to form. Chances are other 

people are also feeling pretty awkward on their own and would 
prefer to be seen chatting to someone. 

1 2
At an event? Have some conversation starters ready. 

Avoid banging on about the weather, politics, your personal life and 
the ‘hard sell’. Really, the trick is to be polite and friendly. Some 

good openers might be:

- [smile] ‘Hi, I’m …’ (pretty obvious, huh?)

- ‘So, how did you guys hear about this event?’

- [at food table] ‘Food looks good – it’s always worth coming to  
 these events for!’

- ‘Hello, do you mind if I join you? It’s a bit quieter over here.’

- ‘Hi, what do you do? Are you also a …?’
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3 43 4
Meeting new people? Repeat people’s names back to them 

when you’re returning a greeting. 

It will help you remember them 

(i.e. ‘Hi, great to meet you Amelia. I’m …’)

Meeting new people? Business cards aren’t as important as they 
used to be. 

Make sure you take your smartphone to enter in the contact 
details of your new connections. If your phone is chockers, you 
might want to put something about their work in there to help you 

remember them.
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5
6

5 6
Chatting with new people? Consider that we’re a diverse 

society and be sensitive to this. 

Don’t rave about the wine if you’re chatting with those of a culture 
who don’t drink, for example.

Chatting with new people? Listen. 

Networking is a two-way street so don’t go on and on about 
yourself. Show an interest in others – asking questions, or clarifying 

what has been said, shows you’re listening. (i.e.. ‘That’s really 
interesting. So, what you’re saying is …’)
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7 8
7 8

Networking online? Yes, it’s a little bit different but the 
fundamentals of good communication still apply. 

When online; good, old-fashioned, common courtesy is still just  
as important.

Looking for networking options outside the square? Don’t limit 
networking opportunities to formal events. 

Join online chat forums, communities of practice, mastermind 
groups, personal groups outside the realm of business, and sign up 

to be mentored or coached, for example.
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9
10

9 10
Got a lot of networking contacts? Maybe you’re looking at your 

phone and thinking, ‘Who’s that guy?’ or ‘Janine, never heard of her 
in my life.’ 

Every once in a while, take stock of your network. Delete the 
oldies and rekindle connections with those you want to stay in touch 

with. Using LinkedIn, for example, might help to keep it all  
in perspective.

You’ve made contact, now what? 

If you’ve made a connection with someone and feel like you’re 
on a winner, follow up with a phone call, text message or make 

contact via social media. If you don’t follow up, chances are  
you’ll forget.
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The importance 
of networking

by Rishi Chowdhury, 27 May 2011, businessinsider.com.au

ARTICLE

A fter attending my third networking event of the week, 
I realised that networking is one of the most valuable 
uses of my time in terms of return—and not just in 
monetary terms.

Networking is free, most of the time. It’s full of like-minded 
individuals, and if you go to the right events, it’s full of people that 
you can work with or learn from in some way.

Again, you do get the odd events where people just end up trying 
to sell something to you, but I’m glad to say I’m coming across 
these less and less.  Most of these social networking events 
provide a laid back atmosphere to chat with similar people, and 
these informal chats often lead to many opportunities and potential 
ways you can work together.

What’s better is that face-to-face networking events create lasting 
impressions in the minds of people you meet. I mean, ultimately, it’s 
not about whom you know, but rather who knows you, right?
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This can always lead to future opportunities for both parties, in 
terms of help, advice and business. It can also motivate you to 
go further, take the plunge into starting your own business or just 
expand your industry knowledge.

After networking events, make sure to stay connected with those 
that you meet. Take a look at the business cards you received and 
email those people about what you spoke about while it is still fresh 
in your mind.

You may feel you are too busy to attend these events, but they 
act as a nice break from being stuck in front of a computer. And 
sometimes they can count as being at work because you are 
inevitably spreading the name of your business across an audience 
that can add value to your business—and it’s a great chance to 
learn something and get ideas.

You will see the value in forming and maintaining a strong contact 
base, which will serve you well for years to come.

There are many strong startup communities around the world now, 
and in times of economic uncertainty I truly believe that these 
communities have helped each startup progress in this period that 
can be challenging for many.

It is even more valuable for young entrepreneurs to attend these 
events and learn from more experienced entrepreneurs and 
investors as well as building useful contacts.

We have an event at Your Hidden Potential called YHP Connect, 
where we bring together aspiring young entrepreneurs and 
those who have been there and done that. It is a small event that 
promotes a more intimate networking session, where everyone can 
talk to each other and with the speakers who discuss challenges 
they faced and how they overcame them.
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Remember, networking events give you the chance to relax and 
socialize for a few hours in what is a time when working on your 
startup can include working long into the night. And better still, it 
counts as work.

You’re marketing your business and yourself, and best of all you are 
creating connections.

These events are all about mutual benefits. How can you offer a 
service or help another? There will be times when you may need 
help or advice, and you will want to have built a strong network.

There is a reason why many angels* and VCs insist on creating a 
startup with a co-founder—it’s because the majority of the time, 
two heads are better than one. And guess what? This scales. The 
knowledge and help of a community will pay dividend.

Your net worth is only as good as your network.

*World Business Angels Association

Founded in 2007 by 12 leaders of federations of business angel networks, 
the WBAA is a non-for-profit international community promoting innovation 
and entrepreneurship. It connects high net-worth individuals with start-up 
companies so that they may invest and/or provide the start-ups with mentoring, 
coaching or resources. They do this with the help of angel investors around 
the world (including the Australian Association of Angel Investors).

“

”

Catch a man a fish, 
and you can sell it to 
him. Teach a man to 
fish, and you ruin a 
wonderful business 
opportunity.
Karl Marx

Links:

World Business Angels Association

Australian Association of Angel Investors
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W e’ve all been there. You know what I’m talking 
about. Those professional development sessions 
where you’re snoring in the back row, secretly 
checking Facebook, cringing when the butcher’s 

paper comes out, or rolling your eyes at yet another PowerPoint slide. 
You walk away feeling uninspired and wonder if the money spent on 
this self-proclaimed premium piece of PD was really worth it. 

And then comes the feedback form!
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But Personal and Professional Development is not just about chalking 
up attendances at seminars, lectures, workshops or conferences 
anymore. It is more about attitude. So, what does that mean, exactly? 
It is recognising that learning is a life-long journey and not restricted 
to business hours. In the modern work environment, the personal has 
become more easily entwined with the professional, making learning 
a more ‘authentic’ journey. Why would we want learn something that 
does not speak to us? That does not resonate with us? Don’t just 
become the best employee you can be, but the best ‘you’ you can be.

Because of the fast-paced nature and demands of a modern 
workplace, we need to keep up with leadership trends faster. Up-
skilling is now a fact of life for most employees, and those skills are 
very different to what they were even 20 years ago. Informal learning, 
or learning from our peers in the moment, (both on and off the job) is 
more necessary than ever. We need to know how to inspire the next 
generation of leaders to match the increased demands of the working 
world. To fit this new context, ‘The Centre for Creative Leadership’ 
identifies four main trends for the future of leadership development.

Future leaders must grow ‘vertically’, that is, earn leadership swagger 
by one’s own efforts (not just rely on ‘horizontal’ or expert-led, 
competency-based development). To become a good leader, you 
need to take ownership of the process – you develop fastest when 
you’re responsible for your own progress. But while working on your 
strengths and weaknesses, you need to also consider the team. 
Think collectively when you think leadership: how can we best lead 
the organisation? Not, how can I get ahead? You don’t stuff all your 
apples into one slice of the pie – you divide up the apples equally, 
so that every slice has its share. And be prepared to be innovative: 
embrace technology and the Internet, and do your ‘homework’ on 
the latest trends. Learning, and therefore personal and professional 
development, is not restricted to seminars and conferences anymore.
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STRATEGIC

Google it!

TED Talks

Podcasts

Personal and professional blogs

Twitter

LinkedIn

Exclusive Facebook groups

Wikis

Webinars

YouTube – tutorials etc

Email

My PD Planner

WHAT DO I NEED TO KNOW RIGHT NOW?
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EXPERIENTIAL LEARNINGFORMAL OR STRUCTURED LEARNING

Up-skilling – on the job training

Meetings

Workshops 

Performance reviews

360-degree feedback

Organised events: seminars, conferences, 
lectures

Books e.g. Dan Pink’s Drive

Professional Journals

Courses and further study

WHAT CAN I LEARN ON THE JOB EVERY DAY?I NEED A BIT MORE, WHAT’S OUT THERE?
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INFORMAL OR SOCIAL LEARNING

Ask questions (lots of them!)

Informal chats with colleagues

Reflection journals (documenting your 
progress)

Volunteering

‘Mastermind groups’ – small niche groups 
talking innovation

Coaching

Mentoring

Networking at seminars, lectures, 
conferences

Communities of practice

DO YOU GUYS HAVE THE ANSWER?
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Communities 
of Practice: The 
Organizational 
Frontier

by Etienne C. Wenger and William M. Snyder, January 2000, hbr.org

ARTICLE

T oday’s economy runs on knowledge, and most 
companies work assiduously to capitalize on that 
fact. They use cross-functional teams, customer- or 
product-focused business units, and work groups—

to name just a few organizational forms—to capture and spread 
ideas and know-how. In many cases, these ways of organizing 
are very effective, and no one would argue for their demise. But a 
new organizational form is emerging that promises to complement 
existing structures and radically galvanize knowledge sharing, 
learning, and change. It’s called the community of practice.
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What are communities of practice? In brief, they’re groups of people 
informally bound together by shared expertise and passion for 
a joint enterprise—engineers engaged in deep-water drilling, for 
example, consultants who specialize in strategic marketing, or frontline 
managers in charge of check processing at a large commercial 
bank. Some communities of practice meet regularly—for lunch on 
Thursdays, say. Others are connected primarily by e-mail networks. A 
community of practice may or may not have an explicit agenda on a 
given week, and even if it does, it may not follow the agenda closely. 
Inevitably, however, people in communities of practice share their 
experiences and knowledge in free-flowing, creative ways that foster 
new approaches to problems.

Because its primary “output”—knowledge—is intangible, the 
community of practice might sound like another “soft” management 
fad. But that’s not the case. During the past five years, we have 
seen communities of practice improve organizational performance 
at companies as diverse as an international bank, a major car 
manufacturer, and a U.S. government agency. Communities of 
practice can drive strategy, generate new lines of business, solve 
problems, promote the spread of best practices, develop people’s 
professional skills, and help companies recruit and retain talent…

…If communities of practice are so effective, why aren’t they 
more prevalent? There are three reasons. The first is that although 
communities of practice have been around for a long time—for 
centuries, in fact—the term has just recently entered the business 
vernacular. The second is that only several dozen forward-thinking 
companies have taken the leap of “installing” or nurturing them. 
The third reason is that it’s not particularly easy to build and sustain 
communities of practice or to integrate them with the rest of an 
organization. The organic, spontaneous, and informal nature of 
communities of practice makes them resistant to supervision and 
interference.

But we have observed a number of companies that have overcome 
the managerial paradox inherent in communities of practice and 
successfully nurtured them. In general, we have found that managers 
cannot mandate communities of practice. Instead, successful 
managers bring the right people together, provide an infrastructure in 
which communities can thrive, and measure the communities’ value 
in nontraditional ways. These tasks of cultivation aren’t easy, but the 
harvest they yield makes them well worth the effort…
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“

”

We make sacred 
pact. I promise 
teach karate to 
you, you promise 
learn. I say, you 
do. No questions.
Mr Miyagi

Mentoring
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All great people have mentors. Think Luke Skywalker’s Yoda, Harry 
Potter’s Dumbledore, Daniel San’s Mr Miyagi and Bilbo Baggins’ 
Gandalf – to name but a few famous pairings in the world of fiction. 
But what about the real world? Even billionaires had mentors to 
help inspire their journey. Mark Zuckerberg, co-founder and CEO of 
Facebook, credits Steve Jobs as the man who helped him realise 
that a good team making quality things can change the world. 
Richard Branson sought the sage advice of airline entrepreneur, Sir 
Freddie Laker, to launch Virgin Atlantic. The mentor is essential if 
the ‘hero’ is to overcome obstacles and move forward.

So what makes a good mentor and why do we need them? Good 
mentors are those who help us to understand the road ahead and 
the environment around us – just like navigators. Their ‘hindsight 
can become our foresight’ – the wisdom of their experiences mean 
we may be able to avoid wrong turns in the road. They listen to 
where we want to go, have proven experience and can see the 
bigger picture – much more than what we can see as novices. In a 
digital world, mentoring doesn’t have to mean awkward meetings in 
crowded coffee shops anymore – it could just be a quick question 
on email or a blog post. The information is out there – the wise 
counsel you seek is ready and waiting.
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Modern day 
mentoring: 
micromentor.org

299

Developing professional credibility Prioritise your learning



O ne way of looking at MicroMentor is to see it as a bit like 
Tinder (minus all the romantic stuff, of course) – arranging 
hook-ups between mentors and mentees. It suitably 
connects you with a mentor who is a perfect fit for your 

required business need. All mentors volunteer their time and range 
from small business owners to company managers – each bringing a 
unique set of experiences to be matched with the appropriate mentee. 
An easy three-step process helps both entrepreneurs (or mentees) 
and mentors sign up online, and then the time is ripe for matches to 
be made!

Here’s how MicroMentor connects entrepreneurs and mentors:

Entrepreneurs create mentoring requests, asking for help with a 
specific business need.

Mentors review the mentoring requests. When a mentor finds a request 
that fits his or her experience, the mentor offers to help the entrepreneur.

If the entrepreneur accepts the mentor’s offer, then they are matched 
and begin their mentoring relationship.

Link:

micromentor.org

300

Developing professional credibility Prioritise your learning

http://www.micromentor.org/


SET FOR SUCCESS
SECTION 2

301



Y ou’ve got your HARD goals, your SMART goals, and 
now, I’ve been reading about your even SMARTER 
goals. So many acronyms to remember! But what is 
at the heart of goal setting? And is goal setting still 

relevant when the contemporary world of work is so fast, and the 
goal posts are shifting all the time? Perhaps it is not so much about 
the goal itself but the intention. That intention is powerful because it 
empowers us to act. Without an end in sight, we would be less likely 
to propel ourselves forward. 
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Long-term goals relate to our loftier vision for the future – they are 
driven by the bigger picture, and our ultimate destination. When 
setting long-term goals, and thinking about how to actually achieve 
them, it’s wise to see the goal and then work backwards. If you 
want to be somewhere in ten years, what do you need to be doing 
now, in a few years time, in seven or eight years time? Think about 
a time-line for achieving your long-term goal and make the process 
practical. Short-term goals are important to drive performance on a 
more micro-level. Setting daily, weekly or monthly objectives keep 
us on track and moving forward. Sometimes achieving these short-
term goals leads to the eventual realisation of a long-term goal – 
they actually form part of the greater journey.

When setting goals for your team, those goals need to be 
challenging enough to mean something – not unachievable but a 
little out of reach. Goals that stretch your team can have powerful 
effects – they can move people to change behaviours, provide the 
impetus to overcome obstacles and focus attentions on relevant 
activities. You don’t get in a car without a destination in mind, so 
it makes sense to see the goal in the same way. The journey there 
might alter but that destination remains fixed. It is important to 
clearly communicate that destination to your team, and perhaps 
aim to collaborate (and for consensus as much as possible), before 
embarking on the journey. Your team needs to feel that they’re an 
important part of the journey too, even if you’re the driver.
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“

”

Obstacles are 
things a person 
sees when he 
takes his eyes off 
his goal.
E. Joseph Cossman
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TYPES OF GOALS

Strategic

What’s our mission?

Tactical 

How does each team contribute to achieve 
our mission?

Operational

What does each person do to help their team 
achieve our mission?

What’s our mission and how do we get there?

Just 
goal 
with 

it
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GOAL SETTINGGOAL ATTRIBUTES

Specific – this is it!
Measurable – how can we tell?
Attainable – we can do it!
Relevant – it’s legit!
Time-lined – by when exactly?

Heartfelt – I’m loving it and so will you!
Animated – It’s making me crazy with 
excitement! I can see it in full colour!
Required – I’m starting right now!
Difficult – I can push myself ‘cause my goal 
is worth it!

Specificity

The goal is this and this alone!

Acceptance

Are you all on board?

Difficulty

Ok, it’s a bit beyond us but I know we can do 
it. 

Commitment

Don’t give up!

SMART or HARD?What do our goals look like?
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100things.com.au

IN THE REAL WORLD

I magine it. You’re already living a pretty happy and carefree 
life, and then something happens to change the game. At 
27, you lose a close friend and the world seems to stop 
for a minute. Out of this, you remember a long-forgotten 

bucket list that you haven’t even begun to live up to. This happened 
to Sebastian Terry, creator of 100things.com.au. Out of anger and 
grief, he suddenly realised his duty to live a full life – to live as 
though he only had one more week on Earth.

After mourning the loss of his friend, Terry went about reviewing, 
expanding and setting that list in stone. It wouldn’t just be a few 
life-long ambitions fulfilled but 100 bona fide goals he was set on 
achieving. Those goals included things like: marrying a stranger in 
Vegas, cycling through Cuba, posing nude and visiting a death row 
inmate (all of which he’s now completed). There’s still a few things 
left, but he’s almost there – and he’s managed to turn his life into a 
successful business that helps to inspire others to make the most of 
their lives.
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It was matter of saving money and working in a bar in Switzerland, 
plus some divine intervention, that helped Terry kick-start his 
100Things adventure and keep it going. But like with all things that 
seem inspired, the right people have shown up at the right time 
with the right connections. Eventually, Terry was able to generate 
an income by giving motivational talks, writing a book about 
his journey, and starting a website that allows others to join the 
100Things community and share their experiences. 

As part of his list, Terry hopes to raise $100,000 for Camp Quality 
and donates to this charity regularly, encouraging others to 
become campaigners as well. He wants people to inspire others 
to live their dreams and to think outside the square just a little bit 
more. His message is about living the lives we want to live and not 
being constrained by expectations or the need for security. The 
question that underlies his message is: what would you do if your 
days were limited?

Link:

100things.com.au
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What makes Terry’s 100Things list 
different from most exercises in 

goal setting?

Q&A

1. 2. 3.
Do goals always need to be 

realistic? Evaluate with reference to 
the success of 100Things.

Write your own bucket list. It 
doesn’t matter if it’s 100 things, 10 
things, or just 3 things – do it now!
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Glossary

Authentic Leadership

Leaders with extraordinary integrity or ‘authenticity’. These leaders 
have a profound sense of purpose and willingness to live by their 
core values.

Baby Boomer 

Generation born between 1946-1964. Typically, they are 
hardworking, value job security, like structure and authoritative 
leadership styles.

Blended Learning

A combination of different learning approaches: formal, informal 
and/or experiential.

Bottom Line

Any actions that may increase or decrease net earnings or a 
company’s overall profit.

A C

B

Charismatic Leadership

A charismatic leader is energetic, passionate and can persuade 
easily. They use the power of personality to inspire others to move 
forward on a shared journey.

Coaching 

Training or development whereby a 'coach' supports a learner in 
achieving a specific personal or professional goal. 

Command and Control Leadership 

A command and control leader follows the rules. They are 
‘taskmasters’ and emphasise discipline and obedience.

Communities of Practice 

Formed by people who engage in a process of collective learning 
in a shared field.

Compliance 

The degree to which an organisation meets the requirements of 
accepted practices, legislation, prescribed rules and regulations, 
specified standards and/or the terms of a contract.

Cross-training 

Teaching your employees the skills and responsibilities of another 
position at your company to increase their effectiveness.
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Diversity 

The degree to which social differences, such as age, ethnicity, 
class, gender and sexuality, are equally represented in a social 
group or society.

Ecopreneur 

An entrepreneur operating an environmentally sustainable business. 

Emotional Intelligence (EI or EQ)

Pioneered by Daniel Goleman, refers to the ability to discriminate 
between different emotions and label them appropriately, and to 
use this information to guide thinking and behaviour.

Employee Engagement

A workplace approach that ensures employees are committed to 
their organisation’s goals and values and can enhance their own 
sense of well-being at the same time.

Entrepreneur 

A person who sets up a business or businesses, taking on financial 
risks in the hope of success and profit.

Cultural Diversity

The existence of a variety of cultural or ethnic groups within a 
society or community.

Cultural Fit

The likelihood that a job candidate will be able to work according 
the core values and collective behaviors of an organisation.

Culturally Savvy

Understanding and effectively interacting within the cultural groups 
to which we belong, and with the cultures of other groups or 
countries.

Culture

The ideas, attitudes, customs and behaviours of a particular people 
or society.

Discretionary Effort

The level of effort people, specifically employees, could give if they 
wanted to; above and beyond the minimum required.

E

D
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Goals - Operational

Goals which focus on the set tasks of individuals in an organisation.

Goals - S.M.A.R.T

Goals which are set with five principles in mind: specific, 
measurable, attainable, relevant and time-lined.

Goals - Strategic

Goals which focus on the organisation’s ambitions and picture of 
success.

Goals - Tactical

Goals which focus on what tasks, projects and outcomes the team 
needs to achieve together .

Innovation

The art of creating something entirely original, more effective and 
new that ‘breaks into’ the market or society.

Fatal Flaws 

The weaknesses of leaders that they are unaware of, or unwilling to 
work on, and that can de-rail their careers.

Generation X 

Generation born between 1965-1980. Typically they are ambitious, more 
willing to take risks and will leave if unsatisfied. Like work/life balance.

Generation Y 

Generation born between 1981-2000. Typically they are interested 
in engaging and meaningful work. Like flexibility and will be only be 
loyal if satisfied. Also called Millennials.

Goal Setting

Goal setting involves the development of an action plan designed 
to motivate and guide a person or group toward a goal. 

Goals - H.A.R.D

Goals which are set with four principles in mind: they must be 
heartfelt, animated, required and difficult.

G
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Learning - Formal

Refers to learning that is structured, such as courses or seminars, 
and can happen online or offline. It usually has certification or 
assessment attached.

Learning - Informal

Informal or social learning reflects more on the natural process of 
sharing information; learning from one another.

Life-long Learning

The process of seeing learning as a natural part of life that enriches 
experiences. It is ongoing, voluntary and self-motivated.

Maslow’s Theory of Motivation

Relates to the observations of humans’ innate curiosity and 
describes the stages of growth in humans. Maslow used the terms 
“physiological”, “safety”, “belongingness” and “love”, “esteem”, 
“self-actualization” and “self-transcendence” to describe the pattern 
that human motivations generally move through.

Mentoring

Refers to the process of helping another individual reach a personal 
or professional goal. The mentee is usually someone who lacks skills 
and knowledge in a particular area that the mentor understands.

Innovative Leadership 

An innovative leader is creative, breaks ‘rules’ and turns old 
paradigms on their head. They can see what is not working and 
look to inspire new thinking.

Laissez-Faire Leadership

A laissez-faire leader is removed from everyday business. They trust 
their skilled and very capable team to deliver. They monitor from a 
distance but give regular updates and feedback.

Learning - Experiential

Experiential or on the job learning is hands on, real life, and often 
comes from facing challenges or solving problems at work.

K
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Network - Personal

Networks that helps us improve professionally and personally outside 
of work, for example, clubs, associations, communities of practice 
and personal interest groups.

Network - Strategic

Networks that help us see the ‘bigger picture’. They are future 
focused and often inspire innovation and help to clarify goals and 
priorities, for example, mastermind groups.

Networking

Forming a collection of social contacts that help to, for example, 
improve business relations or enhance professional development.

Norms

A collection of expected behaviours that express the culture of a 
particular society, community or social group.

Millennials 

Generation born between 1981-2000. Typically they are interested 
in engaging and meaningful work. They like flexibility and will be 
only be loyal if satisfied. Also called Generation Y.

Mission Statement

A mission statement defines the purpose and primary objectives of 
a business.

Model: 70:20:10

A model that suggests workplace learning should be 70% 
experiential learning, 20% informal/social learning and 10% formal/
structured learning.

Modern Learning Environment

Recognises the importance of a combination of formal/structured, 
experiential and informal/social forms of learning or blends these 
approaches to meet the needs of employees.

Motivation

The internal and external factors that stimulate individuals to initiate, 
engage in and/or complete a task, adopt a role or attain a goal.

Multi-generational Diversity

The degree to which a number of generations are equally 
represented in, for example, a workplace.

N
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Operational Network 

Refers to your workplace network; people you use everyday to 
carry out operations on the job.

Personal Branding 

Refers to the process of branding yourself so that colleagues, clients 
and the like clearly understand who you are and what you do.

Personal Branding Statement 

An emphatic statement that captures who you are and matches it 
with what you do. It is succinct, truthful and, at the same time, raises 
your profile.

Personal Development 

Ongoing self-improvement whereby people assess their skills and 
qualities, consider their aims in life and set goals in order to realise 
and maximise their potential.

Personal Value Proposition

A personal value proposition (PVP) is the foundation for a job 
search and career progression; targeting potential employers, 
attracting the help of others, and explaining why you’re the one to 
hire.

Productivity 

The effectiveness of productive effort, especially in industry, as 
measured in terms of the rate of output per unit of input.

Professional Development

Process of improving and increasing capabilities of staff by offering 
access to education and training opportunities in the workplace.

Results Only Work Environment (ROWE) 

Results Only Work Environment is a human resource management 
strategy co-created by Jody Thompson and Cali Ressler wherein 
employees are paid for results (output) rather than the number of 
hours worked.

O
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Thought Diversity

The degree to which various ways of thinking about, for example, 
problems and solutions, are represented in the workplace. Recognises 
creative and unconventional approaches to problem solving.

Transactional Leadership

Focuses on effective management; defining roles and setting clear 
goals and expectations  for tasks and outcomes. It is an effective 
form of leadership when time and resources are limited.

Transformational Leadership

Focuses on the loftier ambitions of an organisation. It relies on role 
modelling, empowering and encouraging team members to develop 
their own solutions.

Triple Bottom Line

Term coined by John Elkington referring to businesses that 
value ‘people, the planet and profit’. Social and/or environmental 
responsibility is integral to operations, it’s not just about a traditional 
‘bottom line’.

Social Responsibility 

Social responsibility is an ethical framework which suggests that an 
entity, be it an organisation or individual, has an obligation to act for 
the benefit of society at large.

Soft skills

Personal attributes that enable someone to interact effectively and 
harmoniously with other people.

Stretch Assignments

A ‘stretch assignment’ is a project or task given to employees which 
is beyond their current knowledge or skill level in order to ‘stretch’ 
employees developmentally. 

Think-tanks

A group of experts brought together to develop ideas on a 
particular subject and to make suggestions for action.

S
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Values

Refers to an organisation’s set of core beliefs that help to define 
what it stands for.

Vision Statement

A statement which captures an organisation’s purpose, goals  
and aspirations.

Well-being

The overall health and vitality of an individual. Holistic in nature.

Workplace Diversity

The degree to which a workplace values diversity: representing 
social differences such as age, class, ethnicity, gender, physical 
capabilities and sexuality.

V
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Workplace Well-being

The degree to which a workplace is focused on health and well-
being initiatives for all employees.


