
Interim executives achieve goals  
20 times faster  

Board level interim executives achieve 

crucial goals on average twenty times 

faster than permanent company direc-

tors and senior managers. 
 

SOURCENOTE: Corporate Insights Limited 

 

   That is one of the key findings from research 

carried out by management transition consul-

tancy Corporate Insights Limited. 

 

   Corporate Insights received questionnaire 

responses from 650 interim managers and 

executives and conducted extensive one-to-

one interviews with 20 of them.   

 

   ñFor most permanent appointments, senior 

or board level executives have the first 100 

days to manage their transition and prepare for 

action ð typically, interim managers and ex-

ecutives do it in five days,ò said Anton 

Fishman, of Corporate Insights Limited.   
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Compass Point is a business strategy 
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owners, and management teams of 
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the next generation.   
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   ñAn interim executive ð who has 

joined a business at perhaps as little as a 

weekôs notice ð will learn 90% of what 

he needs to know in his first day in the 

job.  By the end of the first week that 

interim would have learned 99% of what 

he or she needs to know.   

 

   ñThey possess an innate ability to em-

ploy forensic discovery. They will not 

make assumptions. They will establish 

credibility, they will kill rumors about 

why they are in a business, they will 

build relationships and engage key staff 

ð all in the first few hours of their as-

signment.   

 

   ñBy day two they will be deep into the 

process of diagnosing the issues a busi-

ness may have, identify the root causes 

and scope the issues. By mid-week they 
 

Please see EXECUTIVES  page 3   

Visible Rewards  
 

For your reward system to motivate 

employees, it must be visible, main-

tains GE executive Steven Kerr. 
 

SOURCENOTE: Steven Kerr 

ULTIMATE REWARDS: WHAT REALLY 
MOTIVATES PEOPLE TO ACHIEVE 
 

   But, he adds, ñof all principles of effective 

reward, visibility is the one most often vio-

lated.ò  Visibility is negligible if only recipi-

ents know about the rewards they receive.  If 

you add $1,000 to someoneôs pay and nobody 

else knows about it, the number of people you 

have motivated is somewhere between 0 and 

1ðnot an effective use of company money, 

Kerr points out.  Occasionally, even recipients 

are in the dark about their rewards.  

 

   For example, some organizationsô descrip-

tions of their benefits package are couched in 

such actuarial double talk that most employees 

have little appreciation of their value.  On the  

 

other hand, the impact of rewards is mul-

tiplied when they are visible to people 

beyond the recipient.  Yet, very few 

firms, other than those organizations 

legally required to do so, make their fi-

nancial rewards public.   
 

   This makes little sense.  In firms where 

salaries are not disclosed, employees 

surveyed about how theyôre faring rela-

tive to fellow workers ñinvariably claim 

to be worse off than they really are,ò 

reports Kerr.  In the absence of valid 

data, rumors circulate about inequities 

that donôt really exist.  Yet opposition to 

publishing financial rewards is deep-set.   

 

   Until that taboo lifts, companies 

should certainly publicize non-financial 

rewards, such as appreciation for co-

operating across organizational bounda-

ries, the opportunity to attend a profes-

sional conference, or inviting a team to 

present an idea to the division staff or 

CEO.  ǐ 
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Donôt cut perks; share their cost.   
 

SOURCENOTE:  
manageBetter daily insights 
 

   Suppose your company needs to trim the 

costs of employee perks, yet you donôt 

want to further demoralize valuable 

staffers already confronted with a shrink-

ing list of options. 
 

   If youôre in this predicament, one alter-

native is to ask employees to contribute 

toward the perks they use.  Check out these 

tactics you may be able to apply: 
 

Limited -enrollment 

Educational Programs 
 

   Letôs say that youôve had to cut back on 

large-scale training programs.  However, 

youôve heard from small groups of em-

ployees in highly-specialized positions that 

they want to improve in certain areas of 

their work.  Consider asking these groups 

to contribute a small amount to help subsi-

dize these optional educational programs.  

The organization will save money while 

still benefiting from raising your workersô 

skill level and from showing flexibility in 

meeting their requests. 

 

Recreational Clubs 
 

   Another approach is to sponsor, but not 

entirely subsidize, a network of recrea-

tional and personal development clubs, 

such as skiing, investing or career advance-

ment clubs, with employees contributing 

towards maintaining the clubs they belong 

to.  Your organization can both hold down 

its costs and encourage employees to feel 

more of a stake in the programs provided. 

 

Think ahead about implementing 

Cost-Sharing 
 

   If your organization hasnôt tried cost-

sharing before, note that advance commu-

nication and employee involvement are 

crucial.  Before requiring contributions, 

your company needs to explain the need 

for doing so.  Then, solicit employeesô 

ideas for implementing the program.   
 

   Involving employees not only builds 

support for the program, but it can also be 

a great source of innovative ideas, which 

are exactly what you need to cut costs 

fairly and effectively. ƴ 

Think like an owner!  
 

A while back I was having lunch with a friend and we noted the extraordinary service our 

waiter was giving us. 
 

He was attentive, friendly and available when we needed something.  As we commented on it, 

George blurted out, ñHe thinks like an owner!ò  In contrast, I recently played golf with a man who 

complained that he wasnôt being ñpaid what Iôm worth.ò  He noted that he hadnôt had a raise in a 

ñlong time,ò and that inflation made it ñimpossible to keep up.ò  I tried to be tactful, but pointed out 

that in the long run the only way to increase his income was to increase the value of his contribution. 
 

Obviously, he may work for a lousy employer but, that issue aside, to grow your business or raise 

your prices, you must increase your perceived value in the marketplace.  Sometimes you can do that 

by education.  Your customers may not know or understand the benefits they are receiving from 

you.  But more often, to increase your value youôll have to change either your product or the way  

you deliver it.  Thatôs where ñthinking like an ownerò comes into play.  As the owner of your personal company, what should you be 

doing more (or less) of?  How can you improve the quality or quantity of your service?  Almost certainly, someone, somewhere, is mak-

ing more than you are for doing essentially the same job.  What, precisely, do they do differently?  Do they call on more people?  Do 

they provide some ñextraò or bonus that customers appreciate?   
 

When you think like an owner and are committed to providing slightly better service in every transaction, youôll make more sales and 

earn more money.  Trust me, the waiter who served us lunch got a MUCH better tip than the average server.  Give yourself a raise by 

doing one thing better this week. ƴ 
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cutting perks?  
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YOU, YOU, YOU 
 

   Know the future you want and 

have a strategy or system to make 

it happen.   
 

   Of course, life doesnôt always 

turn out the way we hoped.  Stuff 

happens.   But winners are very 

precise about the future they want 

and they imagine it, and work for 

it, every single day.   

 

You should, too! 


