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Interim executives achieve goals
20 times faster

o o
Board level interim executives achieve i An i nter i & whoxlas ut i v e“%%/ 6§"
crucial goals on average twenty timedoined a business at perhaps as little as a N RS
g g y we e k 6 sd will learnco8% of what Managenes ©

faster than Permanent company dlrecﬁe needs to know in his first day in the
tors and senior managers. job. By the end of the first week that

interim would have learned 99% of what
SOURCENOTE: Corporate Insights Limited he or she needs to know.

Strategy...Growth...Exit

About

That is one of the key flndlngS from research AThe y p 0ossess a n i nna teonﬁjasé Pélmt t o e m-
carried out by management transition consul- pjoy forensic discovery. They will not
tancy Corporate Insights Limited. make assumptions. They will establish compass Point is a business strategy

credibility, they will kill rumors about  consulting firm that works with CEOs,

Corporate Insights received questionnaire,\,hy they are in a business, they will owners, and management teams of
responses from 650 interim managers angyild relationships and engage key staff closely -held businesses, family busi-
executives and conducted extensive -theé & all in the first few hours of their as- n€Sses, and non -profit organizations

. . . . with revenues between $2MM and
one interviews with 20 of them. signment. $100MM. We are experts in the area of

~ . . strategy development, execution, and

iFor most permanent mPW od Ny Meiid St h eSye Ny iJak) pldoneg itlae propotes md 0 t h €
or board level executives have the first 10%rocess of diagnosing the issues a busi- value of the business or organization.
days to manage their transition and prepare fafess may have, identify the root causes Al plans are made within a broader
actiond typically, interim managers and ex- and scope the issues. By mvigek they scope and a targeted timeline to some-

; : ; s : a rsonally harvest that value for
e.c utives do . ! t. . b n five da ys, o said A e¥o nz]rortotransition leadership to
Fishman, of Corporate Insights Limited. Please see EXECUTIVES page 3 the next generation.
TS| . . Maximize 0 Wealth
V|S|b|e Rewards other hand, the impact of rewards is mul- amize (umer [ealt
tiplied when they are visible to people TRUE NORTH

For your reV\{ard SyStem_tQ mOtiva_te beyond the recipient. Yet, very few
employees, it must be visible, main- firms, other than those organizations

tains GE executive Steven Kerr. legally required to do so, make their fi-
nancial rewards public.

SOURCENOTE: Steven Kerr

ULTIMATE REWARDS: WHAT REALLY

MOTIVATES PEOPLE TO ACHIEVE

This makes little sense. In firms where
salaries are not disclosed, employees

surveyed about how t he ng rel e
But, he adds, fAof allVerifAcipBlbEoWoworkerse + ML bly cla
reward, visibility is the one most often vio-t © P& wor'se off than Thicfl:sspnim%rgclsg y are,
l ated. o Visibility ferortspKerg | Ip the gbsence jofyvalig |y "G =gmga= ™

ents know about the rewards they receive. Ifata, rumors circulate about inequities |
you add $1,000 to som8BhedO®NBhy T 8AH! Ko Bflfslvices YEL OPPOSI LI
else knows about it, the number of people yoRUPlishing financial rewards is despt.
have motivated is somewhere between 0 and | ) _
13 not an effective use of company money, Until that taboo lifts, companies
Kerr points out. Occasionally, even recipient$hould certainly publicize nefinancial ® Strategic/Business Planning

are in the dark about their rewards. rewards, such as appreciation for-co g ..,y o sonices
operating across organizational bounda-

. . [ i
For example, some oliegdf PPPOftynitygoastend gynsofeg- * raiey Implemeniation &

tions of their benefits package are couched i§ional conference, or inviting a team to Xe(_:uuon
such actuarial double talk that most employeeBrésent an idea to the division staff or ~ ® Equity Investment &
1 Management

eOwnership PlanningkE

® Succession Planning

have little appreciation of their value. On the
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Think like an owner!

A while back | 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

George blurted out, iHe thinks | ike an owne
compl ained that he wasnodét being fipaid what
ilong time,d and that inflation made it f#Aim

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

Obviously, he may work for a lousy employer but, that issue aside, to grow your business or ra
your prices, you must increase your perceived value in the marketplace. Sometimes you can do
by education. Your customers may not know or understand the benefits they are receiving fr
you. But more often, to increase your valu

you deliver it. Thatds where Athinking |ike an owneouwbecorl
doing more (or less) of? How can you improve the quality or quantity of your service? Almost certainly, someone, soimevahkere,
ing more than you are for doing essentially the same job. What, precisely, do they do differently? Do they call onpte@reDoeo
they provide some fiextraod or bonus that customers apprecia

When you think |Iike an owner and are committed to prlesanddi r
earn more money. Trust me, the waiter who served us lunch got a MUCH better tip than the averag&iseryeurself a raise by
doing one thing better this weel{.
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cutting perks?

Donét cut perks; share their cost
SOURCENOTE: Recreational Clubs
manageBetter daily insights Another approach is to sponsor, but ngt

Suppose your company needs to trim th
cost s of empl oyee
want to further demoralize valuable
staffers already confronted with a shrink-
ing list of options.

ntirely subsidize, a network of recreat
ﬁogq} Qn{ pers n@lt dev: I%DG]ent Cbu?f”ﬁt

uch as skiing, investing or career advancg-
ment clubs, with employees contributing
towards maintaining the clubs they belong
to. Your organization can both hold dow

I f youbdre in this it€eostyand engedrage employges todeelt e r -
native is to ask employees to contributemore of a stake in the programs provided.
toward the perks they use. Check out these

tactics you may be able to apply: Think ahead about implementing Know the future you want and
o Cost-Sharing have a strategy or system to make
Limited -enroliment _ | it happen
Educational Programs I'f your organizati: ' co
sharing before, note that advance commu-- o cour se, | i fe d

Letdos say that youfQyufihn A demﬁlo9ee Gn¥olvemBrR &

largescale training programs. HOWeVer,qrcial  Before requiring contributions,

youbve heard from sgpadhpang hefdd BbSexpldid the
ployees in highlyspecialized positions that ; 4 doing so. Th

they want to imp_rove in _certain areas Ofijeas for implementing the program.
their work. Consider asking these groups

to contribute a small amount to help subsi- Involving employees not only builds
dize these optional educational programssupport for the program, but it can also b
The organization will save money while a great source of innovative ideas, whic
still benefiting f raemexactyiwhat yoy need torcutwaesks k e . o«
skill level and from showing flexibility in f ai r1l'y and effectiviely. VY
meeting their requests.

turn out the way we hoped. Stuff
happens. But winners are very
precise about the future they want

I' and they imagine it, and work foP ¥ € €
it, every single day.

You should, too!



