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Message From the
Chief Executive Officer
Message du
directeur général
Dr. Matthew Jelavic, C.Mgr.
Since our foundation in 1942, our
Chapters have formed the backbone
of the association and provided a local
presence for the membership across our
great country. The Toronto, Grand Valley
and Hamilton Chapters came together
under the association banner in 1949 and
the rest, as they say, is history. In fact, the
three founding Chapters existed before the
National Council was formed in 1954 with a
mandate to establish more chapters across
the country and govern the association
at a national level. For 78 years, and
over 80,000 members later, the Chapters
have provided professional development,
networking and a much-needed local
presence with industry and educational
institutions. Running events, awards
ceremonies, providing local contact and
engaging members has been the mandate
of our Chapters to provide a more personal
touch and opportunities for members to
participate at a local level.
As we move into 2020, our Chapters will
continue to play an instrumental role as we
further grow our professional membership
(C.I.M. and C.Mgr. designations holders)
and further engage our new class of
Associate Members which includes
students within NCMA Nationally
Accredited Programs across the country.
As I write this message to the membership,
CIM | Chartered Managers Canada through
our National Centre for Management
Accreditation (NCMA) has accredited
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Depuis notre fondation en 1942, nos
sections sont le pilier de notre association
et offrent une présence locale à nos
membres à travers notre grand pays.
Les sections de Toronto, Grand Valley
et Hamilton se sont réunies sous la
bannière de l’association en 1949 et la
suite fait maintenant partie de l’histoire,
comme on dit. En fait, les trois sections
fondatrices existaient avant la création
du conseil national en 1954. Celui-ci
avait pour mandat d’instaurer d’autres
sections à travers le pays et de gérer
l’association au niveau national. 78 ans
et plus de 80 000 membres plus tard, les
sections ont offert un perfectionnement
professionnel, un réseautage et une
présence locale essentielle à l’industrie
et aux établissements d’enseignement.
Le mandat de nos sections d’organiser
des événements et des cérémonies de
remise de prix, d’offrir un soutien local et
d’impliquer les membres a apporté une
touche plus personnelle et des opportunités
pour les membres de participer à un niveau
local.
Alors que nous entamons 2020, nos
sections continueront de jouer un rôle
instrumental en développant notre adhésion
professionnelle (titulaires des désignations
C.I.M. et C.Mgr.) et en impliquant davantage
notre nouvelle catégorie de membres
associés qui comprend des étudiants au
sein des programmes agréés à l’échelle
nationale du CNAG dans l’ensemble du
pays. Au moment où je rédige ce message,
l’ICG | Gestionnaires Agrèès Canada par
l’intermédiaire de notre Centre National
D’Agrèment En Gestion (CNAG) a agréé
plus de 30 établissements universitaires et
70 programmes de certificat et de diplôme
en commerce et en gestion au Canada et à
l’étranger. Le programme du CNAG continue
de se développer, et les établissements
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Our Mission: To be the voice of Canada’s
Chartered Managers.

Notre mission : Être lar le biais de
formations, certifications et développement

Our Vision: A leading professional
association in support of Canada’s
Chartered Managers through certification,
accreditation and professional
development.

Notre vision : Être une association
professionnelle réputée et novatrice
qui soutient les gestionnaires agréés
canadiens.

over 30 academic institutions and 70
certificate, diploma and degree programs
in business and management across
Canada and internationally. The NCMA
Program continues to grow as academic
institutions strive to enhance student value
and link academic studies with professional
development and certification.
Students in NCMA Nationally Accredited
Programs will soon have the opportunity
to join the CIM as Associate Members
through a simple online signup process.
This will enable them to access member
benefits such as Venngo MemberPerks,
Acclaim Digital Badges and our affinity
partner benefits including home and auto
insurance, to name a few. Recognizing that
students have financial responsibilities
to fund their education, Associate
Membership will be FREE to these
students. This will provide an opportunity
to see what the CIM is all about, form
connections, make friends, attend events,
conferences and Annual General Meetings.
Once their studies are over, we welcome
these students to pursue the path to
become Professional Members once they
obtain their C.I.M. and C.Mgr. designations,
giving them opportunities to participate in
the governance of our association and cast
their vote for its future direction.
Our new class of Associate Membership
will provide opportunities for our Chapters
to engage these students at a local level
and provide opportunities to develop and
Winter 2020

universitaires s’efforcent d’améliorer
la valeur pour les étudiants et d’établir
des liens entre les études universitaires,
le perfectionnement professionnel et la
certification.
Les étudiants des programmes agréés
à l’échelle nationale du CNAG auront
bientôt la possibilité de se joindre à l’ICG
en tant que membres associés par le
biais d’un simple processus d’inscription
en ligne. Cela leur permettra d’accéder à
des avantages offerts aux membres, tels
que Venngo MemberPerks et Acclaim
Digital Badges, et à des avantages de
nos partenaires d’affinité, y compris
une assurance habitation et automobile.
Étant donné que les étudiants ont des
responsabilités financières pour financer
leurs études, l’adhésion des membres
associés sera GRATUITE. Cela leur donnera
l’occasion de découvrir l’ICG, d’établir
des liens, de se faire des amis, ainsi
que d’assister à nos événements, nos
conférences et nos assemblées générales
annuelles. Une fois leurs études terminées,
nous encourageons ces étudiants à devenir
membres professionnels lorsqu’ils auront
obtenu leurs désignations C.I.M. et C.Mgr.,
car cela leur permettra de participer à
l’administration de notre association et de
voter pour sa future orientation.
Notre nouvelle catégorie de membres
associés donnera l’occasion à nos sections
d’impliquer ces étudiants au niveau
local, de développer et d’améliorer leurs
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grow their soft skills and expand their
network. This local engagement will provide
students with valuable experience and
connections to help launch their careers
upon graduation.
On behalf of our President, Bob Fisher,
C.Mgr., and the Board of Directors, I
want to personally extend my thanks to
the Chapters for their commitment to
the association and look forward to a
collaborative and productive 2020!
As your CEO, please contact me any
time at matthew.jelavic@cim.ca

compétences générales et d’élargir leur
réseau. Cet engagement local permettra aux
étudiants de bénéficier d’une expérience et
de relations inestimables pour lancer leur
carrière après l’obtention de leur diplôme.
Au nom de notre président, Bob Fisher,
C.Mgr., et du conseil d’administration,
je tiens à remercier personnellement les
sections pour leur engagement envers
notre association et me réjouis à la
perspective d’une année 2020 empreinte de
collaboration et de productivité !
N’hésitez pas à contacter votre PDG à
matthew.jelavic@cim.ca.

– CHAPTERS –
BRITISH COLUMBIA/YUKON
CHAPTER
9727 Thompson Road
La Vista Ridge
Summerland, BC V0H 1Z3
Email: bc@cim.ca
GRAND VALLEY CHAPTER
16 Westforest Trail
Kitchener Ontario N2N 3A6
Tel: 705-725-8926
Email: dsch62@gmail.com
HAMILTON CHAPTER
2 King Street West, Jackson Square
P.O. Box 57035, Jackson Square
Hamilton, ON L8P 4W9
Tel: 905-561-9889
Fax: 866-774-2226
Email: admin@cim-hamilton.com
LAKE SIMCOE CHAPTER
81 Townline Road West
Huntsville, ON P1H 1S6
Tel: 705-789-4184
Email: lakesimcoe@cim.ca

LONDON CHAPTER
48 Westbury Avenue
London, ON N6J 3G1
Tel: 519-681-4168
Email: cimlonbr@sympatico.ca

NORTHERN ALBERTA/NWT CHAPTER
P.O. Box 610 Main Post Office
Edmonton, AB T5J 2K8
Tel: 780-455-7951
Email: northernalberta@cim.ca

SOUTHERN ALBERTA CHAPTER
P.O. Box 49034 Ogden
Calgary, AB T2C 3W5
Tel: 705-725-8926
Email: cimsouthalberta@gmail.com

MANITOBA CHAPTER
30-360 Main St. Unit 13B - PMB# 313
Winnipeg, MB R3C 3Z8
Email: administrator@cimmanitoba.com

OTTAWA VALLEY CHAPTER
303-320 Croydon Avenue
Ottawa, ON K2B 5P3
Tel: 613-596-4923
Email: julia.orr@gmail.com

TORONTO CHAPTER
2800 14th Avenue, Suite 210
Markham, Ontario L3R 0E4
Tel: 416-491-2886
Email: toronto@cim.ca

QUEBEC CHAPTER
80 Bradford Street, Ste. 311
Barrie, ON L4N 6S7
Tel: 705-725-8926
Fax: 705-725-8196
Email: office@cim.ca

NATIONAL CHAPTER
80 Bradford Street, Ste. 311
Barrie, ON L4N 6S7
Tel: 705-725-8926
Fax: 705-725-8196
Email: office@cim.ca

MARITIME CHAPTER
325 Broad Street, Apt 204
Bedford, NS B4B 0Z2
Tel: 902-221-2374
Email: belinda.riles@nshealth.ca
NEWFOUNDLAND AND LABRADOR
CHAPTER
62 Indian Meal Line
Torbay, NL A1K 1B4
Tel: 709-437-7075
Email: nancy@knlp.ca

SASKATCHEWAN CHAPTER
27 – 5301 Beacon Drive
Regina, SK S4W 0R6
Tel: 705-725-8926
Email: jeanmarc.nadeau15@gmail.com

For additional information on your local Chapter, visit cim.ca/chapters
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8 Steps To Transform Your Corporate
Culture
Your company culture is truly your competitive advantage.

Magi Graziano

Magi Graziano is a speaker, author, and Chief Evangelist for KeenAlignment, a global people
optimization consultancy firm and Inc. 5000 award recipient. Her book, The Wealth of Talent, was
written from over 20 years of real-world, hands-on experience. Those who experience Magi’s
programs, on average, reduced operating expense 8%, improve net profit 5.6% and increase
revenues by as much as 200%. For more information, please visit:
www.KeenAlignment.com
The engagement level of your workforce
expands beyond the limits of offering tangibles
such as a great benefits package, competitive
market rates, flexible work schedules and
challenging projects. Your company culture is
truly your competitive advantage.
Most leaders are intent on shaping a
constructive, collaborative and innovative
workplace; however, accomplishing this eludes
most. The following 8 steps are tried-and-true
advances to creating a great place to work.
1. Understanding That the Organization
is a ‘Human’ System
The human system is made of people and
poses a higher degree of competency from all
those who operate inside it. A human system
requires much more cultivating as a living and
breathing system is made up of many different
people with thousands of perspectives, thoughts,
beliefs, points of view, preferences, etc.…
In a highly functional human system,
such as a constructive corporate culture,
the functionality of the system as a whole
empowers individuals to fully participate with
one another outside the limits of personal
agendas and ego and inspires people to
Winter 2020

collectively collaborate and contribute to the
group cause.
Understanding the realities of the human
system allows you to become responsible
for intervening in the ‘drift’ and consciously
shaping a culture that operates outside the
automatic, normal human conditioned patterns.
When leaders of organizations understand
the fundamental human operating mechanism
and how thoughts work, they can proactively
intervene and intentionally create an experience
for people operating in the human system
to thrive. This intentional experience is a
constructive corporate culture.
2. Getting Curious About What Is So
When you take the time to peel back the
onion and analyze the current condition of the
human system in your organization at a macro
level, it gives you insights into the root causes
of labor disputes, stifled workforce productivity,
unwanted employee turnover, and lack of
employee engagement.
It is imperative that you inform your people
what you are up to and why. When you do reach
out and let them know that you want to have a
conversation or send a survey about culture,
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share the purpose behind your curiosity. If you
are unclear about your reason and purpose
for learning more, wait until you are filled with
purpose or compelled by a real business need to
move forward.
Before you begin your inquiry process, ask
yourself what you really want to learn and what
will you do with the information once you learn
it. As you are speaking to people and reviewing
the results of the survey, embrace your most
curious, non-judgmental, non-reactionary,
authentic self. Staying in the neutral zone during
your conversations allows you to sense patterns
and discern systemic organizational themes.
3. Acknowledging the Unworkability
Every executive has an image of how the
ideal organization operates. The first step in
any positive organizational change effort is
getting real—the acceptance of what needs to
change and what needs to happen to have the
change last.
Make a list of the areas uncovered in the data
collection process (interviews, focus groups,
surveys) and prioritize the highest impact areas.
The highest impact areas are highest because
if improved, they would glean the highest
return on time, money and effort invested. Next
connect the underlying behaviors, operating
values and organizational processes or mindsets
that intentionally or unintentionally constrain the
overall engagement, performance, collaboration,
and innovation among your workforce. Once
you believe you have a handle on what is not
working, it is important to allow the impact of
this unworkability to move you into action.
4. Owning the Impact
Like it or not, the most senior executive
is the ultimate guru with regards to how the
organization operates. They decide what
behavior is tolerated and how people treat each
other. Introspection and self-awareness allows
you to get real with yourself about what is really
going on in the organization. If you are able to let
go of self-judgment and defensiveness, you are
Winter 2020
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much more able to see yourself as at the source
of the unworkability. It is not about accepting
blame or feeling guilty and taking responsibility
for the problem; rather it is about seeing how
you as the leader set the tone and create the
space for constructive or destructive behavior to
exist in the workplace.
5. Creating an Inspiring Vision
A mission statement is meant to guide the
way for people to know and understand how
to behave, act, react and work in sync with
one other to accomplish the collective goal.
In the absence of a grounded, motivating
mission, human beings naturally focus on their
individual experience and personal goals. The
power and detriment of personal thinking in a
human system is that it produces silo mentality,
unnecessary competition and friction throughout
the organization.
6. Enrolling Others
Enrollment creates the possibility for others
to feel connected and inspired in the workplace.
Once you gain clarity of your mission and
vision, communicating the message to the
workforce is essential. Communication is often
where messages break down. Realize that
every person in your workforce has a unique
perspective and way of listening, and target
your message to the greater population and the
varying degrees of listening. When crafting the
message discern the impact it will have on the
people hearing or seeing it.
7. Designing and Following a Road Map
Once you have inspired the troops and
promised a bright future for all who lead and
follow in the organization it is time to formulate
a specific action plan. A cultural alignment
road map includes desired outcomes,
initiatives, programs, training, projects, people,
and timelines.
Each person involved and engaged in
shaping a constructive corporate culture needs
to understand their specific role, the amount
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of effort required
outside of normal
responsibilities,
the goals, and
the desired
organizational
outcomes. Laying
out a plan for
what comes
first, second and
third as well as
who is ultimately
responsible
for keeping the overall action items and
constructive culture initiatives on track is
necessary to move forward. As with any major
organizational improvement, meeting regularly,
tracking progress and publishing results is what
empowers forward movement.
8. Measuring What Matters
Now that all the groundwork has been
established, you know the why, what, how, and
who, it is critical for success that you measure
the benefits of the systemic changes you are
making. Many organizations utilize the balanced
score card approach as a framework for setting
the right metrics. Additionally articulating and
tracking the key result areas impacted by
shaping a constructive culture gives insight and
information that tells people in the organization
what is working and what is not, what needs
to pivot or realign, and what needs to stop.
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Without system wide accountability from the
top to the bottom and every one in between, the
organization won’t flourish. A core component of
a constructive culture is achievement. When you
measure what matters, people pay attention.
Through accountability and transparency people
get to see their impact, how the team is doing
and how the culture improving is elevating the
organizations’ operating effectiveness.
In Conclusion
The eight steps to transforming your
corporate culture from the inside-out are
not difficult to walk through. They are not
revolutionary. These steps are simply a common
sense approach to bringing out the best in
people in the places they work.
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PROFESSIONAL DESIGNATIONS GRANTED

NEW MEMBERS

Last Name
C.MGR.
Sicilia
Pillai
Reeves
Beaudoin
Wuisman
Brazao Rego Mello
Tan
Salmasi
Godin
Harvey
Hildebrand
Weil
Noble
Trabelsi
Latendresse
Klages
C.I.M.
Julloo
O’Grady
Blake
Mitakis
Gordon
Lee
Nikal
Hasan
Mulroy
Klages
CIMA (H=Honours)
Berglund
Abella
Berry
Blanchette
Cooke
Dicks
Groening
Hagen
Pollen
Pollen
Rajkumar
Rychlicki
Selby
Sukaroff
Van Rooy
Appelt
Ewbank
Johnson
Johnson
Soukhalom
Velandia
Wiebe
Sokhi
LaRiviere
De Andrade Santos
Santos Tomaz
Routhier
Ramirez
Zimnicki
Harding
Orbeta
H Bautista
H Cousins
H Derksen
H Eidse
H Fuller
H Hidalgo
H Kudar
H Marques
H Nasuti
H Page
H Salomon
CSM
Terada
Hunter
Nemeth
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First Name

Chapter

Last Name

First Name

Chapter

Carmen
Chris
Nathan
Robert
Gregory
Bernardo
Tyrone
Kamal
Conner
Albert
Joshua
Carola
Jason
Sami
Frederick
Kelsey

Quebec
Saskatchewan
Southern Alberta
Manitoba
Hamilton-Niagara
Manitoba
BC/Yukon
Quebec
Grand Valley
National
Grand Valley
Quebec
Toronto
NA/NWT
Quebec
London

Pritty
Adam
Jonathan
Sarah
Ana Paula
Ma. Cristina
Alexandria
Menar
Richard
Kelsey

Quebec
Toronto
Grand Valley
Toronto
Manitoba
BC/Yukon
BC/Yukon
London
Maritime
London

Susan
Milmar
Dawn
Meryelle
Ryan
Christa
Kyla
Glen
Micheal
Patricia
Mahadeo
Kevin
Ioana
Alexis
Jason
Allysa
Lionel
Geoffrey
Joanne
Panya
Luis
Grant
Parmveer
Jessica
Marcos
Marcos
Travis
Marvill
Monica
Jennifer
Louie
H Paul
H Bradley
H Stephen
H Douglas
H Sean
H Maria
H Danyelle
H Jacqueline
H Albert
H Rylan
H Cherylane

Saskatchewan
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba
Manitoba

Nikal
Jackson
Sicilia
Hackett
Mitakis
Sinanan
Julloo
Blake
Gordon
Reeves
Kargin
Elgersma
O’Grady
Perrotta
Hasan
Salmasi
Goodwin
Isabelle
St. Denis
Omisore
Keller
Harvey
Vincent
Balasubramanian
Weil
Trabelsi
Latendresse
Noble
Mathew
Jantzen
Hasey
Ukoh
Martineau
Paragas
Chapates
Ismail
Yousef

Alexandria
Christine
Carmen
Kimberley Latoya
Sarah
Savitri
Pritty
Jonathan
Ana Paula M
Nathan
Vasilii
Amy
Adam
Carlo
Menar
Kamal
Adam
Gilles
Gayle
Precious
Michael
Albert Harrison
Jean-Philippe
Preethi
Carola
Sami
Frederick
Jason Michael
Ajith
Jesse
Alan
Emmanuel Oroh
Robert
Ron
Christopher
Muhammed
Gaber

BC/Yukon
National
Quebec
Toronto
Toronto
Toronto
Quebec
Grand Valley
Manitoba
Southern Alberta
Manitoba
NA/NWT
Toronto
Hamilton-Niagara
London
Quebec
Southern Alberta
NA/NWT
NA/NWT
Manitoba
Manitoba
National
Southern Alberta
Toronto
Quebec
NA/NWT
Quebec
Toronto
NA/NWT
NA/NWT
Southern Alberta
Manitoba
NA/NWT
Manitoba
NA/NWT
Toronto
London

Yuki
Keesha
Ashley

BC/Yukon
Maritime
Saskatchewan
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The Wow Factor: The Ten Commandments
Of Creating Lifetime Customers
When speed becomes the only metric by which you judge service, then true
service becomes irrelevant.

Tra Williams

Tra Williams is a celebrated speaker, business consultant and author of the forthcoming
book Feed Your Unicorn. He is a nationally recognized thought leader in small business,
franchising, leadership and entrepreneurship. Tra works tirelessly with people, professionals,
and organizations to help them define success on their own terms and build the framework
required to sustain it. For more information, please visit:
www.TraWilliams.com
Everyone has experienced this at one time
or another. What you thought was going to be
a simple everyday transaction for a product or
service, turned out to be an experience that
earned your lifetime loyalty as a customer. Sadly,
it doesn’t happen very often. Which is exactly
why it’s so surprising when it does happen.
Today’s consumer-driven environment is
intently focused on instant availability and
for good reason. More than ever customers
want immediate access and lament any speed
bumps between them and the conclusion
of the transaction. Immediacy has become
the golden calf of customer satisfaction.
Customers continually worship the quickest
solution with frequent patronage, but the
results of that lust for instant gratification
has come at a painful price. The line between
optimization and true innovation has been
blurred as the customer experience has been
sacrificed on the altar of speed.
Escaping this cult of self-satisfaction where
likes pass for loyalty, requires you to rewrite
the rules of comparison. Don’t allow the value
of your product or service to be determined
by an outside metric. Instead, change the
game and redefine what the word value
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means to your customer. Here are The Ten
Commandments of value creation and earning
a customer for life.
1) Technology Reduction: In today’s world of
technology immersion, the human touch
matters more than ever. Each escalation
of technology reduces human interaction.
Each reduction of human interaction is
a missed opportunity to earn a lifetime
customer who judges the value you provide
by metrics that you define…not just speed.
When someone takes real time to provide
personal enhancements to an individual
experience - that’s impressive. You can’t
cut through the white noise with more white
noise. Remember, innovative technology is
usually meant to optimize our lives. Therefore,
you can purchase service optimization
but not service innovation. Real service
innovation comes from the people within an
organization, which brings us to number two.
2) Focus on front-line staff: Your front-line staff
who interact directly with your customers
are the most important people in your
organization. Not the owner or the VP; it’s
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the front line employee who is friendly and
patient, who smiles all the time and who
remembers the customers’ names and
business needs. That person will ultimately
make or break a company. Make sure your
culture emphasizes treating them with the
time and attention they deserve and they
will treat your customers the same way.
3) Have a real relationship with your
customer: Recognize that the relationship
you have with your customer should
not be transactional. Of course it’s
important to look for opportunities to
make the transaction simpler, easier
and more pleasant for the customer. But
it’s also imperative that you add value
to their lives in ways that are unrelated
to the transaction. Look for ways to
be a resource not just a provider.
4) Develop a customer-first culture: Culture
is binary. You’re either in or out. It starts
with a slow and methodical hiring process.
The time, money and productivity lost on a
hire who is inconsistent with a company’s
culture is immeasurable. Take your time
and hire the right people. Then focus
on their development. They in turn will
grow the business. Customer loyalty is
built by people not in spite of them.
5) Cultivate Reciprocity: We are hardwired
to do more for those who do things for us.
When it rains, Chick-fil-A has employees
wearing ponchos run to people’s cars
when they pull in and hold an umbrella
over them while they walk inside. And then
escort them back to their cars when they
have finished their meal. It’s no wonder
their average unit volume is three times
the average of most QSR’s while only
being open six days a week—reciprocity.
6) Eliminate Policies: “I’m sorry, Ma’am.
That’s just our policy.” These words
Winter 2020
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should never be uttered in business.
They reveal to your customer that your
culture values adherence to arbitrary
rules more than customer satisfaction.
You should have only one policy, which
is—do everything within your power to
exceed your customers’ expectations.
7) Empower your team: If you’ve followed
Commandment #2 and #4, then this one
should be easy. Every team member should
feel empowered to do what is right in each
specific situation. “Let me ask my manager”
tells your customer that you don’t trust your
employees’ discretion or decision-making.
And if you don’t trust the people you hire
why should your customers trust that they
will have a consistently great experience?
8) Celebrate: Everybody loves a winner
and nobody wants to be on the losing
team. Customers want to feel like the
money they spend is making the world
a better place. Publicly celebrate your
wins, your anniversaries, your employee
accomplishments (both in and out of
work), your growth, your community
engagement, your awards and your
achievements. Did one of your employees
just get her Master’s? Have a baby?
Compete in a triathlon? Celebrate it.
This Commandment has the added
advantage of developing employee
loyalty as well as customer loyalty.
9) Raise the Stakes: Service innovation
inherently means that you are challenging
the assumptions of traditional expectations.
On the flip side of this coin is the realization
that doing something new is also a new
opportunity to fail. Fortunately, studies
have shown that customers value your
effort nearly as much as the result. As
such, they are incredibly forgiving of
failure so long as every effort was made
to succeed. So challenge your team

CANADIAN INSTITUTE OF MANAGEMENT / INSTITUT CANADIEN DE GESTION

and yourself. Raise the stakes. Go big.
Consistent yet average is still unimpressive.
10) Have a mission: People are not motivated
by what; people are motivated by why.
If the goal is to make tons of money
and eventually go public, then you have
missed the point of this exercise entirely.
Where you spend your money is a major
part of your identity. Customers align
themselves with organizations that mirror
who they are, or at least who they’d
like to be. Therefore, the motives that
drive your organization also drive your
customers’ loyalty. Without a mission,
you and your customer have no ‘why’.

your team obsessed with the Golden Calf of
immediacy, tell them this: In today’s world of
instant gratification, do not worship speed.
When speed becomes the only metric by
which you judge service, then true service
becomes irrelevant. Instead of conjuring new
ways to complete a transaction faster, make
the experience so amazing that the customer
will never want it to end.

Embrace these Commandments. Carve
them into stone and bring them down from
the mountain. If when you arrive you find

in partnership with
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I Am Too Busy
“Don’t let others take your time”

Nathan Jamail

Nathan Jamail, president of the Jamail Development Group and author of four best selling
books including his newest release “Serve UP & Coach Down”. Nathan Jamail is a leading expert in
organizational leadership. Nathan has spent the last 14 years coaching top executives and teaching
thousands of leaders around the world on Leadership, employee coaching, selling skills and cultural
development. Nathan’s clients span across all industries from financial services, technology,
military, manufacturing, hospitality, and many more. To learn more about Nathan Jamail, visit www.
nathanjamail.com or follow us on Twitter, LinkedIn and Facebook

One struggle of being a leader in any
organization is finding the time to ‘get
it all done’. Since the beginning of time,
organizations have struggled with time
management and have spent millions of dollars
on programs, tools and anything else that
will help their leaders become more effective
with their time. Most of the time they involve
costly programs, software or busy planners to
decipher and then implement.
What should we do?
There are a few steps a leader can do to
gain full control of their calendar and time
and the best part is, it does not cost a penny!
There is nothing to buy, but it will require
courage and commitment.
1 The first step is for a leader to take
the “The calendar test” to see if they
fall into the “Too busy” trap.
2 The second step will be to identify the
important tasks verse the urgent tasks.
3 The third and final step is to take
back the control of your calendar
and stop scheduling chaos.
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Step 1: Take the “The Calendar test”.
This will allow a leader to see if they are
spending their time on their priorities or on
someone one else’s priorities.
A leader must look at their calendar for the
following week, and see if there are many open
time slots, and second see how many of their
leadership priorities are actually scheduled in
the calendar.
Next, the leader must look at the calendar
for the week that just passed and see how
many open or free hours they had the past
week. Like most leaders they will find they
have many open spots in the coming week’s
calendar, but found themselves super busy the
previous week. If a leader finds themselves
with an empty calendar in the coming weeks,
but is alway super busy by the end of the
week, it would be safe to say that the leader is
working on someone else’s priorities and not
their own.
Step 2: Get out of the trap and
take control of the calendar.
First the leader needs to identify their
important tasks VS urgent tasks. Important
tasks are tasks that have great importance
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but very little short term consequences, like
employee one on one’s, team development,
field visits with employees. These are the most
important aspects of a leaders job, but they
are hijacked by much less important tasks that
are ‘very urgent’; customer issues, employee
problems, boss’s reports, etc. These seemly
urgent tasks would be less frequent if the
leader focused on sticking to the important
ones (if you work on employee developmentthen delegation and follow through are a given,
so the ‘urgent tasks’ are easily taken care of).
The key in time management is for a leader to
never allow the urgent to take away from the
important. Simple yes but not easy!

the rest”. A leader must prioritize their time, so
they can help those they lead become better
at prioritizing their time. The way a leader uses
their time is a choice – the key is to make and
own the right choice for success!
Final thought;
I have met many very successful leaders
over the past 20 years, and the one thing that
I have always found to be remarkably true and
consistent is the most successful and powerful
leaders always have time to do the important
things. They always have time to take on new
projects or give more time to serve others,
while those that achieve a much lower level
of success and seem to be less happy are
always too busy. They want to do more, or
give more but they never seem to have enough
time. Learn from the most successful and own
your calendar and never be too busy to do
something that is important!

Step 3: Take back your calendar.
The key here is to know the power of
your calendar and then to focus. Many times
leaders leave open spots in their calendar
because they fully expect to have employee
and customer problems that they must deal
with. This is super crazy, because when a
leader expects- no
count on these
problems- they
will then always
show up. A leader
should never
create chaos
by expecting it,
instead a leader
needs to fill their
calendar full with
all of the important
tasks working with
their employees
and their leaders.
A simple rule can
allow any leader
CIM Chartered Managers Canada and the McGill School of Continuing Studies have
to remove the less
partnered to offer a prestigious dual-credential management program. Students who
important and
complete the Graduate Diploma in Management from the McGill School of Continuing
urgent time killers
Studies will now also be able to attain the Chartered Manager (C.Mgr.) designation,
the most prestigious status that can be achieved in the management profession. One
activities; “Only
of only three programs in the world to be awarded this status, McGill’s Diploma in
do what you can
Management is a graduate-level program designed to prepare students for positions
do and delegate
in management in a variety of industries. Read the full press release online.
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5 Keys To Protect Your Company’s Most
Valuable Asset: Its People
Providing Your Teams the C.A.R.G.O. to Succeed

Jason O. Harris

Jason O. Harris is a leadership and trust speaker, consultant, and certified character
coach. As a decorated combat veteran, Jason brings unique perspectives gained from his
battlefield experience to your organization. Jason’s No Fail Trust™ methodology was crafted
from his own harrowing, life-altering experiences, and conveys the importance of crossgenerational communication and mutual trust. Jason enjoys working with organizations and
leaders that are no longer willing to settle for cultures of compliance and are ready to build
and cultivate cultures of commitment. For more information on Jason O. Harris, please visit:
www.jasonOharris.com
Your company’s most precious cargo is
its people. Each day that you walk into your
office, establishment and organization, you are
responsible for cultivating the culture. You are
responsible for fostering a workplace culture
that is one based on commitment and trust.
As you nurture and grow the culture of your
workplace, it is imperative that you realize
that your most valuable resource—your most
precious cargo, as they say in the aviation
business—are your people.
As you look to understand what you can do
each and every day to impact your company
culture, you need to look at the ways you can
best take care of your teams. The foundation
of taking care of our people is creating and
cultivating a culture of trust. It is only when you
cultivate cultures of trust and commitment that
you can truly begin to support your company’s
most valuable resource: the people within it.
A simple way that you can create the
professional environment that you want is to
implement a model, the C.A.R.G.O. model,
designed to create and nurture the workplace
ecosystem that thrives on commitment and trust.
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C: Creativity to address challenges
As you look to take care of your people,
it is essential that opportunities are provided
that allow for creativity. This creativity is useful
for many things—primarily in addressing the
many challenges that present themselves
constantly in the workplace. When you trust
and empower your people to harness their
creativity to address and solve problems it
does many things across the many levels of
your organization. Freedom to be creative
instills a sense of intrinsic trust and helps
to reinforce an employee’s innate abilities
and talents. Creativity to address challenges
strengthens the case as to why you hired them
to work in your organization in the first place.
A: Access to tools and resources
When the right tools and resources are
provided, people know that they have all that
they need to succeed. Too often there is an
expectation of the people in an organization
that cannot be fulfilled due to a lack of
resources or support. Effective leaders must
be prepared to properly equip their teams with
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the right people in addition to the right tools
and resources to set them up for success.
Access to the appropriate tools and assets is
imperative to creating and building a company
culture that is rooted in trust.
R: Responsibilities
It is essential that team members are
empowered to own their unique responsibilities
in an organization. When team members truly
own their piece of the daily duties, tasks, and
projects, it reinforces the reality that their
work really matters. When your team is aware
of their value to the entire operation and that
others are counting on them, like a combat
aircrew, they will step up and perform to their
best abilities. Empowerment of staff, ensuring
that the training and processes clearly define
and delineate their responsibilities, will lead to
an empowered organization. This empowered
organization will be full of team members that
know what they are responsible for and ready
to tackle the tasks at hand.
G: Goals & Objectives
Goals and objectives of your team(s)
and organization have to be plain, clear, and
articulated in a way that the team members can
understand and appreciate. The best leaders
must share the goals and objectives with the
team. Your team needs to know that its leaders
are fully invested. In turn, it’s necessary for
members of your team to share their individual
goals and objectives with each other and the
leadership. This ensures that everyone holds
each other accountable. Beyond holding one
another accountable, knowing the goals and
objectives of each other allows you to know
that everyone is committed, in some shape,
form and fashion, for the greater good of the
organization and each other.
O: Opportunities for success
As a leader, you must provide the
opportunities for your people to succeed.
These successes exist as large and small
Winter 2020
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opportunities. When provided with incremental
chances to succeed and win, team members
will stay engaged and continue to be committed
to the organization and the team. Consider
opportunities for team members to succeed in
the simplest ways, that lead to team wins, that
lead to organizational wins. Everyone loves to
win. Everyone loves to be on a winning team!
The most precious resource in your
organization, the most precious cargo in
your aircraft, is your people. As you conduct
business each and every day, are you and
the leadership team equipping your people
to sustain themselves and your organization
through the inevitable turbulence that they
will encounter en route to accomplish their
mission? When you provide your people with
the right C.A.R.G.O., you will create, promote
and cultivate a workplace culture of trust that
is bound for success!

CIM | Chartered Managers Canada Announces Reciprocity with the
Institute of Certified Professional Managers (ICPM) in the USA
CIM | Chartered Managers Canada and the Institute of Certified Professional Managers have signed a reciprocity agreement for the mutual
recognition of their C.Mgr. and CM designations. With over 14,000 managers and leaders certified worldwide, the Institute of Certified Professional
Managers is the largest management certifying body in the United States, doing business globally. Both managers and employers benefit from the
CM certification which is recognized internationally as a valid indicator of managerial competency and leadership potential.The Certified Manager
(CM®) certification is a professional credentialing program that verifies an individual's ability to manage and potential to lead with a level of
competency. Successful applicants earn the privilege to use the “CM” professional credential as a sign of their competency.
Visit www.cim.ca for details!
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Build Robust Customer Relationships By
Taking A Proactive Approach
Don’t take your client relationships for granted.

Jill J. Johnson, MBA

Jill J. Johnson is the President and Founder of Johnson Consulting Services, a highly
accomplished speaker, an award-winning management consultant, and author of the
bestselling book Compounding Your Confidence. Jill helps her clients make critical business
decisions and develop market-based strategic plans for turnarounds or growth. Her consulting
work has impacted more than $4 billion worth of decisions. She has a proven track record of
dealing with complex business issues and getting results. For more information on
Jill J. Johnson, please visit:
www.jcs-usa.com
While today’s sales process can appear
streamlined and online, it creates complexities
and confusion for consumers who have vastly
more options in a global marketplace. The
internet has blurred traditional sales territories
because consumers can now search the world
for the products and services they want or
need. Finding the right one requires them to
weed through many alternatives so they can
make optimal purchasing decisions. Proactively
building robust and trusting relationships with
your customers provides opportunities to
become their top advisor and go-to vendor.
Anticipating potential customer service
challenges will help develop a framework
for resolving these issues in a manner that
protects your customer relationship. Software
applications and marketing automation also
create opportunities for enhanced customer
insight and relationship development.
Team Efforts Build Strong
Customer Relationships
The most successful salespeople develop
strong and lasting relationships with their
customers. They focus on solving problems,
Winter 2020

not just making a transaction. They become
an advisor their clients rely on for accurate
information and solutions to address their
needs. They are responsive and do not leave
their clients hanging for answers. With this
approach, you can anticipate opportunities
for your customers and present new ideas
when your customers are most likely ready to
consider them.
Successful sales and marketing team
members work closely together to create
synergies among all the communications being
used to connect with customers. Production
and service teams must also work in sync
with sales to deliver the quality order that has
been promised the customer. There is nothing
worse for the client relationship than a sales
person making a promise that production
cannot honor. In most organizations, the
production or manufacturing divisions are
siloed from sales. Each has their own metrics
by which they are evaluated and there is often
little communication among them. When that
happens, the entire customer relationship can
be at risk.
Enterprises that effectively calibrate and
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coordinate their ability to supply goods and
services the customer demands will be the
most successful over the long-term. They
minimize waste and scrapped inventory
because they are creating specific products
their customers want and will buy. Sales
relationships that have been strategized
throughout the enterprise provide the best
opportunities for gaining accurate customer
intelligence on product specifications and
anticipated sales volumes. The same things
hold true for those selling services.
Maintaining Customer
Relationships Requires Trust
When working with clients who have a longstanding relationship with your organization,
it can become easy to take them for granted.
Personal relationships often develop among
the various parties on both sides. Frequently
this evolves into a high trust relationship.
When there is a glitch in service or delivery,
client relationships can be jeopardized. Clients
make buying decisions based on trust. If
something significant interferes with the trust
relationship, the entire account can be at risk.
It may be a missed delivery, inferior product
quality, service glitches or price-points that
are too high. When this occurs, it can be easy
for everyone to assume that the relationship
will resolve the issue. But when it does not,
everyone must remember that business
is business. The personal relationships
developed with care over time can vanish when
suppliers make mistakes. Both parties have
their own jobs to protect and their own internal
political challenges.
Often the best approach is for a vendor
to operate on a “No Surprises” basis with
clients. When they know there might be an
issue with service or delivery, the sooner they
alert the customer the more options they
have to maintain the trusted relationship.
Understanding the latitude and flexibility you
each have when there is a problem can move
you faster to finding a resolution. Perhaps it is
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offering a price discount for accepting some
reduced quality options or including additional
merchandise in the order to offset the inequity.
No matter what, your client problem needs to
be resolved effectively before it becomes a
social media nightmare or results in the loss of
a major revenue stream to your enterprise.
Effective Client Relationship
Management
Building and managing relationships with
your prospects and key referral sources
requires effort. It is more than simply having
them on your mailing list or emailing them
newsletters or updates. More personal and
consistent one-to-one relationships are a must
in achieving your mutual goals.
You have to move from passive ordertaking to developing a customer relationship
focused on knowing their interests and
requirements. Then match your outreach
and communications to move them through
their decision-making cycle. Reassess your
prospect management to determine if you are
relying on stale efforts that do little to move the
sale forward or deepen your relationship.
Years ago, sales people tracked customer
information on index cards. Today, robust
Customer Relationship Management (CRM)
software has been a game changer in managing
interactions with current and potential
clients. CRM integration with email marketing
applications can enhance sales productivity
and offer options for customer personalization.
Leveraging your CRM tools helps you stay
on top of customer follow-up. This requires
an investment of time in capturing information
into the system. Once you do this, you can
take advantage of opportunities to use its
robust capability for data capture and market
segmentation options. These efforts will
help you more effectively manage your client
relationships and provides options for efficient
and appropriate outreach…
				…(FINAL THOUGHTS)

Keep learning
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Final Thoughts
Take time to review
the effectiveness of your
approach to customer
relationship management.
Don’t take your client
relationships for granted.
Just like any relationship,
they need to be nurtured to
be preserved and grown.
Actively managing your
customer and prospect
interactions creates
more opportunities
for engagement. Each
engagement takes you
one step closer to closing
another sale or selling a
bigger deal than you can
currently imagine. Being
your customers’ subject
matter expert, anticipating
their needs before they do
and doing their homework
for them is essential to
successful and lasting
customer relationships.
Improving your customer’s
experience will build
word of mouth about your
effectiveness as a true sales
professional – rather than
just someone who manages
transactions.

Online from Anywhere

Working professionals know that the key to success in today’s rapidlychanging workplace is continuous learning. We’ve responded by
developing programs and courses designed to
help you keep learning – with the highest quality instruction
and flexible delivery methods.

Online Programs:

Business Analysis NEW
Become a business analyst or apply business analysis in your profession
with this new online program.

Change Management
Enroll in the only Change Management credential offered by an academic/
post-secondary institution in Manitoba.
Quality Management
Learn how to lead the transition from quality control to quality excellence.
Certificate in Management and Administration (CIMA)
Take the next step in your management career with an academic
credential and a nationally recognized professional designation to add
to your resume.
Human Resource Management
Become a leader in HR with innovative courses that correspond with the HR
competency framework – providing eligibility for the CPHR designation.

Register now at umextended.ca/online,
or call 204 474 8800 today.

Follow us on
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The Art Of Management: 10 Guiding Principles
L’art Du Management : 10 Principes Directeurs

Damien Witkowski

Damien Witkowski is a consultant at
NuFocus Strategic Group, and he is an expert
in planification, execution, leadership and
continuous improvements. He also is the
author of several articles and a book about
management and strategy. Advisory group
since 2001, NuFocus helps business owners
to plan and execute growth due to its global
approach and its expertise in finances,
marketing, engineering, sales, procurement,
strategy…
For more information, please contact him
at d.witkowski@nufocusgroup.com:
www.nufocusgroup.com
The guiding principles for managing
organizations have been tested for centuries
and, despite the significant advances in
technology, they remain as relevant today as
they were centuries ago. They are universal,
scalable, adaptable and have consistently
proven themselves in complex and uncertain
environments and in companies of all sizes and
all industry sectors. Their continued relevance
is due to the fact they do not rely on technology
or systems… these principals are all about
people – people both within and outside of the
organizations. What may surprise you, is that
these principals come from a large Canadian
company, founded in 1812, with more than
90,000 full-time employees and a budget of more
than $21 billion. Hopefully we have piqued your
interest; but before revealing the name, lets first
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Damien Witkowski est un consultant du
groupe stratégique NuFocus et il est un expert
dans les domaines de la planification, de la mise
en œuvre, du leadership et de l’amélioration
continue. Il est aussi l’auteur de plusieurs
articles et d’un livre sur le management et la
stratégie. Cabinet de conseil depuis 2001,
NuFocus aide les propriétaires d’entreprise
à planifier et réaliser la croissance grâce à
son approche globale et ses compétences
en finances, marketing, ingénierie, ventes,
approvisionnements, stratégies…
Pour plus d’information, veuillez le contacter
au travers de d.witkowski@nufocusgroup.com;
www.nufocusgroup.com
Depuis 1832 où ils trouvent leur origine, les
principes directeurs de l’art du management
que je m’apprête à vous dévoiler n’ont cessé
d’être mis à l’épreuve et de se développer.
Aujourd’hui, ils continuent de faire leurs
preuves dans des environnements évolutifs,
complexes et incertains. D’ailleurs, savezvous qu’ils sont issus d’une grande entreprise
canadienne, fondée en 1812, forte de plus de
90 000 employés et d’un budget de plus de
21 milliards de dollars ? Mais avant de vous
révéler son nom, que vous retrouverez en
conclusion, laissez-moi vous présenter ces
10 principes :
1. Unicité de l’objectif
Le but doit être unique jusqu’au terme
de sa réalisation. Il s’agit d’un principe
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discuss these principals in more detail.
1. A single goal
A company can only have one goal, one
that focuses the organization’s efforts and
guides its actions and allocation of resources.
That goal must remain the sole objective until
it is achieved or deemed to be unattainable.
Despite the fact the path to the goal is
complex, the goal itself must be simple and
easily understood by everyone in the company.
It needs to be easy to remember and every
employee must be able to explain the goal
and their role simplisticly, not only because it
involves a compromise between reason and
ambition; but, also, because it involves many
complex and sometimes conflicting objectives.
The value of having a single goal is that it
enables everyone on the team to focus their
energy on one target rather than the multitude
of individual tasks that need to be done to
achieve the goal
2. Alignment
To be successful, the entire organization
must be committed to achieving the objective.
The efforts of each member of the organization
must be aligned and focused on that goal.
Management plays an important role in ensuring
that everyone in the organization understands
the objective, its importance to the organization
and the role each team plays in achieving the
target. Total organizational alignment on the
objective is critical to success. Having said
that, management must ensure that the core
business continues to function effectively.
3. The economy of means
Aligning resources on the goal affects every
part of the organization and involves balancing
the conflicting resource needs of both the
existing business and the objective to ensure
success. The resource allocation criteria must
be the return on investment. The planning
exercise must also ensure sufficient resources
be available to deal with delays or other issues
that prolong the initiative. If management is
Winter 2020
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simple qui favorise la compréhension,
la mémorisation et la communication de
l’objectif, sans pour autant être simpliste.
En effet, le choix du but est un compromis
entre raison et ambition, regroupant
d’ailleurs plusieurs résultats, sans oublier
que le maintien de l’objectif demande de
la persévérance et non de l’obstination.
Cette focalisation de l’esprit sur un point
contribue à éviter bien des dispersions et des
gaspillages inutiles.
2. L’alignement
Après l’esprit, ce deuxième principe va
donc chercher à focaliser les énergies en un
point : la complémentarité d’actions diverses.
Cela va ainsi permettre de démultiplier les
résultats, à l’instar d’une centrale solaire
où quelques miroirs judicieusement placés
vont permettre d’atteindre des températures
impressionnantes.
3. L’économie des moyens
Implicitement, l’alignement va donc
consommer des ressources à fortiori limitées.
Ce troisième principe vise donc à économiser
les moyens (financiers, humains, matériels)
là où leur utilisation ne sera pas forcément
décisive pour, ainsi, pouvoir les attribuer à
bon escient. Par exemple, donner un budget
à un secteur prive les autres de ce montant
et il en va de même des équipes spécialisées
(informaticiens, agents de recrutement…)
De plus, ce principe impose la constitution
d’une réserve (moyens préservés en vue
d’une utilisation en temps opportun), afin de
garantir une forme de flexibilité à l’entreprise.
4. Le maintien du moral
Après l’esprit et le corps, vient
naturellement le cœur : l’humain. Le
quatrième principe, en maintenant le moral,
permet alors de disposer d’employés plus
productifs, de mieux retenir la main-d’œuvre
et, par extension, d’attirer des talents
précieux. Cependant, il faut prendre garde
à ne pas tomber dans la démagogie en
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not able to assemble the necessary resources,
it should defer or scale back the scope of the
initiative – a “bet the company” approach is a
high-risk strategy that requires a very significant
return to justify it. Only when the required
resources are in place should management
announce the initiative.
4. Maintenance of morale
Morale matters!! Building and maintaining
morale means building trust between
management and employees. Creating
and maintaining a safe, welcoming work
environment is essential to maintaining
employee morale and retention. This starts
with effective recruiting; but also includes
a competitive salary and benefit package
and opportunities for skill development and
advancement. Morale also relies on everybody
understanding the company’s objectives, their
role in achieving those objectives and how they
contribute to the company’s success.
5. Cooperation
A business consists of a group of people
working cooperatively to achieve a set of
goals. It is no surprise that many businesses
use sports analogies like teamwork, playing
their position and winning when describing
their business. Management’s role, like that
of a sports team’s coach, is to coordinate
the activities of their employees in a way that
ensures success. This fifth principle consists
of sharing responsibilities, coordinating
actions and ensuring the open exchange of
information. This may sound simple; but, in
reality, it is difficult to achieve and even harder
to maintain. In many cases the challenge of
building an effective business is made worse
by procedures and processes that inhibit
instead of enabling effective teamwork.
Despite the significant advancement in
technology which has eliminated many of
these challenges with the advancements in
enterprise software (which is now available
for companies of all sizes), the increasing use
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cherchant à faire plaisir à tout prix, ce qui est
contre-productif. En influant sur la confiance,
le sens du travail, les conditions matérielles,
etc. l’entreprise peut ainsi contribuer à
maintenir un bon moral.
5. La coopération
Dans la continuité précédente, la
coopération vise à dépasser son propre
intérêt pour servir le bien commun. Ce
cinquième principe consiste alors à assurer
un partage des responsabilités, à coordonner
les actions et aussi, à garantir un échange
des informations. En dépit de l’évidence
d’une telle notion, sa réalisation est loin
d’être simple, ce qu’illustrent les situations
suivantes : logiciels qui ne communiquent
pas entre eux, problèmes de droits pour
accéder à des ressources nécessaires,
déresponsabilisation des directeurs (en cas
de mauvaise définition des rôles)…
6. Action offensive
Si les principes précédents s’appliquaient
plus au sein de l’entreprise, les suivants
concerneront l’environnement. L’offensive
vise donc à saisir l’initiative et force la
concurrence à la réaction. De nombreux
écrits abordent d’ailleurs ce point de manière
indirecte en évoquant la nécessité du
changement ou l’importance de l’innovation.
Toutefois, ainsi décrit, nous perdons de
vue la notion d’avantage concurrentiel.
D’ailleurs, dans le monde des affaires, force
est de constater que l’offensive est partout :
achats de sociétés, lancements de produits
concurrentiels, développements de nouveaux
marchés…
7. La surprise
Dans une situation défavorable, la surprise
intervient pour reprendre l’initiative. Par son
action, elle doit permettre de faire émerger
de nouveaux paramètres qui vont soit ralentir
les plans du concurrent, soit créer un effet
de sidération. De plus, lorsqu’elle est bien
exécutée, la surprise est un grand facteur de
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of cross functional teams and the delegation
of authority further down the organization
chart, the inefficient and incomplete sharing of
information and ideas is still an impediment to
business effectiveness and ultimately business
growth.
6. Offensive action
So far, we have focused on issues inside
the company; but, since companies do not
function in total isolation, we don’t yet have
the full picture. Every company operates in an
environment that includes competitors. This
means that to be successful, the company
must always be on the offensive, looking
for ways to seize the initiative and force the
competition to react. The nature of competitive
environments is that very few companies can
sustain their competitive advantage because
competitors are continually innovating their
product lines, improving their processes
and evolving their business models to gain a
competitive advantage. The reality is that over
time, competitive advantages are not easily
sustainable unless government regulation
distorts the marketplace. In the business
world, everyone is on the offensive, seeking
opportunities to gain advantage through
acquisition, product development or developing
new markets.
7. Surprise
The element of surprise remains an effective
way to gain the initiative over a competitor. To
be truly effective, the company must alter the
existing rules of competition in an unexpected
manner. The objective is to slow the competitor’s
progress, forcing them to react defensively. This
can be achieved through innovation (improving
their existing product offering or improving
efficiency to reduce costs enabling the company
to lower prices) or through acquisition of a
smaller competitor. The added benefit of a
surprise tactic is the impact on the competitor’s
morale which will slow their response to the
surprise challenge to its market position.
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nuisance sur le moral de la concurrence.
8. La capacité d’adaptation
Le huitième principe, la capacité
d’adaptation, est la parade à l’effet de
surprise. Si le but doit être maintenu (1er
principe), la manière d’arriver à l’objectif
(le comment) ne doit pas être trop rigide au
risque de ne pas pouvoir tenir compte de
l’évolution des situations et des évènements
inattendus. En plus de l’adaptation ou du
changement de plans, le fait de disposer
d’une réserve (3e principe) permet de pouvoir
concentrer rapidement des efforts (2e
principe) pour atténuer un risque, voire saisir
une initiative.
9. La sécurité
Tandis que la capacité d’adaptation
est une réaction, le neuvième principe
porte sur la prévention : la sécurité, réflexe
indispensable de toute entreprise. Le champ
d’application de ce concept est infini :
protection de l’information (documents
classifiés, serveurs informatiques, données
clients…), protection du personnel
(équipements individuels, matières
dangereuses, protocoles…), protection
juridique (assurances, juristes…) et bien
d’autres. Néanmoins, la sécurité n’est pas
qu’une affaire interne, elle consiste aussi à
évaluer les risques parmi les partenaires et
les sources d’approvisionnement qui peuvent
être la cible de la concurrence.
10. L’administration
Ici définie comme l’ensemble des services
administratifs et logistiques (ressources
humaines, finances, approvisionnement,
transport…), l’administration est le dernier
principe de la liste. Son rôle est d’être au
service de l’entreprise en soutenant les
opérations prioritaires (3e principe), en
contrôlant l’utilisation qui est faite des
ressources et en garantissant une capacité
de réaction (8e principe) pour réagir aux
changements. La difficulté d’une telle
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8. Adaptability
One of the key tactical advantages is a
combination of flexibility, adaptability and
nimbleness. Management must include the
capacity to adapt to new circumstances not
only to gain advantage; but also, to protect the
current position. The ability to quickly recognize
the “attack” in advance is critical to quickly
respond to the new situation. To achieve this,
the goal must have elements of flexibility, to
provide for additional resources and the ability
to quickly shift focus to counter the competitor’s
unexpected challenge
9. Security
While acknowledging the benefits of
adaptability and the ability to effectively
respond to surprises, the most important
defensive capability is anticipation and
prevention – building a resilient organization
that can identify and counter threats before
they happen. The scope of this concept is
infinite: protecting the company’s intangible
assets - intellectual property, the corporate
reputation, financial information, customer data
and employee information - as well as physical
assets: buildings, equipment, computer servers,
vehicles are just a few of the many potential
threats facing an organization. Achieving this
requires investments in protective measures
such as legal advice, alterations to the
buildings and equipment (individual equipment,
hazardous materials, protocols, etc.), protection
(insurance, lawyers, etc.) and many others.
Security, however, also involves building
a resilient supply chain (with redundancy
plans with alternate suppliers) and protecting
customer relationships.
10. Administration
While a company’s sales and
manufacturing activities are critical to its
success, that success requires a significant
investment in administrative and logistic
support. The company can’t succeed unless
these functions (human resources, finance,
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administration est alors de servir les intérêts
supérieurs de l’entreprise en dépit des
demandes des secteurs opérationnels.
Conclusion
Bien entendu, aucune notion ci-dessus
ne garantit le succès. En revanche, ignorer
ces concepts induirait d’aller au-devant
de risques inutiles, voire pourrait conduire
à l’échec. De même, certains principes
peuvent entrer en contradiction avec d’autres
; l’équipe de direction doit alors trouver un
équilibre en dosant habilement ces notions.
Ces quelques phrases résument l’esprit
concluant ces 10 principes tels qu’évoqués
par les forces armées canadiennes ,
l’entreprise que je mentionne en introduction.
S’ils ne garantissent pas le succès, pour
quelles raisons ai-je décidé d’appeler ces
concepts des principes directeurs ? La
première raison vient du fait que ces 10
idées sont universelles et peuvent donc
s’appliquer à toute entreprise. De plus, tous
les conseils issus d’articles similaires peuvent
se retrouver dans les notions décrites cidessus (mission, valeurs, vision, projection,
flexibilité…). Et enfin, le plus important à
mes yeux, ces principes contribuent non
seulement à éclairer le management sous un
nouvel angle mais, plus encore, à se placer
dans une nouvelle dimension.
Prendre du recul est utile pour une
meilleure analyse, en revanche, la clef du
succès pour un dirigeant est de savoir
prendre de la hauteur. Cela permet de ne plus
simplement réagir aux analyses produites
mais vraiment de se projeter en gardant en
tête le bénéfice commun pour l’entreprise
dans son ensemble.
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supply, transport etc.) are carried out
efficiently and effectively. These teams not
only support the core business, they also
manage the company’s resources to ensure
the company is able to achieve its goals and
respond quickly and effectively to changes
in the marketplace. The administration
and logistic teams must balance the best
interests of the company and the demands
of the operational teams.
Conclusion
These guiding principles don’t guarantee
success (there are far too many variables
in the marketplace); but ignoring them
would expose the company to unnecessary
risks that could result in failure. It is also
evident that some principles may conflict.
The challenge facing management is to find
the right balance between all ten concepts.
Unfortunately for the management team,
that balance changes constantly as the
marketplace evolves; so, the balancing act
becomes a constant process of monitoring,
evaluating and adapting.
If these concepts do not guarantee
success, why are they considered guiding
principles? They are valid because they
reflect human behaviour. Lastly and, in my
opinion most importantly, these principles
do more than just portray management, they
provide the context in which management
operates.
Taking a step back gives leadership a
better understanding of the organization,
its competitors and the field on which
they compete. This broader view allows
management to position their company
compete more effectively.
In case you are wondering which
company I referred to in the introduction,
you will likely be surprised to learn that it is
the Canadian Armed Forces .
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CIM NEW ACCREDITATION
The Canadian Institute of Management is very pleased
to announce that MacEwan University has been
accredited from Jan 1, 2020 through Dec 31, 2024.
MacEwan University
commencing Jan 1, 2020

• Bachelor of Commerce

CIM ACCREDITATION
The Canadian Institute of Management is very pleased
to announce that Brock University – Goodman School of
Business has been accredited from Jan 1, 2020 through
Dec 31, 2024.
Brock University – Goodman School of Business
commencing Jan 1, 2020

• Master of Business Administration

CIM RE-ACCREDITATION
The Canadian Institute of Management is very pleased
to announce that MacEwan University has been
accredited from Jan 1, 2020 through Dec 31, 2024.
MacEwan University
commencing Jan 1, 2020

• Business Management

CIM RE-ACCREDITATION
The Canadian Institute of Management is very pleased
to announce that Brock University – Goodman School of
Business has been accredited from Jan 1, 2020 through
Dec 31, 2024.
Brock University – Goodman School of Business
commencing Jan 1, 2020

• Bachelor of Business Administration
• Bachelor of Business Administration (Co-op)

CIM partners with many national and local companies to bring exclusive
discounts and promotional offers to our members. Please login to the
Members’ Only section of our website (cim.ca/members-only) for more
information about these affinity programs.

Now live! Register at cim.venngo.com

*To register, you will need your Member ID. If you're not sure of your NEW Member ID, please refer to
your recent membership receipt or login to your member account at cim.ca or contact admin@cim.ca

In addition to our existing partners!
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What Makes A Champion?
“I refuse to sit back and let life quietly slip past me.”

Bob ‘Idea Man’ Hooey

Bob ‘Idea Man’ Hooey is a creative, productivity and leadership strategist who regularly writes
for North American Consumer and Trade Journals, on-line magazines and company intranets. He
works with Canada’s 50 Best Managed Companies. He is the prolific author of multiple business
and leadership books and the 48th person in the history of Toastmasters International to earn
their coveted professional level Accredited Speaker designation.
• Is it winning against all odds?
characteristically open. In Rachael’s own words,
“I refuse to sit back and let life quietly slip past
• Is it continuing when others
have told you to quit?
me.” She continued in her autobiography, “I
• Is it doing your best and giving it your all?
want to live and experience everything I possibly
• Is it pushing past your comfort zone into
can. I know there are dangers out there. I accept
the darkness to learn your limits?
them. No, I embrace them. Dangers present us
Ask 20 year old, legally blind, Iditarod
with fear... and fear is my fuel. If I did not meet
musher Rachael Scdoris from Bend Oregon who the dangers of this world head on and come to
competed in the 2005 race. For those who may
grips with my fear, I would be cheating myself.”
not know, this is a 1,100 mile journey through
That is the heart of a champion!
darkness from Anchorage to Nome, Alaska. Only • What dangers and fears do you face in your
the hardy or the fool hearty attempt it. Only the
life, your career or in building your business?
toughest competitors make any headway, some
• What plans have you made to confront
finish and only one wins.
them and to tackle them head on?
Rachael and her
sled team made 700
University of Manitoba
grueling miles on this
Bachelor
of
Arts
Integrated Studies (BAIS) Degree
trek before concern
Have your C.I.M.? The University of Manitoba offers a part-time degree program that grants admission and
for her dogs forced
advanced standing for 24 out of 90 credits for C.I.M. designation holders towards a BAIS degree.
her to withdraw.
Completing the BAIS degree allows C.I.M. designation holders to be eligible for the Chartered Manager
(C.Mgr.) designation.
(They had contracted
some kind of viral
infection and weren’t
eating.) Rachael is
already planning her
2006 race. That is
determination and that
is being a champion.
When asked why
she did this, she was
Winter 2020
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How Transformational Leaders
Save Companies!
…transformational leaders improve organizational performance by enhancing human
capital….

Mostafa Sayyadi

Mostafa Sayyadi works with senior
business leaders to effectively develop
innovation in companies, and helps
companies—from start-ups to the
Fortune 100—succeed by improving the
effectiveness of their leaders. He is a
business book author and a long-time
contributor to HR.com, People + Strategy,
Consulting Magazine and The Canadian
Business Journal and his work has been
featured in these top-flight business
publications.
Executives wonder what academic and
leadership writers are trying to explain via
models. There really is not much difference
except that a theoretical framework has been
tried and tested while a model may be an
application that leaders can learn and teach
others. For instance, various models have
been presented in an attempt to portray the
concept of leadership.
However, there have been several shifts
in the study of leadership, and subsequently
newer approaches to leadership
emerged leading up to the emergence of
transformational leadership model. While
there are many leadership models that
leaders can apply, my emphasis will be
based upon the transformational leadership
model. This article examines transformational
leadership model that is directed at
developing a better understanding of the
Winter 2020

concept and evolution of transformational
leadership model.
Transformational Leadership: A
Superior Leadership Model
The key to Transformational leadership
is based upon satisfying basic needs and
meeting higher desires though inspiring
followers to provide newer solutions and
create a better workplace. This leadership
model actually employs charismatic
behaviors and motivates subordinates to
provide better outcomes, more profitability,
and satisfying careers.
Transformational leadership focuses
on the critical human assets such as
commitment and thus helps followers to
effectively implement organizational changes
with both efficiency and effectiveness. It is
this leadership model that sheds light on
the strategic role of follower attitudes and
values to accomplish a higher degree of
effectiveness, and highlights the importance
of employees in implementing changes at
the organizational level. In today’s global
business environments involve a high level
of uncertainty, organizations will increasingly
need more transformational leaders to be
more innovative and creative.
Sure, there are critics of this leadership
model, but do not let that stop you from
implementing it and learning how to
master it. However, scholars go posit that
transformational leadership model unfolds
results in organizations, influencing employee
individual interests to align with institutional
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interests, and through inspiring followers to
create new ideas and innovations for effective
business outcomes.
One of the earlier scholars, Bernard Bass,
uncovered four dimensions of transformational
leadership model.
1. Idealized influence,
2. Individualized consideration,
3. Intellectual stimulation, and;
4. Inspirational motivation.
Executives can use Idealized influence
when aiming to develop a shared vision
and improve relationships with followers.
Executives can use individualized
consideration when they would like to
concentrate on identifying employee’s
individual needs and empower followers in
order to build a learning climate and mobilize
follower support toward the goals and
objectives at the senior organizational level.
Executives can use intellectual stimulation to
propel knowledge sharing in the company to
generate more innovative ideas and solutions
for new and demanding issues that come up
constantly in our hypercompetitive economic
environment. Executives can use inspirational
motivation to focus on inspiring people and
not just treat them as human assets. This sets
a higher level of desired expectations for them.
These four dimensions of transformational
leadership represents how an effective leader
working in today’s knowledge-based economy
can develop and manage intellectual capital
in large corporations. Therefore, when looking
at leadership from a new perspective, a leader
should understand transformational leadership
model and place more emphasis on applying
what works best for them in their current work
environment.
Now that we have identified that
transformational leadership has risen to a
phenomenon that is worth understanding,
learning, and using in organizations around
the world, let us look at leading using
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transformational leadership.
Transformational leadership as the Focal
Point of Executive Success
Transformational leadership is easy to
understand, implement, and get followers
to be one-voice and vocal throughout the
organization. Transformational leadership
model is more realistic than some of the other
leadership models.
One tool for executives to use when
considering on lessoning the gaps between
success and possible failure, is to use
transformational leadership and become
a social architect. There is some overlap
between transformational leadership and an
academic concept called social architect.
Executives may not be as interested in
the concept of social architect as much
as scholars are but there is a kernel worth
looking it in this theoretical framework for
executives. This academic concept focuses
on developing relationships to create valuable
resources. Many executives see organizational
performance as an outcome of various
factors such as leadership, interactions
and communications, formal policies and
rules, and a climate inspiring innovation and
creativity within organizations. Furthermore,
executive are encouraged to improve the
bottom line and increase organizational
performance. For instance, every executive
is held to the grindstone of maximizing
financial and non-financial measures---their
careers are tied to company performance
measures. Transformational leaders can
act as social architects who increase
organizational performance and help close
the gap between success and possible failure.
Therefore, transformational leaders contribute
to organizational performance through
developing relationships with subordinates
that link follower’s individual interests to the
organization’s collective-interests. In several
ways, executives can use transformational
leadership to impact various aspects of
financial and non-financial performance. This
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is factual. Take a look at Table 1.
Table 1. Effects of Transformational Style on
Financial and Non-Financial Performance

In addition, as executives attempt to
manage people they find that intellectual
capital is the in the forefront of success---Bill
Gates once mentioned that if he lost his top 50
people that he would not have an organization
anymore. Knowledge is a significant indicator
of improving organizational performance.
This is a fact but it happens through the way
knowledge is managed by transformational
leaders. Transformational leaders can enhance
knowledge acquisition and transfer. These
leaders, in fact, facilitate the process of
knowledge acquisition from external sources.
This is known as compiling data from rivals
and comparing ROI and other pertinent
information and then disseminating this
information to employees. Executives that act
as transformational leaders can also enhance
knowledge acquisition through intellectual
stimulation that facilitates knowledge transfer
and simultaneously explores more innovative
solutions for organizational problems.
Further, executives that use
transformational leadership have found
that it improves knowledge integration
through facilitating knowledge sharing
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throughout all levels of the organization.
Transformational leaders positively impact
knowledge integration through enhancing
the dynamic relationships among employees
and departments, but most importantly,
through satisfying customer needs and
adding to financial success. Executives use
transformational leadership to develop trust
and form the capacity among employees to
develop higher functioning relationships not
at the higher echelons of the organization but
between the lines of the organizational chart.
Transformational leadership can, therefore,
enhance knowledge sharing around the
company.
Transformational leaders also improve
networking with external sources through
focusing on developing relationships and
leading between the lines of the organizational
chart to better meet the needs of shareholders.
Transformational leaders inspire organizational
members to network with more successful
competitors by sharing successes to build
alliances and not only enhance competition
but communicate best practices as a way of
keeping the highest standard of operation in the
industry and being the go-to organization for
successful modeling of profitability, customer
service, and employee satisfaction. In doing this,
transformational leaders create an inspiring view
of future and motivate employees to develop
relationships with external environments to
identify new opportunities that occur in an
ever-changing hypercompetitive marketplace.
Similarly, several researchers have reported
in the past that transformational leaders have
widely facilitated networking with environmental
components. Therefore, executives that act as
transformational leaders can play a crucial role
in developing strategic knowledge management
within corporations. Thus, the studies replicated
by other researchers could have actually
supported the fundamental prescriptions of
transformational leadership theory. In many
instances, there is no direct connection between
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leadership theories and models, with the
exception of one leadership theoretical model––
transformational leadership––which has had
an impact upon today’s changing situations.
The key for executives is that transformational
leadership theory has emerged as more
applicable and more adaptable theory than the
many others that are available today.
The following figure provides a snapshot of
how transformational leadership, knowledge
management and organizational performance are
linked.

Some Lessons for Executives
This article reveals that knowledge
management can be successful if managed
effectively by transformational leaders. This
article indicates that transformational leaders
build a suitable workplace for improving
knowledge management effectiveness through
idealized influence, inspirational motivation,
intellectual stimulation, and individualized
consideration. Transformational leaders are
those executives who contribute to knowledge
management effectiveness through better
facilitation of knowledge management
processes. This is a profound and informative
aspect that can be embraced to better manage
the executive day-to-day operations and
conceptualization of strategic implementation.
This article suggests that it is critical that
executives understand that transformational
leadership effectively implements knowledge
management projects and therefore, remain
competitive. My final conclusion shows that
alignment between transformational leadership
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and the success of knowledge management
processes highlights that transformational
leadership is an important resource in achieving
sustainable competitive advantage.
This article also reveals that transformational
leaders improve organizational performance
by enhancing human capital and including
social capital to implement change to create
valuable new resources for the organization
as a whole. This article provides evidence that
transformational leadership fosters people
to become the best they can be but then
moves them beyond their own self-interests
that drives organizational performance. In
keeping with the role of transformational
leaders as social architects, the influence of
transformational leadership can be interpreted
as transformational leaders playing a central
role in developing relationships to create
effective learning environments in the workplace
for employees to explore new ideas and new
opportunities. In addition, employees may
be able to deeply analyze organizational
problems and environmental trends. Thus, this
article shows that transformational leaders
have a major effect on organizations through
developing relationships to generate new ideas
and innovative solution generation through
utilizing the aspect of intellectual stimulation
and suggest that organizational performance
is positively influenced by transformational
leaders. Therefore, this article reveals that
transformational leaders actively deploy
knowledge management coupled with their
significant role as social architects to improve
organizational performance and competitive
advantage. This article contributes to practice
by identifying the ways in which to build a
knowledge-based and high-performance
company through transformational leadership.
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