
September 2009 Issue

TORONTO

Continued…

PRESIDENT’S MESSAGE
By Phil Russo, CGA, Ch.E., P.Mgr., F.CIM, FCAM,
FICIA, O.M.C.
President, CIM Toronto Branch

The CIM Winnipeg Branch put together a terrific Annual
Conference held from June 11 to 13, 2009. It was quite evident the amount of hard work that
went into planning and staging the 2009Annual Conference. Everything was first-rate —
the speakers, venues, food, entertainment, hospitality, accommodations and above else —
the people. I would like to sincerely thank and congratulate the entire Winnipeg Branch
Conference committee for their wonder-
ful efforts in organizing an unforgettable
and exceptional National Conference!

I am pleased to report that the Toronto
Branch was the recipient of the Branch
Public Relations Award for Overall
Excellence. This award is in recognition
of our support of our members in the form
of continued communications, branch
meetings, guest speakers, newsletters,
symposiums, benefits, webinars and net-
working events.

I would like to welcome our new
National President, Mr. Paul Markle of
the Toronto Branch. I have had the pleas-
ure of knowing Paul for several years.
He is a person of high integrity and is very passionate about CIM. I would also like to thank
our outgoing National President, Deb Johnstone, for her long hours of hard work, dedica-
tion, leadership, efforts, and contributions on behalf of CIM. Congratulations also to new
National Board members Heather Forrest and Nick Unitt. Please see article by Peter Boos
in this newsletter for more news on the 2009 National AGM and Conference.

L-R: CIM National President, Paul Markle, presents the CIM
Branch Public Relations Award for Overall Excellence to CIM

Toronto Branch President, Phil Russo.
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Our last three Toronto Branch events – Social Media Webinar, Joint Boat Cruise, &
Distillery District Tour and Networking Event – were OUTSTANDING. Our Director of
Program, Mike Aoki, has written a report on the above events, which appears in this
newsletter.

If you have not already done so, please forward your membership dues payment to the CIM
National office in Barrie in order to retain your professional membership.

CIM Toronto Branch will be communicating more via email, so please provide your cur-
rent email address to the CIM Toronto office. You can contact the office by email at:
cim.toronto@taylorenterprises.com or by telephone at (416) 491-1577.

I would like to sincerely congratulate CIM Toronto Branch Director Paul Gallardo, who
has received the CPFM (Certified Professional Financial Manager) Designation. Paul was
also recently appointed as National Secretary of the Canadian Institute of Certified
Administrative Managers (www.cicam.org). Congratulations also to CIMToronto Branch
Director Shanaz Karimullah, who was recently elected as a new Director of the CGA
Toronto Chapter.

Please continuously refer to the Toronto Branch website for upcoming Toronto branch
events and news - http://www.cim.ca/NToronto/default.asp

Finally, I invite all members to attend the CIM Toronto Branch Annual General Meeting
on Thursday, September 24, 2009 at the beautiful Gran Gusto Ristorante in Woodbridge.
Should be a great evening. Hope to see you there.

Cheers!

CIM Toronto President Phil Russo Receives a membership certificate
from the Toronto Board of Trade

President Phil Russo receives the prestigious
Chartered Executive (Ch.E.) Designation
from the Canadian Institute of Certified

Administrative Managers (www.cicam.org)
Congratulations Phil!
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The time spent in Winnipeg to experience the National
Annual General Meeting and Conference from June 11 to
13, 2009 was spectacular. Congratulations to theWinnipeg

Branch for their awesome hospitality. The Fairmont Winnipeg
Hotel was first rate. The delicious food and world class entertain-
ment created lasting memories.

The theme of “Brilliance Within: Leadership in Action” was apt
because everything was brilliant. The speakers chosen for the edu-
cational portion of the conference illustrated the importance of cul-
tivating one’s leadership skills and pursuing life long learning in
order to help others succeed. Special mention must be made about
the 13 years old speaker, Hannah Taylor. Her presentation was
emotionally and spiritually captivating. She is living proof that love
and will are 2 powerful elements that can move the world.
Hannah’s sincerity and purity of goal to feed and shelter the home-
less left the audience in total awe.

At the actual Annual General Meeting (AGM) a new National
President – Paul Markle – took over the reins from Deb Johnstone
and the election saw Nick Unitt re-elected and Heather Forrest
acclaimed. The morning portion of theAGM dealt with the “busi-

CIM 2009 National AGM and
Conference in Winnipeg
By Peter Boos, MCE, B.A., FCIP, FRM, P. Mgr., F.CIM, C.I.M.
CIM Ontario East Regional President

ness” of the Institute and the afternoon was dedicated to brain-
storming sessions in break out groups.All in all it was a very pos-
itive, direction setting and productive meeting which fostered
clarity, enhanced understanding and promoted good will.

The high light of the conference was the President’s Gala. The
Winnipeg Branch took this opportunity to honour their graduates.
There was a fun and festive spirit brought on by the live band and
spacious dance floor. A great evening resulted when good food,
refreshments and prizes were supplied to well dressed people.

This writer left Winnipeg with wonderful memories and a cher-
ished appreciation for his fellow CIM colleagues. The camaraderie
and strengthening of personal relationships reaffirmed my commit-
ment to this wonderful organization. It is our humanity and shar-
ing that shall foster a lasting legacy.

Winnipeg has made us all proud. They put on a great show and
they are fully deserving of the applause. It’s just a little difficult to
see due to the brilliance emanating from the event.

CIM Merit Award Recipients. CIM Toronto President, Phil Russo, and CIM OER President, Peter Boos, pose with the
terrific Winnipeg drum band Fabuki Daiko.
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May-August 2009
CIM Toronto Events Summary
By Mike Aoki, P.Mgr.

It’s been a busy spring and summer at CIMToronto. In May, we
were privileged to hear from networking guru, Donna Messer
(www.connectuscanada .com) She provided valuable tips on

how to make new career building connections, even during a
recession.

We also had our second coast-to-coast webinar in late May, where
we heard from social networking expert, Leesa Barnes
(www.leesabarnes.com) She dealt with online networking and
promotion using tools like Facebook, LinkedIn and Twitter.

In June, we had our second annual Toronto Harbourfront boat
cruise. I’d like to thank our association partners at theAssociation
of Administrative Assistants (AAA), Toronto chapter; Certified
General Accountants (CGA) Association of Ontario; Guild of
Industrial, Commercial and Institutional Accountants (ICIA),
Toronto chapter; Institute of Chartered Secretaries and
Administrators, Ontario Chapter; and the Real Estate Institute of
Canada (REIC), Toronto Chapter. With all six associations work-
ing together, we had a bigger boat and even more attendees than
last year!

Finally, we had ourAugust event at the historic Distillery District
in downtown Toronto. It started with a narrated tour of this historic
property, followed by a fun social gathering at the Mill Street
Brewery. What a great way to end the summer!

I’d like to thank my fellow volunteers for making these events a
success. In addition to our event volunteers, I’d like to thank CIM
Toronto’s tireless administrator, Beth McKenzie, for all of her
hard work. She helped organize events, take registrations and
greet attendees.

I’d also like to thank everyone who attended our spring and sum-
mer events. We hope you learned new skills, made new network-
ing contacts, and had fun.

I look forward to seeing you at our next event, ourAnnual General
Meeting on Thursday, September 24th. We’ve got sales guru,
Adrian Davis, as our speaker that night, plus plenty of time for you
to network and meet new people. (See the flyer in this newsletter
for more information.

Mike Aoki, P.Mgr. is the Director of Program, Vice-President, Program
& Marketing, & President-Elect of the CIM Toronto Branch.
He is also the President of Reflective Keynotes Inc.
(www.reflectivekeynotes.com)

L-R: Shanaz Karimullah, Savita Pathak and Phil Russo pose with the Yankee Lady Boat.
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Black Holes and Management
By Ron Lutka, CMA, ACIS, P.ADM., CorpS, Acc. Dir

This article addresses particular chal-
lenges faced by all levels of management
within companies, not-for-profits, and gov-
ernment organizations.

The role of management is to help
the organization attain its goals with
minimal use of the factors of pro-

duction—time, labour, materials and cap-
ital. The most senior managers have the
added responsibility of setting goals and
strategies, and corporate governance.

Decline of Organizations
Managers at all levels can run into many
roadblocks. To attain the goals of the
organization, managers must overcome
obstacles. However, they often swipe at
shadows and do not clear the root causes
that burden their organizations. Problems
are often dealt with by addressing the con-
sequences of issues instead of the issues.
These “quick fixes” do not last because
they allow the root causes to remain “in
play”—further harming the organization.

Sometimes, management’s workday can
seem like that game where a child hits a
peg with a mallet only to have another peg
pop up elsewhere on the board—never
making any progress. Problems snowball
out-of-control and managers become frus-
trated and perhaps even apathetic. They
reach the point where putting a finger in a
hole in the dike is considered a successful
solution, even though the dike is cracking
elsewhere.

No one has the time, resources or perhaps
knowledge to search for, identify and then
terminate root causes of problems. Quality,
productivity, and service wane. The organ-

ization becomes ensnarled in problems of
its own making, causing a drag on per-
formance. Sales decline as costs increase.
Morale, enthusiasm and interest in doing a
good job diminishes.

Finally, if problems are left unhandled, the
organization becomes dysfunctional or
goes bankrupt.

Destructive Black Holes
It is possible, and even probable, that the
major reason for the decline of organiza-
tions can be traced to black holes. When
black holes cause organizations to decline
many “reasons” are used to explain prob-
lems. However, the failure of basic activi-
ties in volume below the level of business
processes is most often the root cause of
problems.

Black holes can drag organizations down
or can impede their rise. Even if an organ-
ization is prospering, it might not be pros-
pering to the degree it could be if it is
afflicted with black holes.

A black hole in an organization can be
defined as follows:

An area of an organization where there
is, unbeknownst to management, an
abundance of undesirable activities or a
lack of desirable activities, both of
which destroy organizations.

A black hole in an organization includes
the following components:

1. Destruction in some form occurs with-
in the organization, whether in the
form of undesirable activity or a lack
of desirable activity.

2. There is an abundance of undesirable

activity, or a lack of abundance of
desirable activity, not merely an occa-
sional occurrence.

3. Management might or might not be
aware of the destruction, but manage-
ment definitely has an absence of
awareness of the root cause of the
destruction.

Many Failures are Internal
Many organizational failures are caused
by internal factors but are explained away
as if nothing could have been done to pre-
vent them. During the post-mortem stage,
cash flow problems, narrowing margins,
and increased competition often erro-
neously get blamed for causing failure.
Could nothing have been done to improve
cash flow, increase margins, or compete
more effectively?

The fact that it is so difficult to detect a
black hole festering away within an organ-
ization is one reason why black holes are so
harmful. It is also why management, in try-
ing to solve the consequences of problems
and not the root cause, does not take effec-
tive action or takes incorrect action. It is
easy to understand management’s misdi-
rected energy: the presence of black holes
makes it difficult to distinguish the cause of
a problem from the result, due in part to
long, inter-related chain reactions involved.

To make matters worse, employees,
managers, departments, or even entire
companies sometimes erect a façade,
intentionally or unintentionally, that
shields the black hole. The underlying real-
ity is far different from the appearance.
The appearance is one of “everything is
fine and under control.” Yet, the reality

Continued…
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can be inaccuracy, bottlenecks, chaos, risk,
loss, damage and write-offs.

Black Holes in Action
An organization is composed of a network
of interrelated activities that are coordi-
nated to achieve the organization’s goals.
A group of specific actions and their sub-
components compose an activity. Issues at
this micro level need to be addressed to
resolve many of the larger problems plagu-
ing organizations.

Left unhandled and occurring unbe-
knownst to management, an accumulation
of failures of basic activities that harm the
organization becomes what is called a
“black hole”. Failure to correct a customer
master list can result in shipments going to
wrong addresses. Failure to follow an envi-
ronmental checklist can result in directors
being sued because environmental proce-
dures were not adhered to. Failure to deliv-
er goods when promised can upset cus-
tomers who refuse to pay or turn to the
competition, leading to cash flow issues.

Managers have to deal with such failures
everyday. Putting out “failure fires”
instead of dealing with root causes or black
holes does not remove the fuel that feeds
them. In volume, these basic failures have
sunk organizations, without management
or analysts knowing the real reason for the
ultimate failure.

Simplified Example
Black holes can easily form in the office
environment, the IT infrastructure or the
plant. Let’s look at several ways the failure
of a basic activity in a plant can arise.

The activity of metal rolling is composed
of actions and their sub-components. Some
of the actions include: read work orders,
obtain correct metal coil, load coil on man-
drel, feed sheet through machine, run
machine at correct speed, cut sheet at
desired length, strap coil, complete ticket,
call tow-motor to remove coil.

Black Holes and
Management Cont’d.

Each step contains the potential to fail,
usually in more than one way. For exam-
ple, if the operator cannot read English or
is functionally illiterate then the action of
reading the work order can fail and the
basic activity of metal rolling can fail.
Why would a company hire an operator
who cannot read? Perhaps the operator did
not need to read when he was hired as an
operator’s helper. One day, he might have
to fill in for the operator or may even work
his way up to operator, without proper
checks and balances. Suddenly, the opera-
tor cannot read work orders.

A company may lack rolling standards. A
great deal of sheet metal may be wasted as
the operator uses trial and error to test the
run speeds and pressures until he finds a
combination that spreads the metal as thin
as required by the work order. The organi-
zation may have had standard run speeds
and pressures but cutbacks, due to difficult
financial conditions, may have included the
maintenance of standards. Failing to resur-
rect standards during subsequent prosper-
ous times was a failure of a basic action.

The result of the above is a failure of a
basic activity—rolling metal.

In the Office
The activity of administering retail lease
contracts is composed of several actions
and their sub-components. Some of the
actions include: locate contracts, read con-
tracts, understand contracts, phone lessees,
request payment, open mail, copy cheques,
compare cheques to lease contracts, record
cheques, deposit cheques, resolve discrep-
ancies, escalate collection procedures as
needed.

If lease cheques are not received and the
contract administrator does not phone
lessees requesting payment, a failure of a
basic activity—contract administration—
has occurred. In an actual case, the lesser
was unaware that several lessees were
delinquent in their payments by many
months. Management’s absence of aware-
ness of the root cause of the destruction
occurring to the organization in the form of
lost revenue and impaired cash flow made
this a black hole-creating item.

There are many other areas where failures
could occur. A contract might be misfiled
and cannot be located. If the contract was
poorly written, it could be challenged by a
lessee when payment is requested.A sloppy
administrator, or an administrator who is
busy putting out too many other fires, might
not compare cheques to the contract and
payment shortfalls may not be detected.

Conclusion
Managers at all levels in all organizations
have an opposing force working against
them and the attainment of their goals.
This opposing force—black holes—can
cause considerable visible damage; how-
ever black holes operate largely beneath
the radar of management. Managers would
be wise to discern how to search for, iden-
tify and eradicate black holes in organiza-
tions if they want to arrest the decline of
organizations and foster improved per-
formance and growth.

Ron Lutka, CMA, ACIS, P.ADM., CorpS, Acc.
Dir is the president of Corporate Streamlining
Company Inc. based in Richmond Hill, Ontario
and author of Black Holes in Organizations
(www.blackholebook.com). Ron’s articles have
appeared in Canadian Treasurer magazine, To
Your Credit, AccountingWorld, and as a fea-
ture article in CMA Management magazine
and Corporate Governance Quarterly. Ron can
be contacted at author@blackholebook.com. �

MANAGEMENT
DESIGNATIONS
If you hold a CIM or P.Mgr.

designation, you may qualify for a
CAM (Certified Administrative
Manager) designation. If you
hold a F.CIM designation, you

may qualify for a Ch.E.(Chartered
Executive) designation. For more

information, please visit:
www.cicam.org
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Continued…

Theemployee turnover costs are per-
vasive and are often staggering. The
phenomenon coined the Revolving

Door Syndrome is an inevitable part of
business and can ultimately seriously
impact a company’s bottom line. The prob-
lems associated are common among organ-
izations and has reluctantly become
accepted as a necessary evil in the business
world. At a time when the economy stress-
es running ‘lean and mean’ industries,
there is an expectation of high perform-
ance and less tolerance from poor perform-
ers.

According to a survey conducted by the
Society for Human Resource Management
and CareerJournal.com, 83 percent of
employees and 56 percent of HR profes-
sionals believe it is likely that voluntary
turnover will rise with the improving econ-
omyi. Therefore, a significant percentage
of the demand for new employees is a
response to replacing workers who have
left the company.

Evidence suggests that turnover is attrib-
uted to dissatisfaction with factors such as
relationships with management, job con-
tent, faulty or inadequate hiring practices,
and compensationii. While other issues
may influence an individual’s decision to
leave, such as the competitive conditions
of the local job market, management still
has direct control over many of the impor-
tant motivators of employee turnover.iii
Replacing employees will cost time, ener-
gy and lost productivity, and without pre-
cise costing, such expenditures in human
capital often are less scrutinized.

The obvious activities of establishing

search and screen procedures, training and
implementing exit interviews all cost
money. Companies tend to understand and
record costs such as wages, benefits and
utilities, but the costs of employee turnover
are often unmeasured. Alternatively, when
turnover rates and costs are measured,
managers become equipped with resources
to enable simple and effective problem
analysis and decision-making.

The Costs of Turnover

Employee change is very expensive. A
Deloitte survey conducted in the US found
that it takes up to six months to get new
employees working reasonably proficient-
ly, 18 months until they are integrated into
the culture of an organization and 24
months before they really know the strate-
gy and the business they have joinediv. The
nature and expenses of specific aspects of
employee turnover will vary by on indus-

try and will be higher for high-complexi-
ty jobs. In smaller firms, the significance
of turnover is less a matter of disburse-
ments than it is a matter of lost productiv-
ity. For example turning over one employ-
ee of C-Level upper management can cost
on average 3 to 5 times the annual wages
and benefits.v The savings associated with
reducing turnover will be substantial and
directly increase profits independent of
sales volumevi.

There are a variety of estimates about the
cost of turnover and its effects. Direct
expenses for instance, can vary from 46
percent of annual pay for frontline employ-
ees to 176 percent for IT professionals and
241 percent for middle managers, accord-
ing to Washington-based Corporate
Leadership Council.vii At Info-Tech, a
London, Ont., based consulting firm,
turnover costs are marked at 30 to 50 per
cent of salary. At the uppermost level, it is
100 per cent of the salary, according to
senior research analyst Jennifer Perrier-
Knox. Citing that replacing a senior-level
person such as a chief information officer
might take half a year to fill, she asserts
there is a massive productivity impact dur-
ing that time, and the interview process
can involve HR and line executives.viii

Pre-departure Costs –An obvious cost to
track is the amount of time spent preparing
and conducting exit interviews and admin-
istrative activities. Multiplying the wage
rates by the amount of time spent by indi-
viduals involved in each of these activities,
generates a fairly accurate estimate of pre-
departure costs.ix

Revolving Door Syndrome
– It’s Staggering Costs
By Vikki Ali
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Recruitment Costs – Paying employees
what is believed to be standard for the par-
ticular industry may initially keep costs
down but in the long-term will likely
increase turnover rates. Finding excellent
employees and compensating them
accordingly will pay off in terms of high-
er productivity and lower turnover. It is
also essential to find and retain quality
employees and have regard to their back-
ground. For instance, doing little to identi-
fy and screen applicants with histories of
negative behaviour only leads to higher
turnover and perpetuates those behaviours.
This can also lead to greater risks of negli-
gent hiring claims and negative publici-
ty.x Individuals who lack the knowledge,
ability, or drive to complete their assigned
tasks tend to fail, regardless of the amount
of training offered.

Table 1 compares the costs of replacing a
$100,000-a-year Vice President with a
$10-per-hour customer service represen-
tative. High turnover results show the cost
of staffing the small department equal to

Revolving Door Syndrome
Cont’d.

recruiting one Vice President. xi
Orientation and Training Costs –
Training new employees’ distracts from
refining the skills of existing workers, and
often results in erratic production flow.
Calculating the costs of orientation must
consider the new employee’s salary, the
cost of departmental and individual train-
ing, training delivery and materials, and
the cost of supervisory times spent in
assigning tasks and reviewing outputxii.

Productivity Loss – High turnover rates
cause staffing capacity problems and
stretch existing staff to meet demands. This
causes customer service gaps and the
potential loss of market share and reputa-
tion.xiii The loss of key persons on the
delivery of a critical project also impacts
the cost.

The learning curve is often underestimat-
ed. As new employees learn the job, poli-
cies and practices, they are not fully pro-
ductive. Upon completion of training, the
employee is contributing at a 25% produc-
tivity level for the first 2 - 4 weeks. The
cost therefore is 75% of the new employ-
ees’ full salary during that time period.
During weeks 5 - 12, 50% productivity

level is contributed, at a cost of 50% of full
salary.Also accountable are the additional
costs of mistakes the new employee makes
during the training periodxiv.

These indirect costs, while harder to quan-
tify, can be substantial and be as much as
80% of the costs of turnover.xv Other intan-
gibles are also difficult to quantify, such as
the impact on the company’s reputation,
customer satisfaction and sales and devel-
opment opportunities, said George
Hesketh, manager of business analytics at
talent management firm Taleoxvi.

Few organizations consider the lost invest-
ment in terms of training, knowledge and
skills development when employees walk
out the door, said David Sissons, Toronto-
based vice-president of HR consulting firm
Hay Groupxvii. Additionally, severance pay
also factors a part of employee turnover
costs. This is especially true with highly
skilled employees and senior-level man-
agement.

Administrative Costs - These include the
increases directly caused by turnover, such
as overtime and training pay, increased
unemployment insurance rates, advertis-
ing, recruiting agency fees, pre-job train-
ing, cost of orientation, and accounting
and payroll expenses. For large compa-
nies, these tangible costs also include addi-
tional staff to process the volume of appli-
cants.

With the current state of the economy,
companies are compelled to consistently
review and enhance their level of efficien-
cy. In a slow economy, it is critical that
employers closely manage their expenses.
Although front-line staff has experienced
an increased turnover rate in the last year,
the leading ways to reduce turnover can be
applied to all employees. It requires a com-
mitment to more careful hiring processes,
to ensure the right people are doing the
right jobs.

According to executives at ClearRock, an
outplacement and executive coaching firm,
raising employees’ pay and benefits is the

Continued…
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Revolving Door Syndrome
Cont’d.

Turnover should not always be considered
a negative organizational experience.
When poor performers are laid off or leave
voluntarily, turnover can produce benefi-
cial results by furthering the attainment of
a functional goal. This creates opportuni-
ties for hiring better performers, therefore
likely leading to increased productivity or
performance, and eventually to enhance-
ment of the organization’s financial stand-
ing.xix

i Taleo Research. Strategic Talent Management.
Calculating the High Cost of Employee Turnover.
2003. Available at <http://www.taleo.com/research/
articles/strategic/calculating-the-high-cost-employ-
ee-turnover-15.html>

ii Griffeth, R. W., P. W. Hom, and S. Gaertner. 2000.
A meta analysis of antecedents and correlates of
employee turnover. Journal of Management, Vol 26,
Issue 3, 463–88.
iii Hinken, Timothy, R., and Tracey, J. Bruce.
Contextual Factors and Cost Profiles Associated with
Employee Turnover. Cornell Hospitality Quarterly,
February 2008, Vol. 49, Issue 1, 12-27.
iv Birchfield, Reg. Cutting employee turnover costs.
New Zealand Management, Oct 2001, Vol 48, Issue
9
v The Rainmarker Group. The Real Costs of
Employee Turnover. Available at <http://www.
therainmakergroupinc.com/add.asp?ID=94>
vi Anonymous. How much is turnover costing you?
Personnel Journal, Nov 1985, Vol 64, Issue 11.
vii Vu, Ugen. What’s the Real Cost of Turnover?
Canadian HR Reporter, July 2008. Available at
<http://www.go2hr.ca/ForbrEmployers/Retention/St
affTurnover/WhatstheRealCostofTurnover/tabid/162
4/Default.aspx>.
viii Vu, Ugen. What’s the Real Cost of Turnover?
Canadian HR Reporter, July 2008. Available at
<http://www.go2hr.ca/ForbrEmployers/Retention/St
affTurnover/WhatstheRealCostofTurnover/tabid/162
4/Default.aspx>.
ix Hinken, Timothy, R., and Tracey, J. Bruce.
Contextual Factors and Cost Profiles Associated with
Employee Turnover. Cornell Hospitality Quarterly,
February 2008, Vol. 49, Issue 1, 12-27.
x White, Gerald, L. Employee turnover: The hidden
drain on profits. HR Focus, Jan 1995, Vol 72, Issue
1.
xi Sanford, Jennifer. Making Cents Out of the Hiring
Process. Strategic Finance, Dec 2005, Vol 87, Issue
6.
xii Bliss, William, G. Cost of Employee Turnover.
Small Business Advisor. Available at <http://www.
isquare.com/turnover.cfm>

fifth most popular tactic and companies
are trying to reduce turnover first through
non-monetary methods because there is

usually only a short-term payoff from
employees after they receive raises, bonus-
es and better benefits.xviii Employers can
also control turnover by conducting better
orientation, leading to better retention and
exit interviews which can give insight into
problems and better training programs.

Continued…
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xiii Hinken, Timothy, R., and Tracey, J. Bruce.
Contextual Factors and Cost Profiles Associated
with Employee Turnover. Cornell Hospitality
Quarterly, February 2008, Vol. 49, Issue 1, 12-27.
xiv Bliss, William, G. Cost of Employee Turnover.
Small Business Advisor. Available at
<http://www.isquare.com/turnover.cfm>
xv Ugen. What’s the Real Cost of Turnover?
Canadian HR Reporter, July 2008. Available at
<http://www.go2hr.ca/ForbrEmployers/Retention/St
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4/Default.aspx>
xvi Ugen. What’s the Real Cost of Turnover?
Canadian HR Reporter, July 2008. Available at
<http://www.go2hr.ca/ForbrEmployers/Retention/St
affTurnover/WhatstheRealCostofTurnover/tabid/162
4/Default.aspx>
xvii Vu, Ugen. What’s the Real Cost of Turnover?
Canadian HR Reporter, July 2008. Available at
<http://www.go2hr.ca/ForbrEmployers/Retention/St
affTurnover/WhatstheRealCostofTurnover/tabid/162
4/Default.aspx>.
xviii Anonymous. Cutting Turnover Costs is More
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xix Birati, Assa, and Tziner, Aharon. Assessing
Employee Turnover Costs: A revised approach.
Human Resource Management Review, 1996, Vol 6,
No. 2, 113-122.

Vikki Ali is a Research Coordinator at Barrett
Rose & Lee Inc. (www.barrettrose.com), a
Toronto-based management recruiting bou-
tique committed to building long-term rela-
tionships.
For over 20 years BRL have successfully
recruited senior and mid-level executives, as
well as professional staff, for the disciplines of
sales and marketing, information technology,
infrastructure: finance, human resources and
administration, manufacturing and distribu-
tion.
Our clients are companies for whom top-notch
talent creates a competitive advantage, and
they are prepared to maintain their strategic
edge with a compensation plan that puts a pre-
mium on key contributors.
Vikki Ali has an HBA from the University of
Toronto, a B.A from York University and an
Honours Diploma in Human Resources
Development from the Institute of Commercial
Management.
Her work experience has been gained from
both the Caribbean and Canada. �

Goal Setting Lessons
from the Drycleaner
By Alan Goff

Recently, I was picking up my laun-
dry at the counter of a local
drycleaner and as usual I was

engaged in conversation with one of the
front end girls, Leanne.

Normally I pay with a credit card which
doesn’t really require anything fromme but
a signature, but this day I handed her my
debit card instead. Waiting as usual for
Leanne to pass me a receipt to sign, I just
stood there like a bump on a log making
idle chit-chat.

“Uh, Mr. Goff… I’ll need your card again,
I think it timed out” was all she said as she
took back the pin pad that had previously
been pushed in my direction. Although the
transaction required me to actually do
something, it immediately donned on me
that I had failed to do what was required of
me to get the desired result.

As she swiped my card again, I felt a bit
stupid in the awkward silence and blurted
out, “I guess I shouldn’t just stand here
waiting for something to happen… I should
make something happen”.

Wow, what a life lesson. If you just stand
around in life waiting for something to hap-
pen, you’ll get exactly nothing.

Have you ever had big dreams or ambi-
tions? Have you ever wanted something…I
mean really wanted something but didn’t
know how to get it so ended up not even
getting started? Have you ever said, “One
day I’ll…”, “Some day…” or “It would
sure be nice to…” and never achieved it?

The biggest reason the masses don’t
achieve their goals is inaction. Just like
me standing at the counter in the dryclean-
ers waiting for a receipt to sign, if you stand
around like a bump on a log waiting for
something to happen; you’ll ‘time out’.

Even the most positive optimistic person
who thinks all the right thoughts or focuses

on their desired outcome or verbalizes to
the universe that their ‘manifesting this’ or
‘manifesting that’ will get absolutely
nowhere without action.

There is a six letter word that is the single
most important factor in whether you’ll
accomplish your goals this year. It’s so
powerful it will even make up for poor or
incomplete goal planning. In fact, without
this factor you can have the greatest plan in
the world and you’d still fail. The word is
action. Hugely successful people, the kind
that go from mediocre to millions almost
overnight know that the major key to their
success was taking action; massive action.
Napoleon Hill told us in Think and Grow
Rich that when success comes it comes so
fast and in such abundance that we wonder
where it’s been all along, and that secret is
simple… it’s been waiting on massive
action.

Not happy with your current results, condi-
tions or circumstances? Maybe it’s time for
action; MASSIVE action. Are you taking
action but not getting the desired outcome?
You’ve all heard the definition of insanity;
maybe it’s time for a different course of
action. None the less – it’s time for
ACTION!

As Yvon Chouinard founder of Patagonia
stated, There’s no difference between a pes-
simist who says, “Oh, it’s hopeless, so don’t
bother doing anything,” and an optimist
who says, “Don’t bother doing anything,
it’s going to turn out fine anyway.” Either
way, nothing happens.

Alan Goff, an award-winning speaker and
trainer, has traveled the world helping hun-
dreds of people and organizations reap the
profitable rewards that come from embracing
change. His message conveys the perfect blend
of ‘been there – done that’ real life experiences
and proven success strategies with wisdom,
humor and fun.
His website is www.AchievingGoalsInc.com �

Revolving Door Syndrome
Cont’d.
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John was the guest speaker at the CIM,
Hamilton Branch Dinner Meeting of
March 26, 2009. The following article is
the main thrust of his address.

Part 1: Definition

There are two parts to the definition of
Empowerment. Firstly being the dictionary
definition which is “To provide working
conditions, resources and training to
enable people to accomplish goals in cre-
ative accomplishments for which they
were hired.” Therefore, this enables them
to not only be a contributing factor to the
team but also helps them to experience
self worth with the sense of ownership.

The definition of the word empower-
ment is similar to a trade worker when he
is learning his trade, in that he does six
months of theory and three and one-half
years of practical on the job training. This
definition has the theory but also has the
practical side. To get to the practical side of
empowerment, many people come to a
place of a “defining moment” in their life.
That defining moment can range from a
marriage failure, health issues, a change in
demand on business due to growth or to a
slow down, personal relationship crisis,
etc.

For my life that defining moment hap-
pened in 2001 with a major health set back
for my wife (who is a major contributing
factor to our business). She had a stroke
that affected her eye sight which rendered
her legally blind. Around the same time
we had the opportunity to sell the busi-
ness for a substantial amount of money
with us not having to be involved with

the business. In
reviewing this
opportunity, my
wife said to me “if
we are only here
for the money, then we need to sell, but if
we have a greater purpose than the money,
than we need to reconsider our purpose”.
That statement to me was my defining
moment where I needed to make a deci-
sion on my role towards the people I inter-
act with in my environment. This is where
the second portion of the definition of
empowerment comes into play.

I reestablished the mission statement of
our company to state “making a difference
in the lives of our employees, customers,
community and industry.” In saying this,
my definition of empowerment switched
from being just head knowledge to becom-
ing heart knowledge. In doing so, our pas-
sion starts showing toward the people that
surround you.

Part 2: The Receivers Acceptance of
Empowerment

The ability to empower a person first starts
with their ability to accept empowerment.
For many people their past history whether
it be their childhood, past relationships,
past employment experiences, affects their
ability to accept empowerment. We have
experienced many differing variations of
this scenario.

I have learned one thing that seems to be a
simple but effective strategy in trying to
help people who have a difficult time
being helped. Allow them to come to a
place of being a child again. In saying this

you need to look at them as you would a
young child. For me to make that simple in
my mind, I look at my grandson. As he
learned to walk, I needed to hold his hand.
He first held my hand very firmly and then
as time went along, he would only hang
onto one finger just knowing I was there
allowed him to walk. And then as time
went further along, he walked without my
hand for three, four or five steps and then
reached out for my hand again. Now he
runs on his own.

This analogy showed me that to empower
somebody who has difficulty accepting
that empowerment, I may need to hold
their hand in the beginning and then as
time goes along, they’ll come to a place
where they are able to walk on their own.
This takes a little extra work but the invest-
ment in seeing the difference you make in
a person’s life is of such great value.

Part 3: Empowering According to the
Different Personalities

In our company we have used a program
called “True Colors” for the purpose of
profiling our employee’s personalities. In
doing so we have learned to understand
they’re unique language according to their
personality.We have broken it through this
program down into four different personal-
ities.
A: Loyal dependable, faithful, stable,

organized, caring, concerned, tradi-

Empowerment
By John Edelman
Owner of Haldimand Motors

Continued…
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Empowerment Cont’d.

tional, person that follows rules - We
call this person a Gold personality.

B: Spontaneous, impulsive, optimistic,
competitive, physical, generous - We
call this person an Orange personali-
ty.

C: Sympathetic, personal, compassion-
ate, warm, idealistic, sincere, flexible,
nurturer - We call this person a Blue
personality

D: Analytical, problem solver, investiga-
tive, collected, conceptual, non-con-
formist - We call this person a Green
personality.

Our reasoning for understanding people’s
personalities when empowering them is in
the understanding that different people’s
personalities are like speaking a different
language and if you were going to commu-
nicate in a different language you would
need to understand that language to relate
to that person. If you’re not using true col-
ors and using some other format, that’s
fine, but make sure you research and
understand the personality traits of the peo-
ple you’re trying to empower. In our busi-
ness this has been one of the single, most
profound pieces of knowledge that we
have gained to create the ability to empow-
er the people that are employed by us.

Part 4: Empowering From Every
Position

Many people will discount the need to be
knowledgeable in the area of empowering
because of their position within their com-
pany. It is very critical to understand that
you can empower people from whatever
position you are in.

Should you be a junior person in a compa-
ny, you can empower your boss or manag-
er above you to do their job in a more
effective way and in doing so, create a bet-
ter environment not only for yourself but
the employees around you.

Again, should you not be a senior person
you have the ability to empower your

fellow workers that are at the same level
of employment as yourself. The mentality
of being concerned that you will be
making them look too good and
jeopardize your own job is a miscon-
ception in the business world that creates
an undesirable work atmosphere for
everyone.

The most obvious empowerment comes
from the top positions towards the junior
positions. This empowerment is the most
obvious but needs to be taken on in a new

venue of intentionality. It is critical that
you become not just knowledgeable but
passionate about making a difference in
the lives of people that surround you.

In summary: I understand that this is not
the only tool to building a healthy business
but it is a very valuable method to establish
a firm foundation for any company in any
venue.

John Edelman is the Owner of Haldimand
Motors (www.haldimandmotors.com) �

This is a good time to take a renova-
tion vacation at your cottage this
year and you could enjoy a signifi-

cant tax break. The Federal Government’s
Home Renovation Tax Credit (HRTC) on
eligible home renovations undertaken after
January 27, 2009 and before February 1,
2010 may be claimed only for the 2009
taxation year and applies to eligible expen-
ditures of more than $1,000 but not more
than $10,000, resulting in a maximum
credit of $1,350 ($9,000 X 15%).

The good news is that you can apply the
credit to across all ‘eligible’ dwellings.
The Canadian Revenue Agency (CRA)
generally considers a dwelling to be eligi-
ble if it is used for personal purposes and
could include a house, a condo unit, and a
cottage.Additionally, the HRTC is family-
based – for the purpose of the credit, a
family is generally considered to consist of
an individual, or an individual and his or
her spouse or common-law partner, includ-
ing children who will be under 18 years of

age at the end of 2009. One family equals
one credit but if two or more families share
the ownership of an eligible dwelling, each
family is eligible for their own separate
credit of up to $1,350.

Here are a couple of examples of how you
can use the HRTC:

• You have a home in town and a cottage
at the lake owned by you or your fami-
ly. You can claim a total credit of up to
$1,350 for eligible renovations incurred
at either or both dwellings up to the
maximum of $10,000 per family.

• You co-own a cottage with relatives and
the total cost of eligible cottage renova-
tions is $20,000. You can claim a credit
$1,350 on $10,000 of the total amount
and your co-owners can also claim a
credit of $1,350 on the other $10,000.

• You must have acceptable documenta-
tion – such as agreements, invoices and

Renovate Your Home
or Cottage
– The Government will help

By Mary Ann J. Lara, CIM, FCSI, CGA, CFP

Continued…
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FREE Business Coaching ($500 Value) 
 

SPECIAL OFFER FOR CIM TORONTO BRANCH FROM  

THE GROWTH COACH NEWMARKET 

The Growth Coach® helps business owners, executives, managers and self-employed 
sales professionals to grow their businesses and have greater balance in life (freedom, 
time-off, personal enjoyment). There are 140 offices in the USA and six offices in 
Canada; four located in the GTA (Newmarket, Oshawa/Whitby, Pickering and Hamilton) 
as well as Ottawa and Calgary.  
 

Through their proven process The Strategic Mindset™ they help business owners,
professionals and managers become more successful and learn to work smarter, not 
harder, allowing them to enjoy more time off and the freedom to live life on their terms.  
 

Toronto Branch CIM membership allows you and your referrals to receive up to 

$500 of The Growth Coach® coaching services from The Growth Coach Newmarket 

at absolutely no charge. 
 

To arrange your free coaching contact: 

905.713.7815 www.thegrowthcoach.ca RAY PONS 

In addition, should you later want to engage Ray Pons and/or The Growth Coach® in any 
way (Group Coaching, 1 on 1 Executive Coaching, Sales Training, Keynote Speaking, 
etc.) you and your clients/referrals can receive a Scholarship Award up to $1,000 or a 
Corporate Scholarship Award up to $2,000 by mentioning CIM membership offer 
PR/009/CIM (minimal conditions apply). 

 

Affordable and Risk-Free: 
 

All of The Growth Coach® services are affordable and backed by a 100% iron-clad 
money back guarantee 

 
$500 FREE COACHING FROM CIM & THE GROWTH COACH®

NO CHARGE, NO OBLIGATION, NO BULL!

receipts – to support your claim. These
need not be included with your tax
return but must be provided if requested
by the CRA.

• You can’t claim for renovations aimed at
earning income – such as the renova-
tion of a basement for rental purposes –
only for expenditures made for personal-
use area of the dwelling.

The eligible expenditures for HRTC can
include:
• A kitchen, bathroom or basement reno-
vation

• New flooring
• Building an addition, deck or retaining
wall

• Re-shingling a roof
• A new furnace or water heater
• Interior or exterior painting
• Driveway resurfacing or a new drive-
way

• New sod
• A permanent swimming pool
• Plus associated costs such as permits,
services and equipment rentals

The HRTC is for a limited time as previ-
ously mentioned herein, so if you were
planning a home or cottage renovation
down the line, it could pay to reschedule it
for this year. But before you start laying
out large chunks of cash, talk to your pro-
fessional advisor about how the extra
expenditures will affect your overall finan-
cial plan.

Mary Ann J. Lara, CIM, FCSI, CGA, CFP is a
financial consultant with Investors Group. She
can be contacted via e-mail at:
maryann.lara@investorsgroup.com
She was the Chair of CGA-Ontario, Toronto
Chapter for 2006-2007, a recipient of the CGA-
Ontario Distinguished Award for 2007, the
CGA-Ontario Toronto Chapter Award in 2003,
and was featured in CGA’s campaign for for-
eign trained accountants.
She contributes articles to financial publica-
tions on financial planning topics. She is dedi-
cated to working with you to achieve your
financial goals and dreams. �

Renovate Your Home or
Cottage Cont’d.
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Look up ‘Credible’ in Websters
Dictionary and you’ll find:
“Capable of being credited or

believed; worthy of belief; entitled to con-
fidence; trustworthy.”

OK, so no surprise there.

Credibility gives you permission to speak,
and gives the person you’re speaking to
permission to listen. Regardless of
whether you are in the service business or
you sell a hard product, everyone needs to
establish their credibility, especially with
prospective clients. But if you’re a consult-
ant, advisor, or coach, then it’s harder for
your clients to evaluate the value of your
advice and recommendations.

For you, credibility is everything. And if
you have it, you can move quicker into a
more productive discussion about issues
and solutions without having to justify
everything you say. You can be more
relaxed. You can let your guard down a
little. With your credibility clearly estab-
lished, you can be more confident to ask
for the business.

So far, I’m not telling you anything you
didn’t already know. What you might not
know is what credibility really is in a busi-
ness context beyond the dictionary defini-
tion – how people perceive credibility and
how you can establish credibility more
quickly and easily.

Ask a traditional marketer what’s the best
way to establish your credibility and he or
she will tell you to list your biggest clients
or describe one of your most impressive
case studies. If you listen to yourself as

you speak to new clients, you might hear
yourself talking about your credentials as
way to establish how smart you are.

It’s true that your client list, successes and
testimonials all play a role in credibility,
but they miss the mark if you hang your
hat on them. Here’s why.What is probably
going on in the head of the person you’re
talking to is this: “Wow, that sounds great
and I have no doubt that you did an excel-
lent job for them, but my situation is differ-
ent…”

Cost of Entry
Guess what? Excellent credentials, a
strong client list, impressive successes
with other clients – they’re the cost of
entry simply to be considered as a possible
supplier or partner. They’re expected. It
would be more surprising to people if you
don’t have them rather than the fact that
you do.

It doesn’t even do much to differentiate
you from your competition.After all, your
competitors are also talking about their
excellent credentials, strong client list,
impressive successes. And the more talk
about the same things, the more you leave
your new prospective client with a big ‘so
what?’

Besides, your prospect may have gotten
your name from an existing client or they
picked up some of your printed literature
or went through your website. As a result,
they’ve probably already checked your
credentials and might even know some of
your clients.

So what should you talk about to establish
your credibility?

Nothing. Don’t ‘talk’ about anything.

The absolute best thing you can do when
you meet a new prospective client is to
ask questions and then listen.

Remember, the only thing that counts in
your prospect’s mind is how well you
understand his or her situation. And the
only way you can demonstrate that is by
asking questions – a lot of questions.
Simple questions, pointed questions, ques-
tions that rephrase what the person has just
told you, questions that allow you to test
your hypotheses about challenges and
obstacles the person might be facing, lead-
ing questions, questions that hint at what
you probably already know you’d recom-
mend if your prospect were already a
client.

The only thing that counts in your
prospect’s mind is how well you under-
stand his or her situation.

In fact, the mere act of asking questions
forces your prospect along a line of reason-
ing that demonstrates you really do know
what you’re talking about. And when you
follow up with suggestions and recom-
mendations, you have all the credibility
you need.

Why? Because you asked all the right
questions!

Like A Surgeon
If you’re not ready to accept this approach,
imagine that you’re sitting in a doctor’s
office because you have a sore back.
Would you be impressed if, five minutes

Cred-Ability
What it is, how to get it, and what to do with it
By Michel Neray
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into the consultation, he or she recom-
mended back surgery?

Probably not — so why should your
clients and prospects be ‘sold’ on your
solutions before they are totally convinced
that you understand the problem?

Agood doctor will ask questions to reveal
other symptoms. “Does the pain radiate
downward?” “Is it accompanied by
abdominal pain?” “Oh, and are you also
experiencing excessive urination, especial-
ly at night?” If the answer is ‘no’, then the
doctor simply moves on to another line of
questioning. If the answer is ‘yes’, the doc-
tor explains how all these symptoms indi-
cate that nothing’s wrong with your back.
Instead, you have kidney stones!

Not in a million years would you have
linked these different symptoms together.
Most importantly, it’s his or her ability to
paint a complete picture of what was going
on that really impresses you.

That’s credibility.

And it’s more than simply focusing on
your client’s pain – as you might have
heard from other so-called sales experts.
Using the Essential Message approach, the
pain is just one of several symptoms. By
uncovering other symptoms, and by show-
ing how they all link to the real problem,
you are establishing enormous credibility
before jumping in with your recommenda-
tion.

A Real-Life Example
A very senior, seasoned and successful
accountant was sitting in the workshop.
His arms were folded across his chest, and
his face practically had ‘prove it’ written
across his forehead.

You know the type.

Soon after my introduction, he raised his
hand and proceeded to tell me and the
other people in the workshop why account-
ants could not do marketing like other

companies. I let him speak. He then
explained that he had learned a long time
ago that if he wanted people at social func-
tions to talk to him, the last thing he should
say was that he was an accountant. He’d
tell people he was a movie producer or
had some other glamorous career.When he
was done, all I asked him was to keep an
open mind.

About a half hour later, I was talking about
how credibility was rooted in our ability to
understand the other person’s situation. To
prove my point, I picked up an accounting
publication that had published one of my
articles:

“Do people get all excited when you
start talking about your business or
about accounting in general? Once peo-
ple at a party find how that you’re an
accountant, does the news travel around
the room with lightening speed until sud-
denly, you find yourself mobbed with
pretty young men and women who all
want your autograph, or at least display
a sincere interest in your career and
hang onto your every word?

I didn’t think so.”

I stopped reading and put the article down.
That was it. He laughed, unfolded his

Cred-Ability Cont’d.

Want to meet new people, have fun and polish
your business skills at the same time?
Volunteer to help with any of CIM
Toronto's committees such as
membership, programming or
marketing. Whatever your interest,
there’s probably a way for you to
build new business connections.

For more information,
contact Beth McKenzie at

cim.toronto@taylorenterprises.com

arms, and gave himself permission to listen
to what I had to say. To quote Webster’s,
in that moment he deemed me ‘ worthy of
belief’. And by the end of that day, he
pulled me aside and said, ‘I’m going to
have to figure out how to get my partner
into this workshop.’

So next time you’re standing in front of a
prospective new client, or sitting across
from someone at a boardroom table, resist
the urge to prove how smart you are. Hold
back and just listen. Then ask a few ques-
tions. Then listen. Then ask a few more
questions. Then offer a tidbit of a recom-
mendation. Then listen. Then ask a few
more questions. Then listen.

Then ask for the business.

Michel Neray is the founder and Chief
Differentiation Officer of The Essential
Message® (www.EssentialMessage.com). The
Essential Message is like a value proposition on
steroids, it helps you turn more people into
prospects, and more prospects into sales. Since
2003, Michel has helped thousands of inde-
pendent professionals and growing corpora-
tions find a better way to differentiate, position,
and brand themselves. For information about
Michel’s workshops, keynote speeches or
eWorkbooks, or to sign up for his free newslet-
ter, please go to www.neray.com �
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Deep in the archives of the wisdom
of late management guru Peter
Drucker, he suggests that leader-

ship boils down to two key questions:
“What needs to be done?” and “What can,
and should I do about it?”

There’s a lot implied here: carefully con-
sidering these two questions causes us to
cover a lot of important ground. It calls
for a full SWOT analysis at the very least.
It forces the right discussions. But most
importantly, please note the pronoun “I”.
It implies ownership and responsibility;
two key components of effective leader-
ship.

Last week I was stunned to hear media
pundits criticizing President Obama for
trying to do too much too soon. They were
saying he is spreading himself and govern-
ment resources too thin, risking the com-
pletion of none of the projects undertaken.
Obama’s response was twofold:

1) during his campaign he promised to
reform health care, reduce U.S. depend-
ence on foreign oil, improve education,
and end the Iraq war. He is, he said,
simply starting to deliver on every
promise he made.

2) Before he was elected, the global econ-
omy (caused by Wall Street) went into
serious crisis, North Korea ran nuclear
missile tests, Pakistan allowed the
Taliban to advance within 60 miles of
the capital. He asked “which of those
would you suggest I ignore for the pres-
ent? I was dealt this hand, I didn’t ask
for it; but it is my responsibility to deal
with it as best I can, so that’s what I’m
doing.”

“What needs to be done?” “What can, and
should I do about it?” Ownership and
responsibility; love him or hate him,
Obama is asking those questions, and tak-
ing action.

Now, contrast that with the Wall Street
meltdown of September 2008. Chuck
Prince, CEO of Citigroup, led a formerly
great company into the abyss, yet when dis-
missed in March 2008, took $60 million as

a personal goodbye gift. Stan O’Neal, head
of Merrill Lynch while they traded them-
selves into oblivion, left the company with
a $150 million payout, then his successor
John Thain revised policy to allow $4 bil-
lion in bonuses to be paid out before Bank
of America took over in January 2009.

When, if at all, did those leaders ask the
key leadership questions? They took
actions that satisfied the agendas of a nar-
row constituency, then disavowed any
responsibility for what went wrong.

But unless we each routinely ask those two
questions of ourselves, we get what we

ask for in our leaders. Obama won the
election; the people got what they asked
for, and in this case, I think they will ben-
efit. Regarding Wall Street, many (most?)
of us sat neutrally by while the bubbles
rose, and failed to challenge or question
the sustainability of the rising bubble mar-
kets. We failed to take any action as the
outrageous bonuses were paid out to a
select few who very nearly destroyed our
entire global capital system through irre-
sponsible risky bets, made in the interest of
personal greed and wealth. We let them
reign as leaders, and failed to regulate their
reprehensible and dangerous behavior. So
indirectly, we got what we asked for.

Leadership is a behavior that any of us
can, and should, regularly engage in by
simply asking what needs to be done and
what can, and should, I do about it?

Asking these questions doesn’t risk people
running wild; we all know the boundaries
within which we are empowered to operate
at our management level. Quite the oppo-
site, asking those questions clarifies and
refines exactly what optimum contribu-
tion to the company should be made by us
and our direct reports. It maximizes contri-
bution from work group, team, depart-
ment, division, region and organization. It
helps to align all actions.

And it must start at the individual level. It
is unwise for us to cast blame on others
when our own house is not in order. And
yet when we are continually striving to
improve things as individuals, we earn the
right to expect the same from those who
ask us to follow them.

Leadership In Rough Times:
We Get What We Ask For
By Michael Darmody, MBA

Continued…

Leadership is a behavior
that any of us can, and
should, regularly engage
in by simply asking what
needs to be done and
what can, and should,

I do about it?



Women with Vision –
Lifestylers, Seniorpreneurs,
and Sole Proprietors
By Donna Messer

Statistics show that in the past 15
years, there has been a 50 percent
increase in the number of self-

employed women in Canada, with one mil-
lion Canadian women owning a small busi-
ness by 2010. Currently there are over
800,000 women business owners in Canada
with the number of women-owned busi-
nesses growing 60 percent faster than those
run by men.

The report suggests that 60 percent of self-
employed women are “lifestylers” - busi-
ness owners who chose self-employment
specifically to balance the demands of work
and family. 70 percent of Canadian busi-
nesswomen are married and nearly a third
have children under the age of 12.

Surprisingly, the fastest growing group of
businesswomen is those over 55, with an
annual growth rate of over 4 percent, dou-
ble that of self-employed men in the same
age group. The CIBC calls this group
“seniorpreneurs” and they are a key driver
of small business growth.

Statistics show that most women in busi-
ness have a one-person operation. Women
“sole proprietors” are the fastest growing
segment of the Canadian small business
landscape.

The good news is that the growth in
women-owned businesses is more likely to
be because of choice than poor economic
circumstances.

With information like this, it stands to rea-
son that there be more support for women
business owners in Canada, through profes-
sional associations, organizations and trade
unions.

ConnectUs has launched what we call
“Power Teams” to provide a safe haven for
women in small businesses to share

resources, be mentored, increase their visi-
bility and maximize their social media
opportunities. The Power Teams are being
piloted across the province with results
being monitored. Groups are small, meet
once a week and are held accountable.
Goals are set and the team mandate is to
help each other. It’s networking at it’s
finest! Details and team locations are post-
ed on the ConnectUs website.

Current Demographics for Women
Business Owners and Entrepreneurs
• They are highly educated. One in four

self-employed women have a university
education.

• The current average age for Canadian
businesswomen is 41. This is increas-
ing as the population ages.

• Women are more likely to be in a profes-
sional occupation. This includes natural
and applied sciences, business and
finance-related occupations, and techni-
cal and professional occupations in the
health sector.

• Women are more likely to be a member
of a trade association. Almost 40 per-
cent of women sole proprietors are now
union members – twice the rate of men.

• Women business owners are less likely
to be immigrants. Only one in five self-
employed women are not born in
Canada.

• The provinces showing the highest
growth for new self-employment busi-
ness development for women are British
.Columbia, Alberta and Ontario.

Statistics quoted are from the CIBC report
“Women Entrepreneurs: Leading the Charge”.

Donna Messer is a networking expert. Her
book “Effective Networking Strategies” is a
Canadian Best Seller. To get a copy of the
CIBC report or her E-book or to learn more
about Power Teams, send an email to dmess-
er@connectuscanada.com �
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So, first, ensure that you are leading your
area of responsibility with ownership.
Then ask yourself who is running my
company, and what is most important to
them? Is there a corporate agenda, which
serves all stakeholders well, front and
center, governing all key decisions? Or are
there a variety of separate agendas that are
neither linked nor aligned.

If you don’t like the answers, just ask
Drucker’s questions: what needs to be done,
and what can and should I do about it?

Michael Darmody is a leadership consultant,
public speaker and executive coach whose
vision is to elevate society by driving leadership
development within organizations.
Michael helps clients bridge their performance
gaps by concentrating on Purpose, People and
Process: clarifying mission, vision and values,
growing leaders, and teambuilding.
Michael Darmody, MBA Principal, Darmody
& Company Leadership . Performance . Results
1873 Briarcrook Crescent, Mississauga,
Ontario L4X 1X3 Tel: (905) 614-1935
Website: www.darmodyconsulting.com �

Leadership in Rough Times
Cont’d.
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meets the requirements of your office by
including content that is relevant to your
business. Don’t add information that is
too extraneous to your business that will
make the manual too lengthy and don’t
exclude information that is relevant to your
business.

Make it easy to read
Don’t make it too difficult for people to
read and don’t include a lot of legal jargon.

What to Include
You should include everything that is rel-
evant to your company, including areas
such as:
• Objectives of the manual
• A description of the company’s prod-
uct(s) and service(s)

• A brief history of the company
• Job descriptions of the various positions
• Description of the hiring process to be
used

• Operational policies and procedures,
such as:
- Dress code
- Computer protocol, including poli-
cies such as internet surfing

- Office hours
- Emergency procedures

Office Manual Tips

By Marc Belaiche, C.A.

Some companies spend a lot of time
preparing an office manual only for
it to become outdated, irrelevant or

ignored. Other companies don’t spend
enough time on it, or don’t have one,
which can result in confusion or, to a
greater risk to the company, legal issues for
the company at some later date.

This article will cover some tips to keep in
mind if you’re preparing a new office man-
ual for your employees or if you’re updat-
ing an existing one.

Overview
An office manual should generally con-
tain information about a company’s stan-
dard policies and procedures for the suc-
cessful operation of the business. The
manual should be viewed as a tool for
managers and employees to refer to in the
event that there is a question on how some-
thing in the company should be handled. It
should also be used for training purposes
for both new and existing employees.

Management should be Responsible for It
The managers are the ones who have the
overall responsibility of the running of the
business. As such, although the manual
should have input from the employee(s), it
should be written and updated by manage-
ment based on the needs of the company.

Also, if there is more than one manager, all
managers need to ultimately agree on the
best practices of the organization. There
can be discussion and perhaps even dis-
agreement among the managers as to the
various policies or procedures, but at the
end of the day all managers should agree
on consistent policies and procedures to
be followed within the company.

Policies and
Procedures
Make sure all
policies and
procedures are
included and
updated in the
office manual,
even if you
think everyone
knows them or
you think that
they’re obvious. The less confusion you
have with employees regarding how some-
thing is to be done, the better your compa-
ny will function.

Get Sign-Off from Employees
Employees should sign an acknowledge-
ment that they have received and reviewed
a copy of the company’s manual as well as
have had an opportunity to ask questions
about it. This acknowledgement should
occur both at the start of their employment
(and should be noted as part of their
employment offer letter) and at minimum
at least once a year. A copy of this signed
acknowledgement should be kept in each
employee’s personnel file.

Communicate Change(s)
Update the manual as circumstances in
your company change. Formally commu-
nicate changes to the manual to your
employees when the changes occur, either
through an email or at an office meeting, or
both. Ensure the employees have been
given an opportunity to understand and
ask any questions about the change(s).

Make it the right length
Keep the office manual targeted to your
organization. Make sure that the manual Continued…
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- Vacation and sick day policies and
procedures

- Smoke break policy
- Overtime policy
- Maternity leave policy
- Business Expense policies
- Sexual Harassment Policies
- Employee Conduct
- Progressive Discipline policies

• Exit interview questionnaire
• An organizational chart

Ask for Feedback
Ask for feedback on the manual from
employees. Ask them what they like and
don’t like about it and what they think
should be changed.

Tailor it
You could have multiple manuals depend-
ing on the type of role, department or divi-
sion of a company. Make sure that there is
no confusion as to which manual is appli-
cable to which employees if you do have
multiple manuals.

Make it Easy to Find
Make sure that employees can find the
manual easily by uploading it to a shared
drive on your network or making a printed
copy available in your office.

Have it reviewed
Have an independent person review the
manual, whether it’s by an internal human
resources professional, an independent
human resources consultant or an employ-
ment lawyer.

Consistent Policies and Procedures
Apply policies and procedures consistent-
ly with employees so that the manual has
integrity. You can note in the manual that
policies and procedures may be overridden
by management depending on extenuat-
ing circumstances that are not covered
within the manual or where applying the
existing policies and procedures to a situ-
ation may not make sense.

Employment Law
You should note within the manual that

Office ManualTops Cont’d. any existing employment laws (for exam-
ple, Safety or Employment Standards) will
override your manual’s policies if your
manual doesn’t comply with those laws.

Acknowledgement
Make sure any new employees acknowl-
edge in writing having received a copy of
and reading the manual as early as possible
in their employment. Allow them to ask
questions.

Let existing employees know that all new
employees will be made aware of the poli-
cies and procedures within the manual.

Conclusion
An office manual can be a tremendous tool
for management to use and refer to in the
event of an issue related to a policy or pro-
cedure. It can create the best practices that
employees should use when conducting
the operations of the business. It does take
time to create a manual, but once done up
it is relatively easy to keep it updated.

Note: This article is not intended to pro-
vide legal advice and should not be used as
such. Please consult a lawyer if there is
any clarification required on the above.

Marc Belaiche is a 1990 C.A. and is President
of TorontoJobs.ca, an internet recruitment
business and recruiting firm. Marc has been in
the recruitment industry since 1995.
TorontoJobs.ca allows companies to post their
positions online, search a resume database to
find candidates, publishes a monthly Toronto
Jobs newspaper and provides full temporary

and permanent recruitment services. It also
allows candidates to search and apply to posi-
tions directly on-line and get career, interview-
ing and resume tips all at no charge. You can
reach Marc at marc.belaiche@torontojobs.ca
and check out TorontoJobs.ca at
www.TorontoJobs.ca. �
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RATES

Toronto Manager newsletter
advertising rates are as follows:

• $400 - Full page advertisement

• $200 - Half page advertisement

• $100 - Quarter page advertisement

If you are interested in placing
an advertisement, please contact
Beth McKenzie at (416) 491-1577

or email to: cim.toronto
@taylorenterprises.com

Call for Article Submissions
We’d love to hear from you!

If you have something that would be of
interest to the membership, we would be
happy to consider it for a future issue of
the Toronto Manager, please contact
Wesley Spence at:
wtspence@sympatico.ca
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WEBINARS
Peter de Jager is a

provocative Speaker, Writer
and Consultant. His primary
focus is on how we manage
change, technology and the
future. Peter’s website is:

http://www.technobility.com

If you wish to enjoy past
webinars and register for
upcoming webinars by

Peter de Jager... please
wander over to:

http://webinars.technobility
.com

The Five Basic Leadership Core Competencies

By Mark J. Hollingsworth, MBA

Having a personal inner desire to
meet the challenges and aspire to
be a successful leader is a great

and worthy trait in any individual. Indeed,
in every kind of enterprise and organiza-
tion it continues to be acknowledged that
there needs to be more and better leader-
ship at all levels. However, what exactly
constitutes the basic core skills that you
need to have, regardless of the scenario in
which you intend to use them?

My research has shown in a growing num-
ber of situations where, through no fault of
their own, decent well meaning people
have failed in leadership positions.
Primarily the reason for their failure is a
lack of training in the basic competencies
required of a leader.All too often they had
found themselves in a leadership position
through a combination of their own enthu-
siasm to hold such a position, combined
with an all too common belief within their
organization that professional competence
in their chosen field is all that would be
needed to survive as a leader.

I would contend that there are five basic
core competencies required:

• Vision, the role of the leader
• Self-discipline
• Communication
• Planning
• Control

Vision
Vision is the combination of the aspects of
one’s culture, values and passion. This
defines who you are, what you believe in
and where you are going. You develop this
sense of who you are through an honest
reflection and review of your past, devel-
oping an understanding of experiences that
have shaped you as a person so far.

Self-discipline
Self-discipline is the basic ingredient of
self-control and the overall foundation of
self-respect. Developing the personal qual-
ity of self discipline, focusing heavily on
the process of controlling and managing
oneself is a continuous process. In addition
leaders need a highly effective time man-
agement system of personal efficiency,
which can be applied in any work, volun-
teer or family situation.

Communication
Leaders find themselves communicating
for substantial parts of their time: talking to
individuals or groups; writing reports/let-
ters/memos/emails; formal presentations;
chairing/attending meetings.

Each of these forms of communication has
its own challenges and requires a special
approach to understand the concepts which
can then be adapted as needed.

Planning
At its most basic level planning is simply
a process:

• Defining the precise nature of the
task you have to complete.

• Creating a workable plan to achieve
the task

• Building a contingency plan.
• Executing the plan.
• Evaluating the outcomes of the plan.

Control
Within the context of “the basics”, con-
trolling means checking, maintaining and
directing action once work has started to
implement a particular plan or project. The
key to control is delegation, so understand-
ing the difference between delegation and
abdication is crucial.

These five basic leadership competencies

have been used successfully by charitable
organization staff, business leaders, mili-
tary officers and politicians for hundreds of
years. You should seek to understand these
five competencies, apply them conscien-
tiously and consistently, learning from
your experiences as you move forward, it
will help change your perspectives on life
and the people around you, making you a
powerful force for good in your communi-
ty and the organizations in which you
serve.

Mark J. Hollingsworth, MBA, is Executive
Director of the Human Resource Management
Association of Manitoba, Concourse, Four
Donald Street South, Winnipeg MB R3L 2T7
Direct line: 204.943.0884; Main office:
204.943.2836; Fax: 204.943.1109; Website:
www.hrmam.org �
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Importance and Value of Emotional
Intensity in the Workplace
By Otto Schmidt

We often notice people of some
cultures have special emotional
intensity greater than others. It

is considered acceptable and they are per-
mitted to be more excitable, passionate,
exude happiness, laugh loudly and even
cry at times in front of others. These dis-
plays of emotions, however, are often con-
sidered unacceptable within the North
American business world. Maybe they
should be?

Studies show that creatively gifted people
are emotionally intense and have rich inner
lives (Piechowski, 1991). Many entrepre-
neurs are gifted. Enhanced feelings are
often the catalyst that helps produce great
art, memorable music, dramatic plays,
absorbing literature and breathtaking per-
formances. Despite being professionals -
animated conductors, passionate actors,
and graceful ballerinas are acceptable.
Why not the exuberant, playful business
person?

Perhaps we should be more tolerant of pas-
sion within the business world too and help
people achieve at higher artistic levels.
Leaders might dare to express themselves
more artistically and creatively. Rigid,
proper, conformist conservatism and polit-
ical correctness, so often seen in the busi-
ness world, are our worst silent enemies
that slay creativity, potentially great ideas
and solutions.

To be passionately in love with one’s work
provides meaning to existence. It is truly
one of life’s great blessings and used to run
any business can have great positive effect.
Emotional intensity causes people to love
their work, be more playful and analytical
with information, and motivates them to

dream bigger. They put more time, effort
and gusto into what they do.

Many people are disturbed when a profes-
sional “loses it”. The armour has been
pierced and the “weakness” is exposed.
The person is obviously not strong enough
or up to the challenge. He or she is consid-
ered too weak to be a good manager or
director. (think about what happens when

you see politicians cry publicly)
Dabrowski and Piechowski (1977) show
that “emotional over-excitability” is
strongly correlated with high intelligence.
Piechowski (1991) defines “emotional
over-excitability” as “the great depth and
intensity of emotional life expressed
through a wide range of feelings, attach-
ments, compassion, heightened sense of
responsibility, and scrupulous self-exami-
nation”.

Isn’t this what we want more of in the peo-
ple who run our governments, economies
and societies? Emotions help people be
who they are.

Unfortunately, the NorthAmerican culture
does not view heightened emotionality
positively. As small children, we are often
told to stop crying and be strong. As we
grow older – especially boys – these words
are reinforced and repeated. “Be a man” is
difficult but do-able. In schools, great
amounts of energy are used to control
behavior, thinking and emotions within the
socialization process. Repressing emo-
tions, however, represses vitality, creativ-
ity and motivation. It is also bad for phys-
ical and intellectual health. Is it any
wonder that adults in the workplace are
often closed and rigid? They have learned
to do only “safe” things and behave in a
“safe” manner.

Our responsibility is to be emotionally
alive in many ways. This leads to being a
good role model for sensitivity and honor-
ing sensitivity as a positive trait.

If we don’t nurture emotional sensitivity
and intensity, we risk corrosion of healthy

Continued…

Our responsibility is to
be emotionally alive in
many ways. This leads
to being a good role
model for sensitivity

and honoring sensitivity
as a positive trait.
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Importance and Value of
Emotional Intensity in the
Workplace Cont’d.

emotional development. Stifling people
leads to emotional and intellectual medioc-
rity, stress, and illnesses. Maybe this
explains why we have such a rampant lack
of caring and sensitivity to life on our plan-
et. Emotional intensity should be allowed,
supported, and not squelched.

Here are some reasonably acceptable ways
to bring more emotional intensity into the
workplace:
• laugh heartily when something is
funny. Controlled smiles and reserved
chuckles are easily seen as fake. Tell
jokes and funny stories. In return, accept
jokes for what they are. Laugh at short-
comings and goof-ups.

• don’t take things so seriously. Play is
the work of children. Work should be
the play of adults.

• encourage free expression of thoughts
- no matter how wild, crazy, dumb or
stupid the ideas may seem. Sometimes,
from the wackiest of thoughts can come
the greatest of ideas. After the thoughts
and ideas are out in the open, then dis-
card, modify, enhance, or embrace and
accept. Being too careful can hurt you
and your business as much as reckless-
ness.

• nurture an environment in which it is
acceptable to make mistakes. When
they happen, however, focus on solu-
tions not the problems. Help people to
correct them and set a good example of
not being judgmental and punitive.

• don’t lay blame or punish people for
errors or shortcomings. We all make
them!! Let people apologize and feel
badly. Help colleagues and friends,
strengthen and protect others, motivate
them to do better next time.

• touching is a positive means of com-
munication. The pat on the back, hand
on the shoulder, laying a hand on anoth-
er hand, need to become acceptable
again. They are emotionally significant

in human life. If we continue to stigma-
tize touching, any kind that does happen
will eventually be viewed as sexual in
nature. Very dangerous.

• when there is success, allow yourself
and others to be a little more outgoing
in expressing feelings. A dance,
whoop, cheer, yee-haw, clapping should
be accepted as a natural human reaction.
Emote!!

• crying, sobbing, tearing up should be
acceptable in a business setting.
Perhaps discuss the topic at a meeting so
that people are treated with respect,
kindness and compassion and can react
naturally and appropriately.

• feelings of anger, frustration, rage,
confusion, despair during high-stress
situations could be vented in a “safe”
and soundproof room later. A punch-
ing bag can be helpful. Once emotions
are expressed, most people calm down

and feel much better. Some Japanese
businesses have these options for their
workers. If there are no other options,
each person can bring a dense pillow
into which everything can be vented.

Contact me for professional development
with a difference. I specialize in skills
training. Participants in my workshops
WILL be more creative, perceptive, better
communicators.

Otto Schmidt, Education Consultant,
speaker, author - “Accent on Essential
Life Skills” -http://accentonskills.com/
aelsbook.htm
Accent on Skills Consulting, Toronto, ON
416-226-2332
o.schmidt@accentonskills.com
Visit my website
http://www.AccentonSkills.com for
further information on booking custom-
designed workshops for your team,
employees, administrators. Choose from
48 personal, empowerment skills. �

YOUR CURRENT EMAIL ADDRESS IS REQUIRED
CIM Toronto Branch will be communicating more via email, so please
provide your current email address to the CIM Toronto office. You can
contact the office by email at: cim.toronto@taylorenterprises.com or

by telephone at (416) 491-1577.
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Why Chartered Business Valuators Are
“Experts Worth Knowing”
By Sondra Stewart, CA, CBV

What is a CBV?
Chartered business valuators (“CBV’s”)
are experts in business and securities val-
uations. They are able to provide inde-
pendent and objective opinions on the
value of businesses, including explaining
the split between tangible assets and intan-
gible assets, such as brand and goodwill.
CBV’s are members of the Canadian
Institute of Chartered Business Valuators
(www.cicbv.ca).

How can a CBV help my company or
my clients?
Chartered business valuators specialize in
assessing the value of securities or certain
assets, such as intellectual property. We
are subject to rigorous professional and
ethical standards. CBV’s can help before,
during, and after, important transactions
that your company will experience during
its life. For example, our firm performs
valuations for estate planning, employee
stock option plans, financing reviews, and
the ultimate sale of business. We can also
help management fulfill their fiduciary
responsibilities for accurate financial
reporting, by assisting with determining
fair values of assets for financial reporting
purposes. Certain valuation firms spe-
cialize in serving the litigation market.

A critical role that business valuators play
in Canada’s market is to assist with succes-
sion planning issues – since over the next
10 years, 71% of Canadian business own-
ers plan to retire, according to a joint study
by the Business Development Bank of
Canada and the Canadian Federation of
Independent Business. Since most of
these businesses have never been exposed
to the market for sale, it is very difficult for
the owners or in-house accountants to
determine the value of the company. Our
firm can meet with companies, say, ideal-

ly, five years before a contemplated transi-
tion of the business. From here, we can
assess the current value of the company (in
the absence of a transaction) and together
with the owners and their financial advi-
sors, determine the desired value at the
future sale date. Our firm would examine
the marketplace and the company, and help
management understand how to bridge the
gap, if one exists, between the valuations at
the two dates.

The dangers of a rule of thumb
approach (or a little knowledge does
a lot of damage).
I do sometimes receive calls from busi-
ness owners or CFO’s who have heard
about a valuation ‘rule of thumb’approach
that applies to their industry. While some-
times these rules of thumb are useful as a
‘sanity check ‘, they usually fail to proper-
ly reflect the wide range of factors that is
considered by a business valuation profes-
sional. These factors include the compa-
ny’s current and potential capitalization
structure, level of tangible asset backing
(in other words, the ‘hard’ assets that you
would be left with in the business if the
business failed), historical and maintain-
able levels of earnings, historical and fore-
cast levels of growth, management expert-
ise, market positioning, etc.

Cash is King
In the valuation world, as with most busi-
nesses, cash is king. Stripping away com-
plex theory for a moment, a rule of thumb
multiple represents a proxy for all the risk-
adjusted future cash flows expected to be
generated by the business, at a certain
point in time. For example, if businesses
in a certain industry are said to typically be
valued at 1X revenue, or 6X earnings after
taxes, behind these simple assertions lies a
wide range of assumptions about levels of

profitability, sustainable growth, goodwill
and balance sheet risk. Your business
operates in an industry, about which cer-
tain generalizations can be made, howev-
er, your business is unique. Valuations are
at a point in time, and reflect a variety of
relevant factors at that specific point in
time – this is why it is prudent to consult a
Chartered Business Valuator for assistance
in these matters, as they are recognized
specialists in the area.

Sondra Stewart is a Chartered Accountant and
a Chartered Business Valuator. She is the
President of Stewart Business Valuations Inc.
(www.stewartbvi.ca) which specializes in busi-
ness valuations for corporate purposes, such as
succession planning, mergers and acquisitions
and financial reporting.
This article was reprinted with permission from
the Journal, published by the Guild of
Industrial, Commercial and Institutional
Accountants (www.guildoficia.ca) �

ANNUAL DUES
REMINDER

If you have not already
done so, please forward
your membership dues
payment to the CIM

National office in Barrie in
order to retain your

professional membership.
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Dear CIM Member,

We cordially invite you to attend the next Toronto Talks speaking series taking place on Tuesday, September 22, 2009 at 7:00 p.m. at Metro
Hall, Room TBA, 55 John Street, Toronto, ON. It's called....

“Fly Your Own DASH-8 To Business Success -
Why You NeedAFlight Plan!"

with
James Burgess, Principal, Synergen-X

COMPLIMENTARY SEMINAR FOR CIM MEMBERS

About James Burgess
James Burgess is the Founder and
Managing Director of Synergen-X
Management Consulting Inc. In this
capacity James is a Fellow of the Institute
of Canadian Bankers, an Accredited
Associate of the Institute for Independent
Business, a Licensed Affiliate of the One
Page Business Plan Company and an
Affiliate Partner of IntellaCore.
After graduating from the University of
Toronto in 1983 with an Honors degree in
Commerce and Economics, James joined
the Canadian Imperial Bank of Commerce.
James enjoyed 22 successful years with
CIBC with the last 10 years as a senior
leader of small business responsible for a
portfolio of three quarters of a billion dol-
lars with 30 direct reports. During his
tenure with CIBC James was recognized
with many awards for performance excel-
lence.
James founded Synergen-X Management
Consulting Inc. in 2006.

Here is something to consider:
• Have you been to business planning seminars before yet still don't have a business
plan? You are not alone...wonder why?

• Do you plan for your retirement, vacation, and children's education. Yet you fail to plan
the business that generates the cash flow to fulfill these plans!

• Do your employees and department heads seem to march to their own drum with no
alignment or accountability to corporate goals

• Does the Recession have your "Turtling" rather than driving to new business success?

For all these reasons and more, whether you are a start-up business, IT Consultant, mort-
gage broker, or owner of a small or medium size enterprise, you should attend Toronto
Talks on Tuesday, September 22nd, 2009 at 7 p.m. with Synergen-X Management.

You will learn:
• Why You Don't Have ABusiness Plan
• How Business Planning can be simple to start, complete in a "flash" and easy to
sustain

• That you are a terrific tactician and that you can be a great strategist as well.
• The value of focusing on the major few and not the minor many!

With this stormy economy, “you can fly your own DASH-8
to Business Success!” All you need is a flight plan!

SYNERGEN-X ENABLES BUSINESS OWNERS .

Synergen-X’s programs: • Enable business owners to identify and focus on the right priorities
• Enable business owners to think strategically
• Enable business owners to improve the quality of their decisions and results.

You've asked us to help you grow your assets and your business – in this regard, we are delivering! Come on out and hear from the expert
so you can take your portfolio to the next level!

This Toronto Talks Event taking place on Tuesday, September 22nd at 7 p.m. is being held at Metro Hall, Room TBA. Metro Hall is
located at 55 John Street in downtown Toronto. John Street is west of University Ave, and runs north and south between King and
Wellington.

FREE if you are a member of CIM. To RSVP, please email us at rsvp@torontotalks.org or phone (416)-783-7526





RESERVATION FORM - AGM & Guest Speaker • Thursday, September 24, 2009

Name:

Address:

City: Prov.:

Postal Code:

Email:

Guest Name(s):

COST: Toronto Branch Members – No Charge
Guests: $36.00

Charge my: � Visa � MasterCard � American Express

Account No.

Exp. Date /

Cardholder Name

Signature

Fax to: Canadian Institute of
Management - Toronto Branch
(416) 491-1670

Notice of

ANNUAL GENERALMEETING
& GUEST SPEAKER

Thursday, September 24, 2009
Gran Gusto Ristorante

3883 Highway 7, Woodbridge, ON L4L 6B9
(in La Piazza near Weston Road)

Tel: (905) 856-5508

5:30 pm - AGM (Members only)
6:00 pm - Networking (Guests welcome)

6:30 pm - Dinner
7:45 pm - Guest Speaker Adrian Davis
8:45 pm - Announcements and wrap-up

CANADIAN INSTITUTE OFMANAGEMENT
Toronto Branch

About the Speaker:

Adrian Davis ... Adrian is
a business strategist and
trusted advisor for chief
executives and business
owners. Referred to as
The Sales Scientist, he has
studied sales methodology
for over 25 years. With an
in-depth understanding of

what it takes to drive sales performance, he shares his
critical insights with business leaders to help them
overcome today’s economic challenges.
As President and CEO of management consulting
firmWhetstone Inc., he has worked with organizations
such as AOL, KPMG, Motorola, DuPont, Aviva, and
PricewaterhouseCoopers. His talented team has
developed a reputation for leading organizations to
innovative and practical solutions that enhance
customer value and dramatically increase sales and
profitability.
Adrian is a certified professional in Business Process
Management (P.BPM) and a certified Competitive
Intelligence Professional (CIP).
He is a thought-provoking speaker and is frequently
called to address senior management teams and sales
groups on the subjects of corporate strategy,
competitive advantage and sales excellence.

“Outside In: Where Sales and Strategy Meet”
Without sales growth, all company growth is crippled. In this riveting keynote, sales expertAdrian
Davis reveals three secrets to rapidly growing revenues with quality customers. After reviewing the
historical context for todayís sales challenges, Adrian explores the often overlooked intersection
between sales and corporate strategy. Attendees will consider fundamental strategic frameworks
to succeed in the new economy and how these frameworks relate to their business. Instead of seeing
sales as a black box, CEOs will gain deep insights in how to effectively manage the sales department
for consistent revenue growth and strategic insight. Chief Executives will become versed in what
strategic shifts they need to make to ensure their company and its offerings will be highly valued
by their most important customers regardless of new developments from rivals. You will take away
actionable insights to immediately begin growing revenue and deepening customer relationships.

Please call 416-491-1577 to reserve your seat
or fax the reservation form below.



Gran Gusto Ristorante
3883 Highway 7, Woodbridge, ON L4L 6B9

(in La Piazza near Weston Road)
(905) 856-5508

Important Information to Members…
Did you know that as a Toronto CIM member, many events planned by the branch are free to you!!

When planning an event the CIM office is required to give guarantees to the hotel/venue four (4) business days prior to the date
of the event. Therefore, by giving meal number guarantees, unless you notify the CIM office that you are canceling your
registration, you are included in the meal count.

Mandatory New Policy

The CIMToronto Board has implemented a new policy for members – it is now mandatory that you provide a credit card number
to register for events. Your credit card will not be debited unless you do not attend and neglect to notify the CIM office by the
cancellation date. The amount that will be charged to your credit card is the fee for non-member or guest to attend the event.

If you need to cancel your registration, please contact the CIM office, and you will receive a cancellation number as your validation.

We appreciate your co-operation; we know that you will understand that the Branch cannot continue to pay for events for registered
members who neglect to notify the CIM office of their cancellation.



Register Today - 1.866.99.ART.OF

Complete your registration in one of 4 easy ways;

PHONE - Call toll free 1.866.99.ART.OF (27863) and ask for Richard
FAX - Fax in your registration page to 905.266.9860

EMAIL - richard@theartofproductions.com
ONLINE - Click "Register Now" to be taken to our online registration page

Reference Code RPA-29

Tom Peters - MANAGEMENT INNOVATION & DEALINGWITH CHANGE
Peters is a civil engineering graduate of Cornell, earned his MBA and Ph.D. at
Stanford, and is widely credited with almost single-handedly “inventing” the
“management guru industry”. The Economist tagged him the “Uber-guru”—
and BusinessWeek’s take on his “unconventional views” led them to label him
“business’s best friend and worst nightmare.” Among Tom’s newer campaigns
are: Women-as-Leaders especially suited for these times; gaining advantage in
the enormous, underserved market represented byWomen and the burgeoning,
absurdly financially potent and absurdly underserved Boomer-Geezer population
in the likes of North America, Europe, and Japan.

Marcus Buckingham - STRENGTHS BASED LEADERSHIP & MANAGEMENT
STRATEGY
An invaluable resource for leaders, managers, and educators, Buckingham
challenges conventional wisdom and shows the link between engaged employ-
ees and productivity, profit, customer satisfaction, and the rate of turnover.
According to Buckingham companies that focus on cultivating employees’
strengths rather than simply improving their weaknesses stand to dramatically
increase efficiency while allowing for maximum personal growth and success.

David Allen - TIME MANAGEMENT & PRODUCTIVITY
An international author, lecturer, and founder of the David Allen Company, a man-
agement consulting, coaching, and training company. In the last twenty years he
has developed and implemented productivity improvement programs for over a half
million professionals in hundreds of organizations worldwide, including many
Fortune 500 corporations and U.S. Government agencies. Having logged thousands
of hours working with individual executives and senior professionals, David has
developed a revolutionary, unique and highly practical system for improving per-
sonal and organizational productivity.

Jeff Jarvis - CORPORATE CULTURE IN THE INTERNET AGE
Jarvis has unpacked the strategic and operational principles that have under-
pinned Google’s phenomenal success and applied them outward. He under-
scores how critical it has become to see the world as Google sees it. “The
question we ask is about thinking in newways, solving problems with new solu-
tions, facing new challenges, seeing new opportunities, and understanding a dif-
ferent way to look at the structure of the economy and society and howwe relate
to each other”, says Jarvis.

In these times of accelerating change and uncertainty, The Art of Management presented by Microsoft Dynamics CRM responds to the
growing needs of individuals, companies and organizations by delivering to them unrivalled access to world class management thinking.
Our success is derived from presenting revered management authorities, the few but greatest minds that continue to shape and revolu-
tionize the way leaders and organizations think about and address key performance issues for future success.

On October 16th be a part of the top management event of 2009 and take advantage of this limited time special offer which is not available
to the general public.

Marcus Buckingham &Tom Peters
Management & Innovation in a New Era
October 16th, 2009 | The MetroToronto Convention Centre | 9:00AM - 4:00PM

Preferred VIP Pricing - $595
This exclusive investment allows you to fully
maximize your experience and extract the most
value and content from this once-in-a-lifetime
event. A savings of $100 off the regular price of
$695.

• Reserved premier seating in rows 1-5

• Separate VIP entrance

• Access to the exclusive VIP Luncheon

• VIP Delegate Bundle including copies of:
- Tom Peters - Re-Imagine!
- Marcus Buckingham - Now, Discover Your
Strengths

- David Allen - Getting Things Done
- Jeff Jarvis - What Would Google Do?

• Admission to the exclusive post event VIP
Networking reception facilitated by Tom
Peters including:
- Q & A with Tom Peters
- Book Signing with Tom Peters
- Gourmet hors d’oeuvres & refreshment

Preferred General Pricing - $395
This investment will give you access to this
unique gathering of management thinkers with
seating available on a first come, first seated
basis. A savings of $100 off the regular price of
$495.

Group Offers - Purchase 5 tickets and
receive the 6th FREE!
Reserved seating is also available for groups of
20 or more. For further details on seating
arrangements and other group assistance
please contact your “Art of...” representative
today.

CE Credits
This program has been approved for various
Continuing Education Credits.


