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President’s Message
By Phil Russo, CGA, Ch.E., FCAM, F.CIM, FICIA, P.Mgr., O.M.C.

It is with much pride, honour and
pleasure that I found myself elected
your new National President and
Executive Director. The experience of
serving our membership is rewarding,
challenging, and time well spent. I’m
very proud to be part of this Board, it’s
a strong, well established team, and it’s
a true pleasure to work with them.
I would like to personally thank
our immediate past Executive Director, Dr. Albert E.
Ballantyne, for his long hours of hard work, dedication,
leadership, efforts, and contributions on behalf of CICAM.
Al has been on the Board for several years and is the
Founder of CICAM, and I congratulate him on his many
years of service and wish him the very best.
I would like to see our membership numbers grow.
To accomplish this, we need to keep promoting the
CICAM brand to students, professionals, and prospective
employers. We must also provide more value and benefits
to our members. I can assure you that your Board of
Directors will continue to work hard to improve CICAM.
Your Directors are very passionate and strongly believe in
contributing and enhancing our professional association. I
would like to personally welcome the new board, and look
forward to your proactive participation, fresh ideas, and
positive impact.
I can’t recall a time in our history when we have faced more
challenges and opportunities, and I’ll do my best to ensure
that the decisions we make will keep us moving towards
our vision of further recognizing, strengthening, and rebranding CICAM. I know we have, and will continue to see
positive changes to improve CICAM, and opportunities are
still ahead of us, so we must take up the challenges.
Our newsletter, International Management Focus, will now
be published quarterly on a seasonal basis, and will include
several interesting, useful, and first-rate articles from well
known and leading experts in their fields, and will provide
true value to our members.
We will offer webinars and networking opportunities to
our members. Our 30th Anniversary Celebration will take

place on Monday, November 23, 2009 in Downsview. This
networking event will also feature a dynamic guest speaker
and an outstanding menu. Please see details and registration
form in this newsletter.
We will also be increasing benefits to our members. We
are proud to announce that we have organized a new
benefit for CICAM, where members can attend the popular
Toronto Talks seminars free of charge! This seminar series
features leading keynote speakers with beneficial topics.
More information is provided in this newsletter, as well as
news on other new benefits.
CICAM is celebrating its 30th Anniversary! We should all
be very proud of this significant milestone. I would like to
thank and congratulate all past and present members and
directors who have contributed to the success of CICAM.
I would like to hear from you! Please feel free to contact
me at any time, and let me know your thoughts, ideas,
suggestions, and feedback regarding CICAM. I can be
contacted via email at: philiprusso@hotmail.com
I would like all members to promote CICAM wherever
possible. Our greatest “advertising” is through word of
mouth. Let’s all try to increase our membership since there
is strength in numbers. Please refer any potential member
to our website for membership information – www.cicam.
org Lets commit to membership growth and make it a
PRIORITY.
If you have not already done so, please forward your
membership dues payment to the CICAM office in order to
retain your professional membership.
We will be communicating more via email, so please
provide your current email address to the CICAM office.
The office email address is mailbox@cicam.org and the
office telephone number is (416) 921-7962.
Please continuously refer to the CICAM website for
upcoming news and events - http://www.cicam.org
Finally, I encourage all members to communicate and
support one another, as your participation is paramount to
our success so we can continue to work together toward
our common objectives.

Onward and Upward!
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experience in the organization as it is currently, then it is
difficult, if not impossible, to be perceived as their “leader”.
As someone involved with “selling” the Change, remember
the lesson from sales. People buy from people they like.
Have they known you long enough to trust you? For the
most part, Change Management is an exercise in diplomacy.
Here are some thoughts worth remembering;
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Teaching Old Dogs New Tricks
By Peter de Jager

• Don’t have all the answers; they know their environment
better than you do.
• Don’t ask for “Buy in”, it suggests you’ve decided on a
solution already.
• If there is a problem to solve, ask for their input.
• Get to know who the leaders are, both formal and
informal.
Stage III - Understand Status Quo
To create something new we always have to destroy
something old. When implementing Change we replace the
old Status Quo, known to everyone, with a fragile vision
of something in the future. Having respect for the existing
Status Quo, builds respect for you.
• How long has this institution been in operation?
• What investments/sacrifices did people make to create it?
• What Core Values do they hold dear?
• What stories support the history of the organization?

How can a manager change long established work habits?
There’s a John Tuss quote I’m fond of which relates to
change, “Management that wants to change an institution
must first show it loves that institution.” While that might
seem a bit too “touchie feelie” for some managers, it
contains more than a germ of wisdom.

Stage IV - Create Desire to Change

An organization arrives at where it is, for a reason. The
work habits of those old dogs took years of effort to
acquire and perfect. Regardless of the suitability of existing
work processes, people are attached to them, even proud
of them. If we show disrespect to their status quo, then we
show disrespect for all who participated in creating it.

“A body at rest will remain at rest until acted upon by an
outside force.” that’s as much an observation about people
as it is about Physics. If there are no outside forces (the
Why of change) then nothing changes.

With this quote firmly in mind, here’s a change
methodology with some heart, and based upon its proven
effectiveness, some meat.
Stage I - Understand the Change
Before we try to change habits, it’s imperative we
understand the change is necessary. If we’re not clear on this
how can we honestly answer legitimate questions such as;
• What happens if we don’t Change?
• Who is affected by the Change?
• When will the Change take place?
• Why now?
Stage II - Establish Rapport
We’re back to the “love the institution” idea again. Before
asking people to do it our way, it’s necessary to gain some
trust, or at least credibility, with those we’re about to ask to
Change. If we’re seen as an outsider, someone with no real
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Why should old dogs learn new tricks? That’s not a
facetious question, it the key to getting people to change.
If they see and accept the reason, they will change. Where
we often fail is that we tell people we want them to change,
instead of why we want them to change.

• What problems exist in way things are?
• What are the alternatives?
• What are personal benefits to Changing?
• What problems would Change solve?
• What core values would Change reinforce?
• What opportunities would Change create?
Stage V - Desire becomes Action
Sometimes humour contains more wisdom that we might
expect. The only person who likes Change is a wet baby! A
baby is aware of the imperfections of its current situation
and will cry, and scream, until a Change is brought about.
By analogy, if the old dogs are dissatisfied with their Status
Quo, they will demand a Change to something else.
• What is their Vision of the Future?
• What route do they suggest to get there?
• What can they do to achieve it?
• What are they willing to invest?
• What do they need from you?
• When will their ‘Transition Plan’ be ready?

www.cicam.org

Stage VI - Reinforce New Behaviors

p.s. You’ll need more than a handful of biscuits.

Whenever we do something for the first time, we will make
mistakes. We’ll do it wrong until we learn how to do it
right. This transition is period of low morale for most of
us. Despite all the effort we’re making, we see very little
progress. Being told we’re making progress, despite the
failed attempts, motivates us. Rewarding people while they
learn is necessary if the goal is to encourage change.

© 2009, Peter de Jager – Peter is a speaker/writer/consultant
focused on management issues related to change. You can
read more of his work at www.technobility.com

• Reward all successes.
• Reward all effort... Remember, failure is evidence of
effort.
• Reward all questions.
Stage VII - Create Closure
Getting to the beginning of the new Status Quo is a long
and difficult journey. It deserves celebration. Both to say
good-bye to the past, and hello to the future.
• Celebrate Achievements.
• Hold a Good-bye party for the passing of a Status Quo.
It has been said that Change Management is an Oxymoron.
Hopefully, the above list will suggest to you that while getting
old dogs to do new tricks is difficult, it is not impossible to
achieve. Like all old dogs, people need only understand why
change is necessary and what the rewards are.

BUSINESS WRITING TIPS FOR
BUSY PROFESSIONALS
By Sharif Khan

1.

2.

3.
4.

Effective business writing skills can
help you win that million dollar
contract, earn a promotion, resolve
a dispute, or generate a significant
increase in new business leads. Poor
business writing, on the other hand,
can never be undone; it can cause you
to lose business to your competition
and even cost you your job. Here are
7 easy ways you can improve your
business writing skills:
Before you write a word of copy, make sure you
know who your target audience is and what specific
result you’d like to achieve. If it’s an important
business communication, take five minutes to
visualize yourself in the shoes of the recipient and
imagine what this person’s world is like.
Avoid using acronyms and buzzwords. Avoid using
academic language like ‘ergo,’ ‘henceforth,’ or ‘so
to speak.’ Simplify big words: write use instead of
utilize, send out instead of disseminate, fair instead
of equitable, etc.
Use an active instead of passive voice. “The meeting
agenda could be discussed further” is passive. “Let’s
discuss the meeting agenda” is active.
Write in a conversational tone instead of alienating
your readers by being too formal and bureaucratic
– unless you’re writing to a bureaucrat or someone
who prefers formality. Know your audience!

Peter de Jager is a speaker/writer/
consultant on the issues relating to Change
Management. He has published hundreds
of articles on topics ranging from Problem
Solving, Creativity and Change to the
organizational impact of technology. His
articles have appeared in The Washington
Post, The Wall Street Journal, The Futurist
and Scientific American.
He is best known to IT audiences for his efforts to create
responsible awareness of the Y2K issue – For which he
received several awards from IT associations and Govt.
Agencies. In addition to presentations and seminars on the
topics above, he’s written about a dozen regular columns.
These have included; Association Trends, CIPS across
Canada, Enterprise, Globe & Mail online and Municipal
World -He’s spoken in more than 36 countries and is
recognized worldwide as an exciting, humorous, provocative
and engaging speaker. His audiences have included the
World Economic Forum, The World Bank and The Bank for
International Settlements.
5. Replace hyperbole with solid facts and reputable
testimonials. Phrases like, “We’re #1,” “We’re
the leader in our field,” or “We provide the best
service,” aren’t going to get you anywhere. Instead,
use a fact such as stating that the President of a
leading association ranked your company with the
highest quality score out of 500 certified companies.
6. Be clear, concise, and to the point. Don’t assume
readers will know what to do. Guide them by
including a specific call to action: “click on the link
to get your special report” or “call me to set up a
no-cost 15 minute consultation.”
7. Use word pictures to get your point across. Can
you imagine the thrill and excitement of driving
a rocket-fast, cobalt blue Porsche 911 Turbo
as it whisks you to your desired destination? A
well-written article or report can be like that
Porsche and generate a ton of new business in half
the time with more fun! After all, what’s more
exciting, cold-calling prospects or having them call
you? (If writing is a challenge, consider hiring a
professional).
Sharif Khan is a business writer, book consultant, and
author of the leadership bestseller, Psychology of the Hero
Soul (www.HeroSoul.com). If you need help with an
important writing project or ongoing assignment and would
like a no-cost, no-obligation quote, call 416-417-1259 or
send an email to: sharif@herosoul.com. “Sharif knows how
to write clear and concise copy for business. He is quick, to
the point, and a pleasure to work with,” writes Carl Nanni,
former VP, Kraft Canada
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The price of ignoring what’s wrong
By Chala Dincoy-Flajnik
When I used to pull my sister’s hair as a kid and our babysitter used to ignore it while my sister howled and complained to
her, I would chuckle and continue to create havoc. My sister hated that babysitter.
Strangely, I find that the same thing goes on in corporations everyday. Mistreatment of employees is a subtle thing in this
day and age of litigation. It now takes the form of sarcasm and ill-disguised digs that pass as humour between peers and
direct reports alike.
In my favourite Team Leadership book, Patrick Lencioni’s ‘5 Dysfunctions of a Team’, he tells the fictional story of an
executive who is terminated despite her stellar performance, simply because of her negative attitude. As the CEO puts it
to the shocked management team in making the announcement, “seeing me ignore her (the fired manager’s) attitude and
how it affected all of you could have risked your success, so I let her go”.
The price of ignoring what’s wrong is ironically also often ignored.
Some examples of things that go wrong in companies are the following:
• the mistake that never finds a source or solution,
• the on-going feuds between employees,
• the boss who is a tyrant to her direct reports
These can all be atrocities ignored by top management. But what is the cost?
Well, first of all, it’s a loss of morale in the workplace. The symptoms of this beast are high absenteeism, lack of
sustainable high performance or productivity, absolute lack of friendships or outside of work socializing, as well as a high
amount of cooler gossip and malicious back stabbing.
One company that I worked for had such low morale in the department that there was one specific individual work team
that was continually discluded from being invited out to Friday lunches with the rest of the department. You can imagine
the relationships in that department!
Another consequence of ignoring things that go wrong is a loss of confidence in the leadership. For example, when there’s
no accountability for taking every Friday afternoon off, employees who work faithfully from 9 to 5 begin to feel taken
advantage of. Worse yet, when a mistake is covered up and blatantly ignored, there is no resolve to what caused it in the
first place and teams often face the same issues over and over again.
The gravest consequence of leaders ignoring what’s going wrong in their teams is the loss of employees, especially good
ones who find it easy to be offered other jobs. When workers see their leaders choose to avoid confrontation with
bad-attitude employees or employees who make mistakes, they feel disillusioned and mistreated. Then they leave. The
estimated cost of replacing such an employee costs two and one-half times the person’s salary.
Do leaders who avoid things that are going wrong not know all this? you ask. In my experience, I often find that these
managers belong to the same corporate culture where avoidance is a staple of the business. Alternately, they can be
inexperienced new managers who are unsure about how to operate when faced with the difficult task of confrontation.
If an e-zine could be a call to action for leaders and managers all over the corporate world to take a closer look at how
they are affecting their work environment when they continue to ignore what’s wrong in their workplace and actually do
something about correcting it, then please consider this to be that e-zine.
With kindness as always,
Chala
A certified business coach, Chala is the person you go to if you want to jump quickly to the next
level of your business potential.
She has been a brand manager at companies such as Pepsi, Pizza Hut ,Frito Lay, Diageo , and
Playtex. In addition to her growing coaching practice, Chala currently manages the Stationery
Category brands for Canada with BIC Inc.
For more information on coaching and on Chala’s coaching practice, go to www.coachtactics.com

45 Effective Ways for HIRING SMART!: How to Predict Winners and Losers in the Incredibly Expensive People-Reading Game ( Ten Speed Press:
Berkeley / Toronto) © 1998 by Pierre Mornell
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Canadian Institute of Certified Administrative Managers
(www.cicam.org)

The Canadian Institute of Certified Administrative Managers (CICAM) is a professional association dedicated to
advancing the science of Management and Administration. The following professional designations are conferred upon
approved candidates:
Chartered Executive (Ch.E)
Fellow of the Institute of Certified Administrative Managers (FCAM)
Certified Administrative Manager (CAM)
Certified Housing Administrator (CHA)
Certified Environmental Administrator (CEA)
Associate Certified Administrative Manager (ACAM)
Undergraduate Member

The CICAM academic programmes are university (or equivalent) based and are open to any person who meets these
entrance standards. Within the academic qualification, obligatory credits have to be attained in Administration,
Accounting and Economics. The balance of credits are optional and are selected by the member from a variety of business
courses according to the applicant’s own career path goals. Advanced standing may be granted by the Institute, within its
requirements for suitable academic achievement attained outside the designated university or equivalent programme.
The development and certification programme for administrators and managers was incorporated in Canada on May 17,
1979. The Canadian Institute was chartered under Part II of the Canada Corporations Act.
The academic requirements for certification in Canada must be attained through a recognized degree-granting university
or college or business school with equivalent academic standards. International applicants must submit internationally
recognized University, College or Business School transcripts. In Canada, it is possible to complete the business courses
in whole or in part through lecture attendance, tutorial/correspondence or by radio/cablevision. Persons non-resident in
Canada may acquire the academic standards through study at any recognized university or college throughout the world.
The institute has, within its own academic criteria, the ability to grant advanced standing for comparable academic study.
Eligibility
Who is Eligible?
The Institute’s programmes are open to any applicant who meets the university (or equivalent) entrance standard.
Advanced standing may be granted by the Institute, within its own academic requirements for suitable achievement
outside the designated university (or equivalent) programme. Certification is based on standards designed to measure an
individual’s personal, inter-personal, organizational and administrative effectiveness.·
Chartered Executive (Ch.E)
• Masters degree in Business (or equivalent).
• 10 years business experience.
• 2000 word dissertation on how you have improved your company’s administration.
Fellow Of The Institute (FCAM)
• Certified as a CAM, CHA or CEA
• Masters degree in Business (or equivalent).
• 10 years business experience.
CAM / CHA / CEA
• Undergraduate degree in Business (or equivalent).
• 5 years business experience.
Associate CAM
• 50% completition of an Undergraduate degree in Business Administration (or equivalent).
Undergraduate Member
• Individuals may register as an Undergraduate Member while studying to complete their academic
requirements.
continued...
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• Non-Academic Qualifications: The Institute’s objective is to develop and recognize competent professional managers.
Accordingly, CAM, CHA and CEA graduates are required to have a minimum of 5 years experience in business or
public administration and during 2 of these have had significant management responsibility. In addition, graduates
must show evidence of involvement in voluntary organizations engaged in community or social work and that they
acknowledge the membership requirements by completing a Membership Attestation Form.
• Benefits: Registered Undergraduate Members participate in all the activities of the Institute while they work to achieve
the appropriate designation. Graduate members who maintain registered membership in the Institute are authorized to
use the awarded designation for all professional purposes as well as on business cards, stationery and legal documents.
Membership brings knowledge, recognition and fellowship and a unique place in the Canadian business community.

Fee Structure
Graduate Member (Ch.E) $200 Annual Membership
Graduate Member (FCAM) $150 Annual Membership (CAM, CHA & CEA)
Graduate Member (ACAM) $100 Annual Membership
Retired Graduate Member $30 Annual Membership
Undergraduate Member $75 AnnualMembership
Membership Application $50 Initial Registration *
*NB: Initial Registration fee must accompany all applications.Annual Undergraduate or Graduate Member fees will be
invoiced following the verificationof documentation and request for Advanced Standing.
All monies must be paid in Canadian Funds. Tax receipts will be issued.
Membership Info
Please print out and complete the membership application located on the website and return it with the Initial
Registration fee to expedite registration of membership. Complete documentation submitted with the application
will assist the Institute in determining the class of registered membership.Please send copies. Do not send original
documents. Following the acceptance of a membership application, an invoice for the appropriate annual membership
fee will be mailed together with an advanced standing assessment if applicable and a Membership Attestation Form. All
monies paid to the Institute during a calendar year are Tax Deductible as certified professional membership. If further
information or counseling is required, please contact the National Office by email , telephone or letter.Thank you for
your interest in the CICAM career path programmes. We will look forward to a continued professional relationship.

Contact Us
Canadian Institute of Certified Administrative Managers
2 St. Clair Avenue East, Suite 800
Toronto, Ontario
M4T 2T5 Canada
Telephone: (416) 921-7962
Fax: (416) 921-3959
E-Mail: mailbox@cicam.orgWebsite: www.cicam.org
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“5 Techniques for Effective Networking”
By Mike Aoki
Ever heard of the old adage, “It’s not what you know, it’s who you know?”
How do you meet people in your profession? Well, one method is to meet people at industry seminars and conferences.
Imagine being in a conference ballroom filled with people. How do you start a conversation with a total stranger?
Before you even begin, think of what you can offer. That’s what networking is all about. Give first and goodness will come
back to you.
For example, at a networking session in 1998, I met a woman named Michelle who was looking for a training manager’s
job. I put her in contact with a friend of mine who hired her. Years later, Michelle let me know of resources that helped my
business. She wanted to help me because I had assisted her first. People want to return kindness.
Here are 5 techniques to make it easier and more comfortable to network
Technique #1: Whom do I approach first?
At one of my recent presentations skills seminars, I watched attendees attempt to network during the lunch break. But,
they hesitated because they didn’t know whom to approach first.
Here’s the secret: approach groups containing three people.
While two of them are chatting to each other, the third person will usually start talking to you (and probably feel relieved
since they were the “odd person out” in the group of three.)
Technique #2: How to respond when people ask, “What do you do?”
When someone asks you this question, use this simple formula:
“Have you ever_____? Well, I ______?”
For example, when people ask me what I do, I respond, “Have you ever sat through a boring business presentation? Well,
I specialize in training business people on how to give more dynamic presentations that motivate people to action.”
Stating the problem first i.e. “boring business presentations” shows you understand the problem. Stating a solution how
you can fix the problem.
Technique #3: How to handle business cards
Here’s a tip: use two suit pockets or two compartments in your purse. Have your own cards in one pocket and use the
other pocket to store cards you’ve received from other people.
The benefit is you’ll never get confused and accidentally give out someone else’s card by mistake.
Technique #4: How to keep track of all the people you meet
Bring a pen. After meeting someone, make a note on the back of his or her card. In your note, write down any key points
they’ve made or any way you can be of assistance to them.
If you’ve committed to help someone with information, write it down on the card so you can follow up later.
Technique #5: Offer to help
Ask them about their biggest need or challenge. Then think of a resource to help them. It may not be something you do.
But you may know someone who can help them with their challenge.
Again, networking is about mutually beneficial relationships. The more people you help, the more people will want to help
you.
Use these “5 Techniques for Effective Networking” at your next business mixer, seminar or conference.
(C) 2009 Reflective Keynotes Inc., Toronto, Canada
About the author:
Mike Aoki is a Toronto, Canada based speaker, trainer and consultant. His topics include
employee coaching, sales skills and persuasive presentation skills. You can find more tips and
articles at www.reflectivekeynotes.com
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Black Holes and Management
By Ron Lutka, CMA, ACIS, P.ADM., CorpS, Acc. Dir
This article addresses particular challenges faced by all
levels of management within companies, not-for-profits,
and government organizations.
The role of management is to help the organization attain
its goals with minimal use of the factors of production—
time, labour, materials and capital. 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 consequences 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 frustrated 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
organization becomes ensnarled in problems of its own
making, causing a drag on performance. 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 organizations can be traced to black
holes. When black holes cause organizations to decline
many “reasons” are used to explain problems. However,
the failure of basic activities 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 organization is prospering, it might not
be prospering 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.
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A black hole in an organization includes the following
components:
1. Destruction in some form occurs within 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
occasional occurrence.
3. Management might or might not be aware of the
destruction, but management 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 prevent them. During the post-mortem stage, cash flow
problems, narrowing margins, and increased competition
often erroneously 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 organization is one reason why black holes
are so harmful. It is also why management, in trying to
solve the consequences of problems and not the root cause,
does not take effective action or takes incorrect action. It
is easy to understand management’s misdirected 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 reality is far different from the appearance.
The appearance is one of “everything is fine and under
control.” Yet, the reality 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 coordinated 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 plaguing
organizations.
Left unhandled and occurring unbeknownst 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 environmental checklist can result in directors being
sued because environmental procedures were not adhered
to. Failure to deliver goods when promised can upset
customers who refuse to pay or turn to the competition,
leading to cash flow issues.
continued...
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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 mandrel, feed sheet through machine, run machine
at correct speed, cut sheet at desired length, strap coil,
complete ticket, call tow-motor to remove coil.

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; however black holes operate largely beneath
the radar of management. Managers would be wise to
discern how to search for, identify and eradicate black
holes in organizations if they want to arrest the decline of
organizations and foster improved performance and growth.

Each step contains the potential to fail, usually in more
than one way. For example, 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 operator cannot read work
orders.

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 feature
article in CMA Management magazine and Corporate
Governance Quarterly.

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 organization may have had standard
run speeds and pressures but cutbacks, due to difficult
financial conditions, may have included the maintenance of
standards. Failing to resurrect standards during subsequent
prosperous times was a failure of a basic action.

Ron can be contacted at author@blackholebook.com.

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
contracts, understand contracts, phone lessees, request
payment, open mail, copy cheques, compare cheques to
lease contracts, record cheques, deposit cheques, resolve
discrepancies, 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 awareness 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.

President Phil Russo receives the
prestigious Chartered Executive
(Ch. E.) Designation from CICAM.
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A Question of Survival
By Adrian Davis
Every year in Canada, between
100,000 and 150,000 new
businesses are started—and
every year in Canada, between
100,000 and 150,000 businesses
fail. Similar statistics are observed
around the developed world. Even
large, well-established companies
are failing in today’s turbulent
economy. But don’t let the math discourage you from
starting or continuing to run your own business because it
is possible to thrive regardless of the economy.
So why are the keys to business success seemingly
elusive? Are there principles one can learn that govern the
probability of success—or is starting and running a business
simply a game of chance (Russian Roulette anyone)?
In my work with companies at different stages of growth,
I have developed a scale to help predict a company’s
probability for ongoing success in today’s uncertain
economy. It comprises five stages, which examine the
internal operations of a company.
What stage are you in?
Stage 1: The Entrepreneurial Enterprise.
A company at this level reflects the entrepreneurial spirit in
its purest form. All the company truly has going for it is an
idea. The founder sees a gap in the market and believes he
or she can fill this gap better than anybody else. Internally,
the company is driven by trial and error as the founder tries
to figure out what the market will value and pay for. In this
state, the company is intimately aware of customer needs
and will do almost anything to fill them.
How to move on to the next stage: With rising expenditures
and uncertain revenue, the Entrepreneurial Enterprise
must quickly figure out its winning formula in order to
successfully remain viable and move on stage two.
Stage 2: The Performing Enterprise.
A company enters this stage when it has figured out the
compelling value it can deliver, and does so with positive
cash flow. The market has now validated the founder’s
vision and the company is able to attract talented
individuals to share its vision and passion. However, this
company’s Achilles heel can also be the same talented
people it attracts because its success depends entirely upon
the ‘Herculean’ efforts of these individuals. Unfortunately,
this is not a scalable model. The founder and the key
employees become a bottleneck but are unable to give
up control. The growth, which was so exciting when
emerging from the entrepreneurial phase, becomes a source
of unyielding pressure and foreboding risk. Where the
company was once at risk due to ‘starvation’, it is now at
risk from ‘indigestion’—with its talented people burned out.
And no one has the time or energy to recruit and train the
workforce required to keep the company going.
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How to move on to the next stage: Companies in this
phase must prevent upsetting customers if their resources
are being stretched too thin. If their service levels are
compromised and they just cannot keep up with the
dramatic growth, this company must take the steps
necessary in order to adapt to the growing demands—which
could include hiring a more professional management team
and giving up some control.
Stage 3: The Systematic Enterprise.
At this stage, in order to survive, the founder hires
professional managers—all bringing proven experience
in systems and processes to address the disorder of the
Performing Enterprise. These proven systems enable the
company to scale. Consistent results are achieved through
a systematic approach. Typically, at this stage of growth,
the company’s culture becomes inhospitable to the founder
and original employees. Where creativity and confidence
were once prized, consistency, caution and repeatability are
now prioritized. Often, at this stage, the original employees
leave and seek employment with smaller firms where their
entrepreneurial spirit is valued. The remaining employees
and the new hires focus on building an enterprise based
around a winning formula.
How to move on to the next stage: With new management,
new systems and a winning formula in place, sometimes
it’s easy for management to become wedded to those new
systems (strategy fixation) and inadvertently neglect the
ongoing needs of customers. Learning to successfully adapt
those systems in order to accommodate ever-changing
customer needs is crucial.
Stage 4: The Adaptive Enterprise.
Realizing the company was in danger of becoming wedded
to its systems, the Adaptive Enterprise stage kicks in. The
company realizes it now must take input from its strategic
customers on an ongoing basis. It also realizes that its value
is not in the products or services that it creates, but in its
relationships with its strategic customers. The strength of
the Adaptive Enterprise is that its processes and systems
take input from the market on an ongoing basis and it has
change and adaptation formally built into these systems to
enable its ongoing evolution.
How to move on to the next stage: The weakness of
the Adaptive Enterprise is that it is reactive rather than
proactive—it risks failing to evolve quickly enough. That
means further evolving the company to the point where it
can anticipate risk, and know how to immediately work
through those potential challenges.
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continued...

Stage 5: The Preemptive Enterprise.
The Preemptive Enterprise takes nothing for granted. It
knows that its deepest and strongest customer relationships
are constantly at risk. It also knows that both existing and
emerging competitors are able to create new value, and
that its customers will always be attracted to that new
value. So rather than wait for these emerging demands
and threats to come to fruition, the Preemptive Enterprise
is predictive. Through close collaboration with its most
strategic customers, it is able to anticipate any new
challenges customers will be facing and position itself as a
strategic ally in overcoming these challenges. Through the
use of competitive intelligence and scenario analysis, it is
able to understand the goals, strategies and capabilities of
its competitors and consistently dilute and diffuse any new
value that its competitors plan to bring to the market. In so
doing, it sustains the momentum of a continually unique
and compelling value proposition.
So there you go. Understanding where your company is
in its maturity and knowing what steps to take to get to
the next level is critical to your success. This is not just a
question of increasing sales or market share; it is a question
of survival.
Adrian Davis is the President and CEO of Whetstone
Inc. and can be contacted at 416.572.2663 or adavis@
whetstoneinc.ca. www.whetstoneinc.ca
EMPOWER PROFILE: Adrian Davis
Adrian Davis is a business strategist and trusted advisor
for business owners and chief executives. As President and
CEO of management consulting firm Whetstone Inc., he
has worked with start ups and organizations such as AOL,
KPMG, Motorola, PricewaterhouseCoopers, Phonak,
Aviva and Dupont. His 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 holds a
Bachelor of Business Administration from the University of
Ottawa (Dean’s Honour List). He is a thought-provoking
speaker and is frequently called upon to address senior
management teams and sales groups on the subjects of
customer strategy, and sales excellence.
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Employers get expert help on
human rights in the workplace
By Pascale Demers
Ontario Human Rights Commission
Almost three-quarters of human rights
complaints in Ontario are about a
problem in the workplace. To help
employers develop and maintain
inclusive, respectful workplaces that
meet the standards of the Ontario
Human Rights Code (the Code), the
Ontario Human Rights Commission
recently released the third edition of
Human Rights at Work. Since it was
first launched in 2000, Human Rights
at Work has been seen as an essential
tool for employers and all partners in the workplace.
This plain-language book will guide employers in their
efforts to proactively comply with the Code at all stages
of employment, from advertising to discipline right
through to retirement and termination. Human Rights at
Work outlines some of the more common human rights
issues and provides explanations and examples to help
employers and employees understand their obligations and
responsibilities. Best practices, sample forms and other
resources are also provided as tools to help employers
create an environment where each employee’s rights are
respected and human rights complaints are prevented or
resolved.
This edition also includes an expanded section on how
to create a workplace that promotes the values of Code.
Meeting human rights obligations is not just a legal
requirement. It is also a wise business practice. Employers
with a solid reputation for respecting human rights
can attract and retain quality employees. Implementing
best practices and principles can help employers protect
employee rights, comply with the law, and save time and
money by dealing with workplace human rights issues
promptly.
The book is geared to the needs of employers, including
executives, managers and supervisors, because they have
the primary responsibility for making sure the rights of
their employees, and people in the workplace, are upheld.
Human resources professionals often rely on this book as
an authority when advising supervisors and managers on
human rights. The book is also a valuable tool for staff of
internal human rights offices, accommodation specialists,
unions or other employee representatives who wish to
implement enhanced human rights practices. Individual
employees can also refer to sections when talking with
their unions, managers or supervisors about their own
rights.
continued...
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The Commission has developed policies and guidelines
on many specific human rights issues, such as racism
and racial discrimination, sexual and gender-based
harassment, disability accommodation, pregnancy and
breastfeeding, age discrimination, gender identity, sexual
orientation and family status. These policies can be viewed
on the Commission’s website. While Human Rights at
Work highlights and expands on the main elements of
these policies and guidelines, it does not replace them.
We encourage you to carefully review the policies and
guidelines that apply to your situation to develop a deeper
understanding of your human rights obligations.
A complete strategy to prevent and address human rights
issues should include a combination of five elements: (1)
a plan for preventing, reviewing and removing barriers;
(2) anti-harassment and anti-discrimination policies; (3)
an internal complaints procedure; (4) an accommodation
policy and procedure; (5) an education and training

program. The nature of the strategy will depend on an
organization’s size, complexity and culture.
While many employers see the importance of respecting
human rights in the workplace, they are often not sure
how to do this. The Commission’s recent Guidelines on
Developing Human Rights Policies and Procedures, also
available online, can help employers, human resources
professionals and unions create workplace human rights
strategies.
The third edition of Human Rights at Work is available in
English and French for reading online at www.ohrc.on.ca
or to order a copy visit www.carswell.com.

Dear CICAM Members,
Welcome to one of Toronto’s most popular speaking series, Toronto Talks. Our dynamic series, now in its
seventh year of operations, allows you the opportunity to hear from Toronto’s leading experts in the fields of
Internet and E-Commerce, Management, Leadership skills, Personal Development and Business Development
skills.
As business people, we are captivated by the day to day operations of our own enterprises. So it is important
that that you rub shoulders with others who are succeeding in their fields. It gives you insight into other worlds
and markets that otherwise remain a secret.
That’s why we’ve initiated Toronto Talks. We want to give you the opportunity to expand your universe and
hear first hand what business leaders in and around the Toronto area are doing. And we welcome you to come
out and hear from our top quality speakers and learn with the experts. But don’t just take our word for it, read
our testimonial section and find out what people really think!
Toronto Talks is FREE if you are a member of the Canadian Institute of Certified Administrative Managers.
Otherwise, we charge $20 at the door.
We also pride ourselves on being a charitable organization. All proceeds from Toronto Talks go towards Camp
Oochigeas, a camp for children with cancer located in Ontario.
If you would like to participate in our series, you can RSVP to our events through the RSVP tab at our website
(www.torontotalks.org) or sign up for our newsletter. Our seminars usually take place at Metro Hall, 55 John
Street, Toronto, ON (Room TBA), as well as other Toronto locations.
Have a terrific Toronto Talks day!

Regards,
John Klotz
Event Chair, Toronto Talks
chair@torontotalks.org

www.torontotalks.org
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Leadership Is Everything:
By Ray Pons
Leadership is everything to the success of a business.
No matter what its product or service, if you want to judge the upside potential of any business, you need look no further
than the leader.
As the leadership goes, so goes the business.
Whether it’s a home based one person enterprise or a business with large staff and multiple locations, the accomplishments
can only rise to the level of the leadership.
Without question: the better the leader, the better the business.
Why then is leadership, genuine empowering leadership, so rare in the world of small business today?
Regrettably much of it can be attributed to leadership neglect.
Many, if not most, business owners seem more focused on doer-ship not leadership. They are consumed by day to day
details, problems and challenges. They are working long hours, toiling away working harder not smarter. They’re working
too much IN the business instead of working ON the business.
Jack Welch, legendary leader of General Electric stated: “Good business leaders create a vision, articulate the vision,
passionately own the vision and then relentlessly drive it to completion.”
Leadership is that Vision thing.
What was your vision when starting out in business? What gave you the courage to go out onto the skinny branches? And
how does your present business reflect that original vision?
Is the vision captured, written down somewhere? Are you able to articulate it crisply, powerfully and passionately?
If there isn’t a passion for the vision, a fire from within, there will be no spark of excitement from without.
Finally, are you determined to the point of relentless to see the vision fulfilled? Determination is omnipotent. Persistence is
mandatory. It isn’t over until the vision becomes real.
Leadership is everything to the success of a business. And it is the sole responsibility of the business owner. You can
delegate every technical task. You can never delegate leadership.
There’s no such thing as leadership by committee, consultation or consensus.
By all means hire advisors, consultants, coaches who will support you and guide you and hold you accountable. But never,
ever, assign responsibility for leadership to anyone. You and you alone must be the business
beacon of leadership.
Leadership is everything. Now get up and get leading.

Ray Pons is a keynote speaker and strategic business coach. He is the author of “Finding
My Way – And How You Can Find Yours” and an eBook “Small Business Success – Seven
essential keys to start, grow and sustain a small business”
You can contact Ray at www.raypons.com or www.thegrowthcoach.ca 905.967.0119
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IMPROVE PERFORMANCE AT THE PEAK OF EXPERIENCE
By Randy Park, Thinking for Results
In our society we place a high value on experience. We
use sayings such as “experience is the best teacher.” There
is a good reason for this: in general, the more experience
we have at a task or in a job, the better our performance.
It doesn’t necessarily mean that with no experience we
can’t perform at all; we may have training or transferable
experience from other areas. But our word “expert” is
related to experience for a reason.
For example, think back to when you learned to drive. At
first, there were all sorts of things to watch - controlling
the car, other cars on the road, traffic signals - all this even
without distractions such as passengers or the radio. As
you gained experience, your performance improved. Your
driving became more natural, more automatic. You learned
certain ways of doing things such that you didn’t have to
think about the details. To a large extent, you were training
the automatic processing or “information filter” part of
your brain.
Does this performance improvement go on forever? I
would argue that it does not; in fact as shown in the
diagram, not only does our performance level off, but
in many cases it can actually decrease with increasing
experience.
Let me again use driving as an example. I don’t think I’m
as good a driver as I used to be. So many of my driving
functions are now carried out automatically by my habits
that to a large extent I drive unconsciously. (It’s kind of
scary to think about!)
This was brought home to me one day when I was driving
along, doing several things at the same time, one of which
was looking down at the map on the seat next to me. I
looked up, and the car in front of me was stopped dead.
I slammed on my brakes, and fortunately there was no
collision, but it caused me to realize how little attention I
paid to the way I was driving. I had become complacent,
careless, and wasn’t paying attention because the actions
were so familiar and so automatic.

Performance

The Optimum Experience Curve

Experience

Are there areas in your life (maybe driving, maybe at work
or at home) where you have been doing the same thing for
so long that your actions have become automatic? Is your
performance lower than when you had less experience?
How could you identify if this is the case?
One way - not recommended - is to have an accident.
Another less destructive way is to constantly monitor the
results you are achieving. Are these the results you want?
Are they at least as good as in the past? Ask you clients
and your co-workers for their opinions, and really listen to
their answers.
If you are past the optimum point on the experience curve,
it shouldn’t be too hard to at least get back to the level
you were at in the past. One way to reverse the decline is
to shake things up a bit. Try new ways of doing things,
hang out with some different people, consciously look for
alternative techniques. Another way is through mentoring
or training another person. Mentoring is about helping
someone on the left side of the Optimum Experience Curve,
someone with less experience that you. If you’ve ever been
a mentor you will know that this person will ask lots of
questions, some of which are pretty simple. But even so,
really listen to their questions - they are seeing things with
fresh eyes and may help you gain a new perspective. Be
especially aware if you answer “because I/we always do
it this way” because that can be an indicator that your
performance is past the peak of the curve.
The curve doesn’t always turn down. I think of Tiger
Woods who when he wins yet another championship
doesn’t sit back and take it easy, but keeps practising to
improve his game.
One final point, which is not obvious from the curve.
Sometimes even when our actions continue to be the best
for the situations we have experienced, the world changes
around us. We can end up past the peak even when we are
performing our best. Once again, the key is to monitor our
results and compare the actual results to the target results.
Make sure your rich experiences are not holding you back
from the results you want, but moving you forward to
greater success.
Randy Park is a professional
speaker and author who
lives and works in Toronto.
Randy boosts organizational
performance by facilitating,
educating, and motivating
people to think more and
think better. Contact Randy
to help reduce the gap between
thinking potential and
thinking practise:
www.thinkingforresults.com or 416-703-9202.
©2009 Randy Park
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7 Shifts for Recovering Your Best Listening
By Carrol Suzuki, B.Sc., M.Ed.

“Our simple attention, offered to
another person, is the most underused
of human resources, one of the least
costly, one of the most freely available,
and—without a doubt—one of the
most powerfully beneficial.” Kathleen
Dowling Singh
Most of us know how to listen or how
to pretend to listen. What makes the
most difference to our clients is the
experience of being truly heard, valued and understood.
What does it take for a busy service professional to avoid
falling into the trap of listening from the stance of expert?
i.e. “Experience tells me,” “I’ve seen this many times
before” or “this is what I recommend.”
Here are 7 shifts to recovering your intent to listen while
at the same time not moving to “telling” or “influencing”
before your client is ready.
#1: Give them the floor. Put your client at center stage—
keeping in mind that your job is to be the appreciative
audience. Remember to pause – make sure they’re finished
their thought before responding.
#2: Grant them an “A”. Your client is the expert in what
they are trying to tell you. They always get an “A” when
they tell you any part of their experience through the lens
they can’t help but use. Resisting or minimizing things we
don’t agree with, or feel we don’t have time for – doesn’t
make them go away. It maybe the reason in some cases that
your client begins to repeat things – because they feel you
haven’t heard them fully or not at all.
#3: Go back to “first”. (a baseball metaphor) When we
want people to move forward to solving a problem or
making a decision – we sometimes get ahead of them in our
thinking and/or the conversation. If we don’t give them
enough of an opportunity to express their concerns—they
are less likely to hear what we have to say – even if it’s in
their best interest. So if you are “rounding second” and
notice that your clients isn’t with you – “go back to first” –
and listen with empathy and ensure you acknowledge what
they have to say.
#4: You be “Ginger” Remember to be the one who
“dances backward” first like Ginger Rogers did a lot with

Fred Astaire. This means that if you want someone to
listen and appreciate what you have to say – be sure to
listen and appreciate what they have to say first. Because
in listening first, you’ll be more likely to be listened to and
help your client in the end.
#5: You say “potato” There are at least two ways
of pronouncing potato. Most of us only use one
pronunciation and secretly think that – our version is the
“right” one. So remember when listening to your client
--they may have a different version of the same situation
or issue. It’s not your job to “correct” their version or
tell them they are wrong – just practice using the word
“and” – and provide your version or perspective for their
consideration. And remember if they understood what you
do fully – they wouldn’t need you – so don’t feel the need to
overcorrect every misdefinition or misconception they may
have – if it isn’t going to make a difference in the end. .
#6: Make this moment perfect. There will be times that
your client will say something and in your mind – you’re
saying to yourself – “you’ve got to be kidding” or “that’s
the dumbest thing I’ve ever heard” or you fill in the blank.
So whenever you don’t like what’s happening or what’s
being said in a conversation – remember you can choose to
“make this moment perfect”. Giving people the space to
express themselves often clears the space for your influence
and expertise
#7: Remember Rule #6. This last one is often the most
powerful shift you can make. How many of us sometimes
get so attached to our contribution – we “white knuckle”
our participation in the conversation. We must have
our say!!! It’s becomes a matter of “life and death” that
our opinion, perspective or knowledge is stated. Little
movement, progress or value is made in these kinds of
conversations. As the listener, if you remember Rule
#6, you can change the mood of the conversation in a
nanosecond. And if you don’t know already – Rule #6 is –
“don’t take yourself so gall darned seriously!”
©Suzuki & Associates, The Business of Listening, Toronto,
Canada, 2009Carrol Suzuki is Canada’s premier listening
facilitator/trainer and coach. She helps people listen better
so they get the quality of results and relationships they are
after in their business and/or workplace lives.
www.listeningbetter.com
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NEGOTIATION
By Peter Hiddema, Founder, Common Outlook Consulting Inc.

“In a conflict, being willing to change allows you to move from a point of view to a viewing point – a higher, more
expansive place, from which you can see both sides.” -- Thomas Crum
“What you see depends on where you stand.” This is the corner-stone of our philosophy at Common Outlook
Consulting, Inc. We believe when this basic concept is forgotten, conflicts arise. We forget we only see part of the
picture. We think we have the right answer, the truth, everything we need to know. We assume that if we’re right, the
other party is wrong. When we try to persuade them that they’re wrong and they don’t change their view or actions, we
then conclude they are foolish, misguided, or perhaps ill-intentioned. The result is deadlock.
Here are a few examples of commonly negotiated items:
• overcoming objections from a potential or current client
• deciding whom to include in a project team
• agreeing on the terms and conditions of a contract
• managing differences of opinion among your staff
• deciding where to go for a family dinner
Here are some useful assumptions which may change the view you see:
• I may not have all the relevant information
• if they see it differently, there must be a logical explanation
• they’re probably not stupid, crazy or evil
• it’s in my interest to be curious: if I want to change their mind, I need to know what they’re thinking
• understanding without agreeing is still valuable
Whenever you are trying to influence or persuade someone about something, you are, in essence, negotiating. Each
negotiation can be successful, or not, and can serve to improve the quality of the relationship, or not. A lot will
“depend on where you’re standing”.
Negotiation can be viewed as a set of skills, skills which need to be learned, practised and refined. At Common
Outlook, we offer an introductory workshop, Effective Negotiation Skills. In this workshop we explore common
dilemmas in negotiation: issues of trust, perception, miscommunication and flawed assumptions. Negotiations are
positioned as a puzzle to be solved rather than a battle to be won and practical tools that can easily be implemented
into peoples’ lives are covered in this workshop.
For those looking to hone their negotiation skills, a workshop called Advanced Negotiation Skills
is available. Here, the core components of the negotiation framework are more closely examined
and additional tools for developing negotiation strategy are provided. There is also a greater focus
on dealing with difficult negotiators. To learn more about these workshops please contact info@
Commonoutllook.com and visit the Common Outlook website.
(www.CommonOutlook.com)
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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

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 International
Management Focus, please contact Phil Russo at philiprusso@hotmail.com

International
Management Focus
Newsletter
ADVERTISING RATES
are as follows:
• $300 - Full page advertisement
• $150 - Half page advertisement
• $75 - Quarter page advertisement

Fundraising

Donations

Sponsorship
If you are interested in raising
funds for CICAM, sponsorship, or
donating to CICAM, please contact
the CICAM office at Telephone
number (416) 921-7962, or by
email at: mailbox@cicam.org

If you are interested in placing an advertisement,
please contact Phil Russo at
philiprusso@hotmail.com

YOUR CURRENT EMAIL
ADDRESS IS REQUIRED

ANNUAL DUES REMINDER

CICAM will be communicating more
via email, so please provide your current
email address to the CICAM office. You
can contact the office at mailbox@cicam.
org, or by telephone at (416) 921-7962.

If you have not already done so,
please forward your membership dues
payment to the CICAM
office in order to retain your
professional membership.
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Curbing Corruption: The Proactive Role of Accountants
By Lal Balkaran, MBA, FCMA, FCIS, CGA, CIA
Accountants are uniquely qualified to help their
organizations fight corruption. As the eyes and ears of
management, we are present year-round, we have a broad
understanding of business operations, and we are bound by
rigorous standards of performance and ethical conduct.

Recommendations for corrective action should weigh the
risks involved, take the business environment into account,
and consider the cost of fixing the problem.

A proactive approach to anti-corruption efforts can help
reduce the potential for misdeeds. Accountants can institute
structural and accounting initiatives to assist organizations
in curbing corruption.

Questionnaires can prompt employees for any knowledge
of illicit activity. Relatively simple questions often
encourage employees to reveal sensitive information that
they would not divulge in face-to-face meetings.

Structural Initiatives

Whistle-blowing

Ethical Environments

Sometimes corruption is uncovered by whistle-blowers—
those who are involved with the organization but not
necessarily part of its formal anti-corruption efforts. To
avoid negative publicity, organizations should take steps to
ensure that those who are aware of misconduct report their
observations through proper internal channels.

A written code of ethics and business conduct that
integrates such values as honesty, trust and integrity helps
set the tone. Accountants can verify that the code includes
provisions against corrupt practices, such as bribery or
extortion, and ensure the code is maintained, enforced and
accompanied by effective management systems designed for
monitoring and compliance.
Breaching the written code must trigger consequences
commensurate with the severity of the breach. This
may involve reprimand, loss of pay, transfer or outright
dismissal. An audit of code violations could include
itemizing and examining all breaches to ensure that
escalating actions have been taken to the highest levels of
management.
Effective Hiring
Virtually any system is only as effective as the people who
are employed to manage it. A corruption-proof system
can operate effectively only if those working within it
are performing and behaving as required. Accountants
can ensure that their companies are performing thorough
background checks on candidates for employment.
Accountants can also verify that employers are validating
the qualifications, work experience and references of
applicants.

A clear, accessible whistle-blowing policy will help alleviate
the fears of potential whistle-blowers, and ensure that
whistleblowers are seen as agents of anti-corruption efforts
and good governance.
External Assistance
A successful anti-corruption strategy requires the concerted
action of many diverse players. Other organizations will
have a unique perspective on anticorruption and can
introduce new dimensions to anti-corruption efforts.
Accounting Initiatives
Red Flags
Red flags are indicators of potential problems and
irregularities and may come in many forms. Unreconciled
bank statements, excessive spending and dramatic increases
in miscellaneous expenses may indicate that a company is
expensing bribes or using resources for dubious objectives.
Exception Reporting

Incentives & Correctives
Companies should maintain incentives whereby rewards are
given for reaching defined goals and penalties are incurred
for subverting or circumventing established controls. For
example, providing bonuses for completing a project on
time and imposing a fine or other disciplinary action for
accepting bribes are effective means of encouraging ethical
behaviour.
Although detection measures can go a long way towards
eliminating corruption, they must be accompanied by
appropriate methods of remedy. Management may
be inclined to overcompensate with costly control
recommendations and fail to consider whether the
organization has the means to implement these measures.
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Questionnaires

Unusual transactions and items that appear on reports
should be investigated. If a monthly report shows that the
company spent $10,000 on gasoline for its fleet of cars,
when the amount in previous months had been $4,000, an
Accountant should ensure that the increase of 60 percent
can be justified. A thorough examination includes all
benign explanations, while recognizing the potential for
misdeeds. Some drivers may be filling up personal vehicles
and charging it to the company, or colluding with station
owners to inflate invoices while agreeing to split the
difference. Suspicious items should not be dismissed until
sound conclusions have been reached.
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continued...

Modern Tools
Technology has led to powerful tools for Accountants to
use in combating corruption. With the advent of computerassisted audit techniques (CAATs), auditors can now review
entire populations of data quickly and accurately. CAATs
automate data analysis and enable auditors to draw more
conclusive opinions. They also play an integral role in
identifying suspicious activities and unusual transactions.
Beating the Odds
According to William Thornhill’s Forensic Accounting:
How to Investigate Financial Fraud, there is only a 50 per
cent chance that a tip, lead, or accidental discovery might
uncover fraud. Regular procedures have only a 25 per cent
chance. Curbing corruption demands prevention, detection
and correction measures to combat, and Accountants
should be mindful of the odds.

L-R: Vice-President Frank Palmer, President Phil
Russo, Toronto City Councillor Cliff Jenkins, &
CICAM Founder Dr. Albert E. Ballantyne

Lal Balkaran is widely perceived
as an internal audit leader. He is a
Senior Manager in Businesss Risk
Services at Ernst and Young in
Toronto. Mr. Balkaran is a prolific
writer and has been published
around the world. A Past President
of the Institute of Internal Auditors
(IIA) in Toronto, Mr Balkaran is
now an Honourary Member of the Institute, and sits on
two committees of IIA Global. He is also the Founder of
IIA-Guyana and has authored seven business publications
on a wide range of topics and six non-business books on
his native Guyana. He can be contacted at lalbalkaran@
rogers.com.
This article was reprinted with permission from the
Journal, published by the Guild of Industrial, Commercial
and Institutional Accountants (www.guildoficia.ca).

L-R: CICAM Secretary Paul Gallardo &
International President Phil Russo

CICAM Membership Application Form
Please note that the CICAM Membership
Application form can be downloaded from
the CICAM website –
http://www.cicam.org/membership.asp
Kindly inform your colleagues, co-workers,
friends or relatives that may be interested in
membership.
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5 Tips To Double Your Sales
By Michael Hepworth

Want to send your sales sky-rocketing?

4. Be easy to buy from.

My experience working with small and medium businesses
shows that if you consistently do the following 5 things in
your business, you can double sales in under six months.
1. Figure out your uniqueness.
If you know why your clients buy from you, then you know
how to position yourself for new prospects. Scan your
previous invoices and discover:
• Who buys from you?
• Which clients are most profitable?
• What do they buy?
• Why do they buy?

Don’t put barriers in your client’s way when they want to
buy. Be easy to reach, respond quickly, especially to e-mails
but also to phone messages. Give your customers easy
payment terms and above all listen.
5. Ask for referrals.
Referrals close at 500% greater rate than all other leads.
Ask every client and prospect for referrals to the type of
client you are looking for. If they’ll sit with you and go
through their database, you’ll be amazed at how many
referrals you can get from a single sitting. Using this simple
process, one of my financial services clients regularly get 50
-100 new leads every time he works with the right kind of
prospect

• Why is it better than the competition?
Once you have these answers figuring out your value is
simple. Your next set of questions includes:
• How do I find more of these people?
• How do I communicate with them?
Keep improving your answers and you’ll keep improving
your sales.

My thanks to all of you who responded to my last
newsletter regarding length and style of this newsletter.
There are too many of you to respond to individually but
your comments are very much appreciated. It seems that
about half of you like the shorter format and about half like
the longer style. So I’m going to alternate between the two
styles. That way I won’t keep everyone happy, but I think
it’ll work for most people.

2. Start by focussing inward
Most business owners are obsessed with making sales to
new prospects, when making sales to existing clients is
easier and cheaper. They know you and like you all you
have to do is find a need. Think about what else they buy:
• Before they buy from you?
• While they are buying from you?
• After they buy from you.
These answers all represent opportunities to sell other
thing and to extend the buying potential of your clients.
Maximize these existing relationships and you’ll grow far
more rapidly than by focussing on new prospects.
3. Reduce the risk.
Risk reduces trust and lack of trust kills sales. The bigger
the risk, the slower the sales process. Reverse the risk by
offering a strong guarantee that takes the risk away from
the prospect and your sales will accelerate.
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Michael Hepworth is The StreetSmart
Marketer, his business is accelerating
revenue growth and profits for owner
operated business. He is the author
of The StreetSmart Marketer; 11
Low-cost Keys That Unlock Rapid
Growth in Your Business. Published by
Manorhouse.
More free practical high impact
marketing tips can be found at
www.StreetSmartMarketer.com
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FREE Business Coaching

($500 Value)

EXCLUSIVE OFFER FOR CICAM MEMBERS FROM THE GROWTH COACH
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 six offices in Canada: four located in the GTA
(Newmarket, Oshawa/Whitby, Pickering and Hamilton), 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.
CICAM membership allows you to receive up
to $500 worth of The Growth Coach® coaching
services at absolutely no charge.

Contact the office nearest you to arrange
your free coaching:
Newmarket, Aurora, Markham, Richmond Hill
905.713.7815 www.thegrowthcoach.ca RAY PONS
Hamilton, Halton, Niagara, Burlington, Oakville
905.560.3789 www.thegrowthcoach.com/tscutella
MARK & TONY SCUTELLA
Pickering, Ajax
905.425.1842 www.thegrowthcoach.com/jferns
JOANNE FERNS
Whitby, Oshawa
905.576.7679 www.growthcoach.ca TODD
SKINNER
Ottawa
613.316.8214 www.thegrowthcoach-ottawa.ca
CRAIG MARCH
In addition, should you later want to engage The Growth
Coach in any way – Group Coaching, 1 on 1 Executive
Coaching, Sales Training, Keynote Speaking, etc. you may
qualify to receive a personal Scholarship Award up to $1,000
or Corporate Scholarship Award by mentioning your CICAM
membership (certain conditions apply).
Affordable and Risk-Free:

Calgary
403.809.8255 www.thegrowthcoach.com/randerton
RICHARD ANDERTON

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

$500 FREE COACHING FROM CICAM &
THE GROWTH COACH®

NO CHARGE, NO
OBLIGATION, NO BULL!
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Dealing with Difficult People, or Difficult people ‘R Us
By Suzanne Sherkin, CPO, Highborn Communications
OK, hands up if you’ve ever had to put up with people you
can’t stand, or people who give you grief, or people who
are just plain difficult to deal with. I think it’s safe to say
that all of us – at some point or another – have had to deal
with difficult people.
It makes sense, really, that we often meet people who
are not like us – people with different points of views,
different values, different ways of behaving, and different
motivations than us. Different often gets translated to
difficult, and that makes us run for our comfort zone. It’s
one of the stubborn traits of human nature that we want
things to be comfortable and familiar to us, so we spend
a good deal of our energy arranging our world so that it’s
easy for us. Psychology 101 – similarity is comfort.
Here’s the tough question: In a conflict, is the other person
being difficult or are you being difficult? Who’s triggering
whose difficult behaviour? It’s not about blame, or who’s
right and who’s wrong – it’s about getting to the heart of
the matter and getting to a place of resolution, or civility at
the very least.
When you look at any situation from the larger perspective
– not just through the lens of your own reality – you realize
that both people are reacting to each other. So, the first
step in dealing with difficult people is to tune into what’s
really happening in the exchange. The key message here is
to look at your own behaviour and be really honest with
yourself about what you’re communicating. Ask yourself
if the difficult behaviour you’re seeing in another person is
a reflection of you in any way. Not an easy perspective to
take, but potentially revealing.
So, let’s say you’ve looked at yourself, come clean about
your own behaviour and concluded that the issue really
does lie with the other person. Now what? How do
you proceed from there? How do you carry on in your
workplace or your personal relationship with a person who
drives you crazy? Perhaps they make you feel angry, or
defensive, or shut down, or depressed. So what do you do?

2. Next, plan the conversation. Think about how you want
the conversation to go, and how you want it to end. The
more tuned in you are to your own intentions and your
own communication style, the more successful it will be.
3. Focus on listening more than speaking. This is definitely
not easy, but the one who listens more has control of the
conversation. While they’re railing and emoting, you can
keep your composure and direct the conversation out of
conflict and into success.
No matter how difficult the situation is or how
uncomfortable you feel with another person, you have
the ability to determine how it all plays out. Get good at
communication skills and create the success you want – in
every situation.
Suzanne Sherkin, Chief Presentation Officer of Highborn
Communications, works with people who want to be more
effective, authentic and powerful in their communications.
She’s been in the field for 25 years.
Suzanne works with leaders and teams to create dynamic
workplaces where lines of communication are open, issues
are resolved, and visions of success are shared.
Her interactive workshops and effective personal coaching
gets results. With her high energy, high content, interactive
style, Suzanne takes participants through a process that
allows them to understand their own communication
style, become more tuned into others, and learn how to
be an effective communicator in every situation – whether
speaking to one or one hundred people for one or one
hundred minutes.
Suzanne also hosts a radio show on ThatRadio.com called,
‘Essential Conversations,’ focused on communications in
the workplace. She’s currently in production with her first
DVD entitled, ‘Essential Conversations’, to be available in
the spring of 2009.

Dealing with difficult people is not a simple matter. It
takes clarity, confidence and skillful communication. It
takes knowing how to conduct a conversation that leads
to success – one that avoids conflict and maintains good
relationships.
3 Steps to Handling Difficult People
1. First, seek to understand why they’re being difficult. Are
they trying to gain attention or recognition, assert their
power, cover-up their own insecurities? Your conclusions
about this will affect how you handle the situation.
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Suzanne Sherkin, CPO
Highborn Communications
www.highborncommunications.
com
suz@highborncommunications.com
416-414-6552

Recession Proofing Your Position and Career in Turbulent Times
By Marc Belaiche, C.A.
When the time comes for companies to make crucial
business decisions in hard times, salaries may be one of
the first expenses that are scrutinized within organizations
to see if cutbacks can be made. Even if you’re aware of
the financial affairs of a corporation as a result of your
position, you may not always see an announcement of
layoffs within your organization coming, especially the
larger the company you are at.

Take a broader view of why you’re there

However, there are some proactive ways you can help
safeguard yourself against receiving a pink slip.

Communicate with your boss

This article provides you with some of those ways that can
help you recession proof your position and career:
What is Hot?
Whatever the economy, there is always some skill set or
industry that is in demand. It could be something like
IFRS or a new ERP system. Educate yourself on what is
in demand (perhaps by talking to recruiters) and do what
it takes to focus yourself in that area. If you know that
an area is in demand and you know your employer needs
someone with that skill set, work towards learning that
skill.
Think of Ways to Generate Revenues or Cut
Costs
Generating ideas to strategically help the company generate
revenues (for example, by providing more detailed financial
information on which of your organization’s products or
services are selling) or suggestions on how to save your
company money (for example, by eliminating unnecessary
expenses), can help save your position.
Pitching in to help close a sale or generating sales leads will
also go a long way towards making you invaluable.
While organizations are concerned on at least maintaining
shareholder value, you need to prove to them that you are
also concerned. The ideas could be large or small – the
point being that you are involved.
Improve “on-the-job” Attitude
Be a positive influence within your division, department
and/or company. In layoff decisions, senior management
looks at all factors in determining which employees will
stay or go. Most employers don’t have time for employees
that are gossiping, acting in a negative manner or stirring
things up within an organization, especially in tough times.
At all times, employers are looking for commitment, drive
and a positive attitude to drive the business. Employees
who are loyal to their employers and stay positive in tough
times will be rewarded even more so when the good times
return, which they inevitably do. Take pride in your work.
Don’t Disappear

Take a broader view of your division, the department and
the company. What is the role of your position, division
or department? Should you be refocusing/redirecting your
own responsibilities and your department’s efforts? Is
certain work still required to be done? Take a leadership
role.

Let your boss know what you’re working on and how
that is helping the company. Let them know that you
want to see the company do well and that you’re ready to
contribute in whatever way is possible. Make sure your
boss’ boss also knows that you’re there for them.
Upgrade Your Skills
You can become a bigger asset to your employer by taking
courses to upgrade your skills and contribute to areas
where the company may be lacking. Ask to participate
in extra activities and projects within your organization
to prove your new skills. Anticipate what project(s)
is(are) coming up that the company may need additional
staffing resources. Attending seminars and conferences
in which you can learn ways to enhance your current
job performance can greatly enhance your workplace
productivity, even if that means doing it at your own
expense and on your own time.
Don’t Expect a Salary Increase/Bonus
Be sensitive to what’s going on within your company. If
there is a salary freeze or no bonuses being paid now is not
the time to complain about it.
Become Irreplaceable
Employees that show up early and stay late without
necessarily expecting to be compensated will be rewarded.
Your boss should be aware of the long hours you are
putting in and though it may not benefit you in the short
term it may have long term benefits. If there are projects
that need volunteers, make sure that you make yourself
available and prove that you are a contributor. Make
sure your day is filled with work that is necessary for
the company. Go above and beyond without necessarily
looking for additional recognition.
Know What’s Going on in Your Industry
You can also make yourself invaluable to your employer by
being aware as to what is going on within your industry.
What changes are happening with your competitors? What
products or services are out of favour in the market and
should be discontinued? Which products or services are
gaining popularity? What shifts are going on within your
industry? Make sure to communicate that information.

Make yourself visible. Be there. Make sure that senior
management knows that you’re contributing. Don’t take
vacation if unnecessary. Now is also not the time to leave
early because you’ve finished all your regular work.
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Be a Team Player

Conclusion

Tough times call for even more teamwork. Teams that work
well together stay together and can make it through tough
times. Be a team player and be willing to contribute. Be
resilient and adapt to changing circumstances.

There is no doubt that the economy is showing signs of
underlying issues that will impact many employees and
employers. Implementing some or all of the suggestions
above may save your job. However, sometimes there are
factors beyond anyone’s control and that may mean that
you may need to begin looking for another position.

Be Humble
Now is not the time to think that anything is beneath you.
Pitch in wherever required.
Offer to take a pay cut
If you know your company is struggling, sometimes
offering to take a pay cut may save your position, especially
if you are at a senior position within your organization
and are well paid. Depending on the company’s financial
situation, perhaps you might think of offering to take a
reduced salary or defer part of your compensation or take
stock options of the company in lieu of pay. Sometimes
taking a pay cut now is better than being unemployed when
the job market is tight.

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 positions directly online and get career, interviewing 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.

President Phil Russo receives the Distinguished
Alumni Award from Seneca at the May 20th
award ceremony at the beautiful Palais Royale in
Toronto. Congratulations Phil!
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L-R: Micheal Verni, Joseph Russo, Mr. Hockey Gordie Howe
and CICAM President Phil Russo at a recent charity event in
Vaughan.

www.cicam.org

A Compilation of
				

some of the

Best Articles on Marketing
Now available for you

Canadian Institute of
Marketing Publishes
Book to Celebrate
25th Anniversary

The Canadian Institute of Marketing celebrated its 25th Anniversary, and to mark the occasion
published a book titled “Marketing Perspectives, A Collection of Essays by Professional
Marketers.” The book comprises a collection of articles by members of the CInstM that appeared
over the years in the CinstM journals and newsletters. A great read not only for all marketing
professionals but anyone who runs their own business, students and other business professionals.
A team of marketers from Canada and other countries were selected to compile and edit the
publication.
The Canadian Institute of Marketing is an association of professional marketers. Membership is
based on academic and professional achievement and marketing experience. The Institute provides
professional members with an opportunity to acquire Professional Designations in Marketing.

To order – Email: info@cinstmarketing.ca

Yours for Only (Postage Extra)

$15.00
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Discovering your ‘brand’
How to build stability and growth for your company’s services
By Faith Seekings
Brand is the emotional connection between a company and its clients. More than just a logo, brand is reflected in
everything you do, across every mode of communication.
Consider one of Canada’s most successful brands, Tim Horton’s , a brand that immediately conjures up emotional
connections about what it means to be Canadian. A brand also can be evolved. TD is one of the few banks to get on the
“best managed brand” list after it “made over” its brand into “Banking can be this comfortable”.
Although these are well-known brands, the same principals apply to your own business brand development. By answering
a few questions, you can begin to develop your own brand.
Who are your ideal clients?
Brand must be consistent in messaging, quality and look to make the right emotional connection with its audience. You
first need to find out about your ideal clients. What is their age and sex? What do they read and watch? Where do they
hang out? What do they do? What is their family status? What is their buying motivation? Have they used your type of
services before? What challenges are they facing now, what will they feel like after you’ve helped?
How are you perceived?
Next find out accurately how you are perceived. This revealing process is best done through a third party who interviews
current or former clients. Compare the results to a list of how you wish to be perceived, i.e. high-end boutique, mass
market and inexpensive, etc. Compare the two and define changes you need to make.
What is it that you do better than anyone else?
This answer takes your brand from ho-hum to distinct. What sets you apart from the competition. Think about how
you do what you do, and why you do it this way. Perhaps you have a unique process? Dig deeper still. What are some
stereotypes in your industry and how do you challenge these?
Designing your brand successfully
Now define your brand. Remember, you must portray your answers above in every form of communication: business
cards, web site, email signature, newsletters, as well as business practices. Think about how everything works together.
You present an elevator pitch and a business card – does this reflect how you answer the telephone?
Trust in a brand steward
The best way to make sure your brand message is conveyed consistently is to work with one company who becomes your
brand steward, taking care of all marketing tools, promotes the value of brand, not just one that designs nice logos. A
good brand steward makes sure your brand creates the right emotional connection and communicates in a compelling and
memorable way. This includes suggestions for brand management so that the impression you leave conveys a powerful,
consistent message.
A good brand will continue to support the emotional connection between your company and your audience and ensure
stability and growth for your products and services.
Before setting up her hive at Rapport, Faith Seekings buzzed about Toronto demonstrating exceptional skill at design and
a natural flair for marketing and business. Following graduation from George Brown College, she spent six years working
for Market Partners and then Jib Media as Designer and Art Director.
In 2001 Faith discovered a surprising joy in business when she set out as an independent. She built
the firm steadily, in multiple roles, but being Creative Director makes her most happy. As Creative
Director (and Queen Bee) she is able to apply her natural gifts of rapport and insight, placing her
watchful eye on every creative item produced.
She can be reached at 416.368.8956 or faith@rapportinc.ca.
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Skills that Business People Need to Survive
and Thrive in Times of Challenge
(by Otto Schmidt, Education Consultant, Accent on Skills Consulting, Toronto, ON 416-226-2332,
o.schmidt@accentonskills.com www.AccentonSkills.com)
As jobs, assets and profits burn unchecked in the global recession, the need for changes is inescapable.
Gone are the cushions, parachutes and credit that allowed many businesses and individuals to live beyond
their means. Rethinking, reorganizing and new approaches to doing business differently are painfully
mandatory. The fundamental shifts will best be made initially through personal skills development. “Add
value to people. They will add value to their work.”
Can employees be taught how to achieve goals more quickly, compete more effectively, and work and think with less stress
and more positive attitude? Yes!
The following are some of the vital personal skills every business person needs to survive and thrive:

Creativity Skills.
Why am I in the box and how do I get out? How to: dream up and generate new ideas, see the unordinary in the ordinary,
think fluidly, stretch imagination, force new associations between old ideas
Innovation Skills.
How to: invent products/services (even if manufactured offshore, we always need new ideas)
Communication Skills.
How to: speak/present professionally, write effectively, read/use body language effectively.
Higher-Level Thinking Skills.
How to: analyze, problem-solve, assess little ideas for hidden BIG ones, develop thinking enhancers
Self-Awareness Skills.
“How to”: increase levels of perception, relax, de-stress, self-motivate, re-energize, recognize success
Leadership Skills.
“How to”: be a leader, achieve win-win outcomes, handle criticism, improve emotional maturity
My related resource book - “Accent on Essential Life Skills” – has 48 skills and is based on 30 years of
teaching experience. It is the basis for my skills training workshops and seminars.
Want to make permanent changes in your logical thinking, creativity, problem-solving, and
communication? Want to do things differently in your business as well as daily life? Skills training is the
way to do it. It is empowerment on a highly personal level and helps people help themselves.

Accent on Skills Consulting

“a holistic approach to a better mind and body”

Otto Schmidt - Principal Consultant
Toronto, ON, Canada

Educational Consulting Staff Development Skills Training Retreats

416-226-2332, Cell: 416-824-4883

o.schmidt@AccentonSkills.com

www.AccentonSkills.com
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30th ANNIVERSARY CELEBRATION
& GUEST SPEAKER
MASTRO’S RISTORANTE ITALIANO
Monday, November 23rd, 2009
							

CICAM cordially invites you and your guests to attend a very special celebration – The 30th Anniversary of CICAM
and Networking event, which will feature a dynamic guest speaker, “The Ambassador of Excellence” Mr. Ray Pons. Ray
is a Professional Speaker, Author, and Business Coach, who specializes in issues of personal leadership, strategic thinking
and performance excellence. He helps organizations and people find their greatness – greatness in business and greatness
in life. His speech, “Strategic Thinking of Peak Performance People” will make you laugh, make you think and touch
your heart with practical tips to help you achieve more, have more and be more.
This milestone event will take place on Monday, November 23, 2009 at the following:
		
Mastro’s Ristorante Italiano
		
890 Wilson Avenue (between Keele and Dufferin)
		
Downsview, Ontario M3K 1E7
		
Tel: (416) 636-8194
Map is on: http://www.mastros.redto.com/contact.html		
The Agenda is as follows:
		
		
		

6:00 pm - Networking/Registration
6:30 pm - Anniversary Celebration Dinner
Keynote Speaker Ray Pons after dinner

Dinner charges for this event (superb menu) are only $25.00 each for CICAM members, $35.00 each for guests,
or $50.00 per couple. Please indicate if vegetarian. Cash Bar.
Please complete the registration form below, and forward your cheque (payable to “CICAM”) to the following
address prior to November 17, 2009
or VISA, AMEX, M/C # _____________________________ Expiry date___________
		
CICAM			
		
2 St. Clair Avenue East, Suite 800			
		
Toronto, Ontario			
		
M4T 2T5			
		
Tel: (416) 921-7962, Fax (416) 921-3959			
		
E-Mail: mailbox@cicam.org Web: www.cicam.org			
-----------------------------------------------------------------------------------------------------------------------------REGISTRATION FORM
Name:___________________________________________________________________
Address:_________________________________________________________________		
City:___________________________________________ Prov.:____________________		
Postal Code:____________________________________ Tel.:_____________________ 		
Guest Name(s):___________________________________________________________		
________________________________________________________________________		

Enclosed is a payment for $_____________________________________
CICAM HOPES TO SEE YOU AT THIS HISTORIC FESTIVE EVENT!		

28

www.cicam.org

Think outside the investment box
By Mary Ann J. Lara, CIM, FCSI, CGA, CFP

If you are like many Canadians, you are already investing
outside your Registered Retirement Savings Plan (RRSP).
This is often a wise investment and tax strategy considering
that RRSP contribution limits cap the amount you can
contribute to an RRSP. As a result, your RRSP may not be
sufficient to supply the total amount of money you may
need for the retirement lifestyle you want. A mix of nonregistered investments can make up for the shortfall-- but
only when fully integrated with your overall asset allocation
and tax management plan.
Corporate Class Mutual Funds
All investment income and realized capital gains earned
outside an RRSP must be reported annually on your tax
return. But, you can minimize or defer tax on that income
through your choice of non-registered investments. Interest
income receives no preferential tax treatment and thus
is fully taxable. Dividend income receives tax preferred
treatment in all provinces and territories, but the degree of
tax relief varies greatly across the country. Alternatively,
just 50 cents of every dollar of realized net capital gains
is taxable and, because capital gains are taxed usually
only when you sell your investments, you can influence
when you pay tax on those gains. You can potentially
defer capital gains taxes for years by choosing to sell these
investments at a time when it’s most advantageous for you
(i.e. in a year when you expect your income will be lower
than it is today). Investment income that is taxed as capital
gains can provide a significant advantage to your returns
on an after tax basis as compared to interest income. This
is where the benefits of a tax-advantaged fund structure
for your non-registered portfolio can provide big rewards.
Unlike mutual fund trusts, which trigger tax consequences
any time you switch from one non-registered fund to
another, the Corporate Class Mutual Funds are treated as
a single entity for tax purposes. This feature allows you
to switch between share classes within the structure while
deferring capital gains. As a result, you can rebalance your
portfolio without the need to worry about immediate tax
consequences. Over time, it is this potential tax deferral
feature that allows you to accumulate more wealth than
if you had to pay tax on your gains each time you made
a switch from one fund to another (assuming the same
performance between the share class and an alternative
investment). Investing within a tax-advantaged structure
such as the Corporate Class Mutual Funds make it easier
than ever to access the right tools to help you build your
wealth in the most efficient tax manner possible.
Series T Mutual Funds
After a lifetime of hard work, you have arrived. Now
it’s time to think about living the retirement lifestyle you
planned, by getting the most out of your investments.
Longer retirements--as we retire earlier and healthier--mean
that increases in the cost of living may eat away at hardearned savings. Balancing monthly income requirements
while ensuring that your investments last a lifetime can be
one of your greatest challenges.

When investing outside the registered retirement accounts,
many investors approaching retirement are tempted to
concentrate their investments in so called “safe haven”
investments like bonds, mortgages and guaranteed investment
certificates as the product solutions to meet their cash flow
needs. These investments lock their money in for a specific
period of time in return for a fixed, guaranteed rate of return.
The unfortunate reality is that locking yourself into this type of
investment could also lock you out of potentially higher future
returns and create an immediate tax bill upon redemption.
Similarly a systematic withdrawal plan (SWP) from regular
mutual fund investments creates cash flow by selling units in
the fund, triggering immediate tax on the realized capital gains.
For investors requiring a monthly income, this combined
impact of lost growth opportunities and annual taxes
on investment income can severely shorten the overall
longevity of their investments.
There is a better way, a different investment approach,
focused on long term growth while generating reliable
monthly cash flow and efficient tax options. The “Series T
Mutual Funds” combines steady monthly cash flow and taxplanning opportunities into one investment. This investment
provides a tax-efficient, fixed monthly payout that has the
potential of increasing your annual cash on hand. While the
amount of monthly cash flow you receive is determined by
the portfolio you choose and the value of your account, if
you select the Series T Mutual Funds option, a portion of the
monthly payout is not immediately taxed since it is treated
as a return of capital (ROC). Unlike regular withdrawals
from mutual fund investments, this option creates unique
tax planning opportunities, as there is no monthly need
to sell units to generate income. The tax-deferral strategy
provides you with the increased after-tax monthly income.
This well-planned, flexible (allows transfer between T Series
Funds with no cost or immediate tax implication), diversified
portfolio was designed to take care of your monthly cash
flow needs for today and throughout retirement.
Investing in Corporate Class and T Series
A mix of non-registered investments in Corporate Class and
T series as discussed when fully integrated with your overall
asset allocation and tax management plan will help you
build your wealth in the most efficient tax manner possible
as well as take care of your monthly cash flow needs for
today and throughout your retirement.
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 foreign trained accountants.
She contributes articles to financial
publications on financial planning topics. She is dedicated
to working with you to achieve your financial goals and
dreams.
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- EXCITING NEWS!!!!
CAA - CORPORATE DISCOUNT RATES FOR NEW CAA MEMBERS

Canadian Institute of Certified Administrative Managers announces
their participation with The Canadian Automobile Association’s
(CAA’s), Corporate Membership Program, whereby you as a
Canadian Institute of Certified Administrative Managers member,
can purchase a CAA Membership at a corporate, discounted rate!
CAA membership will give you peace of mind when driving for business or pleasure, providing
member focused Roadside Assistance across North America, 24 hour a day, 7 days a week.
Potential benefits include: free towing up to 200km, flat tire changes, battery boosts and/pr
replacements, vehicle lockout services and many additional roadside and personal benefits.
Associate members (those who live in the same household) can also obtain a membership at a
discounted rate.
CAA Members can take advantage of many exclusive savings. Retail discounts include Payless
ShoeSource at 10% off the regular price, LensCrafters at 30% when both lenses and frames are
purchased, and up to 50% off entertainment, attraction, golf and ski tickets. Find out more at
www.caasco.com/save .
Existing CAA Members can take advantage of the Associate Corporate Rates for those who wish
to purchase a membership, living at the same address.
Corporate Membership Rates: (tax included)

Basic Primary Member (10km)		

$62.20 ($52.20 if paid by credit card)

Plus Primary Member (200km)		

$101.05 ($91.05 if paid by credit card)

Basic Associate Member (10km)		

$32.55 (must live at the same address)

Plus Associate Member (200km)		

$70.35 (must live at the same address)

All these great benefits and MUCH, MUCH, MORE!!!!!

Please contact Jennifer Elder at 416 427-4926, or at je5@caasco.ca She can fill out the
application form for you, process your application over the phone, or answer any questions you
may have.
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For New Members Only

This offer is not available on the CAA website, at CAA Stores, at mall kiosks or via regular join lines.
Company Name:
Primary Member:
Home Address:
City:

Prov.:

Home Phone: (

)

Ontario

Work Phone: (

Postal Code:

)

Email:

Ext:
Auto Insurance Expiry Date:

/

Save 7.5% on CAA Auto Insurance with your membership. Receive a quote one month prior to your expiry date.
Type of Coverage (choose one): BASIC $79.20 $62.20

PLUS $118.05 $101.05

PLUS RV $149.55 $132.55

=$

Add an ASSOCIATE MEMBER - anyone living at the same address (choose one):
Name:

BASIC: $37.80 $32.55

PLUS: $75.60 $70.35

PLUS RV: $107.10 $101.85
Name:

BASIC: $37.80 $32.55

=$
PLUS: $75.60 $70.35

*Primary must be plus to have a plus associate.

PLUS RV: $107.10 $101.85

=$

EXPRESS RENEWAL PROGRAM: Only if you’re enrolling in the Express Renewal Program, deduct $10.00.

–$

Yes, I want to SAVE $10.00 on my membership fee for this year, plus enjoy the convenience of express annual
renewal of my membership dues. I can cancel this arrangement at any time by notifying CAA in writing.
* Express Renewal Discount is only available on payments made by credit card.

Amount of Payment

Please use the following credit card:
VISA

MasterCard

Amex

Cheque

$

(Make all cheques payable to CAA South Central Ontario)

Member Name:

CAA Membership #: 620 282
please print clearly

Credit Card #:

for office use

Expiry Date:

Card Member’s Signature:

Today’s Date:

/
/

/

must be signed to be valid

CALL: Jennifer Elder at

416-427-4926 or 1-800-341-2226

Receive 2 free gifts!**

MAIL: Jennifer Elder at CAA SOUTH CENTRAL ONTARIO
60 Commerce Valley Drive East, Thornhill, Ontario L3T 7P9
FAX:

905-771-3302 or 1-866-458-6626

NOTE: $10.00 savings (G.S.T. included) applies to this year’s dues only and is valid for CAA South Central Ontario memberships. This offer is not available if you already participate in
our Express Renewal program. Every year, 45 days prior to your renewal date, you'll receive your CAA membership renewal statement. It will confirm whether you wish your dues to be charged to your
credit card on your renewal date. If you wish to cancel this arrangement, just let us know. Fees subject to change without notice.
® CAA and CAA logo trademarks owned by, and use is granted by, the Canadian Automobile Association.
Some conditions apply, prices subject to change. This offer is valid only for people residing in the CAA South Central Ontario territory.
**Receive 2 free gifts with each new primary membership enrollment.
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All these great benefits and more
can be yours with your CAA membership.
Help is available 24/7 with CAA Roadside Assistance anywhere in
North America. CAA membership covers you - not your car. Your card
is not transferable, so to ensure family members are covered, consider
a CAA Associate membership. Primary and Associate Members are
entitled to four Road Service calls each during a membership year.
CAA membership also offers you many other benefits including:
discounts on auto and property insurance; no charge automotive and
technical advice; special rates for traffic law defense; free TripTiks®,
TourBooks®, and maps; free CAA Magazine mailed 4 times per year;
no fee travellers cheques; Member exclusive pricing on travel
accessories; discounted attraction tickets; and much more.
Save with CAA. You could easily cover the cost of your membership
just by using your card a few times a year. Simply show your valid
CAA membership card to earn CAA Dollars on purchases, or use
your card at businesses participating in our Show Your Card & Save
program to enjoy immediate savings at the time of purchase.
For a list of participating partners, visit www.caasco.com/save.

CAA MEMBERSHIP
AT A GLANCE

CAA Basic CAA Plus CAA Plus RV

Eligible Vehicles
Passenger

•

Motorcycle

•
•

•
•
•

•
•
•
•

•
•
•
•

Motorhomes & Trailers
Road Service
Towing up to 10km† per call

•

Towing up to 200km per call
Battery Service
Flat Tire Service
Lock Out Service

These are just a few of our partners that participate in the
Show Your Card & Save program:

Extrication Service

Best Western

Sears Optical

Specialized Towing Equipment

Canada's Wonderland

Marriott Hotels

Hard Rock Cafe

NAPA Auto Parts

Hertz

Payless ShoeSource

Hyatt Hotels & Resorts

SIRIUS Satellite Radio

La Quinta Inn & Suites

Starwood Hotels & Resorts

LensCrafters

Universal Music Canada

Pearle Vision

Membership Type

•
•
•
1 truck

2 trucks if needed for 1 hour
No charge if required

Alternative Service Reimbursement

Specified limits

Trip Accident Assistance
$300 Maximum

•
•

$600 Maximum
Emergency Gasoline
Free delivery, current pump price charged

•

A limited supply will be delivered
to your disabled vehicle

•

No charge for gas and delivery

•

•

•

•

•

•

Locksmith Service
Up to $50

•

Up to $100
Trip-Travel Insurance††
$100,000
$500,000

•

† Includes alternative tow back to contractor’s base or a repair facility en route.
†† When common carrier ticket is purchased through CAA.

CORPORATE ACCOUNTS EXECUTIVE - Jennifer Elder
Call: 416-427-4926 or 1-800-341-2226 Fax: 905-771-3302 Email: je5@caasco.ca
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