
MidWinter Convention & Expo
Friday, February 19, 2016 – 10:00am to 12noon

Sacramento Convention Center

Designed & Facilitated by:
Dr. Steven Swafford

Los Angeles/Eugene/Washington DC/Boston/Hartford
www.leadershipoutfitters.com

Moving Forward: Leading 
Your Dental Practice to 

New Levels



Using only 6 words, write an ideal patient 
experience phrase/statement 
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Organizational 
Development to
SWOT Analysis

Organizational Development

• Emerged 1950’s – 1960’s 

• Definition: Approach to improving an organization’s problem solving through 
collaborative practice; Planned process of change; An effort to increase 
organizational effectiveness and health; and A long-range effort to improve 
problem solving capabilities.

• Bottom Line: All Focused on Problem Solving.

Action Research

• Emerged mid 1940’s. Term coined by MIT professor/social psychologist Kurt Lewin 
in 1944.

• Definition: A process of progressive problem solving & Based on participants in 
the process examining their present situation and deciding what required change 
or action,

• This was problem-solving issue which would be addressed by David Cooperrider’s 
work in Appreciative Inquiry.

Strategic Planning

• Emerged as a need after World War II.

• History of several schools of thought in strategic planning including the “design 
school” – came out of U. of California Berkeley and M.I.T. in 1957.

• Introduction of SWOT Analysis – Problem solving focus continues.

SWOT Analysis

• Strengths, Weaknesses, Opportunities & Threats (SWOT).

• Widely accepted and used by Trade Associations and Professional Societies.

• Recommended as primary strategic planning technique in association 
management articles, journals, and texts.

• Continued to be recommended for the past 55 years.
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The SOAR Framework

• Introduced 2003 Heart of Appreciative Strategy (Stavros & Sutherland) as 
a new framework for strategic planning -- 4P’s cited only here. 

• Builds on the strengths of the organization and provides the framework for 
avoiding the downward spiral of negativity.

• Although a positive approach which seems to shun negativity, does not 
completely avoid addressing challenges. Reframes the negative issues into 
opportunities to create a strengths-based approach to the process.

• Replaces weaknesses and threats from SWOT with aspirations and results.

SOAR

SWOT

(c) 2016 Leadership Outfitters, LLC    SDDS Moving Forward   www.leadershipoutfitters.com

Internal
Appraisal

Strengths
Where can we 
outperform others?

Weaknesses
Where can others 
outperform us?

External 
Appraisal

Opportunities
How can we exploit 
the market?

Threats
What or who could 
take our market?

Strategic
Inquiry

Strengths
Our greatest assets

Opportunities
Best possible market 
opportunities

Appreciative
Intent

Aspirations
Our preferred future

Results
Measureable results
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Recognizing Approaching 
Change

What Are You Hearing in the Distance?
What Can You See?

What is Glaringly Close?
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Culture/Social                       Economy/Financial

Technology/Virtual            Regulations/Legislation



The SOAR Framework
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• SOAR is introduced in 2003 in Heart of Appreciative Strategy (Stavros & 
Sutherland) as a new framework for strategic planning.

• SOAR builds on the strengths of the organization and provides the 
framework for avoiding the downward spiral of negativity.

• Although a positive approach which seems to shun negativity, does not 
completely avoid addressing challenges. Reframes the negative issues 
into opportunities to create a strengths-based approach to the process.

• Aspirations and Results replace Weaknesses and Threats

Overview of Appreciative Inquiry

1. Invites us to consider the proposition that adopting an appreciative 
stance to organizational dynamics leads to more innovative and long-
lasting transformation. 

2. Narrative-based process of positive change.

3. Cycle of activity that starts by engaging all members of an organization 
or community in a broad set of interviews and deep dialogue about 
strengths, resources, and capabilities.

4. Moves people through a series of activities focused on envisioning bold 
possibilities dreams for the future.

Schein, E.H. (1999). Process consultation revisited, p. 56.



Strengths-Based 
SOAR Framework

• Strengths – What you do well? What are you excellent at?

• Opportunities – What are the opportunities that may or 
may not be within the your control? Meaning – don’t limit yourself.

• Aspirations –What do you aspire to become or do?

• Results – What measurable results do you seek to achieve? What 
are the outcomes to be measured from the aspirations?
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Strategic
Inquiry

Strengths
Our greatest assets

Opportunities
Best possible market opportunities

Appreciative
Intent

Aspirations
Our preferred future

Results
Measureable results
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Strategic Key 
Issues for Your 
Dental Practice

0    1    2    3    4    5    6    7    8     9    10

0    1    2    3    4    5    6    7    8     9    10

0    1    2    3    4    5    6    7    8     9    10

0    1    2    3    4    5    6    7    8     9    10

8



• Vision – To “see” – forward looking and foresighted

• Future orientation

• An image of what could be – Use of metaphors

• Standard of excellence – An ideal

• Uniqueness 

– What makes your dental practice special?

From The Leadership Challenge, James Kouzes & Barry Posner, Jossey-Bass Publishers and 
from Leading Change, John P. Kotter, Harvard Business School Press.

Your Dental Practice Vision Statement

Imagining the future
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What Is Purpose? 
Mission?

A purpose/mission statement is a statement of the purpose of a 
company, organization or person, its reason for existing.

The statement should guide the actions of the organization, spell out its 
overall goal, provide a path, and guide decision-making. It provides "the 
framework or context within which the company's strategies are formulated." 
It's like a goal for what the organization wants to do for the world. 

From Dan Heath:  “If you are going to call it a mission statement it has to 
have a mission in it.”

1. Use concrete language.
2. Talk about the why - what makes what you do matter?

Hill, Charles W.L.; Gareth R., Jones (2008). Strategic Management: An Integrated Approach (8th Revised 
edition). Mason, OH: South Western Educational Publishing. p. 11. http://www.specialolympics.org/mission.aspx

EXAMPLE

Oregon Dental Association’s Purpose/Mission Statement

“To advance the dental profession and to promote 
the highest standard of oral health and oral 
healthcare.”

California Dental Association’s Purpose/Mission Statement

“Helping Our Members Flourish” 
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Followers’
Basic Needs

Trust
“One of the leaders we interviewed said, ‘The truth is your bond – you die keeping your 
promises.  If you send the message that your word is not worth much, you’ll be paid back on 
that.’  As various political and business scandals have illustrated, followers will not tolerate 
dishonesty.  At any level, whether you are a manager, CEO, or head of state, trust might be 
the ‘do or die’ foundation for leading.”  Tom Rath & Barry Conchi, Strengths Based 
Leadership 82-83 (2008).

Compassion
“Unfortunately, most leaders are hesitant to show genuine compassion for the people they 
lead, at least in the same way they would with a friend or family member . . . Caring, 
friendship, happiness, and love were other frequently mentioned words followers used when 
asked what leaders contribute to their lives.”  Tom Rath & Barry Conchi, Strengths Based 
Leadership 85 (2008).

Stability 
“Followers want a leader who will provide a solid foundation.  They reported that the best 
leaders were the ones they could always count on in times of need.  The people we 
surveyed also mentioned works security, strength, support, and peace . . . In the workplace, 
while it’s critical for organizations to evolve, change, and grow over time, they must also 
offer employees stability and confidence.” Tom Rath & Barry Conchi, Strengths Based 
Leadership 87 (2008).

Hope
“This higher level need poses an interesting challenge; it appears that followers want 
stability in the moment and hope for the future.  Followers also mentioned the words 
direction, faith, and guidance when describing this basic need . . . Instilling hope may seem 
like an obvious requirement for leading other people . . .  Knowing that things can and will 
be better in the future is a powerful motivator.  When hope is absent, people lose 
confidence, disengage, and often feel helpless.” Tom Rath & Barry Conchi, Strengths Based 
Leadership 88-89 (2008).
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Building a 
Framework for 

“Great”

“Good To Great” Business Models vs. Social
Sectors:  Some Big Issues

Collins, Jim.  Good To Great and the Social Sectors, Jim Collins.

Defining
“Great”

Level 5
Leadership

First Who, 
Then What?

Hedgehog
Concept

Defining “great” without business 
metrics.

Leading within a diffuse power 
structure. Owner, Partner, & 
Employee mix.

Getting the right people on the bus 
within social sector constraints. 
Getting people off the bus.

Rethinking the economic /resource 
engine without a profit motive.
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Hedgehog 
Concept

• The hedgehog concept means to understand how to 
produce the  best long-term results and then exercising 
the discipline to say “no” to opportunities that fail to meet 
the hedgehog test.

Think About …

(1) What are you passionate about?  Excellent at? Have 
the resources for?

Collins, Jim.  Good To Great and the Social Sectors, Jim Collins.

Principle

Hedgehog Concept

• Understand What You Can Be Best At

• What Drives Your Economic Engine

• What You Are  Passionate About?

What you are deeply 
Passionate

About?

What are you
Excellent

at?

What drives your  
Resource
Engine?

Core values & Mission Unique contribution

Time, money, brand, 
emotional goodwill
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Getting the Right 
People on the Bus

• Build a “pocket of greatness” – you can work within the middle of 
the organization 

• Focus on “first who” – do whatever you can to get the right people 
on the bus, the wrong people off the bus, and the right people into 
the right seats.  This may take time to build a critical mass that 
then becomes a “culture of discipline”.

• Use early-assessment mechanisms – ask the right questions before 
letting new people on the bus. Selectivity becomes attractive in 
itself.

Think About …

(1) How can you juggle the bus load? What CAN you 
do, not what can’t you do? 

(2) What questions can you ask of bus riders/drivers 
before loading the bus with anyone else?

Collins, Jim.  Good To Great and the Social Sectors, Jim Collins.

Principle

First Who, Then What

• Get the right people on the bus

• Build deep & strong teams

• Find the best path to ‘great’
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What’s on my
Stop-Doing 

List?

The intersection of passion, excellence, and economics/resources is where
great is found. What should you stop doing in order to get closer to this
intersection?  What could you do differently?

Stop doing list:
1. ________________________________________________

2. ________________________________________________

3. ________________________________________________

4. ________________________________________________

5. ________________________________________________

Start doing list:

1. ________________________________________________

2. ________________________________________________

3. ________________________________________________

4. ________________________________________________

5. ________________________________________________

What’s on my
Start-Doing List?
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Why Is It 
Changing?

• Need to see the big picture 
• Need high level, conceptual

info.

The 5 Lenses of Change

What Specifically 
Is Changing?

• Need to know or understand 
the facts and bottom line

How Is It 
Changing?

• Need to know the details, 
lots of details.

Who Changed It? 
Who Is Involved?

• Need to know who decided 
and who has been told.

Salerno, Ann & Brock, Lillie. The Change Cycle (San Francisco: BK Publishers, 2008)
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When Must It 
Change?

• Need to know timeframe, 
how to prepare, how long
to implement
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Mental Models

Mental Models are “deeply ingrained assumptions, generalizations, or even pictures or 
images that influence how we understand the world and how we take  action.” 
(Senge, Peter. Fifth Discipline Fieldbook)

Our brains make models automatically.  Like a river, our patterns flow continually over the 
same path, leaving a deeper and deeper mark each time.  The deeper the path, the 
harder it is to change the pattern.  (McGehee, Tom. Whoosh. Business In The Fast 
Lane. Unleashing the  Power Of A Creation Company)

Mental Models
• Represent our “perception” not what is necessarily real or true;

• Are powerful in their influence over our actions and our responses; 

• Prevent us to being open to new ideas, options, or learning.

Bias or Stereotype
A bias -- or what is sometimes called a “stereotype” -- is an inflexible positive or negative 
prejudgment about the nature, character, and abilities of an individual and is based on a 
generalized idea about the group to which the person belongs. (Theidermann, Sondra. 
Making Diversity Work)

What are our mental models or bias around:

Gender Profession/Occupation
Generations Education
Cultures /Ethnicity Sexuality
Race Military Service
Health/Ability Geographic
Economic Faith 
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What Generation
Are You?

(1) Who is your favorite musician or group?

(2) What was your favorite toy?

(3) What was the worst fashion mistake of your 
generation?

(4) What made the biggest impression on you in 
your childhood?

18
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You are a Mature or Traditional if 
you…

• Remember how to entertain yourself if 
there is no TV

• Remember when TV was all black and 
white

• Can stretch a buck nine ways to Sunday 
(and you understand that phrase)

• You use a computer but aren’t sure of all 
the functions

• Ever used a push-mower on the lawn

• Listened to Ricky Nelson on the radio

You are a Baby Boomer if you…

• Thought you might one day join the 
Mickey Mouse Club

• Knew who Elvis was before he wore 
sequins

• Used a typewriter to write your term 
papers

• Watched Leave it to Beaver

• Remember the moon landing

• Remember Woodstock (or were there!

Matures

Born: 1909 – 1945 (61-97 yrs)

Major lifetime events: The Depression, 
the New Deal, World War II, GI Bill

Famous Matures: Walt Disney, Bob 
Hope, Joe DiMaggio, John Steinbeck, 
Sidney Potier, Ann Landers, Katherine 
Hepburn, John F. Kennedy

Values: Hard work, self-sacrifice, 
loyalty, respect for authority

Traits: Married young, conservative, pay
with cash, “rainy day” savers, traditional.

Boomers

Born: 1946 – 1964 (42 – 60 yrs)

Major lifetime events: Vietnam, expansion of 
suburbia, Nixon, TV, “sex, drugs, rock n’ roll” , 
civil rights and anti war demonstrations

Famous Boomers: Steven Speilberg, Bill 
Clinton, Oprah Winfrey, Bill Gates

Values: Self improvement, individual 
accomplishment, oppose greed and ignorance

Traits:  “Me” generation, most populous and 
influential generation, enjoyed unprecedented 
employment and education opportunities. 

Generational 
Diversity

Who Are You?

Matures 1930 - 1945 (69+ yrs)    Boomers 1946 - 1964  (50-68 yrs)

Source: Linda Gravett, Ph.D., 
SPHR & Robin Throckmorton, 
M.A., SPHR. Bridging the 
Generation Gap. Career Press. 
2007.
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Gen X 1965 - 1980  (34-49 yrs)             Gen Y 1981 - 1994 (24-33 yrs)

Gen X

Born:  1965 - 1976 (up to 1980) (30-41 yrs)

Major lifetime events:  Challenger explosion, 
divorce, AIDS, Sesame Street, MTV, crack 
cocaine, Game Boy, PCs.

Famous X’ers:  Tabitha Soren, Adam Werbach, 
Winona Ryder, River Phoenix, Tiger Woods

Values:  Belief in survival, don’t take anything 
for granted, persistent, ready to face 
challenges, risk-takers.

Traits:  the “Why me?” generation, marry later, 
live at home longer, don’t like to be categorized. 

Millennials/Gen Y

Born:  1981 – 1994 (60 million) (12-25 yrs)

Major lifetime events:  Desert Storm, X  Games, Cell 
Phones and Pagers, Jerry Springer, Pokemon, Internet, 
Bill Gates

Famous Millenials: Britney Spears, Nora Jones, Macaulay 
Culkin, Michelle Kwan, Olsen Twins, Elijah Wood 

Values: Live in the moment, demand clear and consistent 
expectations to ensure productivity, believe that earning 
money translates into immediate consumption, 
demonstrate respect only after they are treated with 
respect.

Traits: Rely on immediacy of technology, question 
everything; that’s how they grew up.

You may be a Gen X-er if you…

• Grew up wearing shirts with an 
alligator or guy with a horse on the 
chest, especially with your collar 
turned up

• Remember ATARI and hours of 
Asteroids.

• Couldn’t wait till 1999 to play the 
song “1999” by Prince

• Consider Star Wars or E.T. one of 
your first favorite movies

• Understand what “All skate” and 
“change directions” means 

• Typed your term papers on a word 
processor

You may be a Gen Y-er if you….

• Have always had an answering 
machine or voice mail

• Have always had cable TV

• Grew up on video games

• Considered piercing something 
other than your ear

• Consider a record player an 
antique

• Typed your term paper on a 
computer

Source: Linda Gravett, Ph.D., 
SPHR & Robin Throckmorton, 
M.A., SPHR. Bridging the 
Generation Gap. Career Press. 
2007.
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Generational 
Diversity

Who Are You?
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Generational 
Diversity

Who Are You?

Generation Z   1994– 2000’s   20 and under

• Digital Natives:  First generation to be born with complete technology. PCs, 
mobile phones, gaming devices, MP3 players and the Internet. They do not 
know life without technology

• Social media platforms are a way to communicate with the outside world. 
They are not bothered about privacy and are willing to share intimate details 
about themselves with complete strangers. They have virtual friends and for 
them hanging out with friends means talking to them over the cell phones, 
emails and text messages. However, at the same time, this generation is 
considered to highly creative and collaborative and will have a significant impact 
on the way companies work when they join the workforce. 

• Members of Generation Z are adept at multi-tasking. They can text, read, 
watch, talk and even eat simultaneously. However, this has also led to reduced 
attention span leading to acquired attention deficit disorder. This generation is 
unable to analyze complex data and information as they cannot focus for very 
long. 

Source: Ehow.com: Generation Z characteristics
http://www.ehow.com/info_8056211_generation-characteristics.html
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Controller
Results oriented; needs 
control; supports objectives; 
likes efficiency; likes 
immediate results; lower 
active listening skills; enjoys 
options.

Persuader
People oriented; needs to be 
liked; supports risk taking; likes 
praise; follows ‘gut feeling’ over 
facts; dislikes structure/ 
guidelines; enjoys social 
interaction.

Adapted from The Effectiveness Institute, Inc.

Analyzer

Stabilizer

Accuracy orientated; needs to 
be correct; supports 
standards/guidelines; likes 
perfection; provide 
facts/data; settling on a 
position; enjoys logic.

Relationship oriented; needs 
security; supports personal 
goals; likes to be heard; needs 
to be appreciated; slower 
decision-making process; 
enjoys teams.

Exploring Behavior & 
Communication Styles
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Connecting with
Various Behavior 

Styles

Controller

• Ask specific questions

• Use facts, data and project 
outcomes

• Be direct

• Use goals and ends to get them 
on board

• Don’t interrupt

• Always deal with the fact, not 
the person

Persuader

• Spend time on the relationship

• Use ideas and opinions that 
elicit an emotional response

• Use incentives

• Request their opinions

• Offer ideas

Stabilizer

• Be loose!

• Create a supportive environment

• Request input and suggestions

• Sell the benefits

• Ask a lot of questions

Analyzer

• Be diplomatic

• Be prepared and know 
your facts

• Use specific data in an 
analytical form

• Use examples

• Allow time to process
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Forming
Feelings
Excitement, anticipation, optimism, pride
Initial attachment to team
Suspicion, fear, anxiety about job ahead

Behavior
Begin to define task and approach
Begin to set acceptable team behavior
Discussion of irrelevant problems
Complaints about organization, negativism

Transition from individuals to team members
Leader’s Role: Directs

Storming
Feelings
Resistant to differences in work methods
Tension, jealousy, impatience
Fluctuations in attitude about team

Behavior
Arguing, questioning, dissent
Competition vs. collaboration
Establish unrealistic goals
Create unnecessary hierarchy

Transition from  anxiety to panic
Leader’s Role:  Coaches From the Forming Storming Norming Performing 

model by Dr Bruce Tuckman.

Stages of  
Teams

Norming
Feelings
Common spirit, cohesion
Acceptance of membership in team
Relief, more positive about success

Behavior
Strive for harmony, avoid conflict
Confiding, sharing of perspectives
Able to offer and accept constructive criticism
Establish team “ground rules”

Transition from competitive to collaborative 
Leader’s Role: Facilitates and Enables

Performing
Feelings
Insight into personal & group success
Better understanding of employees
Satisfaction, attachment to team

Behavior
Constructive self-change
Ability to work as a team on challenges

Transition to effective cohesive unit
Leader’s Role: Delegates and Oversees
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How Do You Get Your 
Team to Performing?

The Answer Depends on 5 Things

1. Leadership

What is your leadership style? How are you leading? Is there 

shared leadership?  Is there leadership at all levels?

2. Shared Vision/Understanding of Mission
What is the vision of your team? Does everyone buy into it? Is it 
shared? Embraced?  Have you asked others what their vision and 
goals are? Expectations? Does the team understand the mission of 

your organization?

3. Relationship

How does the team communicate? What perceptions or 

assumptions exist?  Are there shared values?  Are values in 
conflict?

4. Approach to Conflict

Does the team react to conflict or work together to understand 

causes behind behavior that looks like conflict?  How is conflict 
within the team handled?

5. Motivation and Recognition

Is your team compelled to work together?  What is your team 

environment?  How do you recognize your team?
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High-Performing
Team Behaviors 

Assess Tasks
What is 

involved?
What skills 
or talents 

are needed?

Should it be 
“episodic?”

Connect 
People

Who is best 
for the job?

Who could 
benefit by 
doing the 

job?

Who could 
learn by 

doing the 
job?

Make the Ask
Explain task & 
why right for 

them

Give all the 
details

If they say 
no – what 
else fits?

Prepare for 
Success

Share 
expectations

Give needed 
instruction
or training

Give and 
accept 

feedback

Recognize and 
Reward

Along the way At the end At all levels

A

C

M

P

R



101 Ways 
to Recognize   
Co-Workers & 

Members

1. Gold Stars on goal board

2. Letters of thanks

3. Email, text,  facebook, or voice mail thanks

4. Posters of encouragement (personalized)

5. Pizza lunch on the company

6. Spontaneous humor or fun break

7. A round of golf during working hours

8. Crazy socks, ugly tie, weird hat day

9. Staff meeting off site with refreshments

10. Call in well days

11. Balloons

12. Take pictures of staff or volunteers and have a caption 
contest

13. Free subscription to favorite publication

14. Remember family birthdays, anniversaries, and big events

15. TREATS!!! Candy, cookies, ice cream, fresh fruit, funny stickers

16. Encouraging emails, facebook messages, or bulletin board posters

17. Pass-it-on message – e-mail or special note (you are appreciated, pass on to 
someone you appreciate)

18. Cards-- birthday, thank you, anniversary, thinking of you, etc.

19. Certificates for round of golf, truck detailing, sporting goods 
store, etc.

20. Health club subsidy or free membership

21. Exercise equipment/room at company

22. Support groups

23. Potluck lunches
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24. Brown bag lunches with a speaker or staff that shares expertise

25. Develop team principles

26. Write a thank you, team chant or song

27. Flex time

28. Office theme days - Spring Break, St. Patrick’s Day, first day 
of summer

29. Quiet or time-out room

30. Company or volunteer softball team with team name shirts

31. Spark Plug Award for creative ideas

32. Breakfast cooked and served by the owner or CEO

33. Picnic – boss or president cooks the burgers

34. VIP parking space for top sales performance or customer 
service

35. Toys - use plush animals, oversized items, or other toys as awards

36. Leave an anonymous thank you

37. Serenade a co-worker or volunteer

38. Send flowers or a room service treat to someone out-of-town on business

39. Mobile phones

40. Traveling flower bouquet -- first recipient keeps for 30min then passes on as a 
gift to someone else -- and so on...

41. Surprise day off

42. Montage of photos on bulletin board of latest event

43. Candid photos of “Stars” for the day

44. King or Queen of the day elected by co-workers

45. CEO or supervisor calls and says thank you for your support

46. Time with a mentor, senior executive, respected professional, industry guru or 
career coach

47. Adopt a community service project and work as a team

48. Coffee made and served by manager, CEO, etc.

49. Airline upgrade coupons or airline club for frequent travelers

50. Anniversary or birthday - day off and coupon for dinner or 
event.

51. Tickets to a play, concert, or sporting event

52. Have an actual star (in the sky, not Hollywood) named after 
your Star Staff

53. Photo scavenger hunt of items related to your industry 
(make into a learning opportunity)
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54. Design and/or ride in company float in a parade

55. Education programs

56. Make a company video for you tube

57. Post customer comments or letters on bulletin board

58. Birthday celebrations

59. Flowers to employees or close relatives in hospital

60. Praise in front of customers or members

61. Managers adjust office hours to accommodate different 
shifts

62. Allow employees to decorate their offices/cubicles

64. Lottery tickets

63. Distribute education CDs/DVDs

65. CEO and managers wash all staff cars 

66. Barbecue in parking lot at lunch

67. Bulletin board with thank you letters and other recognition

68. A monthly outing with all levels of staff

69. Hold a staff retreat -- include all staff

70. Celebrate even the smallest success

71. Design a department logo or coat of arms

72. Adopt an office pet or allow staff to bring in pets

73. Throw a first day of work party (why wait until they retire?)

74. Put surprise thank you’s on staff cars in parking lot

75. Involve office in community service project that they select

76. Sneak a stuffed animal into the luggage of staff leaving for a 
business trip

77. Public recognition in front of others

78. Tape coupons or certificates under chairs in a meeting

79. Glue chocolate bar to boring memos

80. Have a surprise gift card drawing

81. Place an ad in the paper thanking your whole staff or committee

82. Place an ad in industry association newsletter/magazine thanking staff or 
committee

83. Recognize at meetings

84. Give a recognition or A+ button
to be worn all day
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85. Early out Fridays -- let staff leave early on Fridays

86. Send a welcome card to new employee before they start 
work

87. Encourage all levels of staff to be leaders - rotate meeting 
responsibilities

88. Use the profit from vending machines for staff treats or outings

89. Surprise staff with a greeter at the front door in the morning

90. Start a thank you card, allow staff to pass it on

Our top eleven favorites…

91. “Staff U.” -- kudos to Tom Swartz, the owner of a remodeling company in 
Decatur,IL for giving us this idea.  He gives his project managers the 
opportunity to attend in-house education programs on topics such as 
business management, scheduling, blueprints, computer estimating, and 
history and strategic plan of the company.  Instructors are other employees 
at J.J. Swartz Co. who give of their time in the evenings to teach the classes.  

92. Bonus shopping spree -- a company executive determined that he could 
give each of his staff at $200 bonus, but instead of giving them an envelope 
with a check or cash he took them to a local shopping mall.  He gave each an 
envelope with $200 cash and told them they had one hour to use the cash.  
There were several rules; they had to spend it on themselves, they had to 
buy five items with the money, any money they didn’t use went back to the 
executive.

93. “Management By Walking Around” -- management takes time each day 
to walk around and ask how staff is doing, if they need support, what issues 
are pressing.

94. Secret pal -- everyone in organization puts slip of paper in a hat with name, 
phone number, birthday, hobby, and favorite things.  Everyone gets a slip 
with someone else’s name on it – that’s their secret pal.  Over two weeks to 
three months secret pals are to do creative, spontaneous and fun things for 
their pals -- anonymously.  The fun is in the creativity and anonymity.  At the 
end you can reveal secret pals if you like.
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95. New Staff Welcome Kit -- includes company information, facts and trivia, 
favorite places to eat, best buys; best cleaners and shoe repair, fun things to do 
within lunch hour nearby (museums, parks, etc).

96. Positive Press -- when you hear a positive remark about someone, repeat it to 
that person as soon as possible.  Seek him or her out if necessary, leave a voice 
mail message or e-mail if you can’t reach personally.

97. Staff meetings -- Make staff meetings opportunity for recognition.  Ask for 
latest accomplishments, new staff, personal news, and new recognition ideas 
used since the last meeting.

98. Time -- Create a clear afternoon of uninterrupted time to work alone, no 
meetings, time for paperwork catch-up, etc.  Build in time for 
brainstorming, creativity and research.

98. Cross Training -- Give staff the opportunity to 
learn other functions in the company by working 
with other staff. 

99. Celebration and Accomplishments calendar --
Post a large calendar in a public place and enter on 
each day an achievement, a celebration, or 
recognition of someone.  It becomes obvious 
quickly that there is something to celebrate and 
recognize (or learn) every day.

101. Listen -- Actively listen, especially when the 
individual is discussing his or her accomplishments 
or contribution or is reacting to your recognition.
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Dr. Steve Swafford, Balance Warrior + CEO, has worked for nearly 30 years for and with 
non-profit and education-focused organizations in areas of strategy, leadership development, 
communication, membership and executive management. He brings a practical knowledge of 
strategy and executive leadership with past organizations such as the National Association of 
Home Builders (NAHB), Club Managers Association of America (CMAA), and American 
Subcontractors Association (ASA) where he most recently served as the executive director. 
He is active in California Society of Association Executives (CalSAE) leadership serving on the 
Board for three terms; past Membership Committee Chair; past Professional Development 
Committee Chair (aka Purple Cow Posse); and Southern California Regional Council. In 
2006, Steve was recognized as CalSAE's Associate Member of the Year. Steve is also a faculty 
member for the U.S. Chamber of Commerce’s Institute of Management Winter Institute and 
West Institute locations. A native of Kansas, Steve has a B.S. in journalism from Kansas State 
University; a M.Div. from Wesley Theological Seminary in Washington, DC; and an Ed.D. 
from Pepperdine University's School of Education and Psychology focusing on Organization 
Change. Steve is a co-founder of Leadership Outfitters, LLC.
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Washington, DC Office Los Angeles Office
Voice: (301) 404-5323 Voice: (310) 428-6795
Fax: (310) 260-2905 Fax: (310) 260-2905
Email: jill@leadershipoutfitters.com Email: steve@leadershipoutfitters.com

Boston Office Hartford Office
Voice: (508) 237-9395 Voice: (860) 986-9616
Fax: (310) 260-2905 Fax: (860) 633-2927
Email: steve@leadershipoutfitters.com Email: bridget@leadershipoutfitters.com 

Eugene Office
Voice: (310) 428-6795
Fax: (310) 260-2905
Email: steve@leadershipoutfitters.com

Our Core Strengths

• Strategic Thinking/Planning
• Leadership Development
• Staff Retreats   
• Communication Skills 
• Facilitation Training
• Convention Breakouts
• Conference Keynotes 
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