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What to Consider 
When Managing 

Conflict?

• Understanding our different behavior styles and being willing to flex within styles 
helps us to manage our differences in relationships in your dental practice.

• Recognizing the lenses we look through, our mental models, what we assume helps 
avoid conflict in your dental practice.

• Values of others come into play when we experience conflict in your dental practice. 
Recognizing our differences in personal values can help us avoid or manage conflict.

• Our own conflict styles affect how we handle different situations. Control over what 
style we use can help diffuse a conflict situation in your dental practice. 

What Does Conflict in Your Dental 
Practice Look Like?

• Communication Issues

• Response to requests for help

• Understanding of goals

• Response to criticism

• Expectations of others

• Follow through

• Different styles and 
approaches

• Different ways of managing, 
different 

• Levels of responsibility and 
authority

• Office gossip

• Triangulation

• Inconsistency between words and 
action

• What Else?



Conflict
Strategy Check 

List

1. Has the Situation Been Assessed? – Each conflict is going to be different, no 
matter how often we’ve addressed similar situations.

2. What Kind of Conflict? – There are three (3) general conflict circumstances which 
are:
a) One-time conflict? b) Repeated conflict? c) Conflict resolution to form some kind 
of long-term relationship?

3. What Type of Conflict Will We Face? There are basically two (2) types of conflict 
situations in managing the dialog as well as a blend of the two. They are:
a) agreement conflict – views, opinions, beliefs, values, or ideolology; and             
b) resource conflict – tangible, measurable, or quantifiable.

4. What is the Purpose? There are two (2) basic situations that trigger a dialog. 
These are:
a) Urgency; Emergency; or Survival; or b) Opportunity or Exploratory

5. Is There a “Ripple Effect” to Consider? Based on the outcome of this dialog are 
there other impacts or readjustments to be considered?

6. Do We Need to make or sign a formal agreement? In the event of the conflict 
resolution collapsing at a later date this will impact this consideration. Do other 
parties need to approve the agreement?

7. Is There a Time Element? There two general considerations regarding the time 
element which are filing or decision deadlines as well as ongoing negotiations take 
up time – time is money. 

www.negotiations.com/training; Harvard Business Essentials ‘Negotiation’ Harvard Business School Press; Leigh 
Thompson, ‘The Heart and Mind of the Negotiator’
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What one do you always practice? Which one(s) do you usually not consider?



Multiple 
Variables in 
Managing 
Conflict

Managing & Navigating a Potential Conflict Situation

Generational/Life Experiences
 Differences in perception by at least four generations and cultural life 

experiences. How will you manage the conflict approach when talking to different 
generations or cultural life experiences?  What is important to the person to 
whom you are suggesting a resolution?

Mindset
• Other life experience lenses or hierarchy?  What is relevant to the person you are 

sharing with? What experiences might influence how this person receives your 
feedback or insight? Are you having to build or rebuild credibility in the process?

Behavior Styles and Communication
• Think about who is more analytic and would want more information; who is 

bottom line and just wants the facts;  who will want to talk about the conflict or 
talk “through” the perceived conflict; and who will want to make sure everyone is 
“on board”.

Perceptions
• What are the individual perspectives in the conflict? What perceptions might 

people have about the resolution you are suggesting? Do you know the 
individuals or have a history of trust and respect? 
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Persuasion

Process of changing or reinforcing attitudes, beliefs, 
or behaviors. A form of social influence. It is the 
process of guiding people toward the adoption of an 
idea, attitude, or action by rational and symbolic 
(though not always logical) means. It is strategy of 
problem-solving relying on "appeals" rather than 
strength.

Negotiation

Negotiation is a dialogue between two or 
more people or parties intended to reach 
a mutually beneficial outcome, resolve 
points of difference, to gain advantage for 
an individual or collective, or to craft 
outcomes to satisfy various interests. 
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NOTE: “Students heading into their first year of college this year are mostly 18 and were born in 
1997. Among those who have never been alive in their lifetimes are Princess Diana, Notorious 
B.I.G., Jacques Cousteau, and Mother Teresa. Joining them in the world the year they were 
born were Dolly the sheep, The McCaughey septuplets, and Michael “Prince” Jackson Jr.”

For students entering college this Fall is the Class of 2018...

1. Hybrid automobiles have always been mass produced.

2. Google has always been there, in its founding words, “to organize the world's information 
and make it universally accessible.” 

3. They have never licked a postage stamp.

4. Email has become the new “formal” communication, while texts and tweets remain 
enclaves for the casual.

5. Four foul-mouthed kids have always been playing in South Park.

6. Hong Kong has always been under Chinese rule.

7. They have grown up treating Wi-Fi as an entitlement. 

8. The NCAA has always had a precise means to determine a national champion in college 
football.

9. The announcement of someone being the “first woman” to hold a position has only 
impressed their parents.

10. Charlton Heston is recognized for waving a rifle over his head as much as for waving his 
staff over the Red Sea.

11. Color photos have always adorned the front page of The New York Times.

12. Ellis Island has always been primarily in New Jersey.

13. “No means no” has always been morphing, slowly, into “only yes means yes.”

14. Cell phones have become so ubiquitous in class that teachers don’t know which students 
are using them to take notes and which ones are planning a party.

15. The Airport in Washington, D.C., has always been Reagan National Airport.

16. Their parents have gone from encouraging them to use the Internet to begging them to 
get off it.       

17. If you say “around the turn of the century,” they may well ask you, “which one?”

18. They have avidly joined Harry Potter, Ron, and Hermione as they built their reading skills 
through all seven volumes.
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19. Attempts at human cloning have never been federally funded but do require FDA 
approval.

20. "Crosstown Classic” and the “Battle of the Bay” have always been among the most 
popular interleague rivalries in Major League Baseball.

21. Carry Me Back to Old Virginny has never been the official song of the Virginia 
Commonwealth.

22. Phish Food has always been available from Ben and Jerry.

23. Kyoto has always symbolized inactivity about global climate change.

24. When they were born, cell phone usage was so expensive that families only used their 
large phones, usually in cars, for emergencies. 

25. The therapeutic use of marijuana has always been legal in a growing number of American 
states.

26. The eyes of Texas have never looked upon The Houston Oilers.

27. Teachers have always had to insist that term papers employ sources in addition to those 
found online. 

28. In a world of DNA testing, the Tomb of the Unknowns at Arlington has never included a 
Vietnam War veteran “known only to God.”

29. Playhouse Disney was a place where they could play growing up.

30. Surgeons have always used “super glue” in the operating room.

31. Fifteen nations have always been constructing the International Space Station.

32. The Lion King has always been on Broadway.

33. Phoenix Lights is a series of UFO sightings, not a filtered cigarette.

34. Scotland and Wales have always had their own parliaments and assemblies.

35. At least Mom and Dad had their new Nintendo 64 to help them get through long nights 
sitting up with the baby.

36. First Responders have always been heroes.

37. Sir Paul and Sir Elton have always been knights of the same musical roundtable.

38. CNN has always been available en Español.

39. Heaven’s Gate has always been more a trip to Comet Hale-Bopp and less a film flop.

40. Splenda has always been a sweet option in the U.S.

41. The Atlanta Braves have always played at Turner Field.

42. Poland, Hungary, and the Czech Republic have always been members of NATO.
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43. Humans have always had the ability to use implanted radio frequency ID chips—slightly 
larger than a grain of rice.

44. TV has always been in such high definition that they could see the pores of actors and the 
grimaces of quarterbacks. 

45. Mr. Jones and Mr. Smith have always been Men in Black, not their next-door neighbors.

46. The proud parents recorded their first steps on camcorders, mounted on their shoulders 
like bazookas.

47. They had no idea how fortunate they were to enjoy the final four years of Federal budget 
surpluses.

48. Amoco gas stations have steadily vanished from the American highway.

49. Vote-by-mail has always been the official way to vote in Oregon.

50. ... and there has always been a Beloit College Mindset List.

(c) 2016 Leadership Outfitters, LLC    SDDS Managing Conflict   www.leadershipoutfitters.com

Background on the Study

Each August since 1998, as faculty prepare for the academic year, Beloit 
College in Wisconsin has released the Beloit College Mindset List. A creation 
of Beloit’s Keefer Professor of the Humanities Tom McBride and Public Affairs 
Director Ron Nief, it looks at the cultural touchstones that have shaped the 
lives of today’s first-year students. 

The Beloit College Mindset List is used by educators and clergy and by the 
military and business in their efforts to connect with the new generation. 
Beloit creates the list to share with its faculty in anticipation of the first-year 
seminars and orientation. "It is an important reminder to faculty, some of 
whom are only a Ph.D. older than their students, that what we call 
‘hardening of the references’ can set in quickly," according to Nief. "It is 
meant to be thought-provoking and fun, yet accurate.”  © Beloit College

7
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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 

8
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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

9



(c) 2016 Leadership Outfitters, LLC    SDDS Managing Conflict   www.leadershipoutfitters.com

Analyzer
Good at…

 Logical approaches

 Processing information

 Following guidelines/rules

 Being self-disciplined

Likes…

 Being correct

 Time to process thoughts

 To understand the rules

 Detailed instructions

Uncomfortable when…

 Guidelines are not being followed

 There is a lot of confrontation

 Forced to make snap decisions

 Experiencing rapid change or growth

 The rules are not clear or defined

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

Stabilizer
Good at…

 Team projects

 Being congenial

 Facilitating relationships

 Getting the job done

Likes…

 Being trusted

 Sure things

 Agreement;minimal conflict

 Being appreciated

Uncomfortable when…

 Confronted on a sensitive issue

 There is a lot of change

 No one appreciates me

 Feels alone or deserted

 The team is not working

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

Adapted from The Effectiveness Institute, Inc.
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Controller
Good at…
 Decision making

 Taking the lead

 Embracing change

 Accepting risks

Likes…
 Control

 Making decisions

 Winning

 Action

Uncomfortable when…
 Not in control
 There is no action taken
 Feel as if being used
 Observe inefficiency
 There are no options

Summary
Results oriented; needs control; supports 
objectives; likes efficiency; likes 
immediate results; lower active listening skills; 
enjoys options.

Persuader

Good at…

 Working with others

 Making conversation

 Being  a catalyst

 Spontaneous actions

Likes…

 Being liked

 Recognition and rewards

 Working with others

 To be tactile/touched

Uncomfortable when…

 All alone/rejected

 There is no trust

 There is no flexibility

 Criticized

 There is a loss of love or social 
approval

Summary
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.
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Analyzer Controller

Stabilizer Persuader

TASKS

RELATIONSHIPS

R
E
S
U
L
T
S

P
R
O
C
E
S
S

Adapted from The Effectiveness Institute, Inc.

“Rotating Your Iceburg”

12
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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

13
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Senge’s Ladder of Inference

From Peter Senge’s The Fifth Discipline Fieldbook, pg. 242

14
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The Dental Spa 
Experience

• Complimentary Juice Bar

• Massage Chair

• Chenille Throw 

• DVD Movies on Flat Screen TV

• Paraffin Hand Wax 

• Mood Lighting

• Lavender Aromatherapy

• Warm Neck Pillow
-- Dr. Kamyar Nouri, Thousand Oaks Dental Spa

• Dr. Debra King, an Atlanta dentist who has been featured on ABC’s “Extreme Makeover” has been 
offering spa services since 1994. She has gone as far a piping special music out to the parking lot 
of her office, which is housed in a Twelve Oaks-style mansion.

• “Traditionally, nobody has ever liked the dentist,” agrees Dr. Andrea Mulas, whose West Hollywood 
dental practice began offering light “refresher” facials and complimentary hand and foot 
reflexology about a year ago. “Using the latest technology has changed a lot of that, but also 
adding these spa-type services helps. I always tell my patients that my first goal is to keep them 
relaxed and keep a smile on their faces.”

• Southern California has approximately 20 dental spas, according to Dr. Lynn Watanabe, a Pacific 
Palisades dentist, who with her husband John Chien, formed the International Dental Spa 
Association in 2002. 

• Already, about half of dentists nationwide offer some sort of spa element, according to a 2004 
American Dental Association survey. The most common are headphone and neck rests, followed 
by warm towels and complimentary snacks or beverages. An estimated 5% offer amenities such as 
massages, facials and hand and foot treatments.

Source: Los Angeles Times



In a negotiation, what are you communicating 
(intentionally or unintentionally) to others through:

• Body Language

• Voice Inflection

• Physical Actions

• Verbal Reactions/Responses

How do these affect the meaning of what you say?

Intonation, Inflection, 
Volume, Speed

Appearance, Posture, 
Gestures, Clothing, 
Surroundings

Verbal – the Text

Which percentage 
goes with the three 
on the left?

38%   

55% 

7%
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What Core Values are Yours? 

Achievement

Advancement/Promotion

Adventure 

Affiliation

Balance 

Challenging Problems 

Change/Variety

Close Relationships

Community

Competence

Competition 

Cooperation

Creativity

Decisiveness

Economic security

Effectiveness 

Efficiency

Ethical practice

Excellence

Excitement 

Fame 

Family

Fast Pace 

Flexibility

Freedom

Friendship

Fun 

Growth

Health 

Helping Others

High Earnings 

Integrity 

Independence 

Involvement/participation

Job Tranquility 

Knowledge 

Loyalty

Meaningful work

Money

Order (stability)

Physical Challenge

Personal 
Development 

Precision Work 

Pressure 

Power/Authority 

Quality 

Recognition

Respect 

Reputation

Security

Spirituality

Stability 

Status

Time Freedom

Tradition

Trust

Work Alone 

Work w/Others

_____________

_____________

"Imagine a place where everyone puts the interests of others 
before their own. Where everyone tells the truth and where trust 
and mentoring abound. That place is called a Heroic 
Environment®.“ — Rob Lebow
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Values & Behaviors Practiced

1. ________________ _______________________________

_______________________________

2. ________________ _______________________________

_______________________________

3. ________________ _______________________________

_______________________________

4. ________________ _______________________________

_______________________________

5. ________________ _______________________________

_______________________________

Put your 4-5 values 
on the lines below

List two behaviors that 
support each value
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Values & Conflict 
in the Dental 

Office

• Conflict is inevitable.

• Values of others come into play when we 
experience conflict.

• Recognizing our differences in personal values can 
help us manage conflict.

• Understanding our different behavior styles helps us 
to manage our differences in relationships.

Conflict Management

Dos

•

•

•

•

Don’ts

•

•

•

•



What’s Your
Preferred Style?

How do you usually handle conflicts? Read each technique below, decide if you use it

frequently, occasionally, or rarely.  If frequently, put a “3” on the  appropriate line below,

if occasionally, write a “2” on the blank, if rarely, write  a “1”.

1. Use all your resources to win.

2. Try to deal with the other person’s point of view.

3. Look for middle ground.

4. Look for ways to let the other person win.

5. Avoid the person.

6. Firmly pursue your own goals.

7. Investigate the problem from many angles.

8. Try to reach a compromise.

9. Give in.

10. Change the subject.

11. Complain and badger until you get your way.

12. Try to get all concerns out in the open.

13. Give a little and encourage the other party

to do the same.

14. Make quick agreements if only to keep the peace.

15. Try to joke your way out of it.

16. Threaten to bring in higher and stronger authorities.

17. Present alternatives to consider.

18. Settle for a partial victory.

19. Aim to be liked.

20. Try to focus on something else.

I. II. III. IV. V.

1. __ 2. __ 3. __ 4. __ 5.__

6. __ 7. __ 8. __ 9. __ 10.__

11.__ 12.__ 13.__ 14.__ 15.__

16.__ 17.__ 18.__ 19.__ 20.__

______ ______ ______ ______ ______
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Barriers & Catalysts
to Move Forward

Positive Conflict Management

I. Directing/Competing - “Every conflict has a 
winner and a loser. I intend to be the winner.”
- Refusing to give in

- Standing up for your rights

- Personal agendas

II. Collaborating/Problem Solving - “Let’s work it out.”

- Exploring the disagreement

- Examining alternative solutions

- Finding a mutually satisfying solution

III. Compromising - “Let’s split the difference.”

- Seeking middle ground

- Each side gives up something for a solution

IV. Accommodating - “I’m willing to give up a lot to end 
this conflict.”

- Yielding to another’s point-of-view

V.  Avoiding - “This isn’t worth fighting for.”
- Not addressing the conflict

- Withdrawing from the situation to postpone the issue
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Using Different 
Conflict Styles

Style

Directing

Collaborating

Compromising

Accommodating

Avoiding

Uses

When immediate action is 
needed or safety is a 
concern.

Leads to decisions that 
address everyone’s needs, 
improves relations 
between those in conflict, 
can learn from sharing of 
points-of-view.

Quick, easy, when parties 
of equal strengths have 
mutually exclusive goals, 
when all else fails.

Use when the relationship 
is more important than 
the issue.

When confronting is too 
dangerous, when an issue 
is unimportant, when the 
situation needs to “cool 
down”, when you want to 
buy time to prepare.

Limitations

Intimidates others, builds 
resentment, doesn’t allow 
others to participate in 
problem solving.

Takes time, all parties 
must agree to the 
process.

Easy to avoid real issues 
in conflict, no one may be 
satisfied with the 
outcome.

Needs may not get met, 
some may feel used.

Important issue may 
never get addressed, 
conflict may escalate or 
resurface later.
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Are You a …?

Bottler
• get mad inside, keep quiet, give the "silent" 

treatment? 

Escape Artist
• withdraw to a safe distance because you don't 

like to argue?

Megaphone
• get angry, criticize, call names, use sarcasm or 

some other aggressive behavior?

Martyr
• give in; say "I guess you are right" with a big 

sigh, be submissive in order to avoid conflict?

Pollyanna
• deny or pretend that "everything is okay“?

From Herbert G. Lingren, Extension Family Life Specialist, University of Nebraska
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Advocacy Only

Often we share views in a pure
“advocacy” environment.  

The goal is to win the argument.  

Only some data is shared; that 
which will confirm our position. 

Each  party tries to “make a case”
for a certain position.

Inquiry
and 

Advocacy

Advocacy Only Inquiry & Advocacy

Winner  Loser

Each retains own views.

Everyone Wins!

Open to new views

Balanced/Combined  

Inquiry and Advocacy

The goal is no longer winning the 
argument but to find the best 
argument. 

Thinking behind the view is made 
explicit. No one hides reasoning 
behind a viewpoint.  

People reveal their own reasoning and 
assumptions. “Here is my view and 
here is how I have arrived at it. How 
does it sound to you?”
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Authentic Inquiry 
& 

Advocacy Tips 

Advocating Your View

• Make your own reasoning explicit – how did you arrive at that view? What data is it 
based upon?

• Encourage others to explore your view. “Do you see gaps in my reasoning?”

• Encourage others to provide different views.  “Do you have different data or 
conclusions?”

• Actively inquire into others’ views that differ from your own. 

Inquiring Into Others’ Views

• If you are making assumptions about others’ views – state those assumptions 
clearly, acknowledging that they are assumptions.

• State the data upon which your assumptions are based.

• Don’t ask questions if you are not interested in others’ response.

Impasse (others no longer open to inquiring into their own views)

• Ask what data or logic might change their views

• Ask if there is any way you might together find new information to inform the 
situation

Open Exchange Difficult/Others Hesitant to Express Views or Experiment 

with Alternative Ideas

• Encourage them to think out loud about what is making open exchange difficult.

• If there is mutual desire to do so, work together to design ways to overcome these 
barriers.

From Senge, Peter M. The Fifth Discipline: The Art & Practice of the Learning Organization. NY: 
Doubleday, 1990.



Case Study 
Development

What is the issue or situation in potential conflict? 
(e.g. getting a raise; extending a work deadline; patient misses multiple 
appointments; vacation request; co-worker not responding to direction; patient 
past-due on payment plan; casual dress code proposed)

Possible Questions to Consider Regarding the Case Study

1. Who does this idea affect directly or primarily? Stakeholders?

2. Who can these people influence?

3. How will you approach them?

4. Will you convene a group to discuss or approach individuals?

5. Will you approach those in your immediate area or reach further or 
higher into the organization?

6. Why should they listen to your offer? Idea?

7. What is compelling or valuable about the idea? Concept?

8. What timing would give you the best leverage?

Conflict Case Study
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Healthy Growth 
from Conflict

Mental models and the pool of shared meaning

• What do people think and have they contributed their meaning to the 
shared pool? 

• Are there unsaid feelings, unstated facts?

• Ask for input, encourage people to speak up

• Practice transparency

Work on yourself first

• Recognize your mental models and assumptions

• Focus on:

 Recognizing your motives

 Clarifying what you want out of the conversation for yourself and others

 What behavior you practice to achieve these things

Find your mutual purpose

• What is it that all parties desire? Agree to commit to a mutual

purpose and brainstorm ways to arrive at that purpose.

Recognize your stories

• Notice your behavior, what emotions are behind your story

• What is creating those emotions?

• Get back to the facts (ladder of inference)

S.T.A.T.E. – Share your facts; Tell your story; Ask for others facts, stories 
and feelings; Talk appropriately/tentatively; Encourage testing

From Crucial Conversations: Tools for Talking When the Stakes are High. Kerry Patterson, Joseph 
Greeny, Ron McMillan, Al Switzler (NY: McGraw Hill, 2002).
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Growth Comes 
From Giving Up 

the Need
to be “Right”

• Why is it important to be right?

• What advantages does it give you?

• Do we associate being right with being successful? 
Do we need to be right to get the recognition we 
need?

• How does it feel to be on the other side of the 
equation?

• What would you get if you didn’t have to be right?

• Is there real resolution if one party gets to be right?

"Let go of your attachment to 
being right, and suddenly
your mind is more open. 
You're able to benefit from 
the unique viewpoints of 
others, without being 
crippled by your own 
judgment.“                          
-- Ralph Marston

"The need to be right all the 
time is the biggest bar to 
new ideas. It is better to 
have enough ideas for some 
of them to be wrong than to 
be always right by having no 
ideas at all.“

-- Edward de Bono
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Examples of 
Positive Conflict

Management
It’s all in the Tone

1. Agree that now is a good time to attempt to resolve the conflict. Allow 
"prime time" when energy is high and motivation is positive, not when 
you are angry or tired. 

2. Manage feelings and emotions. There must be an underlying attitude 
of respect, caring, forgiveness and no harm.

– Take a slow, deep breath.
– Your voice should be calm, slow and controlled. 
– Avoid angry or too emotional words.

3. Describe the conflict event or issue in chronological order.

4. Discuss the specific issue or specific behavior, not the person, 
personality or motivation. 

5. Listen and check understanding.

6. Identify the other person's goals; check understanding.

7. State your goals; identify how the goals coincide.

8. Stay in the present, do not engage in coercion or fault-finding from the 
past.

9. Identify alternatives that could meet the goals. 

10. Provide "face-saving" mechanisms. Don't corner the other person. 
Allow a "time out" if emotion gets too heavy.

11. Identify action steps to help achieve the goals
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Helpful Reminders 
to Proactively 

Diffuse Conflict

a) Be sure there is a real problem and that it is not just your 
interpretation

b) Try to identify the real issue or opportunity, not just the 
symptoms or personalities.

c) Be prepared to work toward a mutually agreeable solution, not 
just toward “winning”.

d) Remember, it is all right to disagree and that the other person is 
not “bad” if he or she disagrees with you.

e) Keep some perspective. Relationships are not destroyed but can 
even be enhanced by working toward a mutually satisfactory 
solution to a conflict.

Other Suggestions?
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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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Our Core Strengths

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