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Using  a contest to encou-
rage innovative thinking

Holding an internal com-

petition can be a good

way to drive innovation in

your company. It can

teach employees new

skills, connect them

across multiple depart-

ments, and amplify the

company’s overall cre-

ative ambience. If you

want to create a contest to crowdsource

ideas, follow these tips:

ÜÜÜÜÜ Frame the competition around a spe-

cific need. Create a challenge statement or

question that focuses on an issue your com-

pany would benefit from solving. “Design the

next big thing” is not a good challenge state-

ment.

ÜÜÜÜÜ     Lay out a step-by-

step process for how to

participate. Instead of

asking for a 50-page

business plan, have par-

ticipants first submit a

one-page pitch. Once you

narrow the candidate

pool, finalists can work on

full-fledged proposals for

judges to review.

ÜÜÜÜÜProvide resources. Give people access

to the data and assets they need to explore

their ideas. Incorporate classes, workshops,

and mentoring into the competition program.

Making an impact in every
workplace conversation

As a manager, you want to be regarded as

someone who makes substantive contri-
butions to workplace discussions. And you

want people to listen to what you have to
say. Try these techniques to get col-

leagues, employees, and upper manage-
ment to sit up and take notice when you

speak:

l Think before you speak. You may not
need to initiate a conversation at all— per-

haps an email or memo would be more ef-
fective. If not, know what you want to ac-

complish before speaking.
l Listen to others. Think of your con-

versations as a tennis match: A lot of back-
and-forth action can happen before a point

is ever scored. In a conversation, this
means listening as much as talking. Make

sure you understand what others are say-
ing before trying to influence a discussion.

l Check your voice level. Speak in
calm, even tones. Too much variation in

pitch, volume, or tone can send the mes-
sage that you haven’t thought your point

through, you’re making things up off the top
of your head, or you’re intentionally trying

to cover up something.
l Ask open-ended questions. “We are

going to get this done by Friday, right?”
asks only for a yes-or-no answer. “How can

we get this project done by Friday?”
prompts ideas and solutions.

lllll Take notes. This is helpful later if you
need to review a conversation. Also, it

shows the person you’re speaking with
how seriously you take his or her words.

l Initiate a follow-up discussion. This
will send a message that you’re genuinely

interested in solving problems or develop-
ing new ideas.

4 hot topics for internal
communicators in 2015

To help you better engage your workers,
here are some trends, technologies and
philosophies that could transform internal
communications in 2015 and beyond,
enumerated by Jody Ordioni,  president
of Brandemix

1. Visual communication. Although
email, intranets and employee newsletters
are still important, many organizations are
moving beyond them with visual commu-
nication. Organizations are sharing pho-
tos of employees at events, volunteering
or celebrating milestones. Organizations
are also creat ing infographics.
Infographics can make any subject inter-
esting. They are great for conveying com-
plex information—such as leadership
changes or company benefits—in a
simple, eye-catching way.

2. Mobile. “BYOD (Bring Your Own De-
vice) is a grass-roots movement that is
happening in your organization whether
you like it or not,” writes Shel Holtz, an
organizational communications expert.
Some employers issue mobile devices to
employees; many workers simply use
their own. This presents an opportunity to
send internal communications via text
message. It also enables employees to
access the intranet through their mobile
devices. Organizations must make their
intranets and emails mobile responsive so
employees can read them without having
to zoom in and scroll around .

3. Social networking. As with many
other aspects of business, social media
is seeping into internal communications.

4. Gamification. Gamification is the one
of the latest trends in corporate wellness
and employee rewards, and we’re seeing
it in internal communications, as well. Or-
ganizations can reward employees for
simply reading or sharing internal commu-
nications with their peers (using an en-
terprise social network, perhaps). You can
create quizzes based on recent messag-
ing and publicly recognize the winners.
You could also give prizes to employees
who live the organization’s values.

Source: www.ragan.com

Source:  www.managebetter.biz

I suppose leadership at one time meant muscles; but

today it means getting along with people.

--Mahatma Gandhi

Source:  Management Tip of the Day, Harvard
Business Review
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Which type of person is harder to lead?

Steamroller — they apply themselves but

h a r m   r e l a t i o n s h i p s

      49.16% .

Stowaway — they avoid work and hope to

go unnoticed                               26.89%.

Slacker — they have talent but won’t apply

themselves              23.95%.

Steamrollers need to be restrained. These

folks are clearly tough to lead. A Steamroller

gets momentum and gets things done,

which makes them especially challenging to

deal with. The hard part is their belief that

they’re getting results so they don’t need to

change their behaviors. The trick with lead-

ing them is helping them understand that their

rating is based on results and relationships.

As far as Slackers go, it’s about unlocking

their motivation. For Stowaways, the key to

improving their performance is holding them

accountable and you invest more effort in

changing their behaviors. The most critical

step in leading any of them correctly is first

getting an accurate assessment of what their

behaviors truly are.

Source: SmartBrief on Leadership. Mike Figliuolo,

managing director of ThoughtLeaders( http://

www.thoughtleadersllc.com/)

Using better metaphors to
win an audience over

If you’re trying to engage an audience, using

well-chosen metaphors can offer a short-

cut to understanding. You just have to pick

the right ones. Dig for connections that make

an idea clearer in your mind. The brighter

the idea shines for you, the more likely it is

to resonate with your audience. Very few

people, if any, can come up with a brilliant

metaphor on the first try. Brainstorm some

ideas. Write down obvious choices right

away to get them out of your head and to

make room for more creative ones. For ex-

ample, to illustrate partnership, steer clear

of the cliché handshake in front of a globe,

and go for something like a photo of Fred

Astaire and Ginger Rogers. To illustrate a

goal, avoid the bull’s eye and opt for some-

thing more unique, like a maze. The more

unusual the metaphor, the more it’ll stand out

in people’s minds.
Source:  Management Tip of the Day, Harvard

Business Review

When a teammate won’t cooperate
Being a good teammate isn’t a skill that

comes naturally to every co-worker. So what

can you do to motivate an uncooperative

team member when you’re not in charge?

Try these ideas: Seek help from a teammate

who is on good terms with the person. He

or she may find criticism easier to accept

from a friend; Ask the team leader to ap-

proach the member to discuss the problem

behavior; Conduct a team intervention in

which everyone confronts the teammate and

insists on changes.  In each case, keep the

emphasis on making suggestions and offer-

ing assistance, not hurling accusations.

Source:  www.managebetter.biz

Setting  the right example
 when workers stay late

Leaders set examples by what they do—and

sometimes with just their presence. For ex-

ample, if your group is staying late to finish

a rush project or dig out from accumulated

work, stay with them during at least part of

the overtime—even if you don’t have any-

thing critical to do. Use the time to offer your

help, catch up on your own work—whatever.

Your presence tells them without saying a

word that you know what they’re doing and

that you support them.

Source:  www.managebetter.biz

Removing these negative phra-
ses from your coaching agenda

Words matter when you’re coaching an

employee, writes www.managebetter.biz

The right words can motivate a worker to do

better and reinforce the values of your orga-

nization. The wrong words will derail your

attempts to help employees improve their

performance. As you coach employees and

teams, avoid these counterproductive words

and phrases:  “Why didn’t you___?, “You

should have…”, “Do you understand?”

Source:  www.managebetter.biz

Defining problems
in the organization

There are differences in terms of how lead-

ers define a problem, because it can be dif-

ferent depending on where a leader sits in

an organization, says Lois Braverman, chief

executive of the Ackerman Institute for the

Family.  There’s an administrative reality and

there’s a front-line worker reality, and those

realities are very rarely the same. Organi-

zational conflicts escalate when people don’t

feel heard, when they don’t feel like their per-

ception of reality has a chance to at least be

heard, she adds.

Source:  http://www.nytimes.com

Preparing for success
with a ‘premortem’

analysis
When you launch a new project, you and
your team generally expect the best. But if
you’re smart, you’ll also prepare for the
worst. One way to prevent failure is to hold
a “premortem.” Before you begin your work,
bring your team together and ask members
to imagine that the project has already failed.
Then follow these steps to identify obstacles
ahead of time:

Outline the project. Familiarize employ-
ees with the business problem, the criteria
for a good solution, and the deadline the
project must meet.
Look for potential problems. Assign team
members to write down every reason they
can think of why a failure might occur. En-
courage them to let their minds run free, un-
restrained by worries about saying some-
thing pessimistic or embarrassing people.
Allow sufficient time; you might even make
this an overnight assignment.
Share the responses. Collect the ideas
and post them for everyone to see. Use
some discretion—if Sandra is worried that
Josh won’t pull his weight, for example, ad-
dress that privately instead of sparking an
argument. But most potential problems will
be open to reasonable solutions. Review
your list and explore options for avoiding
worst-case scenarios.
Expect some surprises. You won’t be able
to predict every possible stumble, but this
exercise should get your team into a mindset
that helps people react and adjust to prob-
lems without going into paralysis when di-
saster threatens.

Source:  www.managebetter.biz


