


An Introduction to
Communicatin
Effectively

It is said that when filming the biblical epic The Createst Story Ever Told, director George Stevens was trying to encourage extra passion from actor John

Wayne when delivering the highly significant line, "Truly, this was the Son of God."

"You are talking about Jesus - think about it," said Stevens, "You've got to say it with awe."

For the next take John Wayne duly summoned his most intense feelings. He paused dramatically, and said:

"Aww, truly this was the Son of God."

We know what we want, we have a clear picture of the outcome we desire, but if we don't communicate this for our audience, it can very easily get

lost in translation, as mangers it is incredibly important that we communicate effectively.
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Effective People
Management

Who are you managing?

For the first time in history, five generations will soon be working side by side. But
whether this multi-generational workplace feels happy and productive or

challenging and stressful is, in large part, up to you: the boss.

Unless you understand your team, their differences, strengths and areas of

development, you can't manage them effectively.

A lot of managers jump in and start to swim. They make a huge splash, then they
struggle, start to panic, flail around ineffectively..they didn't know how deep the

water was.

Your team is that water. They are deep and complex and if you jump in without

understanding this you may drown.

In short. We need to understand our team as individuals before we try to manage

them.



Understan

Ceneration:
Archetypes
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A driving force behind staff attitudes is upbringing. Broadly,
individuals brought up during specific periods of time have similar
cultural, moral and ethical values. You are managing staff in a period

where 4 separate and distinct generations are at work.



Baby
Boomers

Born between 1946 and 1964, baby boomers get their name from the

explosion in population experienced after the Second World War ended.

They developed some of the first counter-cultures, and though early boomers
were known for their tendencies towards freedom and experimentation, that
grew into a sense of disillusionment and distrust for the government for the

latter members.

Among their defining experiences were the first space flight, the assassination

of John F. Kennedy, and later, the Vietnam War and Watergate.

In the '60s, the stereotype of the generation was an ageing hippie, but now,
the generation is more identified with those currently in power. Boomers see

work and a solid work ethic as central to their lives.

These individuals value those who work hard in their careers, they're rapidly
getting older and retiring, and not all of them have saved up enough to be

able to do so.
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Baby
Boomers

To support Baby Boomers:

Give them something to believe in: Boomers love having a mission, so provide

a strong corporate mission for them to align themselves with.

Boomers also love having meetings, both for the interaction and for the
chance to impress others by offering valuable input (that competitive spirit

again).

Speak to their belief in individual worth to motivate them: “We need your
expertise on this.." or “We really value the work you've done on this.."
Boomers appreciate personal attention, especially in one-on-one

communications.

Like the Greatest Generation before them, the Boomers don't need much in
the way of feedback. But their competitive drive would most definitely

appreciate a financial reward for a job well done.

For communications, this generation is more likely to use the phone than any
other generation. Since there's no written record of phone calls, though, be

sure to remind them of the next action steps at the end of each call.



Ceneration

Born 1965-1981, Gen Xers grew up in the political climate in the
aftermath of Watergate and the Vietnam War, during a series of
recessions, the Reagan presidency, the AIDS epidemic, and the end of

the Cold War.

Gen Xers are more likely to be independent and value their own career
over organizations. They value autonomy and freedom at their jobs,

and are not as work-centric as older generations.

They're more socially liberal than the Baby Boomers, and they're

the first generation to fully embrace the Internet.

In the '80s, the stereotype was that the generation was intensely self-
involved, greedy, and narcissistic. Now, since they make up so much of

the workforce, it's hard to pin it down.



Ceneration

To retain and motivate Xers:

Appeal to their desire for balance.

Develop family-friendly programs that offer flexible schedules,

telecommuting and job-sharing.

Encourage their independence and ability to manage multiple

priorities.

Remove bureaucracy and tenure-based rewards, but don't remove

yourself. Xers crave feedback, especially from their boss.

Spend one-on-one time with these employees to create relationships

and foster trust.

Emphasize their accomplishments and results rather than the

methods they used to achieve them.

Include them in decision-making -- they're problem-solvers.

Finally, if you want something done, give it to an Xer. They've been

self-managing from a young age.



Ceneration

Otherwise known as millennials, generation Y was born between 1982 and
2004. This generation grew up during a time of economic prosperity, then

many entered the workforce during a recession.

Whilst their values are just about in line with those who came before
them. Their attitude towards work differs; they expect quick advancement,
and don't expect to stay at any one organization for very long, a legacy of

living through the financial crisis and the resulting weak economy.

Also identified with the hipster stereotype/subculture, and with being glued
to their smartphones rather than engaged with the world or their jobs. -IO
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To keep millennials engaged:

Offer flexibility and fun. This may seem superfluous to baby
boomers. However, Managers that hope to retain millennials will need to

support even higher levels of work-life balance.

If you thought that the three- to five-year tenures for Xers were short,
millennials change jobs even more frequently. This Generation expects to
move up rapidly. They'll stay with organizations only if they expect to attain
their goals quickly. Therefore, management should share possible career

paths openly and often.

Millennials need positive feedback. Only offer constructive criticism after you
have their trust. Finally, they value good corporate citizens. Support their

causes and allow employees to contribute and participate.

Generation




Generation Z

A contentions generation, Gen Z is currently defined as anyone born
after 1998, meaning you are just about to welcome staff from this

generation into the business.

Little is known about how this workforce will act as the vast majority of
Cen Z haven't worked, in part because they have grown up in

turbulent times economically.
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What can be agreed about Gen Z is:

Generation Z

They will work to live and not live to work

Dedicate time for personal, family, and community interests and causes outside of

work

They will value results over face time in the office

Want to work non-traditional hours

Demand to be engaged (highly satisfied and able to contribute to their fullest

potential)

Be loyal to self rather than loyal to their company

Be highly collaborative and share best practices and information

Expect their Managers to collaborate with them and will view them as equal partners

They will embrace diversity and inclusion instinctively.

They will be straightforward in their communication about their likes and dislikes

They want immediate and candid feedback



Understanding
Your Team
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Activity

Understand your team! What demographic does each of your team
members fall into? Does the definition of their generation fit them?
Understanding this can lead to a stronger connection between you and

your staff member.

Action
Assess your staff and identify your groups. This will help you craft

change moving forward.




Pushing Your People

An easy method for identifying what methods to use with team members is to look at two basic attributes:

A skills and Knowledge
A Motivation and Attitude

If you rate each of your staff HIGH or LOW in each of the above attributes, you get four distinct categories, each with a different methodology for managing.

15



‘The o
Underachiever’

LOW Skills and Knowledge and LOW Motivation and Attitude

Individuals here are not viable for coaching support in the traditional sense,
and need to be DIRECTED. Support would take the form of training to

improve skills and knowledge, whilst direct action points help mitigate the

low motivation and attitude.

Actions should be firm and have clearly defined targets and deadlines. These

people are currently neither willing nor able and so you need to direct them.
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‘The .
Apprentice’

LOW sSkills and Knowledge and HIGH Motivation and Attitude

These individuals need to be coached and supported so that they can apply
their skills and knowledge, so you should act as a GUIDE for these staff

members.

These staff members could be new staff, returning staff, transfers or someone
who struggles with changes or capability. These individuals are vulnerable

and need to be treated carefully by managers.



‘The Problem
Child’

HIGH Skills and Knowledge and LOW Motivation and Attitude

This person is capable and knowledgeable but regrettably has lost their

enthusiasm to perform well and if left, will continue to detriment the team.

This person needs to be ENTHUSED by you, incentivised in a non-monetary
sense with development opportunities so that their good points can transfer

to others.




Create
finance

‘The Star
Performer’

HIGH Skills and Knowledge and HIGH Motivation and Attitude

It's important that your star performers are STRETCHED by you as a manager

otherwise they will fall into another category.

You will find star performers who do not want to progress into other roles as
they have carved their own niche and are comfortable. This means the way
you stretch your staff memiber needs to be carefully considered otherwise the

activity will detriment their moral and performance.
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What s Your Job As A

You are there to get the most out of your team: Engaged
employees lead to engaged customers, who in turn drive a

company's growth, long term profitability, and stock price.

Generally, staff fall into three categories:

A Those with a need for achievement (Individuals who want

to do well and be recognised for this)

A Those with a need for affiliation (Individuals who want to

build and maintain relationships in order to be liked)

A Those with a need for influence (Individuals who want

power and influence over others)

Creat managers emphasize the development of their
subordinates’ unique strengths so as to help further their talent,
while finding strategies to support their weaknesses. The key
here is determining how to take advantage of what people

already do well.
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Don't Do It All

You are NOT there to do it for staff members, you are
there to enable and incentivise staff members so that

THEY do it for you.

Whilst there are thousands of articles, books and
presentations on management, there are key skills or

‘pillars’ of great people management. They are:

A Reward and Recognition

A Communicating Effectively
A Building a Team

A Training

A Resolving Issues Decisively

These pillars are supported by a set of smaller skills that
managers develop over time, which we will go into in

this material.

The trick is to keep your tools sharp, practicing your

skills constantly for continuous improvement.







When managers are asked when was the last time they rewarded and
recognised staff, a great number will point to bonuses, pay rises and
awards they have secured for staff members. These are all great
examples of reward and recognition but to consider them the only
options fails to take into account a breadth of ways you can reward and

recognise.
A reward is only an incentive to work towards a goal if it's something
you want. This is why most people use money as a reward as this is

universally recognised as a motivator we can all agree on.

A great manager knows not to focus entirely on this.

Reward And
Recognition

23
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The Difference Between The Two

Rewards are tangible, recognition is intangible

Rewards are something you can touch and have a specific value/ amount, whereas recognition is often invisible in nature but priceless in value. It is possible
to give recognition without reward but you should avoid giving reward without recognition.

An example of this would be payment of bonus. If we do not recognise and highlight best practice and all the great work that led to a staff member achieving

their reward, they begin to take this for granted and it becomes more and more difficult to promote correct behaviours using the bonus as reward.

Rewards are transactional, recognition is relational

Rewards focus on “if you do X you will receive Y in return” and are great to attract individuals to an organisation. Recognition is an personal exchange between

two people, which means its good for retaining people.

Rewards are consumed, recognition is experienced

Rewards, whether monetary or good, are consumed, usually in a short space of time. Correct recognition is an experience that a person carries with them.

Rewards are personal, recognition is personal

Rewards have little human dimension to them as they tend to have T+Cs, contracts etc. to define them. Recognition differs because it's a personal connection

celebrating who they are and what they do specifically.

Rewards are fixed, recognition is flowing

Rewards are structured and cannot easily be run on a whim. Recognition can be ‘in the moment'.

24



What To
Consider
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Plan a solid strategy
Recognition and reward without focus is just feedback. Feedback is brilliant
for supporting staff members but it doesn't form a solid recognition and

reward strategy. You need to consider:

A What is your goal? — This needs to be tangible and measurable.
A How will you communicate this goal and associated R+R? — Will there be

training? Will there be support materials?

Develop a Communication plan
To maintain engagement you will need to commmunicate where staff are at on

a regular basis. You need to consider:

How you will communicate
How often you will communicate
The form of your communication — think creatively and keep it interesting.

You want people to look forward to this!

Relevant Rewards
For staff to get behind anything, they are going to need to want to do it. For

staff to over perform they need to really want to do it. Consider:

What is the reward?

Does this appeal to everyone, is anyone excluded?



Create
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What To
Consider

26

On the spot and in the moment?

A single, long term goal needs to be broken down so that staff are engaged
throughout the process and ‘stay on target’. You need to catch people doing
great and emphasise this to encourage them and empower others. You

should consider:

How will you observe and feed back
What opportunities there are to quickly ‘pat staff on the back’

How often will you do this, what is the overall timetable?

Rules Rules Rules

Without rules, your time will be spent justifying your decision and criteria for
reward. Rules mean everyone is on the same page at day one and when you
come to present rewards and recognition, there shouldn't be any push back.

Consider:

A Are the rules fair? — think part time and full time employees

A Are the targets attainable?



R+R doesn't have to be a huge undertaking but it's the first pillar in
effective management for a reason. You need to ensure that you are
recognising your staff appropriately and proactively, then rewarding

them in a way that promotes the behaviours you want to see.

-
a L}
4. i‘ Below is a small selection of activities that have minimal cost to
N . . . .
/ perform and can be incorporated into your day to day activity easily.
o= >
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Reward and Recognition

Set up a suggestion program.
This can be as simple as setting up a suggestions box or as thorough as completing
company-wide guestionnaires. Employees who feel that their opinions and ideas are

taken seriously are more likely to be engaged.

Express interest in your employees’ professional development.
Even if your firm cannot fund the employees’ professional development at this time,
your employees will appreciate your interest and guidance on achieving their

dreams.

Establish relationships between staff and upper management.
Employees like to feel that they know upper management, even if they don't work
with them on a daily basis. You can encourage interaction across the organization's

hierarchy by sending new employees to meet and greets with senior management..

Ask staff members to nominate and vote on employee awards.

In addition to awards for Top Manager, Rookie, and Most Valuable Employee,
consider offering a “Behind the Scenes” award for humble employees who perform
well, even if they're not in the limelight. Your employees will likely have even more

creative ideas for awards.
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Send thank you notes to employees who work long hours.
This method may be even more effective if you send thank you notes to employees’
home addresses. This acknowledges that you understand how much home-time

the employee sacrificed to complete that complicated project.

Recognize your employees’ personal accomplishments.

Did Joanne just finish running a marathon? Or has Jose donated gallons of blood to
the Red Cross? They will appreciate your recognition of their personal
accomplishments, even if all you do is acknowledge them at the beginning of your

next staff meeting.

Get creative in your praise.

Although you pay your employees, it's often the thought that counts in employee
recognition. If you know an employee is into rock climbing, for instance, you could
give them a book on this topic with an inscription of your thanks. Or perhaps you'll
Photoshop a million-dollar bill with the employee’s face on it, as a way of saying,

“Thanks a Million.”

Make it formal: write a letter.

Here's a simple, free, influential method for recognizing your employees: personal
letters. Write a letter explaining in detail why a certain employee deserves praise.
Deliver a copy to the employee and their manager(s). Place a copy of the letter in

the employee’s file.
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Reward and Recognition

Establish a Rock Solid Award to recognize employees who consistently do
their job well.

Too often, employees are only recognized for one instance of going above and
beyond company expectations. And yet many employees work very hard to
accomplish the regular duties of their job. Encourage consistency by recognizing

employees for doing their job well—after all, it's not easy to find good employees.

Arrange for a team to show the fruits of their labour to upper management.
Employees feel more engaged when they feel that their ideas and efforts are

recognized as important and helpful.

Ask peers to nominate and vote for employees of the month.

Team members will appreciate the recognition that they often notice and appreciate
the day-to-day actions of their peers. If you do award Employee of the Month awards,
be specific: write out and publicly explain exactly why a certain employee was

selected.

Plan a surprise achievement celebration for an employee or a team of
employees.
Even if you just put on some great tunes and provide the ice cream, the employees

you recognize will be delighted that their work was noticed and appreciated.
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The skills you need to build in order to become a great communicator
are heavily weighted to what you do before you open your mouth to
speak.

People often focus on what they should say, but effective

communication is less about talking and more about listening.

Listening well means not just understanding the words or the
information being communicated, but also understanding the

emotions the speaker is trying to communicate.

The skills you need to build in order to become a great communicator
are heavily weighted to what you do before you open your mouth to

speak.

People often focus on what they should say, but effective
communication is less about talking and more about listening.
Listening well means not just understanding the words or the
information being communicated, but also understanding the

emotions the speaker is trying to communicate.

Communicatin
Effectively

32



If your goal is to fully understand and connect with the other person, listening 33

. in an engaged way will often come naturally. If it doesn't, try the following tips.
Is en The more you practice them, the more satisfying and rewarding your

interactions with others will become.

Focus fully on the speaker

Look for his or her body language, tone of voice, and other nonverbal cues.
Tone of voice conveys emotion, so if you're thinking about other things,
checking text messages or doodling, you're almost certain to miss the
nonverbal cues and the emotional content behind the words being spoken.
If the person talking is similarly distracted, you'll be able to quickly pick up on
it. If you find it hard to concentrate on some speakers, try repeating their
words over in your head—it'll reinforce their message and help you stay

focused.

Favour your right ear.

The left side of the brain contains the primary processing centres for both
speech comprehension and emotions. Since the left side of the brain is
connected to the right side of the body, favouring your right ear can help you

better detect the emotional nuances of what someone is saying.

Try keeping your posture straight, your chin down, and tilting your right ear
towards the speaker—this will make it easier to pick up on the higher
frequencies of human speech that contain the emotional content of what's

being said.
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Listen

Avoid interrupting or trying to redirect the conversation to your
concerns,

Listening is not the same as waiting for your turn to talk. You can't
concentrate on what someone's saying if you're forming what you're
going to say next. Often, the speaker can read your facial expressions
and know that your mind'’s elsewhere.

Avoid saying something like, “If you think that's bad, let me tell you

what happened to me.”

Set aside judgment.

In order to communicate effectively with someone, you don't have to
like them or agree with their ideas, values, or opinions. However, you
do need to set aside your judgment and withhold blame and criticism
in order to fully understand a person.

The most difficult communication, when successfully executed, can

lead to the most unlikely and profound connection with someone.

Provide feedback.

If there seems to be a disconnect, reflect what has been said by
paraphrasing. "What I'm hearing is," or "Sounds like you are saying," are
great ways to reflect back.

Don't simply repeat what the speaker has said verbatim, though—
you'll sound insincere or unintelligent. Instead, express what the
speaker's words mean to you. Ask questions to clarify certain points:

"What do you mean when you say.." or "Is this what you mean?"



To communicate what you are thinking you need to consider your audience.
Ideally your staff should be going way with three key elements embedded in

their minds. To assess whether you have achieved this you need to consider:

A Are they CLEAR on what | want them to do?
A Are they CAPABLE to do what | want them to do?
A Have | MOTIVATED them to do what | want them to do?

If your message when you communicate isn't clear, you aren't going to get
what you want. Communication should be planned before it is delivered in
order to be effective. Whilst the amount of time you have to prep will vary, you

should always think before you speak.

35
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Being Clear

Always know the "why."

You're wasting time and energy if you don't know the reason the communication is
taking place. Before you initiate any communication, ask yourself, "What am | trying
to accomplish?" Even chitchat should have a purpose, even if it's just to build
camaraderie.

If somebody else is initiating the conversation, ask yourself, "Why is this conversation
taking place?" If the answer isn't obvious, guide the dialogue to the "why" of it.
Understanding and focusing on the "why" allows you to avoid side issues and rat

holes that might otherwise obscure the situation.

Communicate emotions in person.

Any communication that has high emotional content should be delivered in person.
For example, if you've got great news that will get everyone stoked up, it will be more
effective and create more positive energy if you deliver it in person. A group meeting
to announce a big sales win, for example, is like an instant celebration. By contrast,
an email announcing the same win seems a bit like an afterthought.

Similarly, if you've got bad news or criticism, it will be better received, and more likely
to be helpful, if it's delivered in person. If you use email, it will seem like you don't care

or that you're cowardly.
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Being Clear

Communicate facts via email.

Any communication that is primarily factual should be communicated in writing for
two important reasons:

People only retain a small percentage of facts when they're communicated verbally. AL
Therefore, having a written record of those facts helps ensure that they don't get lost
when it's time to make decisions.

Communicating facts verbally to large groups is extremely inefficient. It's much better
to use email to get everyone up to speed and then have a discussion of what yet

needs to be accomplished.
Simplify your messages.
Take your message and write it out. Now go over it and cross out any waffle (and

there will be waffle!l). Your message should be lean. Think about a newspaper article:

A First there is a Headline — to draw you in and make you aware of the broad

strokes of the message
A
A Then there is the tagline, to lead you into the article with a few key points.
A
A Last there's the story, remember that newspaper articles have to be punchy

37

and to the point!
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Control

It's important to manage your emotions, think on your feet, and effectively
communicate under pressure. You are the Manager and as such you need to

maintain professionalism in your communication.

You WILL be put under pressure and how you handle these situations will

define you as a Manager. There are a number of ways to manage this:

Use stalling tactics to give yourself time to think. Have a question repeated,

or ask for clarification of a statement before responding.

Pause to collect your thoughts. Silence isn't necessarily a bad thing—

pausing can make you seem more in control than rushing your response.

Make one point and provide an example or supporting piece of information.
If your response is too long or you waffle about a number of points, you risk
losing the listener's interest. Follow one point with an example and then

gauge the listener's reaction to tell if you should make a second point.

Deliver your words clearly. In many cases, how you say something can be as
important as what you say. Speak clearly, maintain an even tone, and make

eye contact. Keep your body language relaxed and open.

Wrap up with a summary and then stop. Summarize your response and
then stop talking, even if it leaves a silence in the room. You don't have to fill

the silence by continuing to talk.
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When things start to get heated in the middle of a conversation, you
need something quick and immediate to bring down the emotional
intensity. By learning to quickly reduce stress in the moment, though,
you can safely face any strong emotions you're experiencing, regulate

your feelings, and behave appropriately.
When you know how to maintain a relaxed, energized state of
awareness—even when something upsetting happens—you can

remain emotionally available and engaged.

To deal with stress during communication:
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Recognize when you're becoming stressed. Your body will let you
know if you're stressed as you communicate. Are your muscles or
your stomach tight and/or sore? Are your hands clenched? Is your

breath shallow? Are you "forgetting" to breathe?

Take a moment to calm down before deciding to continue a

conversation or postpone it.

Bring your senses to the rescue and quickly manage stress by
taking a few deep breaths, clenching and relaxing muscles, or
recalling a soothing, sensory-rich image, for example. The best way
to rapidly and reliably relieve stress is through the senses: sight,
sound, touch, taste, and smell. But each person responds differently

to sensory input, so you need to find things that are soothing to you.

Look for humour in the situation. When used appropriately,
humour is a great way to relieve stress when communicating. When
you or those around you start taking things too seriously, find a way

to lighten the mood by sharing a joke or amusing story.

40
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Be willing to compromise. Sometimes, if you can both
bend a little, you'll be able to find a happy middle ground
that reduces the stress levels for everyone concerned. If you
realize that the other person cares much more about
something than you do, compromise may be easier for you

and a good investment in the future of the relationship.

Agree to disagree, if necessary, and take time away from
the situation so everyone can calm down. Take a quick
break and move away from the situation. Go for a stroll
outside if possible, or spend a few minutes meditating.
Physical movement or finding a quiet place to regain your

balance can quickly reduce stress.
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Communicating With
Influence

A Manager cannot succeed without the co-operation of others. You will have tasks to complete, KPIs to reach and targets to achieve, doing this alone will be

impossible which means you'll need your team to support you.

The ability to influence is one of the essential skills for Managers at all levels. It's more art than science, and it can be tough to get your head around. But the

bottom line is that influence matters.

In traditional hierarchical organizations, power is typically based on position. The higher you are on the organization chart, the more power you wield. There

are clear, top-down rules where the person at the top calls the shots. The person with the power has the influence.

Today, organizations are moving toward flatter team-based models. The theory is that with change and complexity comes the need to be more nimble, more
inclusive of diverse thought, and more collaborative. In this model, power is more about one's ability to influence and get things done outside of traditional

reporting lines. In other words, the person with the influence has the power.
To be an effective influencer, you need both substance and style.

Without a solid foundation of credibility, even the most interpersonally adept Managers will fall short. On the flip side, highly credible people can struggle with

influence if they don't understand the interpersonal dynamics at play.

There are a number of way to influence others. You need a toolkit that adapts to the individuality of the team you manage...one size won't fit all!
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Influencin
Others

Convincing

The simplest method of influencing is for you as a Manager to put your case forward
factually, ensuring you follow the model: CLEAR, CAPABLE, And MOTIVATED.

This method is good for ensuring business changes land well, or training is taken on
board and actioned as staff are informed of why they need to perform in a particular
way.

Where the message is fact or metric based, this is an ideal technique. Where the

message is emotive, a differing technique is needed.

Reciprocation

Broadly this is summarised as: | do something for you, you do something for me.

This methodology is difficult to implement across a team, the reason for this is
consistency. If you are going to make exceptions for a staff member, or do something
out of the norm for them, this can create friction across the team as it will be perceived

as favouritism.

Commitment

A staff member does something because they have pledged that they will do
something.

This often relates to targets set within 121s, coaching and feedback but still needs follow
up to be effective. Staff who generate their own actions within these sessions
(appropriately guided by a TL) are more likely to fulfil their objectives if they are in control

BUT know the consequences of failing to achieve.

Liking
A staff member does something for you because they like/appreciate/respect you. This is

a hard one to develop, but if you are aware of this fact, one you can capitalise on.
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Influencin
Others

Authority

A staff member does something because you have ‘ordered’ them to do it.

Ideally you want to avoid making it clear than an instruction you have given needs to be
obeyed as this should already be implicit.

That said, you must be conscious that you are a manager, you have given instructions, these
instructions need to be followed and so if you ignore or avoid challenging those who disobey,

you set yourself up for more challenges when influencing later down the line.

Consensus

A staff member does something because the majority of the group is doing it.

This is a great influencing tool as you can be very hands off with it and appear to have no direct
influence. The key is gaining buy in from your team in order to effect this influence.

The key here is to point out to the ‘hold outs' that the rest of the group finds a certain
behaviour successful or better than their current activity. Even better if you can get others to

do this.

Allies
A staff member does something because key members of the team are doing it.

Similar to consensus, but you look to specifically change staff members to support you.

Incentive
A staff member does something for a reward.

We have already discussed this earlier.






