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Who’s Next?

When it comes to developing talent, the future is now

WHEN I HEARD THE NEWS that floodwa-
ters were rolling over large portions of
northwestern Ohio last summer, I im-
mediately cranked up my radio and lis-
tened intently for details. Fortunately,
my hometown of Lima was spared the
worst of it. But Findlay, a town where I
had worked briefly during my college
years, had taken a major hit. And speak-
ing as a man who genuinely enjoys a
good dish of ice cream, I was worried.

For my money, Findlay’s Dietsch
Brothers serves up the best ice cream in
the United States, and sure enough, a
visit to their Web site confirmed that
their two stores had been damaged by
the rain and floodwaters. But one store
had already reopened and the main
store was being prepared for reopening.
A little thing like a natural disaster
wasn’t going to destroy a business that
has been in the family since the 1920s.

That, of course, is one of the great
strengths of a family-owned business,
provided the family members share a
common vision, the will to survive is
strong, and lines of succession over the
generations are clear. I have personally
seen two generation of Dietsch broth-
ers — and sisters — run the business,
and I'm confident the enterprise will
survive for many generations to come.

Things are not quite as simple in the
corporate world. There was a time, per-
haps — before the days of corporate
downsizing and the advent of the free-
lance economy — when an orderly pro-
gression from one generation to the
next was possible. But now, the experts
tell us, all bets are off.
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EMPLOYEES

PART

“What you have today is a workforce
that at the senior level is moving toward
retirement, with, in some cases, an in-
adequately prepared pool of talent un-
derneath them that probably isn’t quite
ready to make the leap into the leader-
ship ranks,” warns John Touey, princi-
pal of the Salveson Stetson Group, an
executive search firm based in subur-
ban Philadelphia. “Certainly, talent is at
apremium right now.”

It is time for us, then, to come to
terms with the challenges of meaning-

ful succession planning. And the first
step, according to Touey, is to revive
the leadership development programs
that were largely downsized out of ex-
istence in the early years of the new
century.

“We really need to get those cranked
up again,” Touey says. “Individuals
need to know that they are valued em-
ployees. They need to understand that
there is a growth path for them.”

You can accomplish this best by pair-
ing your best employees with mentors
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who take the role seriously, giving those
employees challenging cross-functional
assignments, and creating a culture that
lets employees know you care about
them as much as you care about your
next earnings report. But given the ex-
treme mobility and conflicted loyalties
that characterize today’s workforce, it is
unrealistic to think you will be able to
develop enough talent within your orga-
nization to meet all your future needs.

“You need to know who the stars are
in your industry,” says Touey. “If you're
managing the succession planning pro-
cess at Procter & Gamble, for example,
you need to know what’s going on at
Kraft and General Mills and Colgate-
Palmolive. That’s a much more difficult
proposition because it’s not something
that companies are used to doing. It’s
taking a longer-term view.”

When courting talent from outside
your organization, it is important to
identify candidates who are likely to
thrive in your culture. “People auto-
matically assume that because a per-
son was successful at Coke, they’re
going to be successful at Pepsi,” says
Touey. “That’s one of the larger mis-
takes some organizations make when
picking talent.”

Still, a bit of cultural dissonance is
not necessarily a bad thing, says Wil-
liam Rothwell, president of Rothwell &
Associates, a human resources consult-
ing company in State College, Pa.

“You need some institutional mem-
ory,” Rothwell allows. “But you also need
to bring people in from the outside who
question the way you’ve always done
things and may be able to bring new cre-
ative thinking to bear on what you have
doneinthe past. Thereis asynergy there,
and the question is how do you manage
that? How do you balance it?”

The answers vary from business to
business and from industry to industry.
But executives who fail to ask those
questions do so at their own peril.

Because effective succession plan-
ningrequires aconsiderable investment

of both time and money, too many orga-
nizations simply ignore it, hoping it will
take care of itself. But as the Dietsch
Brothers could tell you, the floodwaters
will likely be lapping at your door some-
day. When they do, you’ll be glad you
took the time to nurture a cadre of lead-
ers who can rise to the occasion. S |

Dayton Fandray is Continental’s

“Ideas@Work” columnist. He can be
reached at fandray@yahoo.com.
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Moving Up and Out

As the title suggests, William J.
Rothwell’'s Effective Succession
Planning (AMACOM, 2005).is a great
place to start when you finally decide
it's time to get serious and develop a
viable succession plan. “If you expect
a succession program to happen on
its own, it won't,” Rothwell says. “But
if you come up with a plan, get clear
on what you want, and evaluate it
over time, the likelihood that it will
succeed is great.”

In Leadership Brand (Harvard
Business School Press, 2007),
authors Dave Ulrich and Norm
Smallwood
argue that
leadership is
the essential
element that
defines and
differentiates
successful
organizations.
Continuity, then,
is the key to
survival, and succession planning is
the unifying thread that ensures an
orderly transfer of values from one
generation of leaders to the next.

It is hard to groom a new
generation of leaders if your most
promising employees no longer
believe in you or your organization.
Judith M. Bardwick’s One Foot Out
the Door (AMACOM, 2007) takes a
close look at the dangers of today’s
free-agent mentality and offers a
number of useful strategies for
reinspiring an alienated workforce.

— D.F.
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At AkR. every day is :

a new adventure.

> Woke up.

Make friends

with o dolphin. Dive
through o shipwreck.
Gallop on a remate beach.

T

. or fly through o jungle.
CATCH US LIVE IN D.C. at
ADVENTURES IN TRAVEL ‘08
Booth 412 - March 27-30

find that's just the first day.
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Call & mention promotion code CIFO8
800.443.0717 / 954.929.0090

or email: akr@anthonyskey.com

POOL ENCLOSURES
Garden Prairie Pool & Spa enclosures are designed to allow
swimming activities all year. Materials and designs
minimize maintenance and give long usable life. Aluminum
frames and rafters are color coated. Opening roof panels
and doors allow for natural ventilation and clear fresh air.
Residential and Commercial Custom Designs.

For our 12 page color brochure call: 1-800-537-8231
http://www.ccsiusa.com Email: ccsi @ ccsiusa.com

CCSI International, Inc.
Manufacturing and Distribution
8642 Hwy. 20, Garden Prairie, IL 61038
815-544-8385 FAX: 815-544-4353
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