
CANDID

EMOTIONAL INTELLEGENCE
MISSION VISION VALUES

ATTRACT

EMPOWERMENT

STRATEGIC GROWTH
TOP TALENT RETENTION

DEVELOP

OPEN BOOK

APPRECIATIVE INQUIRY COMP. PHILOSOPHY

ENTANGLEMENT

 DIGITAL TRANSFORMATION

G R O W T H  P L A N

PERFORMANCE BASED

EMPLOYEE ALIGNMENT

PURPOSEFUL

LEADERSHIP

MARKETING

COLLABORATION

DISCOVERY

ENGAGE PEOPLE
FOUNDATION

TALENT

 RESULTS-DRIVEN
AUTHENTICITY

IMPROVISATION
POTENTIAL

UNLOCKINTERACTIVE
TALENT MANAGEMENT
PURPOSEFUL BRANDING
INVESTMENT
PERFORMANCE
ENGAGEMENT 
LEADERSHIPCOMPETITIVE

STORYTELLING
RECOGNITION#PeoplePlusPeople

YOUR BADASS PLAYBOOK FOR STRATEGIC GROWTH

TALENT MANAGEMENT

EMPLOYEE

2018

fueled by red caffeine



#PeoplePlusPeople | 1

AGENDA TABLE OF CONTENTS

7:30 AM - Check-in & Continental Breakfast

7:45 AM - Welcome & How To Use This Playbook….…………………………………………………………………….……………………………………………………………………………2

8:00 AM - Get Alignment to Your Mission, Vision and Values and See Lasting Cultural Change  - Tom Carmazzi..………………………………………….…………………4

9:30 AM - Unlocking Your Leadership Potential: The Keys to Becoming Emotionally Intelligent - Raman Chadha…………………………………………………………..6

11:15 AM - Caffeination Station Break

11:30 AM - PANEL - Digitize HR! Tech Trends Driving Talent Management - Kathy Steele, Mike Kritzman, Rachel Pranno, Nikki Lewallen……………………………..11

12:30 PM - Food for Thought Lunch

1:00 PM - Uncomplicating Compensation: Aligning Your Comp. Philosophy to Your Culture and Growth Plan - Tim Low…..……………………………………………..19

2:30 PM - Caffeination Station Break

2:45 PM - Change Your Questions. Change Your Leadership. Change Your Results - Jim Ludema & Amber Johnson.………….………………………….…………………21

4:15 PM - PANEL - Modernize Your Talent Strategy: Attract and Keep Top Talent - Elena Vanentine, Tonya Hubbartt, Shannon Callarman, Candice Gouge..….24

5:30 - 6:30PM - Happy Hour & Networking  

6:30-8:30 - Interactive Dinner 

Day Two 7:30 AM - Continental Breakfast

7:45 AM - Caffeinated Kick-off - Mary Kay Slowikowski….……………….………………………….………………………….………………………….………………………….………….41

8:00 AM - It’s Money. It’s People. It’s Both.: Going Beyond Open-Book Management to Win the Great Game of Business - Steve Baker………….………………42

9:00 AM - The Roadmap for Creating Performance- Based Measurement in Your Company - Josh Leatherman………….…………………….…………………….………51

10:30 AM - Caffeination Station Break

10:45 AM - PANEL - Build a Winning Sales Playbook - Julie Poulos, Pete Desjardins, Chris Considine, Joe Flanagan.………………………………………………………..55

12:15 PM - Food for Thought Lunch

1:00 PM - PANEL - Work Smarter Not Harder: The Digital Transformation of Sales - Jimmy Merritello, Ben Cirrus, Brandon Popma, Dan Mantilla.………….……59

2:00 PM - PANEL - Gamifying The Sales Process to Engage Your Team and Get Results - Kevin Walter, Eric Rieger, Deanna Walker……………………………………62

3:00 PM - Caffeination Station Break

3:15 PM - PANEL - The Real ROI of Building a Purposeful Business - Scott Kitun, Patrick Tannous, Steven Handmaker, Jeff Taylor, Josh Grodzin..…………………68

4:00 PM - The Power of Improvisation in Leadership, Team Collaboration and Sales - Shad Kunkle & Second City Works Performers..……..……………………….71

5:30 PM - Closing and Appreciations: Continuing Your People+People Journey - Kathy Steele & Julie Poulos………………………………………………………………..73



2 | #PeoplePlusPeople 

Meet your event hosts, Kathy Steele & Julie Poulos of Red Caffeine. Learn what inspired the People+People 
Conference and what it means to build an organization clients want to work with and employees want to work for. 

Kathy Steele, Founder and CEO, Red Caffeine  
Kathy is passionate about people, serious about business growth, and loves to help the underdog cause in her community. 
She is fortunate to “do it all” in her role as CEO of Red Caffeine. She’s the company visionary overseeing growth, strategic 
partnerships, and employee engagement. Kathy speaks and writes about being an entrepreneur and how marketing 
impacts business growth. She also has a relentless enthusiasm for improving Red Caffeine’s culture and making sure her 
employees are happy and succeeding.

Julie Poulos, Vice President, Red Caffeine 
Julie plays a key role in the sales and marketing foundation of Red Caffeine, including brand communications, service 
structure, sales strategy, implementation tools, and Red Caffeine’s people plan. A proud client advocate and primary 
business development expert, her true passion is developing relationships, connecting people, and finding solutions 
to address business challenges. She identifies with the demands of business owners and pulls from her background to 
consult clients on assessing needs and recommending strategies that make an impact. Julie is also known as the Mistress 
of Marketing and our Culture AmBADASSador.

We’re so glad to have you join us and can’t wait to get started!

WELCOME
YOUR PEOPLE+PEOPLE JOURNEY BEGINS HERE
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2018

CONFERENCE
Hosted at the Center for Values-Driven Leadership at Benedictine University 

NOV
5-6

You did it! You’ve entered into a community of like-minded business leaders who are committed to building 
organizations that are great places to work with and for. At Red Caffeine, we’ve had our share of missteps like 
any company. The People+People Conference is our opportunity to share strategies that address the common 
business challenges we solve for our clients and have experienced on our own journey. We didn’t do it alone 
and neither should you.

During the next two days you will experience engaging sessions, workshops and panels that will have immediate 
impact on your business goals. As you begin to craft your roadmap to strategic growth, we encourage you 
to ask questions, discuss pain points and solutions with your peers, and leverage this playbook to build the 
foundation necessary to keep a healthy, engaged pipeline of talent and clients to achieve your business goals.

HOW TO USE YOUR PLAYBOOK
This is your badass playbook to help you build your growth journey.  

Here’s how to get you started:

1)  To help you keep everything centralized by topic, each session has a dedicated space  
 to take notes. 

2)  Use the included worksheets and informational assets to your advantage. If you have 
 a question when completing a section, ask the speaker.

3)  Don’t let your playbook sit on a shelf and collect post-conference dust! Share all of 
 the knowledge you’ve gained with your team and involve them in your growth plan.
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Tom Carmazzi
Chief Aliveness Officer (aka CEO), Tuthill Corporation 
Tom is Tuthill Corporation’s Chief Aliveness Officer. His role, simply stated, is to bring to life the 
Corporation’s COMPASS - Tuthill’s version of a vision and mission statement. A well-respected 
speaker and an authority on creating an impactful company culture, Tom’s efforts have helped 
create a place where folks want to live up to their full potential not only for the company, but  
for their families, their community, and the world.

Chad Gabriel
Sherpa of Purpose, Tuthill Corporation
Chad is Tuthill’s Sherpa of Purpose. He has been with the company for almost 18 years. After 
starting his career in IT, he transitioned into branding and social impact as he developed into 
one of the company’s leaders. He oversees developing partnerships with organizations to 
help further Tuthill’s purpose to Wake the World. He describes Tuthill as a corporation looking 
to make a difference, not just with their employees but with the world as a whole. Chad is a 
firm believer in lifelong learning and describes Aliveness as living on purpose and realizing 
fulfillment in life.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?

8:00 AM 

Get Alignment to Your Mission, Vision and Values and See Lasting 
Cultural Change

The spirit of this session is to increase alignment of your leadership team with your Vision and Mission. Many 
times, companies have a Vision & Mission, and yet, they evaluate their team on things that do not mirror their 
stated intention. At Tuthill, there is a process to directly align employee appraisals with the company’s Vision 
& Mission. It’s referred to as the Compass. The impact is that the Compass has come off the wall and has 
become a part of daily dialogues.

In this session, you’ll learn that it is easy to start this process – it is completely within your control! You will 
leave with a tangible tool and a methodology to begin the dialogue with your team. And, you will have the 
flexibility to blend your desired behaviors/values with your goals.
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Raman Chadha
Creator and Co-Founder, The Junto Institute
Raman is Founder and Managing Partner of The Junto Institute, whose mission is to help 
companies and their leaders become infinitely better at who they are and what they do. 
Through structured educational programs for growth-stage companies, Junto improves the 
leadership skills, emotional intelligence, and alignment of executives and their teams. That 
results in better execution, a shorter learning curve, and faster growth to get them from 
where they are to where they want to be. With offices in Chicago and Los Angeles, Junto 
has a powerful community of company founders and leaders (alumni), as well as seasoned 
entrepreneurs and CEOs (mentors and instructors).

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?

9:30 AM 

Unlocking Your Leadership Potential: The Keys to Becoming 
Emotionally Intelligent

Leadership is not about business. It’s about human beings: ourselves and others. And there is a foundation 
of skills and abilities that can help us be better leaders, but they’ve been long overlooked simply because 
they’re hard to put into practice. That foundation is emotional intelligence (EI), which is scientifically proven 
to be a major contributor to leadership effectiveness. 

Whether you’re a seasoned leader with decades of experience or an emerging leader just starting to manage 
people, this session will teach you the building blocks of EI, how to unlock your leadership potential, and 
simple ways to practice EI as a leader on a daily basis.
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SESSION EXERCISE

1. Based on the definition provided, what do you struggle with the most when it 
    comes to leadership?

2. Which building blocks are most related to this struggle? Choose 1-3.

3. Why do you believe that these building blocks are the drivers behind your struggle?

4. Which of the daily skills will you practice to increase your emotional intelligence?
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HOW TO INCREASE YOUR 
EMOTIONAL INTELLIGENCE ONE DAY AT A TIME

SELF - AWARENESS

• self-reflection / debriefing with self
• reading / structured learning
• journaling
• taking personality assessments
• breathing / meditation / yoga
• practicing mindfulness
• getting feedback from others
• coaching / mentoring / therapy
• exercising
• making a personal lifeline
• using the emotion wheel
• sharing highs & lows

SELF - MANAGEMENT

all self-awareness items, plus...

• single-tasking
• breathing exercises
• trying new things
• timeouts
• actively living values
• building new habits
• acting on feedback
• starting & ending on time
• putting phones away/down
• sharing experiences vs. advice
• making eye contact
• actively listening
• using “I” vs. “you” statements
• letting others speak before you speak again

RELATIONSHIP MANAGEMENT

all self-awareness items, plus...

• using non-verbal communications
• using smiling, humor & laughter
• confronting conflict pro-actively
• being vulnerable
• engaging with questions
• taking responsibility
• letting others speak before you speak again
• sharing personal appreciations

SOCIAL AWARENESS

all self-management items, plus...

• making eye contact
• listening with eyes, ears & attention
• putting phones away/down
• noticing others’ non-verbals
• picking up on tone of voice
• asking clarifying questions
• understanding others’ personalities & preferences
• sharing highs & lows
• listening generously
• keeping conversations confidential
• sharing experiences
• letting others speak before you speak again
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HOW TO USE THE JUNTO EMOTION WHEEL

INDIVIDUALLY

1. Think about how you’re feeling right now.

2. Select one or more of the six core emotions on the inner section of the wheel.

3. From there, follow the color wedges and look at the related/nuanced words in the middle section and/or     

    outer section of the core emotion(s) you’re feeling.

4. Choose words that accurately reflect to you what you’re feeling, or go back to the six core emotions.

5. Think about why you’re feeling those emotions. Take time to reflect or journal.

6. To help build your self-awareness over time, use the wheel at different moments in a day, at different 

     places you spend time, and when you are with different people.

 IN GROUPS

1. If you’re with others, have each person share their emotions and, only if they choose, the reasons. Create

   a safe and trusting environment by not requiring people to participate. If anyone is uncomfortable, let          

   them “pass.”

2. Listen intently to each person and try to not probe deeper (let each person share only what they want).            

    Emotions are not something that can be debated, argued, or refuted. They just are.

3. When done well and consistently, this exercise helps build empathy by giving us the opportunity to 

    understand where others are in any given moment and why.

thejuntoinstitute.com
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Facilitator: Kathy Steele, Founder and CEO, Red Caffeine

Mike Kritzman, Founder and CEO, Skillnet
Mike saw how companies struggle to manage and develop their people, and 
founded SkillNet Software to leverage tech to coach and develop staff. An 
accomplished software entrepreneur, Mike also founded and venture funded 
Compliance 11, which was sold to Charles Schwab. He has held management 
positions at Oracle, Ernst and Young, and several other high growth technology 
firms. He is a thought leader on transformation, coaching, talent inventory, 
measuring and fixing skill gaps.

Rachel Pranno, Channel Account Manager, Glassdoor
With over a decade of experience in recruitment advertising, Rachel oversees 
emerging partnerships between Glassdoor and recruitment ad agencies 
across the United States and Canada. A seasoned sales leader, she assists her 
customers and sales teams in discovering and utilizing the right tools to achieve 
their goals. Rachel is located in Glassdoor’s brand new Chicago office in the 
Fulton Market neighborhood. 

Nikki Lewallen, Head of Partnerships, Emplify
Nikki is an accomplished business development professional, speaker, and 
philanthropist. As CEO of Rainmakers, Nikki supports her business community 
by providing a platform for authentic business growth. She believes that for 
people to succeed in business and in life, it is necessary for them to love what 
they do. It is this passion for employee engagement that led Nikki to join 
Emplify in 2017, a company devoted to helping millions of people find meaning 
in their work. Nikki holds a variety of board positions around Indianapolis 
including the Indianapolis Rotary and Purposeful Living INC. 

11:30 AM 
PANEL - Digitize HR! Tech Trends Driving Talent Management
 

It’s a talent market! Learn how to digitize your HR practices and expand your team with technology and 
tools vs. headcount. In this session, you will gain insights on how to get hours back in your day to work 
on the people part and let technology aid you in the processes with everything from managing the hiring 
process, goal setting and reviews, to gauging engagement and satisfaction.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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Build a Winning 
Employee Engagement Strategy
How to Measure Engagement for the Deepest Insights and Most Agile Plan

The growing problem of employee disengagement has the power to affect productivity, innovation, and business 
outcomes. But of the 90% of leaders who think employee engagement has a positive impact on business, barely 25% of 
them have an actual documented strategy.

What is Employee Engagement?

Understanding the Difference Between Satisfaction and Engagement

On the surface, “job satisfaction” and “employee engagement” seem the same. But because employee engagement is 
built on motivation and commitment, things like pay and perks won’t do much to make people stay. 

Measure Best Practices 

Unsure of where to start? Make sure your survey methods incorporate these best practices for the most 
insightful results:

THINK OF IT
THIS WAY

Job Satisfaction
Are you going to stay?

Employee Engagement
Are you going to drive business forward?

vs.

Measure the Right Thing 

Only ask the questions that will give you the most 
impactful insights. 

Confidentiality 

Get the most honest answers by ensuring employee 
responses are kept confidential. 

Data-Driven 

Establish a benchmark to continually measure against 
with an annual survey.

Frequency 

Poll employees regularly for continual insights that 
you can iterate on. 

Segment Results 

Segment data by department, location, or role type 
to pinpoint problem areas. 

Right Channel 

Reach employees wherever they are through email, 
app, text, and web for a higher response. 
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The Components of an Agile Engagement Strategy

Building your employee engagement strategy requires a 
strategy itself. The Agile Engagement framework is a proven 
methodology that helps you create, build, and execute your 
engagement strategy over the long haul. Additionally, it 
stresses a consistent and frequent cadence of measurement, 
feedback, and improvement in order to remain iterative, as 
the most benefits are gleaned when the exercise is conducted 
on a continual basis.

Ready to get started?
Schedule a demo today to start building your own winning employee 

engagement strategy.

emplify.com/demo

1. See more clearly.

You can’t increase engagement if you don’t know where to start. Understand the real status of your engagement 
and set a baseline measurement for improvement.

2. Pinpoint disengagement.

Dig deeper to fully understand your score by zeroing in on the lowest-scoring engagement drivers in your 
results, which are segmented by department, location, and role type.

3. Create an action plan.

Use your results to build a documented engagement strategy with timeliness and ownership. Then, stick to it by 
addressing two or three challenges (not 15) at a time to ensure greater success.

4. Measure results.

Measuring engagement isn’t a finite process. Send check-in polls to identify your next steps and iterate your 
strategy based on the new insights.

Agile
Engagement
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Measuring Your Employer Brand

Key Talking Point:
• Getting the answers you need
• Starting out right
• Fathering pertinent data
• Measuring your company against the competition
• Keeping an eye on your own performance

Two of the top channels for employer brand promotion are websites (92%) and social media (80%),
according to Universum. For that reason, you must ensure that your reputation on social media matches your defined
employer brand and reaches your target audience. 

Questions You Want Answered
Start with the “Big Picture” basics. For example, is your current employer brand helping or hurting your 
recruiting and retention? Here are other areas to consider:

• What is my brand awareness with job seekers?
• Who does my brand attract and are they who I want?
• What’s my brand reputation?
• How does my awareness and reputation stack up versus
   the competition?

Benchmarks Get You Started
To measure and track how your employer brand is resonating with job seekers and how you stack up against competitors
over time, it’s essential to first establish benchmarks. Key metrics to consider include the following:

• Online ratings averages

• Awareness and ratings versus your competition

• Feedback directly from candidates

Collecting Employer Branding Data
Collecting just five types of data — reputation scorecard, interview reviews, job-click activity, reputation word clouds, and
employee retention — gives you most of the information you need to keep your employer brand on track.

Monitoring Your Reputation
It’s important to analyze several key areas and monitor changes over various periods (such as one year). This allows you 
to prioritize areas that need to be worked on and show upper management improvement over time. 

Overall company ratings on Glassdoor, for example, are drawn from employee ratings in five areas:

• Culture and values
• Work/life balance
• Senior management (what employees think of the current leadership)
• Compensation and benefits
• Career opportunities

According to Glassdoor surveys, the two top employee motivators are compensation and career opportunities. Tracking
progress over time in these areas can be enlightening.



#PeoplePlusPeople | 15

Measuring Your Employer Brand

Interview Feedback
Job applicants’ comments on the interviewing process give you first impressions of your employer brand, such as 
whether a candidate thought the interview was a positive, neutral, or negative experience. Some sites also provide 
difficulty ratings for interviews. 

Interviewees on Glassdoor are asked to note where they found your job listings and what methods they used to apply. 
This information can help you determine which recruitment channel is most effective. Typical channels include campus 
recruiting, online job sites, employee referrals, recruiters, and staffing agencies.

Checking interview reviews on competitor profiles gives you information that may help you refine or add new channels to 
your own recruiting efforts.

Job Candidates Online Activity and Preferences
Sites such as Glassdoor allow you to analyze what job titles are most clicked and where job activity is coming from. Your 
applicant tracking system (ATS) should then be able to close the loop and break down applicants by source. This data 
enables you to measure success and determine the quality-of-hire and cost-per-hire for each recruiting channel.

Reputation Word Clouds
Reputation word clouds (see Figure 2-1) show positive and negative perceptions of your company, which may help you
identify recurring themes in your employer reviews. Knowing your company’s key strengths and weaknesses
can help you build your employer brand. When you look at your company’s word clouds, take note of what people like
most — and least — about your company. This information identifies areas that you need to work on so that you can
enhance your appeal to candidates.

Figure 2-1: Word clouds paint a clear picture of your company’s employer brand.

Employee Retention
To improve employee retention, make sure that you have organizational transparency top to bottom, with the right 
checks and balances in place. Employee retention also takes time to measure, but the data is worth the wait. Keep 
track of what happens to employees after they enter your organization.
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Case study: 1-800 Contacts

Until recently, 1-800 Contacts relied on job boards, local advertising, and other traditional sourcing methods to reach its 
recruitment goals. When the company joined the conversation on Glassdoor, its strategy changed, providing a balanced 
view of its brand and targeting talent on competitors’ pages. Within six months of the partnership, this strategy improved 
candidate quality threefold and awareness tenfold. It also streamlined the hiring process. Previously, the company had to 
sort through thirty resumes to hire a glasses technician; now it has to only check six resumes to fill that job.

Tracking Competitors’ Brand Performance

The best way to start analyzing your competition is to compare the traffic on your competitors’ career pages with traffic
on yours. Sites such as Glassdoor offer tools that help you do just that. 

In general, analytics is a four-step process: 

1. Compare candidate visits each month.
Find out how many job seekers are visiting competitors’ pages compared to yours.

2. Identify candidate demographics.
Find out their genders, current job titles, and locations.

3. Compare company ratings.
    See how other companies rate in key areas, such as work/life balance and leadership.

4. Identify the channels your competitors use to reach talent.
    This information can help you ensure that your employer brand is featured wherever candidates are making
    career decisions.

It’s also helpful to monitor and measure traffic to your company’s profile pages on social media sites. Seeing what 
candidates view most before making career decisions can help ensure that you’re investing your recruitment and 
branding dollars in the places that matter most to job seekers.

Monitoring Your Own Brand’s Performance 
Monitoring your brand’s performance can help you understand your employees’ likes and dislikes, keep an eye on the 
competition, and track the demographics of the candidates who visit your page (see Figure 2-2).

Figure 2-2: Demographics reports such as these show exactly who’s visiting your career site.

Measuring Your Employer Brand
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Measuring Your Employer Brand

Being Adaptable

Hiring and company initiatives can change at any time. It’s important to note that you’re never done measuring and 
defining your employer brand. Being flexible and able to adapt your message based on hiring needs is crucial for today’s 
modern recruiter.

Setting a Tracking Schedule

Glassdoor recommends that you track certain types of data on a set schedule:

1. Check weekly:

    Candidate quality, reviews, ratings against competitors, and candidate demographics.

2. Check monthly:

    Cost-per-hire, time-to-hire, and percentage of employees who recommend your company.

3. Check annually:

    Cost-per-hire, time-to-hire, and percentage of employees who recommend your company

NOTES:
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Leverage Tech to Automate HR

Google “HR software” and you’ll find yourself in a large pool of different technologies designed to help HR teams 
automate tasks to save time and lower costs on recruitment and retention processes. 

56% of companies make it a priority to redesign their HR programs to leverage digital and mobile tools.* HR 
departments are not only expected to do digital but also be digital. But with so many HR tech tools on the market 
today, it can be a difficult process to choose the right software for your HR team. Here are tips on how to get 
started!

By leveraging a digital HR tool, HR teams can save over 25% 

in cost and spend 35% less time collecting data manually, 
leaving more time to make the right decision on hiring and retaining 
employees.**

Tip: Use software review sites like Capterra to help guide you towards the right HR tool. 

Did You 
Know!?

Choosing an HR Software 

Designate a team, including HR managers and employees, that will use the tech together and prioritize the items 
listed below.

𝤿 Automated Employee Onboarding
𝤿 Candidate Applicant Tracking Systems 
𝤿 Career Pathing 
𝤿 Compensation and Benefits Management
𝤿 Employee Self-Service 
𝤿 Payroll
𝤿 Performance / Goals Management

 

𝤿 PTO Management
𝤿 Recognition and Rewards
𝤿 Succession Planning
𝤿 Time & Labor Management
𝤿 Training and Development
𝤿 Other______________________
_____________________________
_____________________________

*Source: deloitte.com
**Source: thehackettgroup.com
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Tim Low
Senior Vice President of Marketing, Payscale Inc.
Tim joined PayScale in 2011 to bring his demand generation, product marketing, branding, and 
go-to-market experience to the company’s business products. Tim has strong expertise in both 
enterprise software and cloud-based applications. His past roles include executive positions 
at Daptiv and Niku, where he was part of the team that led the IPO, and product management 
roles at Microsoft and Oracle.

Our Pay Philosophy:

What do we value?
Write a few bullets about what your company values. It may be what you say you value. It may be other things. If they 
are different, this is something to work on aligning and capturing in your written pay philosophy.

1.

2.

3.

What do we pay for?

1.

2.

3. 

How do these choices (what you pay for speaks loudly; they are absolutely choices) fit our culture and our brand? 
Write a paragraph for your management team that includes these 3 elements and states your pay philosophy. Show it 
to your team to get reactions/feedback/collaboration.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?

1:00 PM 

Uncomplicating Compensation: Aligning Your Comp. Philosophy to 
Your Culture and Growth Plan 
 

Everybody cares about what they get paid. Not many organizations are good at managing the complex 
relationship between pay and emotion. In this session, you will explore how a smart compensation 
approach can make your company more appealing to top talent and how to intentionally connect your 
pay practices to the brand culture you’re building. It is time to start getting a better return on your 
compensation investments.
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What’s Your Compensation Philosophy?

Why Does Compensation Philosophy Matter?

26% of people leave jobs because they believed they were underpaid. Getting clear on how your company 
makes compensation decisions when hiring will lead to better conversations with your employees so they feel 
comfortable with their given compensation and benefits.

PayScale.com is a great place to start, but do a quick Google Search and you’ll find multiples resources, tools, and 
information on Compensation Philosophy.

How to Write a Compensation Philosophy
Here are some tips to get started: 

1. Be as concise as possible. It shouldn’t be longer than two paragraphs. 
2. Maintain an optimistic yet realistic tone.
3. It should define the value-adds that go beyond just pay.
4. It should demonstrate a commitment to ensuring fair and competitive pay best practices.
5. Avoid specific details in your compensation philosophy. Use general language such as “attractive, flexible, and 

market-based pay”, “competitive in recruiting and retaining employees through high-quality compensation 
plans”, or “compensation program aligned with shareholder interest.”

Who is a Reliable Source & Where Can I Find More Information?

Compensation Philosophy is formal documentation that defines the company’s position on employee 
compensation. It highlights the “why” behind employee pay. 

A common comp philosophy is a paragraph or two that includes: 

• A statement that defines your company’s compensation philosophy.

• Briefly defines your goal and strategy of your defined philosophy.

• Defines how your compensation philosophy will provide a competitive edge compared 
   to your competitors. 
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James Ludema, Ph.D.
Co-Founder and Director 
The Center for Values-Driven Leadership at Benedictine University
Jim is a professor of Global Leadership & Director at the Center for Values-Driven Leadership 
at Benedictine University. He is a regular Forbes.com contributor and the author of The 
Appreciative Inquiry Summit. Jim has also worked and consulted in organizations around the 
world to help companies thrive.

Amber Johnson
Chief Communications Officer
The Center for Values-Driven Leadership at Benedictine University
Amber is a weekly contributor at Forbes.com, where she writes about driving engagement and 
creating strong cultures through values-driven leadership. Through her writing, public speaking, 
and consulting, Amber helps companies connect their purpose and values to their core 
strategies and brands. She is an experienced consultant and is the co-author of several e-books 
and practitioner resources. Amber’s global leadership experience with World Vision and the US 
Peace Corps has prompted her interest in creating high-performance virtual teams, which she is 
researching as part of her Ph.D. in values-driven leadership from Benedictine University.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?

2:45  PM 

Change Your Questions • Change Your Leadership • Change Your Results: Using 
Appreciative Inquiry to Spark Collaboration & Drive Performance

Common business wisdom says 75% of change initiatives fail. No matter the size of your change initiative 
– whether it is a global project, or a 1:1 conversation – approaching it with a new set of questions will 
change your leadership and, importantly, your results. In this session we’ll explore the mindset and 
method of Appreciative Inquiry as a resource for driving success in your organization. We’ll help you find 
new, inquiry-based tools that encourage collaboration, build on existing organizational capacity, and help 
your team reach big, strategic goals.
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Change Your Questions, Change Your 
Leadership, Change Your Results.

Find resources for using Appreciative Inquiry in your organization at cvdl.ben.edu/ai.

Guidelines: 
Using this worksheet, draft your own appreciative questions based on your affirmative topic. Remember that good 
Appreciative Inquiry questions are:

•  Unconditionally positive; build on “half-full” assumptions
• Reflect an authentic desire to learn, discover, and grow
• Begin with the “best of what is” and then invite imagination about what “could be”
• Give broad definition to the topic; give room to “swim around”
• Invite people to share their experience; ask for story, after story, after story, after story

My Elevated Topic:

High Point Experience (exploring the best of “what is”)

Example: I’m sure in your customer service experiences, you’ve had some high points and some low points. Today, I 
want you to think about a high point experience, a time when you and your organization wowed a customer with game-
changing customer service and you felt alive, fulfilled, and proud of your involvement. Tell the story. What happened? 
Who was involved? Was it about you, about others, and the organization that made it possible?  What were the results? 
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Find resources for using Appreciative Inquiry in your organization at cvdl.ben.edu/ai.

What do you value? (exploring the best of “what is”)

Three Wishes (identifying future strategies)

Images of the Future (dreaming of strategic directions for the future)

Example: Now think more broadly about game-changing customer service. When it is at its best, what do you most 
appreciate and value about that kind of customer care? What do your customers most appreciate and value?

Example: Finally, I’d like you to imagine that you have three wishes you can use to make that dream happen. What three 
things would you wish for, in order of priority, to make that vision for the future possible?

Example: Take a second now to imagine that you fall into a deep sleep; when you wake up, it’s 18 months from now and 
our company has won our industry’s top award for customer service. The phones are ringing off the hook with calls from 
new customers, and our delighted clients are doing our marketing for us by sharing about their great experiences online 
and with colleagues. Tell me what you see. What is different? New? What is the same? What processes, resources, ideas, 
or rewards are making this possible?
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Today’s competitive talent market requires businesses to elevate their brand to become and stay an 
employer of choice. In this workshop, you will learn how to win the recruiting battle by: 

 • Looking the part: Attracting top talent starts with aligning your website, job site, and brand assets with   
  your company’s image and values.   

 • Telling your story: Prospective candidates are seeking content just like prospective clients are searching   
  about what you do, who you are, and what it’s like working for your company.  

 • Sharing your story: Consider your employee persona in your social media strategy by sharing stories,   
  pictures, and videos to showcase the company and culture.  

 • Promoting recognition for social proof: Third-party endorsements and awards deliver added proof that   
  your company is a place where people want to work.

4:15 PM 

PANEL - Modernize Your Talent Strategy: Attract and Keep Top Talent

Facilitator: Kathy Steele, Founder and CEO, Red Caffeine 

Elena Valentine, CEO, Skill Scout
Workplace storyteller, #HRAgainstLame movement builder, and Design 
Researcher, Elena spends her days leading the team at Skill Scout to bring 
jobs and company culture to life on video. Every workplace has a story to tell 
about the team, skills, environment, and output. Elena helps tell those stories 
to attract the right candidates for the job and keep existing employees happily 
where they are. As CEO, Elena wears many hats, but really geeks out on: new 
media (360, VR, POV videos, silent storytelling), partnerships, and building Skill 
Scout’s diverse workforce!

Tonya Hubbartt, HR Director, FONA International
With more than 20 years of HR experience, Tonya leads all people excellence 
programs at FONA International. Building strong talent plans that foster 
sustainable employee development and retention are key elements to Tonya’s 
approach. She has a personal passion for fostering an inclusive company 
culture, a culture where employees are empowered to bring their whole selves 
to work and thrive in all they do. Tonya serves as an advisory board member 
for the National Association of Business Resources and volunteers her time as 
a Board Secretary and Treasurer for her local elementary school and as a HR 
Advisory Council member for her church.

Shannon Callarman, Content Director, Red Caffeine
Shannon holds more than 10 years of experience in business storytelling. She 
helps companies tell better business stories by identifying their true and unique 
value propositions. Shannon specializes in employer branding and helps clients 
not only attract the right customers but also the best talent in their given 
industry. She believes a good story has the power to entangle, connect, and 
help us understand our world a little bit better. 

Candice Gouge, Director of Talent Engagement, Pegasus 
Logistics Group
Candice is the Director of Talent Engagement, a coach, and the leader of 
company culture. Her development and coaching are focused on the company’s 
leaders and high potential employees. She also leads a team of culture 
ambassadors who ensure the company’s core culture stays alive throughout 
all locations world-wide. Candice joined Pegasus Logistics Group in 1999 
and has served in multiple leadership roles. She created and leads Pegasus’ 
10-month Next Level Leadership Program and Level 1 “Emerging” Leadership 
Development, an onboarding and orientation experience for new employees. 
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NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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Develop an Employee Persona

The use of personas comes from marketing to a specific buyer type. An employee persona is a representation of a 
fictional figure representing a certain segment of your employees with comparable demographics, behavior patterns, 
motivations and goals. The personas are designed based on research and data. 

Step 1: Define a Successful Hire

To ensure a successful hire, consider the following: 

• Must-have factors - What are necessary 
   characteristics and skills?
• Culture-fit factors - What are admired traits within       
    your organization?
• Not-a-fit factors - What kinds of people have not    
    thrived at your company?

List out the next few roles you’re planning to hire. 
Identify what characteristics and skills you’re looking 
for from each. Don’t forget to think about “red flags” 
by making a list of not-a-fit factors.

Culture-Fit Characteristics: Hiring Red Flags:

e.g. Candidates that desire 3 or more work from home days a weeke.g. Enjoys working in a collaborative environment

New Hire Titles

1. ______________________________________

2. ______________________________________

3. ______________________________________

4. ______________________________________

5. ______________________________________

6. ______________________________________

7. ______________________________________

8. ______________________________________

9. ______________________________________

10. ______________________________________
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Step 2: Create an Internal Employee Survey 

An internal employee survey is a great way to gauge the following:

• Demographic details
• Motivations (work-life balance, interests, passions)
• Goals (professional and personal)
• Barriers, frustrations, and challenges
• Triggers for a new job search
• Communication preferences (How do people prefer to receive information? Are they more engaged on 

LinkedIn and Facebook?)

Step 3: Interview a Smaller Subset of Current Employees
Interview a small set of your top employees to help define what truly makes the ideal 
employee at your company.

• For small organizations, interview a sample of 5-7 people
• For larger organizations, interview a handful of people from each department

Step 4: Analyze the Results 
• Are you seeing any trends? 
• Identify strengths and areas for improvement
• How can you use this data to paint a realistic picture, for a job candidate, of what it’s like to work for you?

Step 5: Use This Research to Create Employee Persona(s)
Now that you know what type of employee you want to hire, make it official by defining it and sharing it with 
your team.

Example:

Create Your Own:

DEMOGRAPHIC INFO

MOTIVATIONS BARRIERS

GOALS

INFORMATION

Name:

Work-life balance: Frustrations with employer:

Work interest: Expectations:

How do you get information:

Personal interest:

Professional goals:

Age: Gender:

Education:

Willingness to move:
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𝤿  Link on Main Navigation 
𝤿  Company Culture Photos
𝤿  Mission, Vision, and Values Statements
𝤿  Social Media Links
𝤿  Highlight Benefits and Perks
𝤿  Current Job Openings and Videos

𝤿  Make it Mobile Friendly
𝤿  Integrate HR Software
𝤿  Showcase Job Opportunities
𝤿  Employee Testimonials
𝤿  Company Overview Video

Career Page Checklist: 

Create a Badass Career Page

3 Career Site Essentials
 
Humanize - Use photos and videos to 
showcase your culture and tell your 
company’s unique story to tap into a 
candidate’s emotions.
 
Mobile-Friendly - Today’s candidates 
are actively looking for jobs on-the-go. Make 
it easy for candidates to learn more and 
apply using their smartphones.

Showcase Value - What’s in it for 
them? Get candidates excited to work for 
your company, whether it’s highlighting your 
company’s purpose or showcasing benefits. 

A Badass Career Site Should:

CONVERTCONVINCE

ENGAGEATTRACT

H
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Step  1: Research other company career pages for inspiration. 
Step 2: Use the wireframe example below for guidance on image placement, videos, and CTA buttons.
Step 3: Draw and write in your ideas using the template provided below.

Visualize Your Career Page

Header
Add a strong 
statement about 
this page.

Benefits / Perks
Include the top 3 
benefits or perks 
for working with 
your company.

Call-to-Action
What do you want 
candidates to do? 

Culture Overview
Add text that 
describes your 
company culture here.

Job Openings
Display your 
job openings.
 

Place your statement above.

Place your text above.

Place your text above.

Place your CTA above.

Team Photos

Job Openings:

LOGO link link link link link

Employer Branding Tip
Creating a visual first will help get your ideas on paper. The RC team uses a tool called Lucidchart to 
create a simple wireframe - no design skills required!
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Employer Awards
& Recognitions

Tips on Applying for Employer Awards

1. Do Research
There’s a plethora of employer recognition awards out there and not all of them are created equal. You’ll want to do 
some research and create a list of the top awards you want to apply for. Be sure to explore your local newspapers, 
associations and the media authorities within your industry for the most relevant awards. 

2. Gather Information
All award submission applications are different, but most likely you’ll need the following info:

• Mission / Vision / Values Statements
• A written company history overview
• A list of community involvement initiatives 

3. Give Your Employees Heads Up!
Most employer awards, like Best Places to Work, require an anonymous survey to be taken by a certain percentage of 
employees. Let them know when they should expect the survey to be sent out, the survey’s deadline, and why it’s important. 

Be Specific
• Pick One Job to Feature
• Start with a Realistic Job 

Preview
• Talk to 1-2 People

Show, Don’t Tell
• Minimize Talking Heads
• Show the Work 

Environment
• Wide, Medium & 
       Close-up Shots

2 Minutes or Bust
• Candidates Stop 

Watching After 2:20
• Narrow Down the 

Top 2-3 Tasks
• Spend 30 Seconds 

on Each Task

Keep it Real
• Capture Productivity
• No Scripts
• Employees are 
      the Experts 

The Power of Video
Candidates want to see what it’s like working for your company, so why not leverage video? Especially since 
in today’s world, we retain 65% of what we see and hear and only 15% of what we read. You don’t need 
fancy video gear to create compelling job videos. Grab your smartphone, a tripod, and a mini microphone 
and get to work!

How to Use Video to Capture a Job:

Visit SkillScout.com to learn more about video job postings.

It’s important to have a good mix of product / service awards along with employer reputation awards like Best Places to 
Work. Not only do candidates care but so do prospects. Many companies looking for new partnerships also value other 
companies that share common goals in creating a positive company culture. 
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Review Sites 
Top candidates are changing the way they look for a job. It’s not only about finding an opportunity that can leverage 
their skill set and pay well. They want to work for companies that have a solid employer brand reputation. That’s why 
keeping a close watch on top review sites is essential. 

With over 23 million unique monthly users, Glassdoor continues to be the top employer review site. Candidates can 
learn about a company’s culture from employee reviews and even candidate reviews on the interview process. Each 
company is given a rating from 1-5 on employee satisfaction. 

How to Get Started on Glassdoor

Step 1 - Unlock Employer Account

Step 2 - Jazz up Your Company Profile

Step 3 - Respond to Reviews 

Step 4 - Post Open Jobs

Step 5 - Monitor Your Page

Employer Branding Tip

Ask a new employee to write an 
employer review at the end of his /
her first 90 days as part of the 90-day 
onboarding and training process, then 
once again during a one-year review.

Free vs. Pro Glassdoor Account

To step up your game on Glassdoor, you may want to consider a Pro account, which includes: 

• More visibility with an enhanced profile 
• Job advertising to reach more qualified candidates
• Display advertising to increase awareness among job seekers
• Custom options with the help of a Glassdoor representative

Optimize Employer
Review Sites
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Creating culture content doesn’t necessarily mean it has to always be about the culture itself. You can 
get customers / clients also engaged with the blog by creating both culture-related content and service 
/ product content that’s created by your employees. By showing both, you’re attracting both candidates 
and prospects. Talk about a win-win! 

Provide employees the freedom to create content their way. Here are some ways they can 
contribute to the blog: 

How to Start an Employee-Generated Blog 

Give Employees Freedom to Create 

Have Ideas? Make a list below and mark which employee would be the 
ideal author for the topic in mind. 

1. Write an article on a specific expertise
2. Create an animated video
3. Design an infographic
4. Have an employee share their experience of working at your company
5. Have an employee film and interview another employee
6. Ask a customer what their biggest challenge is and have a team of employees  

create content with the answers 

Topic 1: ________________________________ Author:  ________________________________

Topic 2: ________________________________ Author:  ________________________________

Topic 3: ________________________________ Author:  ________________________________

Topic 4: ________________________________ Author:  ________________________________

Topic 5: ________________________________ Author:  ________________________________

Topic 6: ________________________________ Author:  ________________________________

Topic 7: ________________________________ Author:  ________________________________

Topic 8: ________________________________ Author:  ________________________________

Topic 9: ________________________________ Author:  ________________________________

Topic 10: _______________________________ Author:  ________________________________

Create Culture Content
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Create Culture Content (Continued...)

Assign an employee, preferably a social media coordinator or community manager, to create social posts templates 
with the right hashtags, links, and photos to share with your entire company. This makes it easy for employees to 
share content on any social media platform during their coffee break!

Get Started on Social

73% of companies have used social media to successfully recruit and hire a candidate.* You might be 
surprised that your social media followers are not only prospects, customers, and competitors, but also candidates 
following your culture and waiting for the ideal job to be posted.

Using Social Media to Showcase Your Culture

Things to Share on Social Media: 

1. Your company’s career site

2. Pictures of team members having fun at work 

3. Employee-created content

4. Badass work (not only do prospects care; so do candidates!)

5. Community involvement initiatives 

6. Awards and recognition

*Source: tinypulse.com

STEPS ACTION PLAN URGENCY
(Low, Medium, High)

1. Define Your Mission, Vision, and Values

2. Leverage Tech to Automate HR

3. Develop an Employee Persona

4. Create a Badass Career Page

5. Develop a Comp Philosophy

6. Employer Awards & Recognitions

7. Optimize Employer Review Sites

8. Create Culture Content

9. Measure Success 

What’s Next? Action What You’ve Learned
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INTERVIEW PROCESS STEPS 

1. Complete a Job Requisition AND an Interview Prep sheet and turn in to HR together. 

 Note: Recruiting will NOT begin until both forms have been received. 

2. HR/Recruiting will provide the Hiring Manager with resumes and the hiring manger will choose those he/     
she wishes to phone interview. 

3. Hiring Manager will schedule and conduct the phone interview using the Phone 
    Interview form. 

4. Turn all completed phone interview forms in to HR. HR will then schedule in-
    person interviews. 

5. In-person interviews will be scheduled with certified interviewers, based on the interviewer grid. 

6. If a non-certified leader (supervisor/manager) would like to also interview the candidate, they must join one   
of the certified interviewers. 

7. After the interview, EACH interviewer will complete a scorecard and turn it in to HR. 

    Note: Any yellow or red flags should be discussed with the hiring manager.

FORMS NEEDED 

• Job Requisition form

• Interview Prep Sheet – Completed and turned in WITH the requisition form

• Phone Interview Form – Completed by the hiring Manager DURING the interview

• Interview Scorecard (Leader, Culture or Sales, as required)

VISUAL PROCESS

Phone 
Interview

Culture
Interview

Leader
Interview

Leader
Interview

Scheduled and 
completed by the 

HIRING MANAGER

Scheduled by HR
completed by 

CULTURE NAVIGATOR

Scheduled by HR
completed by 

HIRING MANAGER

Scheduled by HR
completed by 

PEER MANAGER

The Pegasus Interview Process
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WHY IS OUR INTERVIEW PROCESS VITAL?

Pegasus is a unique place to work. Our core values are centered around creativity, respect, diversity, collaboration, 
integrity, drive and having fun with what we do. We care about the people around us, we are fanatical about our 
customers, we are empowered to make decisions that are aligned with our values.

When interviewing, you will experience people with different personalities who will engage with you in their own unique 
way.

• Extroverts will be much more social, more talkative and quick to answer questions. If you’re an extrovert   

yourself, you will find this very appealing.

• Introverts are less social and may come across closed off and slow to answer questions. This may be    

frustrating to you as the interviewer, and you may find it harder to connect with them, but it can be done.

Your role as the interviewer is to dig deep and understand this person. This is done by actively listening and asking 

questions that go deeper into each of their answers.

It is imperative that potential employees get a good understanding of what it’s like to work in our environment. Although 

the culture interview is not the only time we’re talking about our culture and assessing a candidate’s fit, it is the time 

where a group of people can have a conversation focused solely on our culture. As so, it is crucial that we use this time 

wearing this “lens” so to speak.

WHAT WE’RE LOOKING FOR DURING THE INTERVIEW PROCESS

In addition to being qualified based on experience and/or education, we’re looking for people who align with our Core 
Values; people who are driven and passionate, that fit into our fun environment, that want to win with us.

We perform multiple interviews with the intent of uncovering the characteristics of the interviewee and determining if 
they are a match for us.

The interviews are broken into category – Leader interview and Culture interview. Each one is looking for a specific set 
of criteria.

PEGASUS LEADER CRITERIA

LEADER 
INTERVIEW CRITERIA

DESCRIPTION

Highly adaptable and can 
execute change rapidly by 

inspiring his/her organization

Has POSITIVE energy

Accepts change with a positive attitude. Can see the benefits and helps others 
see it as well.

Does not complain about change, and does not spread negativity about 
change.

Do not mistake this for “outgoing”. Positive-energy is something you will feel 
and notice as you’re interacting with the candidate. They are easy to connect 
with, they are upbeat and their energy is contagious.

Their “positive-energy” equates to drive and passion.

*Note: There are no questions to gauge this. You must notice it.
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LEADER 
INTERVIEW CRITERIA

DESCRIPTION

A team player

Ironclad Integrity

Being a team player is often misunderstood. According to Forbes, there are 
10 qualities that define a great team player. They are:

1. They understand the team’s goals. They know how their role supports the 
team’s goals. They don’t blindly follow orders because somebody told them to.

2. They help and encourage their teammates. They don’t hog the credit for 
team wins. However, if the team is struggling, they don’t keep their mouth 
shut about the problems they see only in order to avoid making waves. They 
tell the truth, even when the coach or someone else doesn’t want to hear it 
(especially then.)

3. They are honest with their teammates, their leaders and themselves. If one 
of their ideas is unpopular, they don’t abandon it to fit in with everybody else’s 
ideas.

4. They keep their commitments. A real team player communicates their own 
expectations and clarifies other people’s expectations of them.

5. They deliver good news and bad news when it is appropriate to do so. They 
don’t hide bad news or ignore it only to avoid telling somebody what they 
aren’t ready to hear.

6. They don’t assume that their coach has all the answers, but they don’t talk 
about the coach or anybody else behind their backs. If they don’t respect the 
leadership of the organization they work or play for, they move to another 
organization. They don’t waste energy and bring their teammates down by 
complaining.

7. They set boundaries. Because they keep their commitments, they are 
comfortable saying “I won’t be reachable at all this weekend” or “I will look 
over your report in the morning -- I have to get going now to catch my train.”

8. If they run into a conflict with anyone on the team, they address it. They get 
issues out on the table and dealt with.

9. They value their teammates’ contributions and their own.

10. They grow their muscles and their mojo all the time and help their 
teammates do the same.

Their resume is 100% accurate. They admit mistakes and have grown from 
them. They do not hide their shortcomings.

They embrace the fact that mistakes are part of taking risks and trying 
something new. They are willing to admit failure.
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LEADER 
INTERVIEW CRITERIA

DESCRIPTION

Excellent written and oral 
communication skills

Initiative/Motivation

Learner

Accountable

Enthusiastic

Family oriented/Caring/Humble

Resourceful

Technical 
Qualifications/Experience

A consistent record of 
excellent performance

Their resume, cover letter and email communications are well structured with 
no spelling errors or grammatical mistakes. When 
they speak, they make their point and answer questions succinctly. They listen 
and respond to what has been asked. They do not dominate conversations.

They ask powerful, thoughtful questions.

Ability to think and act without being prompted to do so. Doesn’t wait to 
be told what to do. The candidate has a strong desire to grow and learn to 
advance themselves.

Possesses the required training, education and/or experience to do the tasks 
required of the position.

Someone who is accountable is completely responsible for what they do. They 
are also willing to hold others accountable.

Genuinely interested and excited about the opportunity. Has researched the 
company and wants to be a part of it.

This is a Pegasus core value. We never give up. We are creative and tenacious.

“No” and “Can’t” are not in this person’s vocabulary.

We ask for help, we find answers where there seems to be none and we make 
things happen.

Each job/position they have had shows consistent growth and progression of 
their career.

This could also be a college student who shows progression through their 
education. They care about their work and are dedicated to getting the best 
education they can.

Has a learner mentality. Always wants to learn and expand their knowledge. 
Doesn’t want to stay in an entry-level position for a 
long time.

Invested in themselves and the company to become better and contribute 
more.

CULTURE CRITERIA

CULTURE 
INTERVIEW CRITERIA

DESCRIPTION
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CULTURE 
INTERVIEW CRITERIA

DESCRIPTION

Assertive/Confident

Positive/Upbeat

Willing to say what needs to be said and/or ask for what they want in a way 
that is not based on ego.

They have good energy. You can connect with them.

Highly adaptable and can 
execute change rapidly by 

inspiring his/her organization

A team player

Ironclad Integrity

Excellent written and oral 
communication skills

Tell me about a time you worked as team member on a team that had one or 
more unproductive members. What did you do? Why did you choose to do 
that? How did it work out?

Give me an example of a time when others with whom you were working on a 
project disagreed with your idea.

This is observation. Is their resume well written? Are they answering your 
questions or rambling on without really getting to the point?
Do you have to repeat yourself & the question?

Are you lost in the conversation?

We’ve all done things that we regret. Can you give me an example that falls 
into this category for you? How would you handle it differently today?

Good answer: When I first took over my job, I let seven people go without a 
whole lot of knowledge about their skills and contributions. Later I found that 
three of them were actually outstanding employees who should not have been 
let go. My jumping to conclusions hurt them and the company’s operations. It 
took us several years to replace their knowledge of our equipment.

Questionable answer: I’ve never regretted anything about business. It’s a 
game. I play the game to win.

Discuss a time when your integrity was challenged.

Additionally, when asking questions about previous experience, always ask 
verifying questions; dig into their answers more to ensure their experience 
truly matches their resume.

Tell me about the most difficult change you have had to make in your 
professional career. How did you manage the change?

Tell me about a time you led a change effort.

SAMPLE QUESTIONS: LEADER

CRITERIA QUESTION SAMPLES



#PeoplePlusPeople | 39

CULTURE 
INTERVIEW CRITERIA

DESCRIPTION

Technical Qualifications/
Experience

A consistent record of excellent 
performance

Ask questions specific to the skill set you’re looking for. Dig deeper into their 
answer, test their knowledge. It’s important to verify that they really do have 
the skill set you need.

If you’re looking for a customer service representative, ask questions about 
customers. For operations; ask routing-type questions, etc.

Tell me about a new skill you had to learn for your last job?
How did you learn it?
Did you practice?
How did you know when you had it mastered?
Tell me what it was like?

Give me an example of something that you have done in the past to improve 
yourself.

What do you do when you miss a deadline?
What do you do when someone misses one of your deadlines?

What do you know about Pegasus?
Why are you interested in coming to work here?

Tell me about a time you’ve helped someone?
Have you ever been a mentor?

Tell me about a problem or challenge you’ve been faced with in 
the past?
What bothered you about it?
How did you overcome it?
What resources did you draw on to help?
What did you learn from that experience?

Observation: Do they speak up, give clear and concise answers, ask strong 
questions?

Observation: What’s their body language like? Are they quick to smile?

Tell me about your career progression, how have you gotten to where you are 
today?

SAMPLE QUESTIONS: CULTURE

CRITERIA QUESTION SAMPLES

Learner

Accountable

Enthusiastic

Family Oriented/
Caring/Humble

Resourceful

Assertive/Confident

Positive/Upbeat
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1) Is my company hiring? 

A. Yes
B. No

2) Which scenario(s) best describes 
your hiring challenges? 

A. This is a high-volume role 
B. This is a role that experiences high turn 
over 
C. This role exists across multiple locations
D. This is a difficult to fill role 
E. Candidates are typically uninformed about 
this role when they apply 
F. This role could use a serious reality check 

3) Is my Marketing department on 
board? 

A. Yes
B. No

4) Is my Legal department on board?

A. Yes
B. No 

5) On a scale of 1-10 would you recommend 
working at your company to a friend
or colleague? 

1      2      3      4      5      6      7      8      9      10

6) If I were a fly on the wall at my company, 
what would I hear? 

A.   I love my job! This company knows how to  
       support its employees. 
B.   We’re getting there. I’ve seen some       
       improvements. 
C.   Eh. Depends on the department. 
D.   I’m outta here 
E.   [Fill In The Blank] 

Is my company
ready for job videos?
To see where your team is at, we recommend having several members
take this quiz. The potential varying responses can make more
fascinating conversations as you work to align overall recruitment goals.

DIY VIDEO

Answer Key

1)   A- If you don’t have a current hiring need, budget for video might best be spent elsewhere. Introductory videos that show an overview of your 
      company are a great option at this stage, and could double for a hiring video later on down the line.

2)  If you circled 1 or several of these, you are in a great position to use video.

3)  A- Depending on the structure/size of your company, having marketing on board is going to make this process more streamlined and easier. 

4)  A- Depending on the structure/size of your company, having marketing on board is going to make this process much easier.

5)  7-10- If you answered 7 or above, your company is ready for video.

6)  A-B- If your company is dealing with morale issues or going through a major cultural shift, now may not be the time to invest in video.
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DAY
TWOP+P

Mary Kay Slowikowski
Internationally-known Speaker and Consultant Internationally-known Speaker 
and Consultant, Slowikowski & Associates
Mary Kay is an internationally-known speaker, marketing strategist, and the first female 
speaker to appear nationally in her own Emmy-nominated PBS special. She is a master 
storyteller and veteran of business who uses personal stories and proven techniques to 
teach and inspire. A former victim of crippling panic attacks and agoraphobia, Mary Kay 
was once unable to leave her home – now she speaks in front of thousands. Her ability to 
touch and teach audiences in a unique way is nothing short of remarkable.

7:45 AM Caffeinated Kick-off

How much does a polar bear weigh? Enough to break the ice! Fill up your coffee cup and start the day 
with Mary Kay as she introduces a fun and interactive way to make new connections and help us build a 
community of like-minded professionals.
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Steve Baker, Vice President, Great Game of Business
Steve Baker is the co-writer of the #1 bestseller of The Great Game 
of Business 20th Anniversary Edition and one of Inc. Magazine’s 
top-rated speakers. He coaches fast-growing companies on 
open-book management, strategy & execution, and leadership and 
employee engagement.

8:00 AM 

It’s Money • It’s People • It’s Both: Going Beyond Open-Book 
Management to Win the Great Game of Business

There is no quicker way to produce rapid financial results and lasting cultural change than to create a 
“business of business people” who think, act, and feel like owners. In this interactive session, participants will 
learn the fundamentals of open-book management outlined in the #1 Bestseller, The Great Game of Business 
and take away the knowledge of how to immediately begin implementing it into their own businesses.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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The Principles & Practices 
of GGOB

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com

CRITICAL 
NUMBER

Know & Teach 
the Rules

Provide a Stake
in the Outcome

Follow the Action
& Keep Score

Know & Teach the Rules
Business Transparency & Education High Involvement Planning Financial Literacy

Follow the Action & Keep Score
• Huddles
• Scoreboards
• Forward Forecasting

Provide a Stake in the Outcome
• Rewards, Recognition
• MiniGames
• Ownership
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MiniGames are played to...
• Affect a change.

• Reinforce business education.

• Build teamwork.

• Develop a winning attitude.

Affect a Change

The primary reason for playing a MiniGame is to strengthen the business by driving results through improved 
performance. MiniGames help companies boost workgroup, departmental and corporate performance by 
focusing on an operational or financial number that represents a weakness or an opportunity. MiniGame teams are 
challenged to find solutions to current problems and take advantage of current opportunities—whatever it takes to 
get to the goal!

Reinforce Business Education

MiniGames are one of the most effective tools used to “build a business of business people”. As a short-term 
version of The Great Game, they reinforce key components of success—goal setting, mutual responsibility and 
performance management—by teaching players to track, measure and report team activity, by showing them how 
they can contribute to team success and by rewarding them when they do.

Build Teamwork

MiniGames provide the players on a team (workgroup, department, company) with a shared, common goal. While 
individual contribution is valued, individuals must unite as a team in order to reach the goal.  MiniGame rewards are 
based on the success of the team. The shared reward gives each player a vested interest in helping his/her team 
achieve its goal. 

Develop a Habit of Winning

MiniGame play creates a winning environment where winners are recognized and results are rewarded. MiniGames 
instill the desire to win and, used often, can make winning a habit.

MiniGame™ Design Steps
1. Name the Game – The improvement objective

2. Set the goal – x to y by when?

3. Estimate the benefit

4. Identify the players

5. Determine the timeframe

6. Create a theme and build a scoreboard

7. Decide on the reward

8. Establish a Huddle rhythm

9. Play the Game

10. Celebrate the Win

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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Revenue

COGS 

Gross Profit Expenses

 

Net Profit

X

1

1 / X = Revenue Multiple

0   5   10   15  20   25   30   35   40   45   50   55   60   65   70   75   80   85   90   95   100

1

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com



46 | #PeoplePlusPeople 

Line of Sight/ Potential Targets

Inspiration My Ideas

Revenue:
Face Time Renewals
New Product Launch

Direct Labor:
Time Sheet Compliance 

Reduced Overtime 
Time off Prime

Culture:
Morale

Wellness
Recruitment

Material Cost: 
Waste / Scrap Rework 

Shrinkage

C Suite: Diversification 
CS: Client Satisfaction 

Mktg: Web Visits

Accounting: AR Days 
HR: Retention

IT: Data Input/Cleanup 
Maint: Uptime

Office Supplies 
Housekeeping 

Communication

Revenue

COGS 

Gross Profit Expenses

 

Net Profit

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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Tip: Picking the Right Target
Who Created the Game?

Whose ‘Number’ is it?

Is Winning Clearly Defined?

Will We Change Behavior?

What’s the Benefit in Dollars & Beyond?

Are We Competing with Each Other, or The Number?

Tip: Develop a Creative Theme
Is it Fun?

Does It Inspire & Engage?

Whose ‘Theme’ is it?

Will We Remember It?

Are We Leveraging the Senses?

Does It Carry Through Scoreboard & Rewards?

Tip: Prizes & Reward
Who Chose the Rewards?

Lots of Chances to Win?

Are There Graduated Levels?

Is Winning Clearly Defined?

Will We Remember Winning?

Are Rewards Commensurate with Effort?

Inspiration:
Biggest issues        Biggest Opportunity
Pain in the butt        Morale booster
Bottleneck / Hurdle       Quickest win

Inspiration:

The Team

The Prize

The Goal

The Season

The Location

Pop Culture

Inspiration:

Think experiences

Think food

Think personalized

Ask!!! don’t tell!

Avoid cash

Let your theme inspire

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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MiniGame™ Design

1. Name the game: The improvement objective/target.
TIP: Need Ideas? 

See page # 45

2. Set the goal: X to Y by when.
TIP: Avoid “All” or 
“Nothing” Goals

3. Estimate the benefit: The potential impact/return. TIP: alculate the 
Financial Impact -

Show Me the Money!

4. Identify the players: Those that can impact the target. TIP: Engage All 
Who Can Help 

Move the Number!

5. Determine the time frame: Long enough to change the behavior.
TIP: 6 weeks to 

90 days

6. Create a theme and build a scoreboard: Be creative.

7. Decide on the reward: Think low on dollars, high on fun.

TIP: Refer to page 
# 45 for Inspiration

TIP: Refer to page 
# 45 for Reward Tips

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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Build Your Scoreboard

8. Establish a Huddle Rhythm
9. Play the Game
10.  Celebrate the Win!

*The Great Game of Business, Inc. reserves the right to recreate or use representations of this MiniGame™ for promotional or educational purposes.

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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MiniGame™ Design Steps

𝤿  Establishes line of sight

𝤿  Everyone has a chance to win

𝤿  Rules are clear and simple

𝤿  Easily measured & scored with a simple, meaningful scoreboard

𝤿  Frequent scoring for constant reinforcement

𝤿  Competition against a problem or opportunity, not each other

𝤿  Scoring rewards positive outcomes, rather than penalty scoring

𝤿  Limited duration, or early first round winners

𝤿  Prizes encourage participation, not competition

𝤿  Prizes reward performance, not motivate performance

𝤿  Goal is meaningful to the team’s overall performance

𝤿  Scorekeeper to settle disputes

𝤿  Incorporates business training to aid understanding

𝤿  Promotes long-term change

𝤿  Doesn’t cause problems for other workgroups or departments

NOTES:

©1991-2018 The Great Game of Business, Inc. All Rights Reserved www.greatgame.com
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Josh Leatherman, Chief Marketing Officer, Service Express
Josh leads the strategic direction of the marketing, sales development, revenue operations 
and inside sales teams at Service Express. Since joining the company in 2011, he has grown the 
three-person marketing department to a thriving team of 14 and expanded digital proficiencies 
through social media, paid ads, and SEO strategies. Under his leadership, the marketing team 
successfully completed both a new website and a corporate, in-house rebrand. Josh likes to think 
big and has helped envision and launch the sales development, revenue operations, and inside 
sales teams, as well as help grow those teams to over 40 people. These teams now contribute 
75% of the company’s qualified pipeline. Since 2011, Service Express’ yearly revenue has grown 
from $36 million to over $95 million. NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?

9:00 AM 

The Road map for Creating Performance-Based Measurement 
in Your Company

Investing in people and profit are not mutually exclusive. In fact, surrounding yourself with the right 
people and creating an employee-focused, results-driven culture grows the organization and keeps both 
employees and customers engaged. In this session, you will learn:

 • How a culture of performance measurement engages employees by helping them see how the work  
  they do impacts their job, their team, and the company

 • How helping employees achieve their personal, professional, and financial goals not only moves them  
  forward, but it also moves the organization forward

 • How to create a sustainable culture of engagement, not just fun



52 | #PeoplePlusPeople 

THE SERVICE EXPRESS WAY

What’s Your Vision?

Individual Activity 
* In your words, what would be the “Core Objectives” of your organization?

Individual Activity 

• Pick 6 metrics that matter most to your company.

• How are they measured?

• How do your metrics impact each other?

Personal Goals

Professional Goals

Financial Goals

Timeline

Timeline

Timeline
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Individual Activity 
• Choose 1 position in your organization and create an ROI for it.

R
O -

I -

I -

O -

I -

I-

METRICS THAT MATTER

ROI TEMPLATE

Metric Measurement
Impact

R
O -

I -

I -

O -

I -

I-
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Individual Activity 

• What are 5 things you want to accomplish this quarter?

Individual Activity 

• What are some truths and myths about your company?

What am I going to do? Month StatusHow I am going to do it?

• What is your company’s BHAG?
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10:45 AM 

PANEL - Build a Winning Sales Playbook: How to Perform a Sales 
Audit, Set Growth Goals, and Define the Process

A successful sales strategy is dependent on equipping employees with the processes and skills that will 
aid in setting expectations, communication strategies, and insights to win. In this session you will learn 
how to clearly define goals to help with prioritizing marketing efforts, understanding the difference 
between a marketing qualified lead vs. a sales qualified lead, and identifying what metrics will help drive 
tactical decisions that best align with overall business goals.

Facilitator: Julie Poulos, Vice President, Red Caffeine

Pete Desjardins, Managing Partner, Execullence 
Pete’s story is the tale of two careers; initially developing skills, experience, 
relationships and insight with companies such as Procter & Gamble, Mobil 
Plastics, and Pactiv Corporation. A serial entrepreneur and “king-maker” at 
heart, he co-founded Execullence, a strategic growth firm who helps emerging 
healthcare and technology companies reach their revenue growth goals while 
focusing on spending wisdom in their sales and marketing mix.

Chris Considine, President, Onward Advising
The name ‘Onward Advising’ tells the story. To Chris, it symbolizes a unified, 
team-oriented, forward-looking and positive approach to business and to life 
in general. He believes that in business, as in life, 10% is what happens and 90% 
is how you react to it. Chris established Onward Advising to help people bring 
clarity and focus to their business. His broad-based experience and ability to 
communicate enables him to add tangible value to many aspects of a business. 

Joe Flanagan, CEO, Acquirent
Joe is a successful entrepreneur who used his ability to sell and his 
understanding of building relationships to create a several multi-million dollar 
businesses. After five years of working at a large, international insurance 
brokerage, Joe struck out on his own at the age of 27. He built JP Flanagan 
Corporation, his own insurance agency, into one of Chicago’s largest, 
with offices throughout the country. In 2001, he sold his company to Hub 
International, where he sat on their Executive Committee for three years and 
was on the floor of the NYSE when Hub went public. 

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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Sales Audit & Playbook

Big Picture Tells the Real Story
Why do you exist?

Purpose:

Mission:

Vision:

Values:

What is your brand story?

What you do:

Why you do it better?

What is the value that makes you unique in the buyers eye?

What do you provide different/better than the competition?

Who are your buyer types? 

What are their challenges:

What are their needs:

How do you solve their problem:

What do they think of you:

Sales Structure Evaluation
Sales team breakdown - 
Do you have the skills you need?
𝤿   Sales management

𝤿   Sales integrator

𝤿   Account managers

𝤿   Hunters

𝤿   Farmers

Compensation - Do you have the structure 
to incentivize?
𝤿   Per role

𝤿   Industry standards 

𝤿   Growth plan
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Sales Management

METRICS
Monthly Sales Activity Scorecard
• Individual social following increase
• Sales activities/touches 
   (calls/meetings/email)
• Events attended
• New leads
• New contacts
• Opportunities 
• Wins
• Loss

Quarterly 
• YTD opportunities analysis
• Actuals to sales goal 
• Compensation: billings to goal Annual 
• Actuals to sales goal 
• Compensation: billings to goal

MEETINGS
Weekly Huddle
• CRM review 
• Proposal assistance
• Website traffic
• Event attendance 
Monthly
• 1:1 pulse check
• Metrics review
• Actuals to sales goal 
Quarterly
• Mini review touchpoint
• Actuals to sales goal 
• Compensation checkpoint 

Annual
• Performance review
• Actuals to sales goal 
• Compensation review
• Next year goal setting

Sales Process & Tools That Optimize Results

PROCESS
• Lead intake
• CRM capture
• Follow up
• Qualifying call
• Pre-meeting prep
• Meeting
• Post-meeting activities
• Proposal development
• Proposal delivery
• Follow up/nurture

Sales Tools 
• Corporate snapshot
• Brand book
• Capabilities presentation
• Sell sheets/line cards
• Case studies
• Proposal template
• Scripts 

MARKETING
• Content development
• Brand awareness campaigns
• Lead generation campaigns
• Lead nurturing campaigns
• Search engine optimization
• Search engine marketing
• Social community management
• Public relations
• Experiential marketing

Website 
• Messaging
• Content
• Calls to action
• Resources
• Client portal

Technologies
• CRM
• Sales insights software
• Marketing automation
• Click to Chat
• Analytics
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Current Client Evaluation
Export of client data broken down by:
• Company name

• Contact title

• Contact name, email & phone

• Industry

• Products/services purchased

• Annual value $

• YOY retention value $

Populate insights:
• Products/services not selling to them and/or other   

   growth opportunities 

• YOY growth opportunity value $

• Perceived objections 

• Buying triggers

Examining Historical Successes and Identifying Opportunities

• What current client types and/or industries have growth potential? 
• Are your clients aware of all the products/services they can buy from you?
• What is the value your clients see in purchasing from you over your competition?
• What is the value your clients see in purchasing from your competition over you?
• Are your clients buying ALL they can buy from you?
• What are the most common triggers that prompt someone to buy?
• What are the factors that triggers a client to not purchase again?
• Are there influencer’s in the decision-making process we should be aware of?
• What are the most commonly asked questions or problems during purchasing process?
• What are the perceived barriers we need to overcome? 
• Where do we have an opportunity to break through the clutter?

Deconstructing Client Success in “Market/Industry/Buyer Type A”
Market, Industry, or Buyer Type: 

Decision maker title: 

Influencer(s): 

Where lead came from: 

Process/steps/timeframe to close: 

Has $ value increased over time:

What/where are the opportunities to grow: 

What qualities does this account have that you would like attract more clients like: 

What would (or have) they said about you: 

Do you think you they have any perceived objections about you: 

What would cause them to leave you: 

Are they in a position to give you a referral: 
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Lead Quality, Conversion Rate, and Sales Cycle
Where do leads historically come from & what is the level of success
• Referral

• Website

• Trade Shows

• Advertising (publications or online)

• Distributors/Reps or other third-party sales channels

Leads analysis (on average) 
__________ monthly
__________ yearly
__________ % are qualified 
__________ % are unqualified

Conversion rate 

__________ # many leads turn into 
         an opportunity/quote
__________ # many opportunities convert 
         from a quote to a sale

Sales cycle

• On average, what is time frame to turn lead into 

   an opportunity/quote?  ____ “days/months/years”

• On average, what is time frame to turn         

   opportunity/quote into a sale? ____ 

   “days/months/years”

• On average, what is total lead to sale time frame?        

    ____ “days/months/years”

Historical Sales Deconstruction
Sales history and goals 
2016     $______________     3 Years  $______________     

2017     $______________     5 Years  $______________

2018     $______________

Current client makeup

Big Fish _____clients each at an average value of $________, resulting in ___% of business = $________

Average_____clients each at an average value of $________,  resulting in ___% of business =  $________

Guppy ______clients each at an average value of $________,  resulting in ___% of business = $________

Last year’s breakdown

Client Retention $__________ X__________ 

Client Growth     $__________ X__________

New Business     $__________ (total of below)

 Big Fish - How many _____ and at what average value $__________

 Average - How many _____ and at what average value $__________

 Guppies - How many _____ and at what average value $__________
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Sales Forecasting & Goals
2019 forecast/goal 
Client Retention $__________  ___% 

Client Growth     $__________  ___%

New Business     $__________ total of below

 Big Fish - How many _____ and at what average value $__________

 Average - How many _____ and at what average value $__________

 Guppies - How many _____ and at what average value $__________

2020 forecast/goal
Client Retention $__________  ___% 

Client Growth     $__________  ___%

New Business     $__________ total of below

 Big Fish - How many _____ and at what average value $__________

 Average - How many _____ and at what average value $__________

 Guppies - How many _____ and at what average value $__________

How Many Leads Do You Need To Achieve Your Annual Sales Goal?
You will need this data to be able to step through this exercise:

Current clients
____% of client retention

____% of desired client growth

Baseline $__________ deal of client “upsell” opportunity

Client “upsell” opportunity conversion rate ____% 

Client “upsell” opportunity sales cycle ___ months

myredcaffeine.com/growthcalculator/

New client acquisition
Baseline $__________ deal 

Conversion rate ____% 

Sales cycle ____ months
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1:00 PM 

PANEL - Work Smarter Not Harder: The Digital Transformation
of Sales

Does your organization have clean, segmented data that is easily visualized, digestible, and understood? 
Make technology an integral part of your sales team by learning which software solutions can serve 
as your “inside sales representative” to nurture leads at the top of the funnel and integrate business 
systems to help quantify the ROI.

Facilitator: Jimmy Merritello, Strategy & Digital Lead, Red Caffeine
Jimmy is the true renaissance man of Red Caffeine. He connects strategic 
business and marketing with modern and efficient digital execution to support 
all aspects of business growth. He has led and executed many growth strategies 
in his career while also putting his home-grown technology chops to work for 
dozens of corporate website, marketing automation, CRM, and data tracking 
and analytics efforts.

Ben Cirrus, Territory Manager, Microsoft 
Ben believes that enthusiasm moves the world forward, technology should 
adapt to its users, and business should be conducted at the convenience of the 
customer. Ben works with organizations across Illinois to securely modernize 
and gain a competitive advantage by generating new value while reducing 
costs. He helps leaders envision their businesses as they would if they were 
to start them today. He leverages his startup experience to bring a customer-
centric approach to transformation.

Brandon Popma, Account Executive, Salesforce
Leveraging the correct technology can help create an experience that allows 
employees to move faster and be more productive. Brandon works with 
a community of people, partners, and developers to create solutions for 
scaling businesses. He determines the mission critical objectives of executive 
leadership to help build a journey that increases efficiency and ROI in the way 
products are brought to market.

Dan Mantilla, Online Strategist, Red Caffeine
Dan is a Visual Analyst with a passion for marketing technology. As a Digital 
Strategist and Consultant at Red Caffeine, Dan’s mastery of all things digital, 
including ad tech and data platforms, has enabled him to provide clients with 
greater brand awareness and quality web traffic, insights, and data to fuel 
meaningful growth.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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Technology Audit

In many cases growth at organizations is hindered by technology that is underperforming for the people it’s 
intended to help. Root causes vary, but many fall into the categories of connectivity and adoption. Often the 
usefulness of a system is defined by its data and what business users can accomplish with it.

So how do we enable data to better flow through the organization?

Take a moment to place your current technology systems along the matrix, accounting for the degree of 
connectivity (or at least potential for it) and adoption (or buy-in) by the intended teams.

This exercise level-sets where investments might need to head. Are these people issues, or systems issues? Often 
the two are intertwined, but with this type of analysis we can frame the problem better in order to make smarter 
investments in solutions that align with your goals.

Systems Key

Te
c
h

n
o

lo
g

y
 I

n
v
e

st
m

e
n

t 
&

 S
o

lu
ti

o
n

s

People & Training Investment & Solutions

Lacks Adoption & Not Connected
Teams lack clarity, are not using, or not finding 
value in existing technology tools & infrastructure. 
Tech is isolated to on-premise networks or lack 
[potential] API integration altogether.

Lacks Adoption & Connected
Teams lack clarity, are not using, or not finding 
value in existing technology tools & infrastructure. 
Tech is cloud-based + interoperable with other 
tools via APIs.

Adopted & Connected
Adopted by cross-functional team(s) with clean 
data for actionable insights & confident decision-
making. Tech is cloud-based + interoperable with 
other tools via APIs. 

Adopted & Not Connected
Adopted by cross-functional team(s) with clean 
data for actionable insights & confident decision-
making. Tech is isolated to on-premise networks or 
lack [potential] API integration altogether. 
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Ideas To Help You Increase Productivity 
and Get Time Back In Your Day
Change How You Manage Technology Adoption at Your Organization

• Enable your tech explorers by working with them to operationalize their new finds. Often 

times they will do the research and testing needed to create more effective solutions for 

their departments.

• Early adopters are most likely to proceed with a new tool if someone’s already proven

its usefulness. Don’t stand in the way of each user group onboarding the next group.

Practices to Improve Your Workflow

• Set time aside for discovery to explore features in apps you use. Most of us use a

fraction of the capabilities built into the programs we use every day. Be creative when

thinking how a tool might be useful to you - sometimes it might not be its intended use.

• Organize your calendar by color coding different types of meetings for customers,

internal or personal. Throughout your day at every glance, this can help you optimize

the time you spend preparing for your upcoming conversations.

• If a follow up is required at a later date, write the email right then and use delivery

delay to schedule it to be delivered in the future.

Tools You Can Use to Work at Your Convenience - Anytime Anywhere

• Are you a Windows user? Increase your productivity with new Surface devices to log

   on with face recognition in seconds, and use Windows 10 Task View to quickly find

   what we’ve been working on instead of spending time looking for files, emails, etc.

• The history feature built into Microsoft Office mobile apps, such as Excel or OneNote,

can be used on your smartphone to pick up where you left off, on-the-go.

• If you’re using Office 365, consider subscribing to MyAnalytics. It’s a personal coach

to help you focus on the 20% of people and tasks that will generate 80% of 

your return.

• Connect digital assistants such as Cortana with your email account to schedule

meetings with external attendees the same way a personal admin would do.
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2:00 PM 

Gamifying The Sales Process to Engage Your Team and Get Results

We’re taking games to the next level where all employees play to win and win together. Gamifying 
incentives not only for the sales team but entire workforce creates engagement to make a larger impact 
on identifying and closing opportunities. In this session, you will learn how to construct a winning mini-
game, overcome common roadblocks for buy-in, and think through what a mini-game could look like at 
your workplace to affect change, build teamwork and develop a winning attitude. 

Facilitator: Kevin Walter, Certified Great Game of Business Coach  
and Co-Founder, Tasty Catering 
Kevin has spent more than 28 years in the food and beverage industry as a 
business owner and operator. A member of the University of Illinois - Chicago 
Entrepreneurial Hall of Fame, Kevin embraces financial transparency and has 
founded, and serves as principal, in numerous customer satisfaction-driven 
companies that pride themselves on exceptional company cultures. 

Eric Rieger, President, WEBIT Services, Inc. 
For more than 25 years, Eric has been a driving force in the technology 
industry. He is a respected authority on the topic of IT security and is a regular 
speaker about the benefits of open-book management for service-based 
organizations. His company, WEBIT Services, has been practicing open-book 
management since 2016 and was recently a Great Game of Business All-Star 
award recipient at the 2017 Gathering of Games.

Deanna Walker, Partner - Business Development and Client 
Experience, Venturity Financial Partners 
Deanna is responsible for all aspects of business development and marketing, 
as well as overseeing client relations for Venturity. She also heads up the 
company’s customer service training initiative as she is passionate about 
providing exceptional service. In addition to constantly strengthening her 
business development and client relations skills, Deanna has been involved 
in and held board positions with several professional and community 
organizations, including the Association for Corporate Growth, National 
Association of Women Business Owners, Women’s Finance Exchange, Dallas 
Finance Forum, SMU Business Associates Program, Genesis Women’s Shelter 
and National Charity League.

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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The Hand That Feeds

1. Objective: The targeted problem or opportunity. 
The objective of The Hand That Feeds MiniGame was to generate leads for new client relationships/special projects 
and to receive new referral partner information in order to increase revenue to improve our critical number, Gross 
Margin. During our game, the goal was to grow the Poker Pot to $1,000 using different values of poker chips, 
which represented different objectives as follows: $1 chip = Identify a banker or CPA of our clients as a referral; $5 
chip = Introduction of the contact to our Business Development team; $10 chip = When a meeting results from an 
introduction; $20 chip = Identifying a new outside referral partner not used by one of our existing clients.

3. Actual benefit: The impact/return.
As a result of this game, we generated numerous leads and new referral partners which translated into several new 
deals and special project revenue. The increased number of referral meetings helped us to beat our 4th quarter 
revenue goal by almost 50%, resulting in just over $1,000,000 of total new business closed in 2017.

It also made us realize how everyone in our organization can impact revenue to increase our gross margin,  and 
we are still seeing returns from the game to this day! It changed our mindset from thinking that only our business 
development team could bring in new leads to all of us actively seeking out new clients that need great accounting!

2. Improvement goal: X to Y by when. 
By generating more leads/referral partners, our goal was to get between 6-7 new client deals from playing The 
Hand That Feeds. The metric used was that 15 Referral Partner Meetings = 4 Introductions = 2 scoping meetings/
presentations = 1 new deal. 1 deal is equal to approx. $3,000/month in revenue, of which 6-7 new deals would 
result in $216,000 - $252,000 in revenue in one year.

4. Identify the players: Who impacted the game?
Everyone in the company was able to play and everyone made an impact! We found that our entire organization can 
play a part in driving revenue.

5. Time frame: 

This was a 90-day MiniGame, starting 03/27/17 through 06/21/17. To receive the prizes, the following goals were 
met: $300 pot at 30 days; $600 pot at 60 days; $1,000 pot at 90 days.

6. Theme: 

The theme was Casino/Poker based.
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7. Scoreboard (Insert Pictures) & Huddle schedule:

8. Prizes & Award Schedule (Include Pictures):

10. Celebrate the Win: How & When Was the Win Celebrated? (Include Pictures):

Huddles are every Friday; 
early afternoon or after staff 
meetings

30 days, $300 pot: Customized 
Venturity playing cards 60 days, 
$600 pot: A beautiful potted 
plant  90 days, $1,000 pot: 
Poker themed BBQ (see photos 
in #10) 

Our win was celebrated on 06/21/17 with 
a Poker themed BBQ party, GGOB 
cake included! 

 9. Play the Game-Promotions & Scorekeeper:
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(Yes) Talk to Strangers

1. Objective: The improvement objective/target.
The objective is to increase the number of COI’s (Centers of Influence) so that we have a great range of 
complimentary referral partners in our business network. We will do this in several ways. Talking to our clients and 
asking for referrals for certain complimentary service partners, searching on LinkedIn for people our network knows 
and can introduce us to, and asking questions on already scheduled sales calls.

3. Actual benefit: The impact/return.
This will increase our chances of getting endorsed, warm introductions to the right kinds of prospects and also allow 
us to help our existing clients if they need a service we don’t provide but have a trusted partner we can recommend. 
This will eventually lead to more business, as well as deeper trusted relationships with our existing client base as we 
become the single source to go to for all their business needs.

2. Improvement goal: X to Y by when. 
Add 20 new COI contacts complete with bio and direct contact info (and appropriate tagging) to our database by 
the end of the Mini Game period.

4. Identify the players: Everyone competing and the scorekeeper.

1. Everyone in the company can play

2. Sales Team lead is scorekeeper

5. Time frame: 

The entire quarter

6. Theme: 

(Yes) Talk to Strangers
We want to talk to as many people as we can that have complimentary businesses and work with the same target 
audience as we do so that we can find additional trusted referral partners for our network.

7. Scoreboard (Insert Pictures) & Huddle schedule:

(See separate scoreboard page)
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8. Prizes & Award Schedule (Include Pictures):

Level 1: I talk to strangers T-Shirts 

Level 2: Custom Bobblehead Business Card Holder 

Level 3: All Company Cookout where we play 2 Truths and a Lie (to get to know the strangers).
Each person thinks up three statements about themselves (the stranger the better), and one of those statements 
must be false. The other people in the room need to guess which of those statements is false.
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26 27 28 29 30

21 22 23 24 25

16 17 18 19 20

11 12 13 14 15

6 7 8 9 10

1 2 3 4 5

(Yes) Talk to Strangers
For every new COI (Center of Influence) connection that is made, paste a picture of their face (if you can find it on 
LinkedIn) in an empty square. To qualify, you must have had a conversation with the connection and understand what 
they do, how they help their clients, what their ideal client looks like and have all their relevant contact information 
added into our Infusionsoft CRM, tagged as a COI.
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3:15 PM 

The Real ROI of Building a Purposeful Business

So, you want to build a purposeful business? While having an engaged workforce and being a culture-
forward company makes it easier to qualify top talent and like-minded clients, there are major challenges 
that can sometimes derail your efforts. In this session, you will learn from purpose-driven leaders about 
the real-world roadblocks you may encounter, the financial implications of living your purpose, and how 
to pull culture through versus just putting words on the wall.

Facilitator: Scott Kitun, CEO, Technori
Scott is an award-winning entrepreneur, Technori CEO, and host of The Startup 
Showcase on WGN Radio. He’s passionate about building the most inclusive 
and diverse tech community in the world - something Technori has been 
focused on since 2011. Technori helps founders showcase on-stage and in-
studio in front of thousands of would-be investors, where Scott’s the host of 
Chicago’s top tech show.

Patrick Tannous, Co-Founder & President, Tiesta Tea 
There’s no second gear for Patrick when it comes to his passion, energy, and 
the standards he holds for himself and his business. Everyday, Patrick puts 150% 
into everything he does, and it shows by him being listed on Inc.’s 30 Under 30 
Rising Stars list of 2018. His high standards and care for people are not only 
reflected in the success of Tiesta Tea, but in the culture of the company and the 
comradery of his entire team. He followed his passion for entrepreneurship and 
his confidence in Tiesta Tea and dropped out of college to dedicate all his time 
and effort to Tiesta. In its early stages, Tiesta struggled to gain traction. He and 
his co-founder, Dan, packed their bags and traveled door-to-door visiting over 
500 stores throughout the United States. This brought momentum to Tiesta, 
and now their teas are in over 8,000 grocery stores nationwide.

Jeff Taylor, President & CEO, Crafts Technology
Jeff is President & CEO of Crafts Technology, a 125 year-old manufacturer of 
wear parts, components, and custom tooling. Jeff has more than 32 years of 
experience in the world of manufacturing, including a variety of roles such as 
toolmaker, sales manager, and general manager. Crafts Technology, as an 100% 
employee owned enterprise, is experiencing exceptional growth by developing, 
leveraging, and deploying best-in-class strategies for maximizing organizational 
performance. 

Josh Grodzin, Director of Business Development & Marketing, 
Elk Grove Village 
Josh has worked in the field of Economic Development for more than 20 
years. For the past eight years, Josh has served as the Director of Business 
Development and Marketing for Elk Grove Village, where his primary role is to 
be the first point of contact for businesses wishing to expand in or relocate 
to the Village. He is responsible for coordinating all aspects of the Village’s 
business retention and attraction program, including public relations, branding, 
and marketing. Josh also plays an instrumental role in two of the Village’s larger 
attraction and retention initiatives: the Made in Elk Grove Manufacturing and 
Technology Expo and the Strictly Business Podcast. 

Steven Handmaker, Chief Marketing Officer, Assurance
Steven is the Chief Marketing Officer of Assurance, one of the largest, 
independent insurance brokerages in the U.S. He serves as a member of 
Assurance’s executive management team and is responsible for the company’s 
marketing, communications, branding, and digital media efforts. As Assurance’s 
top creative professional, Steven provides counsel on all strategic initiatives and 
acts as the primary writer and editor of key company messages. Over the past 
10 years, he’s leveraged the power of employee engagement and marketplace 
differentiation into more than 100 national and local recognitions for Assurance 
as a top workplace.
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NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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SESSION EXERCISE

1. What are you doing to be a purposeful business?

2. How do you rank yourself?

3. Who is involved in helping build the organization you want to be?

4. What are the next steps in order of importance?
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4:00 PM 

The Power of Improvisation in Leadership, Team Collaboration and Sales

Learning works best when you’re laughing. Second City Works uses the improv methods pioneered on 
their stages to help people and companies improve their performance and help participants internalize 
better ways to communicate, collaborate, and innovate—all while building comfort with risk and change. 
In this session you will learn the critical skills that make engagement go up and performance get 
stronger to help you get better at the things you do every day.

Shad Kunkle, Trainer, Facilitator, Host and Performer,
Second City Works
Shad Kunkle is an actor, improv comedian, and communications professional with more than a 
decade of experience on stage and screen. He has performed with Chicago’s famed theater, The 
Second City, for more than six years, appearing in productions including South Side of Heaven, 
What the Tour Guide Didn’t Tell You: A Chicago Revue, and Sex in the Second City: iLove. He 
also toured the country with The Second City’s Blue Company. With The Second City Works, 
which works with more than 400 companies each year, he is a top Trainer, Facilitator, Host, and 
Performer. Shad honed his craft at ComedySportz and iO Chicago, where he currently performs 
with long-running improv shows Carl and The Passions and the Armando Diaz Experience. He also 
does voice over and commercial work, appearing in spots for Walmart and Long John Silver’s, 
among others.

Liz Joynt Sandberg, Comedian, Writer, Performer, and Teacher, Second City Works
Liz is a member of the Creative Ensemble at Second City Works and has performed, written, and 
assistant directed for several Brandstage engagements. Liz performs and teaches improv and 
sketch regularly across Chicago. Originally from Michigan, she trained with The Second City 
Music Improv and Conservatory Programs, and as a member of Infinite Sundaes; at iO Chicago, 
and in Chicago’s improvisational dance community. 

NOTES:

Priority level:   1   2   3   4   5   6   7   8   9   10

Key takeaways: 

Who will help you action this plan?
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IMPROV FUNDAMENTALS

BUILD YOUR CONVERSATION

MAKE EVERY MESSAGE COUNT

ACTIVE LISTENING IS 
MORE THAN EYE CONTACT

The overall Concept of “yes, and” 
can help create an atmosphere of 
risk taking and increases effective 
communication.

Use “yes, and” as a tool to 
acknowledge, validate and build on 
other people’s contributions to the 
conversation.

Affirming and building with “yes, 
and” can help you connect with and 
establish meaningful relationships 
with colleagues and clients.

“Yes, and” does not mean you have 
to agree with or even like the idea or 
message.

When you have to say “no,” 
you can still use “yes, and.”

“Yes, and” can be your default 
response to maintain positive 
communication during negative 
situations.

Listening to understand, not 
just respond. Typically, the first 
few pieces of information in a 
conversation are exactly that - 
don’t miss the rest of the story by 
tuning out to plan your response. 
Remember to listen to the very last 
word.

Active listening is more than eye 
contact. Be ready to receive the 
message and let people know you 
are ready to listen before they even 
start talking using verbal and 
non - verbal cues.

Resist the temptation to 
interrupt. Beware of using 
interruptions to jump to 
conclusions or refocus the 
conversation on yourself. If 
you need to interrupt, simply 
apologize and return your focus 
to the other person.

Word choice can make a difference 
in the direction of a conversation. 
Remember, “should” is more 
directive and useful for making 
final decisions. “Could” is more 
collaborative and is a great tool 
for brainstorming or empowering 
others to initiate or contribute to the 
conversation.
 

Take responsibility for making 
sure the person or people you are 
communicating with understand 
your message. If you’re using 
buzz words or technospeak, check 
in and make sure your audience 
understands what you’re saying. 
Say what you need to say... once. 
The more you ramble, the more you 
lose your credibility. Keep it short. 

Become aware of how you 
filter communication through 
yourself. Are you using “I” often 
when speaking to others? If 
so, challenge yourself to use 
“ I” less to avoid sending the 
message that you are more 
focused on you than the person 
you are communicating with.
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5:30 PM 

Closing and Appreciations

You’ve officially been to our first People+People Conference, you’ve 
networked with like-minded leaders, and you have this badass playbook with 
undeniably smart ideas to implement into your People Plan. So, don’t wait! 
Go back to the drawing board, share these ideas with your team, and begin 
actioning the tools, processes, and technologies to jumpstart your growth 
journey.

Continuing Your People + People Journey
Don’t let your People+People journey end here! Keep in touch with Red 
Caffeine on social for even more relevant content, webinars, and events. 
We’re here to chat about your growth plans, pain points, successes, and 
everything in between! Or maybe you just want to grab a cup of something 
caffeinated. We’ll do that too!

FINAL THOUGHTS:
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CULTURE EMOTIONAL INTELLEGENCE
MISSION VISION VALUES

EMPOWERMENT

TRANSPARENCY

SUCCESS
CULTURE GROWTH

COMPENSATION 

FOUNDATION
STRATEGIC GROWTH
TOP TALENT RETENTION

RECRUITMENT

MARKETING

ROI

ENGAGE
 RESULTS-DRIVEN
AUTHENTICITY
EMPLOYEE IMPROVISATION
POTENTIAL

fueled by your friends at redcaffeine.com
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