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Salute the Spouses and
Kids
Month of the Military
Family takes place from
Nov. 1 to 30.
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Seven Traits of Successful Leaders

Having studied leadership for many
years, | have found that there are some
attributes that seem to be constant.
They include:

1. Successful leaders have a purpose,
and they pursue their dreams with
fervor. They do not fear rejection as
much as they fear living without a
purpose.

2. Successful leaders work hard. Not
only do they have big ideas, they work
to make them happen.

3. Successful leaders are resilient.
They see failure as an opportunity to
learn and grow. They become masters
at overcoming obstacles and staying
focused on the positive outcome.

4. Successful leaders know that they
cannot always control how they feel,
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but they can control how they act. They
keep their tempers in check.

5. Successful leaders seek feedback.
They play to their strengths and get help
to overcome their weaknesses.

6. Successful leaders surround
themselves with good people and share
the recognition and rewards.

7. Successful leaders are constantly
learning. They value training both for
themselves and others.

| know that there is much more to
being a leader, but | have found
these seven quadlities to be constant in
the successful people who | have met
and studied. What do you think?
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Working With Veterans and Boomers

The workforce is getfting older. The
fact is that most middle and upper
managers are boomers and veterans
who aren’t going anywhere anytime
soon, so young professionals must learn
how fo interact with older coworkers.

To get on the good side of veterans
(born before 1946) at work, compliment
their work and ask questions about their
experience. Veterans enjoy talking
about the past and mentoring young
coworkers with a good work ethic. You
can impress veterans by working hard
for the “greater good of the company.”
If you have only been with the
organization for six months fo a year, a
veteran is not who you want to ask for a
raise!

To get on the good side of boomers,
compliment them on their hair, clothing

or style in general. Boomers still think
they are young; so, they want to feel a
part of the group. Ask questions that will
allow them to talk about themselves. If
you need to request money from a
boomer for a project expense, be sure
to show the value added.

[t is important fo understand the
need for older coworkers to see your
talents, skills and experience before
they notice your age. Be assertive but
not aggressive. Older people have a
tendency to compare you to the young
people in their lives or neighborhood.
This can be a gift as well as a curse! The
key is to find a common ground fo build
working relationships. Keep the focus on
geftting the work done, not on judging
or measuring each other.

(From Bridging the Generation Gap -
Dr. Mimi Hull)
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Did You Know That Hull &
Associates Offers ...

Conference and
Convention Speaking
Coaching
Organizational
Development

Team Building
Bridging the
Generation Gap
Creativity and
Innovation
Leadership
Development

The Myers-Briggs (MBTI)
Diversity Training—
Cultural Competence
Communications
Training

Assertiveness Training
Time and Stress
Management
Conflict Management
Not-for-Profit Board
Development
Employee Satisfaction
Surveys
Organizational
Assessments
360/Multi-rater
Feedback

Customer Satisfaction
Surveys

Strategic Planning
Meeting Facilitation

Call us foday at
(407) 628-0669 to see if we
can help you satisfy your
human relations and
organizational development
needs.
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Please Explain

Explanation is important to leadership.
Leaders often inject their communications
with enthusiasm to persuade, but they
also need to include an explanation for
the excitement. *"What does it mean” and
*why are we doing it” are crifical
questions that every leader must answer.

Three keys for effective explaining.

1. Define what it is. The purpose of an
explanation is fo describe the issue. For
example, if you are pushing for cost
reductions, explain why they are
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Conflict—Symptoms, Causes and
Resolution

1. What are the sympioms?

e Poor performance and quality

* Being unresponsive

* Gossip, complaining, hostility

* Finger pointing, verbal abuse

* Tardiness and absenteeism

2. What causes conflict?

e Poor or no communication

* Lack of clarity in purpose, goals,

objectives, team and individual
roles, resources and support

* Poor fime management

e Lack of leadership and

management

e Team members bored, not

challenged, not really interested

* Personality conflicts

e Personal problems

3. How fo resolve conflict?

A. Define the problem—Don’t start by
solving the problem. Defining the problem
often contains the solution.

B. Gather data—Collect facts that are

necessary and what they will entail. Put
the issue intfo the context of business
operations. Be certain to give the benefits.

2. Define what it isn’t. Move into the
“never assume mode.” Be clear to define
the exclusions. For example, in our cost
reduction issue, if you are asking for
reductions in costs, not people, be
explicit. Otherwise employees will assume
they are being axed. This is not simply true
for potential layoffs but for any business
issue.

3. Say what you want done. Establish
expectations and call for action. Cost
reductions mean employees will have to
do more with less. Be specific. Leaders
can also use the expectations step as a
challenge for people to think and do
differently.

Remember: Too much detail can put
an audience to sleep, but too few details
won’t be convincing.

observable and measurable, not hearsay
or opinions.

C. Analyze the data—Analyze
dynamics. Instead of saying we have
personality conflicts, ask: Can team
members get the work done or not? Have
they been trained on different
personalities?

D. Choose a solution—Make a
decision. Realize that you can’t always be
right. If it doesn’t work, evaluate it and
retry.

E. Implement and refine—Create a
plan with actions, timing and
measurements that will address each
problem. Don’t try to fix it all at once.
Work on one or two areas.

Remember.

¢ Attack the problem, not the person.

* Focus on what can be done, not on
what can’t.

* Encourage different opinions.

* Express feelings in a way that does
not blame.

¢ Accept ownership for your part of
the problem.

e Listen to understand the other
person’s perspective before giving
your own.

(From Conflict Resolution Program - Dr.

Mimi Hull)



the key to successful brainstorming.

-Set a specific, difficult target for the
number of creative ideas per person.
Difficult targets consistently produce more
high-quality ideas than unmotivated
brainstorming.

-Individuals, not groups, should
generate initial ideas. Group interaction
may cause people to forget some of their
ideas and to rehearse only a few while
waiting for others to express theirs.

-Use group interaction fo amalgamate
and refine the individuals’ initial ideas.
Groups of five or seven work best. Going
around the room, focus on pros and cons
for each idea rather than a final
evaluation.

-Individuals, voting privately, should
make the final selection. Individual voting
for final idea selection is better for
predicting successful ideas, especially for
increasing commitment to them.

-Time should be kept short: Try 15
minutes for initial idea generation, and a
total of two hours with refined idea
production and selection. “Incubation”
over longer periods is not necessary.

Brilliant Brainstorming

From years of facilitating, we know that
brainstorming requires skill and
experience. Here are some tips:

-Don’t brainstorm if people live in fear. If
people believe they will be teased,
demoted, fired or otherwise humiliated,
brainstorming won't work.

-Brainstorming instructions are essential
for creative idea output. "Quantity breeds
Quality” has proven correct, and
deferring the evaluation of initial ideas is

IF WE WERE YOUR DISC VENDOR ...

If we were your DISC Vendor, you would get the support you need at a price you
will appreciate! We support what we sell. So not only will you get a great profile, but
you will also maximize its usefulness.

DISC is a great tool for TEAM BUILDING, LEADERSHIP, SALES and CUSTOMER SERVICE,
to name a few. We want to be your vendor. Call us at (407) 628-0669 or e-mail us
today at drmimi@hullonline.com and let us help you to maximize your DISC
experience.
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NEED A SPEAKER, COACH
OR TRAINER?

Do you need an
engaging speaker? How
about an unbiased
facilitator? A coach? Call us
at (407) 628-0669.

At Hull & Associates, our
programs are always
upbeat, inferactive and fun,
as well as productive and
inspiring. No two people or
organizations are alike.
Therefore, we customize our
programs to meet your
unique and specific needs.

VISIT OUR BLOG!

The address is
www.hullonline.
blogspot.com. Download
PowerPoint slides. Read
articles and past newsletters.
Ask us questions. Comment
on questions posed by
others.
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NEXT DISC by understanding them! Certification is sponsored by Confact us:
CERTIFICATIONS—Dec. 9, Learn the DISC tools and use  Valencia Community Phone: (407) 628-0669
2009 them in training and College, with Dr. Mimi as the  E-mail us at:

Personality conflicts? Start  coaching. EARN CEUs at the  instructor, in Orlando! drmimi@hullonline.com

same time. DISC

DF’Mimi Hull

2) Don’t compromise your ethics. If you are
asked to do something you know is wrong,

. My boss doesn’t hide his contempt for
* me. He constantly criticizes me, and he
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gives me the assignments no one else will do.
I don’t know what I did to deserve his rude
behavior, but I’m starting to lose my cool
with him. Any advice?—Scorned Staffer

. The term commonly used to describe

* your supervisor is “toxic.” Here are the
four tips I commonly offer clients who work
with a toxic boss:

1) Don’t take it personally. You are a person
first and an employee second. If your
supervisor starts screaming at you or acts
in some other way that is inappropriate, be
polite but make a choice not to buy into it.

speak up, ask questions and politely
decline.

3) Don’t seek revenge. Remember, success is
the best revenge. Do not stoop to the level
of your supervisor; it’s only likely to make
the problem worse.

4) Don’t play the victim. Victims lose control
and get dumped on more. Choose to have
the personal power and toughness needed
to succeed.

Are these things easier said than done? Of
course, but they sure beat crawling into a
hole and sucking your thumb!—Dr. Mimi

Dr. Mimi Hull heads Hull & Associates, a team of trainers, speakers and consultants. A licensed psychologist, she has a master’s in counseling and personnel services
and a doctorate in psychology with specialization in business management from the University of Florida—Gainesville. Her B.A. in psychology is from Syracuse (N.Y.)
University. Reach her at www.HullOnline.com or DrMimi @ HullOnline.com.




