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FINDING, RETAINING, AND ENGAGING TOP TALENT is con-
sistently one of the biggest challenges organizations face. Developing
high-potential employees is crucial for priming future leaders and
improving organizational performance while building a culture that
fosters growth from within. Having a solid pipeline of high-potential
talent is also one of the best ways to ensure future competitive
advantage through intentional, strategic, and proactive (rather than
reactive) succession planning.

Yet few companies have a formal program in place for identifying
high-potential employees, and those that do “seem to lack a high level
of satisfaction with its effectiveness.” With the right strategy and
tools, however, identifying and developing both current and future
high-potential employees becomes a data-driven and highly effec-
tive process. Organizations that follow this course will be rewarded
with engaged, committed, and productive employees; better business
outcomes; and strategic succession plans.

THE CHALLENGES OF SPOTTING POTENTIAL

Identifying high-potential employees is perhaps the most difficult—
and most high-stakes—aspect of leadership development. Orga-
nizations that promote the wrong people lose valuable individual
contributors to management roles and risk seeing other top perform-
ers flee to competitors. They must also deal with possible substantial
reductions to team engagement and morale.

The innate difficulty of judging someone else’s inner workings
renders personality analysis ineffectual as a primary predictor of
employees’ future success. Manager nominations and performance
reviews to determine future value are also inherently flawed tools,
due to personal bias or political networking. Even current perfor-
mance doesn’t always indicate future potential accurately, because
even though “all high potentials are high performers ... not all high
performers are high potentials.™

So if personality, manager recommendations, and high perfor-
mance aren’t quality indicators of potential, what’s left?

THE SCIENCE OF POTENTIAL

Thanks to Big Data and tech innovation, today’s leaders possess
detailed profiles for each employee. A profile includes a great deal

of information about a person, such as his or her job and salary his-
tory, goals, achievements, performance reviews, department-wide
recognition, learning-module completion, advanced certifications,
previous actions and outcomes, and so much more. By subjecting this
employee data to statistically accurate algorithms, advanced human
capital management tools can analyze millions of data points

Through this type of analysis, companies can zero in on employees
who exhibit the potential for high performance or leadership. The ability
to spot not only current top performers but also the employees most
likely to succeed with strategic development is truly game changing.
Armed with this information, organizations can build succession plans,
consider future compensation or professional development, and decide
which top performers are worth long-term investments. This is the kind
of insight leaders could only dream about 20 years ago.

These advanced systems can also leverage data to identify and pre-
dict engagement and retention, thus allowing leaders to focus on retain-
ing those high-value employees. The systems can also send managers
automatic alerts when an employee falls below a specified benchmark,

so that they can suggest new challenges or training opportunities, for
example, or offer promotions or compensation increases. Everybody
wins: managers benefit from improved employee effectiveness, engage-
ment, and retention; and employees enjoy increased recognition and
opportunities to influence their career trajectories.

TURNING POTENTIAL INTO PERFORMANCE
Once high-potential employees have been identified, it’s important
that companies develop them strategically. Because high-potential
employees usually know that they’re outperforming their peers, it’s
crucial to begin the development process before their motivation
wanes and they begin looking for outside opportunities. It’s also im-
portant to remember that although these individuals have potential,
they’re often not ready to jump into leadership roles.

Here are a few best practices for developing high-potential em-
ployees into successful and effective leaders:

- Create specialized leadership tracks. These can include educa-
tion, certifications, multidisciplinary programs across depart-
ments and divisions, and other types of development programs. If
possible, offer unlimited learning opportunities for high-poten-
tial employees, most of whom will be excited about continuous
skill growth and recognize that this investment in them signals
confidence in their long-term value to the company.

- Keep a finger on the pulse of their feelings. Cognitive assess-
ment and sentiment analysis leverage machine learning and
natural-language processing to analyze open-ended text and
identify themes, emotions, and red flags. They can reveal exactly
how high-potential employees truly feel about their roles, motiva-
tions, and expectations.

- Offer mentorship and coaching. Many great leaders credit at
least part of their success to the devoted mentors or coaches who
guided them through their careers. The road to leadership is rife
with potholes and detours, and the ability to learn from someone
else’s mistakes (as well as his or her successes) is truly invaluable.

- Leadership, both good and bad, plays a fundamental role in orga-
nizational effectiveness, success, and morale. Developing a suc-
cession program that effectively identifies and develops top talent
into a steady pipeline of senior leadership is critical to the success
of any organization. When a company’s succession strategy leaves
something to be desired, emerging technology offers solutions
that can have a positive impact on the long-term quality and ef-
fectiveness of the organization’s people and business.

Adam Rogers is the chief technology officer at Ultimate Software (www.ultimate-
software.com), where he oversees the company’s product strategy, development,
and delivery via the Cloud. Ultimate’s award-winning UltiPro delivers HR, pay-
roll, talent, and time- and labor-management solutions that connect people with

the information they need to work more effectively.
Note: This article originally appeared on the Forbes website.

1. Kip Kelly. 2015. “Identifying High-Potential Talent in the Workplace.” UNC Kenan-
Flagler Business School website, www.kenan-flagler.unc.edu/~/media/Files/docu-
ments/executive-development/identifying-hipos-white-paper.pdf.

2. Andre Lavoie. 2015. “High Performers and High-Potential Employees Are Not One in
[sic] the Same.” Entrepreneur website, July 7, www.entrepreneur.com/article/248018.
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When Is

jange Managemer

Needed?

BY SHARLYN LAUBY

Research shows that 70 percent of
complex, large-scale change programs
don’t reach their stated goals. Common
pitfalls include a lack of employee
engagement, inadequate management
support, poor or nonexistent cross-
functional collaboration, and a lack of
accountability.!

The reasons for such management failures aren’t surprising. The
real surprise is that although those reasons and the odds of failure
are obvious, organizations still haven’t found a way to remedy the
situation—even when it’s clear that conducting change-management
activities can yield significant benefits. (One study, for example,
found that companies with excellent change management efforts
gained an average of 143 percent of the returns they expected.?) In
short, organizations that manage change well see a positive change to
their bottom lines.

Ideally, companies should think about change management
constantly. But that’s not a reasonable expectation. There are, however,
some situations in which they should definitely ask themselves, “Would
it be helpful to include a change management activity in our plans?”
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- When something new is happening. Many organizations think
about change management for large-scale implementations (such
as bringing a new technology solution in house or adding a new
product line). But what about the small changes (such as a new
policy or procedure)? Those are often the types of changes that
frustrate employees the most—not because the changes are bad
or wrong, but because the employees aren’t adequately prepared
for them. Organizations would benefit from using both large and
small changes as opportunities to set expectations and make sure
everyone is on the same page.

- When something needs to be fixed. Companies must regularly
revise processes that no longer work. They often must repair bro-
ken equipment or even replace it with newer (and different) mod-
els. Change happens—and organizations have to react accord-
ingly. But that doesn’t mean these situations are easy. Creating
process maps can help companies communicate with employees
about the change, including the steps involved in moving from
the current state to the desired one.

- When business is falling behind. Technology-related problems
or alack of infrastructure can hold companies back. For example,
because many companies rely on technology to reduce redundan-
cies and help their businesses grow, older hardware and software
could limit their ability to service customers. People are accus-
tomed to using the Internet for much of what they do in their
personal lives (depositing checks, scheduling medical appoint-
ments, etc.), and expect to be able to do so for their work- and
consumer-related lives as well. Organizations cannot afford to fall
behind customer and employee expectations.

- When the company wants to lead the competition. Every
organization has to make the strategic decision either to lead

the market or to lag behind it. Each option has its own pros and
cons, and the choice could be shaped in part by that industry’s
likelihood for disruption. Organizations that choose to lead will
experience change more proactively, faster, and more frequently
than those that choose to lag (and therefore must be prepared to
react to the surrounding change). Whether a company chooses

to lead or to lag, change management becomes to some extent a
part of its culture. Dealing with change proactively is significantly

different from reacting to it, though, and employees need to know
how to do both effectively.

- When an employee leaves or arrives. The other situations all
involve changes in processes and strategy, but change manage-
ment is also necessary when the organization makes changes in
people. Whether the new hire or the departing staff member is a
good or bad employee is irrelevant to this point. Every individual
is different, and everyone must adapt to new working methods,
communication preferences, and leadership styles.

(Note that although these five situations are common examples of
organizational change, they can also shape employees’ personal goals,
obstacles, and job changes, such as promotions or moves to other
companies. So a mastery ofchange management is critical not just at
the company level but at the individual level as well.)

FORMAL CHANGE MANAGEMENT EFFORTS PAY OFF

At first glance this list might seems to indicate that change manage-

ment should be an “all the time” thing. But a closer look reveals that
“ifit ain’t broke, don’t fix it” is the dominant theme here: when the sta-
tus quo is fine, companies can leave well enough alone. When change
is necessary, however, organizations should embrace change manage-
ment (without trying to dismiss the need for it with “it’s only a small
change” or “no one will notice, so let’s not bother” or “we already did
change management training a couple of years ago”). By investing in
change management, organizations not only mitigate future setbacks
but also move closer to realizing their gains.

Sharlyn Lauby is the author of HR Bartender (www.hrbartender.com), a friendly
place to discuss workplace issues. When not tending bar, she is president of ITM
Group Inc., which specializes in training solutions to help clients retain and

engage talent. She can be contacted on Twitter at @HR Bartender.

Michael Bucy, Adrian Finlayson, Greg Kelly, and Chris Moye. 2016. “The ‘How’ of
Transformation.” McKinsey website, May, www.mckinsey.com/industries/retail/
our-insights/the-how-of-transformation.

2. Jennifer A. LaClair and Ravi P. Rao. 2002.”Helping Employees Embrace Change.”
McKinsey website, November, /www.mckinsey.com/business-functions/organization/
our-insights/helping-employees-embrace-change.
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USE SMS AND MESSENGING

Text messaging may not be brand-new technology,

S LANNNAUN

but it remains one of the most widely used forms
of communication on the planet. Today nearly

13 million texts are sent each minute!' And SMS
alternatives continue to grow and thrive as well,
with the message apps WhatsApp and Facebook
Messenger, for example, conveying a combined

50 billion messages per day.> When appropriate,
communicating with candidates via texting and
app-based messaging can be a highly effective way
to keep them engaged. With the average American
spending “over four hours a day” on his or her
mobile phone, recruiters who aren’t leveraging
mobile platforms could be missing out on many
opportunities to reach candidates.?

A

RESPOND TO INQUIRIES QUICKLY ‘

Candidates don’t like to wait around to hear about

OPTIMIZE RECRUITING PLATFORMS FOR MOBILE
[‘ People of all ages use mobile devices to look for

’tI}}llelr }E’ rIOdSp ects o'fllzlindlng 'a des(;ral’)le posmon.. work. Although Millennials (at a rate of 78 percent)
tioilt eri)virsoe:rf:l ee:: iz :Efcl}?t:(:z St_cez:lril:}l:::‘; % engage in this activity slightly more than other gen-
ily and “9s% oftex’ts [are] read wit}%in , minutes of erations, the members of Generation X (73 percent)
being sent.” People expect quick responses to the ‘ims Bab)}rlBiozme'rs (567 [f)ercent), too’, sea]zc}} for d
texts they send and usually regard a delayed re- o5 .ont' el devices. I, @ company’s website an
sponse as a sign of uninterest. Therefore the faster apph'catlon S}.'stem don't work well on small screens,
a company’s recruiters can respond to inquiries candidates will get frustratedandleave.

from candidates in their recruitment pipelines, the ) o o )

. L . New innovations in communication keep coming
more opportunities those organizations will have ] ) ,
down the pike, and companies that don’t leverage

tokeep their candidates engaged. I: them will be left behind in the race to attract top

USE VIDEOS AS ENGAGEMENT TOOLS candidates. By paying attention to and following

candidates’ preferred methods of communication,
Companies that have qualified candidates but o p . ’
organizations can broader their reach for
nowhere to place them yet need to keep those can- .

. . recruitment.
didates engaged so they are still around when open

positions become available. Providing candidates
. . . o, Samantha Spano is a manager at JazzHR. This article
with additional materials about the organization’s
. originally appeared on their blog and was reprinted with
culture and values can keep those professionals o
. . . L permission.
interested, especially when that information is

delivered by video. Cisco research indicates that
1. Domo. 2018. “Data Never Sleeps 6.0.” Domo website, https://

“globally, IP video traffic will be 82 percent of all

www.domo.com/learn/data-never-sleeps-6

IP traffic (both business and consumer) by 2021,

| up from 73 percent in 2016”—-clear signs that the Passes 1.2 Billion Users.” Forbes website, April 12, www.
forbes.com/sites/kathleenchaykowski/2017/04/12/

2. Kathleen Chaykowski. 2017. “Facebook Messenger

facebook-messenger-passes-1-2-billion-users/#33aaf7e13301.
soon.’ Because people are already accustomed to 3. Hacker Noon. 2017. “How Much Time Do People Spend on
Their Mobile Phones in 20172” Hacker Noon, May 9, hacker-

noon.com/how-much-time-do-people-spend-on-their-mobile-

growth of video won’t be slowing down any time l:

-

getting their information from video, companies

can use this trend to their advantage by designing phones-in-2017-esfoaobioas.

video content that speaks to candidates at each 4. Nathalie Cohen-Sheffer. 2017. “Text Message Response

stage along the recruitment pipeline. Times and What They Re:flly Mean.” Rakuten Viber
blog, November 6, www.viber.com/blog/2017-11-06/
text-message-response-times/.

5. Cisco.2017. “The Zettabyte Era: Trends and Analysis.” Cisco
website, June 7, www.cisco.com/c/en/us/solutions/collateral/
service-provider/visual-networking-index-vni/vni-hypercon-
nectivity-wp.html.

6. Indeed.2017. “The Unstoppable Rise of Mobile
Job Search: What Employers Need to Know.” In-
deed blog, July 7, blog.indeed.com/2017/07/27/
the-unstoppable-rise-of-mobile-job-search/.
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Employees don’t need to be best friends, but there does need to be a level of
mutual respect and understanding.
— KATHRYN MINSHEW, COFOUNDER AND CEO OF THE MUSE

In the era of #MeToo, how employees
interact with one another has come
under greater scrutiny—and for good
reason: one recent study found that over
60 million Americans are affected (as
perpetrators, victims, or witnesses) by
workplace bullying.! Bullying takes many
forms at the office, such as berating
employees (including direct reports or
other junior staff), stealing credit for work
or ideas, excluding fellow employees from
critical meetings or communications,
making sarcastic or snide remarks, giving
unfair criticism, and speaking negatively
about someone behind his or her back.
These behaviors take a massive toll on
employees, with “40% of targets . . .
believed to suffer from adverse health
consequences from bullying.”?

How do things get so out of hand?
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Unfortunately, many organizations put so much emphasis on finding
and hiring great people that they often give short shrift to helping their
employees maximize their potential as colleagues. Instead, HR and hiring
managers often just throw employees together and expect them to know
how to get along with each other. Sometimes a company gets lucky, and
that approach (or, more accurately stated, lack of approach) works. Often,
though, it doesn’t work—and occasionally it can backfire spectacularly.
Rather than take the chance that “everything will just work out” in these
situations, managers need to work actively to create environments that
foster respect and collaboration among diverse populations.

INCLUSION AND COLLABORATION

Different people have different opinions, and it's okay to respect all of them.

—JUAN PABLO GALAVIS, FORMER PROFESSIONAL SOCCER PLAYER

When managers and company leaders respect differences and require
collaboration, they create an environment in which employees are able
to put their best selves forward to leverage their diverse talents, skills,
and attributes in support of their organizations’ missions (rather than
get bogged down in petty infighting, gossip, or other unproductive
behavior). But that’s possible only when people respect each other, both
as colleagues and as individuals with unique backgrounds and skills.
Companies that promote and foster an attitude of respect position their
employees to be more open to the richness of perspectives, ideas, and
innovations that can emerge from diverse life and work experiences.

Note that respect doesn’t require always agreeing with other people’s
perspectives. Complete agreement isn’t possible, nor does it make sense
(consider how “group think” can kill innovation!). After all, a company’s
workforce isn't made up of a bunch of identical automatons. Rather, each
employee within an organization is an individual with unique abilities,
goals, motivations, and personality.

These differences mean that every relationship (be it manager—
subordinate or employee—employee) has to be negotiated on its own
terms—there’s no “one size fits all” solution. This approach takes some
work but has an immense upside, because positive workplace interactions
can have a huge effect on a host of factors that influence a company’s
bottom line, such as:

- A work environment in which everyone can reach his or her full
potential

- Multiple perspectives on solutions to problems

. Better performance outcomes

- More successful hiring outcomes

- Increased productivity

- Increased retention rates

- Improved morale

- Improved customer relations

- Reduction in employee complaints and grievances

- Increased profitability

Creating an inclusive and collaborative work environment seems like a
great idea, doesn’t it? But how does an organization achieve that?

A NEW APPROACH TO LEADING

A culture of respect can exist only when interactions include positive and
inclusive communication and an appreciation for what each person brings
to the company. To accomplish this goal, managers need to encourage (and,

if necessary, teach) employees how to engage in the following behaviors:

- Practice positive and constructive work habits: give credit to
others (especially to introverts who may be overlooked); meet deadlines
(without being hounded by others to supply information or respond to e-
mail); don't eat other people’s food in the refrigerator (something that
many people don't learn while growing up, unfortunately!)

- Work cooperatively toward a common goal: focus on solving
the problem (not on being right); accept new ideas from any source
(not just those suggested by a certain circle of friends); be open to
change if it helps the organization (even at expense to oneself or to
one’s department)

- Be sensitive to others’ needs: think (and listen) before speaking;
don't interrupt others; actively seek out (and listen to) diverse opinions;
during meetings, speak up for introverts (and manage strong personali-
ties) to encourage everyone to contribute

- Be open to differences: ask tactful questions about how people
want to be treated (and then follow those preferences); don’t assume
that one’s own idea is the only idea with merit; assume positive intent
(rather than assume that someone intended a slight)

- Commit to inclusivity: work to eliminate stereotypes, prejudices,
and generalizations about others in the workplace (especially about
physical appearance and other non—job-related traits); always
remember that everyone is an individual who is striving to do a job to
the best of his or her ability

Managers who want their employees to respect each other must help
them develop the cultural competency they need to interact with people
who are different from themselves. Employees need to learn how to
respect others’ opinions and acknowledge differences without becoming
defensive about them. They need to be open to learning about other
cultures and ideas, and when a dispute arises, they need to give others
the benefit of the doubt and try to understand different points of view.

These are, however, just rough guidelines. Like people, organizations,
too, are unique, and each company needs to develop its own goals and
strategies to achieve them. Fortunately, companies don't have to figure
all of this out on their own. With heightened awareness of the value of
respect and its connection to collaboration, there’s been increased interest
in developing tools that can help organizations improve in those areas. So
when a manager is ready to overhaul his or her organization’s approach
to how respect issues influence the workplace, a little digging around will
almost certainly turn up an expert who offers presentations, workshops,
and other trainings to guide the company through this process. m

Valerie M. Grubb of Val Grubb & Associates Ltd. (www.valgrubbandassociates.com)
is an innovative and visionary operations leader with an exceptional ability to zero
in on the systems, processes, and personnel issues that can hamper a company’s
growth. Grubb regularly consults for mid-range companies wishing to expand and
larger companies seeking efficiencies in back-office operations. She is the author of
Planes, Canes, and Automobiles: Connecting with Your Aging Parents through Travel
(Greenleaf, 2015) and Clash of the Generations: Managing the New Workplace Reality
(Wiley, 2016). She can be reached at vgrubb@valgrubbandassociates.com.

1. GaryNamie. 2017. “2017 Workplace Bullying Institute U.S. Workplace Bullying
Survey.” Workplace Bullying Institute website, workplacebullying.org/multi/
pdf/2017/2017-WBI-US-Survey.pdf.

2. Ibid.
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Reveal the

Hidden Talent

in Your Own Organization

BY DAVID STURT AND TODD NORDSTROM

It’s here, it’s real, and it’s simultaneously
stressful and awesome. The current talent
shortage is great for employees and job
seekers, but it’s also creating intense
competition as companies try both to hire
more employees and to onboard new staff
properly. “It’s great to be hiring,” Allison
Davidson, an HR manager, told us in

a recent conversation. “But I'm a little

worried that we're losing focus on whether
or not our new people are good fits for our
culture.”

Many leaders have expressed this concern—and for good reason:
numerous studies have shown significant turnover rates within the
first 9o days of employment (and those already high rates can in-
crease dramatically during a talent shortage, when companies are ac-
tively recruiting each others’ employees). Those aren’t easy numbers

12 VOL. VII, ISSUE VI

for any organization to digest when it’s just spent time, money, and
energy trying to hire only the best.

Organizations that struggle to improve their onboarding and
retention of new employees often overlook one particular pool of
candidates: those who are already inside those companies. Through
inboarding, companies can help existing employees improve the
knowledge, skills, behaviors, and attitude they need to grow within
their own organizations. More than just “hiring from within,” in-
boarding empowers employees to discover new paths and opportuni-
ties within their organizations and resocializes them (many of whom
might be longstanding employees) to the current and emerging
cultures of their companies.

Jamie Schneiderman, CEO and founder of Career Spark (a com-
pany that matches people to jobs), recently explained to us that when
his clients take a close look at their current employees when trying to
fill openings, “they almost feel as though they’ve struck gold, because
they realize that the people they like and trust—and who already fit
into the culture—would exhibit superior performance in a different
role.” He continued:

Companies typically hire people to fill a specific need. But
then sometimes they forget about what that person could
do by either expanding the job description or moving them
into a different role completely. We shouldn’t be so focused




on what people have done in the past or what they do for us
today.

Instead, leaders should focus on potential—on what people could
bring to their teams if they were given the chance—particularly dur-
ing talent shortages. “Think about how your current employees feel
when you're out hiring all kinds of new people and they’ve committed
themselves to your company for s, 10, or even 15 years,” Schneiderman
pointed out. “If they see a perfect role open up and they get looked
over for the position, they’re not going to be happy.”

Leaders who are currently looking to hire new talent should con-
sider these points before they start making the big offers:

- Are the organization’s current employees in the right roles?
This is a big question, and answering it can be a big undertak-
ing—but one well worth the effort. “If you've got people in the
wrong roles, and don’t change it, you'll never reach your potential,”
Schneiderman explained. “The wrong roles can be extremely
costly.”

- Does the company have a good inboarding plan? Remember,
inboarding is more than just hiring from within or reassigning
employees—it also involves reintroducing them to purpose and

to the organization’s current (and emerging) culture. A leader’s

job is to help his or her employees become the best they can be,
and good leaders consistently look for growth and development
opportunities for their current people.

- Does the organization have a good onboarding plan? On-
boarding is more than just showing people where the breakroom
is and wishing them luck. Taking the time to develop a solid
onboarding program can yield great dividends.

- Is the company keeping its best employees? It’s one thing for
a company to be looking for new talent because it’s growing, and
another to be looking because its people are leaving for other
opportunities. Find out why they are leaving (compensation,
benefits, cultural fit, recognition, etc.) and do everything possible
to hold on to the best.

With changes in the job market come changes in how leaders
need to view recruiting, hiring, and retaining employees. Hiring
new people might seem exciting (especially when it’s part of a team
or company’s growth). But leaders shouldn’t forget that the gold they
seek might already be directly under their feet. m

David Sturt is the executive vice president of marketing and development at the
O.C. Tanner Institute and the author of Great Work: How to Make a Difference
People Love. Todd Nordstrom is the director of institute content at the O.C.
Tanner Institute. Throughout his career he has been a driving force and voice of
business publishing and management sciences, reaching millions of readers in

print and online.
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Can't Exist W|thout

BY MEGAN BURNS

Companies are investing millions to improve customer
experience because they think that investment is the
best way (and sometimes the only way) to attract
and retain customers in a competitive market. But
this approach has one major problem: it rarely
includes HR—and the employee experience—as
part of the conversation. If employees are not having
great experiences as employees, it's hard for them
to provide a great experiences to customers. As

the Canadian restauranteur Stephen Beckta put it,
“People can never really care for others if they don't
feel cared for themselves.”!

‘_r = f f Donna Morris, the executive vice president of customer and employee experience - A i :
i , at Adobe, echoes this sentiment. “Empathy is something that’s so importantinallrela- @& | = it L ;
3 __F.__..- o -'i: = tionships ... whether it be with a customer or an employee, the reality is we’re all people E'r . . % : o
: ‘"“rr . ’ I-',-' 4.+, who want to connect,” she points out.* Research shows that people are more loyal to an R = =

organization as workers and as customers when they feel valued by it, and a company’s
brand as an employer is intertwined with its consumer brand. For example, Google
searches display Glassdoor ratings next to product details (whether the company likes
it or not). And according to research by the Talent Board, 43 percent of people who
have a negative candidate experience with an organization will “sever [their] ties com-
pletely” with it

Companies are starting to bring customer experience and employee experience
together in more formal ways, particularly by emphasizing experience in some of
their executive roles. (For example, Marriott recently named its first “chief customer
experience officer,” and Airbnb recast its chief human resources officer role as “chief
employee experience officer.”) But building a bridge between HR and customer experi-
ence doesn’t require a certain title. A company’s HR staff just needs to reach out to its
customer experience experts (who are usually found in marketing, business units, or
operations areas).

Once the connection is made, HR and the customer experience team can sit down
together to review plans, priorities, and metrics. They will almost certainly find areas
of overlap. They’ll also find plenty of areas where they can join forces. Here are some

success stories that can inspire any organization:
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; Software company Verint Systems wanted
to know what its employees thought of how
it treats customers, so the organization’s HR
and customer experience teams partnered

to do an employee survey on the topic. HR
? f led the design and fielding, while customer
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| service led analysis of the survey results and

incorporated the findings into its experi-

. Because customer service representatives are
ence improvement roadmap.

often ill prepared to answer questions about
anew product, one company asked its design
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engineers to make training videos specifically
for that group and explain in their own words

y how things are supposed to work and why. The
/ videos helped “translate” the products for the I
RECRUITMENT / customer service representatives. They also L
Security guards are the first and last people ‘) helped build rapport between groups who
customers interact with at Tiffany’s, and é might otherwise never meet.
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the company wanted its customers to feel

as welcomed and protected as its expensive
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merchandise. So the customer service

== team at Tiffany’s helped redesign how the
company hires and trains its security guards.
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¥ Since the changes, the guards have become EMPATHY
A4 the employees who receive the most praise . The process of mapping customer journeys can
in customer feedback. ‘ also boost employee morale. For example, HR
can invite front-line staff to join workshops
ik % i ilﬁ:ﬁlh %_ % TR E in which participants spell out in detail the
frustrating rules, hoops, and workarounds they
;_*._':".. ! IF’ 'f_:._—--_-h..'.l:.-q . . _____I;‘L-""f': s '.'J:i?.- _.-—'_'_.—%f' o have to negotiate in order to resolve customer
| ._\;" _.-"r'.-:' chy e IJ i - e issues. At first, some attendees may be leery
}-l)-'/')l.ﬂr";’{ g PR -~ COMPENSATION ! of participating (“How honest can these
J et -~ Oracleadjusted how it paid its sales teams conversations really be?” they think), but that
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referencability as a key measure of success. f employees often feel heard in a way they never
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" The company wanted to emphasize that how = have before.

o0 itsells (that is, the customer experience) [FY]

5 matters at least as much as— if not more =5

than—how much it sells. =
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As these examples show, leaders in HR and customer experience are working toward the same goal: a 1. Caroline Phillips. 2017. “Life’s a Ban-
culture that treats people as human beings instead of “assets,” “consumers,” or “users.” Progress on this is quet for Master Ottawa Restaurateur

steady—Dbut it’s slower than anyone would like. But if HR and customer experience combine their exper- ]S;zf::;l Ol:l;f;?ug TZ,M:L?::/Ziide y

tise, resources, and passion on a larger scale, change can happen even faster. lifes-banquet-master-ottawa-restaura-
teur-stephen-beckta.

2. Will Bunch. 2018. “Melding the
Employee/Customer Experiences at

habits so their customer experience doesn’t just get better, it stays better. Adobe.” Human Resource Executive

Megan Burns is a speaker, writer, and executive coach who helps leaders find practical, sustainable ways to change company

online, July 30, hrexecutive.com/how-

to-achieve-true-employee-satisfaction-
Aversion of this article was originally published by Globoforce (www.globoforce.com) and has been reprinted with permission. Globoforce like-adobe/.

is aleading provider of social recognition solutions, trusted by some of the most admired companies in the world to inspire and energize em- 3. Cristima Boehmer. undated. 3 Things

the Best Companies Know About
Candidate Experience.” The Muse.
www.themuse.com/advice/3-things-
the-best-companies-know-about-
candidate-experience.

ployees and create best places to work. Through award-winning Saa$ technology and proven methodologies, Globoforce empowers HR and
business leaders to take a modern, more strategic approach to recognition programs.
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THE FUTURE OF

BY JEANETTE MAaISTER T he applicant tracking system (ATS) may seem out
of date to many people. But this type of software
application still has plenty of open opportunities
for improvement and innovation. Like a computer
with ports for multiple types of USB connectors,
applicant tracking systems are designed to
be compatible with current and emergent
technologies in order to create faster, better, and
more robust recruiting experiences. Given such
flexibility, ATSs are likely to thrive in several areas.
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STRENGTHENING THE TALENT PIPELINE
Developing, managing, and nurturing candi-
date relationships are becoming vital aspects
of talent acquisition. One recent survey
highlighted their importance: “78 percent [of
respondents] say the overall candidate expe-
rience they receive is an indicator of how a
company values its people.” Another survey
on the same topic found that “s8 percent of
those with a prior negative impression of

the hiring organization said they would not
apply again in the future.”™ Clearly, com-
panies that want to acquire top talent (and
keep them on board) need to make building
candidate relationships a top priority.

Integrating candidate relationship
management (CRM) software with an ATS
can help an organization accomplish this
goal. CRM enables companies to automate
each step of their recruitment marketing
processes, thus helping them nurture the
right relationships and strengthen their
talent pipeline. Through its integration with
an ATS, CRM can promote the job descrip-
tion while nurturing candidates with unique
communication and tailored, relevant candi-
date experiences.

One specific CRM feature that will help
to further talent pipeline nurturing is SMS
capability. This is something in high demand
among job seekers, with 73 percent of respon-
dents to one recent survey indicating that
they prefer “to receive targeted jobs via text
messaging.” For this reason usinga CRM
with this function makes it possible for a
company to attract and engage with top tal-
ent more easily than ever before.

MAXIMIZING EFFICIENCY WITH ALGORITHMS
It’s becoming increasingly difficult to predict
whether someone will be a good fit. For
example, just because a candidate has an im-
pressive set of diplomas doesn’t necessarily

mean he or she will be a “rock star” employee.

Some well-educated candidates may be
naturally good at taking tests and passing
classes, but traits such as strong work ethic,
goal-driven passion, and determination can’t
be measured by academic evaluations.

Recruiters need to know which well-qual-
ified candidates are most likely to accept an
offer and stay with the team long enough to
make a real impact at the organization. That’s
why they are increasingly using tools such
as intelligent selection, which uses prescrip-
tive analytics to measure overall job fit, offer
acceptance probability, retention probability,
and more. Another algorithm-based tool,
intelligent automation, enables employers to
automate interview scheduling for the most
qualified candidates.

Intelligent selection and intelligent
automation can be valuable partners for an
ATS. They can reshape the talent acquisition
process and enable companies to bring in
the best, most diverse talent available. Such
tools are what an ATS needs in order to grow
a company-wide culture of upward talent
mobility and improve their overall quality

of hire

Although the ATS may seem alittle long in the tooth, 1.
it still has plenty of life in it yet! When combined with
new approaches and technologies, applicant tracking
systems have the ability to grow with their industries and

increase their functionality. m

PROMOTING INTERNAL TALENT FASTER

The future of the ATS is no longer talent-
driven; instead, it’s team-driven. Talented
employees are coming together into groups
of highly-skilled, dynamic, and diverse indi-
viduals: a talent workforce. The more talent
a firm has, the stronger its talent workforce.
On its own, an ATS can’t fully manage this
resource.

No one wants a dead-end job, so most
people seek opportunities for growth in their
work. Career opportunity software provides
the means to nurture internal talent for
growth. Setting current employees on a path
to success is usually faster and more cost-
effective than recruiting new talent from
outside the firm—and it keeps an organiza-
tion’s best talent on board longer.

Using an internal career opportunity
platform gives the talent acquisition team
the ability to customize application forms
that leverage existing employee data and
gather information unique to internal em-
ployees. Because their information is already
being tracked by the system, internal talent
can essentially be fast tracked to best-fit op-
portunities. This will give recruiters a better
idea of how an individual may fit on a team
and perform in particular situations. This
information can improve recruiters’ ability
to form teams of talent based on existing
employee pools of candidates.

CareerBuilder. 2017. “Candidate Expe-
rience from End to End: What’s Your
Weakest Link?” CareerBuilder website,
screen.careerbuilder.com/difference/
docs/2017-candidate-experience-guide.
pdf.

2. Haiyan Zhangand Sheri Feinzig. 2017.

Jeanette Maister is the managing director and head of Americs

for Oleeo (formerly WCN), where she drives growth, influences

the product, and ultimately helps clients transform their recruiting
efforts. She regularly speaks at national HR events and in 2017 3.
received a Silver Stevie Award for Female Executive of the Year

and the SmartCEO Brava Award. She can be reached at

jeanette.maister@oleeo.com.

“The Far-reaching Impact of
Candidate Experience.”

IBM website, www-o1.ibm.
com/common/ssi/cgi-bin/
ssialias?htmlfid=LOW14341USEN.
Nexxt. 2016. “Mobile Warming: The
Job Search Climate Is Changing.”
Nexxt website, about.nexxt.com/
infographics/mobile-warming/.
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| use only a handful of mobile
applications, haven’'t owned a
television in a decade, and choose
to drive a 2001 truck because it
doesn’t talk to me or try to help me
park. | proudly consider myself a
Neo-Luddite and strive to use only
as much technology as is absolutely
necessary (and to forge a healthy
relationship with the tech that | do
use). Yet in spite of all that, I'm
addicted to technology.

Like me, many people find themselves cycling constantly
through the apps on their phones, a behavior that causes
physical discomfort best described as “a cloud in the brain”
and leads to periodic creative burnout. Many of these apps
are designed (or, at least, marketed) to facilitate multitask-
ing, which more and more research shows to be unhealthy.
(Multitasking is today what tobacco smoking was just a few
decades ago: an activity that everyone knows is harmful but
still does anyway.) In an attempt to improve their ability to
multitask, many people are turning to another unhealthy
behavior: technology addiction. Hopping back and forth
between different apps in an attempt to multitask better also
causes anxiety, which increases activity in the more primitive
brain structures designed to keep us safe from danger and
decreases activity in other areas (such as the frontal lobe) that
have adapted for critical thinking and creativity.

Turning away from technology isn’t easy, though, because
as Nir Eyal (an expert on the intersection of psychology,
technology, and business and the author of Hooked: How to
Build Habit Forming Products) points out, people are internally
triggered to use certain software:

Internal triggers are cues informed by mental associa-
tions and memories. Certain places, situations, rou-
tines, and, most frequently, uncomfortable emotions
all act as internal triggers. When we're lonely, we
check Facebook. When we’re uncertain, we Google.
And when we’re bored, we check YouTube, sports
scores, Pinterest, or any number of other digital
distractions.’

Nearly everyone who uses a communication app encoun-
ters these internal triggers. And things are made worse by
what Eyal refers to as external triggers. These include the little
red badges on apps; the pop-up notifications on screens; and
the incessant buzzes, dings, and chimes that compel people to
pay attention immediately to whatever new e-mail, Facebook
post, calendar reminder, or tweet has appeared. (“Quick, tap
the icon right now!”)

Fortunately, all is not lost! By taking the following steps,
it’s possible to build a healthier relationship with technology
and work.

TAKE SOME DOWNTIME

There’s a widespread belief that both in business and in life

it’s important to be productive at all times. What nonsense!
Numerous studies have shed light on the brain’s need for
downtime and on “how mental breaks increase productivity,
replenish attention, solidify memories, and encourage creativ-
ity.” Naps, meditation, exposure to nature, exercise—these
are all examples of effective “break” activities. Downtime can
benefit anyone (not just so-called creative types), because
every task and every job at work requires (explicitly or implic-
itly) attention and some skill in problem-solving.

SET COMMUNICATION BOUNDARIES

When someone fails to set adequate boundaries and com-
munication expectations, that behavior leads others to believe
that he or she will be immediately available and responsive—
an expectation that can make it difficult for that person to get
other work done. Even in workplaces that support stepping
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away from online communication in order to focus on deep
work, people often don’t take advantage of that freedom be-
cause they don’t want to be the bottlenecks for others’ tasks.

To change those expectations, don’t respond right away to
such requests so you train people to stop interfering with your
work day. Prioritize your own tasks by starting each day by
doing the things that require the most energy, attention, and
creativity. Define and publicize the windows of time when
you are available for communication, so people know the best
times to interact with you (and when they should leave you
alone).

TAKE A BREAK FROM WORK DURING VACATIONS

The point of a vacation is to be free of work. But even when
people physically step out of the office, they often bring some
work with them. Sometimes that work doesn’t seem like much,
such as checking in on e-mail and tending to small tasks here
and there to avoid a post-vacation reckoning with a huge
pileup of work. But even that much is too much. In order to

get the most out of vacation and return to work as refreshed

as possible, people need to check out from work completely—
and step away from technology altogether, too.

FOCUS ATTENTION

In the week after Pokemon Go launched a few years ago,
millions of Americans saw hours (and even days) of their at-
tention swallowed up by the new augmented reality game. To
avoid getting lost in such a habit-forming product, Nir Eyal
recommends using “attention retention devices—technolo-
gies specifically designed to block out the triggers and distrac-
tions from other technologies.” (His personal favorites in-
clude Pocket, which “removes [from online articles] all of the
ads and links to other articles,” and Freedom, which blocks his
access to the Internet when he needs to focus on work.)

CHOOSE TECH WISELY
Choose apps that allow you to streamline your life and get
things done efficiently so that you can stop using the app after
a short time. There are lots of productivity-enhancing apps
out there, and new ones hit the market each day. Some, for ex-
ample, have expanded functionality and provide a sort of “one
stop shopping” experience that makes it possible to use one
app in place of several. Others (such as Pocket and Freedom)
function as blinders to keep the user’s attention on the task at
hand. Take the time to research the options and find the tech
that works best for you.

It’s impossible to stop the flow of tech automation, which is
creating more efficiency and increasing the velocity of life and
business. But humans need space for thought, reflection, and
connection. So when tech creates new space, don’t just rush to
fill it with more tasks or more distractions (such as a barrage
of truncated, relatively meaningless posts and comments on
Facebook or Instagram). Building deep personal and profes-
sional relationships with other people takes time and effort—
and a willingness to put all the tech on pause periodically to
give those people undivided attention. m

David Mizne heads up communications at 15Five, continuous perfor-
mance management software that helps employees grow and develop in
just minutes each week via a lightweight weekly check-in, OKR tracking,
peer recognition, one-on-ones, and reviews. To learn more about unlock-
ing your team’s potential, please visit www.15Five.com/insights. You can
also read more of David’s articles on The Next Web & The Economist, or

follow him on Twitter @davidmizne.

1. NirEyal. 2014. “E-mail Habits: How to Use Psychology to Regain Control.”
Nir and Far blog, www.nirandfar.com/2014/12/emailhabits.html.

2. Ferris Jabr. 2015. “Why Your Brain Needs More Downtime.” Scientific American
online, October 15, www.scientificamerican.com/article/mental-downtime/.

3. David Mizne. “Technology Trends: Is Pokémon GO Signaling The
Attention Deficit Apocalypse?” 15Five blog, www.1sfive.com/blog/
technology-trends-pokemon-nir-eyal/.
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WORKFORCE
MANAGEMENT

HOW TO HAVE DIFFICULT

DISCUSSIONS WITH EMPLOYEES

MANY PEOPLE WANT TO MOVE INTO MANAGEMENT ROLES because those positions offer higher pay,
more prestige, and the ability to finally do things their own way. But being a manager also means having
tough conversations with employees. Managers need to be prepared for difficult talks on topics that can
include performance, how a role is evolving, or enforcement of workplace policies.

Employment law attorney and human resources consultant Kate Bischoff has put together a detailed
checklist of actions that managers should take before, during, and after one of those tough conversations.!
To see how her general advice would apply to a specific situation, consider this hypothetical example of a
dress code violation.

BY SUZANNE LUCAS

| e

discussion.

STEP 3: TAKE A BEAT

Never go to an employee in anger.
Take the time to contemplate and
calm down before beginning a difficult

. STEP 2: CONSULT
Conversations about dress code
violations may seem straightforward,
but it's a good idea to run your plan

-5

STEP 1: PLAN

Don't start a conversation about a
sensitive topic without planning it
first—after all, how can an employee
be expected to take the conversation
seriously if the manager isn't
adequately prepared for it? Prepare
not only what to say but also howto
say it. Be sure to review the official
company dress code policy beforehand
and refer to a printed copy of it during
the conversation.

L

by your boss, peer, or HR department
first. It's important to make sure

STEP 4: SCHEDULE

Stopping someone on the floor for

a quick discussion is fine, but it's
best to set aside a specific time and
place for a tough conversation. This
is especially important in workplaces
with open floor plans or cubicles that
don't allow privacy. Conversations
about sensitive or disciplinary issues
(such as dress code violations) should
be conducted in a private setting.

that you're approaching employees
for the correct reason and that you
have company support. For example,

-~/

sometimes managers use dress

code issues as easy excuses for
reprimanding employees who exhibit
other problematic behaviors instead of
directly addressing those behaviors.

“

STEP 7: DOCUMENT

After the conversation, write up detailed
notes of the meeting and e-mail them to
the employee. “The employee does not
have to sign off on the documentation,”
Bischoff points out, “but should know of
the document's existence.”? Keep a copy
of the notes in the employee’s file so
that if a follow-up conversation is ever
needed you can easily remember which
ground was already covered.

STEP 5: ANTICIPATE

Consider how the employee will react

to the conversation. It's likely that he

or she won't be thrilled. Be prepared

to react to that response. For instance,
having a printed copy on hand of the
dress code can make it easier to respond
to any claims that you are picking on
that particular employee or being sexist.

A’\~

STEP 6: PREPARE FOR A
SURPRISE

In a conversation about an employee’s
dress code violations, his or her
possible responses could include
You're right, this /s inappropriate,
don’t quite understand what the
problem is,” or “This used to belong

to my mother, who died when | was
12, and wearing this helps me feel
close to her. | can't believe you'd insult
my dead mother!” It's impossible to
anticipate everything that will come
out of an employee’s mouth. But

to increase your odds of having an
appropriate response ready, work
through several possible scenarios
ahead of time.

” ul

S

These steps pro\”de a useful Suzanne Lucas spent 10 years in

blueprint for any difficult corporate HR, where she hired,

20 VOL. VII, ISSUE VI

discussion in the workplace

(not just the ones about dress
codes). Adopting these steps for
every tough conversation can

increase the likelihood of positive,
effective correction. m

fired, managed the numbers, and

double-checked with the lawyers.

She now focuses on helping
people managers manage better
and helping employees under-
stand how to navigate the world
of work. She can be reached at

EvilHRLady@gmail.com.

This article (based on an article published
hoff on her compan

site, thrive vcnnsultingcam) originally

appeared on ReWork, an online magazine

sponsored by Cornerstone OnDemand

featuring news and ideas on the future

of work. Visit ReWork at

www.cornerstoneondemand. L'UW/V'CWOI'I\".

Kate Bischoff. 2018. “Tough
Conversations.” June 27, thriv-
elawconsulting.com/2018/06/28/
tough-conversations/.

. Ibid.




QUESTION:

Why does training sometimes not succeed
or produce the expected results? How do

| ensure that our training programs will be
beneficial and successful?

ANSWER:
Successful training programs are an essential tool that organizations
must have in place to help employees continue to grow and develop.
The type of training (in-house, on the job, out of house, etc.) depends
on the specific needs of the company and individuals being trained.
Identifying the true needs is the key to the success of training.
Before any type of training can be implemented, a needs assess-
ment should be conducted to assess exactly what training is needed
and why. The U.S Office of Personnel Management explains: “The
needs assessment should address the resources needed to fulfill
organizational mission, improve productivity, and provide quality
products and services.” Not every training will have this direct cor-
relation; however, even professional growth opportunities have an
indirect impact on an organization.

ASK THE EXPERT w

To develop successful training programs, a company needs to:
- Begin by conducting a needs assessment.

- Be able to tie the need for the training to the organization’s goals
and objectives.

- Obtain buy-in from management to support employees attending
the training.

- Provide effective communications to ensure that employees un-
derstand the value of taking the time to attend the program.

Delivery of the training must be highly interactive and have some
connection to how it can be used in the workplace. Once a program
has been delivered, the training’s success cannot be measured until
it’s determined if employees are indeed applying what they learned.
All of these factors are needed for training to succeed.

Remember, measure the value of training from a cost-benefit
perspective and return on investment. Keep in mind that the cost of
training can also include the cost of not training. m

Strategic Human Resources Inc. is a national full-service HR management firm
based in Cincinnati, Ohio. Its president and founder, Robin Throckmorton, can

be reached at Robin@strategichrinc.com.
1. U.S. Office of Personall Management. undated. “Training and Development:

Planning and Evaluating.” OPM website, www.opm.gov/policy-data-oversight/
training-and-development/planning-evaluating/.
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BY MIKE MCKERNS : J wh e

IN THE LAST ISSUE OF HR INSIGHTS, Heather Vaughn (“3 Behaviors
That Erode Organizational Trust”) wrote about some possible causes for a
decline in employees’ trust in their companies. One of those causes in particular,

“disconnect between words and actions,” can have a far broader impact than the
negative effect on company culture that Vaughn describes.

I have always been the type of person who does what I say I'm going to do
(which means I have absolutely no problem saying no to a request that I know I
can’t fulfill). T hold in high esteem others who also prioritize keeping their word.
Tjust think it’s the right thing to do. Ethical issues aside, though, there are plenty
of pragmatic reasons for making sure that words and actions are aligned—par-
ticularly in the workplace.

For example, if employees don’t consistently fulfill their commitments to
their colleagues, none of those employees can get their work done. Resentment
builds, morale slides, and before you know it the entire department is suffering.
The last thing any organization needs is an employee who’s always dropping
the ball. That’s one reason why hiring managers should look for indications of a
candidate’s ability to be part of a team and follow through on assignments.

Likewise, managers need to fulfill their promises to their staff. For example,
this means not misleading new hires about the nature of the work they’re about
to undertake. One surefire way to drive new employees out the door is to do
a bait and switch on them by describing their jobs one way during the hiring
process and then giving them different roles and responsibilities when they show
up on their first day. The high cost incurred by making a bad hire has been well
documented in many places. Behaviors that increase turnover can hardly be
categorized as “best practices.”

Delivering on promises also means that managers should not guarantee em-
ployees specific financial rewards (such as defined amounts for commissions and
bonuses) that are performance- or market-based. Because those factors are not
within a manager’s control, he or she isn’t in a position to uphold such promises.
That means there’s a very real risk that employees’ expectations won’t be met and
they will feel let down (or even betrayed) enough to become disengaged. And
lack of engagement is expensive, costing American companies “between $450
and $350 billion each year in lost productivity.” Ouch!

On a larger scale, companies also need to keep the promises they make. An
organization that wants its employees to give their best efforts needs to tell them
in clear terms what its expectations are—and then follow through on reward-
ing employees who fulfill them. Companies must “walk the talk” with their
customers, too. After all, when have you ever heard of an organization that told
its clients, “We will deliver X to you,” didn’t fulfill any of those promises, and
somehow still managed to stay in business? (Answer: never.)

Ultimately, it all boils down to the bottom line: a disconnect between words
and actions can have a negative financial impact on an organization. The effects
of a broken promise—to a colleague, to an employee, to a customer—are felt far
beyond that one interaction. A company that wants to survive and thrive needs
to make sure that it meets expectations and delivers on its word. m

W

Mike McKerns is the editor in chief of HR Insights and cofounder of Mamu Media LLC. He

can be reached at editor@mamumediallc.com.

1. Catherine Clifford. 2015. “Unhappy Workers Cost the U.S. Up to $550 Billion a Year (Infographic).”
Entrepreneur online, May 10, www.entrepreneur.com/article/246036.
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RECIPE

A LOW-STRESS WAY TO START THE DAY

The winter months can be a busy time of year, full of family get-togethers,
holiday parties, and other social obligations. When things feel especially
hectic, throw together this protein- and veggie-packed breakfast casserole.
It requires only about 15 minutes of hands-on prep time, so once you pop it
in the oven you can turn your attention to other matters. With its versatility
and easy preparation, this dish will quickly become the clutch hitter of your
breakfast and brunch repertoire!

BREAKFAST CASSEROLE

YIELD: 6 servings

Nutrition Facts
Amount per Serving

TIME: 6o minutes (50 for baking) Calories: 218cal

Fat: 15.69

WHAT YOU'LL NEED: Dietary fiber: 2.1g

2 tsp + 2 Tb olive oil Sugars: 4.2g

1 cup onions, chopped

3 cups mushrooms, sliced Protein: 11g

Y2 cup cherry tomatoes, halved
2 cups red pepper, chopped

2 cups fresh spinach, chopped
6eggs

Y2 cup halfand half

Y5 tsp garlic powder

salt and pepper to taste

1 cup cheddar, shredded

DIRECTIONS

1. Preheat the oven to 325 degrees. Coat an 8” x 8” cooking dish
with 2 tsp olive oil.

2. Heat the remaining 2 Tb olive oil over medium-high heat. Add
the onions and cook until soft (about 5-7 minutes), then add
the mushrooms, tomatoes, and red peppers and cook through
(another s—7 minutes). Add the spinach and cook until just
wilted (about 1 minute). Transfer the vegetables to the baking
dish.

3. Inabowl, whisk together the eggs, half and half, garlic powder,
salt, and pepper. Pour the egg mixture over the vegetables.

4. Cover the dish with aluminum foil and bake for about 40
minutes, then remove the foil and bake for another 10 minutes
(or until the eggs are cooked through).

NOTES:

- This is a great “make ahead” dish! Simply do everything up
to the baking and store the dish (covered tightly with plastic
wrap) in the fridge overnight. In the morning, replace the
plastic wrap with foil, put the dish in the oven while it’s
preheating, then finish cooking as directed.

- Cooking for a crowd? Double the quantities of the ingredients,
put everything in a 9” x13” baking dish, and add a bit more

baking time (about 15 minutes) to make sure the center gets
cooked through.m




THE RESOURCE

Connecting great people is our CORE focus

We're passionate about placing the right people in the right jobs

[ ]
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toughest employment challenges. We're a trusted leader in hiring solutions, with 6 offices
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Want to know more?

ﬁtheresource.com

Visit our Resource Center for a full archive of past volumes!

o Winston-Salem ¢ Greensboro * Mocksville * Lexington ¢ Salisbury ¢ Yadkinville

salesteam@theresource.com | theresource.com



Let us find your
next GREAT hire!

THE RESOURCE

Winston-Salem ¢ Greensboro * Mocksville * Lexington ¢ Salisbury ¢ Yadkinville

salesteam@theresource.com | theresource.com





