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This presentat ion addresses the most  com-
mon compensat ion-related quest ions faced by 
HR professionals.  Knowing how to respond with 
conf idence, will make life a lot  easier.  Barry 
will cover issues such as cost -of-living 
increases, start ing pay, career paths, pay for 
"addit ional dut ies" and more.

Barry L.  Brown, SPHR, 
CCP is a well-recognized 
forward-thinking human 
resources specialist .   

Barry started his own 
consult ing pract ice in 
1988 following 20 years of 
corporate HR experi-
ence.  The f irm, Effect ive 
Resources, Inc. of fers 
expert ise in a variety of HR funct ions with spe-
cial focus on compensat ion and incent ive plans, 
custom salary surveys, employee opinion sur-
veys, Aff irmat ive Act ion Plan preparat ion, and 
performance management .   The f irm's clients 
are large, small,  high-tech, and no-tech in a 
variety of indust rial environments including 
aerospace, health care, food service, defense, 
manufacturing, and informat ion services.

Act ive in community and professional associ-
at ions, Mr. Brown is a past  President  of HR 
Tampa, an act ive member of the Suncoast  
Human Resources Management  Associat ion, 
Past  President  of the Suncoast  Compensat ion 
and Benefits Associat ion,  a cert if ied Senior 
Professional in Human Resources from the Soci-
ety for Human Resources Management , a Cert i-
f ied Compensat ion Professional f rom the 
WorldatWork (formerly the American Compen-
sat ion Associat ion),  2005 Treasurer for the HR 
Florida State Council and an act ive member of 
t he Bay Area Compensat ion Associat ion. He 
earned his BS Degree from the Universit y of 
Tennessee with maj or studies in Economics and 
Finance.

     

March 21st

February 21st

    ht tp:/ / chuma.usf.edu/ ~spector/ alum/ conference07.html
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Safeguard Dental Sponsors network
with Anne Permenter, PHR

Presenter Johnie Taylor, JD, SPHR, and Greg Aarons 

Pamela Baldwin, SPHR, CEBS,
Stephanie Siscoe, and Cynthia Davis-Gryce

Past Presidents Carol McDaniel,
Todd York, SPHR, and Sherry
 Moore, SPHR, GPHR
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St u den t  Chapt er  M em ber s St ar t  Of f  

2007 A t  H . Lee M of f i t t  Can cer  Cen t er
 The student  chapter started off the New 

Year with a meet ing at  H. Lee Moff it t  Cancer 
Center on January 23rd.  Students began the 
evening discussing a case study that  challenged 
them to think about  HR topics such as negligent  
retent ion, progressive discipl ine, unemploy-
ment  compensat ion, age discriminat ion, FMLA 
and the ADA.  Students then had the opportu-
nity to network with Moffit t  HR team members 
and spend 45 minutes asking quest ions regard-
ing Compensat ion and Benefits,  Organizat ional 
Development  and Recruitment .   To end the 
night ,  students received a tour of t he Moff it t  
facilit ies. Thank you to Georgie Herrera, PHR 

and team for host ing a great  evening!

A special congratulat ions to Ted Emerson, 
Student  Chapter Vice-President , who passed his 
PHR exam on January 25th.  Congratulat ions 
Ted! 

Upcoming act ivit ies include Job Shadow 
Day, our February meet ing at  Lanier Upshaw 
Business Solut ions, and our annual Career Work-
shop hosted by Tampa Bay Workforce Alliance in 
the spring.   Further informat ion wil l be pro-
vided on the College Relat ions sect ion of the HR 
Tampa website and e-news.

Georgina Herrera, PHR and Ted Emerson, PHR

Students of the facilities tour

Leadership Develop-
ment Program at
Moffitt
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St r ict ly f or  Laughs

I  Hat e My J ob?
When you have an "I hate my job day" 
try this: On your way home from work, 
stop at your pharmacy and go to the 
thermometer section. You will need to 
purchase a rectal thermometer made by 
"Johnson and Johnson." Be very sure you 
get this brand. 

When you get home, lock your doors, 
draw the drapes, and disconnect the 
phone so you will not be disturbed 
during your therapy. Change to very 
comfortable clothing, such as a 
track suit, and lie down on your bed. 
Open the package and remove the 
thermometer. 

Carefully place it on the 
bedside table so that it will not become 
chipped or broken. Take out the material 
that comes with the thermometer and 
read it. You will notice that in small print 
there is a statement: "Every rectal 
thermometer made by Johnson and 
Johnson is personally tested." 

Now close your eyes and repeat out loud 
5 times, "I am so glad I do not 
work for Quality Control at the 
Johnson and Johnson Company." 
Have a nice day and remember, 
there is always someone with a 
worse job than yours. 

PART I I I
The Car r ot  Pr inciple’s 

200, 000- Per son Resear ch 
St udy

By Gost ick & Elton
©January 2007 

You know your j ob is tough when your work 
uniform includes a padded helmet  and a mouth 
guard. So we couldn't  help but  cheer when the 
toughest  among the nat ion's college football 
t eams-Florida this year and Texas last  year-won 
championship t it les with orange in their j er-
seys. A mere coincidence? We think not . More 
like a sign to all the tough leaders out  there: 
Some j obs are not  for wimps…but  they def i-
nitely are for Carrots.

St il l,  many managers persist  in believing 
that  recognit ion will make them seem soft .  
Especially managers in indust ries perceived as 
being rough and tough-manufacturing, oil and 
gas, engineering, f inance, football…teaching 
high school.

You may even have experienced this unfor-
tunate st yle of leadership f irsthand. Have you 
ever heard a manager proclaim, "I don't  care if  
you like me, as long as you respect  me?"

Did you respect  that  manager? Of course 
not .

It 's a simple concept : We all work harder for 
people we like and who root  for us to succeed. 
As Brit ish indust rialist  John Ashcroft  once said, 
"The worst  mistake a boss can make is not  to 
say 'well done. ' " 

In The Carrot  Principle, we share real-l ife 
examples of recognit ion done right -many from 
some of the toughest  hombres out  there. One 
of our favorites occurred in the Phoenix area at  
2:30 a.m. j ust  as the Pepsi Bot t l ing Group (PBG) 
morning delivery shif t  was about  to head out . 

At  f irst  glance, you might  think these PBG 
drivers are a pret t y irreverent  crowd. They sit  
in their blue work shirt s around a horseshoe of 
nondescript  tables, f iring back j abs as bulk 
delivery supervisor Henry Pat ton gives them 
some last -minute inst ruct ions.

              Cont inued on Page 11
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Employee Br anding

Par t3:  Plan/ St r at egize

Wher e do you go f r om her e?

By Mary Stanton, Brand Project  Manager
  Shaker Recruit ment  Advert ising & Communicat ions

The days of HR as an administrative function are gone.
You must be a strategic marketer, building the workforce that will advance your 
company’s goals.

On an ever-f luctuat -
ing, increasingly com-
pet it ive talent  
landscape, how do you 
at t ract  the superstars? 
After all,  the best  candi-
dates out  there tend to 
be employed and not  
act ively looking for 
work. Classif ied ads are 
now j ust  part  of  what  

must  be a broad-based st rategy for posit ioning 
your organizat ion as a career dest inat ion. It 's 
vital to be where your ideal candidates are-to 
go where they go and foster your presence 
there. You must  think and act  like a st rategic 
marketer to at t ract , hire, and keep the people 
who will f lourish with your company- people 
aligned with your values and engaged in achiev-
ing your business goals.

At  the core of this effort  is your employer 
brand-your DNA, your promise. As discussed in 
the f irst  two parts of t his series, our j ob as HR 
and communicat ions professionals is to pinpoint  
your organizat ion's employment  value proposi-
t ion, to honest ly ident ify and express your 
unique story, and-most  important -to deliver on 
that  promise. Because everything you do f lows 
from your brand, we must  keep in mind all 
internal and external t ouch points.  And that  
takes planning.

• Research
• Identify
• Plan
• Implement
• Assess

Phase 3: : Plan/Strategize
All right.  You know who you are and what  

you want  to say.   So where do you say it? And 
when? It 's important  to consider, as your cre-
at ive brand plat form is being ident if ied and 
crafted, your short - and long-term obj ect ives. 
Then priorit ize the order in which to implement  
your employer brand through internal and exter-

nal communicat ion channels.Develop an 
internal brand communicat ion st rategy.

 

Continued on Page 12
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I s Your  Per f or mance Appr aisal For m
Making Mat t er s Wor se?

by Linda L Bailey, SPHR

Is your organizat ions' performance 
appraisal form keeping your managers 
and supervisors from having produc-
t ive two-way conversat ions with their 
employees?  If  it  is designed like most  
of them - it  is.  Has your performance 
appraisal form hindered your manag-
ers and supervisors from having in-
depth developmental conversat ions 
with their employees?  If  employees 
are stuck on their 2.8 or 3.65 score - it  
has.  When employees f ixate on a 
numerical rat ing they receive (or 
didn't  receive or somebody else received), they 
are missing the point  and purpose of a good per-
formance appraisal.   The purpose of a good per-
formance appraisal is to assist  employees with 
their professional development  and growth.  A 
performance appraisal form which includes a 
numerical rat ing, by design, takes the focus off  
of  the maj or intent  of the performance 
appraisal.  

Many of the performance appraisal forms 
current ly being used have 5 rat ing categories 
with the middle category usually def ined as 
"sat isfactory" (or some other term which 
equates to average).  Each category also con-
tains a number, usually from 1 - 5, with the mid-
dle category being a "3".  Many organizat ions 
devise their merit  budgets assuming most  of 
their employees will fall in the middle category.  
Being in the middle of the 5 categories reminds 
us of being average, in the middle of the bell-
shaped curve, the equivalent  of a "C" grade in 
school.  Is it  any surprise our employees come 

out  of t heir performance appraisal 
meet ings upset  with their rat ings 
instead of focusing on their develop-
ment  and growth? 

As a Human Resources profes-
sional,  we know many of our manag-
ers and supervisors are reluctant  to 
assign their employees to the "C" or 
middle category as it  can have some 
serious repercussions.  It  can be de-
mot ivat ing to downright  derogatory.  
So the middle category is avoided.  A 
higher category may not  be ent irely 

deserved, but  a lit t le over-inf lat ion is j ust if ied 
when considering the alternat ive - giving 
employees a "C" and reaping the repercussions.  
Many of the performance appraisal forms we 
suggest  our organizat ions use are lit erally driv-
ing some of our inf lated appraisal results.

We don't  hire "C" level employees - at  least  
not  on purpose.  We certainly don't  design our 
compensat ion plans and benefits plans to 
at t ract  and retain "C" level employees.  I believe 
most  of us st rive to at t ract  and retain "A" play-
ers.  And I believe most  of those "A" players are 
doing exact ly the j ob we want  them to do most  
of the t ime.  This shouldn't  make them average, 
but  some of our performance appraisal forms 
force our managers and supervisors to go there.

If  you, or your organizat ion, absolutely insist  
on using a numerical system, consider using a 
range of 70 - 80 - 90 - 100 - 110.  It  would make 
more sense to our employees.  It  would cer-
tainly feel much bet ter than being a "3.65" (or 
whatever).    Receiving a score of less than "100" 
wouldn't  be as dif f icult  to explain.  Best  of all,  it  
might  help our employees, and their managers 
and supervisors, focus on the real purpose of the 
performance appraisal process and conversa-
t ion.  

Linda Bai ley, SPHR, is a consult ant , speaker,  
t rainer and t eacher in Human Resource issues fac-
ing employers, emphasizing t he employer-
employee relat ionship.  Wit h a goal  of  "helping 
employers f rom needing employment  lawyers",  
her expert ise covers bot h cr ises int ervent ion and 
cont inuing management  solut ions. Linda can be 
reached at  (727) 528-0556 or e-mail  at  
Linda@BaileyCG.com.  Websit e is 
www.BaileyCG.com.
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 The Book Corner
February Book Suggestions

By Daniel T. Bloom

As we enter the middle of the first  quarter 
of the New Year, the publishers have sched-
uled the release of 150 new business man-
agement t it les for the next thirty days. 
Among these t it les, the following should be 
of interest  to human resource profession-
als and their employers. If we can be of fur-
ther assistance call me at  (813) 908-
1845.Staffing Research                                                
by Society for HR Management     

Supervisory Management: The Art  of 
Inspiring and Developing  
by Donald Mosely

Your best  path to becoming a successful, 
ef fect ive supervisor begins with the pract ical 
knowledge, the many opportunit ies to 
develop your supervisory skills,  and the solid 
understanding of management  principles you 
will gain in Supervisory Management  . With 
understandable "hands-on" coverage, the 
authors inspire you --emphasizing a posit ive 
approach of working cooperat ively WITH peo-
ple to develop and empower you to bet ter 
perform in a supervisory role. Including cut -
t ing-edge informat ion throughout  as well as 
real world cases and Skil Builders that  help 
you pract ice what  you are learning.

The Essential Supervisor's Handbook: A 
Quick and Handy Guide for Any Manager or 
Business Owner 
by Brette McWhorter Sember   

The key to a good business is good employees. 
The Key to good employees? A great  supervi-
sor.  The Essent ial Supervisor's Handbook pro-
vides a guide for both new and experienced 
supervisors featuring expert  explanat ions, 
advice and mot ivat ion. It  is a quick reference 
guide that  covers a wide range of topics, f rom 
employee relat ions, team leadership, and 
mot ivat ion to the legal aspects of hiring, f ir-
ing , and disciplining employees.

The Business Rules 
by David Eichenbaum

Thou shalt  succeed in business--with these 
seven rules. There are seven fundamnetal 

business t ruths. 
Following them 
has led Coke to 
prosper over 
Pepsi, Microsoft  
over Apple, and 
Southwest  over 
larger carriers-- 
and ignoring them 
caused Ama-
zon.com to lose $3 
bill ion since it s 
incept ion. The author reveals the seven com-
mandments, rules he has uncovered after 20 
years of study -- rules that  have been in effect  
since the very f irst  business.By following 
these commandments, you will increase your 
prof its, reduce your costs, increase customer 
sat isfact ion, and at t ract  top-notch employ-
ees. Management  theories come and go. The 
commandments are enduring and t imeless --
and essent ial to the existence of your busi-
ness.

Coaching, Counseling and Mentoring: How 
to Choose & Use the Right Technique to 
Boost  Employee Performance
 by Florence Stone 

Coaching, counseling and Mentoring can dra-
mat ically improve employee product ivity and 
sat isfact ion. But  there's a big dif ference 
between cont inuously encouraging employ-
ees to do their j obs well (coaching),  at tempt -
ing to f ix poor performance (counseling), and 
helping top performers excel (mentoring). 
Unfortunately, most  managers don't  t ruly 
understand how and when to do each. Coach-
ing, Counseling and Mentoring provides help-
ful tools like self  assessments and real-life 
scenarios, and gives managers specif ic, prac-
t ical guidance on using these techniques to 
improve the performance 
of their people.

       Cont inued on Page 10



Are your staffing needs met for 
2008?

As many employers that  rely on 
well-t rained foreign workers already 
know, at t ract ing candidates is only 
half  the bat t le.  Often t imes the big-
ger problem may be get t ing the new 
recruit s their proper visas before they 
are scheduled to work.  

In an at tempt  to help employers compete, 
while combat ing a shrinking pool of  specialized 
applicants, congress created the H-1B visa pro-
gram in 1990. It  allows U.S. employers who 
depend on foreign nat ions as part  of  their 
workforce to hire these individuals on a tempo-
rary basis.  While the process is far from per-
fect  it s purpose is to provide employers the 
abilit y to hire "the best  and the brightest " can.

Current ly,  one of the biggest  problems is a 
shortage of visas.  For f iscal year 2008, the 
number of visas is capped at  65,000 
with an addit ional 20,000 visas for indi-
viduals with advanced degrees from a 
U.S. inst it ut ion of higher learning.  (Out  
of the 65,000 visa 6,800 of them are 
reserved for individuals from Chile and 

Singapore under the U.S.-Chile and 
U.S.-Singapore Free Trade Agree-
ments.)  While this may seem like a 
signif icant  number of visas, it  usually 
does not  take long for the allotment  
to be depleted.  For instance, in f is-
cal year 2006 it  t ook approximately 
four months for the standard H-1B 
visas to run out  and advance degree 

visas were gone in eight  months.  The 2007 f is-
cal year was even worse.  The H-1B visa cap 
was reached in only eight  weeks and advanced 
degree numbers were also exhausted in four 
months. 

Pet it ions for standard and advanced degree 
H-1B visas may be f iled six months before the 
prospect ive employee is scheduled to begin 
work.  The U.S. Cit izenship and Immigrat ion 
Services (USCIS) has announced that  it  will 
begin accept ing advanced H-1B fil ing pet it ions 
for the 2008 fiscal year,  which begins on Octo-

ber 1, 2007, on April 1, 2007.  Because it  
is safe to assume that  the number of 
applicat ions will exceed the number of 
available visas, employers must  be 
ready to f ile the necessary paperwork as 
soon as possible.

    By David Steffen 
LEGI SLATI VE UPDATE
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NEWLY CERTIFIED HUMAN RESOURCE PROFESSIONALS

HRTampa proudly congratulates the following individuals who have recent ly 
earned the prest igious PHR (Professional in Human Resources) and SPHR (Senior 
Professional in Human Resources) cert if icat ion:

R ebek ah B i ck l i n g, PH R I n ass R i y ad , PH R
Cher i  F ar n ham , PH R D en i sse V ar gas, SPH R
K at h leen  Gr eer , PH R M el i ssa W ebber , PH R
St ephan i e K och, SPH R
Shar on  M at lock -M ar sh, SPH R

St uden t  St a t us (PH R ):  Ted Em er son
The PHR/ SPHR cert if icat ion, awarded by the 

Human Resource Cert if icat ion Inst itute (HRCI),  sig-
nif ies that  these HR professionals are commit ted to personal excel-
lence and possess the theoret ical knowledge and pract ical experience 
in human resource management  necessary to pass a rigorous examina-
t ion demonst rat ing a mastery of the body of knowledge in the f ield. 
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Book Corner
Continued from Page 8

The Sexual Harrassment Handbook: Every-
thing You Need to Know Before Someone 
Calls a Lawyer 
by Linda Howard
Do you think you have to put  up with inappropri-
ate sexual behavior to get  ahead in your career? 
Or have you been the vict im of  sexual harass-
ment  and don't  know what  to do about  it? Are 
you concerned that  anything you do or say could 
be interpreted as sexual harassment? What  are 
the rules and boundaries? The Sexual Harass-
ment  Handbook is the f irst  book that  gives you 
the insight  to assess a sexual situat ion on the 
j ob and take ef fect ive act ion, before the law-
yers are called in.

Understanding and Managing Organiza-
t ional Behavior 
by Jennifer George 
This book makes an authoritat ive and pract ical 
int roduct ion to organizat ional behavior.  It  con-
tains leading-edge coverage of topics and issues 
combined with a wealth of  learning tools that  
help readers experience organizat ional behav-
ior and guide them to becoming bet ter manag-
ers. Chapter topics discuss individual 
dif ferences: personalit y, ability, and j ob perfor-
mance; work values, at t itudes, moods, and 
emot ions; percept ion, at t ribut ion,  and the 
management  of diversity;  learning and creat iv-
it y at  work; pay, careers,  and changing employ-
ment  relat ionships; managing st ress and work-
life l inkages; leadership; power,polit ics,  con-
f l ict ,  and negot iat ion; communicat ion f lows and 
informat ion technology; organizat ional culture 
and ethical behavior;  and organizat ional change 
and development .

The Essential Guide to Managing Talent: 
How Top Companies Recruit ,  Train and 
Rtain the Best Employees
by Kaye Thorne
 Losing top talent  can cost  businesses big 
money. This guide provides management  st rate-
gies for talent -rich companies, ident ifying ways 
to create an employer brand to at t ract  and 
retain the best  employees out  there.  Case stud-
ies show how market -leading brands ident ify 
and nurture talent ,  posit ioning themselves to 
be employers of  choice. Writ ten in an accessible 
style, this guide is a comprehensive int roduc-
t ion to managing talent  with examples form Vir-
gin, Universal Music Group and Peter Honey, an 
expert  on learning and  behavior.

Boost Your Hiring IQ
by Carole Martin 
From the author of  Boost  Your Interview IQ 
comes the essent ial interviewing manual for 
managers. This interact ive hiring guide is an 
absolute must , whether you're a manager,  HR 
professional, or a small business owner. It s pow-
erful hiring IQ test  helps you determine what  
kinds of  answers they should look for when ask-
ing quest ions in an interview- and what  those 
answers really mean.The book is f il led with 
pract ical advice on what  to look for when f ill ing 
a posit ion, techniques for asking the right  inter-
view quest ions that  relly show the capabilit ies 
of a prospect ive employee, and quest ions that  
reveal how to hire the best  person for the j ob.

The Strategic Community-Based Firm
 by Mitsuru Kodama
This book describes the st rategic community 
concept , which integrates knowledge possessed 
by people, groups, or organizat ions across orga-
nizat ional boundaries to create new products 
and services, or new business models. Through 
detailed case studies of Japanese high-tech 
indust ries, including j oint  product  innovat ion 
with US based companies, t he author suggests 
that  st rategy, organizat ion and leadership that  
realize knowledge integra-
t ion across mult iple organi-
zat ional boundaries 
represents the dynamic view 
of st rategy that  a company 
needs to obtain organiza-
t ional capability with a com-
pet it ive edge.

HRTampa Student 
Chapter Meeting

02/23/2007

 5:45 PM 7:30 PM

 Lanier Upshaw Business Solutions 
8875 Hidden River Parkway

 Suite 560 
Tampa, FL 33637
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Carrot Culture
Continued from Page 5

But  looks can be deceiving. They are listen-
ing and engaged. They care about  the success of 
PBG, their t eam, and each other.  This quickly 
becomes clear as Henry calls the meet ing to a 
close. We'll j oin the discussion as Henry uses 
recognit ion to accelerate all he has done so far 
in the meet ing:

Henry: I want  to f inish our meet ing today with 
some well-deserved recognit ion. This person 
came to Pepsi Bot t ling Group f if teen years ago 
looking for a good career. He's taken on a lot  
of  challenges in that  t ime. That  person is 
Roger Carey.
(Laughter from the group. Ribbing.)
Henry: I know he doesn't  l ike to be in the 
spot light  much, so we'll keep it  short .  In his 15 
years, Rog has been in full-service vending-
that 's where he started-and then he decided 
to be a sales rep for a while. Then he brought  
all that  experience over here to bulk delivery 
and has been enj oying that  ever since. Come 
on up here Roger, I've got  a nice award for 
you.
(Clapping from group as Roger shakes 
Henry's hand.)
Henry: Fif teen years, Roger.  That  deserves 
our congratulat ions. You know, one thing I l ike 
about  Roger:  No mat ter what  we ask him to 
do, he's there to help us out .  He lives the 
Pepsi Bot t ling Group philosophy of Act  Now, 
Do it  Today, and Get  Result s. Let  me give j ust  
one example. Roger wil l of ten call me from an 
account  when he's found something loaded 
improperly-say he has a pallet  of  12-pack cans 
on the t ruck and the sales rep ordered two-
liter bot t les. Somet imes we can send out  the 
right  product , but  if  it 's too late, Roger doesn't  
hesitate in coming back here to get  the right  
product  and taking it  back out  to the store so 
there are no lost  sales or revenues-not  to 
ment ion upset  customers and store managers.
The great  thing about  Roger is that  he's com-
mit ted to doing whatever it  takes so that  our 
stores have the right  product  the same day so 
there's no out -of-stock situat ion.
Does anyone else have anything to say about  
Roger?
Several employees then added their thoughts 
on Roger. Here's j ust  one example of what  was 
said:
Co-worker: I'd like to thank Roger. I was com-
ing from full-service, and I was st ruggling. I'd 

never done sales. And he made my t ransit ion 
a lot  easier. I really appreciate that .
Henry: Yeah. We do appreciate you, Roger.  If 
every plant  in this company had a Roger 
Carey, we'd be doing j ust  outstanding. So once 
again, t hanks, Rog.

Think about  what  j ust  happened in this 
example: First , Henry appreciated the wealth of 
experience Roger brought  from other depart -
ments to his role in bulk delivery. Next , he 
talked about  Roger's dependabilit y and how he 
lived Pepsi Bot t l ing Group's values of Act  Now, 
Do It  Today, and Get  Results. He told a poignant  
but  brief story about  Roger and how he lived 
those values-doing whatever it  t ook after a sys-
tem error to get  the right  product  to the right  
store on the right  day. Next , Henry didn't  hog 
the spot light , but  allowed other employees to 
speak up. One talked about  Roger's role in Team-
work, another PBG value.

Does Roger feel more engaged af ter that  
two-minute exchange? You bet . Does everyone 
in at tendance know what  Henry values? Act  
Now, Do It  Today, Get  Result s. Teamwork. 
Dependabilit y.  Loyalty.  All of these are impor-
tant  at  PBG.

And f inally, Henry is more t rusted as a leader 
because of this simple exchange. The guys know 
that  he values the people in his charge and 
not ices the unique skil ls they bring to the orga-
nizat ion. He's not  afraid to hear what  other 
employees think. He's will ing and happy to take 
the t ime-in a very busy day, with 30 direct  
report s and pressing customer demands to hit  
the road-to single out  an employee for exem-
plary behavior.

With the right  tools,  tough managers like 
PBG's Henry Pat ton are using recognit ion every 
day to accelerate t rust  in their organizat ions. 
Real leaders use Carrots; and the result ing suc-
cess is much more than mere coincidence.

 Today's Carrot  A Day: You Can't  See 
Everything 

You may be a great  manager, but  you can't  be every-
where and see everything at  once. So ask for help in cre-
at ing a Carrot  
Cult ure.  Give your 
people a stack of  
t hank-you cards and 
ask t hem to writ e a 
handwrit t en not e t o 
recognize co-workers 
when t hey see t hem 
furt hering company 
values.

 



12

 Employee Branding
Continued from Page 6

Develop an internal brand 
communication strategy.

Develop an ex ternal brand 
communication strategy.

Incorporate public relat ions and 
community- based components.

Ensure consistency of brand across 
all candidate touch points- major 
and minor.

Employer branding is a long-term solut ion to 
establishing yourself  as a career dest inat ion and 
building-and nurturing- your talent  pool. It  takes 
commitment  managing your external and inter-
nal presence. 

We'll discuss the implementat ion process in 
the next  installment  of this Branding Series.

Since 1951, Shaker Recruitment  Advert ising & 
Communicat ions has helped organizat ions 
att ract and retain top talent.  Shaker's services 
include recruitment advert ising, interact ive 
communications, employer branding, employee 
communicat ions, and global advert ising. The 
largest, privately held f irm of its kind, Shaker is 
headquartered outside Chicago, Ill inois, with 
off ices in New Jersey, Florida, and Boston.
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