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How to keep good people
Coaching

N

EED a helping hand
with acqu i ring and
retaining staff?
The challenge of acquisition and reten tion seems to
have reach ed a point wh ere
s ome companies and mana gers are saying to them s elves
“not my fault” and continue
to repeat their errors.
So the first question is,
are you looking at this issue
as an ongoing problem that
you cannot solve, or a great
opportunity to discover new
solutions? You can get a substantial amount of n ew ideas
from ou tside your own
indu s try. Have a look around
and see which companies
have had success or rel a tive
success and see if you can
adapt it.
The abi l i ty to ex p l ore the
opportunity sets the gre a t
manager apart from the avera ge or not-so-good manager.
Where a team or te a mwork breaks down or becomes dysfunctional, the
boss contri butes in the maj ori ty of cases, figures suggest
70 per cent of cases. Maybe
there is a clue there as to why
people do not join you or
leave all too quickly.
Turn around mentally
and take a look at your company. Is there another dep a rtment that has a comparable
challenge ie, acquisition and
retention but not with personnel? Take a look at sales
and marketi n g. Th ey have
similar probl ems except the
primary differen ce is, instead
of staff or internal acquisition and retention they have
ex ternal custom er acqu i s ition and retention.

Engaging staff is the best way to ensure their longevity with the company
Sit down with your sales
and marke ting colleagues
and seri o u s ly look at wh a t
they do, wh en they do it, how
they do it, why they do it and
how often they do it, etc.
Here you have a po ten ti a l
opportu n i ty to look at other
tech n i ques applied by another dep a rtment in attracting
and keeping customers, some
of wh i ch wi ll almost certainly
be ad a pted. A marketing plan
consists of, but is not re s tricted to:
• Iden ti f ying the ri ght markets to sell to.
• Iden ti f ying the ri ght customers to sell to.
• Iden ti f ying the ri ght products or servi ces to sell
or devel op.
• Iden ti f ying the right
pri ce to sell at to maximise profit.
• Iden ti f ying the ri ght distribution channels to
market or sell through.
• Iden ti f ying the ri ght prom o ti onal mix to maximise the dollar marketing spend.
You can ad a pt the plan to
your own rec ruitm ent and
reten tion stra tegy.
If the marketing people
are consistently talking to
their customers, what level of
engagement do you have
with your people and how
of ten? Does the training and
devel opm ent of your staff
consist of a one- or two-day
training programme wi t h o ut
any purpose, let alone a plan
to ensure the learning is
implemented and rei n forced ?
Is it re a lly any wonder people
are not en gaged?
According to a Gallu p
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I have recently joined a major company to head up the sales force. In
comparison with previous positions, getting approvals from the
boss was never an issue. Now the
process is frustrating and I am forever having to go over old ground and decisions take a long time. What might I be doing
wrong now that wasn’t a problem in the past?
From Edward in Hong Kong
You need to ad a pt your influencing skills as
your new boss is clearly different from your
old one. You are trying to get someone to see
your perspective and thus perm i s s i onto move
ahead. We focus far too much on what we
want and not en o u gh on what the other party
need s . Everyone is different and you need to
sit down with your boss and establish:

su rvey condu cted just over
two ye a rs ago, about 70 per
cent of em p l oyees in Asia
were disengaged from thei r
roles and company. Pa rt of
that research sugge s ted that
12 per cent were totally disenga ged. The reasons people
gave for leaving were:
• Lack of clarity of their role
• No sense of p u rpose in
the job they were doing
• L ack of com mu n i c a ti on
f rom the boss
• Not recognised
• Not appreciated or valued.
Th ere are several areas
you simply have to get ri ght if
you can confiden t ly say that
your people are engaged with
you and the company. On top
of that get this ri ght and your
people wi ll stay and flourish.
Not everyone leaves exclusively for money reasons,
about 20 pe r cent of the
research suggests. So embrace
this opportu n i ty.
• Can they see a clear purpose in what they do and
how they con tribute to
the overa ll obj ectives of
the team, dep a rtment and
company?
• How do your staff define
their sense of who they
are in the pursuit of the
stated purpose? Is the role
defined in terms of wh a t
is ex pected of them and
unders tood by all parties?
• What is impor tant to
your staff in fulfilling
their role? Do their pers onal va lues match or are
close to the company’s
values? Do the boss and
company demonstrate
these values?
• What do they believe of

•

How he likes to receive the information
and in what depth.
• What information he is looking for.
• His key cri teria for decisionmaking per
project ie ROI, marketshare, guest sati s f action, revenue.
• What is in it for him ie. value and benefits.
• What is in it for the business, again value
and benefits.
Listen to the language he uses and watch
his body language .
Remember to start with the end in mind,
meaning what it is you want to ach i eve. If you
are championing a proj ect or responding to a
request from the boss, be clear as to what he
needs and cl a rify any ambiguities. Put forward
opti ons and make a strong recommendation
for one of them and why. Influ encing has to be
worked at, as arguing ach i eves little.

their potential in the role?
Do they have limitations
holding them back?
• What skills do they want
to devel op as you pursue
the purpose? Do your
staff have access to tra i ning and devel opment that
wi ll help them grow in
the role? Do you re a lly
know what training and
devel opment they need?
• Is the work envi ronment
conducive to great work
by enco u ra ging parti c ipative co ll a bora ti on?
• What beh aviour pattern s
are helping or hindering
ach i evement of goals?
Getting on top of these
key issues is an absolute
must. It should be ongoing in
the same way marketing pursues acqu i ring and retaining
customers all the time.
Do each of your people
have a pers onal devel opment
plan that is timelined and
action ori entated with reg ular coaching time for the bo s s
to rei n force the en ga gement,

and then again with the
team? People today want to
be valued, stretched, respected , trusted , chall en ged , recognised and rewarded .
Any boss who is holding
his people a ccountable
should be frequ ently coachi n g, m o tiva ting and growi n g
his people, while always on
the looko ut for recruiting
good pe ople even thoug h
you may not be rec ruiting at
that specific time.
It is a whole new land-

s c a pe out there and wh i l e
younger people are up wi t h
the game, it would seem
many co mpanies are not,
hence the attri tion ra tes. A
problem yes, but an even
greater opportunity. No more
excuses, so grab the opportun i ty – think abo ut it.

Mr Ray Bigger is founder and
m a n a ging direc tor of Think8, a
l eading coaching, consulting and
training company hea d qu a rtered
in Si n ga pore. He has more than
25 yea rs of sales, m a rketi n g , people and team devel op m ent experience. Mr Bi gger is a former
E n glish Premier League and
Footb a ll League referee.
Tel : (65) 6875-0104, website:
www.think8.net
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Have a work-related issue or problem? Write to Ray (ray@think8.net).
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