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By Meghan R. McDonald

Domestic violence (DV) has
traditionally been thought
of as an “at-home” or “pri-

vate” matter. However, the costs in
terms of absenteeism, increased
healthcare expenses, reduced pro-
ductivity, and potential safety risks
have revealed this societal prob-
lem as a significant workplace
concern as well. In fact, did you
know that?

 In one study, 93% of corpo-
rate security directors report that
DV is an issue of concern for cor-
porations. (Maine Department of
Labor & Family Crisis Services).

 One in every four women
will experience DV in her lifetime.
(National Institute of Justice and
the Centers of Disease Control 
and Prevention).

 An estimated 1.3 million
women are victims of physical
assault by an intimate partner each
year. (Centers of Disease Control
and Prevention, National Centers
for Injury Prevention and Control).

 One in 12 women and 1 in
45 men have been stalked in their
lifetime. (“Stalking in America,”
National Institute for Justice).

 The cost of DV exceeds $5.8
billion each year, $4.1 billion of
which is for direct medical and
mental health services. Victims of
DV also lost almost 8 million

days of paid work because of the
violence perpetrated against them
by current or former husbands,
boyfriends, and dates.

This loss is the equivalent of
more than 32,000 full-time jobs
and almost 5.6 million days of
household productivity as a result
of violence. (Costs of Intimate
Partner Violence Against Women
in the United States. 2003. Centers
for Disease Control and
Prevention, National Centers for
Injury Prevention and Control.
Atlanta, GA).

Background
Although abuse can happen to

anyone regardless of gender or
even sexual orientation, women
are overwhelmingly the victims in
these cases. On average, victims of
domestic violence will return to
their perpetrator approximately
eight times prior to leaving for
good.

A recent study by Science Daily
shed some light as to why this is
the case. According to the article,
more than half of the women in
abusive relationships still saw their
male partners as being dependable. 

In addition, although there are
state laws that protect many DV
victims, states differ on the type of
relationships that qualify under 
DV laws. 

By checking with a resource
like the National Domestic

Violence Hotline — 800-799-
SAFE (7233) — you may find
phone numbers and helpful web-
sites to understand local laws bet-
ter. This is important information
to access as research has shown
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that a vast majority of victims are
unaware of employment protec-
tions offered to them under 
state law.

For example, some states allow
DV victims to take medical leave
from their employment and specif-
ically address discrimination
against this population.

Moreover, to remain current
with ongoing DV research, consid-
er a new resource, the American
Psychological Association’s
Psychology of Violence. This new
journal is scheduled to begin pub-
lication in 2011 and is sure to have
helpful information on ways to
prevent or reduce violence.

Domestic Violence
Impacts Health

Years after a DV survivor is
safe, her health costs continue to
soar above those who have not
experienced DV.

“Victims of domestic violence
endure significantly higher health
costs than other women for three
years after the abuse ends,” a new
study from Ohio State states. 

Women may continue to experi-
ence physical and emotional con-
sequences even years after their
abuse ends, and that is reflected in
their health care costs.

These results suggest that DV
affects health care costs much like
chronic health conditions.

“The prolonged impact of abuse
on health care costs is consistent
with what we find with people
who quit smoking or abusing alco-
hol or drugs — the costs don’t go
back to normal for years,” reports
Amy Bonomi, co-author of the
Ohio State study.

She also noted that researchers
currently do not have data to
explain why the health care costs
are the highest for the first two
years after abuse, but she specu-

lates that the women may not be
accessing health care services that
they should while living with an
abusive partner, particularly if they
fear retaliation or are in an
extremely controlling relationship.

“In addition, women are more
likely to seek mental health ser-
vices to help them cope once they
are free from the abusive relation-
ship,” Bonomi adds. The 
complete article is available at
www.medicalnewstoday.com/
articles/186674.php. 

What can EAP Do?
As EAP providers, we are in a

unique situation to intervene and
help victims, advocate for more
adequate support and safety at
work, through statutes compliance,
and encourage increased 
medical care.

Even when companies appear to
respond to DV situations, it is
important to have a clear and con-
sistent policy addressing DV in the
workplace. Before reviewing or
helping to establish this type of
policy, consider checking out
www.safeatworkcoalition.org for
workplace statistics relating to
costs such as absenteeism — and
also for suggestions on how to
best train employees to deal with
this issue.

For instance, a common myth is
that helping a DV victim exposes
a company to risk, when the truth
is, providing support through
referrals to qualified professionals
can help the victim immensely. 
In fact, it is in doing nothing or
discriminating against a victim
that may expose an organization 
to liability.

As an EA professional, holding
trainings for supervisors and man-
agers on what domestic violence
is, signs of DV, and appropriate
steps to take when DV is suspect-
ed, can help increase visibility of
this crucial workplace issue — as

well as to promote the safety of
domestic violence survivors.
(Editor’s note: One possibility is
to use as-is, or modify, this
month’s Brown Bagger article on
this topic.)

Summary
Domestic violence affects our

entire society. It is so prevalent
that we have a difficult time cap-
turing accurate data, and we know
that most cases of DV are never
reported to the police. Safety and
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informed his or her manager about
the difficulty in working with you
and, as a result, your reputation
has been established.

The following are three
approaches to consider when
working for, or with, a bad boss: 

Be as competent as possible
in your job. When you do stellar
work day in and day out, your
supervisor does not have an
opportunity to highlight errors and
mistakes. No one is perfect, but
force your supervisor to lie about
your competence, with the hope
that the truth will see the light.

Establish a reputation that
goes beyond your supervisor. Do
not allow only your supervisor to
define your reputation. Instead,
interact with a wide array of con-

Why can’t I get along
with my supervisor? No
matter what I do, he/she

seems to constantly degrade and
criticize my attitude, my work,
and overall performance. I can’t
seem to do anything right! 
Sound familiar?

One strategy is to inform high-
er management about your diffi-
culties in working with your
supervisor. Unfortunately, your
probability for success using this
approach is not encouraging.
Why? Two reasons: first, because
high-level management, in all
likelihood, was responsible for
promoting that supervisor and
may be hesitant to admit to a pro-
motional mistake.

Second, your supervisor has,
again in all likelihood, already

security at home — and at work
— are important factors in the
overall productivity of employees.
By helping victims of DV, we can
increase productivity through
reducing absenteeism, safety risks,
and healthcare costs.

Additional information on 
this topic is available at
www.ndvh.org and
www.ncadv.org.

Meghan R. McDonald is a practicing psy-
chotherapist with training from the University
of Wisconsin-Eau Claire, University of
Southern California Keck School of Medicine,
and Marquette University. She currently super-
vises a national EAP program for QuadMed
(subsidiary of Quad/Graphics) and has a pas-
sion for treating both victims and perpetrators
of domestic violence and sexual assault along
with other traumas. For a complete list of ref-
erences used in this article, contact Meghan at
Meghan.McDonald@quad-med.com 
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tacts, including customers, fellow
employees, and other supervisors.
In this way, you may cultivate a
positive performance reputation
regardless of the misguided
attempts by your own supervisor.

If necessary, prepare for
your next job. It is a rarity when
an employee bests their supervisor,
mainly because of the influence
and power that a supervisor com-
mands within most organizations.
Prepare your résumé, broaden your
network of contacts, and begin
your job search. In all likelihood,
the result will be an investment in
a better future.

Source: Dean Gualco, author of The Good
Manager: A Guide for the Twenty-First
Century Manager. 

I wish to 
thank Meghan
McDonald for
providing an 
article this month

about the impact of domestic 
violence in the workplace. Since
October is Domestic Violence
Awareness Month, we hope that
you are able to take advantage 
of this opportunity to educate 
corporate clients about this 
important topic.

*****
This month we will email our

annual reader survey. The survey
is similar to previous years. How-
ever, in today’s electronic age, we
are especially interested in re-
sponses to questions #10 and #11.

Editor’s Notebook

Perhaps most importantly, your
suggestions for future articles are
crucial in planning editorial 
content for this newsletter. We
take your comments seriously 
and look forward to receiving
your responses. 

Remember — an interest in
contributing an article to EAR
does not mean you have to com-
mit to writing it now! We often
follow up with subscribers 
months down the line at a time
that’s convenient for them. Until
next time. 

Mike Jacquart, Editor
(715) 258-2448

mike.jacquart@impacttrainingcenter.net

Quick Ideas

Working With a Bad Boss



By Jim Hopkins

One of the biggest miscon-
ceptions in the business
world is that if you are an

expert on a certain topic, then you
can be a trainer. 

However, understanding a topic
does not necessarily translate into
knowing how to help others learn
the subject matter as well as you.
In truth, the secret to successful
training is to train the trainers
FIRST...before they train others.

There is an entire skill set that
needs to belong to a person con-
ducting a given training, which
includes knowing adults’ learning
styles, and the best ways to build
this bridge — from knowing to
doing. We call these adult learning
principles. They are the keys that
will open both the door to success
if applied correctly...and the door
to failure if they are ignored.

The people that design training
programs must also understand
these principles. The good news is
that these skills can be taught and
learned if they are included in the
plans of a training department. If
they’re not, the results of all train-
ings are left to the roll of a dice.

Background
Many of us who work in train-

ing and professional development
began our careers coming straight
from “line” functions in an organi-
zation, and were tapped to facili-
tate trainings because we were
good at our jobs.

When I needed to hire staff, in
addition to hiring for knowledge
of subject matter, I looked at
something I called heart. I knew
that I could teach someone how to
train another person, but I also

wanted to see if they had the
desire to share what they knew
with another person.

Finding people with the right
heart means that they see the value
in more people knowing what they
know. As a result, they are willing
to share. In fact, the only caveat
I’ve discovered that prevents an
expert from becoming a great
trainer is a lack of a heart or will-
ingness to share.

Did You Learn?...
Or Were You Bored?

Think back to a recent training
session you attended, and ask
yourself if you were “engaged.”
Did the activities make you inter-
act with the subject being taught?
Or, did you find yourself listening
half-heartedly while multi-tasking
on other things at the same time? 

Moreover, after the event, were
you able to implement the new
skills rather quickly? Or, did the
new skills dissipate rather quickly?
Did the training materials used in
training add to your learning
process before, during or after the
event, or are you asking yourself
right now, what training materials?

If the answers to these ques-
tions are positive, then the people
involved in your trainings are
skilled in not only the subject mat-
ter, but in the modes of adult
learning. This is outstanding 
news, and you should be most
pleased with your company’s
training efforts.

However, if your answers are
not positive, then the training
department is dysfunctional.
Unfortunately, this is all too com-
mon. When I discover training
materials that are simply a bunch
of handouts — or worse yet, a 4-

inch thick manual, I know 
that instructional design skills 
are lacking.

Too often, I see a lack of learn-
ing as the result. In addition, when
any of these poor practices are in
place there is usually a manager
running the training function who
doesn’t understand anything about
adult learning principles. 

Summary
Before you spend too much

time worrying about the color of
the next binder that holds your
training program materials, take
the time to make sure that the 
contents will add value to the
learning process.

And before an “all-star”
employee is selected to lead a
training session, webinar, etc.,
remember that they need to have
the skills to facilitate an engaging
event FIRST.  

Taking the time to train trainers
before letting them train others
will not only yield better results,
but it will make the learning 
experience for everyone a lot 
more enjoyable!

Jim Hopkins is the President/CEO of JK
Hopkins Consulting and author of the new
book The Training Physical. To find out
more, visit www.jkhopkinsconsulting.com.
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While most employees
have colleagues they
like working with,

many, unfortunately, also work
with someone who has an 
irritating habit(s) that grates on
everyone’s nerves like nails on 
a chalkboard. 

It isn’t realistic to think we can
get along with everyone all the
time, but it is possible for employ-
ees to do their part to contribute to
a peaceful, productive work envi-
ronment most of the time.

Have some consideration for
co-workers and address the 
following habits of highly 
annoying workers:

# 1 — Too much time on the
phone with your spouse —
Checking in briefly each day with
your significant other is something
that most people understand.
However, spending 15 to 30 min-
utes each day is not only a waste
of the company’s time that’s sup-
posed to be spent working, it’s
also annoying if the couple are

overheard either fighting or lov-
ingly cooing over the phone, too.

#2 — Someone who’s always
late — People are generally pretty
forgiving when a colleague has a
good reason for running late for a
meeting. But it sends a pretty poor
message when “Joe” is late all the
time. After all, what’s the point of
you being on time at 10 a.m.,
when you’ll just have to wait until
10:20 for Joe anyway?

# 3 — Someone who always
leaves early — Nearly as bad as a
co-worker who’s habitually late is
a colleague who always leaves
early at the end of the day. Again,
employees understand good rea-
sons on occasion — but leaving
early all the time sends lots of bad
vibes...not caring about the job,
about others having to pick up the
slack after you’ve left, etc.

# 4 — Overdoing gift giving
— “Chipping in” for someone’s
birthday, wedding, etc., is fine, but
don’t overdo it in terms of how
often you’re asking people to
“kick in” around the office, or how

much you’re asking people to give
— $10 for flowers may not be a
big deal to you, but it may be a lot
for the single mom in accounting
who’s struggling to make ends
meet. Find some middle ground.

# 5 — Repeatedly borrowing
a co-worker’s “stuff” — Asking
a colleague if you can borrow
his/her stapler because yours is on
the fritz is one thing — asking
him/her all the time instead of
finding a stapler that works is
another matter.

# 6 — Never taking time to
learn the “basics” — This habit
is similar to the previous one. Not
knowing how to run the fax
machine or put letterhead in the
printer when you’re new on the
job is understandable. However,
not seeing the need to learn when
there’s always someone who’ll
help you is annoying to those
you’re asking to do your work.

# 7 — Being a break room
slob — These colleagues forget,
again and again, to do things like
take home and/or wash the con-
tainer in the break room that had
the remnants of their spaghetti
lunch from a few days ago.
Chances are, you pick up after
yourself at home — why wouldn’t
you on the job?

# 8 — Loud, irritating ring
tones — This has got to be the
most irritating habit of the 21st
century. Cell phones have scores
and scores of ring tone options.
Play what you want on your own
time — but at work, select a 
volume and understated tone that
doesn’t scream, “that’s that darn
Mike’s #!! cell” every time it 
goes off.
Source: CareerBuilder 
(www.careerbuilder.com).
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By Sean T. Ruehl CFP®,
President of RJ20, Inc.

As stated last month in part
one of this two-part article,
ERISA guidelines prevent

plan providers from providing invest-
ment recommendations. Employees
usually receive only general educa-
tion regarding their employer-provid-
ed retirement account.

Of course, this information falls
short of being the specific advice
employees seek, which is — “What
exact funds should I be invested in for
my situation?”

Employer Priorities
Employers list their top priorities

as retaining employees, controlling
costs, and increasing productivity and
job satisfaction.

Employee benefit priorities
include employer-provided financial
planners — particularly when there
are personalized benefits packages,
employer-provided retirement plan-
ning seminars, and employer-provid-
ed benefits advisors. Employers,
however, do not view this wish list as
a necessity, let alone a priority right
now.

However, addressing the employee
perspective could, in fact, help the
employer with their own priorities of
improved employee retention,
decreased turnover, etc.

Is there a proactive resource that
EAPs can refer employers and clients
to that will provide employees with
an overall understanding of their
financial position — especially so
they’re not using company time only
to be led down the wrong path?

The Solution
The EAP should encourage their

client companies to explore provid-
ing an independent third-part
Certified Financial PlannerTM, to their
employees for a low flat fee. These
CFP®s should focus on offering
employees reitrement and investment
advice that includes a customized
report showing the participant the
optimum investment selection within
the employer’s plan, pursuant to the
Pension Protection Act.

CFP®s should serve as an “ERISA
fiduciary” as opposed to a brokerage
“suitability” standard to remove par-
ticipant tort liability from the
employer. Then, rather than just pro-
vide retirement and investment
advice, they can ensure that financial
planning also covers areas such as
creating a budget, debt management,
insurance planning, and any other
goals important to the participant.

How do you select the right one?
Examine a CFP® by matching the
services they provide to the services
you need. In addition, look at how
they are paid (e.g. flat fee for finan-
cial planning, percentage of invest-
ments they manage, or commissions
from investment or insurance prod-
ucts they sell) — or any minimum
income or net worth requirements
they may have.

Once you’ve narrowed down the
search, you should look up their past
records for any disciplinary prob-
lems. Check out the CFP® search
function at www.cfp.net/search. Also,
go to www.finra.org and do a “bro-
ker check”, www.sec.gov and do an
“adviser check”, and www.naic.org
for any insurance regulatory reports.

The service you need will drive
what the experience will be like. For
purposes of this article, we discussed
finding a CFP® who will not:

Have any income or net worth
requirements; and

The ability to sell you any
products, charge commissions, bill-
able hours, or have any retainer fees.

Instead, you’ll just want financial
planning advice for one low flat fee.
You can potentially access these ser-
vices online so you don’t have to
deal with time and travel.

Summary
By helping your employer clients

implement a solution that includes
providing CFP®s, not only will you
provide immediate value to them by
bringing up an idea that dramatically
reduces their liability as per Pension
Protection Act guidelines — you also
proactively implement a process that
prevents or helps to resolve employ-
ee financial problems.

Sean T. Ruehl CFP®, is President and co-
founder of RJ20, Inc., www.rj20.com — online
Certified Financial PlannersTM that serve as
ERISA fiduciaries in helping employers provide
objective and conflict-free advisory solutions to
employees’ retirement plans. Editor’s note:
This article is reprinted with permission from
the Employee Assistance Professionals
Association (EAPA), www.eapassn.org.

Money Matter$

What EA Professionals Should Know
About Retirement Planning: Part II
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By Gary Foreman

In some cases, we can take an
idea from one field and apply
it to another. For instance,

there is a concept that successful
small business people are familiar
with in what you need to 
cover your expenses before you
pay yourself. In some circles, 
it’s known as covering your
monthly nut.

It’s a key issue. Before you
open your doors for business on
the first of each month you know
roughly how much you’ll be
spending on rent, utilities, insur-
ance, wages, etc. You’ll have those
expenses even if your sales for the
month are zero. 

This is your first monthly goal:
To earn enough to cover the nut.
After that, you can worry about
paying vendors and still later
about paying yourself.

The same concept applies to the
average person. You have a month-
ly nut, too — a certain number of
expenses that occur each month
like clockwork. For most families
the monthly nut includes rent or
mortgage, utilities, a car payment
and insurance. 

Many of us have added other
things to the monthly nut —
Missy’s ballet and Junior’s kung
fu lessons, not to mention Mom’s
yoga class at the gym, and Dad’s
monthly golf game. Then, there’s
the minimum payment on credit
card accounts. All these expenses
pretty much happen automatically. 

Ever wonder where your money
goes? Take a few minutes and list
your financial commitments on a
piece of paper. Then, total your
monthly nut. It’s not uncommon
for families to have $1,500 to
$2,000 (or more) already spent
each month ...before the month
even starts. 

Now that everyone’s depressed,
what’s the advantage of under-
standing your monthly nut? What
can we do differently? 

$ The first exercise is a “what
if” game. For instance, what if I
lost my job and had to live on
unemployment compensation?
Would I be able to cover my cur-
rent monthly nut and still have
enough left over to feed myself?
Or, what if my company went on a
30-hour work week? Create your
own variations.

$ The next exercise asks: “Is
that still true?” Circumstances
change. Sometimes the product or
service that we needed yesterday
is not necessary now. For instance,
there’s a trend toward dropping a
home landline in favor of only
having a cell phone. In this game,
look at each item in your monthly

nut and ask yourself if you still
need it. 

$ A third question is: “Have my
needs changed?” We still have a
landline at home, but we found
that we don’t need a long-distance
carrier. Dropping it saves a few
dollars each month. Or, carrying
collision insurance on an old car
might be a mistake. Look at each
monthly nut item and see if you
would buy a different package
today. If so, talk to your service
provider about changing it.

$ The final question is: “Has
the competition changed?” I may
still need the product or service,
but competition could mean that
I’d save money by moving my
business to another company.
Insurance and certain utilities are
prime examples. 

Summary
Remember that any savings will

“drop your nut” every month. This
is not a one-time saving — your
effort will be repaid each month!

Evaluating your monthly nut is
important. Many families are 
running into trouble because 
their commitments are higher than
their income can support. Reduc-
ing your nut before trouble 
occurs is the best way to avoid
trouble later.

Gary Foreman is the editor of the Dollar
Stretcher website (www.stretcher.com) 
and various electronic newsletters. The
Dollar Stretcher is dedicated to helping
people live better on the money they
already have.
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By Sherrie A. Madia 

Are you or your corporate
clients ready to jump into
the social media world?

Great! But before you (or they) do,
understand that being a user of
social media, and understanding its
strategic applications for PR, mar-
keting, and communications initia-
tives, are two dramatically
different skill sets. 

The following are some 
mistakes to avoid:

Mistake #1: Diving in with-
out a strategic plan.

Don’t start podcasting, blog-
ging, tweeting, friending on
Facebook, and/or posting YouTube
videos until you know what your
messages are, who will manage
them, who your audience is, and
what will be the benefits from the
content and relationships. 

Mistake #2: Not having a
social media policy.

A social media policy needs to
outline how employees behave
online both during and outside of
work. It should include education
on style preferences and confiden-
tiality. All online messages from
employees should be aligned with
their company’s values and brand.

Mistake #3: Failing to tailor
the plan to the target audience.

Hone in on sites, tools, and
applications that the target audi-
ence is using. Does the audience
walk in the park most afternoons,
without so much as a cell phone?

Or, are they technology lovers
who are never parted from their
BlackBerry or iPhone? Research
the target market to find out who
they are and how to reach them.

Mistake #4: Producing
weak, unfocused, or 
unhelpful content.

The same rules that apply to
classic public relations and brand-
ing apply to social media. Create
smart, well-thought-out content
that adds value to customers’
lives. Don’t waste their time with
self-serving promos. Give them
something they can use — tips,
incentives, product information,
new ideas, fun, and inspiration.

Mistake #5: Allowing your
social media efforts to stagnate.

Gone are the days when com-
panies could put up a website that
sat on the screen like an electronic
business card. Social media is
about maintaining a dynamic con-
versation between you and your
customers. Equip your content so
it gets out there in multiple places
— respond to tweets, engage
“friends,” etc. Social media, done
right, is not a one-time campaign
by a handful of staff — it’s a
long-term corporate commitment.

Sherrie A. Madia, Ph.D is Director of
Communications at the Wharton School,
University of Pennsylvania, where she teaches
social media and communication strategies.
She is also the co-author of The Social Media
Survival Guide: Everything You Need to Know
to Grow Your Business Exponentially with
Social Media (Second Edition). For more infor-
mation, visit www.socialmediacentral.com.
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Are You or Your Clients 
‘Tweeting in the Dark’?

Resources
Selling to VITO, the Very

Important Top Officer (Third
Edition), by Anthony Parinello,
$12.95 retail, Adams Business, an
imprint of Adams Media, a 
division of F&W Media, Inc.,
www.adamsmedia.com,
www.vitoselling.com. The author
teaches readers how to land the
meeting, nail the pitch, and make
the sale — all with the manager
who has the authority to make 
a difference — in other words, 
a VITO.

Caregiver’s Path to
Compassionate Decision Making:
Making Choices for Those Who
Can’t, by Viki Kind, $14.95,
Greenleaf Book Group Press,
www.thecaregiverspath.com,
www.gbpress.com. Many Baby
Boom-age employees are doubling
as caregivers for aging parents. 
The author offers recommendations
to assist in making what are often
difficult decisions.

Smart Growth: Building an
Enduring Business by Managing
the Risks of Growth, by Edward 
D. Hess, $27.95, Columbia
Business School Publishing, ISBN:
978-0-2311505-0-7. Many busi-
nesses strive for continuous high
growth. The author explains how
it’s better to be realistic about
growth — and understand that it is
a complex process dependent on
human behavior.

New Product Blueprinting:
The Handbook for B2B Organic
Growth, by Dan Adams, $35, AIM
Press. The author explains how
companies that directly engage
their customers have superior
results regardless of the specific
innovation strategy. 
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