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By Deb Kosmer

Death is a fact of life that
affects all of us in a vari-
ety of ways. It may be the

death of a loved one or the person
we bumped into everyday at the
office water cooler. But, it can also
mean the death of a dream, the end
of a marriage, a job layoff, or a
child that disowned us. We all
know people who are hurting.
Sometimes those people are our
co-workers…or the head of the
company. And sometimes WE are
those hurting persons.

Fearing judgment or rejection,
we are sometimes afraid to talk
about losses. In other cases, the
loss may be too painful to discuss.
Losses and fears can also immobi-
lize an individual and make a
return to work — or continuing to
work — extremely difficult.

Helping isn’t Easy
Helping hurting employees can

be complicated, challenging, and
confusing, especially when the
employee’s needs and reactions
change from one day to the next.
The grieving person is often
unsure what they want from oth-
ers, which complicates things fur-
ther. Just as there is no rulebook as
to the length and pattern of grief,

there is no right way to respond,
no checklist of solutions to pro-
vide needed assistance.

It is important to remember that
grief is not a cloak someone can
take off when they walk out the
door. It accompanies a person
wherever he or she goes, which by
necessity includes the workplace.
It is commonly understood that a
person who is grieving the death
of a loved one will feel sad, and
that is often the case.

However, the strongest feeling
they may be struggling to deal
with might involve guilt or anger.
These feelings can be harder to
share, and possibly more difficult
for someone to hear. In order to
effectively help others, we need to
recognize our own levels of dis-
comfort, our hot topics, our per-
ceptions…and perhaps our
misconceptions about “the right
way or length of time people
should be allowed to grieve.”

Helping a grieving employee
also involves a balancing act
between supporting the hurting
worker, while also juggling work-
related responsibilities. Achieving
this balance is not easy. We want
to show we have compassion and
are committed to the employee’s
needs, but in the day-to-day opera-
tions of a business, it isn’t always

possible to be as generous and
understanding as a company might
wish to be.

When to Make a Referral
Grief is a natural response to

loss, but most people will not need
the help of a professional in deal-
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ing with it. Having the love and
support of others who will allow
them to grieve in their own way is
often all that is necessary. 

However, when grief becomes
paralyzing and the person is not
able to function after a period of
time, a referral to an employee
assistance professional can be an
excellent source of help — to both
the employee and management.

It’s important for co-workers,
and particularly for supervisors
and mangers to have a clear under-
standing of their roles and areas of
expertise…and to allow others to
provide additional support and
assistance when needed. A clear
understanding of what those lines
are help identify when it’s time to
make a referral. This can vary
from one person to another,
although there are some common
indicators such as:

 Excessive absenteeism
and/or chronic lateness;

 Personality changes;
 Significant decline in quality

of work; and/or
 Unusual behavior or appear-

ance.

Mitigating factors can include a
known history of depression or
drug or alcohol abuse and simulta-
neous stressors or losses in the
individual’s life. Factoring in a
person’s previous work history
within the company will also help
in this determination.

Walking, Learning & Listening
Many employees that are

referred to EAPs or community
grief professionals do not require
intense therapy. Dr. Alan Wolfelt, a
well-respected therapist, educator,
author, and national speaker on
grief, writes, and lectures exten-
sively about his philosophy of
companioning the bereaved versus

treating them.Three of his tenets of
companioning involve:

• walking alongside of the
griever, not leading;

• learning from them, not
teaching; and

• listening to the griever (from
the heart, not analyzing with
the head). 

Many people are fortunate
enough to have caring individuals
in their lives who are able to meet
these needs. However, when that
support is not available, a profes-
sional counselor who understands
these tenets and the needs of the
bereaved can be instrumental in
helping the bereaved person.

When WE are the 
Ones Grieving

As I noted in the opening para-
graph, sometimes WE are those
hurting persons. My 7-month-old
nephew recently died after our
family made the painful but neces-
sary decision to take him off life
support. My nephew spent his
entire life in a hospital neonatal
intensive care unit. There were
many ups and downs during his
brief life, with many more downs
than ups.

It was heart-wrenching not
knowing if he would make it
through another day. In spite of the
incredible odds that were against
him, it is always hard to give up
hope, especially when a loved one
is fighting so hard to live.

My work in hospice means that
I am surrounded by death and

dying on a daily basis, but as we
all know it’s somehow different
when the person dying is someone
that WE love. I was very open
with my co-workers throughout
my nephew’s struggle. I will
always be grateful for the love and
support that was shown to me both
before and after my nephew’s
death.

I was also saddened and sur-
prised that even in the grief field;
some of my co-workers have
never acknowledged his death…or
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“Grief can vary from one person to
another, although there are some com-
mon indicators such as:
• Excessive absenteeism and/or chronic
lateness;...
• Significant decline in quality of work...”
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The current economic crisis
can be a major source of
stress. The following are

some tips that the EAP can help
post and/or otherwise implement
in the workplace:

Communicate and interact
with others. Collective support
from a group can lift your spirits
and increase your ability to find a
solution for the problem at hand.
Talking and laughing (and crying)
together offers a tremendously
beneficial release.

Decrease the drama. It’s
natural to vent, but excessive
drama is draining and it blocks
solutions. Don’t jump to conclu-
sions or focus on worse-case sce-

my grief. This experience rein-
forced for me the difficulty that
individuals and society have when
it comes to the subject of dying
and the people affected by it. As I
contemplated with a heavy heart,
my return to work a few days
after my nephew’s funeral I wrote
these words:

Tomorrow life goes back to
normal…I’ll go to work…I’ll style
my hair…I’ll smile at people…I
will act like I’m OK and life is
normal…But it’s not and I’m not
normal or OK…I’ll talk to peo-
ple…I’ll listen to their pain…I’ll
try to act normal and OK…But
inside my heart is broken, and I’m
not sure how to make that OK. 

Summary
We all have the capacity to be a

healing force in someone’s life. It
may be something as simple as a
smile, a sincerely spoken; “I am
thinking about you,” “I am pray-
ing for you and your family” or
“How can I help?”

In the workplace, there are
countless opportunities to be a
caring presence in someone’s life.
Returning to work can often be
very therapeutic to a grieving
employee. It can provide some
semblance of normalcy and rou-
tine that may be absent from their
life otherwise. 

In my work as a grief coun-
selor, I hear many examples of
both positive and negative experi-
ences of bereaved employees.
Employees who have been shown
compassion and understanding
speak very highly of their employ-
ers. Although this shouldn’t be a
company’s sole reason for caring,
this sort of concern can reap posi-
tive dividends for a long time.

Deb Kosmer, MSW, CSW, CT, is a Bereavement
Support Coordinator. For more information,
email her at debkosmer@new.rr.com.

Grief in the Workplace cont’d from Page 2

narios. Remind yourself that nega-
tivity won’t change what’s hap-
pened. Practice realigning
thoughts and feelings with positive
action.

Avoid comparisons. Making
comparisons between what’s hap-
pening now and how things used
to be is a natural response.
However, it’s more constructive to
direct energy in ways that will
regain stability and allow all
involved to move forward with
their lives.

Sources: “Work & Family Life” (March
2009); and “Handling Stress in Tight
Times,” ExchangeEveryDay, reprinted
with permission from Child Care
Information Exchange and “Exchange”
magazine, www.childcareexchange.com.

I wish to thank
Deb Kosmer and
Barbara Rubel for
their excellent sto-
ries this month on

grief in the workplace. (Thanks
also to RaeAnn Thomas for refer-
ring Deb about writing an article.)

Grief is a delicate issue that
affects all of us differently. My
sister, for instance, felt more loss
when a co-worker of her’s died,
than when a close relative of our’s
died around the same time. She
was good friends with her col-
league, whom she told me she
saw every day; compared to a
family member she and I only saw
at a handful of holidays each year.

We’re not saying we don’t miss
this individual, mind you; the
point is, her loss was actually
greater in the instance in which

Editor’s Notebook
one might have thought her grief
would have been less.

The length of time that people
grieve is another sensitive matter.
Some people can, at least on the
surface, “get over” a loss in a
matter of months; while others
may remain severely affected a
year or more later. To me, there
are few insults worse than when
someone says, “You should ‘be
over it’ by now.” Grief and loss is
a difficult topic that Deb and
Barbara address well. Since there
are so many aspects to it, we plan
on addressing this subject again in
a future newsletter(s). Let us
know what you think. Until next
month.

Mike Jacquart, Editor
(715) 258-2448

mikej@impact-publications.com

Clinical Perspective

Tips on Reducing Stress
in Difficult Times



By Stacey Hanke

We all have preferences
— certain skills and
behaviors that make us

who we are. Recognizing those
styles both in yourself and others
can help you build relationships
and become a better communica-
tor. 

There are a variety of instru-
ments that identify communication
styles. For the purpose of this arti-
cle, I’ve chosen the four communi-
cation styles by Swiss
psychologist Carl Jung. These
styles are based on tendencies to
be task-oriented vs. people-orient-
ed and easygoing vs. take-charge.
While these are simplifications,
tendencies of the four styles are:

 Controller — take-charge
and want control of themselves,
others and situations. Task-orient-
ed, drivers and are only focused on
the end goal;

 Collaborator — easy-going,
relationship-oriented, and enjoy
working with people to work
toward consensus;

 Analyzer — detail-oriented,
logical thinkers who analyze oth-
ers and situations. Work best alone
to come up with solutions, there-
fore may take more time to make a
decision and take action; and 

 Socializer — outgoing,
thrive on change and enjoy meet-
ing people. They get their energy
from others and therefore work
best when brainstorming with oth-
ers to make a decision and take
action. 

By being aware of your com-
munication preference, you’ll have
a better understanding of how oth-
ers perceive you. Moreover, recog-
nizing your listeners’ styles will
make them feel like you’ve taken
the time to listen and focus on
their needs. This results in a posi-
tive experience and strengthens the
relationship.

However, you cannot be 100%
sure what a person means through
non-verbal behavior. Look for con-
sistencies in gestures, eye move-
ment, tone of voice, and facial
expressions. The following is how
non-verbal behavior relates to the
four communication styles:

 Controller — direct, prefer
to be in control, sense of urgency,
louder volume and express limited
to no emotion; and

 Collaborator — appear
relaxed, ask a lot of questions,
have a win-win attitude, hesitant to
make decisions and highly emo-
tional with an expressive tone; and

 Analyzer — cautious, logical
thinkers, soft-spoken, monotone
voice, limited eye contact and
facial expressions; and

 Socializer — outspoken,
quick to make a decision,
assertive, fast talker, express how
they’re feeling through gestures,
facial expressions and tone. 

When communicating with a:

 Controller — get to the
point, state what’s in it for them
and ask straightforward questions.
Communicate confidently with a

clear and concise message. Avoid
clutter and fluff; 

 Collaborator — show an
interest in them, listen patiently
and give them a good “feel” about
your message or what you’re ask-
ing them to do;

 Analyzer — avoid small
talk, present facts and data, pro-
vide details and the process you’ll
follow to service them; and 

 Socializer — show interest
in them, be upbeat, tie their per-
sonal experiences to your message. 

What does your communication
style say to other people? Does a
lack of eye contact indicate you’re
disinterested? Ask for feedback
from your peers. Tape yourself to
hear what others hear.

If your listener’s facial expres-
sions, eye contact, tone of voice,
or gestures concern you, check it
out:

Ask if they have questions or
need clarification; and 
Ask for their opinions. 

Summary
Are you willing to adjust your

communication style? Are you
willing to adapt your message to
grab someone else’s attention? Is
your message for you or them? 

These skills are worth develop-
ing because of the positive results
you will receive.

Stacey Hanke has coached over 10,000
individuals and delivered over 500 presen-
tations. She is the author of, “YES YOU
CAN! Everything You Need from A to Z to
Influence Others to Take Action.” Visit
www.staceyhanke.com.
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On the Job

Understanding Communication
Styles is Crucial



By Dr. Julie Miller

Between email, instant and text
messaging, cell phones, and the
Internet, to name a few, work-

ers are drowning in data overload. And
since poorly written emails, for
instance, are still leading to legal trou-
bles and other problems, the solution
isn’t more communication — the
answer is smarter communication.

The following are a few policy-
related matters pertaining to email that
your company may be interested in
posting, or leading a training on, in
your workplace:

 How do you greet and close
messages? Many companies are
putting together a series of key phrases
used solely for email openings and
closings. You’d never phone someone
without saying hello — why wouldn’t
you do the same in an email?

 What does your email signa-
ture say about your company?
It should be an extension of your com-
pany’s brand — professional with no
cutesy sayings, and with all contact
information. Establish a
standard for font style and size.

 How often do you check
emails? Some companies set their pro-
grams so emails are only called up
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Resources
The 7 Most Disruptive

Workplace Issues — and How to
Handle Them, $99, .pdf down-
load, PBP Executive Reports,
(800) 220-5000, or visit
www.pbpexecutivereports.com.
Between gossipers, know-it-alls,
and other “problem” employees,
managers and supervisors have a
tough job. This report helps make
it at least a little easier.

Mortgage Payment Assistance,
(800) 750-8956

New Tougher HIPAA Rules:
How to Meet Compliance
Regulations Under the Economic
Stimulus Package, CD-ROM and
related materials, Health
Resources Publishing,
www.healthresourcesonline.com/H
IPAAacreg.pdf. The economic
stimulus legislation has led to the
most significant changes to HIPAA
since its inception. Learn what
you, as an EA professional, need
to know. 

Motivating Without Money: 91
Inexpensive Ways to Keep
Employees Happy, $99, .pdf
download, PBP Executive Reports,
(800) 220-5000, www.pbpexecu-
tivereports.com. Think only raises
and financial perks motivate
employees? Think again! Learn
what really motivates them.

Power Selling: Seven
Strategies for Cracking the Sales
Code, by George Ludwig, $19.95,
Kaplan Publishing, ISBN: 0-7931-
8571-8. Endless corporate scan-
dals have made customers more
skeptical or suspicious than ever.
To overcome that skepticism, you
must have a reputation for being
credible and trustworthy. The
author shows how.

Quick Ideas

hourly, thus reducing down time and
increasing productivity.

 How soon do you return
emails? Within four hours? 24 hours?
Some company policies state that all
emails need to be answered the same
business day.

 How many emails before you
pick up the phone? The rule of thumb
seems to be three. If issues aren’t
resolved, pick up the phone or walk
down the hall.

 What is your company’s poli-
cies about important business mat-
ters, such as accessing confidential
information, or handling racial or sexu-
al harassment? An email policy should
be compatible with these documents.

How will you ensure employees
understand protocol? For example,
who is the contact person when questions
arise? How will updates be handled?

Summary
Email has become the biggest pro-

ductivity drain in business. Getting a
handle on it by establishing clear pro-
cedures and etiquette will make you
stand out from the crowd. What are
your “best practices”?
Dr. Julie Miller, founder of Business Writing That
Counts, is a national consultant and trainer. For
more information, visit www.businesswritingthat
counts.com.

Email Protocol is Crucial
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By Gary Foreman

In the current economy, many peo-
ple are strapped for cash.
However, the pros and cons of

important, personal financial issues
need to be carefully weighed — as
opposed to making hasty decisions,
only to regret them later.

The 401(k) Layoff Trap
With today’s layoffs, some people

are borrowing from their 401(k).
While this is better than “cashing out,”
the fact remains that this money must
be paid back, and it comes at a time
when people are least able to repay
because they just lost their job.

Any amounts that you fail to repay
are treated like a withdrawal. This
means that you add the amount of the
loan to your income, and you’ll pay
normal income taxes on it. Plus, you’ll
be liable for a penalty that equals 10%
of the unpaid loan.

If you have a 401(k) loan and are
worried that you could lose your job,
estimate how much the taxes and
penalties would cost you if you didn’t
repay part or all of the loan. This
won’t be pleasant.

Options are often limited, but one
is to sell your car, which should be
worth more than any loans on it. Cash
raised from selling it should go to help
pay off the 401(4) loan. You can buy
another car when you get a new job.

If you have a homeowner’s line of
credit or enough equity to refinance
your home, this could also provide
money to repay a 401(k) loan.
Refinancing will be easier before you
lose your job, so keep this in mind if
you anticipate being laid off.

Some people will use a credit card
to pay off a 401(k), but this is a very
high-risk strategy. You’ll probably pay
a higher interest rate, and you’ll need
to keep making payments even if your

income has dried up. The only advan-
tage to shifting the debt to a credit
card is that you’ll avoid the tax prob-
lems of a 401(k) withdrawal. But it’d
be wise to compare the numbers
before you make a decision!

Credit Card Insurance
For years, I’ve advised against

credit card insurance. It’s expensive,
and it’s limited in what it covers. In
fact, it’s a big money-maker for credit
card companies. Plus, you shouldn’t
carry a balance that you couldn’t han-
dle if you lost a job temporarily.

However, with the current econo-
my many people are considering
“involuntary unemployment credit
card insurance,” insurance that will
pay if you lose your job. A quiz will
help determine if this insurance is a
good idea for you. Visit 
www.scorelogix.com/JSSPay.asp?pro
duct_id=I&Pid=4. 

There are some other things you
need to know. The insurance will only
make your minimum payment. It will
not pay off the entire balance. This
means that the unpaid balance will
still be growing due to the interest
charged.

Second, the insurance will only pay
for a maximum number of months or
a maximum dollar amount. Your pay-
ment is not covered forever. This is
important if you plan on using the
card to help tide you over after a lay-
off.

Contact your credit card company.
Find out EXACTLY what all the
details are. Once you’ve gathered
enough information, give yourself a
day to think about. Discuss the matter
with your spouse or a friend or rela-
tive.

New Car Payments
No doubt you’ve heard about car

manufacturers that are willing to make
your car payments for a number of

months if you lose your job. Let’s
assume that six months from now
you’re laid off; meaning Ford (for
instance ) graciously pays the loan on
your new car. If it takes a year to find
work, Ford will have paid — as but
one example — $4,267.92 (12 pay-
ments of $355.66 each). That’s the
good news.

But the bad news is that you still
owe another 3-1/2 years at $355.66
per month. Since you probably accu-
mulated some other bills while you
were laid off, that car payment could
look pretty steep — and selling it isn’t
much of an option since you’ll still
owe more on the car than it’s worth.

On the other hand, you could have
bought a 5-year-old car. Let’s assume
you still got laid off in six months like
before. In this case, no one is offering
to make your car payment, but your
car is worth just about what you’ve
borrowed on it. So you can sell it and
walk away.

Even better yet, keep the car you
have now — especially if it’s depend-
able. Even if it needs some repairs,
you wouldn’t have a car payment. My
advice is to steer clear of car manufac-
turers’ payments if you’re laid off.

Summary
The moral of the story in each of

these cases — 401(k), credit card
insurance, and new car payments — is
this: carefully weigh the pros and cons
before making an important financial
decision. What looks like a great deal
that’ll get you out of a jam now, may
in fact cost you a lot more later.

Gary Foreman is the editor of The Dollar Stretcher
website (www.stretcher.com) and newsletters that
contain thousands of articles on ways to save money,
and a forum where people share their dollar-stretch-
ing ideas. Editor’s note: This article is intended for
educational purposes only and should not construed
as a substitute for legal advice. Contact a profession-
al familiar with individual financial circumstances
regarding the applicability of recommendations
appearing in this article. For more tips on saving
money, see this month’s Lifestyle Tips insert.

Money Matter$

Think Long Term vs. Quick Cash
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Whether it’s the threat of
swine flu, a hurricane or
other natural disaster, or a

terrorist attack, communicating disas-
ter preparedness plans with employees
and management is crucial.

Every business needs a plan to keep
workers safe, and employees need to
know what the plan involves. Training
is vital because the best disaster pre-
paredness plan is useless if employees
haven’t been trained. The following
are some recommendations (the EAP
and HR can work together on many of
these):

Never overlook local resources.
Talk to, and be aware of the emer-
gency responders in your area. Every
county in the U.S. has an emergency
management agency that will have
numerous ideas on what to do in case
of a disaster.

Hold a training exercise
around a fictitious emergency.
Learning how the company would
react to an incident will help identify
strengths and weaknesses in an organi-
zation’s ability to respond. No organi-

zation does everything well, so such
exercises are a great way to detect
areas that need improvement.

Never overlook employees’
input. Ask them to compete an emer-
gency preparedness survey. It needn’t
be long, but it will give insight into
their perception of the company and
their level of awareness about emer-
gency issues.

One idea is to download an emer-
gency preparedness checklist (the
American Red Cross has a number of
them) and post it where everyone will
see it, such as on bulletin boards in
breakrooms, or on a company intranet.

Have a treatment plan in place.
If the concern is of a medical nature,
for instance, make sure employees
have access to the latest medical infor-
mation. Download FAQs from a rep-
utable website, such as the Centers for
Disease Control and Prevention (CDC)
— www.cdc.gov — and post them
where employees can access them. 

Nip health issues in the bud;
practice good health habits. Now,
more than ever, employees need to be
reminded about the need to, among

others: frequently wash hands; avoid-
ing co-workers who appear to be ill;
and seeing a doctor if you develop a
fever of 102 or more, and/or experi-
ence chills, coughing or respiratory
symptoms. 

Train people to perform specif-
ic tasks. Someone should be assigned
to monitor stairwells and keep co-
workers out of elevators; others should
be trained in CPR and first aid, etc.
Employers should keep a fully stocked
first-aid kit in a clearly designated
area.

Expand plans beyond your
company. It isn’t enough that your
organization is prepared. The impact of
a natural disaster, pandemic, or terror-
ist attack will be felt well beyond the
initial site. Expand your approach to
include the impact on customers and
neighboring companies, and the issues
you can be expected to face in the
event of a disaster.

Sources: Federal Emergency Management
Agency (FEMA); Crisis Communication
Handbook; and American Red Cross, www.red-
cross.org.

By Sandy Allgeier

Personal credibility is truly a
“magic bullet” for success.
Credibility forms other peo-

ple’s opinions, shapes their interac-
tions, and helps them decide whether
to trust and respect you.

In short, personal credibility is

judged by your actions. What you
do, and don’t do, determines other
people’s perceptions. As a result, we
need to avoid “credibility busters.”
This article will describe a few of the
most common:

 Failing to do what you say
you’ll do. The number-one way to
ruin personal credibility is to fail to

deliver on the promises or commit-
ments you make. We’re all guilty of
committing this sin from time to
time, but when it’s done on a regular
basis, you have a credibility prob-
lem. If you’re not sure you can fol-
low through on your promises, don’t
make them!
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Quick Ideas

Communication 
Key to Effective Disaster Plans

Avoid these Credibility Busters
On the Job

continued on Page 8
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The research also revealed how
instrumental recognition is in attract-
ing and retaining professionals, even
in a soft economy. Two out of three
(66%) administrative employees
polled said they would likely leave
their jobs if they did not feel appre-
ciated by their manager. And seven
out of 10 (70%) support profession-
als said the company’s recognition
program would factor into their
decision to accept a job with a
potential employer.

“While financial rewards should
not be overlooked, the research
shows there are other ways to effec-
tively recognize someone’s commit-
ment and dedication,” said Robert
Hosking, executive director of
OfficeTeam.

Hosking added that, “praise from
supervisors or colleagues that is spe-
cific, immediate, and genuine can go
a long way toward keeping these
employees motivated and loyal.”

Source: OfficeTeam
(www.officeteam.com).

credibility when we frequently offer
the same excuses to the same peo-
ple. What’s the solution? Focus on
what it’ll take to keep the problem
from happening in the first place!
For instance, don’t assume your co-
worker will remember a project
deadline, only to get burned later
when the individual didn’t. Instead,
occasionally, and tactfully remind
him/her that the project is coming
due.

More on these and other credibility-busting
tips are available in Sandy’s book, “The
Personal Credibility Factor: How to Get It,
Keep It, and Get It Back (If You’ve Lost It),
$18.99, FT Press, www.ftpress.com.

and arrive a little early instead. In
addition, you’ll reduce stress by
avoiding all those last-minute rush-
es!

 Trying to do everything.
When you overcommit yourself,
disaster is sure to follow. Do so on a
regular basis and you’ll run out of
steam and start making more mis-
takes — at work and at home. It’s
far better to say no to some things
than to do a poor job at everything.

 Making too many excuses —
even if they are legit. Things do
happen. There are legitimate excus-
es for not having something done.
However, we destroy our personal

 Breaking appointments (or
frequently rescheduling them).
When you make meetings and
appointments, other people expect
you to honor those commitments.
Have you dealt with someone who
regularly needed to break or
reschedule appointments? It’s
annoying, at best. And after it hap-
pens more than once or twice, you
stop trusting this person. When you
make an appointment, keep it, if at
all possible.

 Constantly showing up late.
Everyone is late occasionally, but do
so habitually and your credibility
has taken another blow. Plan ahead

Show Them the Recognition
Workplace Survey

Avoid these Credibility Busters continued from Page 7

Many managers underestimate the power of a pat on the back, new
research suggests.

While supervisors surveyed rated job promotions and cash as the two
most valued forms of recognition, support staff favored a simple thank-
you and having their accomplishments passed on to senior management. 

This “disconnect” between management and employees is evidenced
in the chart below:

Managers Support Staff

1. Promotion

2. Cash

3. Paid time off

4. Boss shares achievement 
with senior management

5. In-person thank-you

1. In-person thank-you (tied for
first) 

1. Boss shares achievement with
senior management (tied for first)

3. Promotion 

4. Membership to a professional
association 

5. Registration for a conference 
or seminar 
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