
Employee Assistance Report 2014

Item Type Newsletter/Magazine

Publication Date 2014

Keywords Alcoholism and employment--United States--Periodicals;
Drugs and employment--United States--Periodicals; Employee
assistance programs--United States--Periodicals; Employees--
Counseling of--United States--Periodicals

Publisher Waupaca, WI: Impact Publications

Download date 19/05/2023 15:47:58

Link to Item http://hdl.handle.net/10713/7044

http://hdl.handle.net/10713/7044


July 2014 Visit EA Report’s website at www.impact-publications.com  EA Report   18   EA Report Visit EA Report’s website at www.impact-publications.com  July 2014

  EMPLOYEE 
  ASSISTANCE REPORT

s u p p o r t i n g  E A P  p r o f e s s i o n a l s

Volume 17, No. 7
July 2014

Keeping Your Marbles in the Game
First in a series on technology & EAPs

By Michelle Stone

Recently, I was part of a live-
ly discussion regarding the 
use of technology in the 

field of counseling. As strikingly 
diverse opinions were exchanged,  
I was saddened to hear the closing 
statement of one practicing coun-
selor. Walking away from the dis-
cussion and shaking her head, she 
stated that if the field was moving 
toward the use of technology in the 
counseling relationship through 
means such as email, video and 
virtual worlds, then she would 
leave the profession and move on 
to find another career.

Although I respect her right to 
choose her own path, I thought it 
tragic that a bright, competent 
counselor with generally well-con-
sidered opinions would possibly 
remove herself from the field and 
effectively silence her voice in the 
technology debate. The whole of 
the counseling profession (which 
includes EA professionals) can 
only benefit from dynamic discus-
sion of controversial issues. We 
need everyone to be informed and 
stay in the game. We need dispa-
rate voices at the table to help sort 
out what technologies may be 
effectively used in the field, and 
how they may be safely and appro-
priately implemented.

Technology Continues to Evolve
Technology will not go away. It 

will only become more ubiquitous 
within the professional world. 
History has taught us that technol-
ogy infiltrates professions and 
becomes integral to their practice. 
For example, accountants used to 
painstakingly fill out tax forms by 
hand and use long, manual calcula-
tions to accurately report informa-
tion. In today’s world, they have 
software programs that prompt 
them for information and compute 
complex calculations for them.

Another example is the advent 
of the less invasive robotic surger-
ies that are becoming more com-
monplace in operating rooms 
nationwide. I suspect each of these 
technological advances had their 
skeptics, but as time has moved 
on, they have become accepted 
methods within their fields.
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Fe at u r e d In s I d e

On the Job

Feedback is the Key to Success – Part II
By Barry Banther

Too many managers are con-
vinced that their employees 
don’t really get the big pic-

ture, they don’t want them to get dis-
tracted from their work, or managers 
simply don’t value their opinions.

So how can managers create an 
environment where employees are 
valued and not ignored? One of 
these essential skills was addressed 
in part one. The remainder will be 
examined below in the conclusion 
of this two-part article.

v Suspend judgment. Many 
managers believe that if they don’t act 
like they have all the answers, their 

employees will lose respect for them. 
Actually, pretending to know it all is 
the chief cause of not being respected!

Managers who are prone to snap 
judgments will make decisions with-
out getting all the necessary feedback. 
The manager may still be right 75% 
of the time, but the 25% that he or she 
jumped to a conclusion could cost the 
company thousands of dollars. When 
getting feedback from an employee, 
learn to hold back on an initial 
response and don’t make a judgment 
until exhausting the conversation.

v Search deeper. Rarely will an 
employee reveal everything about 
something right off the bat. It is the 
leader’s job to bring out what the 

other person is thinking. Ask questions 
to search deeper for what the person is 
trying to convey such as, Can you give 
me an example? Why is this important? 
How will this affect us?

Summary
Chances are very good that 

managers with some of your cor-
porate clients have information 
they need to hear from their 
employees. By practicing the skills 
outlined in this two-part article, 
the trust and judgment they gain 
could make a huge difference in 
their organizations. 

Barry Banther is the founder and CEO of 
Banther Consulting (www.barrybanther.com).

17 years 

of service!

Quick Ideas

Shorter Workdays Benefit Everyone

Many employees love it 
when summer rolls 
around because one of 

their favorite job perks kicks in: 
Short Summer Fridays. This 
means that workers get to leave 
early on Friday afternoons and get 
a jump on the weekend.

Even in today’s highly competi-
tive global economy, very few orga-
nizations, even small ones, have done 
away with shorter Friday hours, 
according to MSNBC. How come?

Karyn Ravin, president of a 
New York PR firm, says that giv-
ing employees a few hours off is 
smart for business – partly because 
it’s tough for companies to attract 
and keep workers, and partly 
because it’s a great morale booster, 
and an easy way to reward and 

motivate employers, many of 
whom are working harder and lon-
ger hours than ever.

For instance, Welz and Weisel 
Communications in New York City 

lets people leave at 3 p.m. as long 
as they’ve finished their work. 
Since all staffers have smartphones 
and access to email, clients can still 
reach them if necessary.

The Devon Group, a PR firm in 
New Jersey, keeps Summer 
Fridays going because most of 
their clients take time off on 
Fridays. As a result, having the 
office open wouldn’t bring in any 
more business.

Other companies have created a 
more flexible approach to time off – 
for instance, giving employees one 
Friday off each month during the 
summer, but letting the employee 
choose when to take the time. 

Additional source: John Tesh: Intelligence 
for Your Life (www.tesh.com).
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Emergent and novel approaches 
are very often met with skepti-
cism. Telephones and televisions 
had their share of naysayers when 
they began to land in homes. 
Today, we can hardly imagine a 
world without them. Leaving the 
comfort of what we know and 
venturing into the unknown can be 
frightening, especially when we 

must be concerned with the wel-
fare of others and our own ability 
to remain above reproach, both 
ethically and legally.

Digital Natives & Immigrants
In his 2001 article, “Digital 

Natives, Digital Immigrants,” Marc 
Prensky presented the concept of 
two types of digital users. He 
referred to digital natives as those 
individuals who were birthed and 
bathed in an environment of digital 
technology, while digital immigrants 
are those who have ventured into the 
technology landscape, though their 
“accent” is still noticeable.

Prensky suggests that an “accent” 
is defined by such behaviors as 

printing out emails, beckoning others 
to a computer screen to view a web-
site instead of simply emailing a 
URL, and printing out text for edit-
ing instead of editing it onscreen. 
The thickness of the “accent” is 
determined by the number of these 
behaviors that exist. As in any meld-
ing of cultures, an attitude of open-
ness and understanding is necessary.

Become Digital Explorers
However, in the case of coun-

seling professionals contemplating 
the use of various technological 
tools in their practice, more is 
required. We must strive to 
become digital explorers, willing 
to set out in new territory, while 
equipping ourselves with sound 
information along the way. We 
must share insight with each other 
and be willing to retrace our steps 
and move along a different path 
when professional discernment 
tells us it is prudent to do so.

We must be willing to step into 
the weeds of the faintly trodden 
road to cultivate and nurture the 
possibilities of technology that 
appropriately fit the profession, its 
responsibilities and its clients. By 
doing so, we demonstrate our 
commitment to offering the best 
possible services.

The legal and ethical issues fac-
ing counselors integrating new 
methods of digital communications 
and therapies into their practice are 
vast, and they must be addressed. 
To effectively do so requires a tap-
estry of opinions and perspectives. 
Technology is not an all-or-nothing 
proposition. We must strike a bal-
ance in terms of what is, empiri-
cally proven to be beneficial and 
ethically sound.

Learn More about Technology
Striking a balance begins by 

becoming informed. As each of us 
strives to learn more about the 

ways technology may be used to 
further our work, along with the 
potential cautions and risks, the 
result is an educated body of pro-
fessionals dedicated to the 
enhancement of our field and cli-
ents. Becoming informed requires 
both personal and professional 
commitment. The following steps 
are a great place to start:

• Strive to integrate journals 
addressing technology into 
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“Don’t be the kid 
who picks up his 

marbles and races 
home because he 
doesn’t like where 
the game is going. 

An environment rife 
with unique and 

challenging opinions 
is an exciting place 

to be because it is the 
best breeding ground 

for growth.”

Marketing Matter$

The Key to Selling: Become a Priority
By Nathan Jamail

The customer loves our service 
and they want to buy from us, but 
right now they are handling some 
higher priority situations. However, 
I am sure right after that they are 
definitely going to buy from us!

If you constantly hear yourself 
or one of your sales professionals 
make this statement and find that 
the customer still has not purchased 
your EAP service after several 
months, you need to understand 
something; you are NOT a priority 
to the customer and you need to 
become one. Why is it that a sales 
professional’s number-one priority 
is to close the sale and yet buying 
the product is the prospective cli-
ent’s last priority? If the product or 
service helps the customer, they 
like it, they want it, then why 
would it not be a top priority, if not 
the number-one priority? 

The answer is simple. Your 
service cannot become a poten-
tial client’s leading priority until 
you understand the customer’s 
priorities. There are several 
things you can do to move  
buying your service up on the 
customer’s priority list:

v Sell value, not price. A sales-
person must create a sense of 
urgency or become the customer’s 
priority, but the difference between a 
sales clerk and sales professional is 
that the sales professional should 
stay away from trying to be the 
cheapest. Selling on price alone 
devalues the service; it is about sell-
ing the value, the benefit, not the 

price alone. In addition, when you 
focus on the customer’s priorities in 
the beginning by asking the right 
questions, you are able to influence 
the customer to buy now without 
resorting to desperate tactics.

v Develop questions that will 
allow you to understand the 
goals and priorities of the pro-
spective customer. The better 
you understand them, the more 
likely it is that you will be able to 
show how your EAP service will 
help benefit the customer as their 
top priority. Ask questions to truly 
understand the prospect’s respon-
sibilities and the pains of their 
job until you’ve gained enough 
knowledge to directly show how 
your EAP service can help them 
with their immediate goals or  
priorities. By doing this, the 

prospective customer knows they 
need to buy now.

 
Summary

There is no magic wand for 
closing more sales, and coming up 
with witty catch phrases will not 
do much more than get a good 
laugh. The real magic lies in the 
preparation and the skill of selling. 
You can close more sales when 
you focus on the benefit the pro-
spective customer is looking to 
obtain, not just the benefit of your 
EAP service. When you under-
stand the prospective customer’s 
priorities, you will be able to 
become a customer’s priority. 

Nathan Jamail, the best-selling author of “The 
Playbook Series,” is a motivational speaker, 
entrepreneur and corporate coach. To find out 
more, visit www.NathanJamail.com.
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Something We Should 
Know About?

Send your announcements, press releases and 
news tips to Employee Assistance Report,  

(715) 445-4386 or email  
mike.jacquart@impacttrainingcenter.net.

EMPLOYEE 
ASSISTANCE REPORT
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your professional reading 
schedule. Moreover, become 
aware of how colleagues are 
implementing various forms 
of technology.

• Examine your own technol-
ogy use, and set out to 
become a digital explorer.

• Consider volunteering to 
serve on a professional com-
mittee that is addressing 
technology in the field.

The key lies in remaining 
open to novel and innovative 
methods of utilizing technology, 
while maintaining a critical and 
discerning stance that ensures 
balance. Stay in the conversation 
by remaining engaged.

Summary
Walking away from the table 

because we don’t agree with 
what we sense to be the trend 
only negates our ability to influ-
ence the future path of our field. 
Our profession needs the voice 
of each and every one of us. 
Don’t be the kid who picks up 
his marbles and races home 
because he doesn’t like where 
the game is going. An environ-
ment rife with unique and chal-
lenging opinions is an exciting 
place to be because it is the best 
breeding ground for growth.

Only time will tell whether 
the counselor mentioned earlier 
will choose to remain in prac-
tice. My hope is that she recon-
siders her plan and offers her 
voice to the discussion surround-
ing the use of technology. 
Though I may not personally 
agree with her views, I whole-
heartedly welcome her to the 
table. It is my belief that her 
voice, joined with others, can 
effectively mold and shape the 
future of professional counseling 
in such a way that it has the 

Editor’s Notebook

responding to emails. Technology 
isn’t everything!

But you can’t bury your head in 
the sand either. … Once you do 
know these things, you wonder how 
you managed without it! It’s diffi-
cult for a 50-something like me to 
learn technology, but that doesn’t 
mean I can’t try. With only  
minimal help, I was able to set up 
a blog at http://impactpublishing. 
wordpress.com several years ago, 
which now boasts more than 250 
posts! I still have a long way to 
go, mind you, but the key is to 
keep plugging away. As the say-
ing goes, “the longest journey 
begins with a single step.” You 
never know where those baby 
steps may lead!

Mike Jacquart, Editor
(715) 258-2448

mike.jacquart@impacttrainingcenter.net

As Michelle 
Stone, author of 
this month’s cover 
story correctly 
points out, every 

profession has benefitted from 
technology. Young people in my 
field are amazed when I tell them 
stories about having to print out 
copy, run it through a waxing 
machine, and then slap it on lay-
out sheets … no electronic pub-
lishing! Would I want to go back 
to those days? No way!

But it isn’t easy to keep up with 
technology, nor does it resolve 
communication problems either, 
as discussed in this month’s 
Brown Bagger insert. A columnist 
I once worked with that was diffi-
cult to reach by phone, bubbled 
about having email since it was 
pretty new at the time. As it 
turned out, it just meant that 
instead of not returning your 
phone calls, now she wasn’t 

potential to benefit many. There 
is a chair at the table for every-
one. Allow me to be the first to 
offer one to you. 

Editor’s note: Next month, 
watch for a story about some of 
the benefits that technology can 
offer EA professionals.

With over 15 years of experience in the 
helping professions, Michelle Stone has 
worked with a variety of populations 
and organizations, providing both direct 
services as well as consultation. She holds 
a degree in psychology and intends to 
research computer-mediated human inter-
action while pursuing a graduate degree. 
She may be reached at michelle.d.stone@
gmail.com. Editor’s note: This article 
originally appeared on CT Online, the 
website of “Counseling Today,” which is 
published by the American Counseling 
Association (www.counseling.org) and is 
reprinted with permission.

Keeping... cont’d from Page 2

Resources
 Power Relationships: 26 

Irrefutable Laws for Building 
Extraordinary Relationships, by 
Andrew Sobel and Jerold Panas, 
$25, Wiley. The authors provide 
powerful insights into how to 
build deep, trusting relationships – 
even with difficult people.

 Cross-Training Employees, 
$99, PDF download, PBP 
Executive Reports, (800) 220-
5000, www.pbpexecutivereports.
com. Cross-training employees is 
quickly becoming an essential part 
of managers’ job descriptions. 
This report shows how. 

Supporting Our Veterans

Resiliency Programs Adjusted  
for Military Families

Psychologists are adapting 
evidence-based resiliency 
programs to help military 

families and couples. The programs 
are often tweaked from interven-
tions already shown to work with 
other populations, and they are 
standardized across sites, so if fam-
ilies move – as military families 
often do – they can pick up the pro-
gram right where they left off.

“Family interventions are par-
ticularly important with the people 
who served in Iraq and 
Afghanistan because unlike in pre-
vious conflicts, about half have 
children, many of them very 

young,” states Heather O’Beirne 
Kelly, PhD, a lead staffer for mili-
tary and veterans policy.

“Parenting young children and 
negotiating the many stressors asso-
ciated with all phases of deployment 
can present a major challenge,” she 
adds. “We are thrilled to see the 
Department of Defense collaborat-
ing with psychologists to employ 
empirically based programs that 
capitalize on military families’ resil-
ience and strengths.”

Parent-child interaction therapy 
combines coaching, practice and 
support to ensure that parents learn 
positive parenting skills.

Preliminary results show the 
adaptation is working: Parents’ 
stress levels went down, their par-
enting skills improved, and the 
couples even reported greater mar-
riage satisfaction. Their children’s 
behavior also improved signifi-
cantly. Now the team plans to 
implement the intervention with 
more than 60 military families 
nationwide in an expanded demon-
stration project. 

Source: American Psychological Associa-
tion. Editor’s note: Story ideas for this col-
umn should be directed to mike.jacquart@
impacttrainingcenter.net.

Marketing Matter$

Raising Awareness is Key

Between shootings, bombings 
and terrorism, to say we live 
in an anxious society is an 

understatement. However, as employ-
ee assistance professionals it creates 
an opportunity to demonstrate the 
value of behavioral consultative work.

But EA professionals need to be 
more visible and raise the profile of 
EAPs in the workplace. With everything 
going on in the world, we should be 
hearing from EAPs more than we are! 
The fact remains that most EA profes-
sionals need to become better marketers. 
The following are some suggestions:

v Become an expert on a work-
place issue. Media love having area pro-
fessionals they can contact to localize 
stories on important workplace, behav-

ioral and related topics. Meet with local 
media and let them know you are avail-
able for an interview or comment when 
your area of expertise hits the press. The 
free exposure will raise awareness of 
both the EAP profession and your indi-
vidual EAP. It’s a win-win!

v Get on a local speaking cir-
cuit. Don’t get pigeonholed into only 
hanging out with EAP colleagues. 
Utilize Chamber of Commerce, civic 
groups (think Lions, Rotary, etc.) 
and others to raise awareness of an 
issue. You can capture a great deal of 
attention by being seen as a reliable 
source of credible information.

v Network everywhere and with 
everyone. People frequently think of 

networking only at events such as 
Chamber of Commerce and profes-
sional association gatherings. But 
some of the most productive business 
contacts come from chance encoun-
ters – at the grocery store, ball games, 
doctor’s offices, etc. Be alert to these 
possibilities by preparing a 30-second 
“elevator speech” so you can be ready 
to explain the services that you offer.

Summary
Get out there, and let folks 

know who you are and what you 
do. The EAP profession is too 
important for people to not be 
aware of us. 

Sources: Thomas McNulty, president of Suc-
cess Stories, Inc.; and www.selfgrowth.com.
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On the Job

Bad Workplaces 
Override Wellness

Internet Treatment 
Offers Promise

Computer-delivered inter-
ventions have the potential 
to improve access to quali-

ty addiction treatment care. The 
objective of a recent study was to 
evaluate the effectiveness of The 

Therapeutic Education System 
(TES), an Internet-delivered 
behavioral intervention that 
includes motivational incentives, 
as a clinician-extender in the treat-
ment of substance use disorders.

Compared with patients in the 
treatment-as-usual group, those in 
the TES group had a lower drop-
out rate and a greater abstinence 
rate. This effect was more pro-
nounced among patients who had 
a positive urine drug or breath 
alcohol screen at study entry.

Internet-delivered interventions 
such as TES have the potential to 
expand access and improve addic-
tion treatment outcomes. 
Additional research is needed to 
assess effectiveness in non-spe-
cialty clinical settings and to dif-
ferentiate the effects of the 
community reinforcement 
approach and contingency man-
agement components of TES. 

Source: American Journal of Psychiatry.

Legal Lines

Social Media May Raise 
Discrimination Concerns

The use of social media has 
become pervasive in today’s 
workplace and, as a result, is 

having an impact on the enforcement 
of federal laws, a panel of experts 
told the U.S. Equal Employment 
Opportunity Commission (EEOC) at 
a meeting convened to gather infor-
mation about the growing use of 
social media and how it impacts the 
laws the EEOC enforces.

Lynne Bernabei, of Bernabei & 
Wachtel PLLC, explained how use of 
personal social media accounts could 
figure into situations of workplace 
harassment. Even if employees post 
harassing or derogatory information 
about co-workers away from the work-
place, for example, an employer may 
be liable for a hostile work environ-
ment if it was aware of the postings, or 
if the harassing employee was using 
employer-owned devices or accounts.

“The issue is further complicated as 
more employers use a ‘Bring Your Own 
Device’ policy, in which they require or 
expect employees to use personal lap-
tops, smartphones, or other technology 
while on the job,” Bernabei observed.

The other major area addressed 
by witnesses was the increased use 
of social media as a source of dis-
covery in employment discrimina-
tion litigation, even when housed on 
third-party sites. Rita Kittle, a Senior 
Trial Attorney in EEOC’s Denver 
Field Office, warned, however, that 
the increased effort to access private 
social media communications may 
have a chilling effect on persons 
seeking to exercise their rights under 
federal anti-discrimination laws.  

The EEOC has addressed some 
of the issues surrounding the use of 
social media, Acting Associate 
Legal Counsel Carol Miaskoff testi-

fied. In one reported decision aris-
ing from the federal sector, EEOC’s 
Office of Federal Operations found 
that a claim of racial harassment 
due to a co-worker’s Facebook 
postings could go forward.

Additionally, in response to a let-
ter from Senators Charles Schumer 
and Richard Blumenthal, the EEOC 
reiterated its long-standing position 
that personal information —such as 
that gleaned from social media post-
ings — may not be used to make 
employment decisions on prohibited 
bases, such as race, gender, national 
origin, color, religion, age, disability 
or genetic information.  

The EEOC enforces federal 
laws prohibiting discrimination in 
employment.  More information 
about the EEOC, including a tran-
script of this meeting, can be 
found at www.eeoc.gov. 
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On the Job

Researchers Link Social  
Media to Depression

If you’re feeling down, try 
spending more face-to-face 
time with your friends and less 

Facebook time with them, accord-
ing to a new study conducted by 
psychologists at the University of 
Innsbruck in Austria.

The researchers found that spend-
ing time on Facebook can depress a 
person’s mood even if there is no 
particular reason to feel sad. The 
reason for this, they say, is that 
social media such as Facebook and 

Twitter can make us feel as though 
we’re wasting time much more than 
general Internet browsing.

The researchers gave users reg-
ular surveys about how they were 
feeling at different times during 
the day and found that many of 
them showed a noticeable drop in 
mood after spending a significant 
amount of time on Facebook. 
Conversely, participants in the 
study who just surfed the Internet 
but who didn’t visit social media 

websites did not report feeling 
anywhere near as glum.

In their conclusion, the 
researchers said that,“Although 
Facebook is an excellent tool for 
… staying in touch with acquain-
tances, there are serious disadvan-
tages of using it, such as envy, 
lowered life satisfaction of basic 
psychological needs, and damp-
ened mood.” 

Source: BGR Media, LLC.

Health and wellness programs 
are virtually meaningless if 
a workplace culture is bad, 

according to Jeffrey Pfeffer, a pro-
fessor of organizational behavior at 
Stanford University’s graduate 
school of business. Pfeffer said that 
unhealthy workplaces can cause up 
to 125,000 employee deaths each 
year and add up to $130 billion in 
excess annual company costs.

“Many of the individual behav-
iors you are focusing on in your 
health and wellness programs [such 
as] stop smoking, eat better, exercise 
more, are in fact the consequences 
of the environments in which they 
[employees] are working,” Pfeffer 
says. “If you work people to death, 
of course they are going to smoke 
more, drink more and eat worse.”

When determining well-being 
and longevity of workforces, 
Pfeffer said that most company 
wellness programs – which conven-
tionally promote individual health 

and wellness, biometric screenings 
and smoking and drinking cessation 
programs – fall short of really insti-
tuting change. Indicators such as 
work-family conflict, lack of job 
control, perceived fairness at work, 
as well as layoffs and economic 
insecurity, all play a huge role in 
workforce health, he added.

“If I offer health and wellness 
programs, and diet and exercise 
assistance, but I do not change the 
conditions in which you work, I 
am fighting a losing battle,” 
Pfeffer says.

According to Pfeffer’s research, 
some European countries report, on 
average, 22.4% less in workplace 
health care costs than American com-
panies. If the U.S. were to take up 
similar European approaches to work-
place health and health care, it would 
result in a $42 billion reduction in 
health care spending, he said. 

Additional source: Employee Benefit News.
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