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Employee
Assistance
Report

had the opportu-
nity recently to
interview Dave
Worster, director
of EAP services
for Concord
Hospital in
Concord, N.H.,
and president of
the Employee
Assistance

Professionals Association (EAPA).
Worster discussed EAPA
initiatives and important issues
affecting employee assistance 
professionals. The following is 
an edited summary of that 
conversation.

EAR: Some EA professionals
believe that too many EAPs are
trying to be too many things to too
many people and are losing their
identity in the process. Would you
agree this is a problem, and if so,
what might be some solutions to
this quandary?

DW: I agree that many of us are
concerned about EAPs losing our
identity in the process of trying to
be all things to all people. Our his-
toric roots lie in working with
supervisors and organizations to
encourage constructive interven-
tion about job-performance prob-
lems related to alcohol and other

substance use problems.
However, the natural evolution

of EA services: the advent of
“broad brush” approaches; the
changing marketplace and demand
for EA services; and the develop-
ment and prevalence of network
models of service delivery mod-
eled after managed care, have cre-
ated major confusion and
misunderstanding on the part of
most people outside our field (and
some inside) about what EA is —
and isn’t.

I think this has encouraged
commoditization of EA services
and what appears to be a tendency
on the part of purchasers of our
services to see EAP as a fragment-
ed menu of program options as
opposed to a comprehensive orga-
nization-wide service. Some of the
EAPs I have spoken with have felt
pressured to cooperate in this
effort in order to maintain their
market share, even at reduced fees.

As a result, I believe it has
become increasingly difficult for
business leaders, brokers, and HR
professionals to differentiate
between EAPs and behavioral
health services. This does our pro-
fession a disservice and places EA
programs at risk as businesses
look to reduce their benefit bud-
gets by potentially eliminating ser-
vices that may appear to them to
be redundant with their behavioral
health insurance as well as expos-

ing EAPs to myriad and costly
regulations such as HIPAA, ERISA,
COBRA, etc.

In my opinion, the solution is
two-fold:

We need to work toward
some clear and universally
accepted understandings within
our profession about who we are
and who we are not. It is essen-
tial that we work collaboratively to
identify areas of agreement. After
many conversations with a variety
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of practitioners over the years, I
believe the process of having this
dialogue will uncover many more
areas where we agree than we may
have previously thought.

We must educate those out-
side our field. We need to consis-
tently make it clear that EAPs are
different from other workplace
services; both in our behaviors and
in the language we use to describe
what we do. I think this specifical-
ly requires EA practitioners, and
particularly EA affiliates, to pro-
ject clear understandings of which
of their offerings are EA services,
and which are something else.

EAR: Is the EAP profession
overlooking some areas in which it
can make itself indispensable to
corporate clients and other orga-
nizations? If so, what might some
of these areas be?

DW: I think the biggest oppor-
tunity to make a big impact to cor-
porate clients lies in being able to
articulate a value proposition for
each company — that specifically
addresses how the EAP supports
organizational goals.

For example, our EAP once
spent several hours with the HR
leaders of one of our client compa-
nies, to discuss their goals for the
year. When we wrote our annual
report, we highlighted the number
of cases in which our intervention
supported their goals, especially
risk reduction.

Early the next year, the client’s
insurance broker offered them a
package with a “free EAP.”
Despite significant budget issues,
the company decided to stay with
us because of the demonstrated
added value. My belief is, the
more we do this kind of reporting,
the more solid our standing with
client companies will become.

EAR: What do you see as the
impact of the recent mental health
parity legislation on the EAP
field? Or is too early to say?
Similarly, what about the effect of
President Obama’s health care
reform legislation? Are these two
issues interrelated?

DW: At last fall’s Annual World
EAP Conference in Dallas, several
members of EAPA’s leadership
team were invited to meet with
some high-ranking Obama
Administration officials. We dis-
cussed our concerns about the
potential impacts of parity and
health care reform. The interim
rules have been published, but
they need to be analyzed carefully
to determine what they mean in
practical terms.

Hopefully, increased access to
services will be the result and that
will help our work, but I don’t
think anyone can count on that at
the present time. I think all of us
need to remain vigilant and take
every opportunity to talk with our
elected officials to help educate
them on this issue — from an EAP
perspective.

I think this issue ties into the
matter I mentioned earlier about
the blurring of the distinction
between EAP and health insur-
ance, and behavioral health care. It
is essential that decision makers
are educated about those differ-
ences. 

EAR: Could you briefly discuss
the current state of EAPA? What
have been a few successes this
past year that EA professionals
should be aware of? What are
some goals or other challenges
that lie ahead for the organization
for the rest of 2010 and beyond?

DW: I believe that EAPA has
continued to work diligently
toward realizing our goal of pro-
viding value-added services to our
members. Examples include:

 Improving the EAPA website
to make it more helpful and user
friendly;

 Sponsoring a range of educa-
tional offerings;

 Providing timely public poli-
cy updates on various develop-
ments (Knox-Keene, parity, health
care reform);

 Offering information about
worldwide disaster-relief efforts;
and

 Publishing updated ethical
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U.S. and around the world. As
stated earlier, we need to identify
and celebrate our similarities, and
build on areas of consensus —
rather than being divided by our
differences. We need to adopt an
inclusive understanding that our
work can — and should — vary
depending on the individual work
setting.

We must provide services in
creative ways. Whenever possible,
those services should extend be-
yond “individual clinical sessions”
to include consultation with man-
agement, trainings of various
kinds, site visits, and critical inci-
dent response that supports en-
hanced relationships with the
workplace.

Within our field, we must strive
to reach agreements whenever
possible about who we are, and
agree to air our disagreements pri-

guidelines and program standards.
(Editor’s note: See the cover arti-
cle in the April 2010 EAR.)

I particularly wish to commend
the headquarters staff and EAPA
Board for maintaining these activ-
ities and services despite the diffi-
cult economic climate. While it’s
true that we face some daunting
challenges, I am pleased to say
that our hard work has put EAPA
in a position to weather this storm
and continue our important work.

For example, the EAPA Board
recently completed a strategic-
planning process. The end result
was an action plan that addresses
realistic, achievable steps that we
can take to help our profession
work through these challenges,
and to thrive in the future.

In addition to providing rele-
vant services to our members, we
are looking to reach out to affili-
ate providers, EAP support staff,
and students to enhance their
understanding of the field. We
will also be working to enhance
EAPA’s media connections and to
monitor public policy issues, and
to respond in a timely fashion.

We propose to work collabora-
tively with corporate leaders, leg-
islators, and others, to develop a
practical, value-based proposition
that expresses, in business terms,
the worth of comprehensive EA
programs to the workplace. The
importance of establishing a uni-
fied and credible voice for our
field cannot be overstated. We
believe this agenda is ambitious,
but it’s essential — and it’s do-
able.

EAR: What is some final
advice that you have for your
peers in the EAP field?

DW: There is tremendous
diversity in our field, both in the

EAPs & EAPA continued from Page 2

vately. This is crucial in order to
present a unified, coherent voice to
decision makers and the general
public.

I encourage colleagues to
explore the needs of their client
organizations and the organiza-
tion’s managers, supervisors, and
employees. We must utilize our
understanding of their needs to
provide the best approaches possi-
ble.

It’s been said before, but we
must also learn “business speak”
and furnish reports in business-rel-
evant terms that link outcomes to
organizational goals such as health
and safety. Then, we must use
these reports to educate business
leaders and HR professionals
about how personal problems
affect work, how work impacts
personal problems, and how EAP
can help.

A subscriber
phoned us recently
with questions
about scoring the
workplace out-

come suite that EAR included as a
special insert with the February
issue. We thought that if this reader
had questions, others might, too, so
below is an email response we
received from Rik Lennox, creator
of the suite:

“The five scores are calculated
as the simple sum of the respective
items — the theoretical range
would be 5 to 25. [Items] 17 and 20
are scored in the negative direction
and need to be reflected (change 1s
to 5s, 2s to 4s, 3s stay the same, 4s
to 2s, and 5s to 1s). Then, add them
to the other three life satisfaction
items. The scales are stand-alone
measures, and there is no total
score calculated at this time.”

Editor’s Notebook

Dave Sharar, a collaborator on
the project, concurs, adding:
“Presenteeism [involves] adding
Questions 6-10. Absenteeism
[involves] adding Questions 1-5 to
obtain the total hours missed.”  

Readers with additional 
questions should contact Rik at
rlennox@bellsouth.net or Dave at
dsharar@chestnut.org.

*****
I wish to thank Dave Worster for

his time in providing some thought-
ful answers and insights for this
month’s cover article. Watch for a
page 1 story on a related topic next
month. I hope your summer is off
to a good start. Until next time.

Mike Jacquart, Editor
(715) 258-2448

mike.jacquart@impacttrainingcenter.net



The use of “gadgets” such as
smartphones and other hand-
held devices may make

employees more productive, but they
haven’t made the workplace more
polite, a new survey suggests.

More than half (51%) of chief
information officers (CIOs) inter-
viewed have seen increased instances
of poor workplace etiquette resulting
from more frequent use of mobile
electronic devices.

“Although the rules of tech eti-
quette vary from business to business,
it’s always a good idea to give people
you’re collaborating with your 
undivided attention,” said Dave
Willmer, executive director of Robert
Half Technology. 

Robert Half Technology, which
conducted the survey, identifies five
types of tech-etiquette offenders, and
offers tips for making sure you’re not
one of them:

Thinking about tapping your col-
leagues for advice on how to
get ahead? You may want to

reconsider, a new survey by the
Creative Group suggests.

Nearly six in 10 executives said
they have received bad career advice
from co-workers. Another 54 % have
been steered in the wrong direction by
their bosses.

Survey respondents also were asked
to describe the worst career advice
they have ever received. For many, it
was a recommendation to play it (too)
safe; while some were encouraged to
make overly risky moves; and still oth-
ers were presented with advice that
benefited the person giving the sugges-
tion, rather than the co-worker who

requested the tip.
“As with any advice, it’s wise to

consider the source,” said Donna
Farrugia, executive director of the
Creative Group, which conducted the
survey. “Although many managers and
co-workers have your best interests at
heart, the fact that your professional
actions may affect them may color
their judgment.”

The Creative Group offers the 
following tips for those seeking 
career advice:

1. Find the voice of experience.
Get the perspective from someone
who has faced a similar situation. For
example, if you’re looking to make a
big job change, talk to someone who
has embarked on a new career. If
you’re having trouble finding suitable
contacts, use social networks like
LinkedIn.

2. Let your ambitions be your
guide. When contemplating advice, be

sure to differentiate between the ambi-
tions others may have for you and
your own.

3. Help them help you. Even those
who aren’t personally invested in your
success may find it hard to provide
counsel if they don’t know your career
goals. Describe your professional ob-
jectives and values to acquaintances,
and you’ll help them give better advice.

4. Don’t put all your eggs in one
basket. When making an important
career/job decision, tap many sources
for advice, including recruiters, career
experts and trusted mentors. A variety
of information can help you to make
the most informed choice.

5. Keep it coming. Thank everyone
who takes the time to provide career
tips, and keep in touch with all helpful
sources, returning the favor when 
you can.

Source: Creative Group
(www.creativegroup.com).

 The misguided multi-tasker —
This person thinks that emailing or tex-
ting during a meeting or conversation
demonstrates efficiency. But others
may regard it as a sign that they prize
their BlackBerry more than the compa-
ny they keep. Unless you want to create
potential animosity at work, use your
handheld device only in an urgent situ-
ation and step out of the room to reply.

 The email addict — If you’ve
ever played email tag with a colleague,
you’ve likely encountered this person.
He or she relies on a constant stream of
emails, instant messages or texts to
communicate all of his/her needs, often
thinking it will save time. But excessive
messaging, particularly regarding trivial
things, can be inefficient and disruptive.
A phone call or in-person discussion
can often resolve issues more quickly.

 The broadcaster — This person
has no shame when it comes to using
his cell phone anytime, anywhere —
including hallways and restrooms —

to discuss anything. It’s disrespectful.
Limit private conversations to 
private places.

 The cyborg — It’s rare that you
will see this person without the blink-
ing glow of a Bluetooth headset or
iPod earbud nestled in his or her ear.
Keeping a wireless earpiece or head-
phones constantly plugged in signals to
others who may need to speak to you
that you’re not available. Show that
you are accessible to colleagues by
using earpieces in the office with dis-
cretion and consideration for those
around you.

 The distractor — This person
may have good intentions in setting
his/her phone to vibrate rather than tor-
turing colleagues with a cheesy ring-
tone, but hearing it repeatedly buzz
loudly on a desktop or during a meet-
ing can be just as distracting. A better
solution: Set your phone to silent or
keep it in your pocket.
Source: Robert Half Technology (www.rht.com).
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By Patricia Fripp

Even the most experienced
salesperson — and let’s
face it, EA professionals

DO act as salespersons when
pitching potential clients — can
use some coaching now and then.
As a result, this two-part article
lists the most common mistakes
that salespeople make and how to
avoid them. Part one looks at six
of these goofs — part two will
address the remaining errors.

 Unclear thinking — If you
can’t describe the objective of
your interaction in a single sen-
tence, you may be guilty of trying
to say too much at once. You’ll
confuse your listener, and that
doesn’t make the sale. Decide
exactly what you need to accom-
plish in this contact.

Imagine that a busy executive
says, “You have exactly 10 min-
utes  to tell me what you want me
to know about your EAP. In one

sentence, tell me how I should
describe your benefits when I talk
to my managers tomorrow.”

At any stage of the sales
process, you should know in
advance why you are interacting,
what benefits you are offering
your prospect or client, and what
you’d like the next step to be.

 No clear structure — Make
it easy for your corporate prospect
to follow what you’re saying,
whether it’s in a casual conversa-
tion or a formal presentation.
Otherwise, you may forget to
make a key point. If you waffle or
ramble, you’ll lose your listeners. 

 Talking too much —
Salespeople often talk too much
about themselves and their service
or product. They make a speech
rather than having an exchange
or interaction.

The key to connecting with a
client is conversation — the secret
of client conversation is to ask

questions; the quality of client
information received depends on
the quality of the questions — and
waiting for, and listening to, the
answers!

 No memorable stories —
People rarely remember exact
words. Support key points with
vivid, relevant stories. Tell stories
about satisfied clients, and paint a
picture of how your services will
improve this prospect’s company.

 No third-person endorse-
ments — There’s a limit to how
many bold claims you can make
about your organization and
results, but there is no limit to the
words of praise that can gush from
your delighted clients. When you
are using their actual dialogue,
“you” can say much more glowing
things than you could if the words
were actually your own. 

 No emotional connection —
The most powerful communication
combines both intellectual and
emotional connections. Intellectual
includes data and reasoned argu-
ments. Emotion comes from
engaging the potential client’s
imagination, involving them in
your stories, and from answering
their unspoken question, “What’s
in this for me?”

A customer is going to justify
doing business with you for spe-
cific analytical reasons. What
gives you the edge is creating an
emotional connection as well.

NEXT MONTH: The remaining
mistakes that salespeople make are
explained.

Patricia Fripp is an executive speech
coach, sales presentation trainer, and
keynote speaker on change, customer ser-
vice, promoting business, and communica-
tion skills. For more information, visit
www.fripp.com.
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By Lydia Ramsey

Ionce became a grandmother and
a widow within a three-week peri-
od. However, the truth is that grief

is an issue that confronts everyone at
some point.

It’s often difficult to know what to
say or do when someone dies, so I
want to share what I’ve learned that
may help when someone you know —
whether client, colleague, or friend —
loses a loved one.

First, it’s important to do some-
thing. Many of us are so uncomfort-
able with death that we don’t do
anything. Don’t make that mistake.
Any gesture is comforting.

Attend the funeral or memori-
al service if possible. Your presence is
a sign of support. Even if you can’t
speak directly to the family, you can
sign the guest book, and they will
know you cared enough to show up.

Make a contribution to the
charity indicated by the family.
Honor the wishes of the deceased. If
you missed the funeral notice, call the
funeral home. They’ll have a record.

Cats, dogs, and other pets are
part of the family in more
than half of American house-

holds. As a result, the death of a pet
can trigger a grieving process similar
to what happens after the loss of a
close friend or family member,
according to a recent issue of the
Harvard Mental Health Letter. 

Little research has been done about
grief after the loss of a pet. The few
studies that do exist suggest that the
grieving process can go on for weeks
or even months.

One study of people who lost pets
found that one-third of them experi-
enced grief and sadness for at least six
months. Elderly people, who may be
lonely after surviving the loss of
spouses, family, and friends, are par-
ticularly prone to pronounced grief
when a pet dies.

However, it’s time to seek help
when these emotions and the grieving
process become so severe that they
interfere with a person’s ability to
function in daily life. (This principle

Be specific when you offer to
help. It’s easy to say, “If there’s any-
thing you need, call.” The problem is,
while the intentions may be real, I did-
n’t know what to say. One neighbor
offered to walk my dog. Another per-
son who was handy with household
repairs offered to help if anything
needed fixing. Once people were clear
on what they could do, I knew where
to turn for help.

Make a note of the date of the
death. Later on, honor the anniversary
with a note or call that says you
haven’t forgotten.

Summary
I hope that what I’ve learned will

help you the next time someone close
to you suffers a loss.

Lydia Ramsey is a business etiquette
expert. For more information, visit
www.mannersthatsell.com.

Write a personal note of con-
dolence as soon as possible. Such
notes are a source of great comfort.
Some people simply acknowledged
their sorrow for my loss. Others
described what my late husband,
Hank, meant to them personally.
Commercial sympathy cards are
equally cherished, but be sure to add a
short personal note.

Send flowers unless the family
specifies otherwise. Flowers add
warmth and are visual reminders of
support. Flowers and personal gifts
continued to arrive in my home weeks
later to confirm that neither my pain
nor I had been forgotten.

Offer food and other daily liv-
ing items. Grocery shopping and
making meals are the last things that a
grieving family wants to worry about.
A thoughtful neighbor called me and
asked, “I’m going to the grocery store.
What do you need?” My response
was a baffled, “I have no idea.” That
didn’t stop this kind, generous person.
She filled her car with everything
from fresh fruit and vegetables to
paper towels and toilet tissue — even
pet food!

applies whether the person is 
mourning the loss of a person or an
animal.) In the study just cited, only a
small percentage of people could no
longer function because of the loss of
their pet.

However, if grief is overwhelming,
it may be time for this person to 
consult a mental health clinician, who
can offer professional advice.

Source: Harvard Health Publications
(www.health.harvard.edu).

On the Job

Clinical Perspective

Learn the Etiquette of Sympathy

Grieving is Normal After Loss of a Pet
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The stress, change, and flood of
emotions associated with un-
employment are not limited to

those who have lost their jobs. Often,
families and significant others experi-
ence their own sense of turbulence
when loved ones have been downsized. 

This reaction is common but some-
times problematic for job seekers in
the midst of their transition, warns Lisa
Caldas Kappesser in her recently
released book, The Smart New Way to
Get Hired: Use Emotional Intelligence
and Land the Right Job. 

“Although family members and
loved ones often mean well, they can
be an obstacle during the job search.
They want to support you, but their
actions do not always turn out to be
supportive,” explains Kappesser. “For
example, if ‘Mom’ loses her job, a
teenager’s main concern may be that
‘Mom’ won’t have the money to buy
her a prom dress. Such situations are

difficult for both the family and the job
seeker, all of whom are trying to cope
with the changes in the financial situa-
tion and lifestyle.”

In her book, Kappesser identifies
job-search obstacles and explains how
using emotional intelligence (EQ)
skills can help everyone cope more
effectively. The following are some
examples:

nCommunication: Discuss with
your family what your job search strat-
egy is and what steps you have taken
or plan to take in the near future.
Communication is critical in families,
particularly in times of stress and crisis
when many people tend to withdraw. 
n Empathy: Remember that job

transitions affect the entire family.
Everyone needs support and under-
standing. If you have children, listen to
their concerns and keep in mind that
most children are egocentric. 

nOptimism: Be a good role
model for your family in how to deal
with crisis and change. Your children
will be looking for a job one day, and
they will remember how you handled
it. They learn from your behavior, so
it’s best to model positive behavior. 
nCooperation, collaboration,

and teamwork: Let your family know
you want to work together to tackle the
challenges ahead. In that way, every-
one will feel like they are managing
the problem. 
nAdaptability: Stressful times are

often when new ideas and strategies
need to be tried. It’s normal to hang on
to comfortable ways of doing things
during stressful times, but encourage
each other to be flexible.
Source: Lisa Caldas Kappesser is president of EQ
Coaching Solutions, where she provides career and
executive coaching services. The Smart New Way to
Get Hired is available at www.amazon.com, major
bookstores and from the publisher (www.jist.com or
1-800-648-JIST).

Employee Assistance Report is published monthly. For subscription information contact: Employee Assistance Report, 1439 Churchill Street, Unit 302, Crystal Plaza, P.O. Box 322,Waupaca,
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engaged in rendering legal, accounting, or other professional services. If legal advice or other expert assistance is required, the services of a competent professional should be sought. (From
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products or services mentioned. No part of this newsletter may be reproduced in any form or by any means without written permission from the publisher, except for the inclusion of brief
quotations in a review which must credit Employee Assistance Report as the source, and include the publisher’s phone number, address, and subscription rate.

Quick Ideas

EQ Helps Families Cope with Unemployment

E-nough Already!
Do you find yourself checking

your email dozens of times a
day and jumping to reply

every time you hear or view the words,
“You’ve got mail!”?

Then it’s time to take control of
your inbox! Here’s how, courtesy of
Neat-o-rama — a website that collects
newsworthy tidbits from around the
Internet:

Cut down on potential distrac-
tions by turning off your email alert.
Studies show that the average person is
interrupted at work every three min-
utes, and it takes an average of 25 
minutes to completely concentrate
again after the interruption. 

Don’t check your email first

thing in the morning. You’re more
focused, energetic, and creative early in
the day, so don’t waste your best brain-
power plowing through your inbox. 

Check your email on a schedule
— say at 11 a.m., and 3:30 p.m. If your
business uses email to deal with cus-
tomers and process orders, you might
need to check it more often. Otherwise,
let the emails pile up so you can deal
with them all in one fell swoop.

When you open your inbox,
don’t let your emails stack up as a
sort of “to-do” list. Instead, work
your way through the list from top to
bottom and dispose of each email
immediately. Your choices: forward,
delete, archive, reply quickly, do the
task immediately, or add it to your to-

do list. After a bit of practice, you’ll be
able to quickly plow through dozens of
messages in short order.

If you go back and forth with
someone via email three times, it’s
time to pick up the phone. It’s clear
that whatever you’re discussing is tak-
ing more time over email than it would
with a quick back-and-forth discussion. 

Don’t write novel-length
responses. Keep emails short, stick to
the point, and don’t ask more than
three questions, or request more than
three actions. Studies show that when
people get a complicated email, they
tune out after the third or fourth
request. If your reply requires a long
email, you may be better off calling
instead.

Additional source: John Tesh: Intelligence
for Your Life (www.tesh.com).
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By Gary Foreman

At the
Dollar
Stretcher,

we receive ques-
tions like the fol-
lowing inquiry
from Sonny: “We
have a 5 year old
that is a very 
picky eater. He
won’t eat veggies,

except green beans or corn — and
meat, only hamburger or ham. Can
you give me some suggestions what
dishes I can make? We are tired of eat-
ing the same meals.”

I first wondered if this question
wasn’t better suited for a parenting 
column. However, after giving it more
thought, it occurred to me that it helps
illustrate a point about raising finan-
cially responsible children....and even-
tually, fiscally accountable adults. 
Let’s examine.

Controlling
What is Junior saying when he

refuses to eat anything but hamburger
or ham? Part of it’s good. He’s explor-
ing how much control he has over his
world, and although I’m not a child
psychologist, that strikes me as being
healthy...as part of the growth process. 

The bad part is that Junior is
attempting to dictate his surroundings.
In effect, he’s telling Mom and Dad
that he expects them to feed him only
the things that he likes. And it’s up to
them to perform to his standards.

Peas & Carrots and Finance
What does eating peas and carrots

have to do with finance? In this case,
quite a lot. If Sonny gives in to
Junior’s demands, he’ll expect that
others will, too — not only at dinner-
time, but in other areas. It will be an

unhappy surprise for Junior when 
they don’t. 

He won’t know how to handle it
when a boss expects him to perform a
task that he doesn’t like. He’ll rebel
when a purchase doesn’t make him as
happy as he expected. In short, he’ll
expect to get his way all of the time.
And, as we adults know, that’s not the
way that life works — especially in
our work and financial lives.

Serve a Variety of Foods
So what can Sonny do to avoid

mealtime boredom and a lifetime of
financial frustration for Junior? Begin
by serving Junior a variety of foods —
whether he likes them or not.

If dinner tonight consists of chick-
en and mashed potatoes, then that’s
what’s available for Junior to eat. He
may fuss and demand something dif-
ferent. That’s when Mom and Dad tell
Junior that nothing different will be
prepared for him. He can choose to
eat the chicken and potatoes...or wait
until the next meal. It’s his choice. 

If Junior runs away, don’t chase
after him. If he asks for a snack that
evening, inform him that that you’re
willing to reheat the chicken and pota-
toes. If that’s not acceptable he can
wait until breakfast.

After a day or two, Junior will real-
ize that Mom and Dad aren’t going to
give in. He’ll be faced with a choice:
Eat the healthy meal presented to him
or go hungry that night. It won’t take
long before he discovers that chicken
isn’t so bad!

Back to Junior & Finance
Let’s tie this back to Junior learn-

ing about personal finance. It’s impor-
tant for children to learn that we don’t
always get what we want. Trying to
do so will mean spending money that
we haven’t earned, and buying things
that we can’t afford — and then

expecting the world to fix the problem
that we created. 

Junior is better served by learning
to adjust his wants to the world
around him. He may want hamburger
every night, but chicken is good, too.
As an adult, he may want a new luxu-
ry SUV, but he can afford a less
expensive used cross-over. Not every-
thing he sees in the store fits within
his income.

Summary
To answer Sonny’s question, make

whatever dishes you’d like. Not only
will they be happier, but in the long
run Junior will be happier, too.

Gary Foreman is the editor of the Dollar
Stretcher website (www.stretcher.com) and var-
ious e-newsletters. The Dollar Stretcher is ded-
icated to helping people live better on the
money they already have.

Financial Advice for Picky Eaters
Money Matter$

Resources
Downsizing: Doing It Right

While Minimizing the Pain, $99,
.pdf download, PBP Executive
Reports, (800) 220-5000,
www.pbpexecutivereports.com.
Layoffs are painful, but when done
correctly the pain can be mini-
mized. Not only that, but morale
can be maintained, and the compa-
ny can bounce back even stronger.
This report shows how.

The Business Case for
Employee Health Management, by
Jim Reynolds, M.D., HealthFitness,
www.hfit.com/briefs.cfm.
According to the author of this
issue brief, employee health man-
agement (EHM) improves employ-
ee health and bolsters performance
and productivity. The brief provides
additional details about EHM and
its effective ROI measurements.
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