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If your customers have over-
weight employees, they’re
probably aware that they cost

them money. Common sense tells
you that an overweight worker
takes more sick days, which leads
to lower productivity, and higher
medical bills, which equals higher
insurance costs.

However, your clients might
not realize the severity of the
problem. According to Thomas
Gilliam, co-author of Move It.
Lose It. Live Healthy: Achieve a
Healthier Workplace One
Employee at a Time! obesity is
costing EAP customers big bucks,
which means it’s in an EAP’s best
interest to help their customers
assist employees in losing weight.

What Does This Mean for
Your Customers?

“I read an article in the Wall
Street Journal that reported that an
obese employee costs General
Motors about $1,500 more in
health services each year com-
pared to an employee with a
healthy body weight,” states
Gilliam.

“It went on to say that when
you consider that about 26% of
GM’s active workers and depen-
dents are obese, the problem is
costing the company nearly $1.4
billion more in healthcare costs
each year.”

Others concur. A new study
published in 2005 in the Annals of

Internal Medicine said the short-
and long-term risk of becoming
overweight or obese is greater than
originally stated.

One surprise finding was the
high risk of becoming overweight
or obese for the 30-39 age group.
These are individuals who general-
ly make up a good portion of a
company’s workforce.

If your customer employs 400
individuals with an equal number
of males and females, ninety-two
of the female workers will become
obese and 120 of the male worker
force will become obese within
four years.

In 2005, the obese worker cost
a company on average $1,426
more in health related costs each
year and that cost is expected to
increase to nearly $2,500 by 2010.
Using a conservative estimate of
$2,000 for 2009, obese workers
will cost the company $424,000 in
additional health-related costs each
year. Add to this figure, indirect
costs such as increased absen-
teeism, reduced productivity, and
increased risk for injury, and the

cost easily climbs into millions of
dollars.

According to Gilliam, the
Chicago Tribune reported that big
companies have seen per-worker
healthcare costs increase by more
than 80% just since 2000. “That is
a shocking jump,” Gilliam notes.
“When you consider the fact that
over 60% of the workforce is
either overweight or obese, you
have to assume that weight is a big
part of the problem. And you have
to realize that getting your
employees to slim down can result
in significant savings for the com-
pany. There’s simply no denying
it.”

Bridging the Gap
Perhaps not, but there’s a huge

gulf between knowing that
employees need to lose weight and
“making” them lose it. This is
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Scaling Down Obesity Costs

...obesity is costing EAP
customers big bucks, which
means it’s in an EAP’s best
interest to help their cus-
tomers assist employees in
losing weight.



veering into sensitive territory,
which is why corporations hire
experts to design and implement
wellness programs for their work-
ers.

“Encouraging weight loss is a
touchy issue,” Gilliam admits.
“Leaders think, ‘Well, it’s a per-
sonal matter and how much some-
one weighs is his or her own
business.’ The whole subject
makes leaders uncomfortable. But
the truth is, if you pay health
insurance for your employees,
obesity is your business. It directly
relates to your economic health,
which affects all of your employ-
ees in a very tangible way.”

• Be honest with people about
the impact of their excess
weight. It’s natural to dread
these types of conversations,
but remember that your cus-
tomer’s employees are adults.
They can handle it. Business
clients need to tell employees
honestly and directly that it’s
difficult to provide higher
wages and better benefits
when so much of the compa-
ny’s money is going to sup-
port illnesses that could be
prevented. In 2004, the aver-
age cost of a disability claim
caused by obesity was
$51,000 per year. 

• Focus on well-being, not
just the bottom line.
Companies implementing an
organization-wide weight loss
initiative can make the above
points in a letter or kickoff
meeting. But don’t discount
the power of personal, face-
to-face conversations. People
will respect you even more if
you look them in the eye and
tell the truth. And if you
express concern for their
well-being — rather than

focusing solely on the finan-
cial impact of obesity —
workers may even be touched
and appreciative.

• Commit to helping them
lose weight. It’s easier to
make a lifestyle change if
you have support. And having
the full, committed backing
of the company is a signifi-
cant benefit. Gilliam recom-
mends structured programs
because they make the effort
more “official” with built-in
tools and techniques that
increase the likelihood of
success. Certainly it is possi-
ble to “wing it” and create
your own program, particu-
larly if it’s a small company.
But be sure to invite all
employees to participate. This
will keep some workers from
feeling “picked on” and will
provide a helpful sense of
teamwork. And let’s face it;
there are few people who
don’t have at least five
pounds they want to drop!

• Offer incentives. What the
incentives should be may
vary widely. Some companies
may give small cash bonuses
or gift certificates for reach-
ing pre-determined mile-
stones. Others may offer
discounted insurance premi-
ums. Still others may make it
a “team thing” and set up
friendly competitions
between departments. For
example, the team that collec-
tively loses the most weight
might be rewarded with an
afternoon off. “Even small
incentives are powerful,”
Gilliam says. “Let’s be honest
— walking every day and
forgoing your coffee and
doughnut break can be a
drag. People like working
toward a concrete reward. Be
creative. Make it fun.”

• Teach employees the basics
of weight loss. The only way
to lose weight and keep it off
is to consume a moderate,
nutritious diet and exercise
regularly. Period. Fad diets,
fitness gadgets, and other get-
thin-quick schemes don’t
work. Obviously, though,
plenty of people are buying
into them or the sellers
wouldn’t be doing such a
booming business. You need
to help refute the myths and
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translates into more effective, pro-
ductive employees who are likely
to feel intense loyalty to you for
helping them turn things around.
So a company that empowers peo-
ple to lose weight may not only
see an improvement in healthcare
costs, it may gain better employ-
ees. And that, in and of itself, is a
good reason to make the commit-
ment.”

Gilliam and Jane Neill, R.D., L.D., are
authors of “Move It. Lose It. Live
Healthy: Achieve a Healthier Workplace
One Employee at a Time!” $19.95, T.
Gilliam and Associates, ISBN: 0-
9762703-0-7. Editor’s note: For more on
health and fitness, see this month’s Brown
Bagger and the new LifestyleTIPS© insert.

educate employees on the
realities of weight loss.

Weight Loss has Other Benefits
Ultimately, Gilliam says, prod-

ding employees to take control of
their weight can start a cascade of
positive results for companies,
many of which might surprise
them.

“Losing weight can be a very
life-affirming experience,” he
states. “People gain confidence.
They get happier. They see first-
hand the rewards of working hard
to meet goals. Ultimately, this

Obesity continued from Page 2

• High Healthcare Costs
• Financial Management
• Identity Theft

UPCOMING EAR FEATURES...

As we announced
earlier, this month’s
newsletter marks sev-
eral big changes to
Employee Assistance
Report.

First, recent read-
er surveys led us to change our
Poster from a bi-monthly insert to a
quarterly CATALOG that will offer
more eye-catching, full-color choic-
es for readers. A catalog is includ-
ed in this month’s newsletter.
Watch for the next one in a spring
issue.

Second, since readers asked for
additional health and fitness articles,
we are debuting LifestyleTIPS©, a
new monthly insert that will cover
health-related topics such as nutri-
tion, weight loss, diabetes, how to
talk to children about cancer, and
much more.

It’s a particularly perfect fit for
months when we’ll cover a health-
care topic, such as this month’s fea-
ture article and Brown Bagger on
obesity. However, LifestyleTIPS©

will allow us to also keep health-
related matters in the forefront in
other months.

Tim Lencki, MS, CSCS, and
owner of a fitness center, has gener-
ously offered his services as health
tips consultant. Give us a call or
email, and we’ll be happy to for-
ward to your suggestions to Tim.
LifestyleTIPS© is yet another way
we hope to be of maximum value to
you in ’06.

Gotta go now, have to get on that
treadmill you know.
Mike Jacquart, Editor
715-258-2448
mikej@impact-publications.com

Editor’s Notebook

“I really liked the article in
Employee Assistance Report (EAR)
about veterans returning to the
workplace, but I can’t seem to find
it. I also enjoyed the Brown Bagger
they ran on eldercare, but I was too
busy to hold a seminar on this topic
at the time, but now I can’t seem to
track that one down, either!”

Let’s face it — the way months
fly by it’s pretty easy to think that
an article ran two months ago, when
in fact it ran six months ago.
Employee Assistance Report can
help with an easy to use 2006
Reference Binder. With the

Reference Binder, you will be able
to store your 2005 issues of  EAR,
Brown Baggers, Payroll Stuffers,
LifestyleTIPS© and Posters in one
easy-to-find place.

Each month, just insert your
newest issue of EAR in the appro-
priate, three-hole punched space.
Place the Brown Bagger insert in
that three-hole punched section.
Store Payroll Stuffers and Posters in
transparent sleeves. Each section —
EAR newsletter, Brown Bagger,
LifestyleTIPS©, and Payroll
Stuffers/Posters — has a specific
tab for your convenience.

To further add to convenience, in
January 2007 you will receive the
article archive for 2006 to also
place in your binder. We’ve includ-
ed last year’s (2005) article archive
in this issue.

Cost for the 2006 Reference
Binder is just $10.50, plus $4.50
shipping and handling. That’s just a
little over $1 a month. Isn’t that a
pretty small price to never lose your
newsletters or inserts again?

Never Lose Your EAR Issues
Again!

EAR’s 

————2006————

REFERENCE
BINDER
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Under federal labor law,
American hourly wage
workers have a legal right to

be paid for all jobs that occur during
the workday. But that is not neces-
sarily an easy thing to calculate:
Does the day start and stop repeated-
ly as a worker moves from one
activity to the next? Is everything
but a lunch period or a coffee break
to be counted as paid time?

Questions like these, involving
the meaning of the federal Portal to
Portal Act, have split the lower fed-
eral courts, and now the U.S.
Supreme Court is stepping in to give
a clear-cut answer. The answers may
affect virtually any industry in
which workers do not spend their
whole day on the job at actual work-
stations — but engage in other
work-related activity that their job
entails, including such mundane
things as waiting and walking.

In fact, the two cases before the
Court focus explicitly on waiting and
walking: waiting to pick up and drop
off required tools, safety gear or pro-
tective clothing, and walking to or
from a locker room and to or from
the work floor or assembly line. 

Decision May be Widespread
The outcome, the Court has been

told, is likely to affect workers and
their employers in not only the poul-
try and meat processing industries,
but in pharmaceutical and medical
equipment plants, oil and gas pro-
cessing facilities, biotechnology
industries and manufacturing facto-
ries of many kinds.

The amount of time at issue can
add up to a significant difference in
paychecks. In the poultry case,
workers estimate that they are being
denied pay for between 20 and 37

minutes of walking and waiting time
per day — in other words, they are
working for free for that time.

For employers, the prospect of
added wage outlays raises the
prospect of losing out to competitors,
here or abroad. Industry groups have
told the Court that the dispute raises
the prospect of “large and unforeseen
liabilities,” affecting not only the pri-
vate sector but public employers as
well. They fear, for example, that
workers who don a uniform or other
special clothing at home would try to
claim compensation for their com-
muting time to work.

Evolution of Workplace Laws
In 1947 Congress passed the

Portal to Portal Act in reaction to an
earlier Supreme Court decision that
assured workers of paid time for
walking from the time clock to the
work station and back, and for
putting on and taking off garments
and preparing equipment. It speci-
fied that the Fair Labor Standards
Act (FLSA) did not require employ-
ers to pay for walking, riding or
traveling to the place of their
required “principal activity” nor for
activities before or after that “princi-
pal activity.”

In 1949, Congress added an
amendment saying that employers
could agree, in labor union con-
tracts, to pay workers for clothes-
changing time at the start and end of
their shifts.

In a 1956 decision, Steiner v.
Mitchell, the Court declared that
“principal activity” under the Act
means anything on the job that is
“an integral or indispensable part” of
the principal tasks that a worker was
hired to do. Thus, changing clothes
and showering before or after the
shift had to be compensated.

Interpreting that decision’s scope
is what has now divided the lower
federal courts — especially as it
applies to waiting and walking time. 

Waiting Time Begins 
The poultry processing workers’

case before the Court, Tum v. Barber
Foods, involves current and former
employees who worked at a Barber
Foods plant in Portland, Maine.

Under government and local
plant rules, they must wear special
protective clothing and use special
equipment. Workers show up at the
plant 15 to 30 minutes early to get
ready for the day. Their waiting time
to get the gear and the time it takes
to walk to the work floor is the time
in dispute on their wages. They lost
in the federal appeals court based in
Boston, which barred compensation
for the waiting and walking time.

The other case, IBP v. Alvarez,
stemmed from a dispute by workers
employed by Tyson Fresh Meats,
Inc., the world’s largest beef- and
pork-packing company. 

This case yielded the opposite
result, as least for walking time.
These particular workers had jobs at
a “kill and processing plant” in
Pasco, Wash. They must wear pro-
tective gear and use special tools,
which they must clean up at the end
of the day.

The federal appeals court based
in San Francisco, in the only part of
the case now at issue before the
Supreme Court, ruled that the work-
ers were entitled to pay for walking
between the locker room and sta-
tions in the slaughtering or process-
ing sections of the plant.

The two sides in the controversy
— workers and employers — are
totally at odds, but they emphatical-
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Just How Long is the Workday?
By Lyle Denniston



Executives surveyed by
Veritude paint a profile of a
corporate landscape that

seems more conventional than pio-
neering. It’s an environment in
which:

• Diversity programs don’t
include small, but growing
pockets of talent such as
retirees and back-to-school
moms.

• Outsourcing at home is a safer
bet than outsourcing abroad, if
at all.

• Five times more money will be
spent on non-HR-related IT
over the next year than on HR
IT like next-generation appli-
cant tracking systems.

Diversity
Companies operate traditionally

when it comes to diversity, targeting
the ethnically diverse — or doing
nothing — even though demograph-
ics indicate a dramatic change in the
composition of the workforce.

The AARP, for instance, predicts
that 69% of employees over the age
of 45 plan to work past age 65. Yet,
only 10% of companies view
retirees as potential employees.

Outsourcing
Among those companies not yet

outsourcing any operation to a third-
party service provider, there are rela-
tively few laggards likely to jump on
the outsourcing bandwagon soon.

Given a choice of outsourcing in
the United States versus abroad,
companies are more likely to out-
source domestically: Eighteen per-
cent are leaning toward it while only
1% is considering offshoring.

Information Technology (IT)
Our panel expects to spend a

sliver of its overall technology bud-
get on IT projects that have a special
link to HR, like applicant tracking,
talent management, or staffing-ven-
dor management systems.

On average, companies will
spend about $6 million on HR-relat-
ed IT and just over $30 million on
other IT.
This article originally appeared on
Workforce Insights, an online resource cen-
ter about emerging labor trends and issues
produced by Veritude (www.veritude.com), a
provider of strategic human resources.
Veritude, which is a wholly-owned sub-
sidiary of Fidelity Investments, serves clients
throughout the U.S. and Canada. ©2005
Veritude, LLC. Reprinted with permission.

ly agree on one thing: the Supreme
Court is the place to get the dispute
settled. The Labor Department, too,
agrees and is expected to take the
workers’ side. Congress could act,
but it has shown no inclination to
get involved. A Supreme Court deci-
sion is expected in the term that
began in October.
Lyle Denniston is a veteran Supreme Court
reporter, having covered the highest court for
46 years. Denniston writes for the Workforce
Insights section of Veritude.com. Veritude pro-
vides strategic human and is a wholly owned
subsidiary of Fidelity Investments Company.
Veritude serves clients throughout the United
States and Canada. ©2005 Veritude, LLC.
Reprinted with permission.
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Workplace Trends

Setting Priorities in the New Year

Managers who worry that
their employees are
angling for their position

can rest easy. In a recent survey,
71% of workers said they would
rather not take the helm. That could
be because 63% of respondents felt
they couldn’t do a better job than
their supervisor.

“You only need to look at the
popular Dilbert comic strip and the
TV show The Office to see the boss
is often the target of workplace
humor,” said Diane Domeyer, exec-
utive director of OfficeTeam, which
conducted the survey. “But the top
jobs can be demanding and many
employees acknowledge that fact,
even if they may not always express
their appreciation for their manag-
er’s efforts.”

Domeyer aded, “Someone who
conveys vision, leadership, and con-
siders how his/her decisions affect
staff, as well as the business, will
earn respect, loyalty, and support.
Conversely, an ineffective boss can
negatively impact morale, staff reten-
tion, and the company’s bottom line.”

Workplace Survey

Most Don’t Want
to be the Boss



Resources
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Traditional HR metrics don’t
go far enough in capturing
the full impact of human

resources on the organization it sup-
ports. What’s needed is a calcula-
tion that quantifies HR’s ROI.

Successful human resources
executives in the 21st century will
prove their worth not by downsizing
their own departments, but rather by
telling a success story with each
investment in human capital — and
validating the story with numbers.
The way to do that is to measure
what we call hROI, the human
return on investment.

I look at hROI as the difference
between the cost of an investment
in people and the dollars that the
investment brings in. For example,
a training program that costs $5,000
per person and enables the company
to bring in an extra $50,000 in rev-
enue has, for example, a hROI of
$45,000.

Although payroll is the greatest
expense for most businesses, few
companies systematically weigh
their enormous investment in people
against their return. One study esti-
mates that 57% of companies rarely
or never measure how training ini-
tiatives affect employee turnover.

Existing Metrics Not Enough
It may seem that human

resources already measure every-
thing, from the presence of illegal
drugs in applicants to the attitudes
of departing employees. But these
metrics tend to apply to tactical
goals, not strategic ones.

The traditional objective is usu-
ally to control costs, rather than to
boost a return on dollars invested.
Recruitment specialists, for exam-
ple, may be assessed based on their

time-to-hire numbers. But this met-
ric says nothing about what the new
employee will add to the company’s
bottom line, in one year or in five.
What’s missing is how well the
recruiter is helping achieve corpo-
rate objectives like product innova-
tion or a quicker time to market.

For example, for a large retailer
that usually makes elaborate plans
to grow its call center staff for the
crucial holiday season, that may
mean not only measuring the addi-
tional revenue generated by the sea-
sonal workers taking orders — but
also calculating the lifetime value of
newly acquired customers thanks to
the increased call center capacity.

Company-Wide Data Gathering
What should HR departments

measure? For starters, consider the
investment in and return from spe-
cific recruitment channels; the pay-
off from training and development
programs; and the productivity and
longevity of employees.

Human resources departments
can should also demonstrate a return
on investment in innovative process-
es and uses of technology. According
to a Forrester Research survey, orga-
nizations that invest in areas such as
health insurance open enrollment
typically reap a 50% savings, a
return that pays back the original
investment in about three years.

But raw numbers are by no
means the end of the story. The exec-
utive who links a tracking system to
post-hire performance and corporate
financial objectives will add value
not just to the recruiting process but
to the very fabric of his firm.
Enabling executives to get an inte-
grated view of their organization will
provide them with the data they need
to operate with optimum efficiency.

Certainly some employee invest-

ments may be difficult to measure.
Certain factors, like morale, may
always remain incalculable. Well-
conceived, feel-good activities like
holiday parties can offer value in
retaining employees, even though
that value can’t be quantified.

What does matter is that when
HR is seen as a profit center rather
than a sinkhole of costs, arguments
can be made to grow the HR func-
tion as a strategic resource integral
to financial health and growth.

Vin Cipolla is a member of the Board of
Advisors for Veritude, a provider of strategic
human resources. Veritude is a wholly owned
subsidiary of Fidelity Investments Company.
Veritude services clients throughout the U.S.
and Canada. ©2005 Veritude, LLC.
Reprinted with permission. Editor’s note:
Consider contacting a client’s HR depart-
ment(s) about the possibility of HR and EAP
working together to better measure ROI.

Return on Investment

HR Yield is Essential to Success
By Vin Cipolla

Drug Testing in Treatment
Settings, Guidelines for Effective
Use, by Robert DuPont, Paul
Brethen, and Richard Newel,
Hazelden Publishing & Educational
Services, 1-800-328-9000;
www.hazelden.org/bookstore. This
book explains the pros and cons of
different drug tests, taking into
account areas such as privacy, the
ability to “beat” a test, the test’s
drug-detection window, and the
range of drugs for which a technol-
ogy can test.

A Consumer Checklist for
Allergy and Asthma Benefits
recently released by the American
College of Allergy, Asthma and
Immunology (ACAAI) can help
employers and other purchasers of
group health plans evaluate the
quality and cost-effectiveness of
coverage for allergies and asthma.
Available online at www.acaai.org,
or call toll-free at (800) 842-7777.
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Arecent survey points to the
growing evidence that “pre-
senteeism” is an emerging

workplace concern.
“Presenteeism” is the practice of

showing up for work but not being
fully productive. Certainly, any
employee has days like that from
time to time, but “presenteeism” is a
fairly new term that refers to a
chronic lack of productivity.

People who show up for work
sick contribute to the problem.
Eighty percent of workers surveyed
by OfficeTeam said they frequently
show up for work while sick. A
mere 8% said they never come into
the office when feeling under the
weather.

While managers acknowledge
that ailing employees often come

into the office when ill, the practice
is more common than they realize.
In a separate poll of 150 senior
executives, just 21% of respondents
said they thought sick employees
frequently came into work when ill.

With greater flu concerns this
year, many companies are actively
encouraging sick employees to stay
home. “Managers should let
employees know that staying away
from the office is the right thing to
do when they are ill,” said Diane
Domeyer, executive director of
OfficeTeam. “It’s preferable to take
a day or two to recuperate rather
than risk exacerbating a condition or
passing an illness on to co-workers.”

While fewer sick workers would
help curtail the trend, definitions of
presenteeism vary. First is the refer-

ence to a “chronic” condition when
an ill employee may be a very tem-
porary condition. Second, some def-
initions of presenteeism include
anything that restricts a worker’s
productivity, including personal
financial concerns and “water cool-
er” chit-chat.

Some organizations are capitaliz-
ing on presenteeism concerns.
CIGNA Behavioral Health (among
others) has launched an online
assessment to audit a company’s
losses from presenteeism. The
Bloomington, Minn.-based Ceridian
has issued a booklet that gives
employees suggestions on how to re-
engage employees in their work.

Additional source: Knight Ridder
Newspapers.
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Why You Should Embrace Your Competition

Business leaders are often
trained to never trust their
competition. They see busi-

ness as a win-lose game, where if
they associate with their competi-
tors they’ll get beat.

But this isn’t always the best
approach. No two companies are
exactly the same, even if they are
competitors. While any two com-
petitors may share some similarities,
you have different people and sys-
tems in your organization that make
you unique. This concept is impor-
tant to realize because once you get
past the fear of your competition,

you can actually build mutually
beneficial relationships and grow
your business.

Forging relationships with com-
panies within your industry can
allow you to achieve greater levels
of success.

For example, say you own a car-
pet cleaning company. You clean
carpets, but you specialize in flood
damage. From time to time, people
approach you to clean up fire dam-
age. While this isn’t your specialty,
you could still clean their carpets
and risk only mediocre results.

Or, if you have established a
relationship with a carpet cleaner
that specializes in fire damage, you

can refer the customer to them —
and they could return the favor and
send clients to you. While on the
surface you appear to be competi-
tors, you can actually help each
other grow.

Embracing Competition
Still not convinced? Consider the

following reasons why you should
embrace your competition.

1) You Make a Bigger Pie
When you get your market to
recognize that the type of
products or services you offer
are in demand, you help peo-
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ple understand what needs you
can fulfill. This also makes the
market aware of other compa-
nies that can fulfill the same
need. As a result, the pie gets
bigger for everyone, even com-
panies you may perceive as
competition. And when you
embrace your competition,
you’ll be able to reach cus-
tomers you couldn’t before. 

2) You Complement Your Talent
Imagine your market as a
glove. Perhaps when you put
your hand in the glove, you
can’t fill the whole thing. But
your competitor can fill in the
gaps. You fit together within
the market because you com-
plement each other’s talents. 
At times, you may get into a
competition for the same piece
of the pie. In these cases, when
you have established a relation-
ship, you can work it out. You
might say, “You should do the
project because you’re the best
person for the job.” Even
though you didn’t get the work,
you’ll still look great in the
client’s eyes because you pro-
vided an outstanding solution
to their needs.The next time,
you may be the best person for
the job that comes along.
However, this only occurs after
trust is developed. 

3) The Win-Win Mentality
However, when you refer a
prospect to your competitor, if
they do a bad job their perfor-
mance reflects poorly on you,
too! So make sure you create
respect and trust within your
industry and especially among
your clients. 

4) More Business
Let’s say you’re in a department
store looking for a particular
item and you ask the clerk where
you can find it. The clerk

explains that they don’t have
what you’re looking for, but tells
you where you can get it. Even
though the clerk sent you to
another company, that depart-
ment store gets the market
advantage because you see them
as a solutions provider. And
you’ll go back to the first depart-
ment store next time you need
something, whether you think
they have what you’re looking
for or not. When you create rela-

tionships with your competitors,
you have all the answers, even if
you can’t give the prospect
exactly what they need. 

5) You Learn New Skills
When you work with other
people, you learn from them
even if you aren’t necessarily
trying. And they learn new
things from you, too. This is
important because you must
understand how your skills
complement each other, and
how they differ. As a result,
you better understand what sets
you apart, and uniqueness has
a positive impact on your busi-
ness. Relationships with other
businesses can also be helpful
when you need advice. Even
Donald Trump calls other
CEOs to help him. It can get
lonely at the top, so you need
to develop relationships based
on respect and trust. 

Approaching Competitors?
The first step in building rela-

tionships with your competitors is

knowing who they are and what they
do. You need an entrance that won’t
be perceived as a threat. In other
words, don’t approach them about
business in EXACTLY the same
area that you specialize in.

Start a conversation by saying
something like, “I would like to talk
to you about this one aspect of my
business that I would like to share
with you. I know how this could be
advantageous to your clients, but I’d
like to talk to you about it.” Keep in
mind you need to be very non-
threatening. If they aren’t receptive,
move on to another competitor.

This relationship has to be recip-
rocal. If you keep sending a compa-
ny business and you never get
anything from them, then ask your-
self if pursuing the relationship is
advantageous to you. If it isn’t
working in both directions, then you
need to let it go.

A More Successful Future
Companies are often afraid of

forming relationships because they
think that if they share too much
with competitors, they might steal
their business. But just talking about
your business doesn’t automatically
allow your competitors to see every-
thing in your brain. 

You can’t look at building rela-
tionships with competitors as some-
thing that shrinks your business.
Instead, you will expand the market,
create a greater demand, and grow
your business to otherwise unreach-
able levels of success.
Marsha Lindquist is a successful business strate-
gist, author, and speaker. For more information
on her work, visit www.MarshaLindquist.com or
email Marsha@MarshaLindquist.com.
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