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Gary Burnison
START AT THE BOTTOM OF MASLOW’S
HIERARCHY. In a crisis, you first need to

CHIEF E XECUTIVE OFFICER

Crisis Management
for the Times

N

o one thinks much about this

going to do.” In a crisis such as today’s, leaders need
a Plan B—and a Plan C and a Plan D as well.
Leaders always deal with ambiguity—it’s timeless
and comes with the job. During crises, ambiguity
becomes exponential. As fear becomes contagious
across organizations, leaders must manage their
own responses to ambiguity.
How do they do that? By following our six steps
of leadership:

leadership quality—until the you-knowwhat hits the fan.
It’s crisis management.
Thankfully, crises are rare occurrences—the
black swans of leadership.
We’ve done nearly 70 million assessments of
executives, so we know what makes a great leader—
the best-in-class who are among the top 20 percent.
Our research shows that three of the four qualities
of a great CEO are largely intuitive: (1) setting vision
and strategy; (2) driving growth; and (3) displaying
financial acumen. The fourth, which no one mentions, is managing crises. It’s underappreciated,
overlooked, and often not even one of the top
requirements—until a crisis hits.
Those times arrived earlier this year. When the
stock market in early 2020 was making all-time
highs, only the rare few could have predicted that
universities would close, companies would tell
employees to work from home en masse, and the
NBA season would abruptly be suspended, followed
by museums, cathedrals, and Broadway going dark.
While it’s natural in uncertain times for people
to turn to the leader for definitive answers, sometimes the authentic answer is “I don’t know right
now”—quickly followed by “And here’s what we are

❶ Anticipate, predicting what lies ahead
❷ Navigate, course correcting in real time
❸ Communicate continually
❹ Listen to what you don’t want to hear
❺ Learn from experience and apply it
toward the future

❻ Lead, improving yourself to elevate others
Let me provide some color commentary on what leaders can do to put crisis management in action.
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meet people where they are. Their most basic
needs must be met first and they need to
feel safe. Naturally, no one is interested in
talking about the company’s strategic plan
when they are out buying hand sanitizer and
toilet paper. Once their essential needs are
addressed, then the focus can shift to alignment, common purpose, elevating others,
and even opportunities for growth.
EARTHQUAKES AND AFTERSHOCKS.

In Los Angeles, where our firm is based,
we’re accustomed to earthquakes—knowing that
when one occurs, the aftershocks are coming. In
the same way, in a crisis you have to anticipate the
aftershocks—the unintended consequences of the
initial shock to the system. Too often, people don’t
consider all the possibilities. Anticipation becomes
a Monte Carlo simulation in action. For example,
what if travel bans expand, commerce slows, or a
liquidity crisis develops, etc.? What is the impact on
all aspects of my business? What are the implications
for all stakeholders—employees, customers, and
investors? Strategy is making a bet, and the skill of
anticipating improves one’s odds.

leaders who led during periods of conflict, and many
have voluntarily told me, “I’ve never lost a soldier.”
This reveals a deep mindset of humility and accountability rather than hubris and bravado.
KNOW WHAT TO DO WHEN YOU DON’T KNOW
WHAT TO DO. There’s nothing like a crisis or a com-

plex problem to accelerate learning. This is learning
agility to the nth degree—applying past lessons to new
and unfamiliar situations. It really is knowing what
to do when you don’t know what to do. In a crisis, this
has never been more profound. Amid uncertainty,
leaders need to be hyper-focused on past experiences
and synthesize and apply them to real-time, fluid
conditions. Clarity comes from finding a close comparison. Is it like the Great Recession? The 1987 stock
market crash? The outbreaks of SARS or MERS? By
running the “unknowns” of the current crisis against
the “knowns” of previous ones, leaders gain perspective, identify patterns, connect the dots, and determine appropriate and timely responses. The eventual
recovery may be a V or a U or some other alphabet
letter, but there will be a new normal—thanks, ultimately, to the scientists, innovators, and dreamers.
The natural inclination in a crisis may be to go
into command-and-control mode. That’s not leadership! Leadership is creating a “bottom-up” culture of
world-class observers to accurately perceive today
in order to predict tomorrow. 1

URGENT VS. IMPORTANT. Day to day, leaders face a
multitude of issues—both urgent and important. In the
normal course of business, I’ve found that many leaders have difficulty distinguishing between the two.
When a crisis hits, though, everything blurs as events
and their implications constantly change. What’s
important often becomes urgent, and the urgent
becomes critical. Leaders must delegate the urgent by
empowering others to lead around a common purpose.
LEAVE NO ONE BEHIND. In a crisis, leaders must
connect with, motivate, and inspire others—and
show genuine compassion. In the military, for
example, leaders put the safety and well-being of others before their own. I’ve met a number of military
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VOICES ON...

Talent

DIFFERENT PLACES, SAME PAGE
Experts say group meetings with workers
scattered in different cities can still be effective.

Working
Together ...
But Apart

The era of remote
work was thrust upon us,
creating the true challenge
of maintaining a cohesive
staff.

It

was expected to become the
norm someday—vast numbers, not

By Russell Pearlman

just handfuls, of employees working
remotely. Now, of course, the coronavirus pandemic has vastly accelerated that change
and focused attention on the crucial role of digital
transformation across the globe.
Indeed, there are certainly plenty of issues on
the technological end, such as improving bandwidth for remote employees and securing data sent
from home computers. But corporate leaders face
another, far more human dilemma: a remote staff
can be the farthest thing from a cohesive staff.
“One of the things we tend to skip is how interdependent many employees need to be,” says Michael
Wesson, a professor at the Harbert College of

Business at Auburn University.
To be sure, the world of
Design clear pre-meeting docs
Start with icebreakers,
flexible work has been gaining
that
inform
attendees
of
the
recognizing
the emotional
momentum in recent years, with
purpose and their roles.
distance caused by remote work.
the number of Americans working exclusively away from the
office already up 20 percent in the
Begin conversations and make
Keep sessions short, usually
five years before the crisis. More
teammates interact often.
around 20 to 30 minutes.
companies and governments
were rolling out four-day workCreate rules—eliminating, for example,
week schedules and expanding
texting or multitasking during meeting time.
paid family leave. Still, none of
that prepared the world for the
enormous difficulties—beyond
the human toll—that the outbreak has created for firms and
managers trying to operate.
It began, of course, with
the trauma that occurred
when thousands of workers were sent home to
employees follow up, talking about what worked
work in isolation—or at least isolated away from
best and what could be improved.
the office. Stripped of face-to-face meetings and
Naturally, managers also need to juggle all this
watercooler chats—and surrounded by scary
with customer needs. It can be as simple as makoutbreak headlines from one news channel after
ing sure not all the homebound employees take
another—managers could see many workers strugtime to handle household chores at the exact same
gling emotionally. “Self-isolation can be scary if
time. Another structural change that’s needed is
you don’t have the support network to help,” says
pay. “If I want people to cooperate, I want to offer
Margot Zielinska, Korn Ferry’s head of diversity
team or group rewards that are based on team
and inclusion for EMEA.
performance,” Wesson says. Experts say that
Productivity often has also been an issue among
knowing a significant portion of compensation is
remote staffs. The spark of creativity can vanish,
tied to working well together can help.
as can the energy and will to go the extra mile
Millions of employees will return to their
together. “You can lose productivity not knowing
respective offices once the pandemic subsides. But
your teammates well,” says Ron Porter, senior cliexperts say many of those workers will find that
ent partner at Korn Ferry and leader of the firm’s
they liked the flexibility of working remotely. In
Human Resources Center of Expertise. Studies show
that regard, the coronavirus has only accelerated
that even well-designed remote work and four-day
a trend. “Our technology and our lifestyles are at
plans can depress productivity in the short run.
the point where it’s hard
That’s why managers have to help their
to turn back,” Porter says.
The
employees form a connection, regardless of what
Technology will make it
Takeaway
hours they’re working or where they’re working
easier to work remotely,
from. That way, employees can get a sense of how
but it’ll still be up to
Keeping
their colleagues work best, something they might
managers to have their
remote staffs
naturally pick up on if they were sitting in the
offices humming even
effective is
same office. Getting remote workers to collaborate
when no one is actually at
a genuine
on a small project can be a good start; then have the
the office.
challenge.
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Purpose

Will the financial
repercussions of the outbreak
force organizations to retreat
from their commitment to
social impact?

movement. After more than a year of solid
momentum built around the notion that corporations need to move beyond just making money,
their efforts to improve everything from diversity
to environmental standards to satisfy more
stakeholders could be in jeopardy. With business
flailing in one industry after another, companies
from retail to healthcare to banking are finding
themselves occupied with keeping operations
going instead of focusing on purpose as much.
“It’s easy to be committed to social impact when
one respect, the curtailing of
things are good,” says Kate Shattuck, coleader of
air travel brought on by this year’s
Korn Ferry’s Impact Investing practice. “But it is a
outbreak was helpful for the environtrue leadership test when things are bad.”
ment. Less flying equals less carbon
The purpose movement has no doubt been one
emissions. But there’s another side too: with
of the most powerful forces changing business in
airlines taking such a financial hit—revenues are
recent years, rivaling digital disruption. Momendeclining worldwide—the industry, experts say,
tum for equal pay, diversity and inclusion, and
may be forced to deemphasize voluntary efforts to
sustainability reached something of a crescendo
reduce carbon emissions.
last year among consumers, employees, and invesSo begins the first true test of the purpose
tors. Nearly 200 CEOs
signed on to a statement
from the Business Roundtable proclaiming that
shareholder value is no
longer an organization’s
overarching priority, for
instance. BlackRock,
which has $6 trillion in
assets under manageBy Peter Lauria
ment, said it wanted
more women appointed
to boards, and a social return as well as a financial
one from the companies in which it invests.
Shattuck says putting financial goals over purpose commitments now could have fallout down
the road. “People who care about purpose will be
watching, and if business leaders hedge or put
asterisks around their commitment because of a
tough year, they will lose credibility and goodwill,”
she says.
Already some companies are pushing for relief.
At least one European airline cited the virus as a
reason to delay imposing new environmental taxes
on air travel. Similarly, despite new laws in the

In

Purpose
vs.
Coronavirus
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34-year history, conference organizers, attendees,
and community residents set up funds to help
offset some of the expenses incurred and revenue
lost by the restaurants, artists, and local small businesses that rely on the festival every year.
Divina Gamble, coleader of Korn Ferry’s
Nonprofit, Philanthropy, and Social Enterprise
practice, says that the coronavirus outbreak can
ultimately strengthen the purpose movement.
She sees an opportunity for
investors, entrepreneurs,
and governments to create
companies and organizations in healthcare and
other fields to help better
prepare for future crises. “This will lead to a lot
of innovation from a public-health standpoint,”
Gamble says.
But, she says, to really
The
show that organizations
Takeaway
and leaders are authentic
Adhering to
in their desire to demonthe purpose
strate how positive social
movement
impact is equal to finanwill always be
cial performance, “they
a balancing
will have to prove it now
act for many
when the stakes are
firms.
this high.” 1

United States that require female representation on
public company boards, noncompliant organizations could use the coronavirus as an excuse for
delaying appointments, says Jane Stevenson, vice
chairman of Korn Ferry’s Board and CEO Services
practice. “If an organization’s purpose is really just
smoke and mirrors, then
it will be easy for them to
reposition,” she says.
But rather than retreat
from their purpose, leaders
should use the outbreak to
think about where their organizations are uniquely
aligned to contribute and help, Stevenson says.
“Maybe companies can’t fulfill all their goals,” she
says, “but leaders can use this as an opportunity to
get creative about ways to honor their purpose.”
To be sure, the outbreak underscores much of
what the purpose movement is about. Taking care of
employees, physically and mentally, is a core tenet,
for instance, as is providing a healthy work-life balance so employees can take care of family members.
Contributing positively to the community is perhaps
the biggest aspect on display. Consider that after the
SXSW Festival was canceled for the first time in its

Committing to certain
causes is a true challenge
when things are bad.
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Technology

The Tide Against
Innovation
Growing government intervention may put
a new squeeze on Big Tech’s business model.
By Annamarya Scaccia

If

innovation—and just their innovation, critics be
damned. But now, as the cashless backlash shows,
they also have to answer for it.
“There’s a real inability to hide,” says innovation
expert Rita Gunther McGrath, the author of The
End of Competitive Advantage and a professor at
Columbia Business School. “The idea that you can
control the message is something CEOs need to let
go of, because they can’t.”
In other words, companies can no longer
expect to assuage public concerns with carefully
curated, yet questionably vague, messaging. Nor
can they take the risk of ignoring public criticism
altogether—a tactic that one big-box-chain CEO
admitted “didn’t really work.” Big Tech, after all, is
well past the nascent days of social media and fun
smartphone apps. “Tech was a sector of the economy that was unusual. Now, it’s the fabric of our
future,” says Geoffrey Moore, the author of Zone to
Win: Organizing to Compete in an Age of Disruption.

some tech start-ups had their
way, paying with cash, like paying with
checks, would become obsolete.
On paper, going cashless makes
sense. The economy, after all, is becoming increasingly digitized, so why not have a digitized transaction system to go with it? Yet local governments
are starting to put the kibosh on all-cashless stores,
as critics argue that this innovation discriminates
against marginalized groups without access to
banking institutions.
Certainly, the global pandemic has shifted
government focus, but few doubt that Big Tech
has a lingering if not big issue to deal with ahead.
Name an innovation—facial recognition, drone
deliveries, even neural links—and you can probably
find some advocacy group or government raising
a stink about its use. All of which is putting tech
leaders in an increasingly tighter spot, experts say.
In the past, they could focus on developing their

The
Backlash
Against ...

Facial
recognition

Neural
links

Cashless
stores

Last year, San
Francisco became the
first city to prohibit
law enforcement’s use
of the technology to
identify suspects, a
ban that soon became
statewide; a number of
other cities and states
followed suit.

The Royal Society,
the UK’s national
academy of science, is
calling on regulators
to monitor inequalities
that may result from
tech that’s developing
around the ability to
link brain impulses to
machines.

New York City
recently passed a bill
banning stores from
transitioning to all
cashless transactions,
becoming the third city
to do so. Massachusetts
and New Jersey have
also enacted similar
legislation.

The biggest concern, of course, surrounds all
technology.) “And if they work to minimize the
the privacy data these emerging technologies get
risks before the invention goes public, leaders will
hold of—and the murky way it is stored, used, and
be better prepared for the backlash, if not anticiprotected. Concerns about class divisions, with the
pate it,” says Richard Marshall, global managing
rich getting all the new tools, are bubbling up. And
director of Korn Ferry’s Corporate Affairs practice.
then there’s the never-ending specter of hacking—
Mitigating those potential concerns, he says,
the most recent involving a client list reportedly
means looking at risk factors holistically from the
lifted from a New York–based facial-recognition
inside and taking stock of all the possible stakefirm that works with the police. “Part of the negaholders, from customers to regulators.
tivity around a lot of these digital technologies is
All of this boils down to one important buzzthat they’re being treated as if they’re not lifeword: transparency. As more and more
The
and-death technologies,” says McGrath. “But in
consumers judge companies by their
Takeaway
reality, they are.”
values and social good, more leaders will
To be fair, tech leaders aren’t psychics.
have to start peeling back the curtains—
Tech firms
Oftentimes, they themselves don’t understand
even if that means a little bit of embarneed to
the implications of what they’ve created,
rassment—in order to build trust with
emphasize
experts say. But this doesn’t mean the critistakeholders. And that trust will get them
transparency
cism is impossible to predict. “Businesses
far; according to research from the Korn
much more.
tend to assume innovation is always a good
Ferry Institute, leaders of highly transthing, but that’s not necessarily the case,” says Signe
formational companies with larger growth rates
Spencer, a client research partner at the Korn Ferry
score 21 percent higher on the trust scale. What’s
Institute. “There are always losers in innovation.”
more, the most transformational companies that
Experts say companies must pull back on their
are values-driven score 28 percent above average on
excitement and start scrutinizing their inventions
public corporate social responsibility indices.
much the way the public does. (To some extent,
“If you can acknowledge what could go wrong
at least in the case of facial recognition, some
and what you’re going to do about them,” says
tech giants are now pushing for regulation of the
Spencer, “you’re on the safer side.” 1
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History

Bruce Springsteen, Mick Jagger, Jack Nicholson,
Ella Fitzgerald, or Brian Wilson buying records in
his bathrobe. Elton John arrived at the store every
Tuesday morning at 9 a.m. and purchased a boxload
of records. “It was my music center,” he later said.
Yet in 2006, just seven years after its peak,
Tower Records, laden with debt and facing a digital
tsunami that would change the music business
forever, filed for bankruptcy. After liquidation sales
at its stores, the chain disappeared everywhere but
in Japan (where 88 stores still operate, including a
thriving nine-story Tokyo outlet). What happened?
In some ways, Tower Records was a victim of its
own success. Solomon, an iconoclast who learned
the music business on the fly, opened his first store
on Watt Avenue in Sacramento, right next door to

Target all jumped into the CD business, selling
them for half the price Tower Records charged.
Suddenly, the endless growth ceased and the company’s margins were under serious pressure. Then
the real trouble began. MP3 players, which could
play music digitally, began to appear, along with the
file-sharing service called Napster. In 2001, Steve
Jobs and Apple introduced the iPod, which revolutionized music consumption, along with iTunes,
where listeners could legally purchase single songs
for 99 cents. Tower Records, which lost $90 million
in 2001, could no longer compete.
“The big chains like Tower Records weren’t able
to maintain their infrastructure with all those large
stores and big staffs of people,” says Don Gorder,
chairman of the music business and management
department at Berklee College of
Music in Boston. Though the nail
was already in the coffin, he says, the
advent of music-streaming services
like Spotify would certainly have
ensured the end of Tower Records.
Solomon, who died at age 92 in
2018, had always believed he could
embrace and stay ahead of industry trends. He prided
himself on being able to nimbly change focus and
realign the company. When the digital storm hit, he
hesitated because he believed it was a fad that would
burn out. He was a huge fan of what he called “collectibles.” People, he said in a 2007 interview, “will
always want to own their objects.” But ultimately, the
debt and the new technologies were too much.
“I said to borrow all that damn money,” Solomon
said in a documentary. “I’m as guilty as anyone else.
You make your mistakes and it catches up with you.
You think you’ll be all right, but when it catches up
with you, it’s too late to do anything about it.” 1

“I said to borrow all
that damn money. I’m
as guilty anyone else.”

How Tower Records
Spun Out of Business
It was a community for fans
for four decades. And then it
was time to face the music.

By Glenn Rifkin

Devoted customers regularly frequented the chain’s
retail outlets, often with multiple visits per week.
At its peak, the company had nearly 200 stores in
15 countries, with sales exceeding $1 billion in 1999.
Among music retailers, it was the gold standard.
Its simple red-and-yellow logo was an immediately
recognizable brand that alerted record buyers to the
joys of browsing through its miles of aisles. If Tower
Records didn’t have it, you probably couldn’t get it.
Founded by Russ Solomon in Sacramento
in 1960, the business would go beyond being a
music retailer to become a community, a destination for waves of music lovers—with signs in the
store offering a Zen-like mantra: “No music, no
life.” At its iconic location on Sunset Boulevard
in West Hollywood, a shopper might run into

In

the era of Spotify, Pandora,
Apple Music, and YouTube, where
every recorded song is a click
away, it is difficult to imagine a
time when access to the soundtrack of our lives
required a trip to a record store.
But just a generation ago, Tower Records was
synonymous with the music-buying experience.

his father’s drugstore. He began to hire an eclectic
bunch of young clerks who shared no retail experience but loved talking up the burgeoning West Coast
folk and rock music scene. Over time, this ragged
but loyal bunch got promoted to management positions, and as Solomon began to expand—first to San
Francisco and then Los Angeles—they emerged as
the core management team.
Fueled by the business’s nearly 40 years of mostly
uninterrupted growth, the Tower Records team grew
euphoric and started eyeing global expansion. Into
the ’90s, the company had outlets around the US and
began to open stores in Latin America, Europe, and
Asia. Even company executives have acknowledged
that their irrational exuberance lacked strategic
planning and due diligence. But all the major music
retail chains were fighting for growth, so it was easy
to be seduced into a spending frenzy. In 1998, Tower
Records took on a $110 million loan to finance the
global expansion, a move that triggered trouble.
In the perfect storm that followed, the world
of course turned to the superior sound of compact
discs, creating just one technology-driven hurdle to
overcome. At first, CDs, selling for more than twice
the cost of vinyl albums, gave Tower a boost. But
soon, big-box stores like Best Buy, Wal-Mart, and
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The
Global
Economy
Simon Constable

The Other Crisis That
Can’t Be Ignored
by a recent analysis from the United Kingdom.
During the decade or so through 2018, the growth
in Britain’s worker output fell to its lowest level
since the 1700s. Yes, we are talking before the
American Revolution. “The slowdown is unprecedented in the past 250 years,” states a recent
paper from the UK-based National Institute of
Economic and Social Research.
Productivity growth in the UK was less than
0.2 percent a year over the decade or so through
2018—far below normal trend growth of between
1 and 3 percent annually—and more recent data
hasn’t shown significant improvement. Germany,
the United States, and Japan, three of the top five
economies, are all seeing similar trends with low
productivity growth.
This “efficiency drought” matters because there
are only two ways to ensure that the economy
grows. You must have population growth or productivity growth, and preferably both, says Art Hogan,
chief market strategist at National Securities Corporation in New York. If the population increases

A severe affliction is
blighting some of the world's
largest economies. It has resulted
in a record-breaking drop in
business efficiency, and in
turn that is harming economic
growth. Analysts don’t see any quick answers.
Of course, this may sound like the terrible fallout from the coronavirus outbreak that began to
grip the world earlier this year. But it’s a different
matter entirely, without any of the human suffering but still plenty of economic angst. It’s about
worker productivity.
Yes, it’s an obscure economic indicator, which
measures how much more the average worker
produced this year than last year using the same
inputs. Generally, it moves slowly and without
obvious patterns—and as such, even alert economists tend to miss any pattern. But now, after
many decades, the trend is very clear: it’s pretty
much stagnant.
The phenomenon is perhaps best exemplified

Meanwhile, recent technology breakthroughs
haven’t delivered improved worker output in the
same way as past advances have. Hogan points
to the internet boom in the 1990s as a significant
boost, because it allowed faster communication
and opened up the world to the idea of web commerce. “That caused a huge surge,” he says. But
the jury is still out on newer technologies, such as
blockchain or artificial intelligence. “There is an
argument that
some new tech
has not made
us that much
more productive,” he says.
And then
there is the
problem of government bureaucracy, says Steve
Hanke, professor of applied economics at Johns
Hopkins University. It keeps growing, of course,
and the paperwork may be quietly stifling business on a large scale, particularly in banking and
energy. Hanke puts it simply: “The regulations
have put a cramp on productivity because you are
spending half your time filling out forms.”
We all know of course that firms are pandemicfocused, but productivity is a mystery best solved
sooner rather than later. 1

through birth or immigration, then the economy
typically grows. Likewise, an economy expands
when the people each produce more. Recent data
shows the US is falling short on both counts. “In
the US, the population growth is the worst in 20
years, and the productivity isn’t growing like it used
to,” Hogan says. Eventually, that lack of growth will
mean stagnating standards of living.
It is hard to know precisely why worker efficiency has
stalled. Still,
there are some
likely culprits.
It doesn’t help
that measuring productivity has grown
harder since the service sector grew so big; yes,
we can see how many cars a group of workers can
put through a production line, but it’s far trickier
to figure out banking productivity. More worrisome, though, is the lack of corporate investment
in newer, better machines. “Capital expenditure
has been weak the past few years,” Hogan says.
Think of it this way: If your boss buys superior
equipment, then the workers can produce more
units per hour. If the machines don’t get upgraded
regularly, then efficiency suffers.

Britain’s worker output fell to its lowest
level since the 1700s. Yes, we are talking
before the American Revolution.

Constable is a current fellow
at the Johns Hopkins Institute
for Applied Economics and
a former Wall Street Journal
TV anchor.
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Rejecting the
‘Reference Man’
only that, most had the same type of leadership
style: candid and assertive, the type who runs a
meeting by talking throughout the meeting. How
could that possibly happen when the company
made diverse, inclusive experiences a priority?
Digging deeper, HR found that white men were
far more likely to get those lateral moves in the
first place, two times more likely than women,
six times more likely than Latinx employees,
and 14 times more likely than African American
colleagues. It turns out that even at this diverse,
inclusive company, the “ideal” leader, in the minds
of many, was an assertive white guy.
Don’t put all the blame on that financial
services firm—there is a bias toward white men
nearly everywhere. Call it the HR equivalent of
“Reference Man.” That name comes from the
1970s, when scientists wanted to determine how
much radiation humans can safely absorb. That’s a
very complex calculation, since radiation impacts
all bodies differently, so the scientists created
a one-size-fits-all stand-in for all of humanity.

One financial services firm thought it
had the whole process
of finding great, diverse
leaders down pat.
The human resources
department wouldn’t even consider promoting
someone to a senior management role until that
person had made at least four lateral moves at the
firm, whether it was running a short-term project,
working abroad, covering for a peer in a different department, or a similar assignment. There
wasn’t any formal process for selecting someone
for a lateral move; managers simply selected the
candidates they thought had potential to do a
good job. Picking top leaders exclusively from this
pool, HR thought, ensured that all the candidates
had proven they could successfully motivate and
collaborate with colleagues from a multitude of
backgrounds.
Then HR took a look … physically … at those top
managers. Nearly all of them were white men. Not

leadership style), and it’s difficult to shake. Making
it even tougher is that some HR departments are
themselves not particularly diverse. Companies
may have been able to get away with systems
geared toward promoting only Reference Man–like
leaders before, but those won’t work going forward
in a multicultural, multilayered world.
In today’s hyperdiverse world, firms must
design inclusive talent systems. That means
defining what equality
means to the organization, then unearthing
inequities within the
firm. For the financial
services firm introduced earlier, that
meant writing specific
criteria that candidates for those lateral
moves had to have, a
move that helped to
eliminate decisions based on gut feel. The firm
also incentivized managers to both nominate and
approve underrepresented candidates for the lateral assignments. Types of moves like these will,
hopefully, enlarge the pool of future leaders of
the firm—and ensure that not everyone will look,
think, and sound the same. 1

Reference Man was a 25- to 30-year-old healthy
white male, 5'6" tall, weighing 154 pounds, and of
Western descent.
Reference Man started as a proxy for radiation
exposure, but soon he starred in lots of other
research models analyzing nutrition, pharmacology, population, and other experiments. When
everyone bases things on how they impact young
white men, systems start getting designed, consciously or not, geared
toward young white men.
For example, that’s why
there are some voice recognition systems unable
to recognize non-native
English speakers or why
car safety features often
don’t protect women as
well as they do men.
That one-size-fits-all
mentality, unfortunately,
also permeates many HR departments when it
comes to hiring, leadership identification, and leadership development. For decades, we’ve all been
bombarded with words and images of what a leader
should look and act like. It’s rubbed off because,
consciously or not, that image of a leader defaults
to a white man (one who tends to have a particular

A one-size-fits-all mentality
permeates many HR
departments when it comes
to leadership development.

Huang is Korn Ferry’s director
of search assessment.
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Tapia is a Korn Ferry senior
client partner and strategist on
global diversity and inclusion.

Daniel Goleman

A Critical
Generation Gap
current issues, smart businesses are realizing that
aligning those concerns with their worker and
customer base can have a real value.
For the long term, that base, of course, centers
around those born since 1980. Apart from school
shootings, that cohort’s generational trauma
today appears to center on a whole different fear:
environmental meltdown. We are in the midst of
a steady drumbeat of alarming ecological news,
from huge wildfires in Australia and California
to record-setting heatwaves in Europe and
Antarctica to hundreds of blocks in Manhattan
inundated by waters from a huge hurricane. That
unnerving drumbeat continues in the daily news.
Those of the older generation lived through
economic boom times and few hints of trouble
with Mother Nature. But today’s younger folk are
keenly alert to environmental dangers. And many
of them are finding a heartfelt sense of meaning
in finding ways to slow down, if not reverse, what
they perceive as a planet-wide death march.
A Gallup poll put numbers to this age gap:

Do you remember “duckand-cover”? For those who don’t,
that was a drill school students
in the 1950s and 1960s practiced
every month, where kids hid
under their desks and covered
their eyes and neck. That, their teacher assured
them, was protection from a nuclear blast.
If you remember duck-and-cover, that marks
you as a baby boomer. The exercise was ubiquitous during the height of the Cold War (remember that?). But if instead of duck-and-cover you
recall “active shooter” drills in school, hiding
in your classroom or running down the halls to
escape, you are a member of Generation Z, the
youngest of whom are still doing this drill in
schools, while the oldest are at the entry level in
many companies.
Today, of course, a new trauma may be
developing in the form of a global pandemic.
Only time will tell if that has any lasting impact.
But, whether responding to historic events or
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The older generation lived through economic boom
times and few hints of trouble with Mother Nature.
environment-enhancing missions too, like reducing an organization’s carbon footprint.
Companies are increasingly seeking a larger
mission in addition to fiscal growth. They would
do well to find that second purpose in doing what
they can to combat the planetary drift toward
warming. While that strategy was largely a bust
in former times, when relatively few consumers
cared about the climate, the smart bet says consumers in the future will care increasingly.
For Gen Z, the environment tops the list
of issues they want corporations to address.
Declaring environmental concerns as vital to a
corporation’s mission could be of immense help
in attracting and retaining talented young people,
many of whom say they do not want to work for a
company that does not align with their own sense
of purpose. Plus, companies that are genuine
“good guys” in the eyes of Gen Z and millennials
are more likely to win their loyalty as clients and
customers in years to come.

70 percent of Americans between the ages of 18
and 34 are worried about the impacts of global
warming, while among those 55 and older the rate
is just 56 percent. The relationship is direct: the
younger the group, the more they care about the
environment.
So in general, the younger the group, the more
the environment looms as a key challenge. And
that gap grows even bigger if you ask what may
be the most telling question, whether you think
climate change will become a problem for you
during your lifetime.
Here’s where the strategic opportunity can be
found. For the youngest, Gen Z, the environment
tops the list of issues they want corporations
to address. If younger consumers and talented
younger employees find an urgent purpose in
doing the right thing for the environment, then
companies would do well to embrace such goals.
For starters, companies could loosen the pressure for quarterly results a bit to make room for
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Goleman is the author of
the international best seller
Emotional Intelligence.
See keystepmedia.com for
his new series of primers,
“Building Blocks of Emotional
Intelligence.”
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The
COVID-19
Fallout
A M O D E R N N A P A VA L L E Y C L A S S I C
faustwine.com

I

t has been the word since the start of the outbreak explosion: unprecedented.
And it’s true on the human tragedy level as well as for business. No executive
alive today was around for the Spanish Flu pandemic of 1918, and the SARS
outbreak was mostly contained to China. Even the financial crisis and Great
Recession didn’t cause this type of anxiety or world-changing events.
It’s no wonder why many leaders have found themselves in the same position
as their employees—uncertain, confused, anxious. In this three-part package,
Korn Ferry offers its best advice for keeping employees safe, maintaining your
and your organization’s agility, and staying communicative. In short, be a leader.
Page 26

Leadership in
an Outbreak

Page 34

A Blueprint for
the Unexpected

Page 36

Culture: Making the
Case for Change
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Leadership
in an Outbreak
Korn Ferry experts believe the crisis and the recovery
require a special blend of skills.

O

ur way of life had
hit a brick wall. In
the span of a few
days, hotels and retailers
from Los Angeles to Lucerne
shuttered. Airplanes were
grounded. Offices fell
silent. Factories stood
empty. Millions of people
were suddenly thrown out
of jobs with no prospects
but a ton of anxiety.
As 2020 began,
COVID-19, the disease
caused by the novel coronavirus, was thought of as
mostly a China-specific
issue. If an organization
didn’t have any China-based
factories or customers, then
from a business perspective,

leaders didn’t have much to worry about. But by late February,
people around the world were learning the meaning of pandemic and coming to grips with the potential health impacts
of a virus that by early spring spread to more than 170 different
countries, sickened more than a million people, and caused
more than 50,000 deaths.
The health statistics were arriving quickly, but stats quantifying the economic damage took longer to arrive. Clearly, the
virus has cost organizations billions of dollars in lost revenue
(potentially up to $1.1 trillion by the end of this year, by one
estimate). The question has gone from whether the coronavirus
will cause a recession to how deep one could be. But COVID-19
is causing far more than just financial damage. Leaders are
scrambling to secure supplies, keep fearful employees motivated to work, and, in some cases, keep bold strategic plans
that have been years in the making from falling apart.
Indeed, this is an unnerving test of corporate leadership.
Combine that with the short tenures of many current senior
leaders, and it’s quite possible that many of today’s top executives are even more unprepared for such a challenge. Korn
Ferry canvassed its experts across the world on how leaders
can help their organizations navigate all this. Here’s what they
had to say.
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Leading with Agility
and Humility

It’s

only natural: senior leaders, always under intense
pressure from investors, may default to looking at the
financial damage the coronavirus is causing or could cause.
There’s good reason to be concerned, especially since the
bottom-line toll has already been so large.
But employees don’t want to know how much the virus is
costing the company; experts say workers want to feel they’re
in the same boat as the boss. “People need to know that even
though the leader is employed to manage and run a business,
he or she is also a human being—someone that cares for them
and understands what they are going through,” says Michael
Distefano, president of the Asia Pacific region for Korn Ferry
and a member of the firm’s Global Operating Committee. “The
leader must lead from the front, exhibiting the values and
behaviors they expect from the team.”
Leading from the front doesn’t mean being isolated, however. To be sure, for many leaders, one of the hardest things to
do is to rely on the opinions and decisions of other people. But
that’s exactly what they need to do in times of crisis, especially
when the cause of the crisis is outside of their area of expertise.
Leaders also have to be agile, in changing not only plans
and work schedules but also their own leadership styles. In
fact, it is likely to be the case that different leadership styles
will be needed as the year progresses through different stages,
says Distefano. Right now, for instance, an affiliative and
participative style of leadership, where decisions are made
through consensus and based on relationships, may be best.
Later, assuming the virus runs its course, a pacesetting “run
fast and keep up” style or a more directive “here’s what we
need to do to make up for lost time” approach may be in order.

“There will be leaders who will
emerge out of a crisis like this.
These are the types of leaders
we need for the big CEO jobs.”

Explicit and Transparent
Communication

At

this point, leaders should know that they need to
communicate with stakeholders during a crisis.
Experts say executives have to communicate quickly and
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clearly to be in front of potential
issues rather than having to counter
misinformation. And with a viral
outbreak such as this, different organizations will need to communicate
differently—airline employees and
stakeholders have different concerns
than those of an industrial B2B company, for instance. Richard Marshall,
global managing director of Korn
Ferry’s Corporate Affairs practice,
says communications should be
tailored to each stakeholder constituency based on their unique concerns.
Communicating with employees
about what protocols the organization is putting in place to keep
them safe should always come first,
Marshall says. With partners and
vendors, he suggests establishing a
project team to monitor the situation
and relay updates. Investor relations,
corporate communications, and
management teams should work in
unison to navigate the response from
investors and consumers and address
any concerns proactively.
Experts say leaders need to be
authentic and transparent. “People
are obviously nervous about the implications of the virus, and it is essential
to keep them engaged, informed, and
safe,” says Peter McDermott, a senior
client partner in Korn Ferry’s Global
Corporate Affairs practice. This is
indeed a time for human resources
and management to show a supportive and steady hand. “We don’t want
to be proactively alarmist, but managers should be prepared to support
employees’ concerns individually, as

individual needs may vary widely,” says Jennifer Beery, senior
director of talent for North America at Korn Ferry.
Sometimes that means admitting to stakeholders about
being afraid, and other times it may mean admitting you don’t
know something. Communications should always include
“here’s what we know, what we don’t know, and what we’re
trying to find out,” says Andrés Tapia, Korn Ferry’s global
strategist on diversity and inclusion.

Keeping the Business
Running Effectively
and Securely

As

long as the virus remains a threat, the focus should
be on keeping employees and their families safe and
free from contagion. Making people feel secure and taken care
of will then help leaders get the workforce focused on preserving operations as best as possible as the outbreak spreads. For
many organizations, that means finding supplementary suppliers that can ramp up production and fill in the holes created
by the shutdown of factories, says James Day, who leads Korn
Ferry’s Supply Chain, Operations, and Procurement Center of
Expertise in Europe, the Middle East, and Africa. Organizations without a secondary supplier run the risk of not being
able to access inventory, having delays, or being trapped into
paying a steep premium, he says.
But that’s just the day-to-day work. For leaders in the midst
of restructurings or mergers, they face the question of how
to continue. The essential parts of a merger or restructuring
that need to proceed, even as the virus impacts the world, are
getting (or keeping) an organization’s leadership aligned on
business strategy and setting up a new governance structure,
says Mark Arian, CEO of Korn Ferry’s Advisory business.
Most everything else, such as workflows, reporting structures,
and other “process work,” as Arian says, can be pushed back.
Actually, the virus can offer an opportunity for leaders to
assess whether they can realistically achieve the objectives
on the timetables they’ve established. “Most places are very
aggressive with synergies and merger impact already. You can
reset expectations internally and externally,” he says.

“If firms don’t have strong collaboration
tools now, then they need to have them
and implement them.”
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First the Panic, Then Recovery
For centuries, from the bubonic plague to the Ebola
outbreaks, pandemics have occurred in a reliable
pattern—and then typically resolved within three
months after the peak escalation.
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Out of the
Office But Not
Out of Work

In

many countries, with schools
and factories closed, employees are working outside the office.
Even before all this, remote work
had increasingly become a fact of
work life, with nearly one-quarter
of Americans alone doing some or
all of their work outside the office
before everyone was ordered home.
But experts say the coronavirus is
another reason why firms should
invest in allowing workers to be able
to productively work remotely.

Downloads of office software and communication apps have
surged amid the outbreak. Tencent Holdings said its WeChat
Work app is being used by millions of companies, up drastically from a year ago. Zoom, the video-conferencing service,
said it had as many as 200 million call participants per day in
March; in December it never went above 10 million per day. “If
firms don’t have strong collaboration tools now, then they need
to have them and implement them,” says Mary Cianni, global
head of integrated solutions for Korn Ferry’s Advisory business.
Working remotely is not a panacea, of course. Research
shows that productivity can decrease in the short term when
workers go remote. For leaders, more people working from
home more often, if not exclusively, creates a level of risk if the
team isn’t proactively managed, says David Marzo, global vice
president of solution design for Korn Ferry’s global Products
business. “Many employees thrive on the physical environment
and face-to-face collaboration,” he says. “The abrupt change

can easily impact their engagement
and feeling of being properly enabled
to do their job.” He suggests leaders
be in daily, frequent contact with
remote employees. Another tip: translate some of the office’s culture to
virtual work. For instance, if an office
normally does face-to-face meetings,
have participants turn on the cameras
of their phones or devices when they
are having work calls. It’s a practice
that can apply for all sorts of virtual
work, virus-inspired or otherwise.
“Then everyone is on a level playing
field,” Marzo says.
All the remote work—along
with vacant offices—could bring
up another dilemma: keeping an
organization’s property and networks
secure. Thousands of workers who
are used to an office network are now
logging in from unfamiliar places
on devices that may not be fully
up-to-date with security features.
Corporate leaders need to increase
vigilance at an organization’s security
operations center, monitoring abnormal behavior since more employees
will be mobile, says Bill Mayville, a
Korn Ferry consultant and retired US
Army lieutenant general who served
as deputy commander at US Cyber
Command. “Be extra cautious with
emails and spear-phishing attempts
using coronavirus themes,” he says.

Engage, Engage,
Engage

L

eaders already struggle with
engagement; surveys have shown
that fewer than half of employees

worldwide say they are “highly engaged” at work. That task is
even tougher now as the coronavirus has employees not working in their usual spots or, worse, temporarily not working.
Soliciting feedback through a pulse survey can give leaders information about what employee concerns are and what
actions would be most helpful to resolve those concerns,
says Jennifer Streitwieser, an associate client partner at Korn
Ferry and head of the firm’s US engagement and culture business. Just as critically, she says, it’s important to ensure that
employees are energized once the crisis has passed. Gathering
employee feedback about what would be most helpful to them
as life returns to normal will ensure that leaders and managers focus on the actions that will have the greatest impact.
There are three keys to effective surveys, Streitwieser says:
listen to employees, act on the feedback they provide, and,
importantly, communicate “We hear you, and here’s what
we’ve done based on your feedback.”

Through and
Beyond the Virus

B

efore the coronavirus appeared, many leaders were recognizing the power of prioritizing “purpose movement”
issues over maximizing profits at their organizations. Indeed,
explicitly stating a company’s purpose, and then having the
organization revolve around that purpose, has actually been
shown to increase employee engagement and, in some cases,
profitability.
One of the main questions critics have about the purpose
movement is whether organizations will abandon their principles when the bottom line is, well, on the line. But the best
leaders are able to turn short-term tragedy that hurts their
organizations into a sense of shared purpose and community
that betters it in the long term.
Indeed, the coronavirus may help identify the next generation of great companies ... and leaders. “There will be people
who see the connections between the coronavirus and opportunities to contribute to society and provide business value
simultaneously,” says Jane Stevenson, global leader for Korn
Ferry’s CEO Succession practice. “There will be leaders who
will emerge out of a crisis like this. These are the types of leaders we need for the big CEO jobs.”
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This year it’s
the coronavirus.
Next time,
and there will
certainly be
a next time,
it could be an
earthquake,
recession, or
something else
unforeseen.
Our advice on
preparation.

1

Employee Safety
SHORT-TERM
ACTIONS

INTERMEDIATE
ACTIONS

LONG-TERM
ACTIONS

SHORT-TERM
ACTIONS

INTERMEDIATE
ACTIONS

LONG-TERM
ACTIONS

Adhere to local
government and health
officials’ notices and
directions

Leverage surveys/
polling to gauge
employees’ views
of management’s
response to their
health and safety
concerns

Evaluate the flexibility
of sick-leave policies
and align them with
public health guidance

Create short-term,
team-based incentive
rewards

Develop retention
plans for key talent

Maintain awards
for high performers

Adjust individual
performance
incentives as
conditions normalize

Enhance incentive
designs based on
learnings

Implement necessary
restrictions on
meetings, travel, etc.
Identify remote-work
options for individuals/
teams
Provide forums for
Q&As with employees
around safety measures

Contribute to medical/
health efforts outside
your organization
Provide options for
healthy employees to
stay home to care for
sick family members

Create policies to
empower local leaders
to respond to crises
based on health/safety
guidelines in their area
Involve employees in
developing/updating
crisis response plans,
and then test them
intermittently

A BLUEPRINTFOR THE
UNEXPECTED

Talent/
Leadership Development

3

Performance Management

SHORT-TERM
ACTIONS

INTERMEDIATE
ACTIONS

Provide coaching to
managers on crisis
communications

Develop structure and
processes for virtual
meetings

SHORT-TERM
ACTIONS

INTERMEDIATE
ACTIONS

LONG-TERM
ACTIONS

Pause group
orientations and
onboarding

Assess for fit, potential,
and agility aligned to
evolving operating and
strategy models

Focus on purpose
to keep employees
engaged and
motivated

Assess whether and
how to adjust goals/
targets for the year

Train managers to
focus on outcomes
instead of face/desk
time

Organize training
(virtual or in-person)
on digital tools for
remote work

LONG-TERM
ACTIONS
Identify managers/
leaders for specific crisis
management roles
Enhance training
programs for hard and
soft skills
Ramp up recruiting as
needed for critical roles

2

4

Compensation and Rewards

Consider hiring
freezes, especially for
nonessential positions,
until there is more
clarity around the
business impact
Ensure that employees
are clear on whether
previous or new goals
are in place

Solicit feedback
more frequently to
help address emerging
issues/barriers
Consider
implementing off-cycle
reviews aligned to
short-term incentives

A MORE IN-DEPTH
PLAN IS AVAILABLE
ONLINE AT

Evaluate existing
nonfinancial
rewards that can be
expanded to keep up
engagement/morale

Consider crisis-related
spot awards

5

Corporate Affairs

Financial
Modeling

INTERMEDIATE
ACTIONS

Align messaging to avoid
confusion/contradictions

Reassess and adapt
messaging based on
the latest data

SHORT-TERM
ACTIONS

Communicate moves
to preserve profitability
unrelated to head count

Cut travel and
entertainment costs in
the short term

Develop messaging
around a post-crisis
path-forward plan

Consider ways to cut
spending on materials
if necessary

Consider implementing
reward measures
for customers

INTERMEDIATE
ACTIONS

LONG-TERM
ACTIONS

Consider diverting
money from bonus pools
to offset revenue losses

Plan for potential
outcomes, from best- to
worst-case scenarios
Update digital
communication tools
Establish a regular and
reliable cadence of
communication from the
CEO and senior team
Ensure that employees
are aware of their rights
as related to sick pay and
performance expectations
during the crisis

Evaluate the impact of
grade/title inflation on
performance
Determine if workforce
needs to be right-sized

Assess areas for
improvements

kornferry.com/institute

6

SHORT-TERM
ACTIONS

Compare data on
engagement levels
before, during, and after
the crisis, and create
strategies to address
times of decline

Consider changes to
recognition programs
that employees
don’t value

Align reward
investments with
employee preferences

Adjust pay terms for
outside vendors
Evaluate delaying
product launches and
office openings
LONG-TERM
ACTIONS
Fine-tune cost structure
Cut unused employee
benefit programs
Refocus investment
strategy on main
business goals and
growth opportunities

7
Business
Continuity
SHORT-TERM
ACTIONS
Communicate with
customers on impact
and expectations
Create
C-suite-sponsored
cross-functional teams
for key areas
(e.g., sales/marketing,
supply chain)
Preserve operating
capacity in the event
demand returns to
normal sooner than
expected
Develop shortterm performance
benchmarks for
operating teams and
update them at least
biweekly
INTERMEDIATE
ACTIONS
Evaluate inventory for
potential shortages
Identify supply chain
alternatives; consider
changes to distribution
strategy
Increase digital
initiatives and channel
presence
LONG-TERM
ACTIONS
Consider changes to
demand-forecasting
processes
Create and secure
contingency suppliers
Evaluate the need
for more sources of
contingency workers
to secure on-duty crisis
coverage
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Culture: Making the Case for Change
A pandemic can expose a firm’s fundamental flaws,
so why not start fixing them now?

E

ven though no one was buying cars during the coronavirus outbreak, the
automaker CEO thought he recognized an opportunity. The company was
scheduled to unveil a new slate of hybrid vehicles in two years, but if the
company could move that slate up by one year, it could potentially capitalize on
the pent-up demand for new cars. The vehicles were already designed; now it was
a matter of getting everyone else to wind down the existing product lineup and
embrace working on the new vehicles. The CEO, realizing that this was a chance to
show off the company’s agility, signed off on the plan.

It didn’t quite work out. First,
everyone wanted to know who was
in charge. Then the finance people
couldn’t work with the engineers. At
the same time, the marketing employees were livid that they would miss out
on bonuses tied to the existing product
line. And while the CEO endorsed the
plan, he didn’t do anything to actually
motivate anyone else to pull it off. In
this hypothetical example, the global
pandemic wasn’t keeping the company
from pulling off the transformation—it
was the firm’s own culture.

Corporate leaders have been increasingly attuned to their
organization’s culture—and how inflexibility, bad incentives,
toxic behavior, and poorly defined values can hinder future
growth. A global Korn Ferry study identified that “driving
culture change” ranks in the top three global leadership
development priorities. Yet 72 percent of corporate leaders say
their organizations struggle to get their culture right. Experts
say sometimes it can take a crisis to force change and make
leaders rethink their assumptions on supply chains, customer
demand, employee safety, and everything else.
“Many organizations already recognize that what got them
to this point will not get them to the next, and a left-field
event like this will result in people asking ‘What can we do
better?’” says Sharad Vishvanath, a Korn Ferry senior client
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“A leftfield
event like
this will
result in
people
asking,
‘What
can we do
better?’”

Culture Counts

partner and head of the firm’s Transactions and Transformation practice in the Asia Pacific region.
Organizational culture, as leadership experts define it, is a
company’s collective values, beliefs, and behaviors. Those, in
turn, determine how people perform. If a large proportion of
people adopt new behaviors consistent with a shift in strategic
direction, the culture can change. Even under perfect conditions, cultural transformations are tough to pull off, of course,
but experts say there are four actions leaders can take now, as
a crisis situation ebbs and flows, to shift corporate culture.

Duke University researchers surveyed
more than 1,000 senior executives about
corporate culture. Here’s what they found:

16%

believe
their firm’s
culture
is where
it needs
to be

Recognize the weak points.

A

ll organizations have an Achilles’ heel. Sometimes it’s
obvious, such as too many people having to sign off
on projects, which can slow down innovation. Other times
it’s subtle, such as leaders being unwilling to share credit or
rewards, which can eventually create dissatisfied employees.
So-called cultural “derailers” usually revolve around several
common elements, from the CEO’s actions all the way down
to how workers get paid. This may require a governance
review to enable faster decision-making, or new workforce
models such as temporary “gig economy” contracts to allow
the business to scale up and down more flexibly. Exploring
these trouble spots might create some uncomfortable conversations. “It may be intuitive and nuanced work, but it requires
an unequivocal exploration—by the time the smoke comes
under the door, the damage has been done,” says Tim Nelson,
managing director of Korn Ferry’s Australasian practice.

Focus on the culture
tenets that matter most.

E

very industry and business will face different challenges
and opportunities after the pandemic subsides. It’s critical for leaders to prioritize aspects of organizational culture.
For example, a pharmaceutical business may be dealing with
massive supply chain disruption in the short term but will also
face clear growth opportunities in the near future. The firm
may need to dial up flexibility and collaboration, cutting across
business siloes and markets, to find alternative supply partners
and be ready for the next spike in demand, Vishvanath says.
A bank, on the other hand, may need to double down on

risk management and the long-term
horizon to effectively manage the
growing potential for bad debt. This
might lead them to invest in resources
to help manage stressed assets.

Build capabilities
quickly.

S

trong organizational cultures
typically have a clear focus on
people—clients and teams—rather
than products and tasks. This might
be a good time to take a hard look at
talent and work out what people will
need to adjust quickly to the new
behaviors required. But it’s important to use data, not instinct, to
make these assessments. Companies
can conduct assessments and figure
out which employees exhibit high
potential, then start enrolling them
in leadership development programs.

92%

say
improving
corporate
culture would
increase their
company’s
value

54%

would walk
away from
a merger if
the company
cultures
wouldn’t
mesh

69%

say their
firms
underinvest
in culture

33%

would
discount
the value of
the same
merger
by 10% to
30%

Set up centers of excellence
to manage the “new normal.”

T

he outbreak will likely accelerate many changes already
underway, particularly with remote working. But experts
say there almost certainly will be new routines once workers
return to the office. A manager may recognize she doesn’t need
to physically monitor individual performance, trusting her team
to work on its own. Another leader may realize he can cancel
half the meetings he used to schedule because he can get all the
information he needs from employees over Slack or WeChat.
These simple things could significantly impact workplace
culture, so experts suggest creating a system—such as a center of
excellence—that can spread these new practices company-wide.
Above all, leaders need to embrace a culture shift. For
example, if a CEO wants to create a culture of transparency
and accountability, he or she had better be available to answer
questions from stakeholders. Or if a firm wants its workers to
collaborate more, it needs to create a system where team efforts
are recognized and rewarded. “Leaders need to have a very clear
view on what the culture is, versus where it needs to be, and
then make changes to bring that alignment into being,” says
Mary Chua, a Korn Ferry senior client partner and leader of the
Rewards and Benefits practice for the Asia Pacific region. 1
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WHEN

it finally happened to
him, a famous line from The Godfather
ran through Patrick Taylor’s mind: “It’s
not personal. It’s strictly business.”

Taylor had been a vice president in corporate communications at his previous
firm, and at 59 felt he was still at the top of his game. But suddenly, he found himself
receiving the “strictly business” talk and being nudged aside for a younger, cheaper
staffer. He says he didn’t attribute it to ageism necessarily, but to the harsh nature of
the bottom line.
The company was going through a reorganization and was looking to cut costs
and streamline responsibilities. “The reality of corporate life is that when you have
been working for a company for a long time and have become a senior-level employee,
that firm will eventually go through some changes,” Taylor says.
His conversation took place before the world changed amid a global pandemic
that dealt crushing blows to humanity and the economy all at once. But it raised a
dilemma that many companies will surely consider in the post-crisis era: what to do
with their older workforce.
It’s easy to understand the fear if not the resentment of baby boomers. Tens of
millions of them have spent decades building up their careers and, in many cases,

assuming mid- and senior-level leadership positions. They’re in their mid-50s to
late 60s, and the last thing they want to do is shuffle off to a retirement village
in Arizona.
Their companies, however, have another point of view. During any hard
times—and particularly during these—organizations will be under pressure to
adapt. Rather than teach their older workers new skills and behaviors, many firms
will prefer to replace them with younger, more
malleable, and often cheaper employees. “There
are two enormous and evenly matched age cohorts
who are going to be jostling next to each other for
a long time,” says Joseph Sternberg, a Wall Street
The Problem
Journal columnist and the author of The Theft of a
Even before the pandemic,
Decade, about the economic tensions between milbaby boomers felt increasingly
lennials and boomers.
pushed out of jobs too early.
As companies see it, none of this is prejudice—
it’s part of their post-COVID-19 recovery efforts, if
not a natural part of corporate evolution in any era.
Even so, those in the older set face a difficult reality. According to a study last year, 56 percent
of workers over age 50 lose longtime jobs
before they are ready to hang it up. And
nine out of 10 never recover their previous
earning power. The question that inevitably arises in their heads is “Is this fair?”
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Why It Matters
Many companies’ survival may
rest on how they balance the
experience of older workers
with tech-savvy millennials.

The Solution
Firms may be able to shift
jobs around to better balance
the workforce.

BALANCING THE AGES
POTENTIAL BENEFITS
OF OLDER EMPLOYEES

POTENTIAL DRAWBACKS
OF OLDER EMPLOYEES

• Experience and knowledge to overcome 		
common problems
• Ability to mentor younger employees
• Reliable
• Have established networks and contacts

•
•
•
•

Potentially higher pay and benefits costs
Not as technologically agile
Less open to change management
May revert too often to outdated solutions

IT’S

worth noting that firms are facing this
choice because 21st-century society has created an entirely
new demographic puzzle, with new pieces that fit together
in different ways. Take just a few decades ago, for instance.
In the 1970s, the average lifespan was 67 for men and 75 for women. Back then, retiring at 65 meant there likely wasn’t that much terrain left to cover. Meanwhile, most
workers had corporate pensions, which along with Social Security brought a secure
retirement within easy reach.
Now, it’s a different story. Lifespan is around 76 for men and 81 for women; definedbenefit pensions have almost entirely gone away; and the long-term health of Social
Security is, well, shaky. But beyond the fact that many boomers aren’t financially ready
to retire, they derive value and purpose from working. They don’t want to sit on the
professional sidelines twiddling their thumbs.
It’s a scenario more employees are facing than ever before. The massive demographic
bulge of the boomers are now solidly in their 60s and 70s and facing these very career
questions. Although they make up a smaller number of workers overall, senior citizens
are projected to have faster rates of labor-force growth annually than any other age group,
according to the US Bureau of Labor Statistics. For the 10 years ending in 2024, the labor
force in the 65-to-74 age group is expected to grow about 55 percent, while the growth
rate of the 75-and-older age group is expected to be about 86 percent. The entire rest of the
labor force, everyone under 65, is expected to grow just 5 percent over the same time span.
There’s also a common misconception that age issues—overt or otherwise—only
affect middle management or lower-level employees. But today’s senior management is
right in the age “sour” spot. The average age of C-suite executives is 54, according to a
Korn Ferry Institute study of the top 1,000 US companies by revenue. That age is right
at the heart of when these issues begin to crop up, and senior executives can go through
them just as much as anyone else. “For someone in higher management, you might start
feeling vibes about your age shortly before you hit 60,” says Kerry Hannon, a career
transition expert and the author of Never Too Old to Get Rich and What’s Next: Finding
Your Passion and Your Dream Job in Your Forties, Fifties, and Beyond. Even senior leaders
can find themselves being passed over for assignments, not offered workplace development programs, or told to stay home instead of traveling to business conferences.
Some companies, however, argue that they have no choice but to retool their
workforces. Firms want a digitally native, more diverse workforce, and they have
good reason to. Technology will continually revamp how business is done, and companies need their workers to not only adapt but innovate. Meanwhile, having more diverse
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voices among the employee base and leadership will open up an organization to new
ideas, innovation, and, in many cases, better business outcomes.
Unfortunately, older workers usually bear the brunt of that shift because of the perception that boomers are the least tech-savvy or adaptable generation in the workforce.
And there’s some evidence that backs that up. Moody’s Analytics studied the issue and found that productivity often drops for
firms with a high share of workers over age 65. And down the
road, the problem only increases, since older workers staying put
potentially depresses the future growth of younger workers and
POTENTIAL BENEFITS
the company. “The statistical evidence is strong that boomers
OF YOUNGER EMPLOYEES
are holding back the generations that followed them,” says Mark
Zandi, chief economist for Moody’s Analytics.
• Usually cheaper
• Often learn new skills faster
In some ways, older workers are victims of their own success:
• Bring new perspectives
if
a
company suddenly wants to slash costs, it will make a lot
• Higher productivity levels
more headway cutting employees with six-figure salaries rather
than $40,000-a-year new recruits. Hitting age 50 is a crossover
POTENTIAL DRAWBACKS
moment for many, says Helen Dennis, an aging specialist and
OF YOUNGER EMPLOYEES
a coauthor of Project Renewment: The First Retirement Model for
• Fewer skills developed over the
Career Women. That’s when people start to wonder if they can
long term
advance much further. “Then, if you are approaching 60 and
• More dependent on technology
• Less familiar with crisis management
find yourself looking for a job, that question is always going to be
• Usually only a small pool is ready for
in the back of your head: ‘Who is going to hire me at my age?’”
the highest-level roles
The emotional toll of this phase of career life is not something
you have made up in your head. It is very real and can be very
draining. After all, major financial needs persist at this stage of
life—mortgage payments, retirement savings, eldercare for your parents, college tuition
for your kids—and adding on a layer of career anxiety just makes things worse.
Indeed, looking for work as an older person, even before the pandemic struck, was
no fun. “It can make you feel like the invisible woman,” says Vicki Schmelzer. After
decades as a financial journalist, Schmelzer lost her job two years ago at age 62. Now,
facing the world amid the coronavirus outbreak, she says she's given up on landing a
full-time role, although in her view, the crisis may create some opportunities for her
age bracket. While fallout from the virus has damaged company finances, she says, it is
revealing the talents of veteran workers.
Despite this, among workers 45 and older, a whopping 61 percent report experiencing or observing age bias on the job, according to a survey by the AARP. Workers over
50 are often perceived as old and tired, says Caitlin Kelly, an award-winning author who
herself is 50-plus. “It’s absurd, and it’s massively unfair. But it can be very difficult to
counter someone’s preconceptions.”

YOUNGER
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THERE

is some good news for employees
on the back half of their careers. On the corporate side,
there is an increasing awareness that older employees
have been a valuable resource tapped during the crisis,
and will likely continue to be valuable in the future.
Experts say it isn’t only a cultural boon to maximize the contributions of your
older workforce but a bottom-line one as well. Older workers can be the most trained,
capable, and productive members of any staff, so why disproportionately push them
out? At the same time, some organizations can diversify by adding older workers.
For employees, career experts say there are multiple strategies this age group can
invoke to assure a more fulfilling work life, even in a career’s later stages. Be forewarned: it might require at least a partial reboot—how you spend your time, what
skills you are learning and deploying, and which networks you are developing.
That’s essentially what happened to Patrick Taylor, who felt he was certainly
not done after he was let go more than two years ago. He flexed his entrepreneurial
muscles and started his own communications firm. What did he name it? “59 Media,”
after the age when his dramatic career shift took place.
Whether you opt to stay in the corporate world or create something new, Taylor
has a piece of advice: own your age. “Know that with age comes a whole lot of experience, knowledge, and insight,” he says. “Don’t be ashamed of it.” 1

47

The packaging industry is racing to turn
billions of dollars’ worth of plastic and
paper waste into a sustainable business.
BY R U S S E L L P E A R L M A N

The Problem
Packaging companies are
embracing a new world where
most plastics and paper are
recycled, but they are having
trouble finding workers.

Why It Matters
More than $80 billion of plastics
alone goes to waste. Companies
that can cut that waste down
could be environmental heroes
and financial successes.

The Solution
Especially in these times,
organizations need to not only
rethink where they find workers
but also give those workers
incentives to stick around.

best example of how
much Bob Beckler’s
professional world has changed didn’t
come at the office or on a business trip.
It happened at a college food court.
He was there having lunch with his
daughter, who attends the school. It’s
probably no surprise that Beckler—the
chairman of the packaging manufacturer
TemperPack—couldn’t help but focus more
on the containers holding the food than
on the food itself. There were no plastic
straws, no plastic bowls, no plastic cutlery,
no plastic period. The other diners, mostly
students like his daughter, didn’t balk at
paying the extra few cents for the nonplastic
stuff, and when they were done eating, they
had no problem throwing excess food in
the compost bin and everything else in a
recycling bin.
These kids, Beckler
“You have to
thought, will expect every
change the
other company they interact
business in all
with to use less throwaway
packaging and find ways to
regards, but
recycle the packaging they
particularly
do use. “Next time they go
recruiting:
to a restaurant that has a
everything
plastic straw and lid, they’ll
from factory
either feel really guilty using
floor to chief
it or just not buy it in the
first place,” he says.
executive.”
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That process, in Beckler’s line of work, is
called the circular economy, and it’s tearing
through the packaging industry. In the past,
most consumers thought very little about the
plastic bottles, paper containers, boxes, and
anything else that held goods. Those were,
after all, just the stuff that they ripped open
to get to the actual item they wanted. But over
the last half decade, driven by a desire to be
more environmentally conscious, consumers
have shown an increased willingness to pay
for biodegradable and reusable packaging.
Consumer packaged-goods companies and
big-box retailers have noticed, too, and want to
reduce the amount of packaging they use—or
at least have it designed for recyclability and
made from recycled content.
For companies that make those bottles,
boxes, and packages, the change couldn’t
be more dramatic. While the coronavirus
pandemic may have put much of the business
world on hold, experts say the demand for more
sustainable packaging has only picked up. At
least $80 billion of plastic packaging alone is
landfilled or improperly disposed of each year,
according to various estimates. Clearly, companies that can put even a fraction of that back
into circulation will see huge upsides, both in
manufacturing more efficiently and in meeting
the new consumer demand. But there’s one big
hang-up: it takes a special breed of workers to
make the more environmentally friendly packages and get to know the market.
Indeed, experts say that despite early efforts,
the industry, in aiming to deliver more sustainable products, is finding the way it hires people
unsustainable. Some of the larger organizations
have the people who can market and manufacture materials well but not the expertise, or
drive, to create cutting-edge products. At the
same time, many smaller firms don’t have the
people with the marketing, sales, or operations
skills to deliver some of their more innovative
wares. And like many legacy manufacturers,

packaging companies aren’t used to dealing
with younger employees who don’t want to stay
in the one industry their entire careers.
“You have to change the business in all
regards, but particularly recruiting,” says Jeff
Kellar, a packaging executive who has been in
the industry since the late 1970s: “everything
from factory floor to chief executive.”
In one year, the world produces more than
310 million tons of plastic, more than onequarter of which goes into packaging, according
to the World Economic Forum. But more than
40 years after the launch of the first universal
recycling symbol, only 5 percent of that plastic
actually gets recycled into material for future
use. Paper fares slightly better: 58 percent gets
recycled. Experts say it’s only in the last decade
that there’s been a real push to actually reclaim
more packaging. The trend started in Western
Europe—mostly because it was running out of
landfill space. The European Union has set a
55 percent target recycling rate of plastics and
aimed to decrease landfill waste.
The idea of recycling packaging material
en masse has, in the last five years, crossed the
Atlantic. Companies have embraced it as not
only an environmental move but a way to reduce
costs. For instance, the grocery store Albertsons
wants to be plastic free by 2030; and Walmart
is trying to have zero plastic waste by 2025, an
effort that will impact the packages and supply
chains of more than 30,000 different products
it sells. However, the driving force behind recycling, according to people within the packaging
industry, is ordinary consumers. “Consumers
are more comfortable and willing to pay,” says
George Wurtz, CEO of Appvion, which makes
special papers used in boarding passes, sales
receipts, and package labels. That change can
happen quickly. Within a couple of years after a
Vermont nine-year-old highlighted the particular
destructiveness of plastic straws to the environment, restaurants were replacing them and cities
and countries worldwide were banning them.
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“The strategy
and the plan
that got us here
won’t take
us there.”

60

The problem, say experts, is that many
companies have recognized that their industry
is changing fast but can’t keep up internally.
“The strategy and the plan that got us here
won’t take us there,” says Mary Elizabeth Sadd,
a senior client partner at Korn Ferry and leader
of the firm’s North American Packaging practice. Indeed, packaging manufacturers need
to have more of a consumer bent now, taking
customers’ pulse to see the types of packaging
innovations they want and are willing to pay
for. And once they develop something new, the
firm must convince consumers—or the retailers who sell to them—to adopt it.
That’s easier said than done. Wurtz’s firm
is the largest North American producer of
the paper that’s used in receipts. Traditional
receipt paper contained chemicals that could
enter the bloodstream of people or animals, so
the firm developed a new version without that
risk. The problem has been that they can’t sell
it, Wurtz says. His sales force can talk about
the technical specifications of the paper but
not about the value the new receipts have to
people or the environment. “I’ve gotten team
help from outside on how to give elevator
speeches about receipt paper,” he says.
Besides retaining existing workers, the
industry finds itself needing to repackage its
recruiting efforts. Some manufacturers still
rely on “Help Wanted” signs outside factory
buildings for new workers. But while that may
have worked decades ago, Beckler says, it’s not
attracting the types of people with the skills
needed to operate the factory machinery now.
Packaging also has to find a way to better
relate to younger workers who have no desire to
stay 30 years at the same company or industry.
These so-called career nomads are becoming
an increasing percentage of the workforce, even
among chemists and engineers, roles whose
occupants traditionally looked forward to staying at one firm for life. Wurtz always used to
ask new candidates where they wanted to be
in five to 10 years, but he’s cut that time frame

down because many of the candidates now say,
“I haven’t really thought that far.”
Experts say the best bet for packaging firms
is to step back and modify their talent strategy
to fit with their new business strategy. Since
the industry is now aiming to create products
that will satisfy ordinary consumers, it needs
employees who understand how those consumers think and act. Wurtz, besides bringing in
help for his receipt sales force, created a whole
new specialty division completely focused on
end consumers. The leadership of that group all
has consumer-products backgrounds, he says.
He believes it’s inspired the firm’s three other
divisions to be more consumer focused as well.
Some companies have also tried to incorporate purpose into their businesses, framing
themselves as helping ordinary people save
the environment. That type of signaling, if it’s
communicated well internally, can make a huge
impact on getting existing workers to commit
to the changes they need to adopt for success
in the circular economy, says Steven Russell,
the outgoing vice president of plastics for the
American Chemistry Council.
Just as importantly, that mindset could help
attract younger high-skilled workers who may
find themselves leaning toward tech firms, Sadd
says. But the firms also have to develop compensation, retention, and career development
programs to keep that talent.
At TemperPack, Beckler is trying to find
the talent for the rapidly growing business.
He’s looking for staff for the firm’s facilities in
Richmond, Virginia, and in Las Vegas, often
using Facebook, LinkedIn, and even Instagram
to get the word out.
Because TemperPack’s products are designed
to be sustainable, Beckler feels that the company sells itself to new recruits. But he knows
the firm has to give those new workers many
ways to learn skills and advance in their careers.
“They’re there for the experience and advancement, first and foremost. Maybe the cause and
purpose can create some more stickiness.” 1
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THE RIGHT
PACKAGE
Millennial and Generation Z
workers have different priorities
than their predecessors did
at the same age. Here’s how
packaging firms can attract and
keep today’s young workers.

CREATE A CAREER
ARCHITECTURE
Give employees a view of a variety
of roles throughout the organization. It may show some of them
that they actually can satisfy their
career aspirations at one firm.

MAKE DEVELOPMENT
A COMPANY PRIORITY
Have a group of leaders accountable for career management
and responsible for increasing
employee engagement, reducing
turnover, and ensuring that highpotential employees progress in
their careers.

HELP EMPLOYEES
UPGRADE
Provide robust development
programs so employees can
continually refresh their skills.
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OPEN THE WINDOW TO A
NEW MUSICAL SENSATION
Denmark’s Gryphon Audio offers a range of electronics

and loudspeakers that breathe emotion into music like you

have never experienced, and you will certainly never forget.

By James Sterngold

Consider it social distancing on wheels.
One reporter on how this often-tough
sport offers many
benefits.
By James Sterngold
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Road Warriors

The Equipment
here was a time in my darker middle-age years when I
complained to just about anyone who would listen (and some
who made it clear they’d rather not) that my knees were going.
I continued to try and run, my staple form of
exercise, but it was getting to be an ordeal. Tennis
was how I had long amped up my youthful testosterone rushes, but that was out now too, because
of the pain. Arthritis was closing in.
And then I got lucky. My brother, Paul, playing
therapist, listened to my complaints and suggested I consider a no-impact sport that somehow

had escaped me. It was about as simple as, well,
riding a bike.
It is a choice that a number of high-powered
executive types are taking. Overall, more than one
in 10 Americans are now regular cyclists, more
than 45 million in all. Those include a lot of middleage road warriors struggling with bad knees, like
me, who embrace cycling as a path to superb conditioning and freedom—and an outlet for competitive
mojo. “I see it a lot,” says Paul Levine, the owner of
Signature Cycles in Greenwich, Connecticut, one
of the country’s top custom bike shops. “They used
to run or play squash or tennis, but they can’t do
that anymore. Cycling you can do forever.”
He counts billionaire investors like Ken Griffin and Eddie Lampert among his clientele. Out
west, the hordes of known cyclists include people
like Carl Guardino, the CEO of the Silicon Valley
Leadership Group, and Sam Liccardo, the mayor of
San Jose, to name only a few.

“One in 10 Americans
are now cyclists, more
than 45 million in all.”
I’ve been road cycling now for six years with
more than 10,000 cycling miles behind me, and
it has become a form of personal reinvention.
Each weekend, you can find me along suburban
backroads filled with men and women in garish
spandex outfits and ridiculously lightweight
carbon-fiber bikes (which can cost north of
$15,000). Go ahead and chuckle as you spot a newcomer frantically trying to unclip from pedals at a
stoplight and tumbling. (More than one driver has
rolled down a window and applauded my pratfalls.)

But I have found that such occasional silliness
just isn’t relevant, because so much of what matters takes place inside your head—as you focus on
keeping the right pace, preparing for the next big
hill, enjoying the camaraderie of fellow riders, or
noodling over work and family.
Once I am in the saddle, pushing along at better than 20 mph for miles at a time, listening to
my breathing, feeling the breeze, drinking special
electrolyte potions, I am growing emotional wings
and taking flight. I always finish a ride, typically
40 to 60 miles, feeling I have accomplished something personally meaningful. Mountain biking
has a hipper buzz, but I love the steady physical
and mental rhythm of a long road-bike jam with
my groups; this is a delightfully social, coed sport.
When cycling, you are conditioning your body
like a twentysomething. (I now weigh what I did
in college.) The total body fatigue you will experience after a vigorous 60-mile ride just means
you’ll occupy a stronger body later—after some
protein supplements, an ibuprofen nightcap, and a
good night’s sleep.
But it’s more than physical. I once wrote an
article during my years as a Japan correspondent
for the New York Times about meditating at Zen
monasteries and spoke with a monk who had
explained how those who were “sitting,” as he
called it, needed to just let go and watch the
“movie” slipping by in their minds. I had little idea
what he really meant. Now I do. That mellow pondering is often more creative, too, because your
mind is more open. I’ll often spot an approach or a
conceptual hook that was not apparent before.
I took a ride recently with two cycling mentors—my brother, Paul, and a friend, Clemson
Smith Muñiz, who had helped me get started. It
was a golden fall morning and our group of five
took a brisk, 50-mile route from my home in New
Jersey up several climbs to the town of Mountain
Lakes and back. Paul attacked our first big hill,
rising out of his saddle as he passed us, only to
discover it was longer than he realized and he
had to pant through the final stretch. I passed
Clemson on one hill, but he zoomed by on the
flats. We chatted about work, kids, a bear I’d seen,
cycling achievements. My knees, to the extent
they crossed my mind, didn’t hurt a bit.

Bicycles
Constructed of lightweight materials (aluminum/
titanium/carbon fiber). Production bikes (14 to
17 lbs.) run from $2,000 to $12,000, while allcustom bikes can go for as high as $20,000.

Outfits
Made from stretchy
polyester to fit snugly,
and colorful for
visibility. A racing-style
top can cost $50 to
$400, and shorts can
run $50 to $350.

Shoes
Cycling shoes ($100 to $550) are light, stiff,
and have holes for mounting the cleats. Special
pedals and cleats can run $60 to $1,500.

Helmet
Not optional. Runs
from $50 to $500.

DOWNTIME

Tasty
Tips
BREAKFAST BOOST

You can’t beat oatmeal; the best
nutritionally is “old-fashioned
oats” with high fiber.
GRAB-AND-GO LUNCH

Reach for a salad with a small
portion (2 to 4 ounces) of protein
and minimal cheese.

adds Dulan, who is also the founder of the food
start-up simplyFUEL.com.
The downside of being at home, however, is that
the refrigerator is only a few feet away from where
you spend most of your day. The answer, both food
experts agree, is to create structure: eat at specific
times, avoid stress eating, and make more conscious choices. When a snack craving hits, reach
for fruit (Dulan loves frozen grapes) instead of
high-fat and sugary foods that boost insulin levels
and only make you hungrier. And make sure to
drink plenty of water—the urge to eat may be thirst
in disguise.
Exercise is just as important as food to maintain
immunity through times of crisis. When the gym
is closed, a brisk walk or run outside can produce
that endorphin rush. There are other alternatives,
as well. Boncompagni uses resistance bands, which
look like big rubber bands for resistance exercises
to work out the arms or legs. Dulan suggests doing
lunges down the driveway or down the hallway,
with or without hand weights.
There are many apps, such as Nike Training
Club, Fitbit Coach, and Peloton Digital, that offer
in-home fitness. You can also find exercise videos
on YouTube and Amazon. Most important is to get
moving. Schedule your workouts; it doesn’t matter
when you do them, but you have to make time.
As the work world goes back to a more normal routine, don’t abandon the good habits you
acquired. “Maybe you won’t have as much time
then, but on the weekends, you can shop and cook,”
Boncompagni says. “If you start feeding yourself
well, it will be both healthy and a habit.” 1

SNACK ON THE RUN

A handful of nuts has protein
and omega-3 fat without the
downside of sugar.
A COLORFUL DINNER

Working—and Eating
Well—Remotely
EXPERTS SAY A SOLID WELLNESS PLAN CAN HELP AT-HOME
PROFESSIONALS GET BY EASIER. By Patricia Crisafulli

Y

And there’s certainly a fast-growing and sizable
business backing up those efforts, with the global
personalized retail nutrition and wellness market
alone expected to reach $50 billion in five years.
Most people know—or at least have heard—that
they should eat more fruits, vegetables, whole
grains, and lean proteins. But such foods have
specific benefits at times like these. Eating citrus
fruits or yogurt with live cultures can improve your
immunity. But that’s not all. “People don’t think
a lot about how the foods they eat can enhance

ou never could tell the difference
between a cucumber and a zucchini,
and radicchio always sounded like a
small town on the Amalfi Coast. Then
came COVID-19, and suddenly working from home
also meant eating at home.
That can be daunting if the most you’ve ever
prepared is microwave popcorn. Yet a barrage
of food bloggers, nutrition experts, and dietary
believers say there is hope, even for the culinary
deficient, to bring a dose of wellness to their meals.
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Eat fewer white, starchy foods
(potatoes, rice) and more colorful
ones, such as red peppers,
deep-green spinach, and brightorange sweet potatoes.
ACTIVATE YOUR BODY

It’s not just daily exercise—
you should also get up from your
desk (or sofa) once an hour for a
five-minute break.

psychological well-being,” says Tatiana Boncompagni, a holistic health coach, former food writer,
and cofounder and CEO of EatSunny.com, which
creates and delivers healthy meals to consumers.
Two familiar choices are walnuts and salmon,
both rich in omega-3 fats, which may help mental
well-being.
For beginners in the kitchen, nutritionist Mitzi
Dulan suggests searching Pinterest for four- or fiveingredient meals. “The visual plus the simplicity
make it a great opportunity to try something new,”
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DOWNTIME

Reading…
and Learning

The Laughing Guide
to Change
BY ORA AND ISAAC PRILLELTENSKY

WE OFFER UP A FEW BUSINESS BOOKS THAT AREN’T
SHY ABOUT EDUCATING READERS. By Renee Morad

This summer may be far different from any other in memory,
with far less travel. But reading may be one activity that
can serve as an escape from today’s disruptions—and
considering some of the new business books out
these days, it’s a good chance to develop new skills.

BY CHIP AND DAN HEATH

Simon & Schuster • The authors dive into
what makes “defining moments,” and why
they have such a profound impact on us. By
understanding how these experiences happen,
readers can become authors of their own
defining moments. The authors “use stories
to display a powerful truth, that we can be
more impactful as leaders and as people by
recognizing and creating more ‘moments,’” says
Craig Kreeger, former CEO of Virgin Atlantic.

With titles like The Power of Moments and
The Moment of Lift, many authors aren’t
shy about taking on big topics to help with
motivating people and setting goals.
Tired of bingeing on Netflix?
Here are some alternatives:

Leadership Is Language:
The Hidden Power of What
You Say—and What You Don’t
BY L. DAVID MARQUET

Portfolio, Penguin Random House • How we
speak, whether it’s in person or online, holds
the power to empower—or disempower—our
colleagues. Marquet, a former US Navy
captain, shares his experience turning a poorperforming submarine crew into one of the
best performers in the fleet. Verne Harnish,
founder of Entrepreneurs’ Organization, says
Marquet’s book provides “a truly unique take
on leadership that re-engineers our language.”
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The Power of Moments:
Why Certain Experiences
Have Extraordinary Impact

The Moment of Lift:
How Empowering Women
Changes the World
BY MELINDA GATES

Flatiron Books • Gates highlights the lives of
heroes who work on behalf of women living
on the margins of society. “We women,”
she writes, “have to lift each other up—not
to replace men at the top of the hierarchy,
but to become partners with men in ending
hierarchy.” Its message is a call for unity,
inclusion, and connection. “This book is
an urgent manifesto for an equal society
where women are valued and recognized in
all spheres of life,” says Nobel Peace Prize
laureate Malala Yousafzai.

Rowman & Littlefield • This book provides
six fundamental skills for change based
on research in psychology and human
behavior. The authors show readers how to
deal with change in any aspect of their lives,
including starting an exercise regimen, reducing
stress, and improving performance at work—
all with a generous serving of humor. “Did I
mention that The Laughing Guide to Change is
funny? It is—often in laugh-out-loud fashion,”
says University of New Haven professor
emeritus of psychology Michael Morris.

Edge: Turning Adversity
into Advantage
BY LAURA HUANG

Portfolio, Penguin Random House • Stereotyping
has a justifiably bad connotation, but Huang
argues that it, along with other negative traits,
can be reframed to work to the benefit of both
leader and employee. The author, a Harvard
Business School professor, encourages readers
to create their own unique edge and have the
courage to show up and be yourself. “Edge
is a superbly researched, deeply insightful,
and persuasive book that is destined to be a
guidebook for self-empowerment and success,”
says former NASA astronaut Terry Virts.

AND FROM OUR CEO...
Advance:
The Ultimate How-To
Guide for Your Career
BY GARY BURNISON

Wiley • In his latest book, Burnison
showcases how to perform well in any
work environment, highlighting how
to manage for the first time, deal with
bad bosses, present well, and more. He
doesn’t leave out how to get promoted
and negotiate for more money, either.

VP, CHIEF CONTENT OFFICER

It

was late at night and the text to a friend was simple. “Call me. I’m scared.”
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Depending on where you live on the globe, this year’s horrific pandemic may
only be worse or may have eased a bit. I happen to be based in New York City, which
outside of Italy had become by early spring something of a ground zero for COVID-19 in the
US. And yes, I was scared.
Scared of the mad fight for food supplies that had become a common ritual at my once
very polite grocery store. Scared when I realized I was fast becoming the sole occupant of my
building as others fled the city. Scared that doctors I saw for years weren’t taking calls but
were directing patients to the CDC hotline. And then there were the sirens—you couldn’t step
outside for fresh air without an ambulance racing by.
To be sure, others had it worse, particularly if they were ill or faced other hardships. But
in a corporate context, most of us wouldn’t dream of admitting whatever fear we had to colleagues. That is, until the world changed. As we reported on our website in the article “Your
Home Life—for All to See,”
the shift to remote workThe shift to
ing for millions changed
remote working
the nature of what each of
us might know about our
changed the
colleagues.
nature of what
Very quickly, we diseach of our
covered
how much harder
colleagues knew
it is to hide so much of our
about each other.
home life from them. With
work calls or video meetings constant, the fact that you might live in a home too crowded for a work space, or might
be dealing with a disabled parent or child, often became apparent. “The inequities of people’s
lifestyles are now more vulnerable to being exposed,” said Andrés Tapia, a Korn Ferry global
diversity and inclusion strategist, at the time.
So too were many of our more personal traits, including our coping mechanisms. For sure,
it was my job as an editor to lead writers forward during such hard times. But I’m not ashamed
to say I wasn’t shy about telling at least some of my workmates how I was feeling (just not in
late-night texts). I noticed that many of my colleagues were equally open. I appreciated those
who were, and understood those who were not. Somehow, it seemed to me, working remotely
had brought us closer. 1
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