
CEO ADVANTAGE

NANCY MACKAY
How to hold people  
accountable for results

CEO challenge:
What is a CEO to do with a 
high-performing direct report 
who just won’t get with the 
program?

In this case, a CEO was 
struggling to rein in his vice-
president of sales, who was a 
rock star when it came to sales 
results but wasn’t much inter-
ested in the executive agen-
da. !e company was imple-
menting a new customer rela-
tionship management (CRM) 
system and the VP was the 
executive responsible, but he 
was having no part of it. He 
thought the project was a waste 
of time and money because he 
had been extremely success-
ful without it. Furthermore, 
he didn’t want his sales team 
distracted with data entry and 
other administrative tasks. 

It didn’t stop there. The 
sales lead rarely showed up 
for executive team meetings 
and, when he did, he was on 
his BlackBerry constantly or 
leaving early. Needless to say, 
the CEO wasn’t the only one 

frustrated, and it didn’t help 
matters that the VP was adored 
by his sta".

CEO mistake:
Naturally, the CEO didn’t want 
to tinker with a good thing – 
the VP did turn in extraordin-
ary results. Hoping that things 
would improve over time, the 
CEO decided to ignore the 
problem, which only made 
matters worse. 

Other members of the 
leadership team began to 
complain about the renegade 
VP and speculate that the 
CRM project was a failure.

A#er a year, the CEO real-
ized that he needed to hold 
the VP accountable. !e CEO 
began holding monthly meet-
ings with the vice-president, 
during which he expressed his 
disappointment and frustra-
tion. !e meetings were pain-
ful and did nothing to create 
new attitudes or behaviours.

Six months later, the CEO 
gave up and took ownership 
of the CRM project himself. 

It seemed the only alternative, 
as losing such a star performer 
was not an option.

CEO solution:
Holding people accountable 
for results is not about com-
municating blame, frustra-
tion and disappointment in a 
monthly meeting. Instead, ac-

countability is about persua-
sion and motivating people to 
say “yes” to delivering results 
and new behaviours.

Here are six strategies to 
enhance your ability to hold 
people accountable by using 
persuasion versus playing the 
blame game.

1. People like people who 
like them. Before holding 
people accountable for new 
results and behaviours, make 

sure you have a solid history of 
praising their strengths.

2. Model the behaviour 
you want to see in others.

3. Persuasion is more ef-
fective when it comes from 
peers versus the boss. Other 
vice-presidents would have 
had more influence on the 
sales leader.

4. Make commitments 
written, public and voluntary. 
Getting the VP to commit in 
writing, in public (at leader-
ship team meetings) and vol-
untarily would be far more ef-
fective.

5. Create a sense of ur-
gency using “loss language”: 
“We will lose a lot of money if 
the CRM is not implemented 
on time and on budget.”

6. People defer to experts, 
but don’t assume your exper-
tise is self-evident by virtue of 
your CEO title alone. Share 
your previous experiences 
(successes and failures) to have 
greater in*uence. 

Nancy MacKay is the president 
of MacKay & Associates (www.
mackayandassociates.ca) and 
co-author of the book !e Tal-
ent Advantage: How to Attract 
and Retain the Best and the 
Brightest (with Alan Weiss).

BOARDROOM STRATEGY

MIKE DESJARDINS
Stop chasing shiny objects and  
focus on your core business 

Stagnation is the enemy of 
progress and growth, but 

chasing after every opportun-
ity that comes your way can 
be just as detrimental to your 
business. 

I have a name for these 
myriad choices that appear 
like opportunities but in most 
cases are distracters: shiny 
objects.

When I ask leaders where 
they expect their future 
growth to come from, quite 
frequently I hear the response, 
“We have so many opportun-
ities for growth that it’s di+-
cult to stay focused.” 

!erein lies the rub. 
Most opportunities are 

mislabelled as such and end 
up absorbing valuable time, 
money and people resources 
within organizations. !ese 
shiny objects are di+cult to 
choose between because no 
,lter is in place to help evalu-
ate the difference between 
them and a real opportun-
ity that the business should 
pursue.

Here are four questions 
you can ask yourself that will 
act as a ,ltering mechanism 
to di"erentiate between shiny 

objects and opportunities.
What are the realities of 

our business today? We’re 
talking facts, not opinions 
here. What is our SWOT+V: 
strengths, weakness, oppor-
tunities, threats and vul-
nerabilities? (In case you’re 
wondering, the di"erence be-
tween a threat and vulner-
ability is that a vulnerability 
can take your business to its 
knees whereas a threat is an 
area where you’re not able to 
compete readily against your 
competitors.) !is question 
can only be answered prop-
erly in a culture of candour 
– a culture where the truth is 
spoken and can be heard. 

What are the simple, 
underlying patterns, hid-
den in the complexity of our 
business, that make us great 
at what we do? If we were 
to capitalize on our greatest 
strength, what could we be-
come world-class at and as 
a result what can we not be 
world-class at? What is the 
single denominator in the 
key economic equation for 
our business success, usually 
stated as “pro,t per X” (Good 
to Great by Jim Collins. New 

York: Harper Collins Pub-
lishers, 2001]. Finally, what 
does our business stand for 
that we are truly passionate 
about?

Do we have access to the 
resources of money, people 
and time? Many a great idea 
has been stalled by a lack of 

access to, or an underesti-
mation of, resources. Pas-
sion without the ability to 
execute is daydreaming. For 
each opportunity before you, 
review the necessary action 
steps and time frames that 
would be required to reach 
the end goal. !en take stock 
of the budget required to 
support these action plans. 
Finally, determine whether 
you have the right people in 
your organization to tackle 

the necessary action steps or 
whether you have the abil-
ity to hire from outside the 
business.

If I say yes to this, what am 
I saying no to? With limit-
ed resources available execu-
tives need to learn the skill of 
appropriately, with purpose 
and clear communication, 
stopping a project or pre-
venting one from even get-
ting o" the ground when it 
does not ,t within the stra-
tegic framework. Resour-
ces misallocated to object-
ives that should have died 
on the vine are being taken 
away from the core oppor-
tunities that will help create 
a more compelling future for 
the business.

As a leader, working 
through the answers to these 
questions with your  team to 
distill down to the core op-
portunities you should focus 
on is far more compelling and 
inspiring than the alterna-
tive: reacting by gut feeling 
to initiatives that you don’t 
feel ,t the business, without 
having a clear reason why. 
!e di"erence in the engage-
ment level of your team will 
be huge. 

Mike Desjardins is the CEO 
at ViRTUS (www.virtusinc.
com), an organizational de-
velopment consulting !rm. 
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BREAKING GROUND
Resource industry in brief

Aussie influence

More than three-quarters of 
mining executives believe 
governments around the world 
might follow Australia’s lead 
and propose a super-profits 
tax on the industry, according 
to a recent survey.

The report comes just days 
after the southern country’s 
new Prime Minister Julia Gil-
lard cut the profit tax to 30% 
from 40% following Kevin 
Rudd’s ouster from Australia’s 
top job.

Vancouver-based Mining 
Recruitment Group Ltd. 
conducted the survey, which 
polled 102 executives in an 
attempt to pinpoint the issues 
that most affect the industry.

Aside from concerns over 
increased government inter-
vention, most mining execu-
tives have bullish outlooks.

Almost 90% of those 
surveyed are either bullish or 
neutral about the short-term 
performance of the industry in 
general, while more than 80% 
think things will be good for 
the long term.

Gold, copper and silver 
ranked as the most promising 
commodities over the next 
year, according to pollsters, 
while zinc, nickel and molyb-
denum hit the bottom of the 
list.

Even though the markets 
have for the most part climbed 
from the depths of the reces-
sion, 62% of executives say 
they’re as focused on cost-
cutting initiatives as they were 
a year ago.

But more than half of all 
executives agreed that it’s 
much harder to raise money on 
the market these days than it 
was prior to the recession.

Survey respondents said 
the No. 1 issue that will face the 
mining industry over the next 
two years would be commodity 
price volatility.

Congo aid

Vancouver-based First Quan-
tum Minerals Ltd. (TSX:FM) 
has rushed aid to the Demo-
cratic Republic of Congo (DRC) 
after an oil tanker explosion 
there killed more than 200 
people.

The company, which oper-
ates mines in the DRC, said 
it would send two tonnes of 
medical supplies from South 
Africa to the Congolese prov-
incial capital Bukavu to assist 

the ministry of health.
The supplies include 

specialized burn bandages and 
creams, painkillers and anti-
biotics to treat victims of the 
explosion.

According to the Associ-
ated Press, the incident 
occurred after a tanker truck 
travelling on a rural Congo 
highway overturned and 
exploded, causing a massive 
fireball.

First Quantum’s aid pack-
age comes just weeks after the 
company said the DRC govern-
ment had “orchestrated” a 
legal attack against one of its 
projects there.

Last September, First 
Quantum suspended oper-
ations at its Kolwezi project in 
the DRC after the government 
there issued an order to seal 
its facilities.

The company has initiated 
an international arbitration 
against the DRC government.

Mexican 
rejection

A Mexican court has denied 
a New Gold Inc. (TSX:NGD) 
appeal to have the environ-
mental impact statement 
at its Cerro San Pedro mine 
reinstated.

The Vancouver-based 
company said it has yet to 
receive the reasons behind the 
denial and doesn’t know how it 
will affect the mine.

Last fall, a Mexican federal 
court ordered the mine shut-
down due to environmental 
concerns.

At the time, New Gold 
said those concerns resulted 
from a small group of people 
opposed to the mine who have 
challenged the validity of its 
environmental permits for a 
decade.

The company was granted 
an injunction in September to 
temporarily lift the shutdown 
while it appealed the court’s 
decision.

Now, New Gold said it could 
file an application to have its 
case heard in the Mexican 
Supreme Court.

“While we are disappointed 
by this most recent decision, 
we will continue to pursue all 
avenues to ensure the continu-
ous operation of Cerro San 
Pedro,” said Robert Gallagher, 
New Gold’s president and CEO.

Cerro San Pedro accounts 
for approximately one-third 
of the company’s total gold 
production and employs more 
than 500 people.
jmckay@biv.com 
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