TEAM-BUILDING BY MAUREEN HALUSHAK

Don't give team-building a bad name

Put time and thoughtfulness into planning activities that suit the ages and interests of your staff

Your financial advisory practice Is doing well,
but youw are working harder and for longer
hours and secing fewer rewards. Perhaps it's
time Lo consider bringing other people into
your practice. This issue, the latest in a series
on teaim-building: tenm-building activities.

HE MENTION OF A TEAM-BUILD-
ing activity is often met with the
rolling of eyes and derision among
employees, while visions of "rrust”
exercises dance through their heads. It
duesn't haye to be that way
“leam-building at ils most essential is
people deing activitics outside of work to gel
to knaw one another with new insight,” says
Shanonon Waller, director of new program de-
velopment at The Strategic Coach in Toronto.
This can be as simple as getting the gang lo-
gether for drinks to celebrate the end of RRSP

season or as in-depth as hiring an oultside
firm to conduct a fortnal teaun-building ses-
sion. There are merits to each method,

Wallerleans toward a more casual approach
to team-building. "Actual tean-building ac-
tivities can get a bad name because people
are intimmidated by them,” she says.

Scott Plaskett, a certified financial planner
and CEO of Ironshield Financial Planning
Inc. in Btobicoke, OnL., is also leery of veri-
fiable team-building exercises. “These types
of events tend to put a lot of pressure on
people, and unless there is some [requency
to them, the pood had during the exercise is
quickly lost Lo reality,”

Instead, Plaskett treats his team to dinner
several times a yeae. Once he also whisked
them away — in a stretch limo — for lunch
at a countyy inn in Caledon, a scenic town
north of Toronto. “ know the stalf really ap-

preciates the effort we go to in making every
event memorabic,” he says.

Indeed, Waller notes, the most important
thing any manager can do when it comes te
planning a team-building event (even if you
don't call it that) is to put time and thought-
fulness into planning the activity. Popular
options include: a group cooking lesson at a
cooking school; visiting a mutual fund com-
pany for a learning session on new products;
taking your team to the mall in a limo and
then giving everyone a mall gift certificate to
spend on themselves; or, a group improv les-
son at a comnedy club.

Consideration of the ages and interests
of your staff when choosing an aclivity is
crucial. Over the years, the team at Harry
Perler Financial Greup in Coquitlam, B.C,,

»» TURN T0 IMPROVED / PAGE B4

Improved relationships and greater trust

»» CONTINUED FROM PAGE B3

has enjoyed wine tastings, barbe-
cues, movie nights and a weekend
getaway at Harrison Hot Springs.
Senior partner Harry Perler says
there is no "one size fits all” solu-
tion for a team activity,

“When we went to Harmison Hot

Springs, it was popular with the
team members who brought their
spouses, but not as popular with
the single people,” he says. “And we
recently had a martini party. But
some staff don't drink.” He notes
that dinners out are a popular op-
tion, as younger staff tend o go out
together after the meal.

Regardless of the activity, a
successful gronp event — which
should involve group learning or a
celebration of the team'’s progress
— will lead to improved relation-
ships, increased collaboration and
greater trust. "Closer teamwork will
show itself in subtle ways,” Waller
says, “such as there being fewer
conflicts between coworkers.”

If you're looking for a more
measturable improvement in staff
perfermance, consider hiring an
cutside tean-building facilitator,
says Shawna O’'Grady, prolessor
and director of tearn facilitation for

the Queen’s University executive
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team-building, but so few people
connect 1t with improving per-
formanece levels,” she says. “More
structured types of events allow
people to pracess the learniog bet-
ter and draw out insights after the
activity is cornplete.”

O'Grady also notes that struc-
tured events can “force” team mem-
bers tosocialize with colleagues they
may otherwise avoid. “With a social
event, you're taking your chances
about who will speak to whom,” she
says. “People naturally will gravitate
loward pecple with whoin they al-
ready have friendships.”

One of O’'Grady’s most popular
exercises among both her MBA stu-
dents and the outside corporations
for whon she consults is having a
group of five to eight team mem-
bers work together to assemble a
wooden frame.

After timing the first altempt, the
group must put the frame togeth-
er again and beat their previous
time, “The whole team must be en-

gaged in the process,” says O'Grady..

“There isshared [eadership, and
good ideas can come from anyone
in the office hierarchy.”

After the team successfully builds
the fraine a sccond time, a facilita-
tor leads a debriefing conversa-
tion about the activiry, "People will
change their work behaviours based
on what they have gone through in

0'Grady admits that she comes
across the occasional eye-roller but
says buy-in starts at the top: “The
manager scts the direction; if he or
she is involved, that sends a clear sig-
nal that athers should get enside.”

Whatever feam-building activity
you choose, O’'Grady recommends
that group events take place at least
every six to 12 manths; newly mint-
ed teams should devote two days to
tearn-building activities. “The more
time you put in, the better your
team will perform down the road,”
she says. ) 13

The team-building series concludes
in the February issue of Investment
Executive with a look at how to,
present your team to clients and
prospects. For other articles in this
series, go to www.investimentexec-
utive.com., -



