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WELCOME!
Congratulations on your appointment to the Communication Action Council (CAC).  The Management Action Council (MAC), Socialization Action Council (SAC), Recognition Action Council (RAC), Physician Action Council (PAC), Training Action Council (TAC), and the CAC are the key groups within your organization responsible for assisting executives in implementing change and leading the organization to a new and improved culture.  It is an honor to have been selected by your chief executive to be a member of one of these councils.  

This is an important moment in the history of your organization and in your career development.  A tremendous trust has been placed in you by your chief executive, and a great deal of responsibility for the success of The Uncommon Leader in your organization is yours.  

All members of the CAC should read the following documents as part of their initial orientation:

•
Management Action Council (MAC) Guide
•
Socialization Action Council (SAC) Guide
•
Communication Action Council (CAC) Guide
•
Recognition Action Council (RAC) Guide

•
Training Action Council (TAC) Guide

•
Physician Action Council (PAC) Guide

•
Do It Groups (DIG) Guide
The purpose of the CAC Guide is to help you prepare for your responsibilities as a CAC member and a New American Hospital (NAH) leader.  Included in this packet you will find suggestions and ideas which have proven successful with other organizations who have gone through The Uncommon Leader (TUL) program.  Look upon this packet of information as a set of guidelines to help you do your job as a CAC member.  Feel free to embellish and improve upon these ideas in all ways possible.  Remember, our goal is excellence.  Your creativity and leadership are essential to the program’s success.

PURPOSE & GOALS OF CAC
Your role is to conduct a major communication campaign necessary to support the roll out and implementation of The Uncommon Leader.  The objective is nothing less than a battle to “win the hearts and minds of the people” for the concepts and practices of the New American Hospital.  What is envisioned is a major internal communications campaign that will inform, reinforce, and even propagandize the organization on the new values and operating methods in the new culture.  Indeed, it may not be possible to establish the new culture without this campaign being a success.  The goal of the CAC is to convince your Associates of the worthiness of what we are doing, and turn them into positive believers.  From this comes pride and the self-respect which makes work worthwhile.  

The best implementations of The Uncommon Leader have always been accompanied by intensive communication campaigns.  These efforts have kept the message alive at every turn.  Some organizations have devoted one person on a half time basis or more to fully saturate the organization with the message.  Main idea:  If we can successfully elevate the services of this organization above its competitors, then you will have a marketing message that won’t quit.  Excellence always sells.  A successful TUL program will make your overall marketing job much easier.  All the organization’s marketing efforts will be more effective.  CAC members should understand that successful implementation of The Uncommon Leader is dependent upon implementation of all program elements and behavior change by members of the organization.  Management House assumes no responsibility for incomplete implementation on the part of the client organization.

The focus of your communications will be on TUL session participants, Associates, medical staff, your Customers and the community.  Because you have a large and diverse group of audiences, and because the program will unfold in a particular sequence, a series of communications is recommended and outlined.

MEMBERSHIP 

The CAC Chairperson is a MAC member and has the ultimate responsibility for implementing communication campaigns before, during, and after TUL sessions.  This could possibly be done by devoting 100% (or more) of one communication professional’s time to this project, or by creating a communication team, or Communication Action Council (CAC).  Because this is an enormous job, we advise a CAC be formed.  Your most creative, clearest writers, and your most effective communicators should be on the CAC.  

The CAC is the one TUL Council that can effectively involve Associates from the very start, so the CAC is not necessarily limited to management team members.  By including creative Associates on the CAC, you may lighten the load on managers.  Consider including Associates as a way of freeing up managers' time as well as tapping into a valuable source of creative talent.  Organizations often have talented cartoonists, writers, video artists and layout experts that are not utilizing these skills in their current jobs.  A talent hunt early on can save the CAC a great deal of work later.  (Associates who contribute support to the CAC in the way of talents offered periodically for small assignments are not doing so as a volunteer to the organization. Their time must be paid for per the labor laws, but a dedicated amount of time per pay period is not needed.  Involvement is on a PRN basis and assignments are short,)

The CAC should include at two or three core members for organizations of 120 beds or less and three to five members for organizations larger than 120 beds.  The size of the membership of the CAC depends on the size of your organization as there is a direct correlation between the number of staff needed to communicate to multi-facility organizations with substantially larger numbers of Associates. 

Selection of CAC members should include only Associates who are in good standing with the organization and willing to commit extra time and effort to this assignment.  A Chairperson and Vice hairperson for the CAC should be identified and named by the president.  The Chairperson has the ultimate responsibility for the success of the CAC and is an active member of the MAC.  Often CAC Chairperson assignments are given to the marketing or communications professional already on staff.  However, assigning this function to someone outside of that formal position is also a good idea.  

Extraordinary leadership and communication skills are required.

CAC RESPONSIBILITIES BEFORE TUL

ROLE DEFINITION & BUDGET GUIDELINES
As a team, the Chairpersons of the CAC, MAC, RAC, PAC, TAC, and SAC should meet with the organization’s chief executive to review and clearly understand each other’s mission, role and responsibility in the organization change effort.  This may also be a good time to discuss what budgetary guidelines will be set for carrying out each council’s role.  A budget for CAC responsibilities should be established.  The budget is generally very small as the many functions of the CAC can be incorporated into already established communication vehicles, or achieved with little financial investment.  

Many times a special TUL or NAH newsletter is created for the period of the formal process.  It would be a mistake to invest great sums of money on a "pretty" newsletter when the primary purpose is to communicate internally with managers and Associates.  Therefore the cost of very high quality, unusual paper stock, assistance from a marketing pro and so on are not necessary, but unnecessarily undertaken by some NAH organizations.  The CAC function is to be effective, but with very little cost.
TUL KICK-OFF

An essential early activity of the CAC begins before TUL.  It is the TUL Kick-Off. This is the meeting when management staff are introduced to the TUL initiative.   

To prepare for the TUL Kick-Off, the role of the chief executive is to:

•
Introduce and explain the objective of The Uncommon Leader.  

•
Introduce MAC, SAC, RAC, TAC, PAC and CAC members.

•
Explain the level of participation that is required of each manager.  This includes attendance at each TUL training session.  Only exceptions approved by the CEO will be accepted.  It includes timely completion of all TUL assignments.

•
Explain the level of commitment that the organization has to this initiative.

•
Explain the cultural change and results that are expected from the program.

As a part of this introduction, the MAC Chairperson would then review the general format and expectations of TUL Sessions with the management group.  Items to include would be:

•
Management Library

•
NAH Newsletter

•
TUL Manual and MANSYS including confidentiality and licensing stipulations

•
Expected participation levels of managers and Associates in DIGs and social events

•
Time frames for TUL and dates to reserve on their calendar

• 
Listing of graduation requirements

In order to arrange for the appropriate people to be in attendance at the kick-off meeting, a letter of invitation from the chief executive to each participant is in order.  A sample letter is attached to the CAC Guide for your use.  The president may use the CAC to draft this letter on his/her behalf.

The tone of the TUL kick-off will directly correlate to participants attitudes in anticipation of the fist TUL classroom session.  Positive messages translate to positive tones and interpretations.  So, temper the seriousness of the effort of the change program with the positive opportunities the NAH offers.  To carry this objective out, one hospital distributed sunglasses to TUL participants as they came to the kick-off meeting.  “The Future’s So Bright We've Got To Wear Shades,” a song, was on the sound system, and the room was electric with excitement!  The song lyrics and the up-beat electrified environment set the tone.  The message was “the future’s so bright!”  

Some orientation sessions have included group cheers conducted by MAC (prepared either in advance or on the spot), skits, or other entertainment.  Set the stage for TUL in a fun, energy-filled way!

VICTORY SCOREBOARD

The “Victory Scoreboard” approach is an excellent and required means of tracking and communicating the progress of the organization through the change process.  The MAC, in conjunction with, and through the CAC, should design and install the Victory Scoreboard immediately.  The entire Scoreboard should be prepared and installed prior to TUL Session I.  Delays in getting the Scoreboard up creates delays in communication and energy within the organization. 

The Scoreboard must be very large, perhaps the length of one of the main walls in or outside the cafeteria.  Include enough room on the scoreboard to have four categories on it with the ability to put 25 or 30 entries, minimally, in each of the four categories.  The four recommended categories for the Scoreboard are:

•
DIGs To Do

•
DIGs In Progress

•
DIGs Done

•
DIGs Implemented

The “To Do” category is self explanatory in that these are identified but  unsolved DIG problems.  Generally, these DIGs are still looking for membership or Chairpersons.  Once the DIG membership is complete, the Scoreboard indicator should move to the “In Progress” category.  This means that the DIG idea is being actively worked on. 

When the DIG has returned its' recommendations to the MAC, and the MAC does not see any further work that needs to be done by the DIG, then the indicator on the scoreboard is moved to the “DIGs Done” column.  “Done” indicates only that the analysis and recommendations are complete.  When the recommendations are fully implemented, then the indicator moves to the “DIGs Implemented” category.  You can see why an updated Scoreboard will be the focus of information on the change process!  The more DIGs that show up in the "Done" or "Implemented" category the more excitement and momentum for continued change will be generated in the organization.  People need to be able to see how much they have accomplished in order to find the inner energy to generate even more results.

The design of the Victory Scoreboard project provides an opportunity to display some of your creativity.  One TUL hospital in a town with a strong railroad history called their DIGs “TRACs” (Team Rebuilding Action Committee).  After TRACs were created, a scale model train car for each TRAC moved along a train track through the “In Process” section and the subsequent stages to finally conclude in the “DIGS Implemented” section.  When 25 TRACs were completed  the train car was replaced with a silver car, and after fifty TRACs were completed, the train car was painted gold.  The TRAC names and numbers comprising the gold train cars were printed on the side of the cars.  Incidentally, at this hospital the SAC created a theme for their TUL social events, “Bound for Excellence.”  Using a train theme, the group “traveled” to each different destination of excellence at each TUL social event (one session included a Mardi Gras party, another included a trip to the Super Bowl, etc.).  Think creatively about how you could add value, interest and excitement to TUL by weaving a theme throughout the DIG process, SAC events, RAC themes, and CAC pieces.  Warning: Some organizations have become too complex or too creative in the thematic representation of the Victory Scoreboard, and consequently lost all communication impact.  Keep the Victory Scoreboard design simple with a little bit of theme to tie the initiative into the other aspects that are occurring in the organization.  Simplicity is the soul of success.

Clients routinely underestimate the size of the scoreboard they will need.  Regardless of the size of the scoreboard initially installed it is best to tentatively plan on a location which can accommodate an expanded size for the scoreboard.

BHAG SCOREBOARD

In addition to the Victory Scoreboard for DIG communication, a BHAG Scoreboard is needed to BHAG communication.  Again, the criteria for location of the BHAG Scoreboard is the same as for the Victory Scoreboard—a highly visible, high Associate traffic area like the cafeteria. 

The size of the BHAG Scoreboard is also large, and is comparable to four sections of the Victory Scoreboard.  There are four BHAGs upon which The Uncommon Leader process will focus.  


1.  High Quality


2.  Low Cost


3.  High Satisfaction


4.  Growing the Best People 

Each section of the BHAG Scoreboard should be dedicated to the goal of one of the BHAGs.  In addition to representing the organization BHAG goal, the BHAG Scoreboard will also display the current status of the organization relative to achieving that BHAG goal.  Some organizations have used the automobile dashboard theme as a way of communicating what each BHAG goal is and where the organization is relative to achieving that goal.  You choose the theme that is most appropriate for your organization.  The objective is to communicate the specific goal and performance to date.  Keep it simple.
CAC RESPONSIBILITIES DURING TUL

TUL PARTICIPANT AUDIENCE

Following the introduction of TUL to managers and the distribution of the initial manuals and reading assignments, you may find that there is a great deal of talk being generated among the managers and then among the Associates as they get wind of something that is about to happen.  This is good if the communication is accurate.  This is bad if the communication is in error.  Inaccurate communication comes only from inaccurate delivery or non delivery of the message.   

Managers and Associates will have many questions.  The CAC, MAC and executives will want to anticipate as many of these questions as possible and resolve unanticipated questions as quickly as possible.  Keep  managers and Associates informed from the start.  One idea to help facilitate this communication of information is a NAH newsletter, which is particularly helpful in the early months of TUL.  The content of this newsletter would be information important to managers and Associates about the goals and how they will be achieved, answers to commonly asked questions no matter how simple the question may seem to be, reminders on what assistance is needed with particular DIGs, when specific training session related to TUL are scheduled and how to enroll, information on the next social event, recognition for work well done, inspirational notes and comments, advertisements for DIG Chairs or members, and so on.

Examples of NAH newsletters are attached for your convenience.  It is fun to add comics and humor to the newsletter.  Make it fun and interesting to read, something that people will look forward to receiving.  It need not be anything too fancy; a low cost in-house publication which can get news to the people is what we are looking for.  Your first NAH newsletter should go out about two weeks before Session I.  Subsequent NAH newsletters should be published weekly with an update on the progress of change within the hospital.  Close coordination of the CAC with the person responsible for TUL Administration and seminar arrangements is essential.

One more note on communication.  Focus everyone’s attention not on the management development course the managers are attending (TUL), but on the organization development effort and the new, emerging culture at your organization (the NAH).  

NON-TUL AUDIENCES

ASSOCIATES
Specific communication toward Associates will help your NAH effort immensely.  Associates will be hearing about TUL in bits and pieces from their management, but often they will lack a coherent picture of the major concepts.  

There is usually some Associate cynicism about some of the early outputs of the program such as the Values Statement.  Address these concerns early, but do not fluff the program.  It is best to make Associate communication totally open and honest.  Admit mistakes, when such events occur.  Tell Associates that we are opening up the organization, that we have set higher targets and that we do not have all the answers, thus we welcome their input and ideas.  Share war stories of successes and failures, and what was learned immediately from failures. 

A great way to begin your introduction of the NAH to Associates is with a celebration.   You may wish to consider the following ideas for an Associates’ NAH celebration:

•
An introduction and explanation of the program by the chief executive.

•
Explanation of how Associates can become involved in the DIG process.

•
A festive environment;  food, drinks, balloons.

•
Token gifts to take with them back to work.  i.e. a NAH mug or 


T- shirt, pens, pencils, key chains.

•
A short video that can be used to introduce new Associates to the NAH concept.  The video should feature the president and a number of well known MAC members delivering the messages.  If a physician and/or board member can be involved, that adds credibility and power to the initiative.

•
An “Associate Day with Clay” program.

Ongoing communication is essential to keep Associates informed and excited about the new changes.  An in-house publication, which can get news and views of the project’s progress out quickly, is a great vehicle to help you do this.  The newsletter also may be useful as a carrier of announcements which now consume department head meeting time and which could be summarized in the newsletter.  The communication will help recruit Associates to serve on DIGs, recognize the achievements of DIGs, and continuously build the spirit of the NAH.  The kiss of death in the New American Hospital is the polite veneer of censorship so often associated with house newsletters.  Some organizations have set a minimum standard of 50% of column inches to be devoted to NAH changes.  If these would squeeze your newsletter, consider expanding the number of pages or increase the frequency of publication!  Remember that in the midst of massive change, more information is a powerful remedy!

Other Associate media approaches should also be considered by the CAC.  Newsletters are by far not the only effective medium for communication.  Be creative.  One organization hired a sky writer to spell out, “ST. MARY’S, OUR PEOPLE ARE UNCOMMON LEADERS!”  Another has each new Associate plant a pine tree on the day of their hire, the symbolism being that of growth and permanence.  You may want to set up a DIG of people to brainstorm other ideas, or to work with you on a variety of projects used to communicate the messages of your New American Hospital to Associates now and forever after in your new culture.  Others have included NAH as the centerpiece of their annual report, or have published special news releases within the hospital and the community.  Remember, if each Associate knows 100 people, and you employ 1000 people, there are potentially 100,000 positive contacts in the community.  Make positive message senders out of Associates and you can reduce the billboard budget by a great deal!

By the way, in the New American Hospital, the word Associate and Customer are always capitalized, regardless of where they appear in text.  Get that word out to secretaries and everybody controlling the written word.  Good management is considered more important than capitalization rules!  Start immediately by incorporating this change in your newsletter.
MEDICAL STAFF

Early on in TUL, inform medical staff of the changes you are making in your organization’s functioning.  Explain that the changes are being made to help make their practice of medicine easier and more successful, and the hospital more responsive to all its' customers and partners. 

Our experience is that medical staff members will be supportive of your efforts to improve, or at the least will not interfere with your efforts if they are informed  of the change effort in the early phases.  We have seen some instances of management failing to keep doctors informed of the change effort.  The predictable result:  a few doctors, feeling “out of the loop,” went on the attack at a medical staff meeting, putting hospital executives on the defensive, albeit momentarily.  The entire incident could easily have been avoided by providing information to the medical staff as TUL was being launched.  A sample of a NAH introductory presentation made by the chief of staff to the medical staff is attached as a guide.

Some medical staff members may wish to drop in on the management development sessions—you may want to extend an open invitation to your medical staff members to attend any or all TUL sessions.  This can be a way to encourage greater physician buy-in and support of the NAH philosophy.  Some hospitals have been able to increase physician involvement on DIGs and submission of DIG ideas in this way.  Further, some hospitals have included medical office managers in their training as a value-added service to their physicians.

Physicians will also experience TUL by benefiting from the first DIGs assigned to make improvements in the organization.  A number of the long time irritations that physicians have lived with in the hospital or the work system, will be addressed in the first DIGs to be worked on.  Consequently, physicians will see some immediate benefit and results from TUL; a method of acquiring greater buy-in early on in the process.  

In addition, a Physician Action Council (PAC) is being put into place which is the physician's representative body that acts as a sounding board for the MAC on ideas and improvements that will directly impact physicians.  In addition, the PAC serves as a communication link to physicians on the amount of change and improvement occurring within the organization.  A PAC Guide includes more information on the functioning of the PAC.  It is highly probable that the CAC may be called upon to support some of the initiatives of the PAC as they work to communicate frequently with medical staff.  Any CAC ideas that you may have should be shared with the PAC for their consideration.  Remember, the responsibility of the CAC spans all people associated with your organization including physicians.

OTHER AUDIENCES

Other audiences to reach with your communication message are Customers, patients, visitors, board members, volunteers, and even vendors.  Which of these you decide to go after, and what avenues you choose to reach them are yours to choose.  Each group can greatly help the change process.  Generally, the success formula seems to work from the inside public outward—from Associates and physicians outward to volunteers, visitors, and the community.  Remember how powerful it is to let each group hear comments and compliments from the other groups.  Physician and Customer comments of praise and appreciation always seem to carry more weight than the approval of executives.  So play into the motivations and needs that all of us have to receive the appreciation of others regarding our efforts to improve and change.  

Several hospital CEOs have held round-the-clock meetings with small groups of Associates to explain TUL, the New American Hospital philosophy, and emphasize the values-orientation of the program.  If your CEO decides to conduct such a series of meetings, be sure that the CEO is dressed casually (no suits/ties, shirtsleeves or casual dress is best)—and have a photographer on hand!  

INSTITUTIONALIZING THE NEW AMERICAN HOSPITAL

Experience has shown that client organizations always know best how to approach their audiences, so do not feel constrained or limited by any of these ideas.  

NEW ASSOCIATE ORIENTATION

Incorporating the NAH philosophy in the orientation program for new Associates has been shown to be an effective means of communicating the organization’s values.  Orientation to the NAH at this time would be more in-depth than what the kick-off video would represent.  It is always more effective when there is some audience participation piece involved.  This could be done in a couple of different ways.  

One way is to have a short ceremony where each new Associate signs his/her name to the hospital value statement.  In this way they are pledging their performance to be in accordance with the values of the hospital.  Another idea is to add a values statement on a laminated piece which goes with each Associate’s identification badge.  This keeps the value statement close to each Associate throughout their daily work.  They can easily refer to the value statement when making any number of decisions throughout the day.

VALUES STATEMENT PUBLICITY

Other ways in which you can communicate the NAH to all your audiences involve putting the hospital values statement on each piece of printed matter—whether it is used inside the hospital or as an outside marketing piece.  Include the values statement on the masthead of your corporate stationary. 

There are many forms used throughout the hospital, so use the values statement as a header or footer on each of these forms.  Reinforcement of the values in every way will pay off.  First, ask yourself this question, “Where is it that the hospital value statement does not appear?”  Then you will know where else to incorporate it.  As a second question, ask yourself, “What new ways can we create to further incorporate the values statement into the culture in our organization?”

WRIT LARGE IDEAS

WRIT LARGE  ideas are extremely effective in communicating to Associates, Customers and the community.  The idea is to make the values statement a major message within the organization.  The following WRIT LARGE ideas have been successfully utilized by TUL client organizations:

• 
A corporate flag to be flown just beneath the American flag on the hospital’s flagpole, or on an adjacent flagpole.  An acronym for the corporate values statement could be designed into the organization flag.  This makes a statement to all who see it.  The raising and lowering of the corporate and American flag can be an honor bestowed upon the Associate “Hero of the Month.”  An internal publicity campaign around this honor is an effective component of Associate recognition, as well as for the promotion of NAH concepts.  In some cases, organizations fly the values statement only when certain organization standards of performance have been met, such as achieving a new level of Customer satisfaction.  In one case the values flag was removed from the flagpole upon failing to pass a government regulatory inspection, the message being that the values had been violated!

• 
The values statement could be writ large on the wall of the main entrance to the organization.  The same message could also be written over the Associate entrance to the organization if one exists.  At Rolls Royce the employee entrance has a sign that says, “Rolls Royce.  The Best in the World—YOU”  This is an organization that understands that excellence can’t be in the product until it is in the hearts of the people.  Another variation on this theme is to have the corporate values 
statement or acronym printed on the carpet as you enter the lobby of the organization.  Harrod’s, the finest department store in England has sculpted on their welcoming carpet, “Welcome to a Different World.”  How are you welcoming Associates and Customers to your hospital world?  A final idea is the creation of colored banners with each of the values sewn into one of the banners.  The banners are used as colorful art on the walls of the hall or in the locker rooms for Associates. 

•  
Distribution and publication of the corporate value statement, signed by all managers, to be hung on the walls of each office, lobby, conference room, waiting area, etc.  This statement, like the Declaration of Independence, is a pronouncement of where we stand.  It is the organization’s Declaration of Excellence.

SAMPLE COMMUNICATION PIECES

PRESIDENT’S LETTER OF INVITATION

Date

Name

Department

Dear__________________,

You and I will have a very special and unique opportunity to participate in the creation of “The New American Hospital” at our organization.  As I reported in our earlier meeting, this program will be presented by Management House, Inc.  The first session will take place on date at location.  Please reserve this date and all other program dates on your calendar.  Your attendance and participation in this program is needed and expected.  The dress attire for these sessions will be casual and comfortable.

The enclosed binder contains information which is to be reviewed prior to the meeting.  This is an exceptional opportunity for the leadership of our hospital to plan and work as a team for our future.

I am personally looking forward to this assembly with great enthusiasm.

Sincerely,

President

enclosures:  listing of all seminar dates and WorkOut dates to be reserved on the managers calendar for the coming 12 months.

THE UNCOMMON LEADER 

Orientation Agenda for Announcing the Program

The President/CEO should be the main speaker at the “kick-off” meeting.  Frequently the meeting is kicked off and empowered by the President and then carried out in detail by the MAC Chairperson.

I.

HISTORY & PURPOSE—Why We’re Doing This

II.

ANNOUNCE PROGRAM  (Distribute TUL Brochure)

III.

CLAY & STEPHANIE SHERMAN - Biographies

IV.

PROGRAM CONTENT

A.
Dates and topics of management development sessions. 

1.
2 weeks before each session readings will be distributed

2.
Seminar session will be conducted

3.
Assignments and management film showcase will follow each seminar session.

Notice that beepers and cell phones are to be turned off during the management development sessions.  

Notice that specific work assignments will be required to prepare for the management development sessions and that attendance is expected at all sessions unless specifically approved in advance by the CEO.

B.
Textbooks–at least 3 will be used to give us a common language and set of concepts.

C.
Management Library will be used for assignments and to supplement the program.

D.
MANSYS, our new in-house Management System, will be the link between classroom and our practice of sound management principles.  We will be changing how we manage.

V. 

COUNCIL STRUCTURE

A.
Describe the Management Action Council, Socialization Action Council, Recognition Action Council, Training Action Council, Communication Action Council, and Physician Action Council.  Introduce the membership if known. 

B.  Describe the Module Leader roles and topics.  Introduce Module Leaders as they have been selected.  Include descriptions of the Initiative Teamleaders as well.   

VI.

LOGISTICS

A.  Describe where the meetings are to be held and what the dress attire will be.

VII.

STATEMENT OF COMMITMENT TO EXCELLENCE

A.  Include all TUL participants in the signing of the Statement Of Commitment to Excellence at the kick-off meeting.  Any attendee who is reluctant to sign or refuses to sign should be considered as a possible mismatch to The Uncommon Leader and perhaps be uninvited to the sessions.

VIII.
BOARD OF TRUSTEES SUPPORT FOR PROGRAM  

IX.

TUL IDENTITY GIFTS FOR EACH PARTICIPANT

X.

QUESTIONS AND ANSWERS

XI.

SOCIAL HOUR

A.  The social hour is important because it provides an opportunity for the group to socially process what they just learned was the near term objective for the organization.  If you provide the forum for infomation processing immediately following the announcement, the outcome will be more positive that if participants are forced to process the information in isolation or underground in an unauthorized format.
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