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You may have observed this before, when
travelling overseas it seems like people are a lot
more open to the obvious fact that people are
different in different countries. It seems logical,
that when you’'re a visitor, you tend to be more
observant of the faces, places and activities
around you that are unfamiliar. It’s interesting,
even exciting to learn something from these
differences, to giggle at the oddities, or seek to
understand why things are the way they are,
especially when it’s in paradox to your own norms
and expectations.

You may even be lucky to meet a local, who is
enthusiastic about sharing their culture and ways
with you. Exploring our human differences is a
huge part of the enchantment of being in a
foreign country. We expect it; even actively seek it
out with interest.

Yet, when | reflected on how we treat differences
Org CU"‘UI‘e B|‘|'es in the workplace, it struck me that we tend to be
so much more closed and nervous about exploring
our differences and learning something new from
our variations in views.

Break down Org.Culture challenges.
Build opportunity through people.
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WHY D&l CAN BE
DIFFICULT...

TYPICALLY, THIS IS BECAUSE (AMONG OTHER THINGS):

a) It's not taken seriously - some organisations believe that a
generic policy statement is all that needs to exist to maintain
compliance and reporting ‘minimum requirements.” In some cases,
colleagues share a belief that anyone who seeks to leverage D&l
programs, really isn’t taking their career prospects seriously. "To
be successful, you need to be more committed."

b) It's doesn’t always seem logical: Giving minority groups
artificial advantage is counter intuitive in cultures where ‘fairness’
is understood to be about treating everyone the same way.
Consider the claim: “If we are all equal and our rewards are based
on merit, why give some people more help to ‘get ahead!?”

c) Competing priorities and values cause conflict. Sometimes,
functional agendas appear to be at odds with each other, or

they require different approaches to achieve different performance
goals. It can be extremely difficult to ‘see the other perspective,’
negotiate agreement or be inclusive if you come against ongoing,
immovable problems.

d) It’s too complicated, even difficult, to be fair. Once you give an
extra benefit or greater flexibility to one person or group, you are
compelled to do it for all. This is often not feasible for budgets or
too complicated from a prioritisation or scheduling perspective.

e) Obsessive political correctness can seem counterproductive or
work against our culture. Having a dig, joking about ourselves and
others has often been a part of Australian cultural DNA. In fact,
we saw in ABC’s recent Australia Talks survey that many people
feel that political correctness has gone too far — that people feel
they are being discriminated against because they can no longer
express themselves freely or openly.

f) We don’t always want or like ‘difference’ when

it puts our own interests at risk. It can be disruptive, time
consuming, painful and challenging. ‘If people don’t like the way
we operate, or need exclusive allowances, then they can find
somewhere else to work.’

g) Generational disconnect. How often have you heard

(or said yourself) that < insert generation> “have no idea about
hard work,” or “had it better in their day.” | realise now, it’s usually
the same gripe, just different times! No matter what side of the
generation gap, “we” are always better and “the others” are
frustratingly ‘out of touch.’



It may not be popular to say this... but all of the above points are completely

understandable resistance to change. When we are familiar with a certain way of
being, working or getting things done, it is difficult to see the need for or benefit of
shifting your mindset or doing things differently. To be fair, all of these perspectives are
valid and need to be taken into consideration In order to make real, meaningful change
and progress in building respect, diversity and inclusion in our society and workplace.

CHANGE

If you seek to make change a reality, it's wiser to use both a
carrot AND a stick. Although in my experience, the carrot always
wins! | (and the majority of Australian!) believe that in our current
environment, we need to think more about our humanity,
reactions, and emotions. To be mindful and inclusive of the
impact that evolution and change has on ALL parties. We must
invest in really, genuinely understanding the beliefs and concerns
of others, particularly when they seem to be far from our own.

Being heard, or even exploring different perspectives about what
sits behind them, moves things forward dramatically. One of the
most powerful realisations | had when | lived in Japan over 20
years ago, was actually how similar we all were deep down.
Regardless of age, ethnicity, religion or gender, we all share
similar loves and fears, but real progress came from seeking to
understand them.

At work, people want to feel valued. Employees are often more
open to sharing ideas about potential opportunities or more likely
to see an ‘upside’ to the change if they are part of the journey.
Involving people in the conversation about the

change — or even the strategy or logic behind it - can help build a
greater sense of control and ownership of the outcome, as well as
their relationship to it. In fact, operational momentum is often
more dynamic and powerful when you encourage participation.
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THE POWER OF AWARENESS & AUTHENTICITY

Let's consider another ‘big topic’ in contemporary work life that relates to both our
need for well being, balance as well as D&I. Anna Green, senior partner at BCG
conducted a survey on D&l for the AFR in June this year; commenting

“An organisation may have flexible working, but if it is not genuinely supported
and considered a pathway to be successful, people will not trust it.”

D&l initiatives, like any other important change is like building a bridge. It's
about identifying where you are now, where you need to be and why you want to ;
get there. You need to figure out what it means to you, your organisation; the people B

that will help you build it, as well as provide a sustainable way for everyone to get
there (if they share in your vision for being on the other sidel)
This is where organisations, their culture asset value and employment branding —_—

potential fail to be fully realised. Fragmented cultures occur when people aren’t
completely aware or aligned on what they truly believe in about the business, or why.
People don't always trust what they are being told and promised or the rationale
behind it. However, they will know the answer in the reality of the actions they observe
and their experiences in the workplace. Quite often the observed and ‘felt’ experience is
very different to the ‘words’ and expectation.

This is where | see massive culture gaps exist. Organisations who are connected to
their customer and employee community, those who are aligned in what they ‘Think,
Say and Do’ (their culture) are more often than not the superior performers.

Organisations and employees may be told of the numerous benefits financial and
operational benefits of D&l. Notably, the Bersin by Deloitte 2015 High Impact Talent
Management research found that companies that are inclusive have 2.3 times higher
cash flow per employee over a three-year period, 1.8 times more likely to be change-
ready and 1.7 times more likely to be innovation leaders in their market.

But somehow, the energy and opportunity does not always translate. Initiatives are
met with resistance (like those | mentioned above). There is disconnect or falsehood
surrounding the shared beliefs in D&l ‘opportunities.” The beliefs, values or experiences
of leaders and employees may also be significantly varied. Over time, culture - what is
said, what is formally operationalised and what is actually done - becomes
dysfunctional, where fragmentation and confusion reigns.

Al

“There are huge differences between companies and sectors. Unless you understand
your organisation and culture, you are unlikely to develop programs as effective as

it

—__ you need,” says Green.



THE POWER OF AWARENESS & AUTHENTICITY

There is no use saying something, let alone creating a policy about it if you don’t really
believe it. Neither is it worth making promises to people that you can’t keep. Your
culture reflects your beliefs and attitudes about people, as well as your willingness to
follow through with your espoused values and commitments. In today’s accountable,
transparent world, if your actions don’t meet your words - organisationally and
individually - you will be found out.

| can’t tell you how many organisations | have observed with ‘collaboration’ as a core
value, at the same time operating in functional silos that cause crippling performance
friction. Or the numbers of different situations with colleagues or team members
whose egos and ambition soar so far beyond compromise that they can’t help but
compete before cooperate in order to ‘get ahead.’” So too, | have seen ‘value and
respect’ being far too often, only lip service, when met with undermining,
condescending or discriminatory reactions and behaviours in situations of conflict.

If we did, truly value and respect others - especially those who are different to us,
compete with or are dependent in some way on us — surely we should make the effort

to better understand ourselves, our needs and fears as well as those of others to find a
more constructive solution?.

..... BECAUSE THAT IS WHAT STRONG,
HIGH PERFORMING WORK CULTURES DO.




In summary, an organisational culture tha
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demonstrates strength is:

» Aware of its strengths and areas that need improvement in order to meet
broad stakeholder expectations
e Aligned to organisational purpose (who they are) where they are going, why

(focus on customer, product etc. for growth), and how they will get there
(strategy).
e Has a culture, reinforced by operational focus, decision making, interactions
1d behaviours that are consistently known, valued and felt internally

Connects to individual purpose and future expectations about the business
Tackles challenges (like D&l or disruption) head on (not avoidant) and indeed

leaps forward as a result of exploring and addressing obstacles

—

Self regulates ahead of the market as part of their competitive armour
Successful




YOUR BRAND
AND REPUTATION MATTERS
10 YOUR MARKET

Your Employment Brand is a statement about your purpose, culture and beliefs - what
you, your organisation and your reputation stands for. If you want to be attractive and
known as an ‘inclusive and respectful workplace’ you will need to demonstrate how
this is aligned with your customer and culture expectations, as well as show evidence
of how you have embedded supportive, valued policies and practices that have
helped you achieve this.

Organisations such as Glassdoor, Seek, Indeed, LinkedIn and the exciting new
aggregator Adoreboard are very effective at holding up the mirror to help you see
where you really stand in the eyes of you r employees and prospective talent!

In summary, a strong employment brand is:
Aligned to strategy and customer brand
Executes cultural and performance aspirations

Clearly defines what the organisation wants to be known for AND is transparent in
the fulfillment of the promise

Valued by the employee and diverse employee groups

Consistent internally and externally

Optimised to drive performance through people

In the words of ABC’s Gruen recently....

“A BRAND IS A PROMISE.
GOOD BRANDING IS A PROMISE KEPT.”




TO OPERATE AS A

HIGH PERFORMING ORGANISATION,
IS TO DEEPLY UNDERSTAND YOUR
BUSINESS AS WELL AS YOUR
CULTURE AND PEOPLE.

ALL OF THESE IMPORTANT
COMPONENTS WILL BE COMPLEX,
DIVERSE AND INCREASINGLY
MORE S0 OVER TIME.

AGILITY AND RESPONSIVENESS
TO CHANGE REQUIRES A 'TOP
DOWN’ AND 'BOTTOM UP’
APPROACH.

LEADERS MUST BE

INCLUSIVE, PROVIDE CLEAR,
INFORMED DIRECTION, AND
DEVELOP PROGRAMS ALIGNED TO
STRATEGIC AS WELL AS
CULTURAL REQUIREMENTS.

CREATE AN
ENVIRONMENT WHERE
EMPLOYEES ARE GENUINELY
ENCOURAGED TO VOICE CONCERNS
AND BE HEARD,
REQUEST INTERVENTION WHEN
THINGS ARE NOT WORKING,
OR TO COME FORWARD WITH
SUGGESTIONS AND IDEAS FOR
IMPROVEMENT.

CULTURE,
RESPECT AND INCLUSIVITY 1S
A TWO - WAY STREET.

AUSTRALIAN
EXAMPLES OF SUCCESS

NOT SURE WHERE TO START WITH YOUR CULTURE OR D& INITIATIVES?

HERE'S HOW OTHERS HAVE TAKEN ACTION WITH GREAT RESULTS:

o [eading global legal practice Ashurst has a reverse mentoring program

within their D&I suite of initiatives to in Australia that has proven to be
successful = with results measured as having a positive impact on people &
business performance.

Diageo, a global drinks manufacturer, FTSE top 6 ranking performer
and has recently achieved the number one business globally for
gender equality in the Equileap 2019 Global Gender Equality Report
and Ranking. Diageo’ s global parental leave policy offers female
employees in all markets a minimum of 26 weeks of fully paid
maternity leave. Diageo has also set a global minimum standard of
four weeks paternity leave on full rate of pay in all markets, with a
significant number of Diageo’s businesses moving to 26 weeks fully
paid paternity leave. This includes the UK, North America, Thailand,
Philippines, Singapore, Spain, Netherlands, Ireland, ltaly, Russia,
Colombie, Venezuela, and Australia amongst others.

Bridging social gaps in the employment landscape and ensuring future
ready talent rates highly in Virgin's Australia’s day to day operational
priorities. Qver the last few years, they have actively changed the way
they recruit, to be more targeted in order to attract and hire a more diverse
workforce, ensuring a better representation of the community in its leaders
Recent programs include the equal intake of males and females for the 2018
Pilot Cadetship Program, which exceeded targets and increased female
representation by more than 200%. They also redesigned their recruitment
process in order to differentiate and be more culturally appropriate to
attract and hire indigenous candidates.Virgin Australia has recently been
nominated as a finalist for AHRT s Indigenous Employment Award category
this year.

Australian Rehabilitation provider Rehab Management has effectively grown
its business through providing services and programs that integrate
employees with diverse employment needs, such as post-injury or
disability, into the workforce. This year, Rehab Management was a finalist
on the AFR"s shortlist of Most Innovative Health companies. CEO Marcella
Romero was a finalist in Telstra’s Business Women Awards as well as
Australian Growth Company Award finalist for Women in Leadership.
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SPECIAL OFFER!

Discounted access to selected resources for readers

If you are seeking ways to We hope this information and examples of D&l

measure and define your initiatives help to inspire your performance. Until

the end of the year (2019), Org. Culture Bites will

offer you 20% off any purchase of our resources

that facilitate respect, diversity & inclusion in the
workplace.

optimal culture,
build personal awareness
to help accelerate change,
or build internal

capability All you need to do is
please explore our website 1) Subscribe via wwwOrgCulturBites.com

www.OrgCultureBites.com or

or... 2) Contact us via

NewCustomerEnquiry@OrgCultureBites.com
with your feedback and contact details.

For information on resources, please email us at:
NewCustomerEnquiry@OrgCultureBites.com
anTACT us or see our website:
- www.OrgCultureBites.com/Shop:
Email:
NewCustomerEnquiry@ - Effective Work Relationships (Diagnostics, guides
OrgCultureBites.com % wieians]
Phone: - Constructive Conflict & Resolution guides,
0411 165561 Toolkits & diagnostics
- Building Trust — Capability guides & diagnostics
- Positive Influence — Capability guide &
diagnostics



http://orgculturebites.com/shop
http://www.orgculturebites.com/
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