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“I love my work. It’s just 
the clients that drive 

me crazy sometimes.” That’s 
a common refrain from ser-
vice providers.

It’s not that we don’t enjoy 
and respect our clients. It’s 
simply that an occasional bit 
of good-natured trash talk 
helps us blow o! steam when 
we su!er unreasonable clients 
or, sometimes, deviant per-
sonalities that have risen to 
power. We serve them all. 

Vancouver enjoys an in-
tense concentration of busi-
ness service providers. One 
reason is our stronger rep-
resentation of small-to- 
medium-sized business. 

Why? Because people with 
choice gravitate to B.C. for life-
style reasons. Once here, the 
absence of larger or head-of-
"ce "rms encourages them to 
create their own companies. 
B.C.’s entrepreneurship level 

ranks among the highest in 
Canada.

A relatively shallow man-
agement pool means B.C. 
companies must hire, rent or 
steal to get needed people. #e 
simplest and tidiest option is 
often “renting” talent from 
service providers – whether 
it’s accountants, lawyers, busi-
ness valuators, commercial 
realtors, design professionals, 
management consultants, PR 
"rms or business development 
specialists. 

Given human variation, 
there will always be extremes 
of reasonable behaviour. #us 
the need for even the most 
stalwart service providers to 
harmlessly vent. 

In the spirit of public ser-
vice, I am listing $% things use-
ful to avoid killing the love 
your professional service pro-
vider might have for you as 
a client:

Put it in writing. !is ob-
vious rule must be restated: 
sign off scope of work and 
compensation. These rules 
of engagement keep everyone 
aligned, prevent misunder-
standings, scope dri" or ex-
pensive disagreements – all 
while the service need re-
mains unaddressed. 

Don’t cheap out. Time 
is the only inventory ser-
vice providers have. When 
clients play games to steal 
some, they’re seen as petty, 
disrespectful and ignorant of 
business rules. If cash #ow is 
troublesome, ask the consult-
ant if he or she is willing to 
help out temporarily while the 
problem is solved. Communi-
cation is everything, and trust 
is easily eroded. 

Consultants have lives, 
too. Engaging in “o$ my desk 
and onto yours” over a long 
weekend or holiday and ex-

pecting the results once you’re 
back is dirty pool, unproduct-
ive and usually unnecessary.

Don’t run beauty contests. 
When interviewing consult-
ants, don’t drag out selection, 
seek “free” advice or pit %rms 
against each other. Quality 
service providers talk among 
themselves; these practices 
will haunt you. 

Pay your bills. On time, 
as agreed. If disputing char-
ges, deduct part and pay the 
rest or get credit on next bills. 
If billing issues occur, address 
logically, clearly and quickly, 
and you’ll receive fair treat-
ment. Service providers have 
long memories about clients 
who waste time with billing 
shenanigans. 

Play fair. Nothing irritates 
professionals quite like clients 
being economical with facts, 
ignoring business basics, be-
ing disorganized, #exing their 
muscles or pointlessly compli-
cating things. 

Be good people. Don’t get 
personal, even though the 
product is a person’s time. Be 
courteous, not entitled; being 
taken to a sporting event is 

not a right. Restrain emotions 
by recalling that business is 
the daily act of intellect over 
emotion. 

Give back sometimes. 
Consultants choose to serve 
and typically have “helper” 
personalities. So, when serv-
ing great clients who help 
back, consultants may chew 
through walls to help them 

succeed. Support your con-
sultant’s business-building 
with improvement-oriented 
feedback (not complaints), re-
ferrals and testimonials. 

Focus on what matters. 
A boutique %rm might o$er 
better value and tailored ser-
vice than a brand-name %rm 
with a marketing budget and 
a hockey box. But big %rms 
are able to quickly drawn on 
a huge pool of specialized tal-
ent, o"en performing where 

a smaller %rm would be over-
whelmed. Having experi-
enced both, I insist that cli-
ents downplay personal con-
nections and focus on where 
business-relevant competence 
lies. 

Communicate judicious-
ly. Be clear, efficient, timely 
and conclusive. Want a big fat 
bill? Simply copy your con-
sultant on everything, forcing 
him or her to wade through 
information. Think before 
you send, and you won’t ne-
cessarily spend. 

#e good news is that cli-
ents and service providers 
are usually aligned, with all 
the happy results that come 
from collaborating on busi-
ness goals. It’s just the trouble-
some ones that give service 
providers something to chat-
ter about, now and then. 

J u d y  B i s h o p  ( j u d y @
judybishop.ca) is the manag-
ing partner of Bishop + Com-
pany, a provider of corpor-
ate and marketing services 
to changing companies since 
!""!. Her column appears 
monthly.
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Hidden within the fab-
ric of your organization 

lies a set of beliefs, behav-
iours and values that forms 
the basis of your culture. 

Although values rarely 
need to be changed, if you’re 
interested in shi&ing toward 
a culture where successful 
execution of your strategic 
plan is the norm, the beliefs 
and behaviours that are get-
ting in the way of action and 
accountability do need to 
change.

Since behaviours are es-
sentially beliefs turn into ac-
tion, shi&ing the culture of 
your organization starts "rst 
with uncovering and chal-
lenging the assumptions that 
drive the beliefs and behav-
iours that are inconsistent 
with action and accountabil-
ity and then ensuring that 
rewards (and I’m using “re-
wards” in the liberal sense of 
the word to include both in-
trinsic and extrinsic rewards 
– praise, raise, bonuses, pro-
motion, etc.) are linked to 
speci"c performance.

Here are five questions 
that senior teams can ask 
themselves to start to uncov-
er the hidden truths in their 
business to build a culture of 
getting things done.

What one behaviour do 

we, as the senior team, need 
to start modelling that will 
dramatically improve the 
behaviour of everyone else 
in the company? Few people 
look down the organization-
al chart for cues to model 
their behaviour as a lead-
er; most everyone looks up 
or side-to-side. Behavioural 
change within an organiza-

tion is most successful when 
it starts at the top. 

Don’t underestimate the 
impact that even the smallest 
change in leadership behav-
iour can make on your entire 
organization.

What company-wide as-
sumptions and beliefs have 
shaped what our organ-
ization looks like today? 
Shared beliefs are a large part 
of making sure everyone is 

on the same page, aligned 
and moving in the same dir-
ection. The trouble comes 
when we fail to stop to exam-
ine whether these beliefs are 
still true. 

Take a long hard look at 
what you may be doing regu-
larly simply because that’s 
the way “we’ve always done 
it.” Challenging assumptions 
that run so deep that they 
have become the core beliefs 
that underpin how you run 
your business day to day will 
likely uncover some hidden 
truths that are roadblocks to 
growth.

What do we need to start 
believing, in order to guide 
the desired behaviours go-
ing forward? 

These new beliefs will 
shape the attitude and behav-
iours that will be adopted by 
the senior team and trickled 
down through the organiza-
tion, to guide a new culture 
of getting things done. 

How can we link per-
formance to rewards? The 
foundation of changing be-
haviour is linking rewards to 
performance and making the 
links transparent. 

This tells people what’s 
valued and what they should 
focus on. If you reward and 
promote people for exe-

cution, your culture will 
change.

What kind of people are 
we looking for? Have you 
ever noticed that when you 
have a critical, time-sensitive, 
core objective that you need 
to delegate, there are a few 
people in your organization 
that you turn to every time? 

Take note of what it is 
about those few key people 
– the people that get things 
done – and make sure you 

include their core attributes 
and strengths in your hiring 
criteria. 

There’s no better time 
than now to take an honest 
look at what’s really happen-
ing in your company. 

Understanding how un-
challenged assumptions and 
shared beliefs are contribut-
ing to the behaviours that are 
holding your company back 
from really getting things 
done is the "rst step in cre-

ating a culture that sees con-
sistent growth and achieve-
ment. 

Mike Desjardins is the CEO 
at ViRTUS (www.virtusinc.
com), an organizational de-
velopment consulting firm 
with expertise in strategic 
planning and implementa-
tion, leadership development, 
change management and suc-
cession planning for medium 
to large organizations. 
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Canada’s most advanced training program 

for sales and marketing professionals 

offers a three-year curriculum leading to 

the prestigious UBC Diploma in Marketing 

and Sales Management, with the option to 

become a Certified Sales Executive and/or 

Certified Marketing Executive. Program 

starts September through March. Classes 

meet Monday evenings.

UBC/SMEI Diploma Program in
Marketing & Sales Management

THE UNIVERSITY OF BRITISH COLUMBIA

For more information, 
call 604.266.0090 or 
download a program 
brochure at: 
www.smeivancouver.org

Registration closes on 
August 25, 2010. Online 
applications accepted. 

limited.
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