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>“I would expect that any company that’s dependent on public 
subsidies for its profitability is going to be in trouble”

– Ross McKitrick, 
Guelph University professor,

on the folly of governments continuing to subsidize alternative 
energy. From a BIV news story (issue 1122; April 26-May 2).

>“You can fool all the people all the time if the 
advertising is right and the budget is big enough”

– Joseph Levine,
American film producer

The Jalapeno Handshake: 
Strategies to Heat Up Your 
Business Relationships 
By Lydia Johnson
Life Success Publishing, 
!"##

You might well ask – what 
do jalapenos have to 

do with business? Local au-
thor Johnson, now a leader-
ship coach and consultant 
(see www.lydiajohnson.ca), 
wants to help you “heat up” 
your business relationships 
and set goals in business and 
life. She wants you to handle 
the “hot” of what life or busi-

ness situations might bring, 
and also enjoy their enhanced 
“flavour.” Sharing her know-
ledge and experiences from $! 
years in sales and the finan-

cial services sector (Johnson 
was vice-president of sales for 
Vancity during the time it was 
named Canada’s No. # place 

to work), her book is aimed at 
salespeople and business man-
agers and focuses on practical 
techniques to establish bet-
ter relationships with em-
ployees and customers. John-
son clearly has a passion for 
sales (see the “sponge” story) 
and passes along that energy 
in each chapter. What sets 
this book apart from others 
in the same category is her 
warm, personal writing style, 
her upbeat attitude and her 
genuine desire to help others 
reach their goals. 

Donna Kaye is an assistant 
trade buyer at UBC Book-
store.

>“Your most unhappy customers are your greatest source of learning”
– Bill Gates, 

Microsoft co-founder,
from his book Business @ the Speed of Thought

>“A consultant is a man sent in after the battle to bayonet the wounded”
- Author unknown

>“It’s very easy to transfer value. It’s not so easy to transfer values” 
– Diana Reid, 

BMO Harris Private Banking vice-president, 
on educating clients about succession planning. From the BIV Profile (issue 1121; April 19-25)

NET RESULTS

GARRETT WASNY
Smash language barriers with  
Google’s “translated foreign pages”

Challenge: How do you 
overcome the language 

barrier when scouting for 
international business oppor-
tunities online? 

Solution: “Translated for-
eign pages” – a little-known 
app on every Google search 
results page – allows you to in-
stantly search the web in more 
than %" languages. 

How does it work? First, 
Google translates your Eng-
lish keywords (say, “account-
ant”) into your target lan-
guages. In this example, let’s 
use Filipino and German. 
&at means Google translates 
the word “accountant” into 
Filipino (“tagatuos”) and into 
German (“buchhalter”). 

Next, Google searches on-
line for those translated words 
in those target languages. &at 
means Google searches for 
the term “tagatuos” on Fili-
pino websites and for “buch-
halter” on German language 
websites. 

Google then returns re-
sults for those translated 
searches. In this case, Google 
returns !,!"" results for “taga-
tuos” and #,!'",""" results for 
“buchhalter.” For the big (n-
ish, Google translates all these 
search results back into Eng-
lish. &at’s amazing enough, 
but the app continues to trans-
late as you click through to 
the target language website. 

It sticks in your browser even 
when you navigate to di)erent 
pages on that website, down-
load a PDF or other (le or even 
jump to other websites in the 
target languages. All this hap-
pens virtually instantaneously 
– as you click and type, Goo-
gle translates in real time. 
How cool is that? 

How “translated foreign 
pages” can help your busi-
ness: &e implications of this 
tool are staggering. With one 
simple click, the app trans-
forms a routine web search 
into a cross-linguistic re-
connaissance mission that 
smashes through traditional 
language and cultural walls. 
What once may have been un-
intelligible to your eye – Arab-
ic script, the Russian Cyrillic 
alphabet, Chinese symbols – 
are now suddenly and magic-
ally transformed into text you 
can read and at least partially 
understand. 

Usage tips: To access the 
tool, you’ll need to dig a bit. 
Go to www.google.com and 
type your keywords in the 
search box. A sidebar will 
appear on the le* side of the 
screen. Now scan down the 
sidebar and look for the “more 
search tools” link. Click that 
and another set of search 
links appear. At the bottom 
of that column is – (nally – 
the “translated foreign pages” 

link. Select that and Google 
will provide translated results 
for your original search in a 
number of default languages 
– typically Spanish, German, 
Italian and French.

To select another language, 
click the “add language” link 
and choose from dozens of 
languages, including trad-
itional Chinese, Greek and 
Turkish. From there, tinker 
with di)erent keywords and 
languages. You’re guaranteed 
to discover fresh perspectives 
and leads. 

Bottom line: While the 
“translated foreign pages” 
app is by no means a com-
plete translation solution or 
intended to replace human 
translators (who are essential 
when preparing o+cial con-
tracts or other key business 
documents), the tool recali-
brates your “English only” in-
formation lens and adds stun-
ning new language (lters and 
capabilities. 

It makes you instantly 
multilingual (at least when 
you search) and blows open 
the doors to countless new 
business intelligence, contacts 
and opportunities that may 
have been previously invisible 
to you. 

Garrett Wasny (www.garrett-
wasny.com) is a Vancouver 
web productivity consultant.

BOARDROOM STRATEGY

MIKE DESJARDINS
How to build a corporate culture that 
effectively executes strategic plans

Over the years, I’ve be-
come convinced that 

the “#"/'" rule” is the best 
guide for dividing your time 
and energy between strat-
egy and execution: #", of 
the value of strategic plan-
ning is in the creation of a 
plan that outlines direction 
and priorities for the com-
ing year; '", of the plan’s 
value comes from an organ-
ization’s ability to effectively 
execute that plan.

If your organization is 
like many, once the executive 
team leaves the room a*er 
strategic planning, the daily 
grind takes over, the months 
start to tick away and before 
you know it you’re partway 
through the year and have 
made virtually no headway 
in executing on your strat-
egy.

&e reality is, there can 
be a giant gap between what 
needs to be done to execute 
a plan successfully and the 
potential of the organization 
to make it happen; it’s about 
more than resources and ca-
pabilities. It’s about culture. 

&e truth is that cultural 
norms can make execution 
far more challenging than it 
needs to be.

Execution takes buy-in, 
emotional commitment to 
the plan and discipline. 

But the one element that 
has the greatest impact on 
successful implementation is 
your organizational culture. 

Here are a few ways you 
can begin to shi* the culture 
of your organization toward 
one that’s focused on exe-
cution.

!. Reset meeting norms. 
Set an example by arriving 
at and starting meetings on 
time. 

Close meetings with a 
review of any decisions, ac-
tions, next steps and ac-
countabilities. 

It’s easy for a team of 
people to leave a meeting 
thinking completely di)er-
ent thoughts on what they’re 
responsible for and the 
schedule for completion. 

". Make deadlines count. 
Show others what account-
ability looks like by doing 
what you said you were go-
ing to do, when you said 
you’d do it. Take care when 
setting deadlines and en-
courage people to speak up 
when they feel deadlines are 
unreasonable. The person 
closest to the task is usually 
the best judge of the time it 
will take to get it completed. 
Adjusting deadlines more 
regularly than you’re meet-
ing them sends a strong mes-
sage about what’s import-

ant. 
# . Challenge norms 

around accountability. 
Be transparent about pro-
ject timelines and expected 
results so everyone under-
stands how his or her piece 
a)ects the whole. 

Encourage people to 
challenge one another when 
things get missed, and make 
sure everyone understands 
the impact that missed ac-
countabilities are having on 
others. 

&e goal is to make fol-
lowing through and meet-
ing deadlines the norm and 
missing deadlines a notice-
able anomaly.

$. %ink di&erent. Trad-
itionally, executive teams get 
together to build a plan and 
then leave execution to their 
direct reports. Forget the idea 
that your job as a leader is to 
build the strategy and that 
implementation is a job best 
left to your direct reports. 
Take the time to ensure team 
members understand cor-

porate initiatives, what their 
part is and what your expect-
ations are of them and then 
stay involved. 

Follow up consistently 
and let people know that in-
itiatives are important by ty-
ing what you and your team 
focus on back to the plan. 

'. Be transparent. Look 
for opportunities to break 
down the silos in your busi-
ness by being transparent 
about the reality of what’s 
going on: good, bad and ugly. 
When people feel they’re be-
ing given the straight goods 
they’re far more likely to step 
up and do their part in sup-
port of the organization’s 
greater good.

(. Celebrate progress. 
Reinforce progress and 
maintain momentum by 
(nding small ways to cele-
brate progress along the way: 
verbal praise, small notes, 
coffee cards, team lunches 
or simply adding a “Good 
News” section at the end of 
weekly team meetings can 
have significant impact. 
However you choose to cele-
brate, make sure it’s consist-
ent and authentic.

). Lead by example. We 
teach people how to treat us 
when they see what we’re 
willing to accept while in re-
lationship with them. 

In organizations, people 
look “up” and see the behav-
iours that leaders display as 
examples of “what you do to 
succeed here.” 

If you aren’t following 
through, meeting deadlines 
and getting results, it’s far 
less likely anyone else will. 

Creating a culture of exe-
cution doesn’t begin and end 
with your strategic plan. 

It shows up in every-
thing you and the people in 
your organization do every 
day. 

Mike Desjardins is the CEO 
at ViRTUS (www.virtusinc.
com), an organizational de-
velopment consulting firm. 
He regularly blogs at www.
mikedesjardins.com.
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There can be a giant gap 

between what needs 

to be done to execute 

a plan successfully 

and the potential of 

the organization to 

make it happen
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