Nourishing your
employees can

benefit the bottom line

Followin

a moral

compass

By Lisa Alcalay Klug

NICE GUYS FINISH last—especiall in the
com peti tive business world, right?

Not so, counters executive coach Fred
Kid, who says that while the typical business
model focuses on things like prdfit-and-loss
statements, quarterly earningsand other fun-
damental building bl ocks taught in business
school, the moral compass that a business
owner foll ows is equally important to a com-
pany’s bo t tan line.

“The workplac is the result of people’s
behavior,” says Kiel, a Costco member in
Minneapdlis who holds a doctorate in coun-
seling psychology and has been coaching
executives for decades. “When it comes to
employees or customers, connecting to them
in a way that nourishes spiritually and emo-
tionally will be better for your business. You
wi ll tend to motivate and engage and inspire
employees, and customers will want to do
business with you, even if you cost more than
the com petition.”

Kiel believes integrity, responsibility,
compassion and for giveness heavily play into
profits, no matter what size the company. He
and Douglas Lennick describe these four
traits as essential business tools in their best-
selling book, Moral Intelligence: Enhandng
Business Performance & Leadership Su ccess
(www.MoralCompass.com).

Kiel and Lennick say that applying “moral
principles” to organizational life produces clear
results. The first two components involve intel-
lectual applications—that is, they come from
the head; the latter two stem from the heart.
Here’s a look.

The Costco Connection
Moral Intelligence is available at costco.com
(signed copies for the first 200 members).
Also available at costco.com is a self-
assessment test designed by Kiel and
Lennick to test your own moral intelligence.
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In tegrity. Integrity translates to acting
consistently with one’s values and beliefs,
telling the truth, standing up for what is right
and keeping pramises. “Wh enyou walk your
talk,” Kiel says, “it generates a work force that
believes what you’ ll say.”

Responsibility. For business owners,
responsibility involves taking ownership of
personal choices, admitting mistakes and fail-

“"Employees don’t stay
with you unless they
feel that you care for
them first as people.”

—Fred Kiel

ures, s erving others and leaving the world a
better place. “People have an innate need to be
part of something of great meaning,” Kiel
says. “If you have a leader who behaves that
way, it’s inspiring”

Forgiveness. In a business setting, for-
giveness is expressed by letting go of one’s
own mistakes as well as the mistakes of oth-
ers. When staff and clients witness such
exemplarybehavior, Ki el says, it fosters inno-
va ti onamong employees who aren’t afraid to
take risks.

Compassion. Workforce retention is the
great benefit of compassion, Kiel says.
“Employees don’t stay with you unless they
feel that you care for them first as people.”
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So what does all this have to do with
making money? For starters, even small busi-
nesses can save on training due to lower
employee turnover. They can also take in
greater eamnings thanks to the efforts of a
mu chmore dedicated workforce.

Some companies are catching on to the
benefits of moral intelligence. For example,
in a recent Starbucks print ad, the company
proclaimed, “Hi gh ideals don’t have to con-
flict with a bottam line” The ad stated that
Starbu cks has enjoyed less tumover since it
began offering its part- time employees health
coverage, developed stronger relationships
with coffee farmers by setting goals for sus-
tainable agricultureand increasedcoffee sales
by participating in community programs.

As their next project, Kiel and Lennick
are studying what Ki el calls the “uncanscious
software” shared by great CEOs. Outstanding
business leaders create positive work environ-
ments that deliver on the bottom line. “It’s
also well established that these cultures don’t
just magically happen but are a function of
what happens at the top,” Kiel says. He and
Lennick are investigating whether the world-
views held by these CEOs play a leading role.

If their hunches are correct, their research
could influen cefuture generations of business
leaders, Kiel says. “We should be challenging
young people in business schools about their
worldvi ews and challenge them to get rid of
some of their cherished assumptions about
the world that are really nega tive to help them
achiew the business results they want.” [¢

Award-winning freelance journalist Lisa
Alcalay Klug is a veteran contributor to
The Costco Connection.
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