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To: Editor/Producer

At the first sign of stress, why will one company become obsessed with unimportant details, while another become overwhelmed by fear of failure?

Why will one company make decisions based on information that is factual, real, and current, while another will base decisions on values and their impact on people?

Why are meetings at one company concrete, specific and brief, while those at another are long and conceptual?
Like people, companies have distinct personalities.   And, like people, companies have definite preferences for gathering information and communicating it, for making decisions and structuring work, for dealing with difficult times, behaving during conflict, and seeking their source of energy and strength.  Their collective preferences regarding these essential acts provide the basic components of company personality.  

A valuable new book helps CEOs, senior management and marketing executives recognize their company as a distinct personality and use this understanding to translate self-awareness into sound business practices and attitude.  COMPANIES ARE PEOPLE, TOO: Discover and Live Your Organization’s True Personality by Sandra Fekete is being published in May by Wiley & Sons. 

If you are interested in learning more about company personality, or would like to discuss the possibility of discovering your own company’s personality, please contact Gail Rentsch: 212 397-7341; fax: 7381; email: rentschgr@aol.com.
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FOR IMMEDIATE RELEASE
COMPANIES ARE PEOPLE, TOO

WITH INBORN PREFERENCES THAT CREATE A UNIQUE PERSONALITY
8 Out of 10 CEO’s Get Their Company’s Personality Wrong, 

Says New Book from Wiley

Like people, companies have preferences that add up to a distinct personality.  These preferences are seen in four areas:  how a company focuses energy, gathers information, makes decisions, and structures work.  

A new book, COMPANIES ARE PEOPLE, TOO (Wiley & Sons, May 2003), helps leaders discover their company’s personality and use the information to learn how to live with and articulate what their company is about, and to create a physical and organizational footprint that speaks to its preferences.  Armed with this information, leaders are able to deal with changes resulting from mergers, loss of market share, or a poor economy.  And, they are better able to size up the competition, vendors, and clients.  

The book provides a unique diagnostic tool for discovering the core personality of the company, and 16 definitive personality profiles that describe strengths, weaknesses, values, work environment, communications style, sources of energy, signs of stress, behavior during conflict, approaches to managing change, and ideal clients.  

Ask any CEO whose personality is reflected in his or her company, and most will say their company’s personality is a close match to their own.  Yet, research conducted into company personalities by author Sandra Fekete reveals that 8 out of 10 CEOs are wrong.  Further, 85 percent of CEO’s perceive the company’s personality differently than their staff does.  “Leaders might be excused for thinking the company revolves around them and their preferences and values,” Fekete says about CEOs mistaking their own personality for that of the company.  “But companies have a life of their own.  When CEOs see that it’s 
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not about them, they can recognize what the organization needs to keep it alive and thriving, bring decision-making into alignment, describe the company with clarity, and initiate behaviors that are consistent across all levels.

“Great companies project a strong sense of themselves – one that’s consistent even with changes in leadership,” says Fekete.  Think Nike drive, Disney imagination, and Nordstrom service.  When a company leader is out of sync with the company’s personality, they struggle with questions like:  what is our culture, what do we value, who are our ideal customers, how should we grow, communicate, design our environment?  

What is a company personality?
Fekete defines organizational personality as the basis of corporate identity.  “It’s the ‘who’ in the equation, encompassing a company’s origins, experience, infrastructure, preferences and behaviors.  It is often manifested in the current composition of its employees, clients, products, services, and physical plant.”

Many factors influence a company’s personality.  Founding principles and founders’ preferences and values certainly contribute; so does the age of the company, the industry, and unpredictable outside influences and results.  

Fekete’s research with over 100 companies who have taken the Companies Are People, TooR questionnaire dispels the popular assumption that the company’s personality is the sum of all of the personalities of the people who work there.  “There is definitely a team personality, which is derived by adding up the preferences of the people on the team,” Fekete explains.  “Sometimes the team personality matches the company personality, but more often, it doesn’t.”  The company’s personality is derived from assimilating the experiences that people have when they encounter the company, not from the personality preferences of the people who work there.

How to discover a company’s personality

To access a company’s innate preferences, Fekete + Company’s 84-item questionnaire is grounded in Jungian psychology and influenced by the work of Jim Collins and Jerry Porras’s book, BUILT TO LAST, and Arie DeGeus’s THE LIVING COMPANY.  In her book, Fekete supplies questionnaires and worksheets that allow readers to discover their organizations’ personality, assess their own leadership personality, and then apply the results to work for better alignment and a more congruous culture.

Why does company personality matter?

Once a company’s leaders and workers can imagine the organization as a distinct personality, it is easier for them to understand what the company expects of them or how it will react to leadership, change, or branding initiatives.  Knowing a company’s personality gives everyone a moral compass for distinguishing individual motivations from the needs and aspirations of the company as a whole.  Further, it helps leaders anticipate and deal with conflicts and stress.
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What would Tommy do?
To help people better grasp their company’s personality, Fekete recommends they get “Up Close and Personal” by building a company persona.  Imagine, she suggests, your company as a human being with a name, distinguishing characteristics, norms, values, appearance, and lifestyle.  As examples, she cites Colonel Harland Sanders as the face of KFC and “Tommy” of Tommy Bahama brand clothing and retail services.  By imagining Tommy and the things he would do and buy, the company’s leaders were able to project the tastes and wishes of a select demographic of well-to-do and fun-loving men.  As a result, says Fekete, the company was able to expand the multi-billion dollar company into 6 theme restaurants, 12 retail outlets, and licensing agreements to sell items as diverse as home furnishings, sunglasses, and microbrew beer.  At the heart of the merchandising and planning process was the question:  “What would Tommy do, wear, drink, think?”

Companies that know who they are

Throughout the book, Fekete assigns personality traits based on public information about behavior, systems and company history to identify personality preferences for such companies as Ford Motor Co., IBM, Mary Kay Cosmetics, Apple Computer and AOL Time Warner.  She also provides detailed profiles of companies that participated in her personality diagnostic and shows how each company-created persona helped it successfully achieve its goals.  These companies include Elford, Inc., a Columbus, Ohio basec commercial construction firm, the Rochester, NY advertising firm Dixon Schwabl, and the Museum of Science and Industry in Tampa, FL.

Sandra Fekete is founder of Fekete + Company, a Columbus, Ohio-based marketing communications firm that specializes in helping companies attract, retain, and satisfy customers.  Founded in 1983, it has been featured in numerous publications including Fast Company, APT Journal, and Business First.   

The Companies Are People, TooR questionnaire  is designed to assess the innate strengths, growth opportunities, character, and values of a company.  It also offers a prescriptive plan for allowing a company to thrive according to its own set of values and preferences.  It should be taken by a number of people in an organization, especially the CEO and other top executives who are decision makers, opinion leaders and influencers.  Most companies sign up their entire management staff; some include board members and customers.  The collective results of the questionnaires produce a corporate personality profile.  For more information about the diagnostic tool, go to www.companiesarepeopletoo.com
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