Discovering and Living a Company's True Personality

Most people who encounter Disney's imagination, Nike's drive, IBM's methodical dependability, or Nordstrom's service are in touch with what these organizations project every day. They know who they are—and they behave that way consistently, day-in and day-out.  Successful, enduring companies have at their core a personality that we connect with and understand. In fact, all companies have a personality—because companies are people, too. 

The trouble is, most companies don't know who they are. 

As individuals, our values, behavior, and daily actions stem from our personality. The same is true for companies. And companies that don't know who they are face a myriad of repercussions. They lack consistency in identity and behavior, so their customers often abandon them when expectations are not met. It's difficult to attract the right employees, much less retain them. Company growth is either stagnant, or it takes off in a misguided direction.

However, knowing who you are is not something that can be created or faked. It has to be discovered. But how can a company discover its true personality? And how can it be easily done in a science-based approach instead of some ethereal method? In the past, there was no reliable method of determining a company's personality. Yet, all the ingredients that experts have established as necessary for a company to survive and thrive—like core ideology and core values—have personality as the real foundation.

Over the last four years, more than 90 organizations in 3 countries have used a recently developed diagnostic tool that unarguably revealed their true personality. The tool has proven to be a fast way to get a very accurate definition of a company's personality. As you will see from examples provided in this article, personality profiling reveals a company's innate personality preferences along with its strengths, weaknesses, and growth opportunities. You will see that once a company knows who it really is, the answers to "Where are we going?" and "How do we get there?" become clearer and the path to success is more easily navigated.

What are you struggling with in your business today? Whether it's change, growth, human resources, or marketing challenges—or all of these issues—then discovering and understanding your company's personality is the place to start. Infusing personality into your vision, mission, values, and behaviors is the next step. Only then can the company really be itself every day. Living its true personality allows a company to have:

· A strong sense of identity

· A common language for communication purposes

· Continuity in messages and behavior

· Ability to deliver expectations consistently

· Ability to identify and retain ideal customers and staff

· A framework for decision making

· Consistency, clarity, and alignment

Living your company's personality can also allow you to enjoy real results, like those of our example companies: doubled revenue growth, lower employee turnover rate, successful diversification and an unusually healthy bottom line. In this article, we'll explore how you can put it all together and be yourself. But first, let's look at what the experts have discovered about personality, and why it should command your attention at a strategic level.

Proof That Personality Matters

Over the years, many experts have successfully proven that personality is key to a company's success—albeit in a roundabout way. A plethora of buzzwords have been used including character, core ideals or ideology, and culture. Perhaps we can better understand the relationship of these words and the value of personality by reviewing the established proof.

Arie de Geus, in The Living Company, talks about a company as "human versus machine"—which is what personality is all about, since a machine can't have a personality. He explains that companies exhibit the behavior and certain characteristics of living entities, and that "living" companies have a personality that allows them to evolve harmoniously. Members of a living company know, as de Geus puts it, "who is us." So what are the personality traits that allow a company to live long and fulfill its potential? Studying 27 long-lived companies, de Geus identified one of four essential traits as a strong sense of identity with cohesive culture.

“All companies exhibit the behavior and certain characteristics of living entities.  All companies learn. All have an identity, whether explicitly or not, that determines their coherence.”

Arie de Geus, The Living Company
William Bridges, in The Character of Organizations, advanced the idea that organizations are like individuals, and that “it is the organization's character that makes it feel and act like itself.”

In Built to Last, Jim Collins and Jerry Porras revealed the eye-opening results of their six-year research project that studied 18 visionary companies with an average age of nearly 100 years. Another 18 comparison companies were included in the study. Findings revealed that since 1926, the visionary companies outperformed the stock market by a factor of 15, and they made more money than the purely profit driven comparison companies. The authors searched for what makes the truly exceptional companies different from other companies. A key finding is that they display a powerful drive for progress that enables them to change and adapt without compromising their cherished core ideals. “Core ideology defines the enduring character of an organization—a consistent identity that transcends product or market life cycles, technological breakthroughs, management fads, and individual leaders.” 

The authors explain that, “Company builders like David Packard, Masaru Ibuka of Sony, George Merck of Merck, William McKnight of 3M, and Paul Galvin of Motorola understood that it is far more important to know who you are than where you are going, for where you are going will certainly change as the world about you changes.”
Where does culture fit into this equation? Rob Goffee and Gareth Jones, authors of The Character of a Corporation, say, “Without culture, a company lacks values, direction, and purpose.” Goffee and Gareth present compelling evidence that a company’s culture can make or break a business. The authors write that culture comes down to common values, symbols, beliefs, and behaviors (i.e., “the how and why we do things around here”). 

We agree with these experts. Developing the personality diagnostic tool and analyzing its works has allowed us to unravel the path of the buzzwords and tie together the threads leading to a company's success and longevity. We believe it all starts with personality, and flows like this:

· Personality is who we are. It's a collection of innate qualities, traits and preferences. The word character also relates to personality. 

· Core ideals, or core ideology, is what we stand for. It's a company's vision that is consistent with its personality.

· Culture is a company's shared values and behavior, borne from personality.

It all boils down to this: we need to know who we are before we can figure out what we stand for, where we are going, and how we're going to get there.

The Personality Diagnostic Tool
Over the years, my marketing company's main contact with clients has usually been the CEO. After we were exposed to the organization for a period of time, often what we encountered was very different than what the CEO told us about the organization. Yet, we wanted to present marketing messages that reflected what a customer could expect—and would consistently receive—from the company. And so, we wondered, “Does the company itself have a personality? And if so, is it different than the CEO’s personality?” We decided to find some answers.

Based on the Carl Jung's psychological type and parallel to the work done by Myers for individuals, my staff and I answered questions as if Fekete + Company were a person. We discovered that the resulting personality profile did describe our firm (as you'll see later in this article). Furthermore, it was different than my personality, as founder of the company, and different than any individual's on the staff.

Would this work for other companies? And what were the implications?  Not wanting to take risks with our clients, and knowing we needed reliable procedures and documentation, we began the process of developing a diagnostic tool.

The result is a diagnostic tool called Companies Are People, Too™.  Its 84-question (multiple choice) indicator draws on several bodies of work: the principles of personality type developed by psychoanalyst Carl Jung, Myers and Briggs, and insights from the books and experts described earlier in this article. The premise is that companies—like people—have preferred ways of focusing energy, gathering information, making decisions, and structuring work. 

Sixteen possible organizational personality types result from combinations of the eight indicators. Out of the organizations profiled, we have encountered 13 out of the 16 possible personality preference type combinations. Of course, there is no right or wrong, no good or bad personality preference, because every organization is different—just as people are different. The tool simply reveals who we are.
Gerald Macdaid, former Chief Executive of the Center for Applications of Psychological Type, is in the process of validating the Companies Are People, Too tool. He cites this new contribution to the field as the first of its kind to gather data necessary for the validation process. According to Macdaid, “The current practice—of looking at the sum of the individual personality profiles to extrapolate from or guess at what an organization's personality might be—is no longer necessary. This tool allows direct access to an organization's preferences as an entity.” As the validation steps involved in establishing the tool's scientific soundness continue, Macdaid has found that early reliability analyses look very promising. 

The tool can be administered via a software program, the Internet, or pencil/paper format to the organization's leaders, team members, board members, and even customers. We are then able to analyze a company's innate personality preferences and identify strengths and weaknesses (otherwise viewed as growth opportunities), common values, and ideal customers. The results shown here are for Dixon Schwabl Advertising, Inc., profiled when the agency was ten years old.
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For a different look, Elford, Inc., a ninety-year old commercial construction company, profiled as ultra-dependable and willing to roll up its sleeves and get the job done. Examples of Elford's strengths and weaknesses (growth opportunities) include:

Strengths

· Decisive; likes things to be clear, settled and wrapped up. Will make its position clear on issues.

· Always follows through on commitments.

· Outstanding at organizing orderly procedures and in detailing rules and regulations. Values policies, contracts, and standard operating procedures. Likes to see things done correctly.

 Growth Opportunities

· Tends to be impatient with those who do not carry out procedures with sufficient attention to detail so that the job gets done right. Also shows impatience when complications delay projects.

· Is a realist when dealing with data and systems. But this type's perceptions about people may not always be accurate. As a result, especially when under stress, this organization can be abrupt and denigrate others, especially those who have not followed rules.
For those who have a difficult time envisioning the organization with human qualities and preferences, it is helpful to create a persona from the results. In Elford's case, a character named "Pop" emerged, complete with eating habits (rare steak and cold beer), clothes (company-logo golf shirt and jeans), favorite TV shows (60 Minutes and David Letterman), and prized possession (reputation). These human qualities all reflect the organization's preferences (down-to-earth, dependable, organized, no-nonsense, strong work ethic). We'll revisit Elford and reveal more of its story shortly.
Clearing Up Misconceptions

The organizations taking the profile to date range from start-up companies to organizations more than 100 years old, and from manufacturers to retailers to not-for-profit organizations. Employee size of the organizations ranges from 9 to 900. Participating companies are scattered across the U.S., and extend to Ireland and Finland. Three major findings challenge and shatter some myths:

· In 84% of the cases, the CEO’s personality preferences are different than that of the organization.  In answer to our original question, this finding is somewhat surprising to many people. But whether different or same, what are the implications? 

· In cases where the CEO's personality and the company's are the same, it might be attributed to two reasons: 1) the current sitting CEO is also the founder, or 2) an outside CEO has been brought in to a relatively small organization to totally transform it, with results being similar to a "refounding" of the company. 

· It's okay for the CEO's personality to be different than the organization's, as long as decisions are based on the values and preferences of the company. According to Goffee and Jones (The Character of a Corporation), dysfunction occurs when people make decisions and demonstrate behavior to their own benefit, not the organization's. 

· Team personality is different than the organization’s personality in 81% of the cases. Many believe that the people who make up the organization (the team) influence the organization’s personality, but we found otherwise. Is this good or bad? Good, as long as the team understands both who-we-are as a team, and who-we-are as a company. Look at it this way: the CEO and the team both work for the organization. The organization's personality preferences undoubtedly result in blind spots that the team and/or the CEO can balance. For example, an organization whose personality preference is to investigate all the possibilities before taking action will benefit from a team whose preference is to bring things to conclusion.  An organization that is visionary by nature would benefit from a team that can analyze the data to make sure the vision can be fulfilled.

· In 78% of the cases, the CEO sees the organization’s personality differently than does his or her management team. Indicator results make this eye-opening discovery in the misalignment in perceptions easy to spot and correct. One respected Chicago institution found itself in a position in which its heavily results-oriented management group could get little done. The organizational profile, later confirmed by the group, was creative, spontaneous, and visionary. It was as if Felix Unger was trying to manage Indiana Jones without understanding how he worked best. Furthermore, indicator results from two key leaders—the CEO and the Chief of Staff—produced polar opposite organizational profiles. This alone indicated clear problems that needed resolution.
Deciding to Discover Your Company's Personality


If you had any of these misconceptions or saw your company reflected in the examples, you may be ready to move forward with personality profiling. Here are some decisions to think through first:

· Decide what you want to accomplish by discovering your organization's personality. A brand new holding company composed of four museums decided to complete the profile based on what they wanted the new company to be, and to learn how each museum would fit into the new structure. Elford wanted to define and communicate its vision, mission, and values. The Museum of Science and Industry (MOSI) in Tampa was in a transition period and seeking a way to align staff and move forward to the next level. For Dixon Schwabl Advertising, Inc., the desire to find itself was seen as another step in the agency's continual search for improvement. Other companies focus on brand development and marketing purposes. Companies considering merger or acquisition find it useful to compare and understand each other's organizational culture, helping to pinpoint potential clashes and blind spots.

· Decide how to proceed with the personality profiling by determining who will be involved and at what stage. Initially, Elford's chairman of the board and the entire management team participated in the profiling. MOSI selected "key influencers" in or for its institution. Dixon Schwabl involved everyone in the company from the outset. Generally, companies tend to profile and strategize with key managers before rolling it out to everyone else. Some introduce the personality concept by also having each team member complete an individual personality profile, as did Elford, MOSI, and Dixon Schwabl. (Companies Are People, Too includes an optional, individual personality profile module.) Both Elford and MOSI discovered an amalgamation of personalities within the organization, yet instantaneous agreement on and acceptance of the organization's personality. MOSI's President Wit Ostrenko said, “Including the entire team helped every person in the company understand their own personality, strengths, and weaknesses, and recognize that the company can have a personality that is different than their own.” If a persona is chosen (like Elford's "Pop"), having all team members participate in naming and creating the persona helps further their understanding and connection with the company personality.

· Decide how to move forward with the information once the personality profiling is complete. You should have already decided what you want to accomplish; now it's time to proceed. Incorporating personality into your vision, mission, values, and behaviors at this point will enable the company to truly be itself.

From Personality to Vision, Mission, and Values
Discovering a company's personality is interesting and fun, but the real value and power are in putting it to use. Taking action with newfound personality information can have far-reaching impact on longevity, productivity, and profitability. Companies that don't discover and understand their personality will have a difficult time communicating, surviving, and moving forward. 

One company discovered that the bad news (the organization's weaknesses) from its personality profile revealed preferences of relatively few rules and standard procedures, which could upset some team members. Furthermore, the organization could easily get bored and focus energies on the next big idea, rather than finishing up the last one. It could sometimes be so optimistic that it would just assume that things would work out. Knowing that type of information about your company and not taking action is like knowing that you have broken a bone in your leg but not taking action to have it set properly—hoping against-the-odds that it will magically heal on its own.


Organizational coach Roy Shafer, an internationally recognized leader in the field of science-technology centers and museums, is a believer in turning personality profiling results into a "doing" framework. In his 35 years of experience, including serving as president and CEO of Columbus, Ohio's Center of Science & Industry, Shafer has seen the need for a tool that “dislodges people from what they thought they already knew and takes them to a new level of understanding about the company.” Shafer explains, “A lot of organizations say they value people. So does an ax murderer. It's just that the ax murderer values them as victims. Is it the people value or ax murdering behavior that's the issue? Obviously, it's the behavior.” Giving people a path to learn how to choose to change behaviors is key. 

To create the path, it is necessary to implement personality to the very core of the company through vision (core ideology), mission (purpose), and values. “People want to be part of something in which they can find meaning,” says Shafer. And once people accept who the company is, self-esteem tends to develop around it. It becomes easier for companies to "be yourself" day-in and day-out. 

“The real role of the CEO,” according to Tom Fitzpatrick, Chairman of the Board of Elford, Inc., “is to obtain alignment within the organization, getting everyone going in the same direction. We all struggle with that—with ways to communicate it, get buy-in, and get understanding at very basic levels.” Through the experiences of Elford and others, we can learn how to accomplish alignment and consistently drive desired behaviors within an organization.  

Many companies hold retreats or planning sessions to formulate or reevaluate vision, or define mission or core values. Elford, Inc., founded in 1910, is no exception. During its annual session about five years ago, the management team completed personality profiling, from which its "trustworthy leader" personality and "Pop" persona emerged. The company then spent the next year developing its core ideology (vision), purpose, and values based on Elford's personality and the company's strengths and weaknesses revealed by the personality profile.

Elford, Inc.

More than just the best building contractor.



They were also able to define longs lists of expected behaviors for each core value. For example, "Be Trustworthy" behaviors, specific to Elford's business, include:

· Do the right things at the right time for the right reasons.

· Clean up.

· Keep the customer informed so there are no surprises.

· Do whatever it takes to finish the job as promised.

Fitzpatrick then found ways to help his company continuously behave and live its personality, which we'll see in the next section.

When going through a transition period several years ago, MOSI took a slightly different, expedited approach with the help of Coach Roy Shafer. MOSI's president Ostrenko revealed that when developing MOSI's vision and purpose (after personality profiling was completed) only two people could come close to remembering the existing mission statement. So they searched for something that could be easily remembered by all (from the board to full time staff to volunteers) and followed at all times, and that was consistent with the organization's personality. The result: "Make a difference in people's lives by making science real." 

As both MOSI and Elford learned, when defining vision, mission, and values, your company's personality strengths and weaknesses must guide you. And knowing your company's personality allows you get to the core much faster. Here are additional guidelines for each area of development, gleaned from the successful habits of visionary companies and lessons from Built to Last:

Core Ideology / Vision 

· Aspiration for 100+ years 

· Sacred, pursued with religious zeal

· Preserved as a guiding force for generations. 

· Often goes back to the founder

Core Purpose / Mission

· The business you're in; the fundamental reason the company exists

· Sustainable as the company evolves

· Accommodates a wide playing field

Core Values

· Will never change

· Willing to sacrifice customers to uphold them

· Entire company behaves this way 99% of the time

Many people struggle with the difference between vision and mission. Look at it this way: Vision is where you want to be 100 years from now, like Disney's vision of making people happy. Mission is the vehicle that will get you there, which for Disney is entertainment.

Once MOSI knew who it was and where it was going, they moved on to figure out what they wanted to do with the organization by establishing a series of strategic objectives. From the framework rose these objectives: continuously improve the guests' experience, achieve fiscal viability, strengthen identity, and strengthen infrastructure. When presented to MOSI's Board for adoption as the institution's vision, there was relatively quick and obvious agreement. Ostrenko attributes that to “the way we were able to articulate our institution.” The Board quickly grasped “this is who we are,” thus making the objectives seem logical and right on target.

How to Be Yourself Everyday

One of the most common results of discovering a company's personality that we hear from CEO's is that it “provides a common language and enhances communication.” Sustaining the personality and common language beyond vision, mission, and values means living it every day. Following are some ideas on how to help your company be itself—with team members, with customers, and with growth opportunities. 

With Team Members

· Translate core values into expected, consistent behaviors, like Elford did. Weave the behaviors into job descriptions and performance standards.

· Create a company persona, like "Pop." Some people can more easily visualize and naturally relate to a "person" who embodies the company's values and personality traits. Dixon Schwabl has "Jaz," who is optimistic, fun, and sociable. Jaz matches Dixon Schwabl's core ideology of "We can make it happen," and its core purpose, "Create innovative solutions for marketing success." Just picture this in your mind: Jaz buys clothes on line or on vacation, has a pet horse named Spazz, can't stand closed-minded, lazy, or unethical people, is inspired by traveling and observing people, and prizes family, friends, and individuality. To keep the personality alive, thriving, and top of the mind, "Keepers" of Jaz were identified. Teams of two assume the Keeper's role on a monthly basis. The Keepers organize monthly events that reinforce the personality—events that are fun, foster creativity, and develop the team.  Everyone in the agency joins in for activities like splat ball, horseback riding, laser tag, and a surprise trip to Las Vegas. During one deadline-filled month, the Jaz event came to the office in the form of stress relief—two massage therapists, a pedicurist, a manicurist, and all the accompaniments. 

· Attract the right people. Communicating the company's personality can help potential employees understand your culture and values—and help you find the right employee match up front. When MOSI lost its CFO after ten years, a help wanted advertisement mentioning MOSI's "make a difference" personality attracted 122 qualified resumes in a tight job market. Ostrenko tells about speaking to a university class and describing MOSI's personality. Afterwards, about half the class approached him, wanting to work in the MOSI environment that connected with their own values.

· Help new employees get oriented quickly by introducing them to the company's personality. Staff added during the year at Dixon Schwabl are briefed on Jaz and given a booklet that explains the organizational profile. New employees at Elford are given a copy of the personality description and value statements, along with a list of behaviors that are driven by the values. To further translate vision, mission and values, included are tangible examples of what happens when the desired behaviors are lived. 

· Keep all team members informed and involved. Elford includes positive stories of "company behaviors lived" in its quarterly newsletter, and highlights employees who have set the examples. Elford also created the "Pop Award" to recognize an individual for his or her efforts at living the values of "Pop" in their everyday work life. Besides the monthly "Jaz" events, Dixon Schwabl holds a kick-off meeting at the beginning of each year to revisit company and individual personality dynamics and profile new team members.

· Enhance decision-making. Let the company's personality guide decision-making by team members. When Dixon Schwabl President Lauren Dixon is away on business or unavailable, team members struggling with making decisions know they need to think in terms of “What would Jaz do?” Likewise, Elford employees think in terms of what Pop would do. 
With Customers

· Let the personality guide your branding and marketing efforts. The profile of Fekete + Company enabled us to write marketing copy which describes what it will be like to work with us (see below). A marketing campaign emerged for Elford that projected its personality, including a worn work boot as a symbol, and messages such as “We're with you every step of the way” and “We put ourselves in your shoes.” Employee bios used in proposals were restyled and language was modified accordingly. When Elford was preparing to move into a new building, Fitzpatrick gave Pop's profile to the interior designer, who was able to design the space perfectly, with no additional input. 

The profile for Fekete + Company enabled us to write the following marketing copy for our firm, which describes what it will be like to work with us.

__________________________________________________________________

Ingenious • Visionary • Bold Leader • Inventive•

THE ARCHITECTS OF IDEAS

The basic driving force within Fekete + Company is the urge to lead.  We have the ability to see where your organization should be going and to communicate that vision to others.  Ask us to develop a prototype….to help you set a new direction…to design new elements for your marketing strategy.  You'll find that we are inspired and energized by the challenge.

Curious • Investigative • Intuitive

A DECISIVE PARTNER WHO SEEKS MUTUAL RESPECT

We love to ask questions.  And we look for answers that make sense.  While we gather hard data to find those answers, we also trust our gut feelings…and yours.  We value the intelligence and knowledge that you bring to the table.  We expect you to return the favor.  Count on us to remember and honor decisions.  We'll count on you to respect our judgment.

Systematic • Logical • Devoted

A NATURAL ORGANIZATION BUILDER

We have a strong urge to give structure to situations, to establish a well thought-out pathway that links you to your long-term goals.  We're ready to work within your company's established procedures, but we're sure to suggest ways to enhance efficiency.  Come to us when you want to know how to reach a goal…step by step.  We'll take you where you want to go.
· Draw from the identified strengths of the company's personality. Doing so helps Dixon-Schwabl know which accounts to pursue and the degree of creative risks to take in pursuit of new clients. Understanding its personality also helped Dixon-Schwabl fire several clients that had turned into a negative personality match. Elford's strength of "excellent working relationships within the construction team and with subcontractors" actually helps lower the cost for customers, and leads to high levels of repeat business. 

· Deliver personality-based service. By first knowing yourself, you can better understand your customers and develop customer-focus. Ostrenko says the whole attitude at MOSI has changed, shifting perspective from having science drive how they relate to guests to having guests drive how MOSI deals with the topic of science. A sign hanging in the office reflects the staff's personality-based approach to service, reminding them that “Guests will have an opportunity to have conversations, do something unexpected, play, take risks, ask questions, tell stories, participate, focus, make connections, use tools, use their own experiences.”  

With Opportunities for Growth

· Do a personality check. Ask yourself if the opportunity is consistent with the company's personality, vision and mission. When MOSI was evaluating a unique opportunity to have a charter school within the science center, the Board first checked it against strategic objectives. Next, they checked the opportunity against MOSI's mission, vision, and personality. Able to answer "Yes" to each, the decision was easy—and has since proved to be very wise. Dixon Schwabl realized that in order for the firm to grow uniquely—instead of becoming a commodity in its industry—it needed to improve on a personality weakness of being deadline driven at the expense of creativity. Shifting the focus to creativity while learning how to balance it with deadlines took the company to a new level of growth and future opportunity.

Achieving Results

Are there direct, tangible results of knowing and living personality? How do you measure the intangibles? Our example companies attempt to answer these questions by sharing their evaluations. However, our first question to companies wanting to discover who they are, is “What do you want to accomplish?” With that in mind, try to set goals, both large and small, that can be measured.

· Elford's business has doubled in the four-year period since personality profiling. Fitzpatrick says he can translate the:

· growth of the company, 

· growth of profitability, 

· alignment of the management team, 

· alignment of entire company, and 

· the ease of communication

into an understanding of “who and what we are that provides a common language that we can all use very comfortably.”

· Ostrenko credits personality with impressive results for MOSI, as it:

· is in the black, 

· has never been as healthy before,

· is financially diversified with almost no government support (versus traditional government support up to 100%)

· for the three-year period, increased the number of people participating in the science center by 120,000, and reversed a declining number of family members to an increase of 3,200.

· Dixon Schwabl recorded record growth, doubling revenues in one year from $24 million to $49 million. Dixon attributes 90% of the firm's phenomenal growth to discovering and living its personality. She also credits personality with many other positive results for Dixon Schwabl, including:

· guiding them in making the right decision to "fire" a $4.5 million client that asked the agency to compromise its values, namely integrity,

· winning a multi-million dollar national account—although by far the smallest firm competing—by focusing on their persona which urged a high degree of creativity,

· communicating more clearly and getting things done faster and easier (Dixon says “the difference is night and day”),

· the ability to thrive in the face of adversity, such as when a snowstorm struck that forced the agency out of its offices for eight weeks—instead of disastrous results the firm achieved a record year in sales.

The real bottom line is this: Personality is strategically important. There now exists a proven and fast way to get a very accurate definition of a company's personality. And putting personality to work produces positive and rewarding results.

Ralph Waldo Emerson said, “People only see what they are prepared to see.” Are you prepared to see who your company really is, and to reap the rewards?






















� EMBED OrgPlusWOPX.4  ���








Strengths


A lively, upbeat agency that seeks to stimulate change and energize clients with highly creative work. Tends to be a talkative, energetic organization. 





Enthusiastically presents ideas, possibilities, values and connections by developing imaginative solutions and providing innovative services.





Enjoys learning by doing. Excited by taking on new types of clients and new kinds of projects. 





Does its best work in an atmosphere of spontaneity and upheaval. Prefers to have many simultaneous activities occurring in the agency at the same time.





Driven to be the center of attention. Seeks to attract as much publicity as possible. 





Prefers team creativity and brainstorming in a friendly, relaxed work environment. Has a knack for finding the right person for the job and bringing out the best in people. May operate as a democracy. Values group harmony. Tends to be optimistic about everything. 





Perceptive with the ability to become a cutting-edge agency. Driven to be authentic, to have a unique identity and to make a unique contribution.

















Growth Opportunities


Has relatively few rules, regulations and standard procedures. Things can spin out of control. This can upset the majority of the team, who values structure. 





Avoids confrontation, yet resists anything that compromises its own standards of quality. May actually stop working rather than a) do something viewed as a compromise of its standards or b) fight with the people who want the compromise. Finds it stressful to work with those who do not understand or value the creative process.





Prefers verbal communication to written communication, which can exacerbate problems with following through, handling details and maintaining a schedule. So optimistic that the agency often just assumes things will work out.





Gets easily bored after the creative work is finished. Can delay routine tasks until the deadline is near. May tend to focus energy on the next big idea rather than finishing up the last one. 








Dixon Schwabl, Advertising, Inc.
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