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You see the title, so what comes to mind? Would
you consider service and assistance to be the
same? In a meeting today we discussed this very
topic in detail. It's important to understand
where you are as a business, and where you exist
in the 2 categories. Yes, in the world of S&L
iMAGINATIONS, service and assistance hold
differences but still cross paths very often.
Service, well, it's provided daily, under
appreciated, misunderstood, and it's created
such a high demand that it's basically expected.
Assistance, sometimes can be provided daily,
appreciated more than it's not, why it's needed is
understood, and it's created a culture of only
providing it to those who are deserving.

If you're in any industry that accepts money for
something you provide, you're providing a
service, I say it to clients on a daily basis in the
office. However, what I'm delivering is
assistance. The end result may be a completed
service, but I did more than service you. I helped
and assisted you get to a better position. Let me
explain.

HR Firm (True story, no names)
Speaking to a company, who spends many hours
of their working day, recruiting, interviewing and
hiring employees for one of their new clients.
This new client took over their business
resources, and now they didn't have the team... 

By Elbee Battles



members or time to handle everything on their
schedule, nor were they were not meeting goals.
Sadly the new business revenue was needed, so
they accepted the job, but they went about it the
the wrong way. Yet there was still hope. 

With my assistance, we were able to review time
spent sifting through potential clients,
conversions made from time spent, and their
overall recruiting goals, then came up with a
plan. S&L prescreened all candidates, and only
provided the HR Firm with recruits ready for hire
based on their qualifications, this ballooned the
conversion rate numbers, and I helped them gain
recruits at a faster rate. In one month, they cut
time spent by 47%, their conversion rate
increased by 112%, and the company saved over
$1,500!

Why? How? The why is easy, with the right
system, we took the work off their plate, charged
a fee less than what they were paying, and
provided them with pre-screened recruits ready
for hire. The Why is simple. I able to be the
assistance and was there to help. They were in a
position where they didn't need just a service,
they needed assistance with very specific details,
tailor made, and not just a basic cookie cutter
plan. I was willing to do what was needed to
assist and help them through a time that could
have affected their business long term...

So yes, I provide a service to clients, but my
assistance is what provides results. The best
money spent is money well spent. This HR Firm
understands that what we did for them felt like a
secret weapon. We all should have goals, and it's
even better when someone is there to help you
achieve them. One day that service we receive
may be the assistance we need to succeed.

SERVICE/
ASSISTANCE 
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HIRING
IN A PANDIMIC

It’s challenging enough to find a qualified new employee in the
midst of a pandemic, but once you do, making the person feel like
a member of the team can be especially hard.

Human contact is still not safe. The days of office holiday parties
and after-work drinks at the bar around the corner are long gone.
And training without hands-on time is difficult. But just as
technology is creating new normals for interoffice
communication, human resource departments are finding
innovative ways to welcome new employees into the fold.

“The challenge is building those personal relationships, those
workplace relationships that develop a connection and rapport
with your coworkers,” says Julie Schweber, senior HR knowledge
adviser at SHRM (the Society for Human Resource Management).
“It’s definitely more difficult.”

Bringing a new worker into a company virtually presents some
unique challenges. It can be harder to convey the company’s
culture. New hires are more hesitant to say they don’t understand
their responsibilities or reticent to ask how to do certain tasks via
Zoom versus in person. And there can be productivity gaps, where
the worker is unsure what to do next, without a formal plan in
place. There are, however, some ways to make virtual onboarding
easier. First, it’s more important than ever for new workers to
have a mentor or guide in their first few weeks. Pairing recent
hires with a current employee helps them get familiar with the ins
and outs of an organization. It’s important, notes Schweber, that
this mentor/guide not be someone who would be a supervisor or
overseer. New workers need to be able to ask questions they
might be too shy to ask their boss.

CHRIS  MORRIS
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HIRING
IN A PANDIMIC

That not only helps people get acclimated at the job, it also could keep them there for a longer time.
“We all like that connection at work,” she says. “Relationships with coworkers have proven to be one of
the chief retention tools for workers. Some employees don’t want to leave because they like their
coworkers so much.” That’s not to say managers should remain distant, though. Regular, one-on-one
teleconference or phone check-ins are critical in making the employee feel like part of the team—and
making sure the person isn't not facing any obstacles. “It sends the message, ‘We are here to support
you and want you to succeed,’” says Schweber.

Zoom, Microsoft Teams, WebEx, and other teleconferencing tools—along with well-known office chat
programs like Slack—are the primary devices most companies are using to onboard employees, but
some workplaces are taking a more creative approach. Chobani, for example, has incorporated
augmented reality (AR) into its tool set to help with startup training, as well as allowing a group of
people to assist with maintenance and repair, with only one physically handling the issue. 

Plant employees wear a headset that allows a remote person (or persons) to see what employees on site
are looking at and communicate with them. And, as a bonus, it not only reduces the risk of COVID
spread, it also reduces costs. “When someone’s doing training, it’s generally either Group A or Group B
traveling to see the other to do the trailing,” says Hugh Roddy, vice president of global engineering and
project management at Chobani. “With augmented reality, Group A and Group B can stay in their own
location. From a cost perspective, it’s out of this world. It allows us to remotely bring people into a
facility and interact with them.”

Other companies, including Walmart and UPS, have long since incorporated virtual reality into their
training programs. (Walmart’s programs range from training associates on day-to-day duties to
handling crisis events in a store. UPS uses HTC Vive VR headsets to help drivers spot potential hazards
when “driving” down a virtual road.) Long term, these AR onboarding and education tools could have an
additional benefit for companies. Since the presentations are done via video, Chobani is recording them
and assembling a library that workers can use for refresher courses or to learn new skills. Right now,
that’s largely confined to the engineering/product management departments, but Roddy says he
expects the practice to expand companywide in the months to come. "I see every major department in
the company building their own libraries of content, whether they’re doing trials or demonstrations."
ARTICAL SOURCE: https://fortune.com/2021/01/18/virtual-onboarding-new-employees-zoom-covid-
tech/

CHRIS  MORRIS
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7 TASK TO
OUTSOURCE

IN BUSINESS 

We all know that small business owners have to
wear many hats. But even though many of us get
quite adept at juggling so many tasks, there
comes a time when it’s better to outsource
specific responsibilities to save time and money
and focus on growing our companies.

What are the tasks to outsource? Start with the
ones that take a lot of time to do, that are
outside your skill set, or require expert
knowledge.Here are seven areas of your business
that have tasks to outsource.

1. Human Resources/Payroll
Human resources covers a lot of ground in a
small business, from hiring to managing your
team. You may think you don’t have enough
employees to warrant outsourcing HR, but since
HR covers so many job responsibilities, it can be
worth it. First, consider the specific HR duties
you need. These could include:Payroll
processing/ Employee health insurance/
Managing employee benefits / Hiring recruiting
/ Employee training / Employment law
compliance such as safety rules (OSHA)

By Rieva Lesonsky
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7 TASK TO
OUTSOURCE

IN BUSINESS 

Many small businesses start by outsourcing
payroll. Since there are so many constantly
changing rules and regulations, it’s hard for an
in-house person to keep on top of it.

2. IT Help
Small businesses generally cannot afford an in-
house IT employee, but they are so dependent on
technology, they need help.Like HR, IT covers a
wide range of services, from web design and
hosting to fixing hardware or fighting
cyberthreats. These jobs require a lot of specific
expertise, so it often makes financial sense to
choose this as one of the tasks to outsource and
begin outsourcing IT responsibilities.

3. Search Engine Optimization
Today, whether you’re a B2B or a B2C company,
potential customers discover you by looking on a
search engine (Google, by far, is the largest).
Search engine optimization (SEO) can be
considered a marketing function by requires a lot
of industry knowledge.Another issue is how often
Google and the other major search engines (Bing
and Yahoo) change their algorithms. It would be
impossible for you to keep up, and it would cost a
lot of money to hire an employee who has the
knowledge to do this job.

Social media plays a big part in your SEO
rankings, so the company or person you hire
should have a solid foundation in social platforms
as well. This is not a task for a novice, so make
sure that you look for someone with experience
when outsourcing SEO.

4. Accounting
Accounting is probably one of the most popular
tasks to outsource. Again, accounting covers a lot
of different job responsibilities, many requiring
their own degree of expertise. You’ll want an
experienced tax accountant to do your tax
preparations.Depending on the type of business
you own, you might need a bookkeeper as well.
Some of the overall accounting online solutions,
like QuickBooks, offer bookkeeping services as
well.

5. Payment Processing
Another one of the tasks to outsource is
managing your accounts payable and receivables.
These are labor-intensive and time-sensitive
tasks best left to a company like Bill.com that
automates these processes. Outsourcing your
receivables can help you get paid faster. In fact,
Bill.com says their clients get paid twice as
quickly.

By Rieva Lesonsky
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Using a service like this for your AR and AP
reduces possible human error, keeps your
systems secure, and helps you manage your cash
flow. And since the service is cloud-based, you
can access your own dashboard to track what’s
going on anywhere you have an internet
connection. When looking for companies to
outsource to, see if you can find ones that let you
try before you buy. Give Bill.com a risk-free try
today!

6. Customer Service
Good customer support can mean the difference
between staying in business or closing your
doors. Providing superior customer service,
which is what consumers expect, is not only
time-intensive but takes someone with a lot of
patience to deliver. And the more you grow, the
larger the demand for customer service will be.
That’s why it often makes sense to outsource this
to a call center or chat service.

Do your due diligence when hiring a company to
do your customer service. These people will be
dealing with your customers, and you want to
make sure they are treated fairly.

7. Administrative TasksMore and more small
businesses are hiring virtual assistants (VA) to
handle their administrative tasks. These can
range from typical admin work or more
sophisticated duties like social media posting or
booking travel. You will be interacting with this
person a lot, so make sure you hire someone you
feel comfortable with.

Access to Experts
Other areas of business that include tasks to
outsource are sales, marketing, and legal
responsibilities. Outsourcing gives you access to
expertise that would likely cost you a lot more if
you had to hire in-house employees with similar
knowledge. 

Prices can vary significantly, depending on what
you need done and the experience level of the
company you’re outsourcing jobs to. Be sure to
shop around and check references.Today, with so
many businesses operating remotely, outsourcing
can literally be a business-saver.
STORY SOURCE:
https://smallbiztrends.com/2021/02/tasks-to-
outsource.html

By Rieva Lesonsky
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SOME  OF  YOU  MAY  HAVE  READ  A  BLOG  ABOUT  HOW  TO

PERFORM  A  SPELL  OR  RITUAL  AND  THOUGHT . . . ."WHAT  IS

GROUNDING?" NO  -  IT 'S  NOT  THE  FORM  OF  PUNISHMENT ,

WE 'RE  TALKING  ABOUT  CONNECTING  WITH  THE  EARTH !  

 

GROUNDING ,  OR  SOME  CALL  IT  EARTHING ,  IS  A  FORM  OF

CONNECTING  YOUR  ENERGIES  WITH  THE  ENERGIES  FROM  THE

EARTH .  BEFORE  PREFORMING  A  SPELL  OR  RITUAL ,  WE

GROUND  OURSELVES  WITH  THE  EARTH  AS  A  WAY  TO  BUILD

UP  THE  ENERGIES  NEEDED  FOR  CASTING  THE  SPELL ,  OR

PREFORMING  THE  RITUAL .  IT 'S  A  FORM  OF  ASKING  THE  EARTH

TO  ASSIST  YOU  WITH  THE  ENERGY  YOU  NEED .  

 

WHEN  YOU  HAVE  COMPLETED  THE  SPELL  OR  RITUAL ,  IT  IS

ALSO  IMPORTANT  TO  GROUND  YOURSELF  AGAIN .

RECONNECTING  WITH  THE  EARTH  TO  GIVE  BACK  THE

ENERGIES  THAT  WERE  PROVIDED  TO  YOU .  A  LOT  OF  TIMES ,  IF

YOU  FAIL  TO  GROUND  YOURSELF  AFTER  YOU  HAVE

PREFORMED  THE  SPELL  OR  RITUAL  YOU  WILL  FEEL  DEPLETED ,

EXHAUSTED ,  OR  VERY  ANXIOUS .  THESE  FEELINGS  ARE  DUE  TO

ALL  THE  BUILT  UP  ENERGIES  THAT  HAVE  NOT  BEEN

RETURNED  AFTER  THEY  HAVE  SERVED  THEIR  PURPOSE .  

 

THERE  ARE  MANY  WAYS  TO  GROUND  YOURSELF ,  MANY

DIFFERENT  METHODS  PEOPLE  USE .  SOME  ARE  VERY  SIMPLE ,

SOME  ARE  A  LITTLE  MORE  COMPLEX ,  MOST  IMPORTANTLY ,

THE  METHOD  YOU  CHOOSE  WILL  DEPEND  ON  WHATS  MOST

COMFORTABLE  FOR  YOU ,  AND  HOW  YOU  FEEL  THE  MOST

CONNECTED  TO  THE  EARTH .  TO  LEARN  ABOUT  A  FEW

DIFFERENT  METHODS ,  WATCH  FOR  OUR  BLOG  IN  LITTLE  BIT  OF

WITCHERY .

B I G  B I Z  M A G  

S E L F  L O V E  S E L F  H E A L I N G

W H A T  I S  G R O U N D I N G ?

By Echo Sweetling of LittleWitchShop.com
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HOW TO 
REFRESH

BUSINESS IDEAS

BIG BIZ MAG |   11 February 2021

Forget an extravagant fireworks show or a ball
drop in New York—if anything ushered in 2021, it
was a collective sigh of relief. While many of us
are excited to see 2020 in the rearview mirror,
that doesn’t mean we can get complacent about
the future. The new year is an excellent time for
entrepreneurs to reflect on their businesses and
think about how they can improve and excel in
the months and years to come. As you take a
moment to review your endeavors, it’s worth
looking at what your peers have on their minds. I
connected with seven entrepreneurs and
business leaders to find out what they’ve
resolved to refresh in 2021.

1. Gather a wealth of input: Steve Willis,
managing director of milliCareSteve Willis
recognizes that the pace of change has never
been faster: “Even without a global pandemic or
economic crisis, it’s important to reflect and
refresh your business ideas each year. Market
trends change, demographics change, and most
importantly, our customers’ needs change.” To
stay on top of those changes, Willis looks to
three different sources: “Soliciting feedback from
key customers, hearing new ideas from team
members, and looking at the overall industry
shift helps us to stay current and advance our
business.”

By Rhett Power 



Plenty of organizations think they know what
their customers want, but the only way to truly
know is to ask. Once you’ve gathered information
and planned how to meet a need, Willis says to
test your idea to ensure it meshes with
established products, processes, and procedures.

2. Keep your focus tight: Tom O’Neill, CEO and
founder of ParallaxAs Parallax builds an SaaS
platform powering profitable growth of
professional services organizations, Tom O’Neill
has made a conscious effort to limit the
company’s focus.

“Like most entrepreneurs, we’re passionate about
our product,” O’Neill said. “It’s tough to fight the
urge to pursue every opportunity presented,
including those outside our core.”

Still, that focus is what helped the company
grow. In the new year, O’Neill plans to scale that
growth: “Remember that there is a difference
between growing and scaling a business. When
you started your company, it was natural to
orient toward growth and try different things to
achieve a product-market fit.” 

Scaling, on the other hand, requires clear
objectives and data-driven decision-making.
O’Neill explains that these allow your team to
deliver consistently and efficiently in your
established market while still investing in your
new market.

3. Take time to reflect: Haman Sharma, founder
of ReviewNPrepHaman Sharma is adamant about
the importance of reflection, and he recommends
entrepreneurs spend time thinking about the
course their business is charting.

“If you are not consistently reinventing your
business, you will eventually have no business,”
Sharma said. “It all starts with a problem and an
idea on how to address that problem. Keep track
of these ideas in a journal, and take time out of
your busy schedule to revisit them at least once a
month.”

At the same time, Sharma recognizes that you
can’t implement every idea you have: “It is
important to step back and think about the list of
ideas you have and see if they are still relevant
based on your current state of business affairs.
I’ve personally come across these crucial
junctions in my entrepreneurial journey, where I
had ideas but no data to support them.”

Collecting data can help validate hypotheses and
ensure that you’re putting more of your good
ideas into practice more often.

Continued on next page...
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4. Surround yourself with people who push you:
Dr. Rachel Hamel, founder of Dr. Rachel Hamel,
DCDr. Hamel knows that we’re a product of the
people we surround ourselves with, so she
suggests being mindful of these relationships and
making sure we’re getting as much growth out of
them as possible. As she makes progress toward
finishing a book that’s been in the works for two
years, she’s drawn inspiration from her network—
and credits them for her initiative.

“My number one tip is to get in a mastermind
group or get a mentor,” Dr. Hamel said. “Seeing
people do big things or constantly work on
projects and ideas will inspire you. It will cause
you to level up and get fired up to finish your
own projects and ideas. It’s also a great
opportunity to get feedback. If the circle you’re
in doesn’t push you, then find one that does.”

5. Learn from successes and mistakes: Kara
Hertzog, president of Innovative Employee
SolutionsKara Hertzog believes reflecting on the
company’s performance is the most critical job of
any business leader: “What worked, what didn’t
work, and how you can keep improving and
evolving as a company? When you’re not
continually questioning, you risk stagnation.
Don’t leave out the areas where your company
excels, because even these may one day require a
refresh.”Because of the current tumultuous
business climate, many companies are rethinking
how they do business.

Hertzog’s advice? Look to your peers for
inspiration. “Everyone has had to get more
creative this year,” she said. “As we research new
and innovative online engagement tools, we’re
taking a hard look at how other businesses have
made these kinds of shifts.”

Learn from those who have gone before, and
you’ll make fewer mistakes of your own along the
way.

6. Leverage tools to overcome new obstacles:
Laura Boccanfuso, CEO of Vän Robotics,
Inc.Laura Boccanfuso doesn’t need a new year to
reflect on how she can improve her business.
Instead, she explains, “I continually think about
two major goals. First, I want to build an
incredible company that people want to work for,
and second, I want to build fantastic products
that people want to own. When you get the first
objective right, the second becomes much
easier.”

Before COVID-19, her company’s software use
was strictly supplemental. To support the teams
at Vän Robotics, Inc. in 2021, she’s looking to
leverage tools specifically designed to facilitate
remote project management that will also
provide a strong foundation for her expanding
team.

Continued on next page...
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7. Don’t be afraid to rock the boat: Scott
Schoenberger, managing partner at Bluewater

The team at Bluewater had dabbled in remote
work, but the resulting success after fully
embracing it this year caused Scott
Schoenberger to wonder what else the company
was missing. “It can be easy for companies to
become complacent when things are moving
along OK,” he said. “Instead of rocking the boat
to gain faster traction and better growth, we
often double down on exactly what we have done
before.”

Remote work gave employees valuable flexibility,
and it helped the company hire from a much
larger talent pool. To ensure that Bluewater
continues to tap into new sources of innovation,
Schoenberger says his company is working
through a formal process for intaking ideas,
vetting them, and assigning resources to test
them.

For companies that want to find their own
sources of innovation, his advice is simple: “Try
to reset your expectations of the ‘right’ way to do
things while revisiting business ideas. Letting go
of existing notions may open your eyes to new
approaches that can dramatically improve your
business.”

People around the world have entered 2021 with
a sense of relief—but that doesn’t mean
entrepreneurs can sit by and hope this year will
be easier than the last. 
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In spring 2020, tens of millions of people
worldwide were suddenly thrust into remote
work as the COVID-19 pandemic lockdowns came
into force. IT and users alike adapted quickly,
and companies were able to keep doing business
relatively easily given the scope of the change.
What’s more, employee productivity actually
went up — and stayed that way even after the
initial adrenaline surge wore off — across the
globe, from Australia to the US.

“Leaders across the board were shocked and
amazed how quickly all their workers made the
transition once they had the equipment — and by
how productive everyone has been,” says Gartner
analyst Suzanne Adnams.

Management consultants had been saying for
years that a distributed workforce was going to
be the new normal, and suddenly it is. Although
the pandemic has not ended, the outlines of the
post-pandemic workplace are becoming clear.
They have major implications for not only
workers but IT, which will need to adapt user-
supporting processes and play a greater role
partnering with HR on the policies and
approaches that underpin work processes and a
changed culture. IT will also need to reprioritize
its technology investments as a result.

Continued on next page...

By Galen Gruman
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TECH
SPOTLIGHT
In interviews with Computerworld, analysts from Forrester
Research, Gartner, and IDC were practically of one mind on
the shape of the emerging hybrid workplace, the notions of
flexible work, and where IT needs to adapt to best serve
the business in the “new normal,” “next normal,” “new
reality,” or whatever you want to call it.

The changed context for workforces:
Although management consultants have been saying for
years that workforces would become more geographically
dispersed due to the use of software- and cloud-powered
digital tools, the COVID-19 pandemic made that shift
happen all at once, says Gartner’s Adnams. “What COVID
has done is forced us to leapfrog five to 10 years, or more
in some sectors.”

Forrester analyst Andrew Hewitt agrees: “The extended
enterprise is the larger trend, … and that requires a robust
change-management program” for users, managers, and IT.

The implications for IT are many: extended support desk
hours; remote-support and remote-management tools;
work-specific user training; cloud enablement of all
software possible; appropriate security for distributed
work; enabling multiple forms of collaboration and related
activities like scheduling, whiteboarding, and availability
tracking; provisioning equipment to home-based workers
and/or supporting employee-provided equipment; aiding
Facilities in modernizing building technologies to avoid
touch-heavy surfaces; and partnering more closely with HR
for policy enablement and enforcement and for appropriate
monitoring.
STORY SOURCE:
https://www.computerworld.com/article/3600279/how-
it-must-adapt-to-the-emerging-hybrid-workplace.html

BY  GALEN  GRUMAN

BIG BIZ MAG 16 February 2021



CULTURAL
SAFETY

We know that safety is an integral part of any healthy workplace culture. According to Maslow’s
Hierarchy of Needs, we need to feel safe before we can move on to achieving self-actualization—self-
actualization being what inspires us to do our best work. When employees feel safe they’re able to trust
their managers and peers, allowing them to focus on being productive and engaged.

HR leaders know this. But sometimes our partners, who aren’t as well-versed in HR best practices, need
more convincing.To get stakeholders to sign off on our ideas, we need to know how to speak their
language. It’s not enough to explain why implementing safety-forward programs is important; we have
to be able to show their projected bottom-line impact on the business.

To help you sell executives on your safety programming, we’ve put together four data-based arguments
that show them not just the cultural relevance of your work, but also the quantifiable business impact.
This data will help convince any money-concerned stakeholder that your projects will pay off.

BY  RONNI  ZEHAVI
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CULTURAL
SAFETY

1. Cultural safety promotes productivityCultural safe environments are defined as environments that
are “…safe for people; where there is no assault, challenge or denial of their identity, of who they are
and what they need. It is about shared respect, shared meaning, shared knowledge and experience, of
learning together with dignity, and truly listening.”  Safety-focused cultures that anticipate and respect
employee needs have a proven impact on workplace productivity.

Fewer workplace incidents and accidentsCulturally safe workplaces by definition have mechanisms in
place that protect employees from both physical and psychological harm. Investments in safe and
accessible physical spaces, anti-harassment policies and training, cultural awareness, and code of
conduct creation and enforcement will reduce the risk of workplace incidents.

The cost of workplace injuries in the United States is estimated to be $192 billion per year, and
workplace illnesses at $58 billion. Especially during pandemic times, for both financial and reasons we
have to be extra careful about workplace safety. For example, to prevent COVID spread in our offices,
we need to be conscientious of workplace hygiene and monitoring illness.

To encourage employees to stay home if they’re feeling unwell or in a high-risk population, a safety-
forward approach is to provide them with the tools they need to work from home efficiently. Employees
who know they can work productively from a safe, or safer, environment will be more likely to stay
home and keep others healthy.

Continued on next page...
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CULTURAL
SAFETY

In 2018, workplace sexual harassment claims in the United States were estimated to cost $2.6 billion in
lost productivity and $900 million in other costs, including lawsuits. To avoid these steep fees, and to
keep your employees safe, you can put in place anonymous reporting measures, a clear code of
conduct, and a no-tolerance policy for sexual harassment. These small but meaningful measures can
save your organization millions of dollars.

1. Diversity and inclusion’s connection to productivity:
An integral part of building a culturally-safe workplace is creating a culture that celebrates employees
from all backgrounds and walks of life, including race, socioeconomic status, gender identification,
sexual orientation, age, and religion. According to a guide to diverse cultures at work published by the
European Agency for Safety and Health at Work, “It can be expected that individual perceptions of a
safety climate may vary in a culturally diverse work team. Creating a constructive safety climate in a
diverse workforce requires special attention. Therefore, work teams should pay particular attention to
developing a shared vision of the safety climate.

With respect to participation, this means that management of OSH [occupational safety and health] in a
culturally diverse working environment demands an approach that includes multiple voices, and one in
which it is possible to considerably broaden the knowledge base for alternative decisions and to
increase the number of possible paths leading to solutions to problems.”

Diversity and inclusion are positively correlated with increased feelings of belonging, safety, and
engagement, along with productivity and better decision-making. A study of diversity in the mutual
fund industry published by the Social Science Research Network showed “diverse portfolio manager
teams outperform homogeneous teams and have a higher active share, and tracking error…[with]
evidence consistent both with improved decision-making due to the increased variety of perspectives,
as well as increased monitoring by heterogeneous team members.”

They attribute the positive impact of diversity to increased openness and safety within diverse teams,
stating that, “political polarization has a strong limiting effect of diversity on performance, consistent
with a reversal of the benefits of diversified perspectives when external forces negatively affect team
trust and cooperation.”

Continued on next page...
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According to research published by McKinsey, US companies across industries showed an 8% increase
in earnings before interest and taxes (EBIT) for every 10% increase in the ethnic and gender
composition of senior executive teams. This is an enviable increase that sales and revenue teams fight
to achieve—and with the right policies in place, you can be the one to nail that goal.

Conclusion
HR influencer and expert Josh Bersin is familiar with the struggle to explain diversity and inclusion’s
importance to unconcerned stakeholders. In an article titled Diversity and inclusion is a business
strategy, not an HR program, Bersin writes, “If you’re struggling to move your diversity metrics ask
yourself a simple question.

Is D&I an HR program or is it truly essential to your business? Are you ready to empower women,
minorities, or local nationals [to] really run your company as it grows? Are you ready to let young
leaders take the reigns from older leaders, or empower leaders in their 70s to come back into the
workforce?” He knows that, without wholehearted support from senior leadership, your best cultural
safety efforts will stall out.

Your stakeholders might not understand the value of a code of conduct or extra alcohol-based
sanitizer, but they probably understand the impact of a million-dollar lawsuit. By explaining your truths
in financial terms, you’ll have an easier time signing them on.

Story Source: https://alltopstartups.com/2020/11/25/business-impact-based-arguments-for-
investing-in-cultural-safety/
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On May 29, Chrissy Rutherford set up her phone in her
bedroom and pressed Record. A beauty and fashion expert
with over 145,000 Instagram followers and a decade-long
career working in fashion media (including at Hearst), she
was accustomed to using social media to express herself.
But this time was different. “I don’t know George Floyd and
the many that came before him,” she said to the camera.
“But understanding that someone has been murdered for
having the same skin color I have, it’s a lot to deal with.
And the last 36 hours, I’ve just felt so overwhelmed trying
to process what’s happening.”

Rutherford, 34, described the physical toll the news was
taking on her: stressed body, stiff neck, lack of sleep. She
went on to explain the differences between covert and
overt racism and stressed the importance of speaking out
on social media, rather than letting the news cycle pass.
“It’s not enough anymore to just be like, ‘I have good
intentions. I’m not racist.’ You need to actually take the
time to educate yourselves to be antiracist. And that’s
where white people are falling short right now,” she told
her followers. “Antiracism is the name of the game right
now. And that’s it.” 

As the video racked up millions of views, Rutherford began
to receive a flood of DMs, texts, and calls from non-Black
friends and acquaintances in the fashion world, most of
whom were unsure of how to proceed on social media
during such a critical moment. They needed guidance on
continuing to live life online in a way that was both tactful
and impactful. And many of their peers had made missteps
they wanted to avoid. “A lot of influencers I’m friends with
—and these are top girls—were all blowing up my phone,
wanting to get my advice,” Rutherford tells me. “ ‘Should I
post? What should I say?’”
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Her close friend Danielle Prescod—a 32-year-old Black woman with a large following and a long career
in fashion and beauty—was in a similar position. The two had spent years trying to advocate for Black
representation in fashion and beauty, often struggling to make their voices heard. But during this
summer’s Black Lives Matter uprising, there was a widespread social media reckoning that pressured
many, from giant corporations to small brands, from influencers to civilians, to finally publicly grapple
with racism in themselves, in their companies, and in society as a whole. Overnight, everyone needed to
“do the work”—a call for antiracist education and action that became so widespread it felt like a cliché
within weeks. But the reality was that most couldn’t do the work alone—they needed help trying to
figure things out.

“Danielle and I were DMing each other, commiserating over how everyone was coming to us and it was
overwhelming,” Rutherford says. They wanted to help disseminate antiracist messaging, but they
couldn’t exactly spend all their waking hours giving friends free advice—reviewing statements, offering
up antiracist resources, gut-checking content. She and Prescod had a mutual epiphany: “We need to
teach them—and charge them.”

The ideals of equality and social justice, along with bursts of activism in the wake of police brutality, are
not new. But after the murder of George Floyd, something shifted dramatically. With tens of millions of
people unemployed, and much of the country sitting at home in quarantine with little to do besides
check social media and read the news—and with a presidential election rapidly approaching—there was
an unprecedented collective opportunity. And it was not just police brutality that drew attention; the
downstream effects had implications across every professional and social dynamic. Criminal justice
reform, workplace discrimination, the pay gap, and hiring practices that systemically disadvantage
Black Americans, to start. There were also more abstract issues to consider: representation of Black
people in advertising and pop culture; tokenization in media; and more covert expressions of racism,
like microaggressions, tone policing, and spiritual bypassing.

If you looked, there was more and more evidence of underhanded or overt racism to be found—and
people were keeping track. Spreadsheets began to circulate, tracking how major brands or businesses
had responded to George Floyd’s death. For some, there was a deafening silence. Others drew ire by
making statements so vague as to be meaningless. Predominantly white industries and non-Black
individuals were compelled not just to coast on the assumption that they couldn’t possibly be racist, but
to provide proof that they were proactively investing in an antiracist society. And to do so, they needed
professional assistance.
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America’s economy is crumbling, but the business of allyship is booming. Antiracism, once just a passive
stance, has become both an aspiration and an outlet for ambition—for some, it is yet another realm in
which to prove one can excel in a self-improvement-driven culture. “I don’t think there’s ever been this
kind of outpouring from millions of people in this country to acknowledge, ‘Hey, I really don’t know
enough about racism.’ I don’t think there’s ever been millions of people within a compressed amount of
time saying ‘Yes, I am willing to do some of this work,’ ” says Crystal Marie Fleming, PhD, a professor of
sociology and Africana studies at SUNY Stony Brook and the author of How to Be Less Stupid About
Race. In June, she saw her book sales soar and received an influx of media and public speaking requests
—an exciting turn of events that also felt overwhelming, given the emotional turbulence she was
experiencing as a result of the killings of George Floyd, Breonna Taylor, and others.

Fleming was not alone in the increased spotlight she gained as Black Lives Matter activity ramped up.
Publications began producing lists of Black-owned businesses to patronize. By late June, the New York
Times best-seller list was dominated by titles about race. Print editions of How to Be an Antiracist by
Ibram X. Kendi and White Fragility by Robin DiAngelo (who is a white woman) were sold out, with
readers eager to post photos of their new reading materials on social media. If they wanted to get more
serious, they could pay for an elective training program. 

The antiracist educator Monique Melton, for example, offers an antiracism 101 course ($97 for five audio
lessons), a 12-week interactive online course ($3,500), and a four-day in-person antiracism intensive.
Her Instagram following jumped from 17,000 to 220,000 in a single week. “I would refresh, and it would
be another thousand every couple of minutes. It was overwhelming,” Melton says. The prominent
antiracist educator Rachel Cargle offers a sliding-scale model for access to The Great Unlearn, her
program dedicated to deconstructing historical narratives and relearning them through the eyes of
educators of color.

For those with less time or a limited budget, there were hundreds of free spreadsheets and documents
filled with antiracist resources being passed around on social media. More inventive initiatives began to
sprout up, too, like a new program from the text message–based platform The Nudge. For $5,
participants could sign up for something called The Ally Nudge, a monthlong antiracism education
program developed in collaboration with longtime diversity and inclusion consultant Akilah Cadet.
During its first month, over 10,000 people signed up for The Ally Nudge in 1,700 cities.

Continued on next page...
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Even Black people who previously hadn’t been positioned as formal educators were suddenly receiving
an influx of attention: “Chrissy and I both got this surge of followers in June,” Prescod says. “Because
people realized they weren’t following anyone Black.” As Patia Borja, who compiled a popular antiracist
resource guide, said in a podcast interview, social media suddenly began to feel like “America’s Next
Top Ally.”

Cadet says she has spent the last five years advising leaders at major corporations on how to make their
workforce more “diverse” and “inclusive.” Before May, those were the kinds of neutered, corporate-
friendly terms she needed to use. To many white higher-ups at the companies she worked with,
concepts like antiracism and dismantling white supremacy were too confrontational. Cadet says she
even struggled to suggest that workplaces should foster a sense of belonging for all their employees.
Then, everything changed. “On May 27, there was an influx of requests, saying ‘What can we do?’ ” Cadet
says. “What you saw, which was really fascinating, was a lot of big brands and companies saying
‘Dismantle white supremacy.’ Or ‘Being part of the problem, we need to change our leadership. Black
lives matter.’ ” Cadet quickly made some revisions to the language she uses. “I was able to put
‘antiracism’ on my website,” she says. And now “when people are interested in engaging and putting
together a contract, I’m bringing up white supremacy and antiracism.”

Not only did brands understand there were new standards of accountability on social media, Cadet
says, but “a lot of these companies are recognizing the importance of the Black dollar, the $1.3 trillion
that Black people spend.” Emily Heyward, a cofounder and chief brand officer of the branding and
business development company Red Antler—responsible for the brand identities of Casper and Allbirds
—says that antiracism must be part of the DNA of any new brand or company. “Every human, every
business in America is playing a role in social justice,” Heyward says. “I would put antiracism more in
the category of something like sustainability. Part of launching a modern business is caring about
sustainability, and it is also looking at your own hiring processes.”

Continued on next page...
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Within a week of Rutherford posting her viral antiracism video, she and Prescod had their first brand
clients. Soon they launched a weekly antiracism seminar, geared toward fashion and beauty influencers.
For $300—a third of which is donated to a Black charity—an influencer could participate in a two-hour
Zoom call that was part race studies class, part consciousness-raising course, part career coaching
session. “It is very much tailored to the influencer space, [essentially showing] them how they have
benefited from and upheld the standards of white supremacy,” Rutherford says.

Each session is divided into two parts. First, there’s an hour-long presentation about race and
antiracism. “We give tips for navigating conversations around race, and tips on how to hold brands
accountable. We talk about how to be a good ally,” Rutherford explains. The second hour is a Q&A
during which participants are invited to ask everything from broad theoretical concerns about race to
tactical, targeted queries about social media. “We’ll get questions like, ‘How do I apologize without
making it about myself? How do I navigate this, balance my normal content with my activist content?’ ”
Rutherford says.

Katie Sturino, a body acceptance advocate and founder of the cult skin care brand Megababe, had
known Rutherford and Prescod personally for years. When she saw that they were doing seminars, she
quickly enrolled. “My main goals in attending were to listen and learn on behalf of both myself and my
business,” she tells me. “I read all of my comments and DMs, and I receive a lot of feedback. But you
have to be careful about how you value, interpret, and act upon that feedback. Chrissy and Danielle
talked about what voices to listen to, and that resonated with me.”

There was even interest from outside the U.S., from influencers who wanted to get a better grasp of
what was happening in America. “Since I don’t live in the U.S., hearing what is going on firsthand was
very important for me,” says Xenia Adonts, the founder of Paris-based clothing brand Attire The Studio,
who has 1.5 million followers. “Of course, Europe is not very different; we have similar challenges with
racism and the systemic disadvantages faced by minorities. As a white, privileged girl, it’s easy to
overlook those issues.”

Of course, participating in an antiracism seminar may give influencers a line of defense against their
worst fears: cancellation and public shame. “Shame is a powerful motivator,” Prescod admits. In the
early Zoom seminars, when dozens of major brands and influencers were being publicly called out,
anxiety levels were high. “Most influencers and brands are pretty paranoid about the potential that they
might get canceled,” Prescod says. “This is the largest anxiety we see: how to avoid cancellation, what
to do if you get called out, how to respond, and how to apologize.”
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“For a lot of these girls,” Rutherford says, “it’s the first time they’re really even considering the privilege
they have.” Paying $300 for tutelage was certainly a start. The bigger question was whether they—along
with all the businesses and individuals newly awakened—could continue to absorb the lessons beyond
the Instagrammable moment. “These seminars give us a formal place to ask questions, listen, and learn
in a way that is far from casual conversations,” Sturino says. “[But] I know the burden is on me to
continue learning.”

People have been listening and learning for decades in a way that hasn’t always led to meaningful
change. The business of diversity, allyship, anti-bias—whatever you want to call it—has cycled through
many waves as corporate America has woken up, fallen back asleep, and reawakened. Bias and diversity
training took prominence in the late 1990s and 2000s, after a spate of discrimination lawsuits required
major financial firms to shell out hundreds of millions of dollars. (In 2013, Bank of America Merrill Lynch
alone paid out $160 million to settle a race discrimination suit.) Shaken by the idea of such massive
payouts, companies began to expand diversity initiatives. Anti-bias training became de rigueur at
seemingly every corporation in America (training that, this summer, many corporations refreshed, made
mandatory, or overhauled).

Yet these initiatives did not result in meaningful change in boardroom representation. A landmark study
in 2016 in the Harvard Business Review by Frank Dobbin, PhD, professor of sociology at Harvard
University, and Alexandra Kalev, PhD, associate professor of sociology at Tel Aviv University, found
exactly the opposite. “It turns out that while people are easily taught to respond correctly to a
questionnaire about bias, they soon forget the right answers,” they noted. “The positive effects of
diversity training rarely last beyond a day or two.”

This year, a few months removed from the surge in antiracism, some educators have already noticed
deflated levels of commitment. “People are on to talking about blueberry muffins,” Melton says. “It was
an eight-week time span of demand. And now it’s like, ‘Oh, we’ve checked that box.’ ” According to
Dobbin and Kalev’s research, companies that institute diversity training to avoid lawsuits found that
“force feeding” employees could actually activate bias, thwarting progress. What does show lasting
impact are programs that spark engagement, increase contact among different groups, and draw upon
people’s desire to look good to others. Voluntary behavior—like the elective reading so many have
sought out since June—may also impact attitudes long term. “We tend to respond more favorably when
we believe we have agency,” Fleming says. “When we feel we have an opportunity to learn, but we’re not
being forced to view the world in a particular way.”
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Prescod and Rutherford note that once their influencer clients have acknowledged the social justice
movement publicly, many have asked, “How do I go back to my regular content?” “Even for girls who’ve
taken our course, it resonates with them in the immediate moment, but it doesn’t really have the long
tail we’d hoped it would,” Prescod says. “It isn’t like there’s an expiration date on this,” Rutherford adds.
“Sure, they don’t need to be posting 10 slides on antiracism for the rest of eternity. But you know, make
sure you’re doing the right things. Build relationships with Black creators.”

But some newer elective programming that offers a starting point for a more sustained mindset might
be more effective than stodgy corporate versions. By July, Prescod and Rutherford had received so
much interest that they formalized their antiracism training, launching a new business called 2BG (Two
Black Girls) Consulting. Even if the changes spurred by the post–George Floyd activist movement do not
prove to be long-lasting, at least Black educators are being paid for their work. Three months after they
began, Prescod and Rutherford are still conducting Zoom antiracism seminars. They now also offer a
version for noninfluencers at a discounted rate of $75.

One Friday in August, Prescod and Rutherford hold their first noninfluencer seminar. They begin the
class by addressing 21 women on camera. They share a slick PowerPoint primer on racism and
antiracism: They discuss the terms and offer a set of dos and don’ts for social media and beyond,
folding in personal anecdotes. Crucially, they also give examples of brands and influencers who’ve
gotten it right, and wrong.

After about an hour, it’s time to pass the mic to the students. Most questions are not about these
attendees’ own racism. Many need help navigating racist circumstances at work, or they want to help
guide colleagues or family members. One woman says her company decided to feature a number of
Black creators on their social media in June, only to receive backlash from non-Black clients. “Is it best
to just ignore them, and write them off as racist?” she asks. Prescod advises her to respond to these
clients openly, explaining why they were taking the initiatives and saying “We hope you’ll join us.”

Many women preface their inquiries by apologizing for asking “a really dumb question.” “Nothing is too
dumb. This is a safe space,” Rutherford assures them. Then Prescod chimes in: “We literally had
someone ask why it’s not okay to say All Lives Matter.” The group laughs, comfortable in their collective
understanding of why this was actually a dumb question.

Continued on next page...
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After one query about dealing with racist colleagues, Prescod gives the group—a collection of obviously
earnest, well-meaning women—a disclaimer. “I would not encourage anyone to do something that is
going to put your job in danger,” she says. “It’s almost not worth it. One day you might have the power
to hire whomever you want. But it doesn’t sound right now like they’re receptive to noticing where they
have blind spots.

“Some of the antiracism work has to be recognizing the limitations you have,” she continues. The relief
among the group is palpable, as if they’ve been told they can relax for a moment, and that the future of
racial justice in America does not lie squarely on their shoulders.

As the class winds down, one woman asks a tricky question. She’s in charge of a campaign at work
featuring creators of color, and feels it’s necessary to get feedback from a colleague of color on another
team. In other words, she wants to ask the lone Black person to do extra unpaid work. “When is it
appropriate to ask a person of color their opinion on something?” she asks. Prescod and Rutherford
take a long pause. After all, doing the work of antiracism doesn’t mean shifting more work onto Black
people. Unless you’re paying them, that is. “It sounds like your company should hire us,” Rutherford
says. “Because that’s what we do.”
STORY SOURCE: https://www.elle.com/culture/a34763375/anti-racism-industry-profile/
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