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Introduction 

 

Nowadays, we are observing significant changes in our businesses, trading methods, 

and managing of human and economic resources worldwide which represent a new 

vision to our world. The changes that we are involved in daily makeup a part of our 

identity, culture, and customs so we can’t be indifferent to them. 

We need to gain a better understanding of this new world for a better life and to take 

advantage of the opportunities it presents. 

We must be aware that these changes will grow day-to-day through the development 

of knowledge and increased economic competition.  

It is evident that manpower, wealth and standards are changing globally. This is the 

reason why we need to promote ourselves and our jobs more than ever. In other 

words, to be sustainable and successful in this dynamic market we need to keep up 

to date, informed and be able to adopt intelligent strategies. 

It is a key factor that managers and decision makers should learn the necessary skills 

and gain experience to help them possess a greater understanding of work conditions, 

workers’ behaviours and organisational targets. They need to plan their strategies 

based on these factors. We need to constantly evaluate feedback in a conscious 

manner. 

Obviously, the most successful plans are the ones which are more resilient, informed 

and human-centric. 

In this Gbook, we have gathered the most up-to-date expert and professional views 

from authentic sources, most recent research, challenges, ideas and valuable 

professional tips applicable to the construction industry. We aim to develop your skills, 

enhance your knowledge, and promote your business widely. 

 

Gbooks are now available in our portal for free ! 

www.gcoportal.co.uk 

www.gcoportal.com 

 

 

 

 

 

http://www.gcoportal.co.uk/
http://www.gcoportal.com/
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Is the problem incompetence or lack of training? 

James Dasilva 

 

 

Geraldine Lewa/Unsplash 

One of the common complaints you’ll see today is executives saying how there isn’t 

enough talent out there, not enough people with the right skills or even the willingness 

to learn. They say that people -- almost always “young people” -- are too eager to jump 

ship. 

What are companies to do when there’s not enough talent and what talent there is will 

just leave? 

I can sympathize with this, to an extent. It’s a tight labor market (though maybe not as 

tight as claimed), and certain jobs are harder to hire for than others. Less glamorous 

jobs that require computer or technical skills can be especially vexing to manufacturers 

and other employers. Trucking companies can struggle to find candidates who can 

pass federal drug-testing guidelines. Rural areas can face obstacles that cities don’t 

in attracting people. 

But another side of this is that employers often expect fully trained, expert employees 

to show up at their doors. It’s one thing to have an uneducated workforce; it’s another 

to look at job candidates with potential who need on-the-job training and say, “They 

aren’t skilled in what we need.”   

(Let’s put it another way: If your company’s work requires only skills that people should 

already have, those skills aren’t unique and differentiated, and it’s unlikely your 
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company is, either. If those people have the right skills, they probably have a job 

already, so why leave that for you?) 

Similar to this is the twin problem many organizations have: They churn through 

employees in certain positions, as no one seems to be able to do the job. Yet, it’s an 

open secret that some people, possibly executives, are untouchable even though they 

seem to lack in talent, results and improvement. 

At the risk of oversimplifying, these problems have the same root cause: The 

organization is not taking responsibility for training people, placing them in a position 

to succeed and following up by holding everyone to account. 

Training is personal 

How your organization goes about training is a personal (and personnel) decision. 

Every company, every industry has its own methods. Onboarding, ongoing 

development or career pathing can also differ depending on whether we’re talking full-

time employees, part-timers, freelancers or contractors. 

Let’s assume we all want a few basic things out of the people we hire: 

• They are able to learn and retain. 

• They are productive and efficient. 

• They understand how to do their jobs (maybe even innovate). 

• They understand their expectations and incentives. 

 

That’s just one way the worker’s obligations could be phrased. Now, let’s look at some 

of the employer’s obligations: 

• Be clear about the job. 

• Be clear about how the job is done and what is required to do the job well. 

• Be clear about what the worker must do to meet expectations. 

• Provide the support, tools and resources necessary. 

 

There’s one bullet point missing: 

• Be clear the worker understands all of the above and is actually properly trained 

and informed. 

 

If you have a worker who is not doing the job, that’s bad for that person. It’s also bad 

for the boss, the leader, the employer. If you find yourself with an employee who’s not 

performing, ask yourself: 

 

• Have you trained this person? 

• Have you explained what needs to be done, and why? 

• Do you have confirmation that the worker understands? 
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• Do they have the resources they need? 

• Maybe reskilling is what's needed? 

Being thorough from the hiring process through this reflection and remediation is a lot 

of work. But there are benefits: You gain a skilled employee, who might be more loyal 

because of the investment of attention, time and resources. And, if there is no 

progress, you know that for sure rather than through a hunch or from bias. 

Moving on 

Let’s say you’ve gone through this process, maybe more than once, and there remains 

a disconnect, an unwillingness or inability of the worker to do the job, and no further 

accommodations can be made. Well, then you know (barring legal hurdles, of course) 

that you can and should move on. 

Indeed, you must move on, or you’ll create a two-tiered culture: people who do their 

jobs yet are side by side with people who don’t but aren’t held to account. 

Don’t blame people for doing bad work when you haven’t done your part to prepare 

them. But, also, don’t keep people who just won’t do what is needed. Either way, 

assume that it’s on you, the employer or the manager, to make sure the worker has 

the best possible chance to succeed. 

Published by: www.smartbrief.com 
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Report examines skilled trades recruitment through 

behavioural economics 

Angela Gismondi 

 

Jason Stewart discussed the findings of the report he authored entitled A Behavioural 

Economics Approach to Recruitment in Skilled Construction Trades at an event in Toronto 

hosted by the Residential Construction Council of Ontario and the Ontario Residential 

Council of Construction Associations. 

A new report examines the recruitment of young people into the skilled trades through the lens 

of behavioural economics. 

The report, A Behavioural Economics (BE) Approach to Recruitment in Skilled Construction 

Trades, was presented at an event hosted by the Residential Construction Council of Ontario 

and the Ontario Residential Council of Construction Associations in Toronto. 

“We have four main recommendations. First, using BE to improve mental models; second, 

increasing collaboration and improving influencers’ last mile; third, embracing BE testing of 

influencer programs and tactics; and fourth, collecting and assessing longitudinal metrics of 

career paths,” explained Jason Stewart, president of Pol-Econ Canada Research Inc., who 

authored the report. “We focused on the supply side and on recruitment. We did not focus on 

demand. We did not focus on retention even though these are crucial.” 

The 124-page report includes primary research, literature review and empirical studies as well 

as 36 interviews with educators, administrators, parents, millennials, non-profit associations, 

labour unions and various industry experts. 

“All of us in this room are aware there has been years of shortages in the skilled construction 

trades, especially in residential construction,” said Stewart. “This has occurred despite the fact 
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of above average pay. It has occurred despite the fact of high levels of job satisfaction. So it’s 

clear that the traditional approach is not working. What our research helps to show is that 

behavioural economics can provide a number of insights in terms of how to approach this. 

“First, behavioural economics offers a scientific framework that is based on many decades of 

rigourous research and testing. Second, it’s practical. It offers insights and tested applications 

to look at problems and help to solve them. Third, there is a huge emphasis on testing and 

experimentation.” 

He also discussed the importance of adopting the EAST (easy, attractive, social, timely) 

framework. 

“It’s key to changing young people’s behaviour as well as improving influencer impacts,” said 

Stewart. 

Lindsay McCardle, who co-authored the report, talked about BE in the career decision journey. 

“Even though we might think of that as being a decision that occurs at one point in time, we 

really tried to understand this as a process that unfolds over one’s life, so the career decision 

really begins as early as primary school,” she said. 

“The experiences that we have through primary and secondary school really build that career-

related mental model that helps them understand what is a career, what should it be, what 

could it be. It’s really important that those experiences expose them to a broad range of career 

options.” 

McCardle also talked about the BE barriers to career choices, the things that inhibit young 

people from paying attention to positively interpreting and taking action towards a career in 

the skilled construction trades. 

“There is an additional layer and that is the influencers, those people who impact the decision-

making process of young people,” explained McCardle. “These people include educators, 

guidance counsellors and teachers, parents, extended family, peers and friends.” 

Another BE barrier for young people identified in the research is narrow mental models. 

“There are two particular elements to the mental model that young people and many 

influencers hold that make them narrow in relation to skilled trades,” said McCardle. 

“The first is that young people often think that university is the only path to a successful career. 

The other part of that is they think that skilled trades are for less academically inclined 

students. When you hold these beliefs, it can really influence the way they pay attention to 

information about the skilled trades and the way they interpret that information if they actually 

pay attention to it.” 

The report suggests one way to counter that is more regular exposure to a variety of careers 

including construction and the skilled trades. 

“That is really important to have from primary school all the way through to secondary school, 

every single year,” said McCardle. 

“Those exposures need to be regular, very consistent and positive so they can get a good 

understanding of what those kind of opportunities are. This is of course more of a long-term 

investment. That Grade 6 student is not going to be an employee next week. But it’s really 

important that we invest time in that so those mental models shift and when those Grade 6 

students get to Grade 12 they are making choices to go in the skilled trades direction.” 
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Another recommendation was to focus on educators, especially guidance counsellors. 

“Guidance counsellors often have inadequate information and resources about skilled 

construction trades,” said McCardle. “Most of them come from an academic background and 

have had little exposure or experience to the trades so they maybe don’t feel comfortable 

telling young people about those kinds of options. We want to make sure they get more 

information. But it’s not just about giving them that information, it’s about how can we make 

the presentation of that information as effective as possible.” 

She also touched on some of the barriers that organizations face, focusing specifically on 

digital connections, the online channels that they have as this might be their first way to 

connect with young people. It is important that they have visual appeal and a clear call to 

action, McCardle pointed out. 

“When that first step is not clear, if it’s difficult, if there is a high hassle cost, young people are 

very likely to either defer that decision or perhaps avoid it all together,” she said. “We know 

that as humans we tend to take the default path and right now in schools the default path is 

university. 

“We need to make getting into the skilled trades just as easy or easier so those barriers, those 

hassle costs to taking that first step, need to be removed.” 

Published by: canada.constructconnect.com 
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On cybersecurity, educational institutions have a people 

problem 

Betsy Foresman  

 

For decades, bad actors have exploited computer systems by finding vulnerabilities in 

the systems themselves, but now, in a vast world of connected devices, users have 

become the soft underbelly of each organization, especially in educational 

communities. 

The dichotomy of maintaining network security while also preserving communication 

and the free exchange of information — a keystone of educational philosophy — has 

presented IT leaders with a unique obstacle. Meanwhile, challenges such as IT talent 

shortages and insufficient funding for cybersecurity projects have educational 

institutions searching for solutions to secure their environments in the face of new 

risks. 

“It has become much more evident that [cybersecurity] is something that they have to 

move forward on,” said Amelia Vance, director of education privacy for the Future of 

Privacy Forum, a think tank based in Washington D.C. 

Education IT leaders and administrators are responding. According to two leading 

industry associations, Educause and the Consortium for School Networking, IT 

leaders in education named security as their top priority last year. 

The University of Montana, for example, overhauled its research network in 2018 to 

increase its security while also improving the efficiency and ease of communication 

across campus. The state of North Dakota is building a unified, robust security 

framework as it consolidates the cybersecurity efforts of more than 400 organizations 

across the state under one department, including K-12 districts and the university 

system. Meanwhile, two small colleges in Pennsylvania that have been sharing a chief 
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information security officer since 2013 in an effort to improve cybersecurity and cut 

costs underscore a widespread funding challenge. 

However, as institutions invest in solutions, many grow complacent, said Greg Falco, 

a cybersecurity researcher at the Manhattan Institute of Technology. There’s a 

growing assumption that “it’s not going to be me — it’s my vendor who is going to get 

attacked,” he said. “That’s the growth cap. People don’t want to admit they are at fault.” 

Keeping up 

Education is challenged by the facts that cybersecurity systems need to be maintained 

indefinitely and that what it takes to maintain security has continued to evolve over the 

years. 

“The challenge to the cyberthreat landscape is it changes. Constantly. It never stops 

changing,” said Stacy Wright, a cybersecurity expert at the Center for Internet Security. 

Vance likened the effort to keep up with new vulnerabilities to a game of “whack-a-

mole.” The cycle of new vulnerabilities being introduced and IT teams subsequently 

patching those holes is endless. 

It wasn’t always this way. When the first computers arrived around the 1940s, it was 

physical security, not cybersecurity, at the centre of keeping computers and data 

secure. Often kept under lock and key, the first computers were non-networked 

machines that required physical manipulation of switches and cables to program them, 

making hacking improbable. 

In the 1940s, the first general-purpose computer, the Electronic Numerical Integrator 

and Computer, or ENIAC, was stored on the first floor of the engineering building at 

the University of Pennsylvania and could only be accessed by authorized personnel. 

In fact, Jean Jennings Bartik, a member of the all-woman team that first coded the 

ENIAC, noted in a 2011 interview that she and her peers were not even allowed to see 

the machine they would be programming before they each received security 

clearance. 

Today, computer security goes beyond the device itself, Falco said. Networking means 

that physical access to a computer is no longer necessary to interfere with these 

machines, opening them up to exploits from outsiders. 

The ARPANET, an early network of computers that expanded through the 1970s and 

eventually gave rise to today’s internet, shifted the cyber threat landscape away from 

the physical domain. In 1971, the first computer worm, called Creeper, moved through 

the ARPANET, replicating itself from one system to another, causing the infected 

computers to print the message, “I’M THE CREEPER: CATCH ME IF YOU CAN.”  The 

virus, considered benign by today’s standards, was a harbinger of more dangerous 

network vulnerability exploits to come. 

The current computer systems in schools are met with a barrage of cyberattacks, 

including ransomware, phishing email and denial of service attacks. According to 

Verizon’s Data breach investigations report, the education industry experienced 292 

cyber incidents in 2018 resulting in 101 system breaches.  
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Cyberattacks have exposed sensitive information about students’ applications and 

medical histories, altered grades and attendance records, and jeopardized payroll 

funds. 

Creeper and other early cyberattacks were possible because ARPANET was insecure 

by design. In the ARPANET, the university researchers who primarily used the network 

often knew and trusted each other. The early internet was small and so security was 

not a major concern, Falco said. 

“The internet was designed in order to just facilitate information sharing,” he said. “You 

don’t really think you need security if only a small number of people are going to have 

access.” 

In 2019, technology and its associated threat landscape are radically different than 

they were even 10 or 15 years ago. In the 1994 book, Secrets of a Super Hacker, a 

hacker monikered “The Knightmare” provides a detailed look at the best hacking 

methods of the era and though nearly the entire manual is now out of date, there’s one 

technique that never went out of style: social engineering. 

People problem 

In the current cyber landscape, there is a huge social element to cybersecurity, but 

restricting users as a means to secure a network is at odds with the collaborative 

nature of higher education institutions. 

“The biggest vulnerability that exists in cybersecurity isn’t an outside person coming 

in. It’s human error,” said Joanna Grama, a consultant for Vantage Technology 

Consulting Group and former cybersecurity director at Educause. 

According to a 2018 report published by the consultancy EdTech Strategies, 54 

percent of all digital data breach incidents experienced by K-12 schools were directly 

carried out or caused by members of the affected school community. In higher 

education, IT administrators say internal threats are on the rise and 48 percent report 

believing that the greatest security risks come from within the campus, according to a 

2018 survey conducted by managed network services provider Infoblox. 

Having a weak password, attaching sensitive data to an email, not using encryption, 

or accessing public Wi-Fi are all user-generated vulnerabilities that could threaten the 

cybersecurity of educational institutions, said Vance. “If you can cut down human error, 

you can cut down on a huge percentage of these potential breaches,” she said. 

Further frustrating schools’ cybersecurity, the open nature of many educational 

networks make user-based vulnerabilities more difficult to secure, Wright said. 

“Because of the way schools are designed with open networks so students and 

teachers can connect,” he said, “everyone having laptops, tablets, or smartphones, 

and the ability for all those devices to get to social media websites, the malware and 

scams in a school environment are more likely to be spread.” 

Some institutions have taken on this issue by overhauling their networks with new 

technologies, like Montana State University, which rebuilt its research network with 

this unique dilemma in mind. Fancy new technology isn’t enough, though. 
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Cybersecurity solutions often require huge investments in third-party network support, 

enough on-site IT staff to keep up with evolving threats and staff who won’t click on 

malicious links that give intruders easy entrance. 

Money, manpower and more 

There simply aren’t enough qualified cybersecurity professionals to help protect 

schools. On top of that, many schools don’t have enough money to even higher a 

cybersecurity administrator or to invest in new software or network infrastructure to 

improve cybersecurity. 

Educational institutions, especially rural districts and small colleges, Vance said, don’t 

have the personnel, knowledge or funding to implement security and privacy solutions 

in their schools. 

Grama, the Vantage consultant, noted that “campus IT resources and funding do tend 

to be on the small side.” As a result, she added, small IT teams are can be 

overwhelmed by the wide scope of a campus’ IT needs. 

Meanwhile, many staff and administrators remain unaware of the risks they face in 

continuing to use outmoded technologies and practices. Top administrators at 

California State Polytechnic University and University of Chicago Law School recently 

exposed sensitive student data while passing around emails containing unencrypted 

spreadsheets. 

Many more in higher education continue to fall for phishing scams, clicking on 

fraudulent links and unknowingly handing over their credentials to attackers. 

“We train our children not to take candy from strangers, so why not train them not to 

click on a link or attachment from strangers?” asked Wright. 

Many institutions do train their staff, but unfortunately, Falco said, there is a disconnect 

between cybersecurity education and its actual practice in personal and professional 

environments. He said training is made more engaging and effective by eliminating 

this disconnect. “Cybersecurity education is important, but frankly, it’s kind of boring 

to talk about,” he said. 

Evolving threats are continuing to present institutions with new challenges while they 

still struggle to solve old ones. There is not yet a single solution that will work for 

everyone, but Vance says there is a clear starting point. 

“We need to ask questions if we really want to improve cybersecurity in the education 

sector,” she said. 

Published by: edscoop.com 
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Beyond Diversity: How Firms Are Cultivating a Sense of 

Belonging 

 

In January, senior executives at Citigroup shared personal stories with the entire 

global organization, livestreamed in 96 countries. One told how, earlier in her career; 

she had routinely avoided revealing that she never went to college. She said that any 

time a group conversation turned to ‘what school did you go to,’ she dodged answering 

or changed the subject. 

“You would not believe how much of a [positive] impact that [story] had on the people 

in the audience,” said Sam Lalanne, a senior vice president of Global Diversity and 

Talent Management at Citi. He noted that anecdotes — especially from high-level 

people — about the struggle to fit in, or to be their authentic selves at work, can be a 

powerful tool to nurture a sense of belonging among an entire workforce. 

Another story Lalanne re-told came from a senior executive who was of Southeast 

Asian descent. In an earlier job, that individual felt that he stuck out like a sore thumb 

among his white colleagues. His decision was to “own it,” said Lalanne: he grew a very 

large beard, rendering him even more noticeable. “That was reaffirmation for him that 

he belongs.” 

Increasingly, companies are adopting the stance that diversity and inclusion isn’t 

enough: there must also be a sense of belonging for all employees. Lalanne referred 

to belonging as “the evolution of the journey.” But what is it exactly, and how can 

companies achieve it? At the recent “Fostering Belonging at Work” event at Wharton, 

which was part of the Leading Diversity lecture series, he and other panelists from 

prominent firms discussed their ongoing efforts. 

Moderating the panel was Wharton management professor Stephanie Creary, an 

identity and diversity researcher. “What is this ‘belonging’ thing all about? Do we really 

need a new word?” she asked the speakers. 
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Rebekah Bastian, a vice president of culture and community at Zillow Group, said that 

the superior business outcomes often associated with having diverse teams can’t be 

achieved without a sense of belonging. It’s not enough to simply include people at the 

table, she said, but to “amplify everyone’s voices, clear barriers … and appreciate 

each other for our unique backgrounds.” Both she and Lalanne said that a sense of 

belonging means that people can bring their full selves to work, and not feel like they’re 

a different person there than at home. 

To Lalanne’s point about storytelling, Bastian said Zillow uses the technique as well. 

“We do a lot of internal story sharing of different employees and what their experiences 

have been … and about different cultures, traditions and backgrounds.” 

Lalanne noted that whereas diversity often gets linked to numbers and percentages, 

belonging “is about how you feel” when you’re at work. “Do you feel valued? Do you 

feel like you should be there? Do you feel that your insights, commentary and 

perspectives matter?” 

It’s not enough to simply include people at the table, Bastian said, but to “amplify 

everyone’s voices, clear barriers … and appreciate each other for our unique 

backgrounds.” 

Eric Solomon, a chief marketing officer in residence at Blackbird Global and a former 

executive at Google, said that in order to achieve a sense of belonging, it’s important 

to lay the groundwork by creating an atmosphere of compassion and acceptance. “I 

really focus hard — almost every time I’ve led a team — on starting off with the idea 

that you can teach people how to be compassionate to each other, and that you can 

talk about psychological safety.” 

Creary remarked that Solomon, as a white male marketing executive, didn’t fit the 

conventional image of today’s business diversity champion. She noted that “oftentimes 

the face of diversity initiatives is someone who looks like me — female, [and from an] 

underrepresented minority group in the U.S.,” and asked Solomon how he became 

involved in diversity efforts. 

Solomon said that while working for nearly a decade in Big Tech — companies which 

he said “aren’t known for warmth and compassion, necessarily” — he found himself 

trying to apply his softer skills. He also became determined to act if he perceived 

unfairness — for example, when it came to his team members’ salaries. “I made sure 

I was speaking up to say, listen, a woman at the same level is getting paid less than a 

man…. I had a big hand in going to Laszlo Bock, our head of HR [at Google] at the 

time, and saying, ‘This is not acceptable; I’m not going to take it.’” 

The Importance of Tone 

One of Solomon’s previous positions was chief marketing officer for Bonobos, a 

digitally native men’s clothing brand now owned by Walmart. He was asked by Creary 

if Bonobos had effective ways of helping its executives — in particular white male 

executives — feel connected with efforts toward diversity, inclusion and belonging. 

Solomon said it helped to have a founder like Andy Dunn, now a senior vice president 

of digital consumer brands at Walmart. “Andy Dunn has been quoted as saying the 
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world would be a better place if women ran it…. So, when the core DNA of the 

organization has that tied into it, it makes it a lot easier for people to be on the same 

page.” 

Solomon added that the organization had worked hard to establish core values 

including compassion, empathy, self-awareness, judgment and intellectual integrity. 

“There was already this idea that there’s going to be caring at the heart and soul of 

what we were doing, so I don’t think it was a challenge at all to get people on board.” 

“I really focus hard — almost every time I’ve led a team — on starting off with the idea 

that you can teach people how to be compassionate to each other, and that you can 

talk about psychological safety.”–Eric Solomon 

Citgroup’s Lalanne also commented on the importance of “tone at the top” toward 

fostering a sense of belonging. “Our CEO, Mike Corbat, has really pushed us on our 

diversity, inclusion and belonging agendas. And it really comes from, what does he 

preach, what comes out of his mouth, how does he execute against the things that we 

see around us.” 

Lalanne went on to say that in 2017, Citi made a major shift in its diversity and inclusion 

strategy. Until then, all messaging had come from the chief diversity officer, “not from 

the CEO, not from the executive management team. Really, it was two separate 

organizations.” Then Citi redesigned its affinity groups (internal employee advocacy 

networks focused on groups including African-Americans, LGBTQ people or 

veterans). Under the new arrangement, each affinity group had two leaders: one who 

identified as part of the group, and one from the CEO’s executive management team. 

The change, said Lalanne, was a way to link diversity and inclusion efforts with the 

organization’s top leadership. The executive management team individuals also serve 

as “allies” for the affinity groups. 

Being an Ally 

The panelists agreed that allyship can go a long way toward building a sense of 

belonging. An ally is someone who isn’t a member of a particular underrepresented 

group but serves as a supporter and advocate. Creary spoke about how allyship is 

increasingly championed these days and asked the panel how they are fostering it in 

their organizations. 

Zillow has eight affinity networks, according to Bastian, and all of them have a need 

for sponsorship and allyship at high levels of the company. But she also emphasized 

having people across these networks become allies for each other. “You have some 

elements of privilege with your identity and you have some elements of oppression.… 

So, everyone can be an ally for someone else.” 

Some of the specific ally activities she mentioned were participating in Slack channel 

conversations for various networks; coming to affinity events, and providing 

mentorship or sponsorship. She also noted that her team invites the individual affinity 

networks to set their own parameters for how they would like allies to be involved. 
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“Our CEO Mike Corbat has really pushed us on our diversity, inclusion and belonging 

agendas. And it really comes from, what does he preach, what comes out of his 

mouth.”–Sam Lalanne 

“One of my team’s big goals for this year is to create more pathways for allyship,” said 

Bastian. She added, “I won’t stand up here and say we have that all figured out, but 

it’s something that we really try to focus on.” 

Lalanne noted that his team at Citigroup has actually generated a “toolkit” — a step-

by-step guide — for being an ally. There were a few chuckles from the audience and 

Lalanne commented, “It kind of sounds backward, but it’s not.” He explained that a 

guide can be useful to the many employees who are open to the idea of allyship but 

simply don’t know how to take action. 

How Belonging Translates Outside the U.S. 

The panelists talked about the challenges of improving belonging at companies with 

workforces that extend outside the U.S. Solomon mentioned that when leading teams 

in organizations that are heavily Silicon Valley-based, he perceived that people 

working on those teams in other countries tended to feel “disconnected … [they were] 

not feeling included a lot of the time because of the nature of [Silicon Valley] 

organizations.” 

Lalanne, as a diversity executive for a large multinational corporation, said he also 

faced roadblocks. He referenced among other things the General Data Protection 

Regulation (GDPR), the EU’s sweeping data privacy law which took effect in May of 

last year. “It has the right intentions, but it’s severely limiting of what we can do from a 

diversity perspective.”  He explained that diversity professionals want “more and more 

data” — not less — in order to better understand the needs of, and opportunities for, 

various demographic groups. 

Asking non-U.S. employees to even volunteer information — to self-identify on surveys 

— can be an issue, Lalanne said. For example, in some countries Citigroup cannot 

ask employees about sexual orientation and gender identity because it’s illegal for 

people to identify themselves as part of certain groups. 

 He said that progress is being made, however: In the past year, the company has 

gone from asking those questions in only eight countries to 39 countries, including 

“some challenging ones such as Singapore and India.” 

International limitations notwithstanding, the panelists agreed that successful 

belonging efforts need to include as many employees as possible.  “In order to have 

progress, you can’t just preach to the converted,” Lalanne noted. “You have to bring 

in everyone. Everyone has a role to play.” On a similar note, Bastian stated, “A lot of 

the barriers that we need to address are directly tied to underrepresented populations 

and their experiences, but the solution is tied to everybody.” 

Published by: knowledge.wharton.upenn.edu 
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Why Inclusive Leaders Are Good for Organizations, and How to 

Become One 

Juliet Bourke and Andrea Espedido 

 

RICHARD DRURY/GETTY IMAGES 

Companies increasingly rely on diverse, multidisciplinary teams that combine the 

collective capabilities of women and men, people of different cultural heritage, and 

younger and older workers. But simply throwing a mix of people together doesn’t 

guarantee high performance; it requires inclusive leadership — leadership that 

assures that all team members feel they are treated respectfully and fairly, are valued 

and sense that they belong, and are confident and inspired. 

Inclusiveness isn’t just nice to have on teams. Our research shows that it directly 

enhances performance. Teams with inclusive leaders are 17% more likely to report 

that they are high performing, 20% more likely to say they make high-quality decisions, 

and 29% more likely to report behaving collaboratively. What’s more, we found that a 

10% improvement in perceptions of inclusion increases work attendance by almost 1 

day a year per employee, reducing the cost of absenteeism. 

What specific actions can leaders take to be more inclusive? To answer this question, 

we surveyed more than 4,100 employees about inclusion, interviewed those identified 

by followers as highly inclusive, and reviewed the academic literature on leadership. 

From this research, we identified 17 discrete sets of behaviors, which we grouped into 

six categories (or “traits”), all of which are equally important and mutually reinforcing. 

We then built a 360-degree assessment tool for use by followers to rate the presence 

of these traits among leaders. The tool has now been used by over 3,500 raters to 

evaluate over 450 leaders. The results are illuminating. 
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These are the six traits or behaviors that we found distinguish inclusive leaders from 

others: 

• Visible commitment: They articulate authentic commitment to diversity, challenge 

the status quo, hold others accountable and make diversity and inclusion a 

personal priority. 

• Humility: They are modest about capabilities, admit mistakes, and create the space 

for others to contribute. 

• Awareness of bias: They show awareness of personal blind spots as well as flaws 

in the system and work hard to ensure meritocracy. 

• Curiosity about others: They demonstrate an open mindset and deep curiosity 

about others, listen without judgment, and seek with empathy to understand those 

around them. 

• Cultural intelligence: They are attentive to others’ cultures and adapt as required. 

• Effective collaboration: They empower others, pay attention to diversity of thinking 

and psychological safety, and focus on team cohesion. 

 

These traits may seem like the obvious ones, similar to those that are broadly 

important for good leadership. But the difference between assessing and developing 

good leadership generally versus inclusive leadership in particular lies in three specific 

insights. 

First, most leaders in the study were unsure about whether others experienced them 

as inclusive or not. More particularly, only a third (36%) saw their inclusive leadership 

capabilities as others did, another third (32%) overrated their capabilities and the final 

third (33%) underrated their capabilities. Even more importantly, rarely were leaders 

certain about the specific behaviours that actually have an impact on being rated as 

more or less inclusive. 

Second, being rated as an inclusive leader is not determined by averaging all 

members’ scores but rather by the distribution of raters’ scores. For example, it’s not 

enough that, on average, raters agree that a leader “approaches diversity and 

inclusiveness wholeheartedly.” Using a five-point scale (ranging from “strongly agree” 

to “strongly disagree”), an average rating could mean that some team members 

disagree while others agree. To be an inclusive leader, one must ensure that everyone 

agrees or strongly agrees that they are being treated fairly and respectfully, are valued, 

and have a sense of belonging and are psychologically safe. 

Third, inclusive leadership is not about occasional grand gestures, but regular, 

smaller-scale comments and actions. By comparing the qualitative feedback regarding 

the most inclusive (top 25%) and the least inclusive (bottom 25%) of leaders in our 

sample, we discovered that inclusive leadership is tangible and practiced every day. 

These verbatim responses from our assessments illustrate some of the tangible 

behaviours of the most inclusive leaders in the study. 
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Shares personal weaknesses: “[This leader] will openly ask about information that she 

is not aware of. She demonstrates a humble unpretentious work manner. This puts 

others at ease, enabling them to speak out and voice their opinions, which she values.” 

Learns about cultural differences: “[This leader] has taken the time to learn the ropes 

(common words, idioms, customs, likes/dislikes) and the cultural pillars.” 

Acknowledges team members as individuals: “[This leader] leads a team of over 100 

people and yet addresses every team member by name, knows the work stream that 

they support and the work that they do.” 

The following verbatims illustrate some of the behaviours of the least inclusive leaders: 

• Overpowers others: “He can be very direct and overpowering which limits the ability 

of those around him to contribute to meetings or participate in conversations.” 

• Displays favouritism: “Work is assigned to the same top performers, creating 

unsustainable workloads. [There is a] need to give newer team members 

opportunities to prove themselves.” 

• Discounts alternative views: “[This leader] can have very set ideas on specific topics. 

Sometimes it is difficult to get an alternative view across. There is a risk that his team 

may hold back from bringing forward challenging and alternative points of view.” 

What leaders say and do has an outsized impact on others, but our research indicates 

that this effect is even more pronounced when they are leading diverse teams. Subtle 

words and acts of exclusion by leaders, or overlooking the exclusive behaviours of 

others, easily reinforces the status quo. It takes energy and deliberate effort to create 

an inclusive culture, and that starts with leaders paying much more attention to what 

they say and do on a daily basis and making adjustments as necessary. Here are four 

ways for leaders to get started: 

Know your inclusive-leadership shadow: Seek feedback on whether you are perceived 

as inclusive, especially from people who are different from you. This will help you to 

see your blind spots, strengths, and development areas. It will also signal that diversity 

and inclusion are important to you. Scheduling regular check-ins with members of your 

team to ask how you can make them feel more included also sends the message. 

• Be visible and vocal: Tell a compelling and explicit narrative about why being 

inclusive is important to you personally and the business more broadly. For 

example, share your personal stories at public forums and conferences. 

• Deliberately seek out difference: Give people on the periphery of your network the 

chance to speak up, invite different people to the table, and catch up with a broader 

network. For example, seek out opportunities to work with cross-functional or multi-

disciplinary teams to leverage diverse strengths. 

• Check your impact: Look for signals that you are having a positive impact. Are 

people copying your role modeling? Is a more diverse group of people sharing 

ideas with you? Are people working together more collaboratively? Ask a trusted 

advisor to give you candid feedback on the areas you have been working on. 
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There’s more to be learned about how to become an inclusive leader and harness the 

power of diverse teams, but one thing is clear: leaders who consciously practice 

inclusive leadership and actively develop their capability will see the results in the 

superior performance of their diverse teams. 

Published by: hbr.org 
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Can Deep Roads Restore Public Spaces and Limit Climate 

Change? 

John Loeffler 

 

With the number of vehicles on the road around the world expected to grow to over 2 

billion by the 2040s, traffic congestion on roads will worsen to significant degree. 

Producing 20 percent of all air pollution, gas-burning vehicles increasingly threaten the 

air quality and the health of people living in the affected areas. As construction projects 

seek to expand roads to accommodate the increase in vehicles, more of our open 

spaces will need to be given over to roads or rail lines, lessening the quality of life for 

citizens everywhere, and don't even really alleviate traffic congestion. If drastic steps 

need to be taken, could Deep Roads be the answer? 

Reclaiming public spaces from road traffic 

In cities around the world, citizens have taken the drastic step of banning road traffic 

through urban centres entirely. So far, among major cities struggling with congestion, 

Europe has been the clear leader on the car-free city center. 

Last year, Madrid started restricting the entry of any gas-burning vehicle made prior to 

the year 2000 and diesel-burning vehicles made prior to 2006 into the city. Starting 

next year, they won’t be allowed into the city at all. The day the program began, traffic 

fell by a third on the busiest street in the city. 

Paris has instituted similar restrictions on gas-powered cars, and the city’s mayor, 

Anne Hildago, has declared that cars of any kind are banned from the city’s urban core 

on the first Sunday of every month. 
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Oslo, London, and Brussels have all rolled out similar programs. In Rome, the air 

quality from vehicle pollution is so bad that it’s beginning to erode some of the city’s 

most famous monuments.  

A report in Bloomberg reports that “3,600 stone monuments and 60 bronze sculptures 

might seriously deteriorate due to air pollution.” 

It isn’t just European cities though. Mexico City has tried various programs to curb its 

air pollution problem, once the worst in the world. As one of the most populated cities 

on the planet, Mexico City is especially plagued by traffic congestion as well. 

New York City is ahead of its US counterparts by creating pedestrian-only areas in 

famous, well trafficked areas like Times Square, and Mayor Bill de Blasio announced 

last year that cars would be banned from the roads inside Central Park. 

“This park was not built for automobiles," Mayor de Blasio said last year when 

announcing the ban. "It was built for people." 

The Health Consequences of Traffic Congestion 

There is genuine value in living in a congestion-free environment for its own sake, but 

more than anything, eliminating the traffic congestion from gas-powered vehicles also 

has considerable health benefits for the population in the affected area. 

In a 2014 study of the health consequences of vehicle traffic congestion in 437 urban 

areas, researchers found that as traffic congestion increases, the amount of air 

pollution produced does not grow linearly, but rather increases in a quadratic fashion. 

On a non-congested road, vehicles can cruise through an urban area at the top 

allowable speed, momentarily polluting the populated areas it passes, but then it’s 

gone and the pollution disperses, limiting its acute impact on any one person. As 

congestion increases, however, cars must move slower, allowing them to spend more 

time in populated areas polluting the air. 

Heavy congestion also produces different driving behaviour, with a lot of starts, stops, 

and varying rates of acceleration and deceleration requiring vehicle engines to burn 

gasoline and diesel fuel at a greater rate than if vehicles were able to simply cruise at 

higher speeds. 

These combine to the doubling, tripling, and quadrupling of the hazardous emission of 

CO, HC, and NOx, respectively, when going from non-congested conditions, with an 

average speed around 38 to 44 mph, to congested conditions where the average 

speed drops to around 13 mph. 

A 2010 study estimated that the cost associated with congestion-related mortality in 

83 US cities in 2000 was $31 billion. As the balance of the population continues to 

shift away from rural and suburban areas and towards major urban centres in the US, 

there are more people packed into the affected areas even as the number of vehicles 

on the roads increases. These costs are only going to grow. 

Can Deep Roads Solve the Problem? 
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Source: MaxPixel 

Banning cars from urban spaces may make cities much more liveable, but this is an 

especially urban-centric perspective. Banning vehicles from urban centres simply 

reroutes vehicle traffic that is necessary for commuting or commercial purposes further 

out into outlying areas, largely in poorer communities whose political power is not 

sufficient to prevent this change in traffic patterns. 

To accommodate the increase in vehicle traffic on the roads, existing highways and 

freeways are often expanded, but this apparently simple fix doesn’t actually reduce 

congestion—it increases it, something economists call induced demand. Essentially, 

if you build more roads, people who hadn’t considered driving before because of traffic 

will start to drive more because of the increased capacity, which leads to even greater 

congestion. 

There are some interesting alternatives to this model of road expansion, including one 

by a pair of Professors at the University of Nottingham that they call Deep Roads. 

According to Saffa Riffat, President of the World Society of Sustainable Technologies 

and Fellow of the European Academy of Sciences, and Yijun Yuan, an EU Marie Curie 

Fellow, the idea is fairly straight forward; if infrastructure expansion will only increase 

the number of vehicles on the road, why not just bury the roads? 

Their idea is that rather than digging a traditional tunnel or highway system to alleviate 

congestion, Deep Roads can be built by removing the soil to form shallow channel a 

few meters underground that would serve as a roadbed, then prefabricated pieces 

built off-site could create the walls and the roof over the road. 

 



24 
 

 Gbook – Views, Vol 02                                                                                             www.gcoportal.com 

This roof surface can then be used for electric vehicles, pedestrian traffic, or other 

open spaces. As an enclosed space, the vehicle emissions can be extracted, 

captured, and processed so they don’t contribute to above ground air pollution. 

 

 

Source: University of Nottingham 

There would definitely be challenges in more urban areas with such a system, since 

the only way to use a system like this effectively would require replacing the existing 

roads, but also a very real need in those cities because those roads are fairly narrow 

and there isn’t room to expand the roads because of existing buildings. 

Another problem with that is that nearly all of a city’s utility infrastructure, such as gas 

lines, telecommunication cables, and even power lines, all run underneath city streets 

like arteries, feeding off into buildings along the road like capillaries in the human body. 

All of this infrastructure would need to be moved further underground to accommodate 

a Deep Road. 

The upfront costs of such a project make it a big lift, but such a system actually serves 

two important functions at once. By helping reduce pollution, Deep Roads can help 

combat climate change while giving the population back more of the ground level 

public space that it has lost to vehicle traffic over the last hundred years. 

 

Such a system would work better for drivers too, since they could regain direct access 

to city centres that they are currently having to surrender. In some cases, such as 

freeways in suburban areas, similar to designating “car pool” lanes on highways now, 

these ground level surfaces over Deep Roads could be reserved for fully electric or 

emissions free vehicles to encourage their quicker adoption by the public. 
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While it might seem like an impossible task to completely rebuild our road systems 

with Deep Roads or something similar, the US Interstate Highway System wasn’t 

much different when it was built. There was a lot of developed property in the way of 

these routes and while they tried to minimize the disruption they caused; they found a 

way to build the system even as it was a major burden on those whose lives were 

disrupted. 

It was an enormous investment of resources and man-power that could just as easily 

be subjected to the same criticisms as something like Deep Roads, it's just that the 

economic benefits of the US Interstate Highway System so obviously outweigh those 

initial upfront construction costs and disruptions that no one could make the claim that 

the system was too expensive and shouldn't have been built seriously. 

If we are serious about tackling the challenges to health and the environment that gas-

powered traffic congestion produces, then we need to think about systemic 

transformations, not piecemeal fixes. Whether or not Deep Roads or some similar 

setup is technologically feasible in the near term, it’s a plan on the table and the cost 

of building out such a system pales in comparison to what it will cost us down the road 

as climate change turns into a global climate crisis. 

Published by: interestingengineering.com 
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Why Is Marketing Important? 9 Reasons Why You Really Do 

Need It 

Hassan Mansoor 

 

 

Do you know what your customers want? Do you think your customers trust your 

products? When was the last time you saw a customer tweeting about your product or 

service? Was it a complaint or compliment? 

The answers to all these questions lie in marketing. 

How you market your business determines if the enterprise will be successful or not. 

Marketing is a tool used to create and maintain demand, relevance, reputation, 

competition and more. Without it, your business is likely to close down due to lack of 

sales. 

So why is marketing important? Check out these 9 reasons why you really do need it. 

1. Marketing Is an Effective Way of Engaging Customers 

It’s important for your business to engage its customers. Marketing is a tool to keep 

the conversation going. 

Engaging customers is different from pushing your offers. Engaging involves 

furnishing your customers with relevant information about your products and your 

business as well. It’s all about creating fresh content. 

Tell your customers what they don’t know. Let it be interesting and worth their time. 
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Social media is one of the best platforms where you can engage your customers. 

Some organizations use short videos and other humor-laden tricks to engage their 

customer base. 

By engaging your customers, marketing gives them a sense of belonging. 

2. Marketing Helps to Build and Maintain the Company’s Reputation 

The growth and life span of your business is positively correlated to your business’s 

reputation. Hence, it’s fair to say your reputation determines your brand equity. 

A majority of marketing activities are geared towards building the brand equity of the 

company. 

Your business’s reputation is built when it effectively meets the expectations of its 

customers. Such a business is considered a responsible member of the community. 

The customers become proud to be associated with your products. 

Marketers use effective communication, branding, PR and CSR strategies to ensure 

that a business’s reputation is maintained. 

3. Marketing Helps to Build a Relationship Between a Business and Its 

Customers 

Businesses need to build a relationship of trust and understanding with their 

customers. How does marketing establish this relationship? 

Marketing research segments should be based on demographics, psychographics, 

and consumer behaviour. 

Segmentation helps the business meet the needs of its customers hence gaining their 

trust. The product team ensures the business delivers what’s promised at the right 

time. This makes the customers brand loyal. 

Loyal customers will have the confidence to buy more products from you. The trust 

and understanding between the business and its customers make your commercial 

activities more fruitful. 

4. Marketing Is a Communication Channel Used to Inform Customers 

Marketing informs your customers about the products or services you’re offering them. 

Through marketing, the customers get to know about the value of the products, their 

usage and additional info that might be helpful to the customers. It creates brand 

awareness and makes the business stand out. 

There’s stiff competition in the market and you need to be a constant voice to convince 

the customers. Inform your customers of discounts and other competitive tricks you 

intend to use. 

Through communication, marketing helps your business become a market leader. This 

post explains more about how to gain a competitive advantage. 
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5. Marketing Helps to Boosts Sales 

Marketing utilizes different ways to promote your products or services. Once a product 

has been advertised, it’s already on the radar and this increases your chances of 

selling it. 

Customers may want to try your products or services and this will trigger a purchase 

decision. 

When customers are happy about your products or services, they become your brand 

ambassadors without your knowledge. They will spread the word and your sales will 

start to increase. 

Ensure you offer high-quality products and services to complement your marketing 

efforts. 

6. Marketing Aids in Providing Insights About Your Business 

Every marketer understands the need for targeting the right audience. However, you 

must have the right content to share with such an audience. Your marketing strategies 

can help you establish what business messaging will convince the target audience. 

At this point, you have to test different messages and see what works. 

Once you have tested different sets of messaging on the target audience, you will find 

a viable baseline for your marketing efforts. 

It acts as a metric and provides the insight needed to make you avoid guesswork. 

7. Marketing Helps Your Business to Maintain Relevance 

Every marketer understands the need for disrupting a potential consumer’s opinion 

about other products. But don’t make a mistake of taking this chance for granted. 

Most businesses assume that they will always remain the client’s favourite brand 

because up to now the client has never complained. This is the wrong mindset. You 

need to find ways to remain at the top of the client’s mind. 

Every relationship needs to be maintained. Marketing helps your business to maintain 

a good relationship with customers by making you remain relevant. 

Don’t focus on gaining new customers before addressing the need to retain the 

present ones. 

8. Marketing Creates Revenue Options 

During the start-up phase, your options are sparse since you’re mostly cash-strapped. 

This limits your options. 

As your marketing strategies generate more customers and revenue opportunities, 

you’ll begin having options. Having options is comparable to having a nice war chest. 

Having options will give you the courage you need to penetrate new markets. You will 

have the freedom to start letting go of customers who are too demanding to your sanity 

and well-being. 
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Without marketing, you will be forced to continue working with clients who you have 

outgrown and are paying you peanuts. 

9. Marketing Helps the Management Team to Make Informed Decisions 

Every business is confronted with problems such as to what, when, for whom and how 

much to produce. A complex and tedious process determine your business’s survival. 

As a result, businesses heavily rely on marketing mechanisms to make these 

decisions. 

Why should you rely on marketing mechanisms? 

 These mechanisms serve as a reliable link between your business and society. They 

cultivate people’s mind, educate the public and convince them to buy. 

Why Is Marketing Important in Beating Your Business Rivals? 

Your competitor is actively marketing their products, doesn’t this tell you why is 

marketing important? The only way to gain a competitive advantage over your 

competition is aggressive marketing. 

However, you don’t have to be sleazy or negative while marketing against your 

competitor. Simply conduct research on what your target market is expecting, and then 

find ways to deliver better products or services. 

If you’re offering a product or service that is new to the market, you need to be more 

aggressive and strategic. 

Published by: www.business2community.com 
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