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President’s Message 
 
Hello, CMC-BC colleagues!  
 
I trust that youôve had a great summer 
with lots of time to rest and re-charge for 
the coming year. We, on CMC-BC 
Council, have had a chance to enjoy 
summer, but we have also been very 
busy, preparing for the year ahead. And it 
promises to be a busy year, indeed! 

 
High on the agenda is the planning of our first annual CMC-
BC conference. Under the leadership of our Conference 
Management Chair, Michele Bicego, and the expertise of 
Jean Douglas, Internal Marketing Chair, a conference survey 
has been prepared and will be sent to you shortly. When you 
receive the survey, please complete it right away so that we 
can expedite the planning of the conference. As consultants, 
we have many great ideas, but we need you to help us 
narrow our focus. In the meantime, mark your 2010 calendars 
for May 28-30. You wonôt want to be left out of this event of 
the year! 
 
In addition to conference planning, your Council is putting 
the finishing touches on the strategic plan. We expect the 
final plan to be posted on the CMC-Canada website (http://
www.cmc-canada.ca/Portals/portal.cfm?Portal_ID=3) by the 
end of September. Other documents of interest will also be 
included on the website such as this newsletter, chapter 
business plans, budgets, Council and Committee member 
profiles, and other related information to help keep you 
informed. We have been working diligently with CMC-
Canada to streamline the website to provide you with 
relevant information in one easy-to-use location. As you 
navigate through the website, if you notice any errors or 
have comments for improvement, please send a note to our 
Communications & Marketing Chair, Stephanie Slater. We 
welcome all great ideas for improvement é so donôt be shy 
about contacting Stephanie. She would love to hear from 
you (compliments are also welcome and encouraged!). 
 
The Executive Stream for the CMC designation continues to 
be popular in BC. As I mentioned in an email on August 5

th
,

BC-Notes 

 

 
Contributions to BC-Notes are 

welcome and appreciated 

If you have a perspective on 
management or the consulting 
profession you would like to 

share with other CMCs, please 
contact the BC-Notes editor: 

mail@cmcbcnews.com See Presidentôs Message on page 2 

http://www.cmc-canada.ca/Portals/portal.cfm?Portal_ID=3
http://www.cmc-canada.ca/Portals/portal.cfm?Portal_ID=3
mailto:mary@rimsolutions.ca
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Presidentôs Message continued from page 1 
 
 
BC certified 35 new members since the 
program started in 2008. Due to an 
administrative error, I apologize that three 
individuals were not mentioned in that email. 
They are: 
 
Murray Grooms, CMC 
Howard Jackson, CMC 
Charles Wordsworth, CMC 
 
Congratulations to Mssrs. Grooms, Jackson 
and Wordsworth on obtaining their CMC 
designation! (Rest assured that those 
responsible for the oversight have been 
punished severely, but without the requisite 
visible permanent scarring!) 
 
In closing, I would like to encourage each and 
every one of you to become actively involved 
in your local CMC chapter. Not only will your 
CPD points grow, but volunteering is also 
good for your health! You will have less stress, 
fewer sick days and more friends (we are a 
friendly group!). Doing good increases 
production of spirit-lifting endorphins and 
combats isolation and loneliness (and if youôre 
an independent consultant, then thereôs even 
more reason for you to volunteer!). On top of 
that, studies show that volunteers live longer 
than non-volunteers. So, come on, live happy, 
live long ï become a volunteer. Contact any 
Council member or your local Chapter for 
further information. Donôt know where to find 
contact info? Send me a note: 
mncolak@shaw.ca or call me at 250-658-
4873.  
 
Best regards,  
Mary Colak, CMC 
President, ICMCBC 

 
By David Forrest, CMC 

 
We see the ñ2.0ò 
designation everywhere 
these days, as we 
contemplate a future that 
will be radically different 
from the pasté Business 
2.0... Health 2.0... 
Breakthrough claims are 
often exaggerated, but we 

do have access to new technologies that will 
help make us more effective and creative if we 
use them well. In the coming year, Iôll use this 
space to report on tools that have particular 
application and value in consulting. 
 
The Livescribe smart pen  
 
Imagine a pen that not only writes but includes 
a camera, a microphone, speakers and an 
intelligent chip. A colleague in Vancouver 
introduced us to the Livescribe pen earlier this 
year, and it has become a powerful ally in our 
practice. When we use it in interviews, the pen 
creates a digital image of the notebook page 
that can be uploaded to the Internet and 
shared. The notes are searchable, since the 
software does an effective job of deciphering 
handwriting. The recording is synchronized 
with the handwritten notes, and tapping at a 
spot in the notebook or the digital page plays 
the corresponding sound. Weôve gone back 
many times after an interview to listen again 
for something we missed in our notes. 
 
Weôre adding audio interviews to BC-Notes 
this year, and Keith Jones will be using the 
Livescribe pen to record the conversations. 
The first of these is an interview with Mike 
Thompson at Royal Roads University on page 
4. Nothing has been done to enhance the 
quality of the sound. The audio came directly 
from the pen.  
 
For more information, visit the Livescribe 
website (http://www.livescribe.com/) 
 
David Forrest is a principal at Innovation 
Expedition Consulting Ltd. in Victoria. He 
publishes the web site InnovationWatch.com. 

 

Did you know … 
 

Unclaimed Bank Accounts  
 
The Bank of Canada is holding unclaimed bank 
accounts. They have a search feature on their 
website. Check for unclaimed accounts here: 
http://ucbswww.bank-banque-canada.ca/scripts/
search_english.cfm 

New Tools  

mailto:mncolak@shaw.ca
http://www.livescribe.com/
http://innovaionwatch.com
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By Tony Wanless, CMC 

 

As an active user of LinkedIn 
and manager of the CMC-BC 
LinkedIn group, Iôm often 
asked whether the online 
social network is useful, or is 
just a big time suck with no 
ROI. 
 

 
My answer is usually ñYes.ò And ñYes.ò 
 
LinkedIn is one of the best business-to-business 
(B2B) marketing and business building tools 
existent. LinkedIn can also kill you if you donôt 
watch yourself.  
 
Why? Because professional services operations 
generally use two main marketing methods, often 
in tandem: Referrals and networking. At the 
same time, service providers need to continually 
upgrade their knowledge to provide better 
service and thus fuel the marketing machine. 
 
These form the primary problem areas: There 
are only so many hours, and time spent on 
networking, marketing, and knowledge gathering 
must be balanced with billable service time. Itôs a 
constant struggle. 
 
Enter Social networking, specifically LinkedIn. 
LinkedIn is really face-to-face networking on a 
much larger and instant scale. It gives you 
access to not just a few potential clients and 
collaborators, but hundreds or thousands of 
them. For professional services providers, 
LinkedIn is the greatest networking and referral 
system of them all. But only if you do it right.  
 
Here are some rules: 
 

For marketing, you must determine the 
appropriate market for your business. Who 
needs or wants your services? Are they just 
local, or can you do remote consulting, in 
which case you have a much larger pool to 
play in? LinkedIn can help you with both 
because it features groups, question areas, 
and other structures built around interest or 
location. 

 
 

To market or learn, you must be willing to 
engage  in conversations. Donôt put protective 
walls around yourself. Just as if you were 
networking in a hall, you have to talk with (not 
at) people on LinkedIn. Conversations are 
where you spot and understand common 
problems, so theyôre learning tools. Theyôre 
also where you show your problem solving 
ability, your ñstuff.ò 

 

You must get connected  -- appropriately. 
Today, youôre judged as much by who you 
know as what you know. Your LinkedIn 
connections form a credibility builder and 
referral centre. They speak to your character, 
showing that you have multiple interests, 
think, and are well rounded. Endorsements 
talk specifically about how well you do what 
you do. Connections also tell prospective 
clients who are looking you up (and believe 
me, today they will) that youôre not just a one 
trick pony. However, I believe that having 
thousands of connections has the opposite 
effect: it tells people that youôre really just a 
version of a business card collector. 

 

You must dump the advertising  thinking . In 
the real world you wouldnôt scream at people, 
insisting that they hire you. Same online. 
Although many do it, blatant advertising 
doesnôt work any more -- in the real world or 
online. Provide something useful ï a relevant 
article, blog post, service, or perspective. 

 

You must control yourself . Hereôs where the 
time suck problem comes in. You can waste 
hours by reading random conversations that 
have nothing to do with your purpose. Donôt 
get caught up in it. Pick a few relevant areas, 
put LinkedIn time in your schedule, and stick 
to the purpose. 

 

One last note: If anything, start getting active in 
the CMC-BC LinkedIn group , where more than 
100 BC consultants are willing to discuss 
problems and situations specific to the 
profession. Youôll learn and youôll make some 
interesting connections. Both will help your 
consulting business. 

 

LinkedIn: Important tool or waste of time?  
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By Keith Jones, CMC 
 
In this space over the next few issues we will 
be featuring interviews with different CMCs and 
other leaders. Each interview will be 
summarized briefly in this column, and a full 
recording will be made available via the 
Internet. 

 
Corporate Education: 
Learning and Development 
Solutions at Royal Roads 
University — A 20-minute 
interview with Mike 
Thompson, MBA, CMC - 
Associate Vice President, 
Business Development, Royal 
Roads University (RRU) ï 

Shoal Point Corporate Education facility, Victoria. 

The idea for this new corporate education 
offering at RRU was initiated by Jack Stepler 
(former CEO of Telcom Training) who was 
inspired by similar programs he established in 
the telecommunications sector in Canada and 
the USA. Building on these concepts and his 
own experiences in structuring complex sales 
in the commercial banking sector, Mike 
Thompson and others at Royal Roads 
University have been working hard over the 
past few months to refine the approach and 
target  one of businessô most pressing 
challenges ð succession planning and the 
critical need to build executive bench strength.  
 
In this interview Mike outlines how this new 
program, centered out of RRUôs new downtown 
Victoria Shoal Point facility, fits within RRU as 
part of a Corporate Education Value Model (a 
pyramid model). The ñCustom Offeringò he 
describes is at the second level of a 
progressive 5-level pyramid model culminating 
with a thought leadership position in specific 
sectors.   
 
The Custom Offering involves the provision of 
specific learning and development solutions for 
organizations through what Mike calls a ñ4-C 
Modelò which involves four progressive 

 
(1) Context ï mapping the landscape via an 
organizational size-up, leadership and 
management development review and key 
position analysis. 
 
(2) Cohort Selection ï picking the right 
leadership team through a defined nomination 
and candidate selection process followed by the 
structuring of a customized program design 
document. 
 
(3) Custom Program Delivery ï a choice of a full 
custom training solution or a series of pre-
selected one-day workshop series attended by 
the selected cohort. 
 
(4) Change Implementation ï quarterly round 
tables with cohort and existing executive team 
which involves a debrief and best practices 
arising from the program learning. 
 
In the interview Mike describes the benefits that 
these kinds of programs offer to CMCs, as 
instructors in the program and also the potential 
benefits to their own clients who need a 
customized solution to their succession planning 
concerns. 
 
Thank you, Mike, for your time and this 
thoughtful and thought-provoking input to this 
issue of BC-Notes! 
 
Keith Jones is a principal at Innovation 
Expedition Consulting Ltd. in Victoria.  

Interview: Mike Thompson  

Listen to the interview here 

 

Trust Agents: Using the Web to Build 
Influence, Improve Reputation, and Earn 
Trust. By Chris Brogan and Julien Smith. 
John Wiley & Sons, Inc.  

 
Trust agents arenôt necessarily 
marketers or salespeople; theyôre 
digitally savvy people who use the 
Web to humanize businesses 
using transparency, honesty, and 
genuine relationships.  
 

Chris Brogan and Julien Smith write about the 
power of the Web and social networks. 

Notable New Books  

http://cmcbcnews.com/2009-09-interview-with-mike-thompson.htm
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By Delaney Tosh and Bert Zethof, CMC 

www.surgestrategies.com 
 

 

 

 

 

 

 

Management consultants, like any business 
owner, expend a great deal of effort to attract 
clients. But once you have them, how do you 
keep them? 

From our research, we found that you must 
provide an experience that has clients singing 
your praises.  

In the July/August 2008 issue of the American 
Marketing Association's Marketing Management, 
authors Lawrence Crosby and Brian Lundy, of 
research firm Synovate Customer Experience, 
cite decades of customer satisfaction and loyalty 
research in both B2C and B2B markets and 
conclude that:  

"Customers form long-term attachment to brands 
based primarily on their actual experience across 
all of the touchpoints between themselves and 
the brand.  [By comparison], the influence of 
formal and informal marketing communications 
in driving loyalty among current customers is 
often relatively weak." 

This finding underlines the importance of 
ensuring consistency between the promise and 
the experience. Consider the generally accepted 
framework for buying stages: 

problem recognition  

solution search  

evaluation  

purchase decision/choice 

consumption/use 

In the earlier stages of the buying process, a 
client has little or no experience with the brand 
and it can be argued that the client's 
understanding of and motivations toward that 
brand are shaped by communications, either 
managed or word of mouth.   

 
However, as the client proceeds through the 
buying stages, brand experience is gained 
through encounters with the business or product/
service.  It is important to consider if these 
experiences are reinforcing the brand as 
communicated or if they weaken it.  The  
influence of ñexperienceò increases through the 
buying stages while the influence of marketing 
communications declines.   

 
During these recessionary times more than ever, 
it is important to maintain or rebuild client 
confidence. The research cited above indicates 
that brand perception cannot be managed or 
controlled solely through marketing 
communications. The clientôs experience has a 
powerful influence on brand perceptions. It 
seems wise, then, for the service provider to 
develop a client relationship built on trust and to 
do so by managing the client experience. 
 
To put this strategy into action, you could look at 
all the touchpoints the client has with your 
business through the clientôs eyes and ask: 

Which touchpoints do our clients deem as 
most important? 

What is the client experience at each 
touchpoint?  

What opportunities exist to improve the 
experience? 

With this information, you can then answer 
the following questions: 

What systems support consistency of 
exceptional experience across all 
touchpoints?  

How will we measure our client service 
strategies and how will we determine the 
consistency between communications 
(making the promise/attracting the client) 
and effective delivery (keeping the 
promise/keeping the client)? 

Other research indicates that poor customer 
service is never a function of the line-staff or 
marketing team or sales team.  Failures in  

Client Service: It will make or break your business  

See Client Service on page 6 

http://www.surgestrategies.com/
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By Lisa Nirell (reprinted from Management 
Consulting News Vol. 8, No. 7  - July 2009) 

 
In today's challenging market, 
you have an opportunity to 
become even more valuable to 
your clients. Here are three 
tips for thriving in a volatile 
market. 
 
 
 

Make Client Focused Mastery (CFM) a habit  
 
Listen closely to your clients. To get candid 
feedback, consider using a "strengths" survey to 
assess the effectiveness of your practice ð from 
your client's point of view. Click here for a 
checklist to get you started. 
 
Tighten up your professionalism. When you 
mess up, fess up. Develop clear response 
systems (e.g., that you respond to voicemails in 
three hours or less). Answer ALL emails within 
one day. People are instant-response junkies 
these days. Show them you are on top of your 
game. 
 
Spend more marketing dollars on face-to-face 
networking, social media, and referral systems, 
and less on "passive" advertising, such as 
brochures, banner ads, and event sponsorships. 

 
Make it very easy for people to buy from you. 
Create an introductory service, low-cost booklet, 
CD kit, or DVD for sale. Also consider creating 
programs that provide prospective clients with a 
sample of what you offer, whether that's 
seminars, consultations, or short term 
assessments. 
 
Be conscious of the company you keep and the 
language you use 
 
Surround yourself with positive people and 
clients. Invest time to identify high potential, 
successful prospects. Slim down your operation.  
 
Get rid of deadbeat clients, low return projects, 
and uninspiring, non- profit commitments. 
 
Use and think in language such as "thrive," not 
"survive."  
 
Steer away from coffee room conversations 
about how bad things are. Some clients want to 
commiserate and complain. Don't linger on these 
negative topics. You are only pouring gasoline on 
the fire. 
 
Recognize that time and money are not  
resource issues 
 
If clients tell you that they are too busy, or they 
do not have the budget, it is not a resource issue 
but a matter of their priorities. You have simply 
not proven that you offer enough value for them 
to move ahead.  
 
Resist the temptation to drop your fees to get 
clients! Your brand erosion will be difficult to 
reverse later. Instead, create some low cost 
introductory products and sell them on your web 
site.  
 
Lisa Nirell is Chief Energy Officer of 
EnergizeGrowth® LLC. Her firm helps services 
leaders maximize performance and increase 
their valuation by improving the quality of their 
clientele. She is also the author of 
EnergizeGrowth NOW: The Marketing Guide to a 
Wealthy Company. 

Thriving in volatile times  

 
Client Service continued from page 5 

 
delivery of exceptional customer service are 
always due to poor leadership engagement in 
identifying key strategies and developing the 
systems to support all members of the team in 
delivering on the promise. 

Delaney Tosh and Bert Zethof, CMC, co-own 
The Surge Strategies Group which provides  
management consulting, coaching and 
facilitation services and deliver the Business 
Innovator LabsÊ, assisting leaders and teams to 
envision the future, break out of restricting rules, 
formulate new strategies and structures for 
execution, and support ongoing success.     

http://rs6.net/tn.jsp?et=1102631081478&s=156&e=001Olgt_F8j8G7sPrqiI3ilsfNd2Y1Zzq41uIYK0DensBQszcudIORZDA_CpY77rOyDGE9gKfyty1s6tJjW0k70fWbGEm6_KNDZLhe0MdRcdorgFuXlu-j9KmWf_uFrvJWnSNGauO5s1qSQlqEMVWo3sGNAn1Dd5ZBVvF9DLh5nVG4=
http://rs6.net/tn.jsp?et=1102631081478&s=156&e=001Olgt_F8j8G6rQSdKQnXsUdpdAG8Xw_P7M5CdmyvXL7UbuethE19b5fTynfq0sckU_QTAOpugu9jJfMLOlSCgLXnRBP_yJFCANEdvU9CpmfqVbZPisQ2sRQ==
http://rs6.net/tn.jsp?et=1102631081478&s=156&e=001Olgt_F8j8G5demJmXvmIqU9umHP_Oh4fR5OcGLry1KSgJHwF4JYzdJ3npPW-BwjsXBizG5InJcBO0XKxwS_o7XL4iL1nnyA5JD6ggILceMVzejijdXTtOiGo9kY5eSfYJiAHdzooGQq4fGmfUfF951KX10jHgB-SQ88btMb7US6Msi5pklqw6oAgwm11n-8wZFeztpVn3zO4jU
http://rs6.net/tn.jsp?et=1102631081478&s=156&e=001Olgt_F8j8G5demJmXvmIqU9umHP_Oh4fR5OcGLry1KSgJHwF4JYzdJ3npPW-BwjsXBizG5InJcBO0XKxwS_o7XL4iL1nnyA5JD6ggILceMVzejijdXTtOiGo9kY5eSfYJiAHdzooGQq4fGmfUfF951KX10jHgB-SQ88btMb7US6Msi5pklqw6oAgwm11n-8wZFeztpVn3zO4jU
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BOARD MEMBERS  

 
CMC-BC Institute Board 2009 -2010 
Contact Information  
 
Mary Colak, CMC 
President 
mncolak@shaw.ca 
 
Simon Wong, CMC 
Past President 
simonwkwong@yahoo.ca 
 
Stephen Hales, CMC 
Vice President 
transformaticshc@earthlink.net 
 
John Glover, CMC 
Professional Conduct and Discipline Chair 
jcglover@telus.net 
 
Neill McRae, CMC 
National Certification Committee Representative 
neillmcrae@uniserve.com 
 
Justin Stephenson, CMC 
Secretary 
justins@wmc.bc.ca 
 
Connie Siu, CMC 
Treasurer 
csiu@telus.net 
 
Stephanie Slater, CMC 
Marketing and Communications Co-Chair 
stephanie.slater@royalroads.ca 
 
Tony Wanless, CMC 
Marketing and Communications Co-Chair 
twanless@knowpreneur.net 
 
Teri McEachern, CMC 
Stakeholder Relations Chair 
teri@leadershipintelligence.com 
 
Peggy Snelling, CMC 
Membership Development Chair 
infotrope@shaw.ca 
 
Mike Thompson, CMC 
Director-at-Large 
mcjt@shaw.ca 
 

BC-Notes 

 
Publication Calendar and  
Contact Information  
 
BC-Notes is published four times a year ð in 
September, December, March and June. Articles, 
tips, announcements and other material are 
welcome, and should be submitted by the middle 
of the preceding month for each issue (August 15, 
November 15, February 15, May 15).  
 
Photos of CMC-BC events are appreciated. 
Please provide captions. 
 
Please send submissions to 
mail@cmcbcnews.com 
 
The newsletter is edited by: 
 
David Forrest, CMC 
david.forrest@ieconsultingltd.com 
 
Keith Jones, CMC 
keith.jones@ieconsultingltd.com 
 

 

JP Morgan’s Formula for Success 

One day, a man approached JP Morgan, held up 
an envelope, and said, ñSir, in my hand I hold a 
guaranteed formula for success, which I will gladly 
sell to you for $25,000.ò 

ñSir,ò JP Morgan replied, ñI do not know what is in 
the envelope. However, if you show me and I like 
it, I give you my word as a gentleman that I will pay 
you what you ask.ò 

The man agreed to the terms and handed over the 
envelope. JP Morgan opened it, and extracted a 
single sheet of paper. He gave it one look, handed 
the piece of paper back, pulled out his checkbook, 
and paid the man the agreed-upon $25,000. 

The paper read: 

1. Every morning, write a list of the things that 

need to be done that day. 

2. DO THEM. 

mailto:mary@rimsolutions.ca
mailto:simonwkwong@yahoo.ca
mailto:transformaticshc@earthlink.net
mailto:jcglover@telus.net
mailto:neillmcrae@uniserve.com
mailto:justins@wmc.bc.ca
mailto:csiu@telus.net
mailto:stephanie.slater@royalroads.ca
mailto:twanless@knowpreneur.net
mailto:teri@leadershipintelligence.com
mailto:infotrope@shaw.ca
mailto:mcjt@shaw.ca
mailto:mail@cmcbcnews.com
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