


 

 

 

Politics, it's said, makes for strange bedfellows.  And, it seems that business may spawn another unlikely 
set of bedfellows:  artists and leaders (or managers). 

Nancy J. Adler, an eminent professor of international management at McGill University in Montreal, says 
an increasing number of companies are including artists and artistic processes in their strategic and tactical 
decisions.  

In Adler's words, "Designing options worthy of implementation calls for levels of inspiration and 
passionate creativity that have been more the domain of artists and artistic processes than of most 
managers."  Her starting point, behind the need for artistic input, is a set of five important trends:  

1. An increasingly interconnected globe.  In this environment, the impact of change is magnified and 
old solutions no longer work, or work as well as they did.  Hence the need for 'inspiration and 
passionate creativity' more commonly found in the artistic community.  

2. The dominance of market forces.  With corporations like Wal-Mart becoming such huge economic 
engines, Adler says "Markets have replaced governments, religion, and other institutions as the 
regulating force and highest authority.…"  The stakes, obviously, have become very high in 
corporate decision making.  

3. Chaos and complexity abound.  These characteristics of modern markets and society challenge the 
traditional planning and then doing sequence.  Managers and leaders can no longer depend on a 
linear approach to solving problems or exploiting opportunities.   

4. From testing to dreaming.  In the old paradigm, Adler argues, management faced the challenge of 
testing new ideas to assess their feasibility.  But, with the cost of experimentation falling 
dramatically, the new challenge is to dream up new ideas worth testing.  And, how does a company 
now find dreams and dreamers?  

5. Adding the emotional component:  Heart.  Yes, success is necessary, but success by itself is not 
enough.  Employees want to know that what they do makes a positive difference in the world.  Call 
it emotional equity if you will, the price of employee engagement.  

Having set this stage, Adler says that like great artists, great leaders must move beyond mastered technique 
to mastered statement.  That requires both great passion and great courage.  In developing this theme, she 
identifies three types of courage:  

1. The courage to see reality.  Again, she looks to artists as role models, and their ability to see the 
world around them in new ways.  In the case of seeing reality, she argues that the fundamental 
business illusion is to assume that previous predictors of success will work in the future.  For 
example, most businesses ignored the world's poorest people, presuming they did not have enough 
buying power to be a feasible market.  Yet, imaginative entrepreneurs have proved them wrong.  

Arts & Business: A New Alliance? 
2. The courage to dream big dreams.  Looking at an environmental example, she cites a couple 

of visionaries who ask:  Why can't buildings be like trees, and produce more energy than they 
consume?  What about products that can be tossed on the ground, where they become food for 
plants and nutrients for the soil?  When will transportation improve the quality of life while at 
the same time delivering products?  According to Adler, answers to questions like these come 
from imagination and artistic vision, not from conventional managerial techniques and 
problem-solving methods.  

3. The courage to bring reality to possibility.  How do you get people in an organization to get 
behind new ideas and drive them to reality?  Peter Drucker has put it another way:  Would 
your people come to work every day if they weren't paid?  In asking that, he's taken a cue 
from volunteer-based organizations, which can offer little but inspiration.  In another sense, 
this involves internal versus external rewards.  Pay, of course, being an external reward and 
personal fulfillment being an internal reward.  Obviously, you can't expect your people to 
work without pay, but in asking the question, you begin to change the context within which 
you view employee motivation.  

All of which takes us back to Adler's main thrust, of asking about artistic courage, vision, and 
motivation.  Can this kind of framework be integrated into a business environment, and can it be done 
successfully?  

The subtitle to her article reads, "Now That We Can Do Anything, What Will We Do?"  She's 
making the case that new technologies, globalization, and other factors have given business almost 
unlimited new possibilities.  That, in fact, our possibilities are bounded not so much by what we can 
do, but by what we can imagine.  

And, in asking what we can imagine, we need look no further than the artistic sensibility, a sensibility 
which pushes back boundaries and continually seeks new ways of expressing and illuminating the 
world around us.  

To integrate the artistic sensibility into our organizations, we'll need to change many things.  In 
particular, we'll need to find and nurture artistic imaginations while recruiting and retaining, 
expanding our horizons while planning, and in execution settle for nothing less than what Adler calls 
the "highest levels of our aspirations."  (The Arts & Leadership: Now That We Can Do Anything, 
What Will We Do?, Academy of Management Learning & Education, December 2006)  
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Dear Friends: 
If you are like me, the lead up to the holiday season is always busy.  On the home front there 
are presents to buy, decorations to hang, and a seemingly endless number of arrangements to 
make to ensure that we can spend time with friends and family over the holidays.  While all of 
this activity can be stressful, Renee and I do our best to enjoy the moment as well.  We have 
two boys who still believe in Santa.  I suspect that this is their last year as believers.  Our new 
home in Calgary did not come with a chimney and I certainly will miss the worried look on the 
boys’ faces as they fret about how Santa will get in.  When Christmas finally arrives we will 
have time to celebrate with loved ones and to look forward to the year ahead. 
 
At the office the season is also fast paced.  It is the time of year that strategies and plans and 
budgets are set and approved while at the same time we strive to ensure that the goals set last 
year are accomplished.  All too often our focus on year-end activities coupled with a strong 
urge to either “get caught up” or “get back at it” in the new year leaves us with little time to 
celebrate what has been accomplished or to look forward to what is to come.   
 
With this in mind I would like to thank you, our brokers, for your continued support in what 
has proven to be a very challenging market in 2007.  Your support is critical to our success.  
Despite the challenges we faced, I am proud of the way The Sovereign performed over the last 
year.  We have striven to provide you with top-notch service, your clients with unparalleled 
claims service, all the while staying true to our principled underwriting philosophy.  In 2008 we
look forward to meeting your needs and those of your clients. 
 
I wish each of you health and happiness as you celebrate the holiday season and look ahead a 
successful 2008. 
 
Merry Christmas! 

 
Rob Wesseling 
Chief Operating Officer 
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Six Sides of Success 
 
 
 As we all know, many factors go into decisions that turn prospects into clients or 

keep them on the books.  Some, such as price and location, are relatively 
straightforward.  

But others, such as trust and confidence, defy easy definition and application.  
With those challenges in mind, let’s look at six factors that help us communicate our 
integrity and differentiate ourselves from our competitors.  

 Success for success:  Everyone gravitates toward success, so project a 
professional and positive attitude.  For example, let them know about 
professional achievements and awards, while in our newsletters we can discuss 
client achievements.  
 The personal touch:  Get to know your prospects or clients, ask questions that 
help you know them better.  Record their preferences and expectations, and sit 
down with them regularly to find out if you've met those expectations.  
 Added-value service:  Take time to explain your approach to handling their 
business, and how they benefit.  Find opportunities to go above and beyond the 
expectations. 
 Communicate, communicate, communicate:  Create a client communication 
plan for the coming twelve months, and follow it.  Ensure all your print and 
online materials look professional and polished.  
 Good ideas:  As part of your communication, let prospects and clients know 
about trends and developments that affect them.  Help them make good 
decisions by helping them become informed and intelligent consumers. 

 Continuity and stability:  Staying power counts, so do what you can to develop 
long-term relationships.  Try to maintain continuity in your team, and in your 
team's approach in all points of contact. 

By looking at these six factors individually, we're able to turn ideas for better 
marketing and customer service into actionable items – items that we can address 
one-by-one to continuously improve our stature among prospects and clients alike.  

And, taken together, these six factors resemble the pieces of a jigsaw puzzle.  
Each one essential, but it's only when all six factors are combined, in the right way, 
that they have the greatest power.  (Pick Me, AdvisorToday, February 2007)  
 

 
 

FOLLOW-UP 

Everyone who’s ever 
taken a shower has had 
an idea.  It’s the person 
who gets out of the 
shower, dries off and 
does something about it 
who makes a difference.
 

NOLAN BUSHNELL
Entrepreneur

Reprinted with permission from
Bits & Pieces, www.ragan.com,

1-800-878-5331

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


