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Greetings Fellow Drycleaners,
As we once again begin that 

transition from “old man win-
ter” and look forward to warmer, 
sunny weather, it’s always nice 
to take this time of year to think 
about how to plan the rest of the 
year.  Let’s face it, in Wisconsin, 
most of us must squeeze our fun 

into the warmer months once they get here.  
Usually every summer weekend is booked with 

soccer or baseball tournaments, trips to the lake, and 
cookouts with friends; not to mention all the activities 
during the workweek.  Now is the time to start making 
out your social calendar to maximize the months ahead. 
Go ahead and grab your pen and calendar…I’ll wait.  
Ok, ready?

If you are having trouble thinking about where to 
start, I can help.  Let’s start the spring social activities 
by marking your calendar for our annual WFI Brewer 
Ballgame on Friday, April 20.  This WFI event is al-
ways a wonderful time of networking and socializing.  
That’s it- nothing heavy.  Just a great time with your 
colleagues and peers cheering the Brewers past the 
Miami Marlins while hanging out on the Dew Deck.  
By the way, did you know the Brewers are considered 

a playoff caliber team in 2018?
As we work our way into June, don’t forget to block 

off time to join us at Fitzgerald Scholarship Golf Out-
ing on Tuesday, June 19 at the River Club in Mequon.  
Not a golfer?  It doesn’t matter.  There are lots of oth-
ers that don’t swing the sticks either.  But hanging out 
in the clubhouse or on the outdoor patio can be just as 
much fun!  And please don’t forget that this event is 
what helps set Wisconsin drycleaners apart from others 
by improving our professionalism and higher standards 
of quality.

We can wind down the outdoor season when we 
meet again at the Lake Lawn Resort.  The 2018 Mid-
west Drycleaning Expo will be held on October 3-4.  
The Lake Lawn Resort in Delavan is a beautiful get-
away and there is a good chance you’ll learn something 
too. The Fitzgerald Scholarship and Education Program 
is bringing us one of the most outstanding, motivational 
speakers you’ll ever have the pleasure of experiencing.  
Our Keynote Speaker, Dr. Rick Grandinetti (go ahead 
- Google him) is a renowned speaker.  The caliber of 
speaker that you’ll only find at a large corporate or 
large, national association event!  I promise you will be 
excited, entertained and motivated!  

There you have it- a good beginning to making 
2018 your best year ever!  Just fill in your calendar 
with the above events.  We can’t wait to see you at 
these outings!

Sincerely,
Brett Donaldson

President’s Message

411 E. Wisconsin Ave.

Milwaukee, WI 53202

PROVEN LEGAL 
STRATEGIES FOR 
WISCONSIN’S 
TEXTILE INDUSTRY 

Lindner & Marsack, S.C. has served as management’s advocate in the 

workplace since 1908, with proven expertise and results in all aspects of 

labor and employment law – from collective bargaining to litigation to 

regulatory compliance. We provide a road map for clients to reach their 

business goals while assessing costs and managing risks along the way. 

Contact  

Daniel J. Finerty  

today to learn more 

about how we 

help employers in 

Wisconsin’s textile 

industry solve their  

toughest workplace  

legal challenges.

Daniel J. Finerty

DIRECT  
(414) 226-4807

(414) 273-3910

lindner-marsack.com
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  In Memorium:  
Gerald “Jerry” Butz 

WFI Hall of Fame 
member Gerald “Jerry” 
Butz, age 84, passed away 
peacefully on Thurs-
day, February 15, 2018 
at The Kathy Hospice in 
West Bend, surrounded 
by family. He was born 
on June 25, 1933 in St. 
Cloud, WI to Frank and 
Amanda (nee Holzman) 
Butz. Jerry was the eighth 
of eight children, six boys 

and two girls and was raised on a farm. He was a gradu-
ate of Saint Mary Spring’s Academy and later was in 
the U.S. Navy and served on the USS Safeguard. Jerry 
married Karen Butz (nee Rohde) on November 8, 1958 
at St. Cloud Catholic Church, in 1961 they moved to 
West Bend. He spent his life working and building the 
family business, Clothes Clinic. 

He was an active member of St. Frances Cabrini, 
Knights of Columbus (4th Degree), active member of 
the West Bend Kiwanis Club, past President of WI 
Fabricare Institute, Director for International Dry-
cleaners Congress and was an avid member of the 
West Bend Country Club and Fiddlesticks Country 
County Club, Ft. Meyers, FL.. Jerry will be remem-
bered as an active member of the West Bend commu-
nity and always enjoyed giving his time to charities. 
Jerry was an avid golfer, enjoyed gardening, traveled 
the world and especially loved spending time with 
his extended family and friends. Jerry will always 
be remembered for his smile and signature laugh. 

**********************************



WISCONSIN FABRICARE INSTITUTE, INC. / 1st Quarter 2018 Page 5

Presentation Address for the 2005 WFI Hall of 
Fame Induction Ceremony for Jerry Butz

Jerry Butz grew up on a farm in St. Cloud, Wis-
consin.  He was the youngest of eight children.  Jer-
ry’s dad, a very successful farmer and entrepreneur, 
thought that there were other ways of making money 
besides farming.  So, Dad, set up Jerry’s sister Olive, in 
the dry cleaning business as Royal Cleaner in DePere, 
Wisconsin.  Soon thereafter Jerry’s brothers Don and 
Ken would also join Royal.

Jerry, however, went to St. Mary’s Spring Academy 
on Fond du Lac, Wisconsin.  After graduating from high 
school he went to work for Kohler Company.  Jerry was 
also in the U.S. Navy from 1956 to 1957.  He was sta-
tioned in Hawaii where he roamed the Pacific Rim from 
Alaska to Australia on a Savage Rescue Vessel.  When 
Jerry and Karen first vacationed in Hawaii, Jerry told 
Karen of his fond memories in the service in the South 
Pacific.  Not to be outdone by Jerry’s boasting, Karen 
responded to him by saying that if any youngster came 
up to him and said, “Hi Dad,” then he’s dead meat”.

After his Navy stint, he returned to the Kohler Com-
pany and married Karen in 1958.  They have three chil-
dren.  Kim lives in Houston, Texas.  Jim and Karla both 

live and work in Washington County.
Karen always believed that she would be in the 

dry cleaning business when marrying Jerry and that 
it probably would be in Plymouth, Wisconsin.  They 
bought a house in Plymouth while Jerry was working 
at Kohler.  One day his brother Gordy called asking for 
some help in West Bend at Clothes Clinic.  Jerry contin-
ued to work at both the Kohler Company (didn’t want 
to lose his bonus) and at Clothes Clinic.  At the time, 
Jerry and Karen still owned the house in Plymouth.

In 1962 on a cold New Years Day, Karen and Jerry 
moved to West Bend using a borrowed stake truck with 
no top cover--- in the middle of a snowstorm.  A day 
they will never forget.

The dry cleaning business opened up a variety of 
opportunities, especially in real estate.  Jerry always 
had an eye for good deals.  Karen would also help man-
age their properties.

(Continued on Page 6)
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Jerry and Clothes Clinic were, and remain, a mem-
ber of the Wisconsin Fabricare Institute and IFI for 
many years.  Because he and Karen both liked to travel, 
they also joined the International Drycleaners Con-
gress (IDC).  Not long after joining, Jerry was elected 
Vice President for the North American Midwest Region 
of IDC.  By attending the international conferences they 
were able to learn more about the dry cleaning indus-
try and how it works in different countries.  We would 
have to say that Jerry and Karen know more Dryclean-
ers from around the world then any other cleaner in 
Wisconsin.

These days, when not spending as much of his spare 
time as possible on the golf course, he and Karen will 
be traveling 60-70 days a year some where in the world.  
Would you believe that when Karen first married Jerry, 
his favorite pastimes were ice fishing and bowling.  He 
bowled at the American Club in Kohler for many years.  

Jerry is an avid golfer belonging to both the West 
Bend Country Club and another in Fort Myers Florida.  
Still an avid golfer in his 70’s, Jerry is also a renowned 
ball hawk.  Jerry is known venturing off the fairway, 
to search the woods for lost balls-not his own, but for 
other freebies that may lay in waiting for the picking.  
On one occasion Jim Fitzgerald Sr. remembers Jerry 
returning from a wayward ball-hunting trip in the 
woods only to get to the next tee and ask, “Where’s my 
Calloway driver?”  Thus, a return trip to the woods to 
search out his lost club he’d left behind during one of 
his adventures. 

As President of WFI, he was a driving force to 
gain enactment of legislation that created the DERF 
program. Jerry, an activist in local politics and close 
friend of former Governor Tommy Thompson, used that 
friendship to help promote our industry.  Jerry was a 
long-time WFI Board member before and after he was 
President, and always pushed for stringent fiscal man-
agement.  Jerry also was instrumental in the hiring pro-
cess of our former Exec. Joe Phillips and awarded the 
first Fitzgerald Scholarship to George Meris.   

Today its hard to find an experienced dry cleaner 
who hasn’t had to deal with an environmental clean up.  
The Butz’s have had two.

Their five dry cleaning locations have been good to 
their family according to Jerry.  Whether in good times 
or bad, they are always learning how to better service 
their customer because that’s the way this business is. 

Ladies and Gentlemen, I present tonight’s second 
and final inductee into the WFI Hall of Fame, Mr. Jerry 
Butz. 

P.O. Box 953
Wausau, WI 54402

800-236-2200
Milwaukee Office: 

262-783-4500
Fax: 262-783-4979

KEVIN D. BRADEN
Cell: 715-574-9625

Butz...  (Continued from Page 5)
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See you at the WFI Brewers Baseball Outing April 20th! 

WFI Brewers Baseball 
Outing at Miller Park 
Friday, April 20, 2017   
Fun begins at 5:40 p.m.   $49 each 

Ticket Order Form 
• Game Time:  7:10 pm 

• Miller Park Opens:  5:40 pm 

• $49.00 per person 

• Your ticket includes a seat in the   
Dew Deck for the game, a full buffet 
with food service from 6:10 pm until 
9:10, unlimited  soda, and two com-
plimentary beers per adult. 

• Drawings for raffle prizes, including 
cash, take place each inning 

• Parking is additional and can be           
purchased on game day, or seven or 
more days in advance by calling     
Miller  Park at (414) 902-4000.   

• LIMITED TICKETS ARE AVAILABLE 
SO ORDER YOURS NOW! 

Join your WFI colleagues as we enjoy a Brewers baseball game from the 
Dew Deck at Miller Park.  The huge patio is a great spot for enjoying the 

game, plus there’s a private bar and restrooms, a seating area, and a         
25-foot high rock climbing wall! (Children under the age of 18 need to be 

accompanied by an adult to use the rock climbing wall.)  The Dew Deck is 
located above the loge bleachers in right field. 

Come hungry!  The buffet includes Klement’s brats and hot dogs, sirloin 
burgers, BBQ pulled pork, mac & cheese, Kettle chips, salad, cookies.    
Plus, your ticket includes unlimited soda and two free beers per adult. 

MILWAUKEE BREWERS VS. MIAMI MARLINS AT MILLER PARK  

“Torii Phillips Association Management, LLC” will appear on your credit card statement for this charge.   

Pa
ym

en
t 

 
O

pt
io

ns
 

 □Check, made payable to Wisconsin Fabricare Institute & mail with completed form to the WFI Office. 
 □CREDIT CARD:  Visa, MasterCard, Discover (circle one) and fax (608-743-9477) completed form to WFI Office.  

Credit card number:   _   _   _   _  -  _   _   _   _ -  _   _  _   _  - _   _   _  _                              Expiration Date (mm/yy)   _  _  /  _   _   

3-digit security code (from back of card)  _    _    _                                                              TOTAL AMOUNT:  $ _________ 

signature 

Name as shown on card Company 

Credit card billing address City, state, zip 

Company name Contact person 

Address City/state/zip Phone # 

Fax # E-Mail 

Please complete and return to WFI:  4323 Milton Ave., Suite 210  Janesville, WI  53546     
 T: 608-743.9696    F: 608-743-9477 or membership@toriiphillips.com   

Approximately 30 days before the game, we will mail a confirmation letter with the tickets to the Contact Person listed on the form.   

3nd Annual WFI Baseball Outing   

Names of Attendees: $49 per person 

Three levels of sponsorship are available: 
 
 

 
    GOLD LEVEL — $300   
(includes one ticket )                  □  

    SILVER LEVEL — $150  □ 

 We will sponsor:  DIAMOND-$500 □    GOLD-$200 □     SILVER $100 □ 

 DIAMOND LEVEL — $500 
(includes two tickets)  □ 
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  If Your Recruiting 
Fails, Your Business 
Isn’t Far Behind
By: Susan Vitale |

 
This summer, unemployment rates in the U.S. 

dropped down to 4.3 percent and the ratio of unem-
ployed persons per job opening trended downward to 
1.1, resulting in fewer available workers1. If unemploy-
ment rates remain low in 2018, employers will continue 
to face fierce competition for talent. This is a major 
worry, especially considering what a direct impact re-
cruiting has on a company’s corporate brand and rev-
enue.

Meeting the expectations of today’s job candidates 
will not only help employers get top talent in the door, 
it will unequivocally affect their business’ goals. When 
a business is understaffed, its operations and results 
suffer. In fact, when the right talent cannot be found, 
lost profit and revenue can be as high as $23,000 per 
unfilled position2. Just posting a job and reviewing the 

candidates that come in is no longer enough to hire the 
best talent.

Recruiting in this environment is clearly not just 
a concern for the HR department; it needs to be top of 
mind for senior executives in all areas of the organiza-
tion. As the front of the HR funnel, talent acquisition 
is a necessary area of focus and investment in order 
to maintain a strong employer brand, build a healthy 
pipeline of candidates and make the best hires for the 
success of your business. But if you aren’t using the 
right tools to get to the candidates you want, you might 
be turning off potential applicants.

As competition for top talent has increased, so have 
the number of solutions to address this strategic func-
tion. The list of vendors supporting the recruiting pro-
cess has grown into the thousands and changes almost 
daily. We’ve seen this not only from talent acquisitions 
start-ups, but also from HCM providers who offer add-
on recruitment modules, and tech giants like Google 
sharpening their focus on the job seeking experience.

While the hiring landscape evolves, candidates are 
gaining control over the hiring process more than ever 
before. Increasingly, job seekers are approaching look-
ing for a job like any other major purchase, from re-
search to comparison, to making the final decision to 
“buy” or “apply.” This is why it’s incredibly important 
for companies to start considering consumer marketing 
tactics to attract job seekers to their employer brand. 
Their competitors probably already are.

The Modern Job Seeker Report, based on iCIMS 
proprietary survey data, uncovered some of the trends 
and drivers behind what makes a great candidate expe-
rience, and the impact that consumer technologies like 
online reviews, social media, and mobile applications 
have on recruiting efforts. For example, when research-
ing a potential employer, working Americans rank em-
ployer reviews as the most important content followed 
by textual content on the company website and com-
pany publications or products3. Think about how im-
portant ratings and reviews are to you while shopping 
online. Employer review sites have become an equally 

90 DAY STEAM TRAP SPECIAL 
Barnes & Jones ½” and ¾” bucket traps on 

special sale thru January 31st 2018. 

Special Price $75.00 each 

These Steam Traps are better quality than 
the 890T trap and ARE rebuildable. 

Focus on Energy has Steam Incentives  

available of $60 per failed Trap. 

Give Adam a call at 262-309-3529 (cell) 

www.thuemlingsteam.com  

1225 Pearl St., Waukesha, WI 53186 
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integral part of the job search process, with more than 
41 million unique users visiting Glassdoor’s mobile ap-
plications and website each month.

There is an enormous opportunity for companies 
to use 2018 as a fresh start and embrace a redesigned 
approach to attracting and hiring talent. Regardless of 
whether they get a job offer, applicants who are satis-
fied with their candidate experience are more than twice 
as likely to recommend the hiring organization to oth-
ers, compared with those who were not satisfied4. On 
the flip side, candidates who have a poor recruitment 
experience are less likely to purchase products from the 
hiring company and are more likely to share negative 
feedback with their networks—and their feedback mat-
ters greatly.

An outstanding candidate experience lives and 
dies by the type of hiring technology you employ. You 
need a talent acquisition platform that offers robust 
integration capabilities to bring all the aspects of the 
increasingly chaotic recruitment technology landscape 
together. This way, you can leverage the individual 
strengths of social recruiting, job advertising, career 
site SEO, and screening tools that make it easier to 
find and attract the right people, yet still have a grace-
ful transition of data to your HCM through one unified 
hub. When HR can offer a comprehensive analysis of 
the organization’s specific hiring landscape, they offer 
a glimpse into the business’ potential for success in the 
coming year.

1. Bureau of Labor Statistics, JOLTS Report, 2017 
2. U.S. Chamber Foundation, Managing the Talent Pipeline, 2016 
3. iCIMS, The Modern Job Seeker Report, 2017 
4. IBM, The Far-Reaching Impact of Candidate Experience, 
2017

Study:  
Advertising influences 
millennials the most 
By:  Deena M. Amato-McCoy

Millennials — more than any other generation — 
are “impulse buyers.”

Not only are millennials more likely to make pur-
chases after seeing or hearing advertisements compared 
to older generations, about 81% of millennials surveyed 
made a purchase after seeing or hearing an advertise-
ment in the last 30 days, according to the “2017 Ad-
vertising Survey” from B2B ratings and reviews firm, 
Clutch.

Despite millennials’ higher tendency for “impulse 
buying” when it comes to new products and brands, 
Baby Boomers and other generations over age 55, are 
less influenced by advertising. Only 57% made a pur-
chase as a result of an advertisement — regardless of 
the medium.

About 54% of Baby Boomers trust TV and print 
advertising, and just 27% trust online and social media 
advertising. However, 64% of millennials trust TV and 
print advertising, and 51% trust online and social media 
advertising. Millennials higher trust level stems from 
having more resources available to discover if a brand’s 
message is misleading, the study said.

Overall, consumers view traditional advertising 
mediums — TV, print, and radio — as the most trust-
worthy, while they view online and social media adver-
tising more skeptically, the report said.

Consumer income is also a factor in advertising in-
fluence. The study found that 83% of consumers with 

(Continued on Page 10)
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a household income over $100,000 were more likely to 
make a purchase as a result of an advertisement, com-
pared to 68% of consumers with household incomes of 
less than $49,999. This is due to a higher disposable 
income and more spending power.

Overall, advertisements still influence 90% of con-
sumers in their purchasing decisions, and consumers 
— regardless of generation — are most likely to make 
a purchase after seeing or hearing an advertisement on 
TV and in print, according to the study.

“Baby Boomers have already gotten set in their 
ways in regards to the brands they prefer, so an ad 
might not convince them to buy something,” said Rob 
Albertson, managing director of Bandwidth Market-
ing. “There’s an aspect of spontaneity in millennials 
that would cause them to try something.”

Will Gen Z Want to 
Work for You?

With an estimated 61 million members of Genera-
tion Z poised to enter the workforce, here are five keys 
to becoming that demographic’s employer of choice. 

By: Patricia M. Buhler and Nicole Evans

Generational literature has been fixated on the Mil-
lennials for over a decade, describing them as the “en-
titled generation” that was nearly a polar opposite of 
their Baby Boomer parents. There’s a new sheriff in 
town. Enter Gen Z. While closer in age to millennials, 
the warning for organizations is to avoid the assump-
tion that they are simply a younger millennial. A cover 
story in Time magazine described Gen Z as “wired dif-
ferently” — reminding us of these differences. This 
cohort has distinctive expectations of their employers.

Gen Z has been raised by Gen Xer parents who in-
stilled a healthy understanding of losing in them. They 
grew up in a time of the greatest economic instability 
since the Great Depression. Many experienced a parent 
losing their job due to tough economic times. This men-
tality and coming of age in the recession have signifi-
cantly impacted their pragmatic view of the world, their 
focus on preparation, and the need to be financially cau-
tious. This outlook has shaped a generation that values 
hard work and acknowledges the need to invest in their 
future now. They want to be financially stable and are 
willing to perform to make this happen. 

The Gen Z group includes those born after 1999. 
Some of the descriptors for this generation include 
Post-millennials, iGeneration, Digital Natives, Gen 
Tech, and Centennials. According to the U.S. Census 
Bureau, Gen Z is larger than the millennial or the baby-
boomer generation at 61 million. They are poised to 
have a tremendous impact on the workforce.

(Continued on Page 12)

TRI-Supply Co. 

955 Industrial Court 
Loves Park, IL 61111 

“Serving much of Wisconsin every 2 weeks, other parts at 
least monthly. 

We have 6 salesmen to serve you.” 
800-289-0653 

Dry Cleaning Salesmen 
Leon Rasmussen-Northern area 

Bob Lamb-Central/Southeastern area 
John Kratz-South Central area 

Marty Goldblatt-Milwaukee area 

Laundry Technician/ 
Salesman 

Corey Falkner—Wisconsin 
Industrial Sales 

Jim Duffy 

Millennials...  (Continued from Page 9)
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Andaloro, Smith, & Krueger, LLP-Bill Lentz 
Band Box Cleaners & Laundry 
Cornerstone Processing Solutions 
EZ Products 
EnviroForensics 
Gunderson Cleaners, Inc. 
Herb Fitzgerald Co. 
House of Roth 
Klinke Cleaners 
Leather-Rich, Inc. 
LKH Corporation 
 

Minnesota Chemical 
Morgan Aly Wealth Management 
Pariser Industries 
Pellerin Milnor Corp 
Rema Dri-Vac Corp 
R & R Insurance Services 
Robertson, Ryan & Associates/Liberty Mutual Insurance 
Tri-Supply  
Union Drycleaning Machines 
Wolf’s Cleaners 
Wisconsin Fabricare Institute 
 
 

  

$135 includes 18 holes with cart, lunch, sleeve of 
commemorative golf balls, special hole events and 
refreshments, prizes, dinner and more….! 

11:00 a.m. Registration & Putting Contest Qualifying 

11:30 a.m. Lunch on the Sundeck  

12:30 p.m.   Shotgun Start– to your carts everyone!!   

5:00 p.m. Cocktails & Putting Contest with $200 in Cash Prizes sponsored by:  
Robertson, Ryan & Associates – Agents Matt & Jim Cruise 

  Company name        Contact Person 
 
 
  Address        City/State/Zip 
 
  Telephone    Email 
 
 
  $50 (Dinner Only 6:00 p.m.) Name(s): 

Golfers -$135 per golfer (list name(s) here: 
1) 
2) 
3) 
4) 

Yes!! I want to Sponsor this event!! 
  
 I will be a $150 Hole Sponsor this year! 

 
   I will donate a raffle prize(s) this year!____________________ 

 

15th Annual Fitzgerald Scholarship Classic 
Tuesday, June 19, 2018  River Club of Mequon, Mequon, Wisconsin 

6:00 p.m. Dinner, more cocktails and Prizes, Prizes Prizes!!! 

 
We accept checks payable to “WFI,” or charges to Discover, Visa or Mastercard only.   

  
Credit Card Number __ __ __ __ - __ __ __ __ - __ __ __ __ - __ __ __ __   Expiration Date ____/______ 
                   mm/yy 
Amount $____________  3-digit security code __ __ __ (located on back of card) 
  
Name on card _________________________________________Company______________________________________ 
 
Card Billing Address___________________________________City____________________ State____ Zip_________ 
 
Signature_______________________________________________________ 
 

Please note that the charge on your credit card statement will be to Torii Phillips Association Management LLC, the management company for WFI 
RETURN THIS FORM TO:  Wisconsin Fabricare Office, 4323 Milton Ave. Suite 210 Janesville, WI 53546  

FAX 608-743-9477                                      membership@toriiphillips.com 

Thank You to these generous sponsors of the 2017 event!! 
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Is your organization an employer of choice for 
young workers entering the labor force? By 2020, Gen 
Z will comprise 20 percent of the American workforce 
— a critical mass that cannot be ignored. To attract this 
generation, and even more importantly to retain them, 
organizations must re-assess key elements of their 
workplace. With that said, consider these five tips to 
become an employer of choice for Generation Z.

Provide flexible, unique career advancement op-
portunities.

Sixty-four percent of Gen Z respondents in a Rob-
ert Half survey cited the importance of career opportu-
nities in selecting a job. They are not seeking just any 
opportunity in an organization. They want individual-
ized career paths and performance-based advancement 
opportunities. Providing flexible and unique career ad-
vancement opportunities are necessary to attract and 
retain this generation.

The one-size-fits-all career paths won’t appeal 
to Gen Z. These individuals won’t be accepting the 
same career path as their co-worker. They seek a more 
customized career path that fits their specific needs 
and capitalizes on the experiences they have already 
gained. Gen Z wants to use their talents and experience 
multiple roles. Rotation programs can be used to le-
verage their experience and provide growth opportuni-
ties.  This customization may even go as far as allowing 
them to create their own job description!

Gen Z values stability and this can easily translate 
to a longer tenure with an employer. A key driver to 
gain this longevity is advancement. Members of Gen Z 
are willing to work hard and they want to be rewarded 
for their performance with advancement opportunities. 
Growth and professional development opportunities 
can be substituted when advancement is not available. 
The bottom line: Gen Z must be constantly challenged.

Deliver continuous learning.

Continuous learning is a critical part of growth for 
Gen Z. However, these opportunities for learning may 
look significantly different. Rotation programs could 
become a cornerstone in continuously exposing Gen Z 
to new opportunities for learning. With an emphasis on 
active learning, face-to-face communication becomes 
essential.

Gen Z expects to start at the bottom. They will 
embrace lateral moves that provide a challenge and an 
opportunity to grow. With clear expectations for their 
managers, they want mentoring and learning opportuni-
ties to prepare them for upward mobility and growth.

This need for continuous learning, then, requires 
that managers and mentors be available and provide 
continuous feedback. While Gen Z embraces those 
stretch assignments, these must be accompanied by 
feedback. They need to be kept apprised. Leveraging 
technology, learning takes place anywhere and any-
time. They are used to figuring many things out on their 
own, so detailed instructions are not needed. They can 
simply be pointed in the right direction with general 
guidance. Gen Z prefers to find solutions and do so 
solo. They are used to sorting through large amounts of 
information on their own. After all, their parents often 
sent them off to “figure it out on your own.” When Gen 
Z comes back with a solution, one-on-one mentors will 
take on added importance in building Gen Z’s confi-
dence to take the next step.

Change up training.
It’s back to the drawing board!  Literally! Gen Z 

seeks more of a partnership with trainers – positioned 
more as “learning guides.” Gen Z is prepared to become 
“self-learners” or active learners. They prefer solving 
problems and finding solutions on their own — with a 
guide providing feedback.

Today’s organizations must consider re-thinking 
the lecture. An overreliance on lectures is out. Gen Z 
doesn’t want formal workshops. With shorter atten-
tion spans, smaller training pieces and faster paced ap-
proaches with more feedback are essential.

A variety of approaches is required to engage the 
Gen Z learner. “Observing and doing” is critical. This 
is a very visual learning generation. Short videos can 
be an effective training tool. Trainers should also con-
sider games for learning — especially on mobile de-
vices- and small group activities. Training must expand 
beyond the classroom as on-the-job training takes on 
added importance for these individuals.

It’s not just about how the training is delivered, 
but also about what is delivered. Learning should be 
competency based with a focus on problem-solving and 
soft skills training. Gen Z has grown up communicating 

Gen Z...  (Continued from Page 10)

PARTS • SALES • SERVICE 
New & Used Equipment 

Equipment Parts 

Trained Service Staff 

Design & Installation 

Financing & Leasing  

1-800-236-1144 
Pewaukee, WI 

(Continued on Page 14)
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through short text messages, twitter, and snap chat. As 
a result, specific training in writing and interpersonal 
skills are needed. Gen Z readily admits to needing help 
in the areas of self-evaluation, professionalism, time 
management, keeping a positive attitude, and maintain-
ing high productivity levels. Training programs must be 
adjusted to target these areas.

Gen Z excels in thinking outside the box because 
they have had practice in being creative, critical think-
ers — thanks to their parents’ approach to “go figure 
it out yourself”. They have always been exposed to the 
web for finding information, so seeking creative solu-
tions is just second nature.

Re-think that open office-plan.
The office environment created to attract millenni-

als may not appeal quite as much to Gen Z. The newest 
generation in the workplace is not as tribal as the mil-
lennials; they are a little more focused on individuality 
and their work environment should reflect this. Organi-
zations, then, may need to morph this open office plan 
into one that more effectively meets multiple needs for 
multiple generations. Gen Z appreciates a collaborative 

work environment where they are constantly in touch 
with their peers. But it is important not to eliminate 
those offices yet!  A hybrid office plan with private as 
well as collaborative work spaces is the environment 
of choice.

Gen Z prefers flexibility at work. This can be 
achieved through multi-locations and adjustable work 
hours. Unlike their Millennial counterparts, Gen Z 
is more likely to be willing to travel and/or relocate 
for a stretch assignment. The desired flexibility can 
be achieved with some remote work. This may mean 
that they work from home or even a coffee shop. Co-
working spaces are also appealing. They are already 
accustomed to working remotely as they completed 
homework from virtually anywhere and at any time.

But Gen Z won’t be telecommuting full-time. The 
personal interaction that they value is achieved in the 
office and through on-the-job training, in-house men-
toring relationships, and regular check-ins with their 
managers. Their need for face-to-face communication 
and collaboration is best met with a hybrid office for-
mat that provides opportunities for some remote work 
and flexible hours.

Heat Seal Presses, Heat Seal Labels 
and Genuine Rope-Ties

You Deserve the Best!
The Ultimate Heat Seal Machine
Proudly made in the U.S.A. • Built to OSHA standards

2 YEAR 
WARRANTY

Choose from 3 models, 7 different interchangeable 
lower platens and single or dual heated platens

Toll Free

877.906.1818
www.ezpi.us 

Genuine MBH Rope-Ties
Stop Shaking Out Shirts.

Save time. Save money.
Don’t be fooled by cheap inferior ones!

• Eliminate paper tags
 with text and barcode 
 labeling solutions 

•  Automatic fabric thickness 
adjustment

• Small footprint

•  Operator Error Detections

•  Only weighs 15 lbs 

•  Ideal for retail countertops

•  Lifetime Free Technical  
Support

These Products are 

Recommended by the 

Consultants You Trust!

Gen Z...  (Continued from Page 12)
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Rewind recruiting.
The uniqueness of today’s newest generation join-

ing the workforce must be considered. Organizations 
can’t expect to recruit by the old means and attract 
this generation with old policies. Organizations must 
be flexible and creative to successfully recruit Gen Z 
employees.

For this digital generation, posting jobs online is 
essential. Companies, then, must have a stronger online 
presence and consider consistent branding across all 
channels. Because Gen Z is tech-savvy, organizations 
must be active online to be on the radar screen of Gen 
Z. To attract them, employers need to advertise the de-
velopment opportunities they offer by including them 
in online job postings, in videos at career websites, and 
through social media branding messages.

Mobile optimization is a requirement for this gen-
eration. Companies must update the application process 
and consider the ease of navigation. Gen Z wants to up-
load their resume from their mobile device and prefer 
that it only take a few seconds to do so.

Gen Z wants to connect with the company, its cul-
ture, and its purpose. So companies must make it per-
sonal!  Creating a consistent, memorable brand with 
stories gets the attention of Gen Z. They want to know 
what makes a company unique and they want a per-
sonal connection. Posting a video sharing stories from 
current employees helps in connecting to and attracting 
the Gen Z applicant. Organizations must be clear (and 
honest) in the company’s value proposition.

The war for talent is far from over. Those organiza-
tions that accommodate Gen Z workers sooner (rather 
than later) will be better positioned to more effectively 
wage that war. Organizations should begin preparing 
now by providing unique career advancement opportu-
nities, delivering continuous learning, focusing on face-
to-face communication, revamping training, creating 
hybrid work environments and re-thinking recruiting 
approaches.

Patricia M. Buhler is a professor of management at Goldey-
Beacom College and Nicole Evans is an assistant professor of 
management at Goldey-Beacom College in Wilmington, Del.

Choosing a law firm is no easy task. When you partner with us, you’ll quickly see that 

our industry experience is an invaluable asset. Our strategic counsel on environmental 

compliance, permitting, enforcement, remediation and litigation will help you identify 

opportunities and navigate challenges. Together, we can achieve your 

business goals.

Understands.

Chambers USA 2017 recognized our Environmental team for its 
“varied experience in litigation and regulatory compliance.”

huschblackwell.com

Arizona      |      Colorado      |      Illinois      |      Missouri      |      Nebraska      |      Tennessee      |      Texas      |      Washington, D.C.      |      Wisconsin

The choice of a lawyer is an important decision and should not be based solely upon 

Donald P. Gallo, Partner  
donald.gallo@huschblackwell.com  |  262.956.6224

A proud partner in the Milwaukee and Waukesha County business communities.
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Purpose 
The WFI Hall of Fame exists to honor those people who have made a significant contribution to the 
Drycleaning industry and to recognize those people who have dedicated their lives to inspiring others. 
 
Eligibility 
To be eligible for nomination, a person: 
 

1. Must have made significant contributions to the Drycleaning industry. 
2. Need not be, or have been, a member of WFI. 
3. May be living or deceased. 
 
Selection Procedure 
Each year, a nominee may be inducted into the Hall of Fame. They are nominated by the general membership 
and selected by the Hall of Fame selection committee.  
 
The committee is named by the president of WFI who also names one of the committee members as chairman.  
 
Nominations may be submitted by an active member of WFI, including directors, officers, committee members 
or members of the WFI Hall of Fame. The sponsor of the nominee will complete the nomination form and 
submit it with any supporting information to the WFI office by July 31, 2018. 
 
Each year the committee will also consider the nominations received during the previous two years.  
 
Induction Ceremony 
If any nominees are submitted and selected ny the Hall of Fame Committee, the e induction ceremony will be 
held Wednesday evening on October 3, 2018, at the 2018 Midwest Drycleaning Expo at Lake Lawn Resort & 
Conference Center, Delavan Lake Wisconsin.  
 
 
Nominee’s Name                   Living           Deceased     

Nominee’s Phone Number                                        

Nominee’s Closest Family Member’s Name, Address & Phone Number                                            

                                    

Sponsor’s Name                                      

Sponsor’s Address & Phone Number                                                

                           

Sponsor’s Signature                                                            

 
Please attach a sheet of paper describing a brief history of the nominee’s contributions to the drycleaning industry.   

 

 
 

Please Return This Nomination Form by July 31, 2018: 
Wisconsin Fabricare Institute4323 Milton Ave. Suite 210 Janesville WI  53546 

Wisconsin Fabricare Institute 
2018 Hall of  Fame Nomination Form 

All nominations are due by Tuesday, July 31, 2018 

Rev. 2/26/2018 
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It can be alarming to learn that your dry cleaning 
business might be responsible for unintentional 
environmental contamination. This news doesn’t 
have to ruin your reputation or your savings. Let us 
defend your business, clean up the contamination, 
and restore your property value at little to no cost 
to you. We take care of all of this, so you can stay 
open and run your business.

WE FIND FUNDS. 
WE CLEAN UP. 

YOU STAY OPEN.®

866-888-7911
enviroforensics.com/

stay-open

®
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HOW HISTORICAL INSURANCE CAN HELP GET YOUR 
ENVIRONMENTAL CLEANUP BACK ON TRACK
 WHEN THE WISCONSIN DRY CLEANER ENVIRONMENTAL RESPONSE FUND (DERF) GOES BROKE

et’s face the facts, the dry cleaning industry has seen 
its fair share of environmental problems, which are very 
complicated and costly. Some Wisconsin drycleaners are 
fortunate to have access to a limited amount of funding 
for environmental cleanup, which is partially sustained 
by a tax on certain dry cleaning solvents. If their sites are 
eligible through the Wisconsin Department of Natural 
Resources’ (WDNR) Dry Cleaner Environmental Response 
Fund (DERF), this fund can bring financial benefits to 
drycleaners required to clean up their property in 
Wisconsin. There are a few limitations to consider, 
however:

1. The DERF process is a reimbursement program 
that requires you to pay upfront for the environmental 
investigation and cleanup. Many drycleaners don’t 
have the money to pay for this work. We are even 
aware of several drycleaners who have had to take 
out business loans to make upfront payments.

2. Over the past eight years, the DERF fund has run 
out of funding three times. This leaves drycleaners in 
a scary situation since it is a reimbursement-based 
program. DERF reimbursements are currently taking 
two and a half to three years to process, meaning that 
if you made a claim today for money you already 
spent, you might not be reimbursed until the end of 
2020 or beginning of 2021. In the meantime, the 
WDNR has expressed no intention to slow down on 
its enforcement activities requiring continued 
investigation and remediation at impacted sites, 
despite the lack of available DERF funding.

3. The DERF program requires a deductible payment 
that can exceed $35,000, and caps the amount of 
eligible funding for each site at $500,000. Many 
environmental cleanups at drycleaner sites exceed 
$500,000 and oftentimes can be double or triple that 
amount.

These are frightening facts for drycleaners relying on the 
DERF. The one financial solution that is still available for 
drycleaners trying to do the right thing by cleaning up their 
properties are historical insurance assets. In Wisconsin, 

Comprehensive General Liability 
(CGL) policies from before 1985 
may very well cover dry cleaners 
for environmental releases. This 
means that if a dry cleaner can find 
its (or its predecessor’s) insurance 
assets, those policies could help pay for 
the investigation and clean up required by the WDNR. 
They would likely also protect you from any neighbors 
who could sue for environmental damage to their 
property.

Our Unique Advantage
We are the nation’s leading environmental engineering 
firm and the industry leader for cleaning up PERC 
contamination from current and former drycleaners. We 
have worked with small business owners just like you for 
over 20 years and have helped Wisconsin drycleaners 
since 2008. In fact, we are actively cleaning up over 100 
drycleaner sites right now.

Our business-oriented strategy focuses on helping 
business and property owners locate and use old 
insurance policies to help pay for the environmental 
cleanup work, which does not require you to make 
payments upfront like the DERF. Our goal is to help our 
clients achieve Site Closure and free them from 
environmental liability by cleaning up soil and 
groundwater contamination with minimal out of pocket 
expense. In the instances where our clients also own the 
real estate, our process can help restore their property to 
fair-market value. We pride ourselves on fighting for our 
client’s best interests.

Our process is proven; we have countless satisfied clients. 
Please consider having a free and confidential 
conversation with John Neu, our Wisconsin Sales 
Executive to answer any questions you may have about 
our services. 

You can reach John on his cell phone at (414) 745-4226 
or by email at jneu@enviroforensics.com.

BY: DRU SHIELDS, DIRECTOR OF SALES, ENVIROFORENSICS®

EnviroForensics® •N16 W23390 Stone Ridge Drive, Suite G •Waukesha, WI 53188 • 866-888-7911•enviroforensics.com

L
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Our People in Wisconsin: 
Dan Baker:  EQ sales  South East 
John Sullivan:  Supply sales West 
James Baker:  Supply/EQ sales South West 
Jon Karll:  Supply/EQ sales North East 

 Prompt and courteous supply service with regular  
     deliveries to your plant. 
 New and used equipment, parts and service. 
 Featuring dry cleaning equipment from Columbia and Sankosha. 

 

FREE Classified Ads for WFI Drycleaners! 
 
We will advertise your used equipment for sale, 
equipment wanted and drycleaning plants for sale in the 
next issue of Impressions for FREE! 
 
Provide your information by filling out the form below and 
sending it to: 

Wisconsin Fabricare Institute 
4323 Milton Ave. Suite 210, Janesville, WI  53546 

Fax: 608-743-9477 
OR 

Email all the information requested in the form below to: 
bswingle@toriiphillips.com 

Membership as a Drycleaner is Required 
for Free Classifieds! 

 
 
Rates for Allied Trade WFI Members: 
 
$75 per insertion for six lines of eight words each; 
additional lines are $10 per line.  
Questions? Call Brian Swingle at 608-743-9696  
 
 
 
 
Company Name 
 
 
Contact Person   Phone Number 
 
Email 
 
Please circle one:   For Sale:  Wanted: 
 
Description of item(s) (use separate sheet if needed) 

Rev. 11/21/2017 
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adjective 
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A QuArterly NeWSletter from Liberty Mutual Insurance

LOSS CONTROL  ADVISORY SERVICES

FEBRUARY 2013

Volume 5  •  ISSue 1

The principles contained in this material are general in scope and, to the best of  our knowledge, current at 
the time of  publication. Liberty Mutual Insurance specifically disclaims all liability for damages or personal 
injury alleged to arise from reliance on the information contained in this document.

continued on next page

FOCuS    Construction

If the terms “Hazard Communication” and “Right to Know” 
are not familiar to construction workers, they should be.  The 
number of potentially harmful substances used on the typical 
jobsite is huge and is not only growing but changing every 
day.  Knowing how to get information on risks from chemicals 
used is the critical first step in preventing injury and illness 
from them.

Why is Hazard Communication Important?
Employees have both a need and a right to know the 
hazards and identities of the chemicals they use and how to 
prevent harm from them.  In construction, this is particularly 
important considering:

• The number of different trades, contractors, and work
activities involved on the same sites

• The pace of the work

• The constantly changing site conditions

Here are a few examples of the many ways misuse of
chemicals can cause serious harm:

•	 A worker had trouble starting a gasoline powered, metal 
cutting tool.  While solving the problem, a small amount of fuel 
spilled on his clothing.  After repairing the tool and beginning 
the cutting task, a spark from the metal being cut ignited the 
fuel vapors on his clothing resulting in serious burn injuries.

• During work, a worker got some adhesive he was using on his 
safety vest.  At break time, he lit a cigarette and the vapors 
from his vest caught on fire.  He suffered serious burns. 

• use of compressed gases such as nitrogen and argon as part 
of welding processes in unventilated areas can replace oxygen
in the air and cause worker death by asphyxiation.

• Some injuries are not as sudden or dramatic.  misusing certain 
chemicals or materials can have serious health effects over time. 

How should Hazard Communication Work?
OSHA’s Hazard Communication Standard has recently been 
improved to help make this important part of daily construction 

Working Safely With Chemicals and Materials 

on

site safety more effective.  To quote the OSHA website: “The 
standard that gave workers the right to know, now gives them 
the right to understand.”   

A key improvement to the standard addresses the fact that 
American workers may increasingly use imported materials.  
It now aligns with the United Nations Globally Harmonized 
System of Classification and labeling of Chemicals.  The table 
on the right provides examples of symbols used and what they 
represent.
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FOCuS ON SAFety

LOSS CONTROL  ADVISORY SERVICES FEBRUARY 2013  •  Volume 5  •  ISSue 1

The principles contained in this material are general in scope and, to the best of  our knowledge, current at 
the time of  publication. Liberty Mutual Insurance specifically disclaims all liability for damages or personal 
injury alleged to arise from reliance on the information contained in this document.

Best Practices for Getting Involved in Hazard 
Communication
• Visit oSHA’s website to learn more about changes to the

regulations and requirements.   

• Participate in training on the new system for product data
sheets and labels.  During the coming year companies will
be providing required training for employees.

• Speak with supervisors about changes that may already 
be happening to labels on products used on site.

• Become familiar with the format of material Safety Data
Sheets (MSDS)which should be the same for all products
used.

• Know where to find the mSDS for the site.

• learn the symbols, signal words, hazard descriptions, and 
precautionary statements chemical manufacturers must
now provide on product labels.

• Participate in pre-task safety planning meetings and 
discussions involving potentially hazardous substances.

• Ask questions about:

  o Any warnings on labels or MSDS that may not be 
    understood

  o  Substances used by others working close by

• Help coworkers recognize risks from substances they may 
 be using and where to find information on the precautions 

they should take

For	More	InForMatIon:
• Information on the hazard communication standard, including the link to the Federal Register 
  notice, can be found on OSHA’s hazard communication safety and health topics page at 

www.osha.gov/dsg/hazcom/index.html

• Final Rule: http://www.osha.gov/dsg/hazcom/ghs-final-rule.html

• Safety Data Sheets Tech Brief: http://www.osha.gov/dsg/hazcom/osha-brief.html

• HCS Fact Sheet: http://www.osha.gov/dsg/hazcom/HCSFactsheet.html

• HSC Quick Cards: http://www.osha.gov/dsg/hazcom/ghsquickcards.html

• Downloadable HCS Pictograms: http://www.osha.gov/dsg/hazcom/pictograms/index.html

addItIonal	InForMatIon

Contact Liberty Mutual’s Loss Control Consulting Center

Telephone: (866)	757-7324

e-mail: lCaSConsultingCenter@libertyMutual.com
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No two businesses 
are alike,
their insurance coverage 
shouldn’t be either.
Every business is different. That’s why we listen carefully to your unique needs and 
partner with a vast network of local agents to provide you with tailored coverage to protect 
your business. For more than 100 years, we’ve helped all types of businesses thrive. 
With coverages like commercial auto, workers compensation, and business owner’s 
policy (BOP), we can help do the same for you. Contact Matt Cruise at Robertson Ryan 
& Associates, 800-258-0277, or visit libertymutualgroup.com/business to learn about 
the coverages we can offer your business.

Liberty Mutual is proud to sponsor the Wisconsin Fabricare Institute.

© 2017 Liberty Mutual Insurance. Insurance underwritten by Liberty Mutual Insurance Co., Boston, MA, or its affiliates or subsidiaries.
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Leadership Lessons: 
Understanding and 
Appreciating Differences 

Appreciating differences is a key step to under-
standing other individuals we work with. If you feel this 
is an area in which you need to grow, there are some 
practical steps you can take.

First, remember the saying, attributed to Native 
Americans, “To understand a man, you must walk a 
mile in his moccasins.” While most of us can intellectu-
ally think what a situation is like from another person’s 
perspective, actually understanding and appreciating 
differences in what they experience on a day-to-day 
basis is when we really learn the lesson.

To understand a man, you must walk a mile in 
his moccasins.

This is the wisdom behind the popular television 
series Undercover Boss. In the show, the president or 
CEO of a company works in a front-line employee po-
sition for a week. In each episode, you see the lights 
come on in the leader’s eyes—gaining an understand-
ing of the challenges experienced by their employees.

The implication is: if you want to truly understand 
and appreciate differences, “live with” them. If you 
are a manager, spend a day shadowing a team member 
who installs products in people’s homes, or with a floor 
salesperson trying to meet the needs of your customers 
while also keeping track of inventory.

After experiencing life with them, ask yourself a 
few questions:

• What would life be like if this was my work each 
day?

• How would I feel if I were that employee, doing 
the tasks they do, earning what they earn?

• How would I feel if I knew the circumstances in 
my life made it so this is what I will be doing for 
the next five years of my life?

Not Everyone Feels Appreciated in the Same Way
One of the core concepts of our applying the 5 lan-

guages of appreciation to work-based relationships is 
that not everyone feels appreciated in the same ways. If 
you want to effectively hit the mark in communicating 
appreciation with your employees, learning the ways 
they prefer to be shown appreciation is key.

Initially, the Motivating By Appreciation Inventory 
focused on identifying the languages of appreciation 
desired. We then discovered the specific desired actions 
within that appreciation language vary significantly 
among individuals as well.

So, for example, if an employee’s preferred lan-
guage is Quality Time, he might value a one-on-one 
conversation with his boss more than a team lunch. But 
his officemate might love lunch with the gang! Or an 
introvert employee might want to go work out with a 
colleague during lunch. The iterations are many, and 
the inventory assesses them for you. Also, critically, 
we now have a version that gives employees the abil-
ity to identify those actions they really don’t like, so 
colleagues and supervisors can avoid creating offense.

If you try to use a one-size-fits-all approach, the re-
sults will be discouraging. First, you won’t hit the mark 
if you give verbal praise to those who believe words 
are cheap. Secondly, you will waste time, energy and 
potential money giving gifts, rewards, and bonuses to 
those for whom a little time or camaraderie is worth 
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more than say, an expensive dinner. And finally, you 
will probably become irritated that your team members 
don’t seem to “appreciate all I do for them.”

To truly begin appreciating differences, some foun-
dational principles should be understood and accepted:

You Need Others in Order to Accomplish Your 
Goals

If not, the goals probably are not large enough. You 
really do need others to help accomplish the goals you 
have for the company. So it would be wise to treat oth-
ers like you need them, versus reminding them how 
much they need you.

Doing Things Your Way Isn’t Always the Best Way
You are bright, talented and you get things done. 

But, believe it or not, your way of doing things isn’t 
the best way for everyone else. Additionally, your way 
may not be the best way for some tasks to get done. For 
example, many engineers’ ideas for marketing products 
aren’t effective.

You Need a Variety of People to Make a Good Team

A successful business utilizes the strengths of 
their multitalented team members.

Differences are good (although they involved 
challenges—like communicating clearly). You need 
detailed, analytic conservative fiscal types, energetic, 
outgoing “let’s tackle the world” salespeople, people 
who communicate ideas effectively to others, and peo-
ple who can communicate through pictures, images, 
colors, and movement. You need dreamers and you 
need “get it done” implementers. A successful business 
utilizes the strengths of their multitalented team mem-
bers.

Remember, we are all different. And our unique-
ness brings strength to our workplace just like a forest 
needs all types trees to survive. Appreciating differ-
ences you encounter is important — it’s good for you 
and your organization!

Dr. Paul White is an author, speaker and psychologist, who 
helps “make work relationships work”. He is the coauthor of 
The 5 Languages of Appreciation in the Workplace with Dr. 
Gary Chapman and his book, The Vibrant Workplace, was re-
leased in April 2017. For more information, go to www.appre-
ciationatwork.com

10 Strategies that 
Re-energize 
Demoralized teams: 
By:  Dan Rockwell, Leadership Freak

#1. Complain a little and move on. “We’ve talked 
about this the last three times we met. How might we 
move on?”

#2. Become an artist. Paint a picture of a vibrant 
environment.

• How might we treat each other the way we wish 
higher ups treated us?

• What have your colleagues done to encourage 
you in the past? How might we do that for each 
other now?

• If we had an energizing culture, what would we 
be doing for each other? Do that!

#3. Get amnesia. Forget about things you can’t con-
trol. It’s frustrating and draining when we try to control 
things out of our control.

#4. Put on an apron. Turn outward. Choose a com-
munity service project.

#5. Drop anchor over purpose. When storms blow 
in, purpose fuels grit. Why did we get into this work in 
the first place?

#6. Lace up your walking shoes. Go on walkabouts. 
• Notice virtues like diligence, compassion, con-

sistency, and drive. 
• Greet people in the morning. 
• Stop by to say, “Thank you,” before people go 

home.
Even though things might be bad, you can still care 

about the person sitting next to you.
#7. Fuel up true believers. It’s easy to forget about 

small points of light and focus on critics and complain-
ers.

#8. Get your gab on. Tough times are worse when 
information is scarce. Tell everyone everything you 
can.

A series of brief conversations has more impact 
than one long talk.

#9. Deal with naysayers in private. Don’t correct 
the whole team when the darkness centers on a few.

#10. Look in the mirror. Tell your team how you 
want to show up. Ask them to hold you to it.
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