
 

 

Leadership 
  
Insights 

 
“When a leader communicates the 
purpose with authenticity and 
constancy . . . employees recognize his 
or her commitment, begin to believe in 
the purpose themselves, and reorient” 
(Quinn and Thakor). 
  
“. . . you do not invent a higher 
purpose; it already exists.  You can 
discover it through empathy—by feeling 
and understanding the deepest 
common needs of your workforce” 
(Quinn and Thakor). 
 
“Once leaders at the top and in the 
middle have internalized the 
organization’s purpose, they must help 
frontline employees see how it 
connects with their day-to-day tasks” 
(Quinn and Thakor). 
 
“Instead of giving just the business 
justification, make it a point to share 
your reasons.  You can’t motivate 
somebody to care when you can’t 
express the reasons why it matters to 
you, so this essential step sets the 
table for effective partnering” (Sostrin). 
 
“Appreciation is genuinely 
communicating the message of ‘I see 
you, you matter, and the effort you put 
into your job is noticed.’ This kind of 
feedback has a huge impact on 
motivation, morale, and commitment—
but it’s in chronic short supply in most 
organizations” (Fessler). 
 
"Influencers focus on high-leverage 
behaviors that drive results.  More 
specifically, they focus on the two or 
three vital actions that produce the 
greatest amount of change" (Grenny et 
al.). 
 
“After assessing the practices of global 
companies and surveying senior 
executives, we discovered that the best 
companies have roughly the same 
percentage of star talent as the rest—
no more, no less.  It turns out that what 
separates the best-performing 
companies from others is the way they 
deploy talent” (Mankins). 
 
“A strong culture . . . essentially re-
recruits your difference-makers every 
day” (Mankins and Garton). 

Introduction 

Effective leadership centers on a crucial principle: leaders empower people 
and not the other way around.  Putting people first is not only the most 
ethical way to lead, but also the most effective.  After all, in any organization, 
the knowledge and skills of the people vastly exceed those of any one 
leader.  Effective leaders do not try to lead with their own knowledge and 
skills alone, but rather tap the vast resources of the people in the 
organization and help to channel them toward success.   
 
This approach requires leaders to listen, to build trust, to support, and, most 
of all, to believe in people.  Listening enables leaders to learn from others 
and deploy their ideas.  Equally important—and too often overlooked—is 
another, crucial lesson that comes from listening: only when leaders know 
what others are thinking and feeling can they serve and inspire them.  
Leaders also should seek to build trust, which, as Stephen M. R. Covey has 
argued in The Speed of Trust, facilitates progress in any organization.  When 
people trust in leaders’ abilities and integrity, they are more likely to 
contribute to the success of the organization.  Support involves providing 
people with the tools they need to succeed: professional development and 
resources, but also emotional support.  I have begun employing the “Four 
Simple Actions” strategy promoted by Indiana University Human Resources: 
“ASK me what I think,” “TELL me what you expect of me,” “SAY 
something positive about my work,” and “SHARE information that will help 
me.”  Ultimately, effective leadership boils down to faith in people.  When 
leaders believe that the people around them are capable and dedicated, they 
are more likely to empower them—and good things will happen.  
 
Of course, there is much more to effective leadership—enough to fill 
countless books, articles, and podcasts on this topic.  Without summarizing 
all of the possible tools and strategies, I will touch on three that are 
particularly important to me.  First is integrity.  For me, honesty, justice, and 
inclusion are both means and ends.  Second is vision.  The daily onslaught of 
pressing concerns makes it difficult to see what is possible, but one of the 
most important roles a leader can play is to help everyone realize a collective 
vision.  Third is follow-through.  After all, as Thomas Edison put it, “Vision 
without execution is hallucination.”  To become realities, good ideas require 
nurture and sheer tenacity. 
 
Initiatives and Strategies 
 
Take Five newsletter: The crucial element of communication in an 
organization can take many forms.  Early in my career as a chief academic 
officer, I launched a weekly newsletter called Take Five.  As the name 
suggests, it was designed to be a very brief summary requiring just a few 
minutes to read.  Each issue includes a calendar of campus events, a section 
called “Kudos for Kokomojo” (shout-outs to faculty and staff who have 
gone the extra mile), the “Student Success Corner” (a tip to help keep 
students on track to graduation), one or more pictures of campus activities, 
and my column, in which I update the campus on recent developments, 



 

 

“. . . an organization would need about 
2¼ satisfied employees to produce as 
much as a single inspired worker” 
(Mankins and Garton). 
 
“Involve your people by treating them 
like adults, like people who seek 
meaning in their work, who are worthy 
of trust, and who are able to operate on 
their own without much oversight.  This 
is the right kind of philosophy that lays 
the groundwork for inspiration and 
engagement” (Mankins and Garton). 
 
“The best companies have systematic 
processes for identifying their highest 
value-at-stake and most urgent issues.  
As a result, these issues receive 
special attention.  They get more time 
from senior management.  They get the 
very best teams to ensure that they are 
tackled effectively” (Mankins). 
 
“The businesses that offered autonomy 
grew at four times the rate of the 
control-oriented firms and had one-third 
the turnover" (Pink). 
 
“If campus leaders don’t want faculty 
members to feel manipulated, they 
should approach them as 
collaborators—not as ‘yes’ votes in 
waiting” (Gardner). 
 
“Faculty and staff often have 
transformational ideas that have been 
overlooked or never received the 
resources needed to reach their 
potential” (Howard).  
 
”Win/Win is a frame of mind and heart 
that constantly seeks mutual benefit in 
all human interactions.  Win/Win means 
that agreements or solutions are 
mutually beneficial, mutually satisfying" 
(S. R. Covey). 
 
Trust consists of four “cores”: integrity, 
intent, capabilities, and results (S. M. R. 
Covey). 
 
Organizations with high levels of trust 
can enjoy a 40-percent “dividend” in the 
form of “High collaboration and 
partnering,” “Effortless communication,” 
“Positive, transparent relationships with 
employees and all stakeholders,” “Fully 
aligned systems and structures,” and 
“Strong innovation, engagement, 
confidence, and loyalty” (S. M. R. 
Covey). 
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offer thoughts on our work as educators, etc.  Faculty and staff have 
responded enthusiastically. 
 
Faculty and Staff Brown Bags: These weekly events provide opportunities 
for faculty and staff to interact informally over lunch.  These social 
occasions, I believe, not only nurture a constructive campus culture, but also 
provide opportunities to discover possible collaborations and simply learn 
about one another’s goals and daily work. 
 
10,000 Stories Challenge: The company KPMG promotes purpose-driven 
work through its 10,000 Stories Challenge, which “gave employees access to 
a user-friendly design program and invited them to create posters that would 
answer the question ‘What do you do at KPMG?’ while capturing their 
passion and connecting it to the organization’s purpose” (Quinn and 
Thakor).  I see great promise in this exercise, and I would be interested in 
launching something similar. 
 
Loglines: In an article for the Harvard Business Review, Carmine Gallo 
advocates “loglines,” summaries that screenwriters use to pitch their scripts. 
“According to molecular biologist John Medina of the University of 
Washington School of Medicine, the human brain craves meaning before 
details,” Gallo explains. “When a listener doesn’t understand the overarching 
idea being presented in a pitch, they have a hard time digesting the 
information. A logline will help you paint the big picture for your audience.”  
In a similar vein, I have drafted statements—aimed at different audiences—
to describe and promote IU Kokomo’s KEY initiative. 
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