It's a notion that a lot of hardcore busi-
ness folk may gag on — but organisations
out to attract top young talent should be
promoting their workplace as the “greatest
personal development programme ever”,
according to values consultant Michael
Henderson.

“There’s been real movement in the
past few years around creating a great place
to work but we're saying that even that’s a
bit out of date. "Work’ can have a bit of a
negative connotation, but when you talk
about growth opportunities, learning,
development — that’s what excites people.
The whole concept of personal growth
for Australians and Kiwis at the moment
is huge.”

Henderson, who is co-author of the just
published Learning through Values: Link-
ing company culture to business strategy”
is no stranger to the gag reflex. When he
first started talking to company execu-
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tives about the importance of values to a
productive work culture several vears back,
his message often fell on cynical ears. It
probably didn’t help that he was based on
Waiheke Island, says Henderson wryly,
He could more readily be dismissed as a
nutter.

Now he doesn’t have to push the values
message at all - instead he gets invited in to
explain what he’s on about and can claim
a growing band of high profile clients on
both sides of the Tasman who are happy
to claim that their organisations are values
driven.

“What's interesting is that the people

who used to be our arch enemies — the chief

financial officers — are now the ones who
are suggesting their organisations look at
this because it's something that shows up
in accounts,” savs Henderson.

“They can’t track or measure it but they
know there are hidden costs that have (o

do with staff morale and talent retention.
While stalf turnover and recruitment
costs are aspects you can put a figure on,
they're also talking about ‘internal theft’
—oftime, energy, ideas, about productivity
stolen from the organisation because of a
cultural influence.”
. 'l"his change of heartisa sign of chang-
ing times. Companies are having to deal
with increasing organisational complexity,
skill shortages, a generation that has more
work choices than ever before and a work-
ing population that is increasingly driven
by a desire for personal fulfilment and
need to find meaning in their lives.
“Wedo literally thousands of personal
value inventories a year and the values
that show up as important in Australia
and New Zealand —and this has held true
for the past five years now — are values to
do with personal fulfilment and meaning.
While it sounds corny, this gets into quite






