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Agenda

12:30 — 12:45 PM |
Welcome &
Introductions

12:45 - 1:30 PM |
Leading During
Times of Change

and Uncertainty

1:30 - 2:15 PM |
Leaders as the
Face of the
Organization

2:15 - 2:30 PM |
Break

2:30 -3:15 PM |

Positioning Your

Department for
Success

3:15 - 3:45 PM |
Handling
Misinformation and
Public Perception

3:45 - 4:00 PM |
Q&A and Closing
Reflections for Day
1




Let’s be honest.

Higher expectations
Smaller budgets
People are slow to trust

Working with
communities is not
always easy

Metrics keep changing




Organizational fac-
tors

Dimensions of change
- work task changes

- work group changes

- increased working time
- staff reductions

- salary cuts

- enforced flexibility

- short-term contracts

- duration of insecurity

Legitimacy of change

- crisis prevention or
short-term profit ?

- negative changes as
last resort only?

Procedures of change

- delayed communication
of changes

- veiled and non-
participative decision
making procedures

- unfair distribution of
changes

Individual psychosocial
effects

perceived job insecurity

(qualitative and quantitative)

perceived organisational
unfairness

lower commitment
decreased motivation, con-
fidence, concentration and
persistence on tasks
decreased self regulatory
resources

Individual health effects

stress and burn out
sleeping disorders
changes in health relevant
behaviours (drug abuse,
unhealthy diet, lack of
physical activities)

work related accidents
musculoskeletal morbidity
cardiovascular morbidity &
mortality

Organizational
health effects

Short term

>

absenteeism
‘presenteeism’
negative repu-
tation effects:
decreased sales
unintended turn-
over (creaming-
off)

mobbing
negative work
climate
decreased pro-
ductivity
decreased qual-
ity of products
long term sick-
ness rates of vic-
tims & survivors
negative repu-
tation effects: at-
tractiveness as
employer

Long term



— LEADING DURING
TIMES OF CHANGE
AND UNCERTAINTY



Uncertainty

-Anything significant is inherently
uhcertain and therefore all
judgments are probabilistic.

- Robert Rubin



“Uncertainty is a fact with which all forms of life must be prepared to contend. At all levels
of biological complexity there is uncertainty about the significance of signs or stimuli and
about the possible consequences of actions. At all levels, action must be taken before
uncertainty is resolved, and a proper balance must be achieved between a high level of
specific readiness for the events that are most likely to occur and a general ability to
respond appropriately when the unexpected happens (p. 508)”.

Kahneman, Slovic, and Tversky wrote (1982)



Performance
Reviews

Reporting
Structure

Mindset/Attitudes/
Beliefs

Prosci's 10 Aspects of Change Impact

Location :@1 .

Compensation @ »—Y

e,

&,

Aspects of a Person’s
You Can Impact

Sy et

|

@ Processes
e Systems

' ' E
Job

A.

050

EY(EaiE

Tools

Job Roles

a® =3 A
c;-cﬁ: Critical Behaviors



What to know: 9

PEOPLE VARY GREATLY THERE ARE DIFFERENT PEOPLE WANT TO
IN TOLERANCE FOR REASONS FOR THAT! REDUCE UNCERTAINTY
UNCERTAINTY

THEY MAY USE
HEURISTICS TO DO THAT



— What to do:

2 \

ACKNOWLEDGE REDUCE
UNCERTAINTY ENVIRONMENTAL
UNCERTAINTY



CEO/President

Executive Manager

— PREFERRED
SOURCES OF
COMMUNICATION
DURING CHANGE
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Project
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Change
Management
Team Member

. Organizational Messages
Change

Management B Personal Messages

Team Leader

Other
| i | I |

0 10 20 30 40 50 60
Percent of Respondents



LEADERSHIF
RESILIENCE




1. Reflect and Assess

= Engage in self-reflection
Understand yourself. 0e® and feedback from

@

L trusted peers.
[ ] .
® Emotional intelligence. = Adapt your leadership
Q style


https://online.hbs.edu/blog/post/styles-of-leadership
https://online.hbs.edu/blog/post/styles-of-leadership

Your
leadership
style:

1. Approachable

2. Credible

3. Aspirational




== 2.STRIVE TO CONTINUOUSLY LEARN
AND GROW




— 3. Be Purpose-Driven

Why are you doing this in the

first place?
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— LEADERS AS THE
FACE OF THE
ORGANIZATION




WHAT IS PUBLIC HEALTH?
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Source Factors

Source: The person involved in communicating a message

Direct Source: A spokesperson who delivers a message and/or
demonstrates a service

Indirect Source: Doesn’t deliver a message but draws attention to
and/or enhances the appearance of the message




Credibility

Credibility is the extent to which the recipient sees the
source as having relevant knowledge, skill, or experience and
trusts the source to give unbiased, objective information

Expertise and trustworthiness are two important dimensions

to credibility.

Information from a credible source influences beliefs, opinions, attitudes,
and/or behavior through a process known as internalization, which
occurs when the receiver adopts the opinion of the credible
communicator since he or she believes information from this source is
accurate




“To be persuasive we must be believable;
to be believable we must be credible;
to be credible we must be truthful.”

— Edward R. Murrow



http://www.goodreads.com/author/show/178884.Edward_R_Murrow

What cultivates trust?

TRUST
RELIABILITY

- Trust is a major component of source
credibility.

CREDIBILITY



- Positively impacting trust:
- Objectivity
- Clarity/Accuracy of Info

- Recommendation by others

- Negatively impacting trust:
- Bias
- Complex/inappropriate Info

- Unknown (low recommendation)

Building Trust through the Message

Sbaffi, L., & Rowley, J. (2017). Trust and Credibility in Web-Based Health
Information: A Review and Agenda for Future Research. Journal of Medical
Internet Research, 19(6), e218. https://doi.org/10.2196/imir.7579

Lin, T.-C., Hwang, L.-L., & Lai, Y.-J. (n.d.). Effects of argument quality,
source credibility and self-reported diabetes knowledge on message
attitudes: an experiment using diabetes related messages. Health
Information & Libraries Journal, 34(3), 225-235.
https://doi.org/10.1111/hir.12181



https://doi.org/10.2196/jmir.7579
https://doi.org/10.1111/hir.12181

Source Credibility is Subjective

- Building trust using an objective and accurate message, and building a following will put

you and your message in the best light for the audience.



Watch out for Inaccurate
Information!!

- The higher the misinformation, the lower source credibility is rated.

Pena, M. M., Klemfuss, J. Z., Loftus, E. F., & Mindthoff, A. (2017). The effects of exposure to differing amounts of misinformation and source credibility perception on source monitoring
and memory accuracy. Psychology of Consciousness: Theory, Research, and Practice, 4(4), 337-347. https://doi.org/10.1037/cns0000137



https://doi.org/10.1037/cns0000137

Fo

- In 2010 when Haiti w
overexaggerating the

- In 2017 when Hurricane Harvey out about not donating to TRC

because of its fraudulent claims



Source Attractiveness

- Attractiveness encompasses similarity, familiarity, and likability

- Source attractiveness leads to persuasion through a process of identification, whereby
the receiver is motivated to seek some type of relationship with the source and thus
adopts similar beliefs, attitudes, preferences, or behavior.




— POSITIONING YOUR
DEPARTMENT FOR
SUCCESS




%! Hadiilo

Reasons Why Organizational Changes Fail

32%
20%
17% 17%
: I .
Inability to cope Improperly defined Lack of effective Unfamiliar Poor project
with technology objectives communication scope management skills

PMI



— 7 reasons change can falil

-

#1: Starting with an Incomplete or Poorly-Defined Strategy

#2: Following a Strategy that is Too Rigid and Inflexible

#3: Lack of Effective Communications

#4: Failing to Identify and Address Resistance

#5: Disconnect Between Strategy and Culture

#6: Setting Unrealistic Expectations

#7: Not Creating — and Celebrating — Short Term Wins
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Improved
productivity

Organizational
change

Employee Greater
satisfaction efficiency

® SweetProcess



THE POWER OF r
HOPE, OPTIMISM AND EMPATHY






66

Optimismisn’t a belief
that things will
automatically get

better; it’s a
conviction that we
can make things
better.

— MELINDA GATES







What Is Empathy?

Affective Empathy

The ability to respond to other
people’s emotions appropriately

Somatic Empathy

The ability to feel what another
person is feeling

Cognitive Empathy
The ability to understand

someone’s response to
a situation



Identifying Needs
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