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Finders Keepers: Reward, Retention & Succession

“The war for talent” is a term that has featured regularly in newspaper articles, magazines, and by external recruiters of law firms.  It is a very real issue for law firms. The scarcity of true talent and the demand for it are as bad as I have seen it in almost two decades of my time involved in legal recruitment.  

Facts most definitely support this, and include:-

· Falling unemployment rate for university law graduates, which is down from 3.1% in 2004 to 2.4% in 2005
· An increase in cost per hire, which, despite better use of technology and the use of fewer and less expensive contractors, has crept up every year since 2001, according to Staffing.org.
· Recruiting conferences expose the common and constantly repeated theme about how few good candidates are applying.
What are the implications for the Australian legal industry?

The Australian legal industry is suffering increased ‘brain drain’ offshore.  Australians have always been good travelers and the internet has blown open the industry by offering global employment prospects to staff that law firms have spent training, at the touch of a button.

Australia is again being viewed as a source market for UK firms.  We speak the language, are hardworking, our legal systems come from the same root, and in world terms, we are cheap. 

However, one of the most important repercussions, with clients becoming loyal to individuals rather than firms, the opportunity exists to expand your client base through strategic poaching by competitors, and for your clients to leave you if a partner decides to move.

How to win the war

No General will enter a war with only an offensive strategy, they also have put in place plans to counter the enemy’s attacks. This ensures retention is the new battleground in the war for talent.

How do you win this war?  Get strategic – because surprisingly few firms are.

A report from the Consulting firm Watson Wyatt investigates what recruiting managers are doing in the area of strategy.  The survey, deployed electronically to more than 7,000 global participants in March of 2005, produced results that shocked even the most vocal of HR critics.  Over the course of just ten days, more than 840 companies, ranging in size from just 25 employees to well over one million, reported in on the existence and use of a strategy in their recruiting efforts.  

Some 96% of the firms responding to the survey had plans to hire either new or replacement staff during the 2005 calendar year.  26% had plans for growth.

If a strategy is a systematic plan of action aimed at accomplishing a goal, then with 96% of the firms responding indicating that they planned to hire new staff, you would think it logical that a majority of firms would have a strategy in place that outlined the actions that would be taken to accomplish the task of recruiting.

To Watson Wyatt’s surprise, only 42% of the participating firms had developed such a strategy. This response alone reveals that a majority of practitioners, while they claim a desire to work strategically, often do not.  

Of the 353 organisations that stated they had a strategy, only 154 bothered to communicate the key points of the strategy to all internal parties involved with recruiting and retaining staff (only 18% of the total survey population).  Even worse, only 148 of the 353 organisations with a recruiting strategy is used as a decision filter when executing the actions designed to recruit or retain staff.  Some 50% of the respondents stated that it was “occasionally” consulted, and a full 7% said that it was never consulted post development.

The core questions were basic, the answers easy to identify with, and the results were very clear.  93% of the survey respondents, 782 organisations believed that a staffing strategy played an “important” role in the organizations success of failure, yet only 18% develop and consistently use such a strategy in their own organizations.  The survey also identified that the content of most strategies, according to the survey respondents, has little relevance to strategy at all and focuses much more on operational processes.

A huge competitive advantage exists for law firms in a talent short market.  It does not take long to devise, and it is not a costly exercise to implement.  Utilising a staffing recruitment and retention strategy will put you ahead of many competitors. 

Good to Great 

Periodically, you read something that shakes the foundation of what you have come to believe.  Arguably, one such book is “Good to Great: Why Some Companies Make the Leap….and others don’t ” by Jim Collins.

The old adage “people are your most important asset” turns out to be wrong.  People are not your most important asset.  The right people are. 

It is with this simple opening shot that the book delves into what it takes to turn a company from good or mediocre to enduring greatness. 

Over a five-year period, Collins and his team of researchers meticulously analysed decades of business history, looking for the identifying characteristics of eleven companies that over 15year periods outperformed the market by 700%.  Many factors could have been responsible – a function of market conditions, innovation, radical restructuring, technology.  However the actual reason was great talent. In order to be great, some of our most closely held assumptions about staffing need to be challenged. 

Great Leadership

The era of the “celebrity” CEO may be over according to Collins.  He describes five levels of leadership in which the top level 5 leadership, the level which drives the greatest sustained results, is not the highly visible type CEO we can often associate with greatness.  While highly ambitious, Level 5 leaders sacrifice their own profiles and channel their energies into ambition for their organizations.  They blend humility and modesty instead of personal flair, often deflecting any talk of their own responsibility for the company’s success and instead pointing to their great staff, market conditions, or even dumb luck. 

Most importantly, Level 5 CEO’s set up their organizations for continued success after they leave.  They do a much better job of surrounding themselves with future leaders, whereas good or mediocre companies often followed a “genius with a thousand helpers” model.

How to build a great team – first who, then what

This approach defies almost every process, structure and technology built into the HR functions of today.  “The executives who ignited the transformations from good to great did not first figure out where to drive the bus and then get people to take it there.  No, they first got the right people on the bus (and the wrong people off the bus) and then figured out where to drive it.”

Many of the good-to-great companies did not take a requisition-driven approach to finding the best people; instead they attempted to “inject an endless stream of talent” into their organizations, sometimes without a job in mind. 

As former Wells Fargo CEO Dick Coolley stated, “That’s how you build the future.  If I’m not smart enough to see the changes coming, they will.  And they’ll be flexible enough to deal with them.” The concept of the “opportunity hire” seems lost in this age of assessment testing, skills-based profiles and pre-screening.

A key part of the “get the right people on the bus approach” is not selling a set vision to potential candidates.  It’s getting people to join because of the other people who are on the bus – and letting them solve the challenges on the road ahead.

Common hiring measures are unhelpful

The following lessons from “Good to Great” seem to undermine fundamental assumptions about great staffing strategies, execution and measurement, and may greatly upset individuals wearing their “procurement hat”:-

· Low cost-per-hire, time-to-fill and other efficiency measures are not the hallmarks of great staffing

Of the great talent principles Collins uncovers, he leads with, “when in doubt, don’t hire.  Keep looking.”  All eleven of the great companies profiled in the book, including Gillette and Kimberly Clark, actively embraced this principal, deciding to wait to find the best person before filling even their most critical openings.

· The Best People are Worth Digging for 

One of the good-to-great CEO’s highlighted the fact that he spent 80% of his time finding the right people and ensuring they were in the best roles for them.

Meanwhile, his main competitor (which started off on equal footing) spent most of its time determining which stores to buy versus which people to hire or keep.

· Not all turnover is bad

The early days of nearly every good-to-great transformation was characterized by high initial turnover, which really represented the wrong people getting off the bus before it left the station.

According to Collins, “People either stayed on the bus for a long time, or got off in a hurry. In other words, the good-to-great companies did not churn more, they churned better.”

· The right person is not always the person you expect

Whether someone is the right person “has more to do with character traits and innate capabilities than with specific knowledge, background and skills” according to Collins.  He highlights several examples in which star employees with no previous experience in a specific area were assigned to critical opportunities – and ran circles around the people who had much more “relevant” experience.

In law also, the highest billing partners, the ones with the really loyal clients, are not always the best technical experts in their field.  The most important first step in your retention strategy must be to identify what the so-called soft skills are that these partners possess that make them so successful in your culture. You then need to identify who else has these skills within your firm.  These are the people that you focus on retaining. These are the people to ask to drive the bus at all levels within the firm.

So, are law firms screening for the right things?

Not every company can be, or even aspires to be great.  But truly great staffing means thinking about how to get the absolute best people on the bus and keep them there for the ride.   It means occasionally hiring someone great who isn’t an exact fit for one of your openings.  And it requires a radical focus on measuring and improving quality. 

Rewarding staff

Countless surveys in 2004 and 2005 all agree on what drives retention.  What your staff are looking for in return for their loyalty is:

1) Opportunities for growth and development

2) Strong, ethical leadership

3) A support for work/life balance

4) A team based environment

Interestingly, on average money came in 7th and in no survey observed by the writer did it enter the top 3. 

Retention

Many books are being written right now about retention.  Fears are growing that employees will soon begin leaving in much greater numbers than they have over the past few years. But remember, good people (and bad) tend to stay where they are unless there are reasons to move. 

What is more difficult, is knowing who to focus on keeping and who not to.

Good people are never easy  to satisfy and for the best people, employment is more about relationships and opportunities than it is about pay or security.  What we often fail to recognise is that individuals have changing needs. As their knowledge and intellectual capital accumulates, they need challenges, stimulation, excitement, and change to stay productive and engaged.

To maintain the employment relationship, employers have a huge responsibility.  They need to clearly know who their best employees are, keep them informed, help them maintain and develop skills, encourage internal movement and change, and help them to build networks and internal relationships. 

None of these things costs much when compared to the cost of recruiting and developing new employees, and none of them are really very hard to do.  However to put them in place does require a change of mindset and a willingness to break (or at least stretch) the usual policies and rules that exist in many organisations.  After all, good HR and good retention is all about treating people fairly – but not necessarily the same. 

So, what are the important factors to consider to build lasting loyalty and strong employee/employer relationships in your firm?

1) Manage performance, not time

You need to have a performance management system that works.  A major reason for employee unease and anger is insecurity over how their performance and promotion prospects will be assessed.  Employees want to know what good performance looks like, and more and more they expect to be rewarded (not necessarily financial) for achieving it. 

Those whom you want on the bus should always know exactly how they are perceived as performing.  They need specific goals to accomplish, deadlines to achieve, or clients to satisfy. 

Every quality individual I have ever talked to on the subject dislikes the idea that people get paid simply for showing up on time and filling in timesheets.

We need to be on guard in the professional services environment that high performance is emphasized more than time is managed and accounted for.

2) Keep employees informed 

Silence is the greatest enemy of retention.  When management does not update the employees on the financial and business state of the company, or any potential merger discussions, and when rumours can be counted by the minute, turnover goes up and productivity goes down.  While some people (usually the weaker members of staff) hunker down and hide away, the best ones start looking.

Many excellent employees who are highly valued have left their employers because of business uncertainty. No one expects assurances or guarantees, but what most at least hope for is an understanding of the state of play.   Relationships thrive on the exchange of information.  Two-way communication between employer and employees is as critical as is performance management.

3) Educate to retain 

Education and development are the cheapest retention tools in your arsenal.  It is an irony that to keep the best staff, you need to up skill them to a point they can leave your firm at any time.  Your best staff demand constant employability. 

Locking promising people into degree or certificate programs is almost a guarantee that they will remain with your firm until they complete the program.  Most will be loyal and thankful.  All of them will be better educated and hopefully more productive employees.

However, if we think about our own learning, most of us will agree that the really useful stuff has been acquired in an informal way.  We learn from peers, bosses, friends, and our own experiences.  Formal education may lay the foundation, but we build on it by doing, failing, and trying again.   This is why we should encourage people to take on jobs that are “over their heads”.  The best will quickly learn on the job and through their informal networks and conversations.

Many employees who leave organisations are simply looking for a bigger challenge or the opportunity to use a new skill or degree.  Smart organisations will encourage this and motivate managers to source and hire internally whenever possible – even if it will require a bit of training. 

4) Help every employee build a social network

Employees are frequently devoted to fellow employees and feel strong attachments to them.  This is what keeps many people from job-hopping.  Networks are extremely powerful.  Companies that actively promote employee interaction and teamwork have less discontent and less turnover than those that keep employees apart or at odds.   Clubs and social groups within an organisation can be extremely beneficial.  

New graduates should be buddied-up with their university alumni within their first week to help them become oriented to the firm and meet other new hires.  This tends to raise the level of commitment they have to the organisation and reduces turnover.  Internal networks are powerful binding devices. 

5) Get your employees to “fall in love” with your organisation 

How? Communicate your vision in a compelling way.  Show everyone the role they have to contribute to this vision.

Emancipate action – give people the freedom to fail, reduce bureaucracy, and encourage them to challenge the status quo.  Let them drive the bus, let them breathe life into your organization.  Do not let your employees stagnate.  

Retention is much more effective when you put the right person into the right job.  Know the job.  Know the employee and their motivations.

In the US, half of the Fortune 500 companies are now using assessments to more fully understand each job and the soft skills that are required for top production within their specific company culture. These benchmarked skills are then compared against qualified applicants to help determine who will be successful in the position and fit well within their company’s culture.  These assessments are also used as a powerful professional development tool to enhance the training of continuous life-long learning (which is another powerful retention strategy).

6) Solicit feedback

Employee committees to help develop retention strategies are a very effective strategy in their own right.  Seek input.  Ask what do people like about working here?  What would you like changed to make the company a better place to work?  However if you ask for and get this feedback – you must act on it, even if you question its benefit.   Asking for help and then ignoring what comes your way is a sure fire way of disenfranchising your staff.  

7) Leadership must be deeply invested in retention

Firm management and indeed all partners must be skilful in communicating company policies in a way that creates “buy-in” from their staff.  They must be able to engage with staff at an emotional level. 

8) Recognition, in various forms, is a powerful retention strategy

This is certainly one of the cheapest weapons in your armoury.  It does not have to cost a lot and yet one recent survey in the US suggested 46% of people leave their jobs because they feel unappreciated. 

This could be fixed by very simple strategies such as noting and thanking employees who stay back late on deals.   Ensure you give them days off in lieu of constant late nights and allow and encourage them to leave on time when you are between matters. 

Pass on all client feedback, and celebrate the successes within the team.  Be thoughtful.  Be polite. 

9) Remember that the “fun factor” is very important to many employees

Retention is often related to interpersonal connections and the amount of fun within work teams.  The fun factor is important to the generation of workers that use activities as stress management in highly charged production environments such as the legal profession, where long hours are required.

If you look at the website for Piper Alderman Lawyers, on the front page is a photo of their victorious five a side soccer team.  Encourage and promote such things for interpersonal interaction, fun, and stress management.  Though not everyone can participate in physical activities, this sets the tone for a culture based on competition, health/well-being, and interactions that are inclusive beyond work. 

Employment Branding 

There is nothing legal you can do that will help you gain and retain staff than getting recognized as an employer of choice.  Employment branding is a long term strategy that will offer any organisation that commits to it a real advantage. 

Elevating the exposure of your organisation as an employer of choice is necessary to succeed in this environment that is increasingly more employee favourable.  The following concepts will help guide your efforts in branding your organisation as an employer of choice:

1. Understand your business objectives

What is leadership’s vision for the future direction of your organization? What is the commitment to growth, new markets, and business development?  Leadership must support the employment branding initiative and encourage dialogue to help close any knowledge gaps with respect to near and long term organizational objectives.

2. Identify your talent needs

Determine the talent needed to accomplish key business objectives in the future.  Determine which skills are most critical to support the evolution of your organization, and assess where gaps exist among the present workforce.

3. Determine the employment brand attributes

Determine those key attributes that define the employment experience within your firm.  Take into consideration the things that shape your organization, like mission, vision, and values.   Consider the role of the brand as a promise to candidates about the employment experience you offer and make certain that you deliver this to your current employees.  At this stage in the process, it’s often useful to conduct employee focus groups to best ascertain what attributes are legitimate and resonate most powerfully with your contributing talent. 

4. Look for synergy with the corporate brand

Many firms have made great efforts to perpetuate an image of the product or service offerings that define their brand.  It is important to consider how to best incorporate this messaging into the context of recruitment and retention communications.

The role of marketing and corporate communications is often essential in the employment brand development process, to the point where we now see hybrid HR/marketing roles emerging within leading commercial organizations.

Consistency in all external communications can be achieved by working cooperatively with marketing, and the advantage is that much of the heavy lifting will often already have been accomplished. 

5. Develop a communications plan

This outlines the branding strategy and defines important considerations like budget, timing, markets, media, and project priority.  Do some competitive intelligence gathering to benchmark your organization against other firms and industry best practices.

6. Develop the creative content

A strong employment brand focuses on what you offer that is unique, different, or better in the context of your career opportunities.  Here a strong relationship with marketing ensures synergy with corporate communications while achieving the ultimate objective of presenting your employment experience in the most compelling way. 

7. Establish metrics

The adage that you can’t improve what you don’t measure certainly applies here.  At the onset, metrics based on desired outcomes should be established. 

Determinations based on your own unique challenges will guide your objectives, and it is likely that you are already measuring efforts to favourably impact cost, quality and speed.  A well-developed employment branding strategy will contribute to gains in each important area. 

It is important to carry the “brand” experience into support of your retention initiatives.  To determine if you are living the “brand” as an employer, solicit feedback from recent hires and those employees whose contributions you want to replicate.  Equally important is obtaining feedback from those desired candidates who turned down an offer of employment and developing improvements to address those issues. 

8. Execute and evaluate

Once you are ready for marketplace execution, you need to develop a platform of internal communications with a target launch date for the new employment brand. 

Engaged employees, who are resolved to share in the challenge of attracting more like-minded talent to an organization where they believe one can exceed one’s own potential, are the pinnacle achievement of any employment brand.

Keep in mind that employment branding is an ongoing process. Evaluate your success regularly, and don’t be afraid to update, adjust, and change direction as your needs dictate. 

Succession

We have seen that internal opportunities head the wish list of your best staff.  If you fail to deliver these, you are at risk of losing them to rival firms who are willing to do so.  If we believe that talented, skilled people are a scarce resource, then we have no choice but to focus as much on internal recruiting.  Perhaps the largest sourcing mistake firms make is to not look at existing employees as candidates.  There are many reasons for this.  Very few HR departments have access to information about employees beyond the CV produced when they joined.   Some firms have policies in place where current employees are not able to apply for roles internally without permission from their supervising partner.  

Employees are investors in your organizations, and they freely choose to share their expertise and skills with you.  Or not.  Until, and some times including reaching partner status, each employee has a built-in return on investment (ROI) meter that is constantly sampling the atmosphere and deciding whether he or she is gaining or losing from a continuing association with the firm.  As long as the employee feels that they are gaining, they don’t look for a different job and they contribute to the best of their ability within the system.  However, whenever the balance shifts even slightly, employees become vulnerable to any offer that may present itself. 

Usually when an employee wants to apply for another position inside the firm, it is because they:-

1. Are looking for a new challenge

2. Are not happy with their current team or boss; or

3. Feel that the new position will offer more of a return on their investment

To deny them this opportunity and to place some HR policy in their way is not only a sure way to lose them to someone else, it is also just plain dumb.  Happy employees who are treated as investors will be unlikely to leave. 

The following issues should be looked at by HR departments.

1. All policies should be abolished that limit or control how or when employees apply for positions within an organization  

Policies should encourage partners to let staff leave for new opportunities and should encourage them to provide development opportunities.  Organisations such as Hewlett-Packard, IBM, and General Electric have faithfully followed this strategy for decades and believe that it has directly contributed to their financial success.  The basic philosophy should be that every employee has the same or better employment opportunities inside the company as exist in the marketplace.
2. Firms should make it a policy to encourage employees to share expertise and skills broadly

After all, it is the network interconnectedness of your employees that add value to your clients.  There is always the need to balance deep functional expertise with broader skills. 

3. Let recruiters work just as freely inside as outside the organization.

This can be a contentious one.  You must have real trust in the ethics of your recruiters.  If your recruitment partners are loyal and have earned your trust, letting them also work on backfilling positions that may be vacated by an employee who is moving on to something else is a just reward.  If a recruiter knows that an employee is leaving for a new position internally, they can help the manager find someone else for the old position at almost the same time.   Worse case scenario, at least allow recruiters to benchmark internal applicants against their own candidates (and negotiate a reduced fee for internal appointments).

4. Create policies that allow employees to try out a new job for a short time to see whether they like it and can do it well

Let employees share their job with someone else so they can sample more than one kind of work or more than one project.  Foster a spirit of sharing experience and skills, not of owning the mind and body of someone.  

5. Develop training programs aimed at providing people for specific, and perhaps hard-to-fill positions

Cisco did this a few years ago by training people to be HTML programmers in an intensive several-week long program.  It is often more cost effective to develop the talent you need than to recruit it.  A recruiter’s job should be partly one of providing advice on the availability of talent and on whether it would be better to develop it or recruit it.  Currently, the shortage of senior, quality corporate and commercial candidates may have to be fixed in this manner. 

Succession

All around the globe, the transformation of traditional staffing into talent management is happening among leading organizations.  Like many evolutionary changes, this one got off to a slow start, but it is picking up momentum exponentially.

Driving this transformation is the realization by senior leadership that talent, as much as, if not more than, technology, is the driver capable of increasing or limiting the capability or capacity of the organization. These organizations are going where none have gone before, establishing new practices that demonstrate talent management is as much a science as any other management discipline. 

Capacity and capacity planning

 At the core of this transformation is the application of a science known as capability and capacity planning (CCP), long used in other areas of the business, to the macro-level talent pool that makes up the organization. 

Capacity and capability planning from the talent management perspective is all about balancing the “load” of labor needed by an organization to meet or exceed its strategic objectives with the optimal mix of “resources” capable of doing so.  CCP is already in use throughout most firms and be easily identified in the IT function, where CCP looks at the demand for bandwidth that will be placed on the network infrastructure (often referred to as network load) and the mix of hardware components that have the capability (features) and capacity to meet the forecasted demands. 

The appearance of CCP in the staffing world is not entirely new, but the current scope to which it is being applied is.  Many larger firms have used metrics to govern the allocation of recruiting budget to recruiting sources that have a proven capability of producing hires and a capacity to meet projected headcount needs.  For them CCP is already in use in a limited way.

Such instances are limited in scope, however, and are therefore also limited in impact. Expanding the scope of CCP to govern all of the interrelated activities that create the inventory and manage the deployment of talent present in the organization brings us to the modern day practice of talent management. 

The Most Common Pushback  

Every time a conversation turns to managing the inventory of talent present in an organization, someone will undoubtedly speak up and proclaim that people are an asset unlike any other, and that they cannot be managed using the same approaches than an organization uses to manage a desktop computer or copy machine.  Indeed the outdated view of HR being a “warm and fluffy” function needs to be firmly rejected at this point.

While people are individuals and each is unique, they, like every other resource in use by the organization have the following characteristics:-

They have a lifecycle. Historically it was true that an employee would remain loyal to an organization throughout their lifetime, however this is no longer the case around the world.  Employees, like all assets, have an employment lifecycle, which can be forecasted.  This lifecycle, like all assets, has a ramp-up period, a period of stable production, a period of declining production, and a final period of obsolescence.

They have maintenance needs. Just as the printers need services throughout the stages of their lifecycle, employees need periodic maintenance to keep their skills in line with current needs and updates in the employment offer to meet changing life needs.

They have defined capacity . This characteristic more than any other drives the most common pushback that people are not machines; however it is also the one where humans are most like machines.  Most mechanical machines cannot be run at maximum output indefinitely without negative impact on the lifecycle of the machine.  Most employees cannot work a 120 hour week indefinitely, but a number have proven it can be done on a short-term basis. 

The have defined capability.  A monochrome laser printer cannot print pages in colour, although it can try.  Likewise, an associate who is skilled in the area of litigation could not in truth successfully pick up an M&A matter, although he or she could try.  With modification, also known as training, it is possible that but at any given time the asset does have a defined capability. 

Talent Resource Planning in Practice 

With the understanding that talent can be managed on a macro level, like any other asset, let’s turn our attention to the leading practice in the area of talent management, talent resource planning.  Talent resource planning is the application of CCP to the inventory of talent that comprises the organization.  The analysis which drives it looks at:

· The capability and capacity of labor needed to achieve the strategic objectives of the organization

· The capability and capacity of the current talent inventory

· The gaps that exist  between the two

· The methods capable of filling the gaps

· The disaster plan should any of the methods fail to close the gaps in the time allotted.

As with all CCP analysis, constant attention is paid to maximizing benefit while minimizing cost.  Many organizations miss the maximizing benefit part, opting instead to focus solely on cost containment – it is, after all, easier.

In the modern organization, it is essential that it looks at all of the possible resources that can be utilized by the organization to accomplish work, hence the inventory is not just comprised of full-time permanent employees but also part-time employees, contractors, consultants, outsourcers and strategic partners.

Data needed to power talent resource planning
Be warned, this is not an easy exercise.  Talent resource planning and talent management in general requires that functions related to HR coordinate, and work together at levels few organizations have ever witnessed. 

Some of the types of data needed to assist you power a talent resource planning initiative in a firm, required from leadership:

· Prioritised list of strategic business objectives

· Market projections associated with each objective

· Projected monetary impact associated with only partial attainment of objectives or delays in obtaining objectives

· Defined capability and capacity of all current strategic business partners

Data needed from finance

· Defined capability and capacity of all the current contractors, consultancies, and outsourced service providers approved for use

Data needed from HR

· Projected cycle times to source, screen, offer and hire talent needed according to skill type and mastery level needed. 

· Total projected talent acquisition cost according to skill type and mastery level needed

· Total compensation expectations according to skill type and mastery level needed

Data needed from training and development

· Cycle time to develop needed skills profile, according to skill type and mastery level needed

· Cost to develop skills by resource needed.

Not an altogether simple task, but with so few Australian organizations really embracing CCP in its entirety there is a true competitive advantage to be gained, especially within larger firms looking to expand the amount of work generated off shore.  Smaller and mid tier firms could also benefit from embracing the theories behind CCP and incorporating these into staffing policies and procedures.

In an era of true global competition, remaining competitive comes down to managing the capability and capacity of your organization to meet the demands of your clients and target clients, an activity that is largely dependent upon your ability to recruit, retain, motivate, and develop your staff accordingly.

Retention is the battle you have to win to succeed. 
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