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Navigating

by Katie Roberts

The Tides of Change

Courage and a can-do attitude are critical for success.
he one thing you can’t prevent in
business or life is change. Whether
sudden, slow or somewhere in
between, change is going to occur no
matter what you try and do to avoid it.
But what exactly makes change so challenging for many people to embrace?
And why is it more common to perceive change as stubbornly inevitable as
opposed to gloriously reliable?
For starters, change can just be
downright hard, says Brenda Norman,
whose Lebanon, Mo.-based store,
Norman’s Bridal Shoppe, was
destroyed by fire in 1987.
“Right after the fire (my husband and
I) just didn’t know what was going to
happen,” she says. “It was mentally and
physically draining. Particularly with this
kind of change, we were not at all in
control.”
Indeed, experts say that “not being in
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Adapting to change is a
requirement for survival in
today’s business age.

control” is really what’s at the core of
most angst and anxiety surrounding
change. As a general rule, humans like
control.
“Most people dislike change because
at the very least, it represents the
unknown and unfamiliar and at its
worst, it means loss,” says Kathy
Cleveland Bull, president of NCompass
Consulting (www.ncompass-consulting.com), a firm dedicated to helping
clients navigate the art and science of
change.
“We may not believe that our current circumstance is perfect in our work

or in our life, but at least it is known,
which provides a certain degree of
security in a fast-changing world,”
Cleveland Bull says. “The very same
dynamic exists in our organizations,
which are made up of a collection of
people resisting and fearing change. It’s
a very challenging scenario for leaders
today when adapting to change is a
requirement for business survival.”
A Proactive Approach
Yields Great Results
Subconsciously, peoples’ ability to
manage change sheds light on their attitude toward it.
Simply put, those who have a positive attitude toward change tend to
deal better with surprises whereas
creatures of comfort are typically more
rattled by change.
“As a species, we have a natural,
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Proactively confronting
change makes it easier to
deal with future changes.

hardwired desire to seek comfort and
avoid pain,” Cleveland Bull says.
“Because some business leaders and
their employees see change as an
inevitable, painful experience (and let’s
face it – it can be), they instinctively
hunker down to avoid the pain. They
may even be aware that they are controlled by a drive for comfort.”
It takes courage to run out ahead of
the pack, Cleveland Bull acknowledges.
“But that’s exactly where leaders
need to be to take charge in turbulent
times,” she says.
In fact, that’s what Lisa Cacace has
been discovering over the past couple
of years.
In December 2012, she became the
new owner of Wedding Wonderland in
Knoxville, Tenn. No stranger to bridal,
Cacace had previously worked as a
manager in the store and had always
dreamed of owning her own salon or
even that very store someday. So when
the opportunity suddenly came up, she
jumped on it.
At the time, she didn’t realize that a
CPA, and not the former owner, had
always handled the money and paid the
bills. So there was no one in the store
who had been in touch with how to
plan for and manage the budget,
accounts payable/receivable, taxes, shipping fees, and financials specific to manufacturer and designers’ requirements,
she says.
The steep learning curve ball nearly
caused her to close the store down,
Cacace says. Adding to the difficultly, a
staff member spread rumors that the
store was indeed closing, and the Small
Business Development Center recommended that Cacace file for bankruptcy
because of everything she needed to
do to get the business back on track.
“When January 2013 hit, I was so
tired from working 12-hours days and
bringing home all the work and staying
up late to finish it — I would ball my
eyes out for two hours,” says Cacace,
who says the stress also severely affected her personal life and her relationship
with her husband. “There were times I
was so stressed, I really did want to shut
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There are three universal
phases people go through
when confronting change.
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the doors and not get out of bed. But
then I’d realized this change was really
what I had wanted.”
Ultimately, pulling on the inspiration
she got from seeing happy brides and
adopting a can-do attitude trumped her
fears. Refusing to back down from the
challenges, Cacace started figuring out
affordable, creative solutions to address
her issues. She renegotiated her lease in
order to better manage payments and
painted the interior of her store a new
color. She marketed the new look
through social media to show customers that the store had not closed
but simply been remodeled. As a result,
the traffic that had dropped off due to
the store-closing rumors immediately
bounced back.
Cacace also ended up making a
good contact through the SBDC,
despite the organization’s differing view
about her business potential.
“She recently popped in to see how
I was doing, what my struggles are, and
how I’m handling them differently,”
Cacace says. “I’m just not allowing stress
to take over my entire day, and it was
actually nice to share that with her.”
Clearly, courage and a can-do attitude are critical to embracing and driving change, which is one of the key
roles of any business leader. When
you’re fearless and proactive vs. fearful
and reactive, you naturally become less
resistant to change and more capable
of handling whatever comes your way,
says John Manning, president of MAP
Consulting (www.mapconsulting.com),
a general-management consulting firm.
“It’s really the leadership that drives
change in a culture,” he says. “That all
begins with that courageous mindset of
‘Why can’t we do this?’ and ‘Why can’t
we do this better?’ When the leader is
proactively thinking this way, it sets the
tone for a culture of change, one that’s
going to consistently welcome change
and not fear it.”
Wanting to manage change effectively and doing it successfully are two
different things, however. Manning says
that getting better at handling change
first requires defining what the change

is and establishing the strategies
required for achieving it. Additionally,
one must sponsor that change effectively (take ownership of it and get the
necessary buy-in), communicate it and
then implement it.
“These are generally the key steps to
change, but it’s important to realize that
the sponsorship piece – which is about
truly being onboard and getting your
key people to sponsor and believe in
this change – is essential,” Manning says.
“Research has continually shown that
most new projects or other types of
changes fail because of poor sponsorship.”
The Three Steps Of
Successful Change
In understanding the dynamics of
successful change, Cleveland Bull says
it’s helpful to become familiar with the
“Three Phases of Change,” which were
first articulated by internationally
known speaker, consultant and author
William Bridges. His classic model is a
favorite tool for consultants, counselors
and coaches in many fields worldwide.
The first phase is called Endings –
where people leave behind what is
known and head into the unknown.
“Many experience classic feelings of
grief during this phase,” she says.
The second phase is called the
Neutral Zone, which refers to a type of
no-man’s land of ambiguity and uncertainty. People in this phase have left the
security of the known past but aren’t
quite sure where they’ll land in the
future. They have more questions than
answers.
“It is the scariest place of all phases
and, unfortunately for many, it is where
we spend the greatest amount of time,”
she says.
Finally, the third phase is New
Beginnings. We’ve arrived at the destination, and it’s time to celebrate! Then
begin the cycle again.
“We feel a sense of relief but also
have gained the awareness in our journey that there is likely another new
change ahead,” she says.
After the fire at Norman’s Bridal
Shoppe, Norman and her husband
rebuilt the store bigger and better than
ever. The loss and forced change provided her an opportunity to redesign
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Change provides valuable
opportunities for improvement
and growth.
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her salon to be more purposeful and
beautiful. She made decisions to change
lines and product categories to the
business’s advantage and learned just
how supported she was by her community and the bridal industry. So there
was a lot of good that came out this
sudden, difficult change.
However, although Norman felt like
she’d arrived at her destination, as outlined in the third phase of change, she
also realized she’d never be able to stop
change. And she was right – when gas
prices started creeping up, and brides
from Springfield, about a half hour away,
started resisting the commute to her
store, Norman started planning to
open a second store in Springfield.
She’d oversee the store but also get a
lot of help from her daughter, who was
living there at the time.
Unlike the fire, which suddenly
forced change and led to some mistakes simply because decisions had to
be made quickly, opening a second location was a much slower sort of change.
It gave Norman an opportunity to drive
it and be much more proactive and
thoughtful about how to make it succeed.
She ended up opening her new
store in a shopping center, then later
relocated it to the revived downtown
area of Springfield – so it wasn’t necessarily a straightforward, easy sort of
change. However, she knew she had to
put her fears aside in order to move
forward with her goals.
“It’s scary when you’re making such a
big financial commitment, but it sometimes takes a bold move to see growth,
and I wanted to see the business grow,”
she says.
That said, Norman was able to let go
of her worries in part because she had
a good idea of what to expect when
opening a second location. She had
done her homework, and therefore taking the leap was a calculated risk. She
created a plan, backed by strategies that
would help her achieve her goals. As
well, she called upon and tapped her
resources for support – reaching out to
her bank, trusted mentors and her sup-

port network of bridal-industry friends,
who provided wisdom and tips about
expanding.
Emotionally, she also got reinforcement from her husband who supported her “grandiose ideas” with his good
business sense, she says. Norman also
knew that opening the new store
would be a hit to her original location,
so she planned for that as well, putting
different marketing strategies in place
to start drawing more customers from
up north. Finally, like all changes within
her business, she communicated it with
staff and got their buy-in and sponsorship for the change, so she could effectively implement it and execute her
strategies with success.
Having been through two big types
of change – the kind you can’t control
and the kind you mostly can control –
Norman has become a resource for
others in the industry, such as her friend
Brenda Lever, owner of Uniquely Yours
in Tifton, Ga.
Lever is currently going through one
of those middle-ground sorts of
changes that started out tricky and has
just gotten trickier. For 27 years she’s
been in the same location, but the
space she rents and the entire building
was sold in July 2013 to a man who
quickly started converting the business
complex into apartments. While Lever
says she’s had time to look for a new
place to lease or buy, she was not prepared for the building’s new owner to
build a large brick wall in front of her
business, blocking all visibility to her
storefront.
Most people now think she’s closed
and because the new owner has been
so difficult to communicate with, she’s
been struggling to get the word out
that she’s still open, Lever says. But she’s
working at it and trying to be creative
while combatting her own angst and
fears associated with her move, buying
her own location, and this new phase in
this bridal-store chapter of her life.
“I’m not one that likes change,” she
says. “But things change and you can’t
expect to run your business like you’ve
always run it or used to. Particularly in
this industry, it’s not just changing every
year but every week and every day. I
might not be wild about change, but I’ve
now gotten to where I’m ready for it,
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Ask yourself one powerful
question: “What would you
do if you weren’t afraid?”

I’m more prepared, and I’ve got the
support of so many people and friends
in the industry.This will absolutely be for
the best.”
Whether you plan for change or
change happens unexpectedly, there are
going to be bumps in the road, and
Lever’s situation is a prime example of
that. Although she admits being scared
to death when she first learned she’d
have to move and even more scared
when she had to undergo a triplebypass in the midst of all this chaos,
she’s let go of fear’s grip and is inviting
the right kinds of changes into her business.
“Letting go” of the fear is a proven
and essential strategy for anyone who
truly wants to manage change successfully, Cleveland Bull says.
“As Spencer Johnson wrote the
international bestselling book, ‘Who

Moved My Cheese?’, he found a single
question that became so powerful that
it summed up the insights in the entire
story,” she says. “That question is ‘What
would you do if you weren’t afraid?’, and
it can become a daily mantra or a good
question to ask so that as a leader you
can assess whether your initial resistance to change is due to fear or if it is
a legitimate reason for not moving forward with a potential change.”
She continues, “True success in organizational life is not a static result but a
dynamic, balanced approach to living
with constant change and the ebb and
flow of all the different aspects of business. It’s not judging change as good or
bad, fortunate or not, but just as part of
life to meet head on. This modern and
healthy approach to business isn’t
destabilized by change but includes
change as reality. Change is viewed as a
catalyst, an opportunity for growth. And
in the beautiful world of work, no one
can argue the existence of change.”
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