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Kerry:   Tom Gimbel, you’re the founder and CEO of LaSalle Network, one of Chicago’s 

best places to work, as named by The Chicago Tribune. One of the things that 
you emphasize is professional development for your employees. Why is that? 

Tom: I look at training and say I have 100 to 120 employees here, for $2,000 an 
employee to train them I’m sure as heck hoping for a bigger return than 
$200,000. If I train them right and they take that and they run with it, even if I only 
impact 20% of my workforce, I’m going to get a return that’s 5X, 7X, 10X on that 
$200,000.  

 That’s how we view everything. It’s not saying, “Can we afford $200,000?” It’s 
saying, “Are our people worth investing in training?” If the answer is no, then why 
do we hire them to begin with?  

Kerry: Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m 
your host Kerry O’Shea Gorgone. Thanks for listening.  

 Today on Marketing Smarts I’ll talk with Tom Gimbel, founder and CEO of 
LaSalle Network, a staffing and recruiting firm based in Chicago. He is a career, 
employee morale, and workplace expert. His firm LaSalle has been recognized 
as one of the top five best staffing firms to work for in America for 2011, 2012, 
2013, and 2014 by Staffing Industry Analysts, and was chosen as a best place to 
work in Chicago by Crain’s Chicago Business. It’s also been named one of the 
50 best companies to work for by The Daily Herald.  

 Tom is an expert on organizational development. I invited Tom to Marketing 
Smarts to talk about how you can recruit and keep the best employees in the 
industry. And he knows a little something about that; LaSalle’s employee 
retention rate is 90% and their absenteeism rate is less than 1%. I’m glad to have 
Tom with us today. 

 Tom, thanks so much for talking with me.  

Tom: Absolutely. 

Kerry: Your staffing company, LaSalle Network in Chicago, has been named one of the 
best places to work by The Chicago Business Journal, The Chicago Tribune 
named your company a top workplace, your employee retention rate is almost 
90%, which is phenomenal. I have to ask, what’s your secret, what makes your 
company such a great place to work? 

Tom: What we do for employee engagement and creating a culture where people want 
to stay, I think it’s really two-fold. Number one, we appreciate the people that are 
here. I think that service businesses are a little bit different than the 
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manufacturing and distribution companies, because our product is the people 
that we have, our staff and employees.  

 At the same time, I think the number one thing you can do to create a good 
culture is let people go when you make poor hiring decisions. The biggest thing 
that affects a culture is the wrong people. A lot of times companies are too 
scared to let people go, they feel that the workload is too much to let people go. 
But keeping the wrong people in the environment creates a negative culture.  

 As leaders and managers you have to be willing to admit your mistakes. When 
you hire the wrong person, that’s a mistake. The sooner you fix it the better off 1) 
your staff and employees respond to that and 2) the actual culture is more 
positive after the people leave. 

Kerry: You have a week-long hiring process. What’s involved in that?  

Tom: I think that every company can do a different hiring process. We have people 
from different business units interviewing people and meeting, so we get cross-
pollination of types of people that we have in the company. We also have senior 
leadership that’s involved.  

 Sometimes you have to give managers the ability and the autonomy to make 
decisions. At the same time, you have to realize that managers make hiring 
decisions based on pressure that they feel from above. Meaning, if they have 
goals, deadlines, and quotas they need to hit, they may sacrifice on the types of 
people they’re willing to hire in order to hit those goals. You want that to an 
extent, but you don’t want it at the detriment of the culture.   

 I think a hiring process needs to be reviewed, challenged, and changed 
periodically throughout the year based on the business conditions and the 
business climate of your organization. 

Kerry: You’re a staffing firm, so you mentioned that really what you’re selling is the 
ability of your team to help pair people with the right jobs. Isn’t true that to a 
certain extent the success of any company is going to come down to the people 
who work there and their attitude about the work they do? 

Tom: Yes. I don’t think it really has anything to do with the staffing firm as far as being 
careful in the types of people you hire. I think there are different roles. Some 
companies believe in cubes with high walls, some believe in separate offices, 
some people have a completely wide open bullpen area. Everybody has a 
different culture. Some people want people to go into their office and close the 
door and focus on specific work product, others want people engaged and 
picking the brains of other people within the organization. 
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 I think that leadership needs to know how they want their culture and their group 
to execute and to learn. Once you have that, then you can begin to figure out 
what types of people work in that environment.  

 Less than being a recruiting and staffing firm, which there are nuances to that, it’s 
more about we work in a wide open bullpen area, what types of people are going 
to work in that environment. 

 A lot of companies will say, “We don’t care when you get your work done, as long 
as you get it done.” If you want to work from midnight to 2:00 AM, that’s fine. In a 
client servicing business it’s really hard to do that because you need to be open 
when they’re open.  

 I’ve seen companies that when they have superstars they bend the rules for 
those people and then you have culture problems where the average Joe resents 
that.  

 It’s understanding the nuances that can result from every action. I’m not a 
physicist, but every action has an equal and opposite reaction. You have to 
realize that no matter what decision you make in the management of people 
there is going to be a reverberation, either a positive or a negative reverberation, 
and ripples in the pond. You have to be conscious of what could happen. It might 
not always happen, but you need to be conscious of the potential backlash that 
could happen as a result.  

Kerry: The nature of your business is such that you really do need people there during 
what would be considered traditional business hours. You could see some 
people might not be thrilled about that, but your absenteeism rate is so low. What 
are some ways that you make it fun to come to work? 

Tom: I think that the number one thing is to make sure that people understand that the 
fun comes after the work and the success. I’m not a big believer in the pool table 
office.  

 It’s funny, I’ve had these conversations with both our clients that do this and 
other places. The pool tables and the ping pong tables and foosball, it’s all well 
and good, but the interesting thing about that is that companies don’t create that 
so people can play that and work an eight hour day. They put those in there so 
people can work 12, 14, 16 hour days and have a small break to go do that 
without leaving.  

 My feeling is if people want to stay here, I think that’s great, if they want to work 
through periods break time to go and do that, that’s great too. What we love a lot 
is a very transparent communication accountability. We say, “This is what needs 
to happen, this is how we respond to our clients, an influx of client calls and 
customer relationship issues, and this is what’s expect of you.” Then we sit there 
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and say, “We’re not curing cancer, we’re in the jobs business, which is a very 
important serious thing but we need to have fun with it.” We need to laugh, there 
are funny things that happen. We’re dealing with human beings and there are 
goofy stories that happen every day, and we need to laugh about it. When 
something bad happens we need to realize and learn, but we’re not going to 
dwell on the negative. 

 I think when you do that and then on top of it people have fun. We have a group 
of people in each of our offices that have a very strong work ethic, that have very 
similar senses of humor, and are relatively intelligent people. Not overly 
intelligent, but relatively intelligent. I like to use the word “enough,” as in smart 
enough. When you put those people together without the negative “cancers” in 
the organization that we remove, you have people who want to work together 
and have fun. When you’re sitting across a desk or a table from somebody who 
has a similar sense of humor, a similar work ethic, and they’re intelligent, that’s a 
fun place to be. 

 This isn’t about me coming in dressed as a clown, juggling and eating fire. This is 
about putting people together with similar work ethics that are driving towards a 
goal and the goals are celebrated. It sounds basic, but a lot of companies don’t 
do it. 

Kerry: What do you mean by overly intelligent. How smart would be too smart to thrive 
in that environment?  

Tom: There’s a certain aspect of the people side of our business that we need people 
who are communicative, who can speak and write clearly, effectively, and 
concisely, people that want to take direction, versus people that are overly 
intellectual that want to know the nuances of every single thing before we go in a 
place.  

 An engineer wouldn’t do well in our environment. There’s not as much 
preparation in a sales driven organization as there is with an engineering 
education. I know a lot of engineers that make good salespeople in an 
engineering space, and there are people that were subpar engineers that end up 
being good salespeople, so I’m not generalizing entirely. But, if I had to 
stereotype, that type of person, if you get people who are so intellectual that they 
need to have a flowchart on every single thing and the drill down working with 
large amounts of data, that’s not the aspect of a sales driven organization.  

 You want people who are smart enough to understand client nuances, which is a 
different type of intelligence, but not somebody that is over thinking every aspect 
and getting the cliché of analysis paralysis before they can act.  

Kerry: It’s really about knowing what your organization uniquely needs and what makes 
someone well suited to doing the job there.  
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Tom: Absolutely. A lot of people say, “We don’t want the same types of people.” I think 
in different departments that’s true, but if you have a profile of somebody that 
works well you want to repeat that. I think that when you drill for oil you keep 
drilling in the same spot until it run dry. It doesn’t mean that there aren’t different 
types of profiles that can do the same job, it just means that if you find something 
that works you try to repeat that. 

Kerry: It’s like dating, you have a type.  

Tom: I think so. I think the similarities and differences to dating are you ask somebody 
and you have the old cliché, “I have a type, I like bad boys,” and they never work 
out well. It’s the exact same thing. I have a type, I think I like this, but they 
turnover every 18 months. Guess what? You have the wrong type. You may think 
you like people out of big colleges who played sports, but if your turnover rate is 
high, you don’t like those people. You’re hiring the wrong types. 

Kerry: A lot of people are singling out Millennials these days as a type that doesn’t work 
out for them or their business. They complain about their work ethic or they 
complain about their attitude. But that hasn’t been your experience at all.  

Tom: No. I think that people want to stereotype and generalize. I tell people all the time 
if you’re complaining about the Millennials then why don’t you hire Baby 
Boomers. The answer usually falls on deaf ears.  

 The answer isn’t to hire Baby Boomers. The answer is that you have a salary slot 
that pays an entry level salary and you want to hire people out of college 
because that has been the true and tried way for hundreds of years. Entry level 
jobs, entry level salaries, people out of college, this falls into line pretty 
accurately.  

 Then you have people graduating from private institutions, from public colleges, 
from small liberal arts private colleges, from big private universities, ivy league, 
Midwestern, second tier state colleges, for profit education degrees that have 
become in vogue the past dozen years or so, third tier public colleges, 
community colleges – there are so many different types of people and education 
that come out of this thing that you have to look at different types and what the 
education was.  

 Quite frankly, sometimes your organization might not need somebody who got 
3.5 from University of Illinois. You might need somebody who got a 2.8 and 
they’re going to hit their stride when they’re out of college. Just because 
somebody has a nice haircut and speaks well doesn’t mean that they’re a great 
salesperson. It just means they have a nice haircut and they speak well. 

 A lot of times people want to take people who look a certain way and can speak 
a certain way and turn them into salespeople. That’s the reason that sales has 
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such a high turnover rate historically. They take anybody who can speak well and 
dress a certain way and then put them into a sales job. Well, that’s not 
necessarily the right career path for people. 

Kerry: How can you spot the right career path for someone? If you’re looking someone 
now who is coming out of whatever school, how do you know where to put them 
in your organization if they have the right attitude?  

Tom: The key is what do people really want to be doing. You have to work through an 
interview process to get people to be open and candid with you about what they 
want and what they truly want to be doing. 

 When I interview someone I say, “Do you want to make 75 cold calls a day?” and 
they say, “You know, I’m not really sure.” That’s not a positive overwhelming 
answer.  

 When I got out of college and I wanted a sales job, “Do you want to cold call?” 
Yes, I do. I don’t know another way to learn the business. If that’s what you tell 
me I need to do, that’s what I want to do.  

 There are certain answers that certain people give. Some people want to have 
training and go through things a certain, and that’s okay too. For a small or 
medium size company a training program may not be in the cards, so you need 
people who are trial by error.  

 You want to find what in their life they’ve done. If you have somebody who grew 
up in a suburban Chicago, New York, L.A., Miami area and they went to the local 
state college with 20% of their graduating class, and they joined a fraternity with 
20% of their graduating class, they haven’t branched out that much. How are 
they going to do in talking to certain groups?  

 Other companies will hire all those people and turn their sales team into a 
fraternity. That may make sense, too. There’s a lot of different ways to skin a cat.  

 I think what you have to look at is how do you want the culture to be, what kind of 
candor are you going to give people, and then realize that there is a certain 
failure rate that is acceptable. If everybody succeeded at everything, everybody 
would be a gazillionaire. People are not succeed and it’s going to take them two 
or three times to find the right job for them, and it might take you two or three 
times to find the right people. 

 What you have to be careful about is once you’ve hired people seeing what the 
red flags are as they come up and addressing them. Really, the failure of most 
companies and most department managers is when they see the red flags they 
try to gloss over them instead of addressing them head on and telling people the 
straight scoop about what you’re seeing in their activity level.  



Marketing Smarts, Episode 166 
Marketing Podcast January 28, 2015             Guest: Tom Gimbel 

  

 
Page 7 of 13 

Copyright © 2015 MarketingProfs 

Kerry: What would you consider red flags? At LaSalle, if you see an employee doing 
specific things, what are red flags? 

Tom: I think there are a bunch of different red flags.  

 When you hire a 20-something demographic in an urban area that has just 
graduated from college, you’re going to get people that are still living a very 
active social life, which is a good thing and you want that. But when they come in 
late because they were drinking the night before, if you don’t address that head 
on with somebody right away and you think it’s a one-off situation, you’re 
allowing and tolerating that type of behavior, and that’s a problem.  

 When you see people that aren’t engaged in company meetings and you don’t 
address that head on, that’s a problem. When you see people that aren’t taking 
notes during meetings, during one-on-one sessions, that’s a problem.  

 Those are the things that when we see people early on not doing it sends a red 
flag of “are these people really engaged, do they know what their learning style 
is, do they know how to study, do they know how to incorporate a dialogue with 
somebody.”  

 I had a boss very early on tell me, “You’re not always taking notes because you 
want to take notes, you’re taking notes so the person on the other side of the 
table feels that you’re engaged and really listening to what they’re saying.” You 
need people that understand that there are two, three, four meanings to every 
action.  

 We do a lot of things when we hire 20-somethings, we just explain to them our 
thought process. The thought process is this. You’ve never done the job we’re 
hiring you to do, so why would we give you a lot of rope. Once you prove to us 
that you can execute what we tell you to, then you’ll be given more rope. In the 
beginning we want to know what the heck you’re doing and we want you to 
communicate that to us. If you view that as micromanagement, then we’re not the 
right job for you.  

 Your whole life, for the first 22 years of your life, you’ve been micromanaged 
without knowing it. You’ve been driven to your practices, you’ve been driven to 
debate club, you’ve been driven to school, the bus picked you up at a certain 
time, school ended at a certain time, your classes were then, you were told what 
classes you had to take, what the available times were, you were managed by 
professors on what to do and when to do it and when it was due, you were given 
grades and responded to that, you were told how to wait tables, you were told 
how to mow lawns, you were told how to paint houses, you were told the right 
way to caddy, and you never viewed that as micromanagement.  
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 Those were easy things. Now you’ve graduated and you’re actually getting paid 
real money for the first time and you’re going to tell people that you don’t want to 
be micromanaged, that you know what you should be doing just because you 
have a degree that you paid $180,000 to get. They didn’t give it to you, you paid 
to get it. Now someone is paying you to do a job that you’ve never done. You 
better hope that they want to know what you’re doing and how you’re doing it.  

 We explain to people and they respond, “Wow, you’ve really thought through 
this.” Yes, we have. We have a track record of career progression, 
communication, and collaboration that has allowed us to have an unparalleled 
recognition track (nationally and locally) as a great employer, because we treat 
people with respect and we ask them to do the same of our process. The results 
are unquestionable. 

Kerry: You’ve talked a little bit about the education people have when they come to 
work for LaSalle, but you also support them in professional development while 
they’re with you. Can you talk about that? That’s a commitment that a lot of 
companies aren’t necessarily willing to make, it’s an investment in people that 
they’re not sure are going to stick around. 

Tom: I’m a big believer in investing in people and training and development. The 
hardest part is time management. We have a certain amount of hours in the day, 
no matter how many hours you work. Even if you work 16 hours a day, there’s 
still only 16 hours that you’re working. You have to figure out how to cram more 
stuff in. Training and development is really one step backwards for five steps 
forwards mentality and you have to make sure that people are going to be here. 

 I also think having training is a great way to learn what people’s engagement 
level is and what they do with the development they have. It’s a lot easier to call 
somebody to the carpet for not executing on their job when you’re providing them 
training or access to training and they’re not taking advantage of it.  

 When people say, “I’ll do whatever it takes,” and then you give them access to 
training and they’re not doing it, you call them out on that. “Listen, you said you 
were willing to do whatever it takes. Here’s a library of training materials and you 
haven’t gone in there once or checked anything out once or used any of these 
tools, so you don’t do whatever it takes.” How does somebody respond to that? 
They respond by either A) giving in, B) quitting, or C) going ahead and taking 
advantage of those tools, which is what you want. 

 I look at training and say I have a 100 to 120 employees here and I’m going to 
have a trainer who is going to cost me $100,000 a year, and I’m going to have 
training classes externally that are going to run me another $50,000 a year, and 
I’m going to have a library that is going to run me $5,000 - $10,000 a year, so I’m 
in for $250,000 a year. For $2,000 per employee to train them, and I realize that 
it’s not going to work for all of them, but I’m sure as heck hoping for a bigger 
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return than $200,000. If I train them right and they take that and run with it, even 
if I only impact 20% of my workforce, I’m going to get a return that’s 5X, 7X, 10X 
on that $200,000.  

 That’s how we view everything. It’s not saying, “Can we afford $200,000?” It’s 
saying, “Are our people worth investing in training?” If the answer is no, then why 
did we hire them to begin with?  

Kerry: In a perfect world in your situation, since you’re putting in a certain amount of 
money, you want to be able to see not just that they’ve completed it but actual 
results in the workplace based on those trainings? 

Tom: We track everything ROI. We look and see what is the development of every 
individual. It’s pretty easy to see based on employee surveys, because you can 
see how the teams are collaborating and as the teams are growing.  

 It might not be individual growth. When you add a new player to the team, the 
team should grow. When the individual is taking on more responsibility, how 
much they’re taking on is a little bit different, but the fact is more work should be 
delegated amongst more people. When you have a team, if that team isn’t 
growing as a result, that means the team isn’t trusting that person to delegate 
even the most menial tasks.  

 If I bring somebody onto a recruiting team, even if they’re not taking on recruiting 
activities, the fact of the matter is my better people’s revenue growth should grow 
because they’re delegating more of the menial activities. If they’re not delegating 
that and they’re not growing, then I have the wrong people there. 

 So there’s direct ROI and indirect ROI from all the activities that we do. 

Kerry: You do also spend a lot of time, effort, and money appreciating the people that 
you have. You celebrate birthdays, re-birthdays for the day they started at the 
company, holidays, and sometimes you bring the whole staff on all expense paid 
trips. While we’re talking about investing in training, that’s something that some 
companies struggle with, you’re investing in people more holistically. Talk about 
the return on that. 

Tom: The fact of the matter is if you’re going to grow, then you’re going to have profits. 
If you’re growing and have profits, then you need to be able to build into your 
profitability model, your revenue forecasting, incentives for people.  

 That’s what we do. Fortunately, we’ve grown by double digit growth every year 
the majority of years, and that allows us to do things. We tie our trips into 
incentive plans, so if the company hits this goal we take people away.  
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 We look at the celebration of people being here, we do these re-birthdays, which 
is the anniversary of somebody’s start date. If somebody has been here for a 
year, three years, seven years, 12 years, 15 years, that’s worthy of 
acknowledgment in more than a company email in a newsletter, so we get 
everybody together and we celebrate it. We do balloons, cookies, cakes, chips 
and salsa, fruit, and whatever their likable food is. We do that to take a half an 
hour out of the day to acknowledge that somebody has been here for another 
365 days and n order to that at a company that is high growth you’ve had to 
contribute, and we want to say thank you for that.  

 I’ve had person after person over 16 years tell me one of the best feelings they 
have in their life is getting off the elevator in one of our buildings and seeing the 
decorations in the lobby, the balloons on the floor, and the signs congratulating 
them for this accomplishment. The expression we give is for a birthday you only 
have to wake up breathing, for a re-birthday you’ve had to actually contribute 
something for the past year, and we’re going to celebrate that. People like to be 
acknowledged and viewed that they contributed and have their peers pay 
attention to them. It’s positive.  

 To me, those are simple things. Those are simple things that are about how you 
should treat employees. Some people don’t like it. You know what? Then it’s not 
the right place for them probably. 

Kerry: Introverts don’t want their life sized image plastered on your wall.  

Tom: A little bit, but usually people come around. It’s a good feeling to be accepted.  

Kerry: What would you say then are your metrics for something like that, if you were 
forced to justify that program? You’d be looking at employee retention, employee 
morale, productivity, absenteeism. Are those some of the things that you could 
point to in black and white to show the value of these kinds of programs? 

Tom: I think our retention and our ability to promote from within, people staying, and 
the engagement factor all speaks for itself. You don’t win awards just based on 
being nice people, we win awards based on employee engagement surveys. The 
ROI is there. The feedback we get from our clients is we have the nicest, 
happiest, upbeat staff of any vendor and partner that they work with.  

 There is sometimes just a gut feeling. To quote the Supreme Court on that ruling 
of “I don’t know how to describe what pornography is, but I know it when I see it.” 
I think that’s kind of what a positive employee culture is, describing it is hard but I 
know it when I see it. You know when you feel it when you walk into a company.  

 There are companies that I go into that have all offices with doors and you can 
still walk in and feel that they have a positive culture. There are others that you 
walk into and you think, “This place is cold. This isn’t right.” You can do some of it 
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with decorative stuff, but if you have miserable people walking around an upbeat 
office, you can feel it pretty darn quick. 

Kerry: That’s the truth. You installed a beer keg in the office kitchen that turns on at 5:00 
PM every day. What do you do for wine drinkers, do you have Malbec on tap or 
something like that?  

Tom: We have tons of wine. We have everything for everybody. It’s a challenge. We 
only do it on our offices where people don’t drive to work. We tell everybody, 
“You are not drinking and driving,” and make sure that we’re taking precautions 
about that because we don’t want to encourage bad behavior socially either. 

 People can have a drink, we have adults here. Everyone is over the age of 21. If 
somebody wants to have a drink in our office, we want them to feel that their 
office is their home and they’re going to be here. They may have to go home in 
the middle of the day to meet the air conditioning repairman or the painter, or 
whatever, which is fine, you can go do what you need to do. When you come 
back, you need to come back and work. If having a beer at 5:00 is what you 
want, then that’s okay.  

 We’ve had it the other way, we’ve had people close a big deal and let’s celebrate 
at 3:00 in the afternoon. That doesn’t mean our work day is over, we can still 
work and have a beer at the same time. It’s not something we do all the time. We 
want people to enjoy where they’re at, as long as people don’t take advantage of 
it.  

 When people take advantage of it there’s one of two things, either A) they just 
didn’t have good judgment and you need to point it out to them, or B) you’ve got 
the wrong people. Either way, you need to address the situation.  

Kerry: You’re sort of unique situated because you’re a staffing firm and you’ve 
developed this amazing culture, but you work with hundreds of client companies. 
Do they ask you for advice on how to set up a company culture? 

Tom: All the time. 

Kerry: What do you tell them? 

Tom: It really depends who I’m talking to. I have a lot of friends who are CEOs of 
companies and I say to them all the time, “You have to want it.” You have to want 
to talk to your lowest level employee and engage with them. You have to want to 
be around the office.  

 As companies grow a lot of CEOs don’t want that, so they say, “I’m delegating 
that.” Well, who are you delegating that to? Do they have real authority? Is it a 
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real chief operating officer? Are they going to do that, are they going to engage 
people?  

 If I’m dealing with a human resources person I say to them, “How are you 
engaging the C-level to be a part of this?  

 A culture really does emanate from the leadership. You have to make sure that 
people are engaged and want to be there and they get that feeling from the top 
rungs of the organizations.  

Kerry: Absolutely. What do you find is the biggest challenge of an organization that has 
a culture currently, maybe one of those cold cultures, and they want to change? 
What do they have to do first?  

Tom: It’s a people aspect change, too. The bigger the company you have the more 
different cultures you’re going to have, and you have to accept that. If you have a 
150 person accounting department and you have a 3,000 or 10,000 employee 
company, that’s a different culture. Every group has different culture and you 
have to realize that.  

 It’s really no different than the United States, or a state. The people in 
Springfield, Illinois are different than the people in Chicago. The people in New 
York are different than the people in Los Angeles. One size doesn’t fit all when 
you get to a bigger company and different geographic regions.  

 You have to really look at the culture of the top person in an office and a 
department and make sure that they know that they are the culture leader in that 
group. The personality of an international tax accountant is a different fit than 
your sales manager.  

Kerry: How can you prevent an “us versus them” mentality from cropping up among 
your different departments? 

Tom: I don’t think you can prevent that. What I do think you can do is do things to 
guard against it.  

 If you’re destined and it’s written in the stars that you’re going to have a heart 
attack – there have been healthy people that run 30 miles a week and eat great 
food and still have a heart attack. The theory is that if you’re in really good shape, 
at the very least you’re well prepared to survive the heart attack.  

 That’s what a company is about. You may have “us versus them” in different 
departments, the key is who facilitates those confrontations. If you know that your 
finance team and your human resources aren’t getting along, somebody has to 
be getting the groups to sit down and get the peace talks to happen and 
understand why.  
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 I think the ability of a CEO or a COO to be a translator is important, because a lot 
of times different groups are saying the same thing just in different languages 
and you have to translate that and get the people together to understand what 
everyone’s objective is. If you start with that, if you start with the objectives of 
what you want to accomplish, you usually find out that most people have the 
same objectives.  

 That doesn’t mean that you’re not going to hire somebody who is a protectionist 
and an isolationist, and they want their group to look out for themselves. You 
have to find that out. But, you can’t find that out by not being engaged. You have 
to talk to people and you have to be willing to make changes. 

Kerry: Great. This has been fascinating for me, and I know that other people are going 
to want to learn more as well. Where can people learn more about you and about 
LaSalle Network?  

Tom: If you go to our webpage at LaSalleNetwork.com we have a wealth of information 
there about our organization and my profile is there. I’m more than happy to 
participate on your podcast, thanks for having me on. 

Kerry: Thank you very much. Can people connect with you on Twitter as well?  

Tom: Yes. You can follow me @TomGimbel on Twitter and LaSalle Network has a 
Facebook page as well.  

Kerry: Perfect, I’ll add you to our Twitter list for Marketing Smarts guests.  

 Thank you very much for your time, Tom. 

Tom: Absolutely. Glad to be on. 

Kerry: To learn more visit TheLaSalleNetwork.com or follow Tom on Twitter 
@TomGimbel. 

 Special thanks to Candidio, who handled post-production on this episode of 
Marketing Smarts.  

 Thanks for listening here to the very end. This has been the Marketing Smarts 
Podcast, brought to your by MarketingProfs. I’m your host Kerry O’Shea 
Gorgone. Talk with you next week. 
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