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Nestled off Route 32 in quiet 
Swanzey lays the manufac-

turing division of Carlisle Wide 
Plank Flooring, a company mak-
ing world-class, custom-made, 
wide-plank floors for a diverse 
customer base all over the world. 

To watch one of these floors go 
through the manufacturing pro-
cess to its completion is a marvel. 
Straightening rough boards, then 
milling, end-matching, adding 
texture, and pre-finishing is their 
custom-made recipe.  I have had 
the extreme pleasure for the past 
two years to be in a coaching en-
gagement with the people of the 
manufacturing division. 

Paul Seneschal, director of 
manufacturing, hired me to sup-

port the culture there to match its 
world-class products. Paul has an 
extremely impressive past, work-
ing with companies such as Hon-
eywell, Sun Microsystems and 
the former Wang Laboratories to 
name a few. These companies had 
cultural development as a strate-
gic imperative. 

Since taking over the helm of 
manufacturing in January 2012, 
Paul has consistently brought his 
expertise and strengths to bear in 
creating an operation that is suc-
cessful on multiple levels; culture 
is one of these levels.

It is the people of Carlisle (and 
any business or organization) 
that run machines, crunch num-
bers, take inventory, put gleaming 

finishes on the floors and ship 
floors out. It is the people in any 
company that define the quality 
of the relationships in a business. 
And it is the quality of the rela-
tionships that define a culture. 

Paul and I have orchestrated 
a culture change since January 
2014 to get at a higher level of 
excellence in relationship, com-
munication, collaboration, prob-
lem-solving and appreciation.  
Paul set me free to work with the 
majority of the manufacturing 
workers, working with various 
teams of people week after week.  
As my methodology, I used a 
blend of relationship-building 
questions, skill-building around 
communication and emotional 

management, team-building 
games and other concepts to cre-
ate a safe and confidential place 
for the workers to get to know 
each other better and to speak 
their truths respectfully over time 
to each other and management.  
If people don’t feel this safety, a 
business loses a precious oppor-
tunity to harness the wisdom of 
their people.  Workers at all lev-
els of a business know so much 
about what is and isn’t working, 
and to not tap this information 
leaves management out of touch 
with reality, and this affects the 
culture adversely.  

It is a fact that the most im-
portant relationship in a busi-
ness is the one someone has with 
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their immediate supervisor. This 
is why I worked with the mid-
dle management at Carlisle for 
six months prior to working with 
the manufacturing teams. 

I worked with Cole Castor, 
Doug Adams and Dave Levy 
to strengthen their leadership 
perspective to encompass this 
emotional-intelligence approach. 
The growth they showed was ex-
citing to watch. Time after time 
they would tell me how they ap-
proached a situation differently 
than they would have, or how 
they delegated more responsibil-
ity to their supervisees to solve 
their own problems on the floor 
or supported them to step up to 
different positions in the busi-
ness. 

Castor, manager of the mill-
ing shop floor, summed it up this 
way:  “I have grown myself with 
the way I interact with my fellow 
employees. As a manager, it’s im-

perative that I help the company 
and employees any way I can, and 
that starts with me. My positive 
and direct interactions with the 
guys on the shop floor send a 
message that was different from 
a year ago where I was more of a 
loose cannon.  

“I had to learn the value of 
appreciation and what that does 
to change the environment in a 
positive way,” he said. “By inter-
acting in more positive ways, it 
motivates them and shows them 
a different way of approaching 
and dealing with the day-to-day 
issues. Over time, it ‘clicks,’ and 
they take the big step of handling 
the issue themselves in a positive 
way, which, in turn, is a win–win 
scenario.”

At the end of 2014, I got all of 
the leaders and groups together 
that I had worked with to cata-
logue the outcomes of our work 
for that year. Cross-training and 

worker versatility has soared, and 
workers are reporting more pa-
tience, more feeling like a team 
more able to speak up, encour-
aging each other, more able to 
control negative emotions, better 
listening skills, more fun, less fear 
and anxiety, less of a wall between 
office and shop, people stepping 
up and making decisions inde-
pendent of a supervisor, and bet-
ter conflict management to name 
a few. 

The people of Carlisle have 
done an amazing job in investing 
their time and energy to foster 
this coaching approach to rela-
tionships, and it has begun to pay 
big dividends. 

Paul stated it this way:  “I have 
been extremely pleased with the 
results that we have achieved 
over the past year. My desire 
was to implement a self-winding 
culture, where employees could 
solve issues on their own, ena-

bling them to grow as individu-
als and gain more confidence in 
their ability to solve some of the 
more complex problems without 
intervention. Over the past year 
we have taken a significant step 
toward accomplishing this criti-
cal goal.”

To change a culture over time, 
it really boils down to a bit of 
philosophy and a ton of skill-
building. One such skill that I 
have sought to entrench in the 
minds of everyone there is to be 
able to deal effectively with nega-
tive emotions that pop up. 

In a past article I unveiled the 
STARR model, which outlines a 
process for understanding how 
our emotions rule us, and how 
we can ultimately stay out of 
emotional hot water. Frustration, 
for example is a completely natu-
ral feeling. People working with 
other people day after day are 
bound to experience this in rela-
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important piece of advice I can provide: don’t let 
your emotions control your business decisions. 

Creating art can be an emotional experi-
ence. Often the art is an expression of an art-
ist’s persona. This can create a tendency for 
the artist to place a higher value on his or her 
work than a potential buyer may consider rea-
sonable. It doesn’t matter whether a particu-
lar piece took an hour or a year to create. Nor 
does it matter whether the artist considers it a 
master work or not. The only thing that mat-
ters is the perceived value to the consumer.

Determining the appropriate price point for 
a piece of art is far from simple, even when the 
emotion is removed. I once paid $700 for an 
oil painting that was hanging in a coffee shop 
in Santa Cruz. It was painted by a student 
who was packing up his worldly possessions 
to embark on a European adventure. When I 
inquired about the price he had no answer. I 
think he was shocked to have received the call. 

I could have offered him $100 for the piece 
and he likely would have considered it a wind-
fall. But given the value I placed on the work 
— partly predicated on its size — I considered 
$700 a fair price. When the work was deliv-

ered, included in the package was an addition-
al canvas which also hangs in my house today. 

No matter what kind of art you create, a 
good starting point to determine the right 
price point is to look at similar works. Take a 
road trip to Boston, Portland, and Vermont to 
a get a feel for the general pricing structure. 

This is critical because if you are an un-
known artist, without the support of a promi-
nent gallery, with an established collector base, 
the value of your work is going to be set by the 
lower-end market value of similar works.  

I can’t tell you how many art shows or open 
studios I have attended where I have seen 
works priced in the thousands from complete-
ly unknown artists. Unless you have created 
a new art form — good luck with the four-
figure price tag. Artists, as in any other profes-
sion, must earn higher values for their work.

Naturally, a comparable work in Boston will 
sell for more than one in Keene or Vermont. 
Part of the price difference relates to the cost of 
doing business and part of it is the number and 
wealth of the potential buyers. Given that art is 
a purely discretionary purchase, it’s imperative 
that you understand, and factor in, the financial 
strata of your market or prospective clientele.

If you intend to sell through galleries, you 
need to develop a longer-term strategy to ex-
pand your gallery presence and be able to show 
in galleries with ever increasing levels of prestige. 
In large part, accomplishing this is a function of 
perseverance. Like an author, you’re likely to re-
ceive many rejections, but you need to stay the 
course or find another means of distribution.

And these days, other means of distribu-
tion are many. You can leverage the compo-
nents of social media that are suited to visu-
ally present your work by developing a profile 
of your target audience and customizing the 
message directed at them.

You need to be realistic about where your 
art form sits in the litany of art forms. For 
example, oils have more perceived value than 
watercolors. The price for a bronze sculpture 
will be much higher than for a piece of ce-
ramic. Again, separate the emotion and look 
at the market objectively.

And for most artists I would also suggest 
that they seek advice. Unless you’re the rare 
one who possesses both artistic and business 
skills, find someone whom you can trust to 
help you build the business side of your art. ■

tionships. It is what we do with 
this feeling that makes all the dif-
ference in the tone of a culture. 
By learning how to calm down, 
what I call using a calming tactic, 
workers can remember that solid 
relationships make the ‘family’ 
feel of Carlisle. 

By not devolving into negative 
team behaviors such as sarcasm, 
blame, gossip, avoidance and ag-
gression, people can resolve their 
differences by talking them out 
and collaborating on challenges 
in a new way. 

Adams, manager of the Pre-
Finish Shop, put it this way: 
“We now actually talk about each 
other’s feelings and how our ac-
tions directly affect those of our 
co-workers. We might not always 
agree with them, but we have cre-
ated a much more empathic en-
vironment which has very much 

tightened the bonds within my 
group”

So what’s next for Carlisle?  Paul 
and I have created a cross-func-
tional team devoted to increas-
ing excellence in culture between 

the manufacturing departments 
as well as collaborating on real 
organizational challenges. One 
manager from the Stoddard loca-
tion has joined it as well to increase 
the information flow between 

Swanzey and Stoddard. With in-
creasing communication and fos-
tering understanding between the 
departments and locations we can 
continue to create a positive and 
collaborative culture.     ■
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Jeff Saari  with Paul Seneschal of Carlisle. 


