
Execut ive Summary
The pr inc ip le  o f  Cogni t ive Pai r ing underp ins th is  successfu l  mentor ing programme.  Match ing s imi lar i t ies  and d i f ferences in  the
th ink ing s ty les of  the par t ic ipants  leads to  successfu l  mentor ing re la t ionships and last ing empathy through shared va lues.
Knowledge and sk i l ls  can therefore be t ransfer red rap id ly  and effect ive ly.   Ident i fy ing peoples '  th ink ing s ty le  preferences us ing
Think Smart  was the major  factor  in  the programme's  success.      

Background  
Against  the background of  today 's  knowledge-dr iven economy,  where an organisat ion 's  people are i ts  greatest  and most
impor tant  d i f ferent ia t ing asset ,  develop ing people is  cr i t ica l  to  bus iness success.   However,  as managers work longer  hours they
are choosing to  spend less t ime on the t rad i t ional  learn ing programmes.   Mentor ing has therefore become one way of
develop ing managers effect ive ly  and at  a  f ract ion of  the cost .   

The Univers i ty  o f  Huddersf ie ld  needed to  he lp  the i r  managers learn to  ident i fy  and implement  improvements wi th in  the i r
depar tments  qu ick ly  and effect ive ly.   I t  was dec ided that  creat ing a mentor ing programme, by pa i r ing Univers i ty  managers wi th
successfu l  and more h igh ly  sk i l led externa l  commerc ia l  managers,  would be a low-cost  way of  encouraging them to develop the
necessary  knowledge,  exper ience and sk i l ls .  

The Object ives
The success of  the programme was measured in  two ways:

· 's t ickabi l i ty '  o f  the mentor ing pa i r ings:  the i r  las t ing re la t ionship over  t ime
· bus iness improvements which could be t racked through to  the 'bot tom- l ine '  

The Problem
Ongoing face- to- face contact  was p lanned wi th in  the programme, but  in  pract ise th is  would on ly  be for  shor t  per iods of  t ime and
then for  on ly  three or  four  t imes a year.   From the outset ,  i t  was c lear  that  the pa i r ings would be operat ing as 'v i r tua l '  duos ,  which
meant  that  there would be no oppor tun i ty  to  i ron out  any communicat ions d i f f icu l t ies .    Therefore,  the in i t ia l  pa i r ing of  mentor  and
mentee was cr i t ica l  to  the success of  the programme. 

We a l l  know that  there are ind iv iduals  you can ta lk  to  and understand eas i ly,  yet  there are other  people you f ind d i f f icu l t  to
comprehend,  o f ten because they may s imply  process in format ion in  a  d i f ferent  way f rom you.   As we of ten get  a long best  wi th
the people we ident i fy  wi th ,  i t  was dec ided that  the cr i t ica l  success factor  would be to  ensure that  mentor  and mentee could
communicate eas i ly  and wel l  f rom the outset  o f  the programme.  

Think Smart  
The on- l ine inst rument ,  Th ink Smart ,  o ffered a so lu t ion.   Th ink Smart  measures peoples '  preferences for  ten d i f ferent  k inds of
th ink ing re la t ing to  in format ion process ing,  communicat ion s ty le  and re la t ionship s ty le .   I t  can be bu i l t  in  to  any programme
where i t  is  impor tant  to  understand personal  d i f ferences and explore a l ternat ive approaches.  

The Solut ion
Think Smart  was used to  produce a d i rectory  o f  personal  communicat ion preferences for  a l l  par t ic ipants .   A long wi th  the task
sk i l ls  that  formed par t  o f  the pa i r ing matr ix ,  the s t rongest  preferences shown through the Think Smart  prof i les  were taken in to
account  when dec id ing on spec i f ic  duos.  Af ter  some exper ient ia l  t ra in ing wi th  par t ic ipants ,  the pa i r ings were made.

The Benef i ts  of  Using Think Smart
Both ob ject ives were met .   Af ter  more than a year,  there has been a s tar t l ing and endur ing re la t ionship success ra te ,  which cou ld
not  have been achieved on a random bas is  o f  se lect ion.   Moreover,  in  rev iewing the process of  pa i r ing people cogni t ive ly  by
st rong communicat ion preferences,  the Univers i ty  has found that  these s t rong preferences are perce ived by ind iv iduals  as
d iscern ib le  va lues,  thereby produc ing deep and last ing empathy between the pa i rs .   Commerc ia l  feedback f rom the par t ic ipants
has a lso shown excel lent  organisat ional  improvements,  demonstrat ing rea l  bus iness va lue for  the Univers i ty  a t  re la t ive ly  low
cost .  
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