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PRAISE FOR 1001 WAYS TO TAKE IN INITIATIVE AT WORK


“At last, a book that can actually raise your workplace IQ! 1001 Ways to Take Initiative at Work is a comprehensive, yet practical guide to taking charge of your job, instead of letting your job take charge of you.”—BOB ROSNER, NATIONALLY SYNDICATED COLUMNIST AND AUTHOR OF WORKING WOUNDED: ADVICE THAT ADDS INSULT TO INJURY


“One of the critical competencies for employees at all levels of an organization is taking initiative. Read this book and learn how employees in organizations of all types and sizes have taken initiative to make a difference where they work and how you can, too.”—PATRICK A. DAILEY, SR. MANAGER, ORGANIZATION LEARNING, NOKIA, INC.


“The power of employee initiative is not a myth. Bob Nelson captures the essence of what this movement can do for individuals and for an organization as a whole in his book 1001 Ways to Take Initiative at Work. Employees know best how they can do their best work. In so doing, they become agents of their own change in improving their personal lives, their jobs, and their workplaces.”—MARTIN EDELSTON, PRESIDENT, BOARDROOM, INC., PUBLISHERS OF BOTTOM LINE/BUSINESS & BOTTOM LINE/PERSONAL NEWSLETTERS.


“The success of any enterprise is predicated on the balancing of the needs of its constituents—customers, employees, owners/shareholders, strategic partners and community. Bob Nelson’s book shows how employees who take the initiative to act in the best interests of the company and its constituents create value not only for their organization, but for themselves personally and professionally.”—DIETER H. HUCKESTEIN, EXECUTIVE VICE PRESIDENT & PRESIDENT, HOTEL DIVISION, HILTON HOTELS CORPORATION.


“It’s this simple: iVillage.com is the largest Internet site for women because every employee stepped forward with their ideas as if the success of the company depended on them. Because the truth is, the success of the company does depend on every person, whatever your position, whatever your department. It’s wonderful to have a book, full of inspiration and how-to, which celebrates initiative as a winwin for employee and company alike. Loaded with examples, tools and action steps, 1001 Ways to Take Initiative at Work is the resource for creating an even larger army of self-leaders that will drive any organization’s success.”—NANCY EVANS, PRESIDENT, IVILLAGE.COM
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FOREWORD



The highest compliment one author can give another is: “I wish I had written that!” And that is exactly the compliment I gave Bob Nelson when I first read this book. In my own research, I have interviewed or surveyed thousands of managers on the topic of employee motivation. When asked what was the number one thing on their wish list for employees, they came back with the same resounding answer: “I wish my employees took more initiative.” When I asked human resources managers what, in their minds, makes an outstanding employee, the overwhelming answer was initiative. And among the tens of thousands of employees I have surveyed over the years, nothing was more important or more motivating than to take initiative, and to then be recognized for doing so.


In my book SuperMotivation, I talk about “the greatest energy crisis in the world.” This crisis is the enormous reservoir of human energy that exists in every human being, just waiting to be released—but that ends up being wasted because it was never used. Once lost, this energy is gone forever. The primary reasons for this “energy crisis” are not just a lack of initiative on the part of employees, but also managers who discourage, stifle, and even punish their employees for taking initiative.


I am convinced that the most successful organizations are the ones that actively encourage employees to take initiative, and the least successful ones are those that stifle initiative. Anyone can “go through the motions,” but the behaviors that all organizations need in order to be successful require employee initiative. Creativity requires initiative. Outstanding customer service requires initiative. High quality requires initiative. In fact, virtually every organization was started by one or more people who took initiative to create a product, meet a need, serve a client, and organizations continue to thrive only if initiative continues.


Even so, I have heard just about every reason for employees not taking initiative: “It’s not my job,” “Nobody asked me to do that,” “I don’t want to rock the boat,” and so on. Now there is no excuse for not taking initiative. Bob Nelson says, “Just do it!”—and he also provides the tools for doing it. This book is packed with ideas, examples, and resources that will take the risk out of taking initiative, and benefit the individual and the organization at the same time.


One more thing: Bob Nelson’s books are not just meant to be read; they’re also meant to be used. The next time you see something on the job that needs fixing, or a customer who needs your help, or a coworker who needs your support, take the initiative to make a difference—to make something happen. I guarantee that you will benefit by doing so, and so will your organization.


Dr. Dean Spitzer
Senior Consultant, IBM Corporation
Author of SuperMotivation
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PREFACE



The biggest mistake in life is to think that you work for someone else. True, you may have a boss and you may collect a paycheck from a company but, ultimately, you are master of your own destiny. You decide what potential you reach in your career and what you will eventually accomplish in your life.


Regardless of your circumstances, you can make a difference. This is particularly true at your current workplace. Every day you have the chance to excel, to stand out, and to be exceptional. You can make a suggestion to improve a product or service or to better serve your customers. You can identify an opportunity to save money or pursue a new idea or innovation. You can help a coworker do his or her job better or learn a new skill that you can use for the rest of your life.


It all comes down to initiative, that is, taking action to get something done at work without waiting for your boss to tell you what to do or when and how to do it.


This book is designed to help inspire and lead you on your journey. In it you will find many real-life examples that can encourage you to take charge, and practical tools and advice for helping you better yourself and the place where you work.


In this third book of the 1001 Ways series, which includes 1001 Ways to Reward Employees and 1001 Ways to Energize Employees, I want to get across the idea that all employees—not just managers—hold the keys to making a lasting and positive difference at work. As this book so amply illustrates, you can identify the things that need to be done and then act on them yourself. In most cases, not only will your manager be pleased that you have taken the initiative to get something done without being told, but your customers and clients will appreciate it as well.


I wish you all the best in improving yourself and your workplace. The power is within each and every one of you to make a difference. Now, seize the opportunity to do so!


—Bob Nelson
    San Diego, California



On Taking Initiative



Whether he or she knows it or not,
every manager needs every employee
to participate and to speak up,
just as every employee
needs to be respected, trusted, and valued to
play a part in the big picture.
For no one person has all the answers
and no manager knows any job
as well as the person whose job it is,
nor should he or she even try to.
So commit to yourself,
right here and right now,
that you will never let an opportunity go by,
where improvement can be made,
or money saved,
or a customer better served,
without speaking up or making a suggestion.
For better or for worse,
it’s your duty,
not only for your organization’s benefit,
but for your own.
Dream big dreams,
and hold yourself to a higher standard.
Don’t ever be afraid to say what’s on your mind,
if you truly believe it will make things better.
You hold the key to your own future.
Make it the future you want it to be—
not the one someone else decides for you.


—B.N.





PART I
YOU AND YOUR JOB



Employees who make the personal decision to strive for something more than just the status quo are the lifeblood of every successful organization today. Taking initiative is a key ingredient in making improvements at work, dealing with change, and providing customers with service that is far beyond their expectations.


Initiative is personal: the individual controls when, where, and how much initiative to take on the job. Even though its impact may be felt throughout an organization, initiative starts with the employee—and what he or she can do on a daily basis.
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In a recent online survey by iVillage.com, employees were asked, “What is most important for getting ahead in the workplace?” Of the 7,760 people who cast their votes, 55 percent said that “initiative” is most important, followed by “inspiration” (17 percent), “intelligence” (16 percent), and “political savvy” (12 percent). (Comments about initiative taken from this survey are presented throughout this book.)


Although employees often recognize the importance of taking initiative, they may be hesitant to do so. Part I provides both ideas and inspiration for taking initiative on the job to overcome obstacles—real or perceived—that may be holding you back.


The chapters that follow provide a detailed overview of how you can take initiative, and in the process make a difference where you work. Whether it’s tapping your inner creativity, taking needed action on a persistent problem, capitalizing on opportunities as they become available, or thinking up ways to improve your current work environment, the act of taking initiative will undoubtedly reenergize you, in addition to making your job much better and your organization more efficient and effective. By taking initiative, all employees can elevate their visibility within an organization and greatly improve their chances for recognition, learning, growth, pay raises, bonuses, and advancement for good performance.


By focusing on what you can rather than can’t do, and emphasizing possibilities in your own sphere of influence, you’ll increase your chances to not only have greater impact at work but develop your skills on a local basis before you apply them to a wider arena and obtain more lasting changes in your department, division, or organization.





Thinking Outside the Box



Innovation is the spark that keeps organizations moving ever onward and upward. We innovate to (1) improve products and services, (2) find a new way to do something, (3) make a task easier or faster, (4) save money, (5) enhance our jobs, and (6) increase our promotability. Without innovation, new products, new services, and new ways of doing business would never emerge, and most organizations would be forever stuck doing the same old things the same old way. It has been said that 98 percent of an organization’s problems can be solved routinely. However, the remaining 2 percent of an organization’s problems—coincidentally, the problems that have the greatest effect on the organization—require employee innovation to surmount.


Despite the undeniably positive benefits of innovation within organizations, it seems that roadblocks to thinking creatively abound. According to a UCLA study, at age five, we engage in creative tasks 98 times a day, laugh 113 times, and ask questions 65 times. By the age of 44, however, the numbers shrink to 2 creative tasks a day, 11 laughs, and 6 questions. Furthermore, the UCLA study found a 91 percent negative response rate among adults exposed to new ideas. Creativity and innovation flourish in an environment that encourages them to grow and to blossom, but all it takes is a frown or a negative word to shut them down completely.




Think Differently


• Look for new combinations.


• Ask “what if?” or develop “what-if” scenarios.


• Consider approaches you’ve never thought about before.


• Brainstorm with others.


• Be a champion of new ideas—the old ways aren’t always the best ways.







“Initiative is the principal ingredient for success in the workplace.”


—ANONYMOUS





Cheryl O’Connell, a senior buyer at United Electric Controls in Watertown, Massachusetts, noticed a workplace practice that directly affected her job. O’Connell became concerned that the company was storing many of its inexpensive labels in a very expensive stock-retrieval system. Buried beneath fasteners, springs, and stampings, the labels were hard to find—and often their adhesive had worn off by the time they were located. O’Connell would then have to order even more labels to replace the ones that were spoiled. After scavenging through existing company property, including a typing table and a four-sided corkboard, O’Connell and a coworker designed a special rack for the labels. It is, essentially, a pegboard on wheels, with rolls of labels hanging from the pegs. “We got a lot of ribbing,” she recalls. “You look at it and say, ‘It’s not a rack and it’s not shelving, so what is it?’” Nobody pokes fun anymore, though—especially those who remember what it was like to spend half an hour hunting down labels. “I don’t work with labels, but when I think of things, I like to follow through,” says O’Connell. “Now I always find myself asking everybody, ‘Why do you do things that way?’”
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While Brant Dolan, director of sales development for Marketing Innovators, an incentive and recognition products firm located in Chicago, Illinois, was on a family vacation in the Wisconsin Dells, he had his photo taken in a New York Yankees uniform, which was then superimposed on a Sport magazine cover by a company called Fotozines. Dolan thought, “What if I could offer this same experience to one of our clients’ incentive winners for whom we were about to conduct a major incentive/recognition trip to Vail, Colorado?” Dolan had a hunch that they would get a kick out of seeing their faces on a cover of Inc., Business Week, or Time magazine.


Dolan took on the task of locating Fotozines and negotiating a fee for the company to come on site. He ran the idea by his client, USWest Communications, and they thought it was terrific. Ultimately, Dolan and his client chose Skiing magazine for the cover. When the winners arrived at Vail, they were told to report to the ballroom for a photo shoot, but they weren’t told why. On the final day of the program, as the incentive winners entered the ballroom for a send-off breakfast, Dolan had arranged all of their photos—with their pictures on the cover of Skiing magazine—standing upright at more than 400 place settings. They were astonished, delighted, and amused, and they couldn’t wait to get home to show their families. USWest was absolutely thrilled with the result of Dolan’s initiative.







“Thinking of yourself as self-employed is an attitude that says, ‘I am a business partner; I have integrity and responsibility for working with the organization and the customer and for attending to my own personal and professional development.’”


—CLIFF HAKIM





One day, Rich Coutchie, an engineer at Lorin Industries, an anodized-aluminum products manufacturer in Muskegon, Michigan, was handling a 3.5-inch computer disc just like the millions of others in use around the world-every day. He looked at the shutter door on the disk, which was then made of stainless steel, and asked himself, “Why couldn’t this shutter be made of anodized aluminum?” Good question. If it could be made of anodized aluminum, his idea would open up a huge new market for his company. And because Lorin Industries is a Scanlon participative management company—committed to the principles of identity, participation, equity, and competence—management listened to Coutchie’s idea, and ultimately approved it. The impact of this idea for Lorin Industries included the building of an entirely new line to anodize the aluminum for this product and a 42 percent increase in sales.







The Scanlon Plan


Joseph Scanlon, a steel-worker and union organizer during the 1940s and 1950s, noticed that when labor and management cooperated and employees were part of the decision-making process, companies tended to be healthier and workers more productive. He devised the Scanlon Plan based on the principles of “organization development, identity, participation, and equity.”


Today, companies practicing the Scanlon tenets have joined to create Scanlon Plan Associates, a nonprofit organization that puts together annual conferences, publishes a newsletter, and serves as a clearinghouse for information on how to encourage employee involvement and other Scanlon initiatives. Visit them on the Internet at www.scanlonassociates.org.





Years ago, Spence Silver, a chemist at Minnesota Mining & Manufacturing (3M) in St. Paul, Minnesota, developed a strange adhesive. Instead of adhering strongly to the surfaces on which it was placed, this new adhesive barely stuck at all. After Silver made his discovery, many attempts were made by him and others within the company to find a use for this new “unsticky” adhesive—all to no avail. In the meantime, one of Silver’s associates, 3M engineer Art Fry, was continually bothered by the problem of bookmarks falling out of his hymnal while he directed a church choir. This problem was quite annoying and Fry was committed to finding a solution. One day, as the frustrated choir director picked his bookmarks off the floor yet again, he thought of Silver’s invention. By placing some of Silver’s weak adhesive on the back of a piece of paper, Fry created a new kind of note—one that could be placed on an item, but easily removed when necessary without damaging either the note or the item on which it was placed. The product was initially distributed to administrative assistants internally at 3M. When they sought to reorder the note pads as they were depleted, the company knew they had a hit product. Today, Post-it® self-stick removable notes are a $300 million business.







“Give it a try—and quick!”





When Jenny Cutler, a programmer for a Silicon Valley firm, visited her mother-in-law in the hospital, she had a terrific idea for a new medical product that could be developed relatively easily by modifying one of her company’s current products. Cutler asked both her boss and her boss’s boss to meet with her about the idea. Impressed with Cutler’s concept, they approved development of the new product, and she was authorized to spend up to half of her time developing a prototype and creating a financial forecast of its viability.
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You just never know when or where a great idea for a new program or product will strike or what its ultimate effect will be on a company. For example, the name for Starbucks’s innovative employee stock-option program—“Bean Stock”—was suggested by employee Bradley Honeycutt, who thought of the name one day while jogging with her husband. And in Santa Monica, California, Starbucks district manager Dina Campion pushed an idea for a frosty new coffee drink that she thought her customers would love—especially during those hot California summer days. Campion and a couple of other managers experimented with a variety of formulations until they got it just right. The ultimate concoction, dubbed “Frappuccino” (after a slushy coffee drink sold by Coffee Connection, the Boston coffee company Starbucks acquired in 1994), first became a local hit, and then took off nationwide, earning the company $100 million in its first year. Interestingly enough, Howard Schultz, chairman of Starbucks, didn’t like the iced coffee drink at first: he thought it tasted “kind of froufrou.” Schultz calls killing the Frappuccino idea the best mistake he never made, and he jokes that now he works for the woman who invented it. At Starbucks, employees are encouraged to innovate, and they are motivated by coworkers’ examples.




SEEING THE BIG PICTURE
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To be able to take initiative in your job you first need to see how you and your position relate to the larger scheme of things at work. In most jobs this role is not explicitly explained, so you need to investigate how you fit into your organization’s overall operation. Ask yourself:


Why was my job created? Most jobs are created to help with some pressing need of the organization: better or faster service, lower costs, fewer problems, improved opportunities. If you can understand the initial needs for your position, you will be better able to consistently address those needs—and go beyond them.


How does my job relate to others in the organization? Whom do you interact with every day? Whom do you support, and who are the people who support you? How can you make your manager’s job easier? Questions like these help you to see the contribution you make in your position—and how you can expand it.


What opportunities to contribute to the organization exist in my job? Every job provides unique opportunities for the employee who looks for them. Consider the problems in your department. What part do you play in the process? What areas of operation do you get to observe? Knowing how you contribute to your organization can give you the leverage to do even more to help.


How is my job linked to the organization’s objectives? By defining your position in terms of the goals and objectives of the organization, you can increase your worth to it. How does your position impact the mission of the organization? How does the customer benefit from the job you do? How does the organization make or save money based on your performance? Once you see your role in the big picture, you are better able to take the initiative to do those things that can best help.










“Initiative is what companies thrive upon. If there is a problem, you want someone who will explore new theories and techniques without oversight. With someone who takes the initiative, intelligence follows through hard work.”


—KEN





In the super-competitive fast-food market, a little bit of creative initiative can go a long way toward building product sales. Danny Wagner, manager of a Kentucky Fried Chicken store in Boulder, Colorado, developed a $13.99 in-store meal special. What made this meal particularly special, apart from the fact that it consisted solely of highly profitable dark-meat pieces of chicken, was that every person who purchased the meal also received a chance to win a pair of tickets to a November 22 football game between the Oakland Raiders and the Denver Broncos. And by promising to advertise a local limousine service in his store for a week before the drawing, Wagner was able to offer the lucky winner a free ride to the game and back home in style.




How to Be Creative on the Job


Kimberly Smithson, marketing manager of Motivation Online in Hoffman Estates, Illinois, offers the following tips:


• Brainstorming.


The goal of brainstorming is to develop as many ideas as possible—not to critique, analyze, or discuss them or to make decisions. Create a chart and list as many ideas on a topic as possible. Some of the ideas may be pretty ridiculous, but everything goes on the list. The psychological principle behind brainstorming is called triggering. Any idea, no matter how dumb it seems, can trigger a viable idea.


• Pare it down.


Most people think that in order to be creative, you have to invent something new. You can be just as creative by getting rid of things. By eliminating the unnecessary, you can improve processes and ways of doing things.


• Modify what exists.


By modifying something you already have, you may come up with something new, different, or better. You can also get a lot of good ideas by observing things around you. If you adapt what you observe in one context of your life, you may be able to solve a problem you face in another situation.


• Lateral thinking.


Most of the time when you face a problem, you attack it logically—and that’s good. However, what’s logical may not be the only approach. Often the answer to a problem is not right in front of you, but can be found by looking at it from a different angle.





After seven years of running Tom & Sally’s Handmade Chocolates, Inc., a gourmet chocolate business in Brattleboro, Vermont, Tom and Sally Fegley were talked into creating a new product—Chocolate Body Paint, a gooey confection that can be daubed onto loved ones—by a close friend and customer who first thought up the idea and then kept after them until they agreed to produce it. Although they initially resisted stocking the product in their staid store because they thought it might be a bit too suggestive, the friend persisted and Chocolate Body Paint was born. Today, the product is Tom and Sally’s best seller, and it’s won awards and been featured in publications from the Wall Street Journal to Playboy magazine.





Several years ago, when the office of Amy’s Ice Creams in Austin, Texas, happened to run out of job application forms, a quick-thinking employee came up with an interesting way to reinvent the company’s job application process. When all the applications were gone, the employee handed each remaining applicant an empty bag with instructions to do something creative with it. Because Amy’s strives to hire people who can entertain customers, this brainstorm allowed applicants to demonstrate their ability right then and there. One particularly ingenious applicant transformed her bag into a helium-filled balloon and floated it into the interview area. (She got the job!) The bags quickly became a standard part of the interview process.





Luis Catatao, an assembler of hermetically sealed switches at the Watertown, Massachusetts–based manufacturer United Electric Controls, found that he was constantly shuttling to the purchasing department to ask for more parts. Not only that, the company’s computer wasn’t always up to date: sometimes the parts he needed weren’t even in the company’s stockroom.


On his own initiative, Catatao began collecting information about the parts he used. How many had he used in the last three months? How did usage change over a six-month period? What was the lead time to get each part from the supplier? With numbers in hand, he approached production manager Harvey Chambers with his idea for a simpler way to track the parts. Using magnetic tabs, Catatao designed a board that indicates the status of inventory: a green arrow shows the current stock levels of all the parts he needs, and a red square sits at the reorder point for each part. As inventory shrinks, arrows close in on squares, threatening to gobble them in Pac-Man fashion. When arrows and squares drift dangerously close, parts need to be reordered. “Ever since I got this board, I run out much less than I used to,” notes Catatao. “I can see where I stand in about two minutes.”







“Initiative makes the difference between ‘robots at work’ and ‘people at work.’”


—TOMAS(PR)
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An employee of Gardner Merchant, a company in Kenley, Surrey, United Kingdom, that provides catering and food services to businesses and is now a part of the French-based Sodexho Alliance, came up with the idea of initiating a customer-profiling project. The worker suggested analyzing the social grouping of customers to pinpoint food tastes at each of Gardner Merchant’s sites, which are mostly cafeterias that Gardner Merchant operates for its client companies. By serving at each restaurant the type of food that most closely matches the tastes of the main groups eating there, the company expects sales to improve significantly. And, in a bid to improve both product sales and the company’s bottom line, staff at Gardner Merchant restaurants in Great Britain independently developed a “Food Miles” scheme to encourage more employees to eat on site. The program’s adoption at British Steel in Corby, one of Gardner Merchant’s clients, led to a 23 percent improvement in daily usage of the facilities. Cooking demonstrations at the Royal Insurance company cafeteria run by Gardner Merchant in Northern Ireland—another bright idea initiated by staff—led to a 12.5 percent increase in patronage.





Independent of management, engineers at Oregon Saw Chain (now the Oregon Cutting Systems Division of Blount, Inc.) in Portland, Oregon, developed an innovative hand-held pruning tool based on the company’s chain-saw technology. Not only did the new product earn a silver medal in Business Week magazine’s product-design competition, but it spawned a $5 million business unit that was ultimately sold off to another company.





At Going Places, Great Britain’s second-largest travel agency, staff thought up the idea of compiling “Extra Mile” files to acquaint themselves and colleagues with particular travel destinations. This job aid, which includes personal observations on geography and local culture written by employees, helps all workers easily acquaint themselves with a variety of travel spots. Not only do the employees themselves benefit from knowing more about the destinations they are selling, but so do their clients.


Urged on by the possibility of improving the employee-compensation package, another group of workers at Going Places devised a unique performance-related pay scheme and successfully sold it to management. Its aim is to provide a way out of the low-pay, low-status, low-performance trap that is widespread in the travel industry. Maximum pay levels for “travel advisers” in shops will rise from approximately $14,000 to $28,000, says Tony Bennett, the managing director. “While we anticipate a 15 to 20 percent yearly increase in pay levels once the scheme is adopted, we are also delighted that this innovation by staff will actually pay for itself with a sales increase of the same magnitude,” he says.







“Initiative is taking the lead and never giving up regardless of what others do. The poem that I follow and taught my children says it all.


PRESS ON: Nothing in the world can take the place of persistence.


TALENT WILL NOT: Nothing is more common than unsuccessful men with talent.


GENIUS WILL NOT: Unrewarded genius is almost a proverb.


EDUCATION WILL NOT: The world is full of educated derelicts. Persistence and determination alone are omnipotent.


While I was never highly intelligent, I had initiative and persistence on any job I took. These qualities always brought great rewards and advancement to me (and my children as they went into jobs).”


—CJ







Independent consultant Ken Tombs of Caterham, Surrey, United Kingdom, has established the following rules to guide his own efforts at creativity on the job:


• Maintain an open mind-set.


• Always learn from your mistakes.


• Be inquisitive (perhaps childishly so!).


• Keep asking why—even if you seem foolish in doing so.


• Don’t suffer rubbish work gladly just because it exists.


• Read between the lines.


• Maintain a cynicism - toward everything that seems “fashion or jargon oriented” and is not grounded in longer-term reality.








Loading sheets of steel into a forming press by hand is a very dangerous, labor-intensive, and expensive process. Two coworkers at Dana Corporation’s plant in Elizabeth, Kentucky, were convinced that they could do something to improve the loading process. They figured out a way to automatically load steel sheets into a forming press, and then pitched their idea to management. The plant’s management agreed and approved implementation of the project, which was a terrific success. As a result, six workers were reassigned to other jobs in the plant, saving the company $250,000 a year.





Jetway Systems in Ogden, Utah, manufactures the jetwalks used in boarding aircraft. The responsibility of Jerine Price’s department is to manufacture all the electrical panels (consoles) that operate the jetwalk; the panels then move on to the final assembly area. Two years ago, the consoles were manufactured and delivered to the final assembly area without being pretested. As a result, many of them failed, and manufacture of the jetwalks was delayed up to 48 hours while workers troubleshot the consoles. Seeing a problem that needed to be solved, Jetway employee Dan Brown designed a console pretester on his own initiative for the department. The test device cost $1,000 to build, and saved the company more than $20,000 in the first six months by eliminating costly delays in the final assembly area. Says department manager Price, “We utilize Dan’s console tester now, and if a defect shows up, we repair the console prior to passing it on to final assembly. Dan Brown is a great asset to the Jetway organization.”







UNLEASHING EMPLOYEE INNOVATION AND CREATIVITY


[image: image]


Just think how great it would be if all employees had the opportunity to contribute their ideas to their organizations and be appreciated for doing so. Fortunately, organizations today are increasingly relying on all workers, not just their managers, to find new creative ways to do business. According to Grace McGartlan, president of GM Consultants of Toronto, Ontario, anyone can unleash the untapped innovation and creativity in the workplace by applying the following principles:


1. Take the mystery out of creativity: define expected outcomes so that everyone in the organization understands where employees should direct their efforts.


2. Discover how individuals are creative: every person has his or her own approach to generating new ideas. Ask for input, but remember that people have different work styles.


3. Define challenges specifically: focus on areas where creative solutions are needed instead of wasting time on areas that generate little or no return to the individual or organization.


4. Minimize fear of failure: find ways to absorb risk. Regard mistakes as learning opportunities. Rewarding employees who take prudent risks will encourage them to innovate even more.


5. Take personal responsibility: develop an organizational climate for innovation. Start with yourself and the people within your personal sphere of influence.


6. Encourage active communications: set up hot lines among groups for quick, ongoing interactive idea exchanges.


7. Enhance your own creative skills and behavior: set an example.







The Right Stuff


Ravi Kapur at the Naval Research lab in Washington, D.C., offers the following traits that are important to anyone who wants to take initiative:


1. Strong belief in your principles


2. Ability to challenge the status quo


3. Ability to see what we all see, differently


4. Degree of selflessness
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