Motivation for Innovation i
Picatinny Arsenal, July 31, 2000

The July 2000 Roundtable was held at ARDEC, Pi-
catinny Arsenal. This was a continuation of the dis-
cussions from the prior Roundtable meeting of
March 27. The objective was to further share pro-
grams and practices that organizations use to moti-
vate innovation. Facilitators were Lem Tarshis of
the Alliance, Don Mclver, ISO Human Resources
Manager, and Clark Ensley of ARDEC Human Re-
sources.

e Lem Tarshis reviewed the results of the Alliance
research done to identify differentiating charac-
teristics between highly innovative organizations
and lesser ones. Organizational cuiture, defined
as the normative behaviors exhibited by employ-
ees, was found to be the major distinguishing
characteristic. Companies whose people dem-
onstrate collaborative, inquisitive, advocative
and goal-directed behaviors (terms defined in
the Aliiance study) are better innovators. The
Alliance Innovation Model has been multiply
validated since it was first postulated, and it now
appears that actions taken based on a survey
developed from the Model are showing suppor-
tive results.

e Culture appears to last for a long time and
changes only over a lengthy period. However,
the recent data that Lem reported on indicates
that a significant change in behavior can occur
within a three-year period.

¢ The discussion based on Lem’s presentation
indicated general agreement on the part of par-
ticipants that the Model does correlate with their
experiences. Teknor Apex indicated that they
are planning to use the Alliance Innovation Sur-
vey to benchmark their innovation practices.

e A simple definition of innovation proposed by
Larry Gastwirt, and consistent with the definition
used in the Alliance study, is “the introduction of
something new”. The word “introduction” brings
in the notion that we are not talking about inven-
tion or concept origination, as important as they
are. Rather, innovation embraces the full proc-
ess of bringing an idea to use, from conception
to useful implementation.

¢ Don Gulliksen of ARDEC asked a provocative
guestion: when do you buy culture (by acquiring
an innovative organization, for example), and
when do you develop a new culture from within?
Participants agreed that companies should buy
an innovation (using the word in the limited



