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Welcome to 2020! 

Welcome to the first 2020 edition of Ideas and Inspirations                

published by IdeasAmerica. After a successful 2019 Summit we 

are looking forward to a positive and busy new year. 

This is an unprecedented time in recent history. The COVID-19                    

pandemic is having an impact on the health of our loved ones, the 

businesses we rely upon, the health of the global economy, and 

the way we live our daily lives. As we all continue to navigate 

through these unique and evolving challenges, IdeasAmerica will 

keep you updated on the status of the 2020 Summit scheduled for 

September. We pray that everything will be back to normal soon 

and impact to us all will be minimal.  

Brenda Kelly, President   

IdeasAmerica 

I have maintained contact with a number of our international 

members and friends to see how they are handling these                  

trying days. The current “stay at home” recommendations 

world wide have impacted the UAE and German conferences. 

Kudos to their creativity in managing on-line seminars and  

presentations to meet their members needs! 

We encourage all of our members to stay positive and                        

continue to work on your IA nomination submittals. We have       

extended the due date to June 30th because of reduced work 

schedules and limited work hours for many of our member         

organizations. IdeasAmerica will conduct the awards process 

as planned.  

On behalf of the Board of Directors, we wish for you all to stay 

safe, be positive, and look toward the future. 

2 

 

4 

 

5 



   

“You can’t just ‘carry on’, well not as normal 
anyway.  The impact that the Coronavirus pan-
demic is having around the world is like                  
nothing we have seen before. The scale of the 
impact this will have on our society and                        
economy on a national and global basis hasn’t 
been seen since World War II.” 

 

Whole countries are in lock-down, many indus-
tries are on their knees, and the world-wide 
economy has had a seismic shock that it will 
take many years to recover from. 

This will affect all of us personally, even if it’s 
just trying to buy a loo roll or packet of pasta! 
Travel disruption is impacting family gatherings 
not just holidays. People needing to visit loved 
ones or simply get home are finding themselves 
stuck halfway around the world. Many busi-
nesses, across all industries, are under threat 
and having to adapt and adapt quickly. Some 
people will lose a job or a business, others will 
find their working patterns disrupted with 
meetings and events cancelled or having to 
work from home. Schools and exams are under 
threat. We cannot even find solace by going out 
as people are avoiding pubs, restaurants,                  
cinemas, etc, that is if they are open at 
all.  Even most sporting events are cancelled 
and global competitions such as the 2020 Euros 
and Olympics are under threat. 

 

So how are we to cope with all this? From an 
individual and personal perspective we need to 
develop the resilience and mental strength to 
see us through this period.  For most of us this 
is not life or death, but this is what I learnt from 
going through situations that was both life 
threatening and life altering. 

Don’t panic. The people stripping supermarket 
shelves bare are acting out of fear. The fear is 
genuine and valid, but the response is emotion-
al and irrational. There is no disruption to the 
supply of toilet rolls, and no reason why we 
should need more, but panic buying by a few 
has created a self-fulfilling prophecy of                         
shortages. We cannot control eternal events, 
such as the emergence of the Coronavirus, but 
we can control how we respond to it. Make 
sure you respond with your head and not your 
heart and you won’t go far wrong. 

Keep a long-term perspective. With things 
changing by the day, conflicting advice and 
strategies emerging from different experts,   
politicians, countries, and a barrage of social 
media mixing fact and fiction, it is difficult to 
keep a sense of perspective. But what we do 
know with absolute certainty, is that this will 
pass. In 12 months-time we will be back to   
dealing with the latest Brexit negotiation 
(remember that?), or climate change, or a              
military/terrorist conflict. i.e. we will get 
through it – as tough as it may be at times, so 
let’s turn our attention to how you do that. 

 

Do the right thing. Take responsibility for 
avoiding, delaying, and preparing for the virus. 
Do this personally and professionally, for your 
family, colleagues, and business.  This isn’t just 
for practical reasons it is for the peace of mind 
of knowing that you have done what you can 
for yourself and others. But there are bounda-
ries, remember the serenity prayer: have the 
serenity to accept the things you cannot 
change, the courage to change the things you 
can, and the wisdom to know the difference. 
Focus on the things you can do something 
about. 

Covid-19: Keep Calm & Stay Strong 
By Bill Mann 



   

Look after yourself.  In times of stress and              
worry, as well as physical illness, it is much              
easier to cope if you look after yourself. Look 
after your body with sleep, exercise, and a good 
diet. Look after your mind by removing undue 
pressures or stresses, avoiding those who are 
negative and will sap your energy further, and 
give yourself permission to take the time and 
space you need. Know what your own warning 
flags are, that stress is mounting. It might be 
losing patience with minor things, or mood 
swings, or something else. Whenever you            
detect your own warning flags, take a break, go 
for a walk, and  take an action to reduce your 
stress. 

Avoid the negative thinking trap.  It is not all 
doom and gloom despite what others think, and 
the impression the media creates. It is not              
Armageddon – honestly, it’s not. And all those 
things you thought you could or should have 
done to avoid the impacts? Well you didn’t 
have a crystal ball to know this was coming. If 
you find yourself caught in a downward spiral of 
negative thoughts then stop, pause, and 
breathe.  If you find yourself talking to others 
caught in this trap, then turn it around or turn 
yourself around and walk away. Focus on the  

positive and constructive thoughts. The world 
has responded quickly, many scientists are 
working on finding a vaccine, the vast majority 
of people will only suffer flu symptoms for a 
few days and then be better, and the outpour-
ing of goodwill to health workers is                          
heart-warming. Even the experts and politicians 
are saying that, in all likelihood, the impact will 
be far less than the worst case scenarios people 
fear. And remember, China is past the peak and 
returning to normal already. 

As we go through the next few months, and the 
changes start to touch different corners of our 
lives, there will be small moments of opportuni-
ty. Perhaps spending more time with family or 
reaching out to those you have not seen for too 
long, or possibly having the time to do things 
that need doing. There may be other opportuni-
ties that come along such as spotting a new        
direction to take your business or career.  For 
others it will be a time to learn about personal 
or business resilience, or just taking the time to 
learn something new. There are always                 
opportunities in change . . .                                                           

Watch out for them! 

continued from page 2 

“You can’t use up creativity. The more you use, the more you have.” 
– Maya Angelou 

Poet, activist (1928-2014) 



  Play Improves Morale & Productivity 
By Steve Wilson 

Some years ago I came across an impressive 

estimate related to the business world:  a 15% 

increase in moral can account for as much as a 

40% increase in productivity. It doesn’t               

surprise me. And it seems quite likely that the 

same estimate holds true for our home and 

personal live, too. After all, not all work takes 

place in an environment of paid employment. 

Many people work in gardens, work on their 

cars, and never ending housework! Millions of 

us willingly put in long, difficult hours on our 

hobbies in spite of the fact that all these 

efforts may not yield us a cent of cash                          

earnings. 

Paid or not, just when is work work? I suppose 

it has a lot to do with how we look at it, how 

much pleasure and satisfaction it brings us, 

how much fun it is for us. Tom Sawyer con-

vinced his pals that white-washing a fence was 

not work at all and got them to do it for him. 

Was it work? Maybe it is and maybe it ain’t. All 

I know is it suits Tom Sawyer. When we can 

make work more fun, paid or not, more people 

will gladly do more of it! 

According to management consultant Fred 

Pryor “Humor is good for you health and that 

of your employees. Healthy, happy employees 

are on the job. Unhappy ones tend to call in 

“sick” - and they may well be.” In many cases 

they may only be sick of work.  

Traditionally, work and play are thought of as 

separate and opposite activities. Fred Pryor 

points  out that many  workers 

feel and many supervisors feel obliged to dis-

courage playing at work. John Bowman is a 

sociologist that who questions the usual way 

we look at work and play. Bowman has collect-

ed numerous examples of occasions when 

work activities are accomplished quite playful-

ly. He has gathered evidence  that playful activ-

ities either relieved tension, made very boring 

work more tolerable, or built solidarity among 

a group of employees.  

Below are a few ideas for departmental fun 

activities: 

1. Spontaneously create a social gathering 

after work. There is such a thing as “planned 

spontaneity”. Use it. 

2. Informally organize card or board games 

during lunch break. 

3. Serve unusual treats such as ice cream or 

popcorn.  

4. Informal story telling sessions. 

5. Impromptu coffee gatherings. 

6. Put pictures of the staff on the bulletin 

board when they were babies. Let employees 

guess who is who. 

7. Sponsor a tacky or casual dress day,  T-shirt 

day, funny hat day, etc. 

8. Weekend picnics. 

Steve Wilson, is a psychologist (a Joyologist) 

and President of World Laughter Tour.  



  Innovation Culture - Changing Mindsets 
By Gareth Morgan 

“Over the last few years in my role at Fidelity International, I have been looking to understand more about our approach to 
innovation and how we respond to change in the global marketplace. Over that period, I have also spent time talking to a 
number of other companies about the thinking behind their innovation models.” 

 

Any conference or seminar you attend these days seems to be focused on new methodologies, strategies and, 
most of all, new technologies. We are constantly hearing about AI, Robotics, Big Data, Cloud, Agile feedback                   
cycles, ideation and innovation. Rarely though, do we talk about our people or why we really need to innovate. 

 

Survival Anxiety                                                                                                                                                                               
Publications,  presentations and organisations are looking at  current and future  market trends and asking:  What 
will be the  next  client demand?   How will  they  expect to interact?  How can we  automate?   Whilst  it’s vital  to               
understand where  we want to go and  what our customers  will need to create an effective innovation strategy, it 
is imperative  to understand  why you  need to I nnovate – and to  identify  the threats to your organisation  if you 
don’t.  You want to try and introduce that very human trait of  ‘Survival Anxiety’,  albeit at an organisational level. 
By  undertaking  this threat a nalysis,  it  becomes  easier to  quantify  both  the need  for change and  where  your               
company is most exposed. 

Survival anxiety comes from a fear of what happens when your current world is disrupted. It creates a  realisation 
that, in order to survive,  we must constantly adapt.  In the annals of corporate history, we have seen  behemoths 
topple where the threat of disruption has been met with complacency. Clearly,  none of us want to follow suit, so 
the  language  we  all  use has  changed.  Buzzwords  have  come  to  the  fore and, across the land,  organisational                 
rhetoric is now loud and proud about the need to change and progress. 

 

But what really happens when everyone gets back to their desks and BAU pressures continue? The answer: 
often, nothing really changes. 

 

Due to traditional incentive structures, management often remain focused on the immediate pressures of                   
delivery, while staff continue to focus on the task at hand. The need for change and innovation is therefore often 
pushed into tomorrow’s ‘to do’ pile. There will be the odd flurry of activity with suggestions of “let’s have a 
Hackathon!” or “we need your ideas on X” but once this initial activity is over and pats on the back have been 
proffered, brilliant ideas and concepts can often be lost as it’s simply too hard to find the additional time or                 
sponsorship to progress. 

 

Why does this happen?                                                                                                                                                                               
Why this  happens  is  probably  not  revolutionary.  My  view is that  most  companies  still  fail  to  engage or rally 
their collective staff behind organisational ambitions, so the threat or opportunities posed at a corporate level are 
really  seen  as  somebody  else’s  problem  by  those  who  work  there.   What  is  important   to  the  company  is                     
sometimes disconnected from what’s important to the individuals who work there. 

For decades, we have been complicit in creating an industry focused on the ‘9 to 5’ culture, with complex hierar-
chies and people isolated at their workstations, completing the daily tasks in front of them. We’ve conditioned 
people to simply do the job at hand without ever really risking putting their heads above the parapet.  Objectives 
are  created to be ‘specific’  and ‘measurable’,  while  dates or targets  are set,  which quickly become set in stone,  



  continued from page 5 

inflexible to changing pressures or opportunities. This is nobody’s  fault. It is simply the way we have been                     
educated. Nevertheless, it has stunted our natural curiosity and created a palpable fear of failure. 

So, where does this fit into the overall narrative? Well, the problem is, that a person’s survival anxiety is very                      
personal to them. It’s an instinct to keep their job if or when cuts take place. Their focus can often be to ensure 
that they simply protect what is theirs, outperform the person in the next cubicle, work to task, hit their targets 
and keep their head down. 

 

Creating worker engagement                                                                                                                                                                  
If   we  are   serious   about   innovation,   it’s  worth  assessing   how   engaged   our  people  really   are   with  the                              
organisation  and  how  far  they  are   empowered  to  act.  We  have t o  start  thinking  about how  we reverse  a                       
psychology created  through years  of working  to  task  and  centered on  orderly targets.  We must  find a way to               
remove  the age-old  fear of taking  risks created  by traditional management approaches.  We need to get people 
to  buy  into  a  wider  vision,   where   they   are  excited  and  engaged   about   finding   new  solutions  for   their 
organization. 

How have we tackled this at Fidelity?                                                                                                                                              
The honest  answer is a combination of  patience and a  continued reconfirmation  of our values and  client focus,               
coupled with a clear vision of how everyone can play a role in our success. 

We are fortunate, in that innovation has long been part of Fidelity’s heritage and continues to be at the core of 
what we do. Indeed, we have a growing global capability that takes the best ideas from our staff and looks for 
new ways of innovating and utilising cutting-edge client solutions. In recent years, we have explored the use of 
new, breakthrough tools and technologies across our business. We have changed our environments but, most 
importantly, in recent years we’ve really challenged the one factor that is often overlooked in the buzz around 
innovation – our culture and behaviour – especially around mindsets and the empowerment of our people. 

 

An ongoing journey                                                                                                                                                                                 
This is very much a journey we are still on and it has not always been easy.  As a company, we have become more 
transparent  about our  challenges and  opportunities.  We’ve opened a  range of channels,  including an  ideation 
platform, communities of practice, and formalised programmes of work, to engage our staff and ask for their help 
to  resolve  challenges  at  an  enterprise  level.  The rhetoric  has  moved  from  ‘task-based’  and  ‘plan-driven’  to 
‘directional’  and  ‘empowering’, giving our staff the freedom to become part of the wider solution, outside of the 
confines of the BAU role. 

It may sound obvious, but asking your staff to raise and discuss ideas on how we can improve as an organisation 
provides remarkable insight… after all, these are the people who know your company best; they work there every 
day and see the issues and opportunities, first-hand.  Asking for their input creates a company-wide dialogue that 
can be built upon. From experience however, in order to create this continued buy-in, it is imperative to respond 
and back any great ideas right through to the delivery stage. In demonstrating the early shoots of change, you can 

slowly cultivate a broader engagement. 
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Changing mindsets                                                                                                                                                                                   
This  engagement  doesn’t   happen overnight  and,  before you can  expect  to  see  the  potential  game-changing  
Ideas  come  through  from  your team,  think firstly  about how to draw out the ideas   that  matter  most to  your 
staff.   Change the  dress  code, remove partitions  or  make  changes  to  the  physical  environment… if it’s raised,  
even change the lift music!  By taking these small  steps and showing that the organisation is listening,  buy-in and 
belief will start to grow and mindsets will start to change. 

At Fidelity, our aim has been to create a culture akin to a smaller organisation, where people can really see the     
value they can add and have the opportunity to learn and take on initiatives that push them way beyond their              
comfort zone – without the fear of getting it wrong. 

As an organisation, we have had to learn that, to get where we want to go, we first need to have the opportunity 
to experiment and learn through trial and error. After all, none of us could ride a bike the first time we tried. It has 
been a winding journey, one that we are still on, but fast-forwarding to present day, we now have self-driven and                       
self-forming teams, tackling issues outside of the daily norms, with people across the organisation coming togeth-
er to ideate on new concepts and rekindling a curious energy that they may previously have lost somewhere 
along the way. We even have an internal TEDx event that runs on a global basis. This was conceptualised and de-
livered by our graduates and young leaders, offering a great example of what can happen when people are                     
inspired, engaged and empowered to make a difference. 

My overall point is this: you don’t create success by mandate alone; you firstly need remove the barriers and                  
unleash the creativity of your people. It is the energy, enthusiasm and imagination of your team that binds                    
together with the relevant skills, knowledge and technology to achieve your desired outcomes.  If you manage to 
get this right, differentiated innovation begins to happen. 

“If I have a thousand ideas and only one turns out 
to be good, I am satisfied.” 

– Alfred Nobel 
Founder of the Nobel Prize (1833-1896) 



  

2020 VIRTUAL SUMMIT 

78th IdeasAmerica Summit 

 

September 22-25, 2020 
 

Mark your calendars and plan to attend               
virtually. Reduced registration fees makes it 

affordable for everyone. Awards and                        
certificates will be mailed immediately after 

the summit.                                                                 
Check the IdeasAmerica website for details. 



Contact Us 

Give us a call for more 

information about our     

services and products. 

IdeasAmerica 

248-961-2674 

Visit us on the web at 

ia@ideas-america.org 
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