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RPI’S 2007 PAMELA SABIN AWARD RECIPIENTS 

VALUE BENEFITS OF RECOGNITION 

It only takes one person to make a recognition program excel and the three RPI Pamela Sabin Award recipients are perfect examples. All have spearheaded very different successful recognition programs at diverse organizations and have a wealth of wisdom to share.

Recognition Professionals International (formerly NAER) gives out the award annually. 

This year’s recipients are; Joan Kelly, Vice-President of Compensation and Benefits for DHL; Zoel Fages, Manager of Organizational Effectiveness for Gap Inc.; and Betsy Worley, Associate University Registrar in Charge of Recognition at the University of Florida.

“We had an excellent pool of candidates to choose from,” said Christi Gibson, RPI’s executive director. “We selected these three because their dedication, professionalism, and enthusiasm were exemplary. They have built, sustained, and evolved the recognition programs at their organizations and we are excited to have this opportunity to turn around and recognize them.”
Their Programs


It would be difficult to find three programs that are more different. Each is successful because it’s tailored to the culture of the organization – whether an international delivery company, a national clothing retailer, or a major university.

Company administrators describe Joan Kelly as the “energetic, powerful, effective” face of recognition at DHL.  In fact, she is so dedicated that her business card now reads, “Chief Carrot Officer.”

During her tenure, she has instituted and implemented many successful recognition instruments such as the “Career Achievement Program”.  She designed it in 2003 to smooth the transition when DHL and Airborne Express merged, with a goal of uniting and inspiring employees to move in one direction.  


The original program included only 10 and 20-year service awards. She expanded it to one, five, and 15-plus years of service and added an additional level for retirement.  By adding these levels, Kelly was able to include more people and use early recognition to bond new employees to the company.


Kelly and her team also implemented a performance award program designed to capitalize on DHL’s internal branding campaign, “I’m on it.”  To that end, employees who exemplify core values get immediate recognition with either an e-card or $50 toward a recognition gift from the company website. 


The “Above and Beyond” program recognizes those who take actions resulting in significant business impact. The program, which includes bronze, silver, and gold levels, requires completion of a simple nomination form.

The “Value of Excellence” award addresses the needs of company departments to mark the achievement of specific goals or results.  So far, departments have used this program to recognize customer retention; innovation; customer service; merger and acquisition integration; and targeted sales accomplishments. 


“We needed a way to honor those employees whose actions make a significant impact to DHL’s bottom line,” said Kelly. “We needed to make extraordinary actions visible to others to inspire performance and reinforce the types of actions that make DHL a better company, as well as make our top performers aware of our appreciation as an organization.”


At Gap Inc., Zoel Fages started the Applause program to recognize employees for “Purpose, Values, and Behaviors” (PVB).  All employees and managers may distinguish any other employee or manager with a PVB recognition card or through the Applause website. 

Gap Award Points are distributed monthly to heads of stores, district managers, regional directors, and Zone VPs, who then give them to employees who demonstrate superior performance by:

· Creating a great customer experience.

· Creating a great employee experience.

· Contributing to great business results.


Award recipients redeem points for merchandise from the program catalog. Gap also gives managers and administrators a monthly budget for team celebrations.


In an effort to encourage community service, the “Founders’ Awards” honor employees who donate their time and service outside the company.  Finally, the company bestows employee anniversary awards for one, three, five, 10, 15, 20, 25, 30, and 35 years of service and recognizes managers for superior performance with the “Exceed Award.”

“This recognition program is just beginning to change our culture,” Fages said. “We are still in the process of some major changes, but this program has allowed us to be flexible.”

The University of Florida’s Betsy Worley had many challenges when she took over the recognition program 26 years ago.  The most notable was that the program had no funding.  Through sheer dedication and enthusiasm, she instituted a number of regular fundraisers and built low-cost, but effective programs designed to reach employees at every level.

Highlights of Worley’s budget-friendly program include a “Wall of Fame” with colorful areas that: spotlight staff achievements; display photos of staff members’ families and pets; and feature photos of new employees along with a short informal bio.

She honors student assistants by setting aside one week a year to recognize the contributions they make with an in-house breakfast or lunch and a small gift, such as movie tickets.


In conjunction with homecoming, each organizational unit in the registrar’s office is assigned an interior lobby door to decorate. Students, faculty, and staff vote on the best door by depositing a canned good in the door’s voting box.  When the contest is over, first, second, and third place trophies are awarded and they donate the food to local charities.


Worley organizes a potluck breakfast to honor the contribution that the housekeeping staff makes to the organization. Other staff members volunteer to bring in hot food and beverages.  They also donate money for gift cards for each housekeeper and award certificates of appreciation.


“It’s very easy for us to see how hard they work,” Worley said. “They come in at 4:30 in the morning and make us look good to everyone who visits that day. They are an integral part of our offices.” 
The Processes and Resources They Use

One of Worley’s most pressing issues is the lack of earmarked funds. But this hasn’t stopped her. In fact, years ago when the program was small, she used her own money.  As the ideas and staff grew, she created ways to generate money.  


The Soda Fund allows her to keep up a solid income stream. Staff members buy a variety of soft drinks on sale and resell them to employees for 50 cents. Since the vending machines in the building charge $1 for a very limited selection, the soft drinks are hot items and profits accrue rapidly.

An annual silent auction of donated items brings the largest profits. Staff members go through their attics and closets and bring in everything from toys to fine art.  All of the proceeds go to recognition activities. Other fund-raising events include bake sales and raffles.  


The side benefit of these activities is that staff members realize they have a role in making the recognition program successful. The continual challenge of generating funding, as it turns out, is another way to recognize staff and turn everyone into team players.


At Gap Inc., Fages is committed to providing employees with a systematic approach that gives them a choice of rewards; allows them to accumulate their earnings from multiple initiatives; and provides a broad and relevant selection of awards.


He implemented a celebration funds program to support managers in observing their teams’ success. Where funds used to come out of the managers’ own pockets; now they come from corporate; Fages achieved this by working with his internal finance department.


Every year Fages scrutinizes his recognition program by re-evaluating objectives, inclusions, and rewards to ensure that the program meets goals and tools are maximized.  

In 2003, when Kelly began to evaluate recognition programs at both DHL and the newly merged Airborne Express, she discovered that, while recognition was occurring, the program was disorganized.

“Recognition was decentralized,” she said. “People were doing their own things in both companies. It was very difficult even to uncover how much was being spent on recognition. Instead of wasting time on trying to identify what was currently happening, we focused on how we could start building a new DHL recognition culture.”


At the same time Kelly and her team were developing the recognition programs, DHL was doing extensive advertising to increase their brand recognition. The team felt it was important to align the recognition brand with the company branding campaign. “Above and Beyond” and “Going the Extra Mile,” which appeared on DHL billboards, also became recognition program names.
Applying the Principles of Recognition


Kelly puts her money where her mouth is.  In addition to adding Chief Carrot Officer to her business card, she dressed up as a carrot for an HR training event.

“I will do all I can to inspire the vision of recognition at DHL, even if that means turning myself into a carrot,” she explained. “Our managers have to understand that while we are talking about how great recognition can be for the bottom line, part of recognition’s power is in the fun it brings into the work environment. The carrot costume is a way for me to inject some of that fun into training sessions.”

The carrot theme extends into her own department where Kelly started an informal carrot basket recognition program. The basket contains several carrot icons, which are awarded via peer nomination to the employee who best demonstrates “carrot-like” behavior or results.

Fages’ dedication to recognition at Gap Inc. is evident in many ways.
· He serves as a reference to other organizations that want to improve their recognition practices.

· He is actively involved in professional organizations.

· He attends professional conferences.

· He makes it a point to keep on top of the latest trends by reading professional publications.

· He seeks out and attends courses and seminars.


Worley is aware that University of Florida employees must view recognition as fair and well deserved in order for it to be effective. She also insists that the criteria for receiving recognition be clear and impartial.


Aside from initiating the public programs, she tailors her personally supportive actions to the individual need of each employee. She takes time to send handwritten notes and will invite a stressed staffer out for a walk and a cup of coffee.  She also assembles  care packages for sick colleagues.


Peers say she exudes an infectious joy for her job and truly values the people she works with – qualities that are a priceless asset for the leader of a successful recognition program.
Communicating, Demonstrating, and Delivering Recognition


Worley’s weekly meetings with supervisors and entry-level managers always include discussions and plans to continue the success of the recognition program. They also brainstorm for new ways to acknowledge good performance. 


Worley gets personally involved with the program by baking cookies for bake sales and labeling items for the silent auction.


Fages is a tireless speaker and presenter.


“I feel like you have to be inspiring in some way,” he said. “Just being able to get in front of an audience and be the face of the program creates a real connection. You need to be that constant champion and that voice. It’s so important to rally the troops.”


He presents; at store leadership meetings, at field leadership meetings, and to company executives. He also shares best practices and recognition expertise with other brands within Gap Inc. and established the Field Advisory Council to test recognition practices and gather feedback for continuous improvement.

Kelly’s passion for recognition stems from a core belief that as DHL cares for its employees, they will take care of the customer.


In addition to regular recognition training sessions, Kelly initiated the “My Value Package” (MVP) employee portal.  MVP was designed to create an all-access place for employees to understand the value of working at DHL and to make it easy to use the recognition programs and tools. The site allows peers and managers to nominate others for recognition or browse testimonials and review suggestions for improvement.


In addition, posters, measurement charts, and clearly articulated goals and progress reports are affixed to the walls for everyone to see.


Overcoming Management and Employee Indifference


One of the main reasons for the DHL program success is the support of senior management, who are aware, through improved survey and business results, of the financial benefits to the company.

“We recently brought a third party in to look at our service level versus our competition,” Kelly explained. “They did it around the country in different areas and in almost every area our service is now at par or better than our competition.  The whole idea of recognizing, of inspiring, and asking our employees to move that service level up, and then recognizing them for doing it, has made a tremendous difference for DHL.”


Kelly knows that, when it comes to the recognition program, one size doesn’t fit all – it must be tailored to the unique culture of every DHL location.

For example, managers at one Ohio facility strongly felt that their employees would respond more favorably to an on-the-spot program than one requiring a formal nomination. By introducing a $50 award level that only the local manager needs to approve, program participation improved by more than 300 percent.

“I realize there may be better or different ways of doing things that are better suited to their locations and the employees there,” Kelly said.

In order to substantiate the need for recognition programs at Gap Inc., Fages blends and presents information from:

· Opinion leaders on recognition topics;

· Published results on the importance of employee satisfaction; 

· Customer satisfaction as it relates to business results, and

· Information appropriate to the Gap Inc.culture.


Fages presented the successful results and statistics of the Gap Rewards pilot program to executive leaders 10 times in a 10-month period. The result was a full-fleet rollout of the Gap Rewards program.


At the University of Florida, Worley is prepared for objections. She collects and presents research showing that organizations with strong recognition programs have higher productivity and better employee retention rates. She also documents how her program minimally reduces work time while maximizing recognition.


Most convincing of all, she raises her own funds. In short, Worley has nearly ensured that she will never have a problem getting management onboard.
Measuring Results

Worley annually conducts a formal internal survey that asks staff members about the effectiveness of their recognition programs and staff development activities.  She also tracks staff retention to measure success. The productivity logs kept by each internal division are another way to gauge the impact on productivity. Customer service surveys conducted both online and in person also track success. 

Surveys and focus groups show that Worley’s office is one of the most customer-oriented entities on campus. Through the recognition program, employees continue to excel in both performance and job satisfaction.

At Gap Inc., Fages implemented a thorough measurement plan both prior to the pilot launch and during rollout to the full fleet. Focus groups were held and a benchmark employee satisfaction survey was also conducted prior to the pilot launch.

During the pilot program, focus groups met in three out of the five regional areas. The groups were structured to include an employee session and a management session at each location. The purpose of the focus groups was to identify key areas of satisfaction and dissatisfaction; to ensure that best practices would be replicated at full fleet rollout; and that areas needing modification would be addressed prior to rollout.


Throughout the pilot launch, performance measurement reports were generated monthly. Follow-up employee satisfaction, motivation, and engagement surveys showed consistent improvement.


Fages is currently implementing other quantitative and qualitative measures to show the link between recognition programs and improved overall business metrics.

“When employees feel recognized and appreciated, they feel more connected to the brand as a whole,” Fages explained. “One of our objectives is to lessen turnover.  The nature of retail is that turnover is very high.  Next month we will measure to see if the people that use are program have less turnover.”


At DHL, Kelly uses three metrics to gauge the success of their recognition program.
1. Employee Opinion Surveys. Areas such as employee engagement, manager 
effectiveness, leadership trust, and rewards and recognition performance 
management all made significant improvements in 2006.
2. Usage Results. After falling short of participation and budget targets in 2005, 
Kelly redoubled communication and training efforts, which resulted in meeting 
goals for 2006. 
3. Other Business Results. DHL piloted their new recognition strategy with an IT 
group in Scottsdale, Ariz., which struggled with tremendous turnover. Within six 
months of the program launch, along with leadership training, turnover dropped 
by 27 percent.

“The most important thing you can do when developing a recognition strategy and the associated programs is to make sure it fits who you are as a company,” Kelly said.  “Recognition is not an initiative. It is a way of doing business.”

Finally…

Like most HR and recognition program administrators, the 2007 Pamela Sabin Award recipients realize that quantifiable benefits are one of the hallmarks of a thriving recognition program.


DHL’s Global Executive Vice-President of HR Scott Northcutt put it this way, “Recognition has become a core part of our culture… It’s actually separating us from our competition and we really see recognition as an accelerator for greater business results.

The type of recognition programs Joan (Kelly) oversees act as the accelerator that can bring the company together around key objectives, the right behaviors, and our values.”
Sidebar 1 – About the Award


Pamela Sabin was a founding member of NAER, a charter member of the board of directors, and a true champion of employee recognition.  She was instrumental in the development and initiation of the Recognition Champion Program.  


In 2001, after a hard-fought battle with leukemia, Ms. Sabin passed away. This award was established to commemorate the impeccable integrity and passion she brought to employee recognition.


Nominators fill out forms that demonstrate the following recognition program leadership qualities in the nominees:

· A passionate belief in the principles of recognition;

· Taking initiative to spread the message throughout their entire organization;

· Communicating, demonstrating, and delivering recognition;
· The ability to overcome management and employee indifference; and

· Continuous practice of recognition.

Sidebar 2 – Previous Pamela Sabin Award Recipients


Previous Pamela Sabin Award recipients include:
2001
· Debbie Riggs, Recognition Coordinator, Kentucky Friend Chicken/Tricon, Louisville, Ky.
· Martin Cozyn, Vice-President, Human Resources, Nortel Networks, RTP, N.C.
2002

· Meg DeYoung, Director of Customer Service Excellence & Information, Advocate Christ Medical Center, Oak Lawn, Ill.
· Lauren M. Orsini, Employee Loyalty Manager, AVIS, Parsippany, N.J.
· Terri Sarni, Director, Recognition Services Department, The Prudential Insurance Company of America
2003
· Darcie Brazel, MS, RN, Advocate Christ Medical Center, Oak Lawn, Ill.

· Kay Clark-Cox, LaPorte Regional Health System, La Porte, Ind.

· Sharon Gilbert, T. Rowe Price, Baltimore, Md.

· Holly Searcy, California State Auto Association (AAA Northern California), Walnut Creek, Calif. 
2004
· Lisa Hall, California State University, Sacramento, Sacramento, Calif.

· Debbie Vorndran, Westfield Group, Westfield Center, Ohio.

· DeniseWhite, University of Michigan Health System, Ann Arbor, Mich.
2005
· Theresa Howell, Delta Air Lines, Atlanta, Ga.

· Sharon R. Gardner, Yuma Regional Medical Center, Yuma, Ariz.
· Deborah Gondek, Rich Products Corporation, Buffalo, N.Y.
2006
· Sandi Hodel-Runtz, CCC Information Services, Inc., Chicago, Ill.
· Lisa Massiello, Wachovia Corporation, Charlotte, N.C.
· Jody Patel, Superior Court of California, Sacramento, Calif.
· Sarah Wuertz, State of Arizona Department of Transportation, Phoenix, Ariz.
Sidebar 3 – About RPI

Headquartered in Naperville, Ill., Recognition Professionals International, formerly NAER, is an international non-profit association of employers existing to study, develop and promote systems that enhance employee engagement and performance through employee recognition. Research findings show that formal, informal and day-to-day recognition programs, when linked to the organization’s values and goals, can create a culture of recognition that enhances employee engagement, performance and retention.

For more information, call 630-369-7783 or e-mail admin@recognition.org.
