PROFESSIONAL DEVELOPMENT/EMPLOYEE MANAGEMENT

o doesnt give a damn?
Frankly ... most employ-
ees! From 1995 to 2001,
The Gallup Organization surveyed
more than 3 million employees,
200,000 managers and 10 million cus-
tomers in more than 300,000 busincss
units worldwide to determine to what
level people were engaged in their
job.
They discovered that 73 percent of
the people surveyed are disengaged.
Only 27 percent are actively en-
gaged in their job. Only one out of
four people is loyal, productive and
emotionally committed to their work
and organization within the United
StatCE. Gul]up Cﬁtilllatcﬁ tl]ilt 'ﬂ.cti‘r’c].)"
disengaged employees — the least pro-
ductive — cost the American economy
up to $350 billion per year in lost
productiviry.
Their results are summarized as
follows:
*The success of your organiza-
tion doesn’t depend on your un-
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derstanding of economics, or orga-
nizational development, or mar-
keting. It depends, quite simply,
on your understanding of psychol-
ogy: how each individual employee
connects with your company; how
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Jack Welch, the CEO of General
Electric, once said, “Any company
trying to compete ... must figure
out a way to engage the mind of
every employee.” This point is es-
pecially true in the banking indus-
trj{_. “'hcrc thcrc is litt].c \'_&.\l'iatiﬂl'l J..l'l

“Actively disengaged eniployees — the least productive

— cost the American economy up to $350 billion per

year in lost productivity.”

with your customers.” (Coffman,
Curt and Gabriel Gonzalez-
Molina, “Follow This Path,”
Warner Books, 2002, pages xii, 67
and 77.

“I always give 110% to my job.
40% on Monday, 30% on Tuesday, 20% on
Wednesday, 15% on Thursday, and 5% on Friday.”
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the product from one company to
the nexr, and nearly all of the com-
pany's competitive edge is derived
from the experience customers have
when interacting with individual
employees.

Employees who are disengaged
from their job appear uninreresred,
uncaring and uninspired. These be-
haviors drive customers to the com-
petition. Many banks turn to sales
and product training as the solu-
tion, yet this traditional training
does not increase engagement. En-
rﬂl]il1g a d{ﬁengﬂged E‘J'l-l.l'!lﬂ}ree i]']
yet another sales or product train-
ing program only gives them more
information that they will not use!

Engaged employees have the
same sales and product training as
disengaged employees, vet they ex-
hibit superior behaviors — they go
the extra mile, overcome obstacles
and show enthusiasm. These behav-
iors result in higher customer re-
tention, more new customers and
increased profitability. The first
step in developing these superior
beh'.'lviol's iQ FOI' Sellior lnﬂllﬂgelnel'lt
to learn about the imporrance and
functionality of raising engagement






