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Big hairy and audacious goals!
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Feedback to your 
Board of Directors
Do you have an idea, compliment or 
concern about your Association? Con
tact any director below on personal 
issues and ideas will be reviewed at 
each meeting of the Board.

E-mail to fe e d b a c k @ a lia .o rg .a u  
will be automatically forwarded to 
all Board members.
joyce Kirk [president] phone

02 9514 1926, fax 02 9514 2711
joyce.kirk@alia.org.au

Christine M ackenzie  [vice-president] 
phone 07 3403 4255, 
fax 07 3403 9969,
christine.mackenzie@alia.org.au

Angela Bridgland, phone
03 8344 5368, fax 03 9347 7243,
angela.bridgland@alia.org.au

Kevin Dudeney, phone 02 9804 5448, 
fax 02 9804 5460,
kevin.dudeney@alia.org.au

M oyra M cA llister, phone
03 9679 3423, fax 03 9679 3111,
moyra.mcallister@alia.org.au

Deanne Barrett, phone 08 9268 7138, 
fax 08 9221 3261,
deanne.barrett@alia.org.au

Vicki M cD onald , phone
07 3842 9405, fax 07 3840 7860,
vicki.mcdonald@alia.org.au

N ovem ber kicks off w ith  our Board  of 
D irectors meeting and the N ational 
Po licy Congress. This year the C o n 

gress is taking a broader v ie w  and focussing 
on p o licy  and issues of re levance to the sec
tor as a w hole . The Board w ill then link these 
back to the am b itions of the A ssoc ia tion  
through the 2003-2004 plan.

The items on the N P C  agenda —  the In 
formation Agenda, LISEKA, and the A L IA  draft 
2003-2004 plan —  are about generating ide

as and setting B H A G s  (B ig  H a iry  
and A ud ac iou s G o a ls ). M ost of 
us spend most of our w ork  tim e 
m anaging day to day dem ands. 
The opportunities and tim e to be 
creative, bold and vis ionary  are 
too rare, but need to be taken.

Rosem ary H erceg  and Tim 
Flattery run Pophouse, a suc 
cessful business that thrives on 
ideas generation. They have 
w ritten  a 'h o w  to ' book Ideas 
generation. Tools for being  
constantly fresh, creative and  
orig inal (Lansdow ne, 2000). 
They inc lude a chapter on use
ful internet sites, includ ing legal, 
patent, incubators, their favourite 
sites and The U ltim ate  Libraries 
G u ide  w h ich  lists twenty-five na
tional library sites [yes, Australia 
is there] w ith  a caption that w ill 
stim ulate the left hem isphere 
of any  lib rary w eb  designer's 
brain 'W e  have inc lud ed  a list 
of w e ird  and w onderfu l lib rary 
sites —  inc lud ing  p laces like 
Latvia! O ften , the most off-beat 
net surfing can result in the most 
interesting ideas. D on 't be afraid 
to look under the rocks!' (p227) 
I'll leave that thought there.

The book eases the reader in 
by describing the Pophouse Ideas 
process and offering suggestions 
and tips on how  to break out of 
the m ould  and keep your brain 
thinking orig inally. Tip n°1 is to 
'neve r again say you have an 
idea '. Peop le, they c la im , have 
half ideas, or as they ca ll them

'The M o th e r Thought' (TM T ). This is then 
layered  w ith  sm aller thoughts that can  be 
changed  a m illion  tim es w ith ou t affecting 
the TMT. Businesses are encouraged to m an
age ideas. A  suggestion for the w o rkp lace  is 
to set up an e lectronic ideas room w here  staff 
can p lace and add to ideas. Every few  w eeks 
these can then be review ed  and those that at 
the tim e appear to have potential pursued fur
ther, leaving the others to cook a bit longer. A  
key is in having vo lum e of ideas.

The authors then offer their 21 Step Ideas 
Production  Line: S.I.m .P.L.e. The first step is 
to think big and start at the end first so that 
the idea has a ch a n ce  to breath before the 
sabotag ing takes its toll. The sing le biggest 
k ille r of ideas is logistics. The D e lib e ra te ly  
Break ing  the Rules (D B R ) gam e helps avoid 
that by being  a w a y  of tra in ing your m ind 
to say yes w hen  your nature is to say no. 
Logistics does have its p lace once you get to 
Step 9 and  go through the Low est H ang ing  
Fruit exercise to describe  the ideas that are 
the: easiest to a ch ieve ; easiest to exp lain ; 
sim plest to defend; strongest; and most o p 
portun istic  (p i 57). These are the ideas that 
are the easiest to p ick off the ideas tree and 
are those that are 'so sim ple I cou ld  [I w ish] 
have thought of that'. The rem aining steps get 
that idea through to doing the deal.

A L IA  and ratio Pty Ltd are w orking on the 
potential for d e live rin g  a tra in ing  program  
based on the products they d eve lop ed  for 
the Australian N ational Training Authority on 
innovation@ w ork. Three guides, for trainers, 
m anagers and Tra in ing  Package deve lopers 
w e re  p roduced  under the title Innovation  
> Ideas that work. The latest pub lication  Six 
degrees o f innovation  p rovides a p ractica l 
exam p le  of how  an organ isation  can  use 
and em bed innovation  skills into processes, 
products and services.

Now , back to those BH A G s . D evised  by 
Stanford Business Schoo l professors Jerry 
Porras and Jam es Co llins, B H A G s  are those 
in c red ib ly  cha lleng in g  goals that v is ionary  
successful organisations set themselves. They 
are goals that w hen  they are set the o rgan i
zation is not sure h ow  it is going to ach ieve  
them  but they co a le s ce  the organ isation  to 
change to do so. A  B H A G  breeds ideas and 
innovation. ■
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