COLIN PIDD’S BRIDGE
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Colin Pidd is an Australian organisational consultant and researcher who, with John Evans, conducted a major study into the motivational drivers of Australians and New Zealanders.  

The work followed up a study conducted by AT&T that explored the motivational drivers for “quality” in various countries.  It sought to try and understand why the (largely Japanese) concept of “Quality Assurance” failed to have the expected impact in American and some European countries.

What this study found was that people in different countries conceptualise “quality” in quite different ways, and that these conceptualisations help us understand how “Japanese” influenced motivational incentives failed to produce “Japanese” style quality in these countries.

The conceptualisations were :-

Japan : 
Quality = Perfection

France :
Quality = Luxury

Scandinavia :
Quality = Up to specifications

USA :

Quality = It works … better than last time

The work was published by the American Society for Quality Control (ASQC) as “Incredibly American ; Releasing the heart of quality”, by Zukerman & Hatala. 

As a consequence of this work, AT&T threw out their previous quality control programs and started again.

Telstra and Westpac commissioned an equivalent study in Australia and New Zealand.  This research found that in Australia and New Zealand :-

Quality = Personal identification

In other words a quality product or service has a “little bit of me” in it.

In more detail the research found that Australians and New Zealanders are motivated by four key drivers.

· A close personal association with what they are doing.  Part of them has to be in the task.

· A dislike of ambiguity (ie they can’t “see” themselves in the task or the result)

· A need for concreteness (ie easy to see the result of the task and their role in it)

· A dislike of bullshit

On that basis Colin Pidd developed the idea of a motivational bridge to identify the key steps of any endeavour, especially risky ones.

Step One is to acknowledge firmly, concretely and honestly where everyone is right now.    This means an honest appraisal of the past as well as the present.

Step Two is to identify an end point, a goal, that is easy to identify with.  Concrete.  Specific.

Step Three is to move one stage at a time.  Each stage must be as safe and concrete as possible.

The easiest analogy is with mountain climbing (something that New Zealanders are particularly good at).   It is a very risky endeavour, characterised by a concrete starting place – the ground; a clearly achievable and concrete goal (the top); and a climbing method that ensures that each step is incredibly careful and safe.

The research found that what demotivates most (but of course not all) Australians and New Zealanders was to be pitched into a situation where the past has been deemed irrelevant, or the goal is unspecific  and unconcrete, or there is an expectation to move too fast or leap into the unknown.  There will of course always be people who are “counter-cultural” – and many of those leap into vague or unspecific organisational or systems change initiatives without realising just how counter-cultural they are.
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