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“Functional Leadership”

WE may or may not be the “boss” but 
we all are “functional leaders” e.g.
OH/IH function
Safety function
Environmental function
EHS function
Etc.

If you always do…





COURSE OBJECTIVES -WHAT 
YOU WILL LEAVE WITH

The Concept of Functional Leadership
Skills that leverage your technical 
expertise to improve your results, 
recognition, and rewards
Effective business communication
A model supporting strategic alignment
A strategic planning process that aligns 
OH&S with the strategic objectives of 
the enterprise.(The OH&S Value 
Proposition)



LEARNING MODEL

Attend
Participate
3rd Party Teach
Execute

3 – 5

21



COURSE MATERIALS

Agenda – expansion joint

Section location / notation

Slides you won’t have/won’t 
use

Evaluation

Success



FUNCTIONAL LEADERSHIP

WOULD YOU RATHER 
BE A

BUFFALO
OR A 

GOOSE
?????

indefff2ppt.pi.ppt





FUNCTIONAL LEADERSHIP -
THE KEY TO:

Leveraging your technical and scientific 
skills
Increasing your capability – to work 
outside of your traditional role
Increases your chances of doing “what’s 
important”



WHAT’S IMPORTANT?

R __ S __ __ TS
R __ W __ __ DS
RE __ __ G __ __ TION
BE __ __ __   V __ L __ __ D





LEADERSHIP

MANAGEMENT: to direct or control,  
to accomplish objectives through the 
efforts of others (Webster’s Dictionary)

LEADERSHIP: “the process of taking 
oneself to places where one would not 
normally go” (Fulwiler) 
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Being Valued Continuum - 1

V – Puts forth good effort
N – Takes longer than usual
H – Capable of influencing change
H – Can anticipate needs and outcomes
N – Needs prodding to meet timelines
N – Meets goals some of the time
N – Work frequently needs to be redone
V – Can solve problems
H – Develops systems that prevent     

problems



Being Valued Continuum - 2

H – Thinks and plans strategically
V – Needs occasional coaching
V – Handles routine assignments consistently
V – Capable of influencing peers
H – Capable of executing interventions
N – Requires extensive instructions
V – Capable of working independently most of the time

N – Requires frequent coaching
H – Handles non-routine, highly complex assignments



REMEMBER THE GEESE

“LEADERSHIP IS NOT THE DOMAIN  
OF THE BOSS”



TECHNOLOGY

Scientific method for 
achieving a practical purpose



YOU are a technology leader!!!

What the heck is technology 
leadership?



THE CRITICAL TWO

Influencing skills

Intervention skills
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FUNCTIONAL LEADERSHIP -
THE KEY TO:

Leveraging your technical and scientific 
skills
Increasing your capability – to work 
outside of your traditional role
Increases your chances of doing “what’s 
important”



L ADERSHIP AND
 
-COMMIINIC SKlLLL-­

for the EHS Professional
 
by Dr. Richard D. Fulwiler, CIH, CSHM-- - ·1~__-------.Jr· ­

M

OSt EHS professionals are not trained in the so­
 WOULD YOUcalled "salt skills" such as basic leadership, writ­

~.,..-~ - ---- ' ­-- . ten and oral communication and listening. I can 
vouch lor that. I accumulated three science-on- RATHER BEA 

ented degrees (B.S., M.S. and Sc.D.) and was well pre­
". ' ~, " '" pared in the technical aspects of occupational health BUfFALO OR A 

~ " :, . ' ,- and safety, but terribly wanting in the soft skills or I 
.: \ "sales skills" I needed to leverage my technical ex- --------- ­
. . \ pertise. [was well-positioned to work and com- GOOSE? 

\, municate with my EHS peers, but not well­
\ equipped to work effectively with my 
:', customers, such as labor reps, workers, plant 

managers and general management. 
This article is intended to discuss the non­

technical skills so essential in optimizing our 
effectiveness. Our technical skills give us the 

right to succeed, but it is our personal leader­
ship and communication skills that provide the I 

way we succeed. 

BUFFALO, GEESE AND 
LEADERSHIP 

T

he dictional)' defines leadership as "tak­

ing others to places they would not
 
normally go," Jprefer to define lead- .
 
ership on a more personal basis: the .'
 

taking of ourselves to places we would not nOI"- .
 

mally go. Leadership does not need to mean be- :
 
ing the boss. Leadership also can mean how .
 
well we leverage our functional responsibility as \
 
a n EHS professional. POl' example, you may be "
 
the industrial hygienist or the safety engineer on a '-.
 
task force building a new plant. You are not the \
 
project leader, but you are dearly the leader in terms \
 
of your functional responsibility. No one else is aswell- '".
 
prepared to offer input on industrial hygiene and safety as
 
you.
 

That brings us to the buffalo and the goose. Buffalo travel in
 
herds and there is one leader. What happens wh en the lead buffalo is i
 
elim inated? The herd is in disa rray and falls easy prey to its assailants, i
 
as you may remember from the movie "Dances With Wolves." How- j
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l ever, geese travel in formation and ro­
I tate the leadership. That is the point; 
! we all are leaders of our functional re­
~' sponsibility a nd therefore, need skillsI

,	 not typically developed by our formali	 training. Incidentally, what would be 
i	 another term for the formation geese fly 
I	 in? How about "t-e-a-m?" Geese flying in 
I	 formation are 71 percent more efficient 
I	 than wh en flying so lo . No different than 
I	 us HSE profession als , We need th e 
I,	 skills to be solid team players. This arti­

cle will focus on listening skills and ef­
fective bu siness comm unications ­
both critical for personal leadership 
and teamwork. 

LISTENiNG 

Listen i,ng often is described as 
the most important sales com­
munication skill. It makes 
sense: How else would we 

know what the customer needs, wants 
and desires if we didn't listen to the 
customer? You say you are not in sales. 
.Wrong. We all are in sales. As HSEpro­
fessionals, we are selling injury and ill­
ness prevention and environmental 
quality to our customers. 

Given the importance of listening. 
think about how much formal training 
you've had in listening: 2 weeks, I week, 
1day or maybe none for many of us. Yet 
listening is critical to our ability to influ­
ence change. Next, we must realize that 
listening is not a passive activity. Listen­
ing is actually a dialogue, not a mono­
logue where the speaker speaks and the 
listener merely listens. 

Listening requires the use of our eyes, 
mouth, brain, body and, oh yes, ou r 
ears. We need our eyes so we can see 
the expression and body language, our 
mouth to acknowledge and clarify, our 
brain to assimilate the message, our 
body to indicate we are open and un­
derstanding, and o ur ears to hear the 
words and how they are spoken. This 
simple model should be most helpful in 
growing our listening skills. 

W OJ:"ds , Da nce, Musk: This simple 
model in Figure I demonstrates the ac­
tive nature o f liste ning and the impor­
tance 01 non-verbal listening. The table 
shows the approximate contribution 
each component of this model provides 
to effec tive listening . Worclsaccount lor 
a me re on e-third, the lon e or inflection of 

._ - - - -

THE EFFECTIVE LISTENING MODEL
 

the words (i.e, the mus ic) about another 
third and the body language (or dance 
that signals if the listener is open, dosed, 
bored or attentive) the final third . For ex­
ample, you are talking to someone and 
he keeps looking out the window or at 
his watch. What signal is he sending? 
Most likely, this "dance" signals he really 
is not interested or he is in a hurry and 
wants you to cut your comments short. 
Keep this simple model in mind when lis­
tening . What signals are you sending with 
your words, dance and music? 

Negotia tion & Confl ict Resolution: 
The first rule in negotiation and conflict 
resolution is to think win/win - not, I 
win and you lose. Next is the willingness 
to se ek first to understand the position 
of the other party. How many times do 
we enter into a neg otiation or conflict 
resolution where we are firm on wanting 
10 be understood versus seeking to un­
derstand? There is a great deal of posi­
tive power that comes from dernonstrat­
ing openness and appreciation of the 
other person's position, This is not 
power in terms of dominance but power 
in te rms of the way the other party per­
ce ives you and, in tum, his willingness 
to be open 10 y o u r position . A good 
practice is to be a b le to describ e the 
o the r person's position as we ll (o r bet­
ter) tha n he can. Then he knows you un­
derstand his position and he most likely 
will be more open to understanding 
yo ur position. This moves you closer to 
a wi n/win solu tion. 

Building' ftd at ionships ; Reco gniz­

_ ._ - -- - - - - ,- - - - - ­
ing we literally ca n ' t accomplish any­
thing by ourselves reinforces just how 
important building relationships a re. 
This is true in both our personal and pro­
fessional lives. Good listening skills are 
critical in building relationships . They 
send signals that we care and unless the 
other party is convinced you care , it is 
unlikely a solid relationship will evolve. 
A student in one of my leadership 
classes shared this quote, "People don't 
care how much yo u know, until they 
know how much you care: 

Empath y: As a chemistry major. [ had
 
a good understanding of enthalpy and
 
entropy but not the foggiest idea 01what
 
empathy is . Just another reminder of
 
how poorly prepared us technical nerds
 
are for the real world. Empathy is the ac­

tion of understanding, being aware of ,
 
being sensitive to. A few keys to em­

pathic listening are:
 

1. Seek first to understand, then to 
be understood. 

2. Our de epest emotional need is 
to be understood. I 

3. Empathy is not sympathy. I 
4. To understand is not necessarily Ito agree. 
S.	 Empathy is a skill that can be
 

learned and practiced.
 
Barriers to Effe ctive Listening : My 

first"training" in listening came in the form 
of a 78rpmrecord in 1968. No videos. CDs 
or DVD s back in those days, That record 
contained some barriersto effective listen­
ing that are worth remembering: 

L	 Pre-judging either the speaker
 
or the subject matter to be po or
 

2.	 Being critical of the appearance
 
or delivery of the speaker
 

3.	 Formulating responses. questions
 
or rebuttals while "listening"
 

4. Letting emotionalbuttons be
 
pushed
 

5. Listening only for the facts 
(Remember words, dance, music.) 

6.	 Hearing only what you wa nt
 
to hear.
 

EFFECTWE BUSINESS 
COMMUNICATIONS 

ffect ive business communica­
tions start with list eni ng an d 
progress to includ e oral and writ­
ten communications. Critical e le­

ments of effective business communica­
lions include: 
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<V	 Speaking in the language of the 
customer 

$" Avoiding jargon 
;:&- The modified KISS principle 

Being concise: There is a tendency 
for technical types to over-communi­
cate. They provide more detail and in­
formation than a busy senior line man­
ager wants or needs. It is our job to know 
what the critical few points are and to ar­
ticulate them well. 

Setting the hook: As anyone good at 
fishing knows, you can't reel the lish in if 
you haven't set the hook. The hook is a 
brief statement or sentence that engages 
the listener Of reader, i.e .. makes them 
want to listen or read on. We all have too 
much to read so we need to "hook" the 
busy customer with something thai is im­
portantto them. For example, if it is a gen­
eral manager and we know she is focused 
on the bottom line, our hook needs to re­
late clearly to the bottom line . Instead of 
saying we reduced workers' compensa­
tion costs by X percent, we can express 
that savings in sales-equivalent dollars. 

Spea king in the language of the 
customer an d avoiding jargon: Too 
many times, we use our jargon and our 
output measures in speaking to senior 
line management. We need to avoid our 
techno-babble and speak in terms that 
our customer understands and values. 
That means translating our output meas­
ures into output measures valued by our 
customer. Examples include sales­
equivalent dollars, competitive advan­
tage and return on investment. We need 
to make it clear that EHSadds value and 
this is one of the best ways 10 do it. 

The modified [0$ princfpte: Tra­
ditionally the KISS principle stands for 
"keep it simple, stupid." The modified 
KISS principle stands for "keep it simple 
and short." Too many limes, our written 
materials or talks are simply too long. 
This goes for our work products a lso. 
Long and complex EHS management 
systems are doomed to fail or die of their 
own weight. Keep it simple and short. 

t may be te mp ting to think th a t 
memos in tod ay' s world are passe. 
However. with the a d ve n t of e­
ma il, memos are mo re pr eval ent 

Long and complex EHS management systems 

are doomed to fail or die of their own weight. 

K e e p it simple and short. 

than ever since every e-mail is, in 
essence, a memo. Before addressing 
electronic communications, let's deal 
with the classic memo. This is not to be 
overly prescriptive, but when writing a 
memo, short is better than long. One 
way to keep it short is to aim for no 
more than one page. Specific elements 
need to be considered ; 

Purpose - Why is the memo being 
written? Memos need to do something. 
Some reasons for writing a memo are: 

... To inform 
,.goTo request 
"1fT" To recommend 
", To respond 
.... To praise. 
The Subject Line - This is critical. It 

needs to attract the busy reader/customer. 
Opening paragraph - Very short. A 

few sentences with the last sentence 
containing the hook. This hook has to 
mean something to the customer. For 
example, although the issue may be 
controlling employee exposures to a 
highly irritating dust , the hook to a gen­
eral manager might b e: "Failure to ap­
propriate the funding for Ihe dust con­
trol system could result in an OSHA 
inspection as a result of employee com­
plaints and likely will delay getting this 
improved product to the market in a 
timely manner." 

Background - Just a few sentences 
or bullet points providing essential 
background information. Remember, 
no one can eat a whole cow at one set­
ting . Just provide the "choice cuts" in 
the background. 

Recommendations orcoacluslons 
- This Is the "what" and "how to: not the 
"why." Build from the opening paragraph. 
This can be a ll text but brief, or three to 
five bullets in the order of importance. 

Basis : Th is is the "why" the recom­
mendation is being made or the conclu­
sions have been drawn. This needs to 
link to the hook. Again, three to five bul­
lets shou ld be adequate. 

Conctudtng pa ragr-aph - This 
needs to clearly state the next steps, 
i.e., what needs to be done , by whom 
and by when. Be sure to include what 
you need the reader/customer to do. 
No more than three to five items again 
in the order of importance. 

Attachments - Include them if nec­
essary, but as few as possible. No one 
likes to pick up a "heavy" memo. Also, 
be sure to key the specific attachment 
page and paragraph in the memo. Don't 
force a busy reader to look through 12 
pages to find something. Tell them, page 
X, paragraph or item Y. 

ELECTRONIC
 
COMMUNICATIONS
 

A
lthough electronic communi­
cations have been around for 
several years, many of us are 
still learning to use them effec ­

tively. We have all seen examples where 
it is a tremendous time saver or, unfortu ­
nately, a tremendous time waster. Here 
are some important" considerations 
when communicating electronically. 

The subj ect l ine : You need to hook 
the reader here or they may hit "delete." 
Alter all, who needs more e-mails? 

First f.l c nte n c e : Get to the point 
quickly and in terms that are important 
to the customer. 

Ba c kgrou nd: Decide il any is 
needed. If needed, just a sentence or 
two or a couple of bullets. 

Message: Be clear and to Ihe point 
without using jargon. 

Acti on: By whom and by when. 
Atta ehmeu ts: Be sure they don't re­

quire special or unique software to down­
load oropen. Don't include too many just 
because they are easy to attach. 

Dist rih l.. n on : it's your jot 10 not over­
dist ribute, forward or Cc. This is tempt­
ing because, aga in, it is easy to do . Don't 
be the sou rce of the dreaded e-ma il 
overl oad syndrome. 
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THE 30-MINUTE BRIEfiNG 

H
ere is the scene. You have a 
new CEO and have 30 min­
utes to brief her on your 
function. First, be prepared 

to do it in 20 minutes and for sure 
don't plan on running over. Alter a 
few ice-breaking comments, get 
quickly to the point. And the point 
needs to be what your function does 
to make the overall business success­
fuL Engageyour audience early as to 
why your function, for example, pro­
vides a competitive advantage or al­
lows the business to use critical 
highly hazardous chemicals or 
processessafely. 

Read the body language of the audio 
ence.Sense if they have questions and 
make it easy for them to ask questions 
or offer input. Remember, you are 
there to meet their informational 
needs, not yours. Allow time for ques­
tions and discussion . In concluding 
the briefing, be clear on any follow up 
items and by whom and by when. 

LEVERAGiNG YOUR 
PROfESSiONALEHSSKillS 

O
bviously, there are other 

•.	 leadership skills that can be 
addressed, but EHSprofes­
sionals who can listen, write 

and speak effectively outside of their 
peer group (i .e.. with general man­
agers and senior line managers) will 
be much more eff ective than those 
who can't. Keep in mind our technical 
skills provide our right to succeed, but 
our personal leadership or salesskills 
provide the way to succeed. ~ 

Dr. Richard Fulwiler is president of 
Technology Leadership Associates, 
=-====::CC---"7""71 Cincinnati, a con­

sulting firm spe­
cializing in in­
creasing 
individual effec­

tiveness and
 
building organi­

zational capabil­


'--------' ity in the health,
 
safety and enoironmental arena. After
 
28 years with Procter & Gamble, he re­

tired as director of Health & Safe ty­

Worldwide with responsibility for occu­

pational medicine, industrial hygiene, 
safety, workers' compensation and 
OSHA. He is a certified industrial hygien­
ist and a certified safety and health man­
ager. He also is adjunct professor at the 
College ofMedicine, University ofCincin­
nati; course director for the Leadership 
and Management Course at the Harvard 

School ofPublic Health; and course di­
rector for the Qualified Safety Sales Pro­
fessional Course. He speaks frequently at 
conferences and is a member ofOccupa­
tional Hazards' Editorial AdoisoryBoard. 
He can be reached at (513) 941-1377 or 
e-mail atrdlbmw@fuse.com. 

CIRCLE 35 ON READER CARD OR LINK TO THE VEIIIDORONUNEATWti'IW.OHSAFETY.8IZl5224-36 

September 2005/ Occupational Hazards 37 



-I he Seven Habits of
 
Highly Effective People'
 

BY STEPHEN R. COVEY 

TliE TWO SIDES OF SUCCESS 

Aescp's Fable, liThe GOO.5£> amllhe Golden Egg," Is the story of 
a pODr iomwr wllfl visi.s. Ihe nesl of Ilis gooseone day end finds a 
gliJlerin9 gmdene9g ot nersute. T/lough he suspects i! to be a Irick, 

he decides fo loke Hilome wllere he learns /0 Iris de/igfl' IIl0! Iile egg is 
IIc/unJlyplJf£! gold. fver¥ mominlj tneieoner. the tanner gathers one gold­
ell eg!J {,-olll 'he lies! of tile goose, and SOOIl becomes falJulOlHly wea/Illy. 
A.s he grows rich, however he otso glOWs greedy and impatient wi/II the 
yidl of Ihe game. In on attempt 'A gef nil Ihe goldIn fhe goose al once, 
he kills Olll} opens it, only 10 lind flol/ling. 

The mora) 0' thJs tale has it modern ring to it. li~e the foolish 
farmer, we etten emphasize short-term rf'~lJlts (the golden egg) at the 
expense of Jonq-tenn prospedty (the game). Indeed, it seems we are 
often more concerned with doing things right (efftdency) than with 
doing the right tllings (effectiveness). In his atl €mpt to IJe elfident, 
the farmer became grossly ineffective: he destroyed his capability lor 
gelling desired results. 

In this preseutauon, I introduce the Seven Habnsv-qrablts used 
consistently by people who achieve desired results. In The Common 
OefJom;nalar of SUCCfH Alberl E. Gray slates, "Successful people have 
the habit of doing tile thinqs failures don'tlike to do. They don't like 
doing them either, necessarily, but their dislikinq is subordinated 10 
the strength of their purpose." 

Habits ere patterns of behavior com­ c 

posed at three overlapping components:
 
knowledge, attitude, and skill. Since these
 
are learned rather Ihan Inherited, our
 
habits constitute our second 11<11I1re, not
 
our Ilrst. We are not our current habils;
 
hence, we shoutd avoid defining ourselves
 
in terms of our habits, characteristics, and
 
reactive tendencies. Habits of effectiveness
 r­, 

'j'­

can . leiUned; habtts of ineffectlveness unlearned. 
Successful people build habits of effectiveness into their daily 

lives. Often, (hey are internally motivated by a stronq sense clnussion. 
By subordinating their dislikefor certain tasks, they develop the followln~ 

Seven Habits and discipline their lives in accordance with lundafIlelltill 
principles, 

As illustrated, these babns are interdependent and sequential.
 
The first three habits are habits of character; they will help you achieve
 

daily private victory and lead you to inde­

pendence. The next three habits are the
 , outward expressions of character,

" ......'" 1', .c". 

O£PENOHKE 

INTE~DEPENDEIKE ilnet they lead 10 mutual benefit 
and public victory. Habit 7 renews 

"the game" and sustains urc 
growth process. 

HABIT 1: BE PROACTIVE' 
The habit of being proac­


tive, or the habit 01 personal
 
vision, means taking responsi­


bility for your attitudes and
 
actions. Il's helpfUL 10 break the
 

word "responsibility" into two paris:
 
respcnse/abnny. Proacuve people uevel­


op the ability to choose their responses, mak­
ing them more a product of their values and decisions 
than their moods and conditions. 

Many behavioral sctenusts have created 
reactive stimulus-response models uf human 
behavior based on studies of animals and neu­
rotic people. 

Relatively liltle research has been conduct­
ed with healthy, creative, proactive people who 
exercise the freedom to choose their responses 10 

any given internal or external state. The more we exercise our 
freedom to (home our response/ability, the more proactive we 
become, The key is In be a liyht, not a judge; a model, not iI nilir; ,I 

programmer, net a program; lo feed opportunnies and starve prob­
lems; 10 keep promises and not make excuses, and to ionl5 upon our 
immediate Circle of lnfluence," not upon tile larger Circle 01 Cuncern" 

ClRCLl 
or 

INfW£HCI: 

11 



A"pllcatlom 
I,	 lry tile Ju-day proacuvity {est: Work withinlS1EJ 

your Circte of Influence, Keep every promise

[5:1[B] you ruake. He part ot the sotuuon, nul p.ut of 
the problem, 

1.	 tmaqme an experience or an encounter where, based on past per­
fonuance, you might behave reactively. Decide in advance what 
your proactive response will he and exercise that choke in the 
actual situation. 

3.	 Listeu to your language. Are you ming reactive lan~lllalJe-"if 

only," "1 can't," 01 "I h,we tov-c.nunslentnq responsibility lor your 
feelings ,ml! actions 10 somebody or somethinq else? If so, sra.t 
using more proactive, positive language, expressing your ability 10 
choose your response and 10 create aheruatives. 

4.	 Idenlily what Hes within your Circle of Influence. Concentrate your 
energy and euorts on these things in your work this week, and 
monitor the difference it makes in your performance. 

HARIT 2: REc;lN WITH THE END IN MIND­
1 his is 111(' hilhil of personalleadership. meaning that you begin each 

day with a clear wlderstanding 01 your desired direction and destlnauon. 
tvIdl1<lgelllefll is more concerned with elliciency, and il speeds along 
that course. 

Ufeclive people realize (hat things are created mentally before 
Ihey are created nhysically. They write a mission statemenr-; 
a personal consiunion.c-and use it as a frame of reference for making 
Iuture decisions. They clarity values and set priorities before sefecttnq 
qoals and going about their work, 

tnettcctive people allow old habits, other people, and environ­
mental conditions 10 dictate this firsl creation. Tiley adopt values and 
uoals horn their culture and climb the proverbial ladder of success, 
only to lind upon reaching the top Hlnl} that the ladder is leaning 
agaillSt tile wrong wall. 

., be secund, or physicot, creatlcn follows the. first, jUH like build­
inq from a blueprint. II the deslqn is good, the construction will go 
taster and better. Ouality, after all, can't be inspected into a produrt: 
it must be designed and built into it from the beginning. 

"Tr AplJIlc::atlollS 
.~ 1. Consider the difference between leading and managing. Determine 
I~ 

v-\ 

the direction you want to take and TIME 
MANAGEMENTthe	 desunauon you want to reach 

MATRIXin your life. 
uMGHU ,"UI u«GIH1. VisllaJil~ your ~'iqhly·sixlh billhd.-ty. 

Relax ,mel unaqiue friends <Ind .....,,­
K"",,~n ..,-,loved ones as they individually ..,,,~.,.,,,,,,~, ,,,""',,~""

,,,,,, "" ...... ,..'i	 ,",,,,,,,"u"',, ,,,.,....stand to pay tribute to you. Four ........".....","~o
 

individuals will speak: a family 
member, a close friend, a work 

,,,,..L"
associate. and a church or COI11­ .... ~,.." ...,"""II 

a 

''''-'­ ".'k'" 
""~ ..,,..~ ~~:.:-., ,_,,""" ..u'mumty leader. List the lhings you "'" ••" ...'10"a	 .';:;.':'::;:;,':. 

""'""'M''''.would like each 10 say about you, t,, M"'''''''''' .,,,,,,.,, ,,-..'" 
Make these charactertstks, virtues, 
and skills pan of your mission 
statement. 

3. tdentily a project you will be facing in the near future, and apply the 
principle of mental creation. Write down the results you desire and 
what steps will lead 10 those results. 

HABIT 3: PUr FIRST D-UNGS FIRW 
Ibis is the habit of personal manaqemeru. whirl. involves orlJil­

nizing and managin<J lime and eVt:1l15 ;UOUIU! the personal priorities 
identified in Habit 2, 

Studies show {hat about 80 percent of desired results 1J0w from a 
few (20 percent) "hiqh-levereqe" acuvutes. In order to "Ieveraqc" our 
lime, we should devote less aHention to activities lhdt are urgent hut 
unimportant, and more lime to those thtnqs IIldt Me Important bill 
not necessarily urgent. 

Urgent things act on us, and we usually react to them. We must 
be proactive and do tile important but not the unjent things. Only by 
saying 110 10 the unimportant (all we say yes 10 the unportant 
(Ouarlrant II). 

II YOll neglect Ouadrent II preparation and opportunities, 
Quadrant I crises will tlislupl your life. And il yuu plan daily imle,HI 
of weekly, you will live in Quadrant I, and your "plallnin~( will nnly 
prioritize your problems. 

Applications 
l . tisl	 one activity in your personal life and one in your work that, if 

performed regularly, would produce highly desirable results. 
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Notice UK'Sf' activities are in Quadrant II- Now, schedule arrd 0I'9a­
njl(' YOIlJ linw next v/epk dlllllnd your priOlities, 

2.	 Draw d time manaqemcnt matrix and estunate how much lime 
you spend in eMil quadrant. LO<j your lime lor um-c di:lY~ in I S­
minute inlt'lvdh. How dc.Ulrdle was your L'~(ill1<III.J Make IWI'deJ 

rhanqe-, by rouccnrraunq on Ou.uhaut II. 
3.	 StMI oryanilinlJ your life on a weekly, IOlly-101H1 basis Write ,jown 

yourrotes dlLd qoats. then transfer urc gUclb to a spedtic action plan. 

"".~	 -"..",.",­~~~
~~~

I 1	 , I,,"'"'"'' ",,,", '"0""" 

111\811 4; THINK WIN-WIN'" 
Thin\<; Win-Win is the habit nf interpetsonalleadcrslup. In f,unities 

and hlisinc'ssf'_I, l'Ifectiwllcss is 1<U~)f'ly arhleved lhrou~jh the coopera. 
liv(:, dlmb 01 two or Ill<lre pcopte. M,Hrid~]CS <JIlt! Oilier [l<lrLnL'ohips 
,HV illleldependl:111 Icalili('~, yet PI>Opk- ollel\ appfoaLiI lhp'if' lel,l ­

Iions Ilips with all independent 1llf'IlLalily, which is like Ilyiny ttl play 
9uff willi a reurus racket --I he tuol isn'l ~lIilcd to till' s[Jorl. 

Will-win is the atuuulo of sel'\<;ing nuuualucnct!t. Win-will think­
ing 1l('~lins wi III a comrnnment to explOle all opliullS until ,1 IIlltlll<lUy 

~alisrdLlory solution is rt'Mhed, 01 10 ruake 110 dedi <11 all. II hc~im 

wiLh an Abundance M~lltdlily;"--- a belief LIl,lL hy svncrqtsuc ally 
irllrPilsillQ the "pie" LhclT' are euounh pieces tor everybody. People 

wilh a S(tHLity Mcntahty" beheve there h only c!louljll for the best: 
IIlf'y seck wtnlos« solutions. And people who are one-of-a-kind. but 
I,llk (OW <ll)C', lI,;r hilly end lip with tile lose-win Id tovers. rftectivc !If'O­
pic mouct the Will-will plinciple in their rcl.uionstups <Inti <HJICC!lI(-<llb. 

Ihe Win-Win Aqrecmcnt clarifies expectations by Illllkill9 lhl::' fol­
lowing livl' elemell!S explicit desiwd [('suUs, 1j1lidelillU, tesources, 
ilc<:ounlahilrty, and cunsequerlLes, 

Ap(lUcalions 
1,	 Think Win-Win means seckinq mutual benefit. Itleillify an upcominq 

siluatioll where you will lry to reach <.III i1grelo'lllcnt or negoti,-\Ic d 

seufemerrt. lxl)lnre lllulllally bcneucial options, tiler Igo lor Will-Will or 
No Oeal:" 

I 
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, 
2, .,1Lify three key relationships in your life and indica Ie what you 

It'el Illl! uaience (\TI1~t level) i'> in earh of Illl' Fl1loiiunal Bank 
Annllnb. Wrile down sump specific W<lys Y0l! r ouk] IIldke Jeposih 

into Pil( II arrouut. 
). Idl'lllify ,1 Illod{'l 01 win win tllillkirlg-solllPutle who really seeks 

mutual bcncfu even when others Me goinq lor win-Imp 
Determine what y011 GIll learn dnrJ apply from Ihis person's 
PX<lrnp'l' 

t1AUlT S: SEEK FIRST TO UNDlRSTANn, TliEN TO BE UNOt.H.HuOn· 
! Llilit S is Lilt' hahtt of (OIIUlHIIlKdL;on-oflP of the master skills in 

life, [Ilf' key In bUlldinq win-will relationships, and the essence of pro­
fC'ssi(lrlali_~lll Dm [on di,l(]Il05C herOIC they proscr.hc: lop 5<11('$ people 

prf'(lssess needs and otlcr soluuous ttl problems, not jmt fJlOtllIctS. 

~-::-:\ ~'--'.-) ,.~'r	 1\1
< \}) 1'. ("
\ . !,l;;- ) \;,>'j1(~~'ri; -;:~ ~~ 

"~z'.#~~~~ 
.-'- / - - ..c.--. 

We see 1I1e world as 
we ,lfl-', nnt,l~ it i", Our pel­

ceptions come oot 01 our 
expr-nences. To make lillS 
point ill the workshop, t 
dtvtde lhe i\lldi\.~l\n' in !lillf 
and show one 11<111 a draw­

in9 of a yOllllg qill ,11111 tile other 11.111 a drawiuq of all old women. 
FverYllnp u.en SI'Io'S a composite illustration. 

Invariably, these who are conditioned to sec the vounq girl see 
IWI ill till' compostte dlawillq,lhoH~ conrthioned otlH'rwj,)l"~ee the 
old woman. As people lrom both sides Interart. they _~{)m(lLirnf's 

qUf'\tiOfl the (lNlibility uf tll(he who sel~ it dit!('u:'nlly. Mos\ CH'.dibil­
ity problellls begill with ppreeptioll diHerences. to resolve these elit­
fprf'rKPS dnrl restorc (ft"dibilily, aile must exerchc ernpdLhy, seeking 
tirsl 1<1 Ullllt'Dldlld tile poii'll ot vipw of the other l'er'iOll. Elnputhic Iis­
leninq is deeply therapeutic bccause it fJives people a "psydlOl()(Jic,ll 
l>,H." Oll(!:' pppple dll.? Ilnc!l>r\tnotl, they lower their delclhe~. 

Harnmf~rlr19 ernotionally rooted problems by pIIILJill~J is oft~n 

fOlll\h'rprod\.lf.l\Vf' [v,lhlaliun, ~ymp"lhy, ""0 ilovisin~l tHI;'. also inel­
[('clive dS meall-, of ~pjnin~J undersLanding and inthlclKe, but they 
Illdy havf' value once Uw other penOIl kels L1nd\~(<;.to\\d 

AJllllicallonli 
I. tile nexL lime you observe people l,llking with each olh~rJ cover 

If youl l~dlS for d millute ano iU~1 wald!. Wlldl f'llwLions (lre being
r; tornmUnicilletl lIMI may not (ome iHrnss in words alone? In your 

~ 

next encounter, be sensitive to those unexpressed fcclfuqs and 
exercise the otutuue and ~kills 01 empathy. 

1.. Sett"O d relationship whore you sense the Emotional uank An ount" 
i-, in Llw red. tlY In uuJel)L.tIId dud wurc rtowu ttw \iLu,lli"ll !I(JlIl 
the ether person's point 01 view, III your next iliLerddion, hlLen luI' 
llnd(!nldlldill~, cOlnpurill~ wh,u you ,Ir~ Ile'lrlll~ with what you 
wrote down. How valid WC'lC y01l1' d~Slllllptj(lns? Did vuu realty 
understand that individual's perspective! 

3. When you Cutch yourself plobillQ, evalualinq. ,ulvj~iIHJ, or Illll!r­
pretinq in conversation with anothCI person. ackuowlcdqe it. 
djlolo~wc, il\ld be~lin lis\enin~l wilh feal eIHpi:I\hy In L'\\ll\\l~ ,Ill.! 
rcflec L both the content and Icclinq 01 what i~ beiuq expressed. 

IIABIT 6: 5VNERGIZE' 
This is the It'lbil o( creauvc cooperation or teamwork. tor tlloH' 

who hdve d wm.wm Atnnutanrc Metltality and t'x('lei'I' Clllpdtily, tilt 
Icrenccs ill any relautmshfp (.:1Il produce )Ylleltly--whl'r(! Lilt, wnoh- is 
qrcuter than the vurn 01 iLl parts. 

'\yll<.!I9Y reslills from YJluing djHerellce~ hy hrilllJilllJ dil'("rl~1l1 

pPlspecllves lOlJl'I\lf'1 ill lhl' Spili\ ()! lnUlllili 1\'Slll'cL l'l'l)ple \ll~ll kd 
free to seek the best p()~~ilJle 

IT] IT] []J 
,llternative, otteu the "t iiiI'd

1 + 1 = J Anernauve v'-c-one IhdL is substan­
.. ttally dittcreur dlld beLle, tn.m 

enner of the tHiginul propuvals. 
SyncrUY is the hUllltlll-'csuU!( e approach to problem ~()tvllhJ d~ 

opposed If) ,I "pl!"tl'>e or appf'd:ie" hlllH'lll-ff'lilliul\'i. apl-'ftluch. Il\>t'nlll~ 

peoplc tend to make over others in their own ilTldlJt' alld SUrlOlllld 

thCIll5f'lv,-,s wilh jlenpl~ who think \illlit.uty, rlll'y rni,>l:lke uililolillily 
for tlnity, samellCSS lor OllelH'.sS. 

AIJI)llcallonli 
1.	 Think about a perSall who secs things diffcrently IIMll yOll do_ 

Consider how thoS!:' dillcrellccs lllilJhL lead Third Alier'hltivr. ~ohl­

tions. Upcnly o:,eek this person's view on a culTenl plOjed 01 plo!Jlclll. 
Show (onsid~l<lliotl oliU lmlla~)COlI'i\Y express ymlI own vicw ... 

2.	 I!eview the sources of intrinsic security in your relitliomhips and think 
of way; to tap those .smtl'Cc5 orten <IS a meallj of dl..hieving <Jr~dl('1' ~Yl\­

prgy ill your fetaLion~hjps. 

3.	 Identify a siludtion where you dcsire greater teamwork dnd synCHJY. 



I 
<1\ condnions would need 10 exist to support synt'r<:JY? what (all 

you do \0 cre.ue those conditions? 

IIADIT 7: 'iIlARPEN rue 5AW· 
11m iv Ihe hahit 01 sen.renewal. As the tenner in the table learned 

from Sill! experience, ~llc("e~~ has two sides: the 90me, which repro­
wnl, r'roduruon Capability (I'C), dill! llle qolden eqq, the Production 
(P)	 nr desired resutts. 

It's wist' 10 keep both sil1e'i in lMI.1I1((,. Yet when people gel busy 

plOdlll.ill~1 or "sawmq," they Irllely lnkl' time lu Sharpe-n the SdW 

l.cc.nrsc mamtenam-e seldom p,lys Ihaillillk, immediate dividends. 

Shilfpeninq lhe saw 

means havmq a balanced, 
systematic plogralll lor sell­
renewal ill lilt' lour areas of 

our lives: phyvh.,II, 1Ilt'IILdl, 
social/emotional, and spiri ­

tual. without this discipline, 
lilt' body becomes weak, 
tilt' mind rncchanic.al. the 
crnouons raw, the spirit 
insensitive, and the person 
selfish_ 

H's the law of tile her­
vest: we reap what we sow. 

We will enjoy a successful harvestif WP cultivate these S('V('fI Habiis 01 
eIlN!iv('llt·ss audhve ill i1uordance with their underlYIlI1j prilHiples. 

Applications 

, _ CpI 0111 of bl'd ill <l sel lime each morning and r-xcrrisc 101 30 
minutes. 

2.	 Rend lIpliflin~ and inspirational literature for a few numues each 

day and medii ale upon the mcaninq and application to you and 
your lite. 

3.	 rake nil hour or two each week to keep a personal journal and 
mcanlnqful family records. 

r 
~ 
()) 

OTHER SEVEN HABITS PRODUCTS AND SERV\\.ES 

This prorn«t is pall of a complete line of Seven Iiabils product, tlevelopl'll hy 
Covey l.eildership Center" lor Lwlll individuIlh and ofY,-lIlilaliollS, Olilel Sever: 
Ila!Jits protilltb ,uIII servtces nu lude: 

SEVEN IIAHITS VI[)EO TRAINING PRoCnAM 
A complete leadership uevelcpment PIUWillil {olllsistilUj 01 II video 1'l[)('1 ,mol 
ruauuals 101 fMilildlol1 <lIH.! pal!lup,lI\l\ 

SEVEN !-IAOITS PROFILE 
All ill<lividll"J dl,esllllenlloolloJ eVJIlIillill9 vrnu 11I0\jft'S\ in ,lpplyinr, uic ~"Vl'1l 
Ili,hili awl illCfedsill(J your l'lIediV('n('s~ ill wurkinq willi ullicr p\'ople 

SEVEN "AHIIS AtiOiO LEAnNING SYHEM 
A deluxe t',lill'.I111"<Itwill<j eiqht aunio rJswllt' (ilpt'S illlOl ,j .JO'llCuje .J1'I,liedl,ull 
workbook 

SEVEN IIA8ITS OnGANI~ER'
 

A new sdllll<lIl.l!JI'lIlellt 10,,1 Ieaturtnq Ihe wl'ekly workshor-t [,)1 IJII]<lI\l/III'I uud
 
s(hedlllin~J your la,b .uuund your pli()lilie~_
 

SEVEN tlA81TS TRAINING WOnKSIIOPS AND SPUCIIES
 
Whelhel yOI' uccd a keynolt' spl'r,dl 01 (rJinin,!, yOll c.m Ideel 110m ,I Vilfldy ill
 
topics lIl<ll will be IJleelllt'd by <111 npt'll Covey II.wklSllip (ellkl 11I1'1l'n/('1
 

EXECUTIVE f'}(CHU'NCf' NEWSUTIER
 
111l,' uauon's most huluential rlltlllilgelllt'111 dllvisoly 1111!lli(,llion, fXi'(llli~'" iXlcilellrt'
 
[""lLlfL'1 limely articles on euective fJllilliplL'1 and II JlIl!lmed by lOp cxecunvc, .Illd
 
\< In,uIIJIlis.
 

TIlE SEVEN IIAOITS OF l-IfGIILY EFFECTIVE PEOPlE 
11,.. NL'W ,"ur}. lillie; No.! bestseller hy 'ilephen n, Covey 

fiRST THINGS fiRST 
III hi~ lalest bonk, Dr Covey reveJb <l lm-akthrouqh paradiqm 01 1\111" Ih,lt ['10­
duces eXlldOlclill,lly f('llllh <llId rd"lionships, Orq,1Ilizc ymu lillle I"l,>~d ' ''I (r,,,· 
prilltiples instedd or Llil the c['l,l, dlUI achieve ururc than you cun illh"jill'--' 

These progrann dud ,)roduc:ts IndY be orderl:d Jl:paraldy or In vart ­
OUi l:OInblnallOlu and IJuanlJlleJ at dbl:ounl prlu:~, 

for mol": in(ollllutiOll onthese ulluolllel COVt'y lewklship CI'1l11'1 ,-;I'IViu','i, 
ptccse wntv OJ (ull' 

",
 
..."
 

COVEY 
"","',' ".,,, 

Covey I.e(lllership Center
 
Vim North University Ave., Suite 100
 

Provo, ur 8160'1-4179
 

1-800-551-8889 or (801) 177-1888 
I ~WUi >I ~ll~l \ I ", ,,,,.,, " 
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1

Non-electronic

ElectronicElectronic

Inter personal connectivity

Speak in the language of the customer
EffBusCom1.pi.ppt

1

Face to face

Phone

Hard copy e.g. USPS

Written memos

2

E mail
Texting
Blogs
Twitter
LinkedIn
Social networking

3
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2

Choosing the correct modality

Then content

4

1.
2.
3.
4.
5.

5

C _ _ _ _ _ _ _
F _ _ _ _
J _ _ _ _ _
C_ _ _ _ _ _ _
S _ _ _ _ _
S _ _ _ _ _ or I _ - L _ _ _ _ Test

6
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3

New York Times rule
Focus on the facts
Avoid sensational language
Close the loop
Seek good advice and input

7

8

First Paragraph:  The objective with a 
hook
Background
R d i   C l iRecommendation or Conclusion
Basis: Reasons for recommendations or 
findings for conclusions
Indicated Action:  By who and timeline
Attachments:  Remember “thin” is best

9
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4

10

This is to bring you up to date on the impact 
of repetitive trauma disorders (RTDs) on 
our OSHA incident rate.  Based on a study 
of the past 18 months 27% of our recordable of the past 18 months 27% of our recordable 
incidents were RTDs.  Each RTD costs an 
average of $3,800.  Reducing RTDs by 50% 
would be equivalent to generating 
$8,100,000 in additional sales.

A $1000 injury/illness

SE$ = $ saved or lost X 100%
P fit i   %Profit margin as %

SE$ = $1000 X 100%
5%

SE$ = $100,000 = $20,000
5
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5

How many of you get too 
many e mails?

13

14

15
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6

E mail triage methods: color, subject, 
sender

.

.

.

.

.

.

18
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7

1. The subject line – critical
2. First sentence – the hook

B k d d d?3. Background – needed?
4. Message – clear, not hidden
5. Action – by whom and when
6. Attachments – openable/readable

19

7.   Reduce/eliminate strings
8.   Forwards, replies, CC’s
9.   Personalize – how much
10. Tone
11. Format/Font
12. Phone call, visit, real mail

20

My space
Face book
LinkedIn 
Twitter
Other

Effective business communications???

21
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8

Electronic
Texting
E Mail

Personal
1 on 1
Small groups

Linkedin
Social networks
Blogs
Faxes
Twitter
Percent? ______

Larger groups
Phone
Real mail, notes, 
cards
MBWA
Percent? ______

22

Choosing the correct modality
Then content

***************************************************************************************************************

B  iBe concise
Avoid jargon
Speak in the language of the customer
Keep it simple and short – “KISS” revised

Keep it fact focused- non emotional
EffBusCom1.wie.ppt

23



To: Individual Effectiveness Participants Date here
 
From:
 

Re: One page memo - (Requests, Recommendation, Finding/Conclusion, Both)
 

Opening paragraph: (Don't need a heading, just start with, "This is to.,;")
 
•	 about 35 -50 words .r~'r'~~~~~- _e	 !'If.! I L 
•	 last sentence contains the HOOK -- ','LE. (J(.- f:,esJ­

sE.urc,vc.Ec a: Hoot<;Background: 

•	 less is better than more - only what the reader really needs to know 
•	 brief, factual history emphasizing the relevance ofthe subject 
•	 lead sentence or two followed by 3 - 5 bullets, in order of importance 

Recommendations: Conclusion: 

•	 this is the WHAT and the HOW to do - not the WHY to do 
•	 build from opening paragraph 
•	 could be all text but brief or few bullets in order of importance 

this is opinion and judgment, not a summary of facts• 
•	 writers chance to interpret 

•	 3 - 5 bullets in order of importance 

Basis:	 Findings: 

•	 this is the WHY to do 

•	 link to the HOOK 
•	 3 -5 points should sell anything 

•	 facts that support your conclusion above 
•	 again should only take 3 - 5 points 

•	 link to the HOOK 

Next Steps:	 Indicated Action: 

•	 who needs to do what and by when 
•	 include what you need from the reader 
•	 1 - 5 items in order of importance 

ATTACHMENTS: This is not a heading on the memo. 
•	 tables, figures, drawings, graphs, supporting material 
•	 REMEMBER, shorter, fewer, thinner is better 
rnemcj.wi 

_ SiAICl-/E.uD C.L-oS.E 1-0 
ToP ( &-, ,0 A-'\ 

-	 USE i2:E.'>L'S.-" c. ,e\ AIlC,luS, 

- ,'tTTACIJ DISiQ..\&ho-LJ 

P, ,d" c. c. LI S 'rs 
c.-s .~ to: ~"E.-E- QIs;.}- R,SC-thov 1Js"t 

" Gc...	 '. " " 

- 8£ St='cCl ~ I L. AA./D C. LeA 12... 

WHS,u ,2l;.'FE~'<J" 1'0 
A.,," ,~ C- N J,.-1 t=. IV)--So. , 

c 1998. All rights reserved. 
R. D, Fulwiler. Sc.D.. CIH 
Technology Leadership Associates 



SIX RULES FOR CLEAR BUSINESS WRITING 

I.	 THE NEW YORK TIMES RULE 
•	 Everything may become public in the future. Think about it! 
•	 Ifpublished on the front page would it be clear to the readers. 
•	 From the document itself, is it clear that I am acting ethically and 

responsibly? 

II. FOCUS ON THE FACTS 
•	 The facts are the facts. 
•	 Opinions and speculation can be misinterpreted and/or distorted. 
•	 If it's opinion/judgment vs, fact say so! 

m. CLOSE THE LOOP 
•	 Issues that are raised in writing should be resolved in writing. 
•	 Never leave issues hanging in the document. 
•	 Document in a written record how an issue is resolved. 

IV. AVOID SENSATIONAL LANGUAGE 
•	 Certain emotionally charged words have little information value and 

can have negative connotations. 
•	 When in doubt consider the first rule. 

V. WRITE POSITIVELY 
•	 State your purpose and objectives positively. 
•	 Do not use high-impact, low meaning words. 

VI. KNOW HOW TO GET ADVICE, FROM WHO, AND HOW TO 
USE IT 
•	 Other subject matter experts. 
•	 Focus groups for the heavy stuff 
•	 God forbid, even legal counsel. 
•	 Spouses and in-laws for clarity and understanding. 

tngmi11 
6) 1998. All rights reserved. 
RD. Fulwiler, SeD .. CIH t2,c-8 
Technology Leadership Associate, 



Personal Time 

YOUR TECHNOLOGY 

12 Steps for E-Mail Addicts 
Can't stop working your messages? Expert' say it may be as 
addictive as gambling. Here's how to quit By Chris Taylor 

I

US:ED TO THINK TCOULD
 

quit checking my c-meil 
any time I wanted to, out I 
stepped kiddiJ1gmyself 

veers ago. My e-mail program 
i.l np and running 24 hours a 
day, and once I snbrnit to its 
suer, call. whole hours can gc 
missing. I have a friend who 
recentlv found herself stuek on 
a cruise ship near Panama that 
didn't offer e-mail. 50 she 
chartered a helicopter to take 
her to the nearest Internet 
cafe, There was nothing in her 
queue but junk mail and other 
spam, but she thougbt the trip 
was worth It 

I know how she felt. You 
llE'VI'[ know when you're going 
to get that note from Lncle 
Erie about "our Inhenrance. 
Or that White House dinner 
invitation with a rime-sensitive 
F..S.Y.P. 

My friend and I are not 
aloue. According to a Gartner 
G~O\,lP study, 42%:;II Ameri­
can e-mail users-Land there 
are more than 100 million 
of us-ccheck a-mail on vaca­
tion. Nearly 1 in 4100k for 
messages every weekend. 
OJ". DaYle Greenfield, 
founder of the Center for 
jntemet Studies in West 
Hartford, Cocn., believes that 
at least 6% of us are what he 
would classify as eompulsive 
e-mail checker>. "It sounds 
silly,bllt people report with­
drawal symptoms when 
they're away f!:'Jn1 it," he 
sevs- "It's very lfkely the 
brain gets the same kind of 
hit frorn e-mail as it doe, 
hom gamblmg." 

Ife-mail is really as addic­
tive a> gambling, there must 
he a Ig-step program some­
where to rrea' I:. Sure enough, 

a 'Web search turns up an 
e-mail recovery program 
created back in 1997 by a pair 
of Florida State University 
administrators, Perry CTO'Nell 
and Larry Conrad. It's pretty 
crude. Crowell admits, and 
because it was written before 
the explosion in users. traffic 
and e-mail 'viruses, 't seems 
almost naiVe. "If we were to 

update it today, We migbt very 
well declare defeat," S'a;'S 

Crowell 
Unwilling to give up all 

hope, we consulted a few 
experts and pieced together 
OUJ own lZ-st~p program 
for breaking the e-mail habit 
(or ~t least getting it under 
control}, It goes like this-

STEP 1: ADMIT YOU HATE A 

PROBU;M, Mark Ellwood. 
author of Cur the GluJ; of 
E-Mail, calculates that white­
eollar workers waste ar; aver­
age of three bours 1 weekjust 
all sorting through junk mail, 
Ifyou spend anymore than 
that, you bad b€tter reed on. 
STU 2: RECOGi'lI.U: TilE 

S'r'lIlPTO....S. Dry 1""""''', back 

aches, w:list cramping and
 
numb fingers are signs that
 
you are spending too much
 
time at the keyboard,
 
STltP 3: TA'I,[ RItSPOJlSIJlILrn.
 

If >·0'.1didn't send so rr.uch
 
e-mail. maybe you wouldn't
 
get so much.
 
SU;P 4: PRACTI<:E THE RUll: 0'
 
THIU£. Ifan e-rcai; thread bas
 

gone back and forth three 
times, it is time to pick up
 
the phone.
 
STEP 5: DON'T COPT Hili
 

WOII~D, Thinktwice about the 
people yOll put on your cc: ltst. 
If they all respond, then where 
will you be? 
STIi? 6, TUIIN OFf nlE <:Hllllf. 

Nothing triggers a Pavlovian 
response faster than a ringing: 
bell, but a flashing icon in the 
task bar comes close. Tum 
both off and your urge to 
check will diminish over time. 
sn:p 7: 'ill.OW DOWM. 

•answering meswges the 
moment you get them creates 
an expeetatron that you will 
always respond 33 quickly. Let 
;t be known that you -cou't. 
Train people to call if It's really 
urgent. 
STEP B, TOU<:H IiA&:1l JIIESS",GE 

ONl. 'r' ONCE. If it isn't rete,ant, 
hit the dell'te key. If it is, set it 
aside, and plan to spend some 
time at the end of the day to 
reply 
STEP 9: LET YOUR 'ilOFTWAJ!1!: 

DO THE 1'1'0111<. The more you 
filter out spam and divert 
e-mail Iists to their own folders, 
the more manageable your 
in bm: becomes. 
STEP 10, en HELP FRO .. 

Hu.......«s-cod I don't mean yOUT 
therapist Senior managers: let 
"our assistant wade throneh 
your In boxfor you.Ordinary 
mortals. ask friends to stop byor 
phone in from time to time to 
interrupt YOllr e-mail reveries. 
STEP 11: DO"l'T CHECK YOUR 

E-MAIl.. AT HOMil. 'Ibis mav seem 
extreme, bnl forcing yourself to 

I goto a librsry or Internet.cere 
I	 will at least allow the possibility 

of some face-to-face human 
interaction in your life, 
SHP 12: TAKE l\lIlE OFF. 

Designate one day a week that 
is utterly e-mail free. That 
50€S double for cruise-ship 
vacations. _ 

Kiei....ed the habit? You r-anstill 
e ·rr.r;.il Chris ct Gdt@weJl.com 

TlMB, NNE 10, 2002 
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Electronic Communications 
Do's, Don'ts and Cautions 

Do's: 
• Subject line is the hook then the first sentence 
• Short but not too short 
• Background as needed 
• Bullets or paragraphs 
• Stipulate action, clear expectations by whom and by when 
• Select the recipients 
• Judicious use of "reply to air' 
• Spelling and grammar 
• Count to 10 - avoid sarcasm or emotional terms 
• Avoid email wars or circular messaging 
• Recognize when a meeting, phone call, written message is more 

appropriate 

Caution: 
• Reply to all 
• Cc'ing 
• Bccing 
• Continuing long strings 
• Attachments: openable, printable, file Size 
• Tone and format 
• Font and CASE 
• Abbreviations, acronyms, jargon 
• Personalize - how much? 
• Expecting instant responses 
• Vacation/away notices 
• Return receipts 

e-wmmuni~'\ti(ms3,wi. doc 
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Strategic Alignment

A model supporting OH&S strategic 
alignment
A process for developing alignment
What are the strategic objectives of 
the enterprise – are they changing?
What are HSE strategic objectives?
Do they support the strategic 
objectives of the enterprise?
A case study to follow

StrategicAlignNASA.po.ppt



ALIGNING OH&S WITH
YOUR ENTERPRISE

The HSE Value Proposition
Profit or non profit
Large or small
Government, Academic, Health Care, 
Business, Consultancy
How does a non profit spell “profit”?

B U D G E T $$$



Drucker, 1970
“The attainment of the quality of life 
increasingly will have to be 
considered a business opportunity 
and will have to be converted by 
management into profitable 
business.”

Where “quality of life” refers to workers 
and their quality of life on the job.



HYPOTHESIS / IMPLICATIONS

Hypothesis:  Aligning OH&S with the 
strategic objectives of the business 
will drive improved OH&S and
business results.

What are the implications of OH&S 
being seen as a business building 
asset vs. a staff cost liability?



VALUES & PRINCIPLES
(The Human & Business Case)

People

Public Trust

Profit



PEOPLE
(The Human Case)

Entitled to preservation of life and 
limb
Essential for the success of any 
enterprise
Safety and security is second in 
hierarchy of human needs (Maslow)
Key to productivity and high 
performance work systems
Attracting and retaining good people



Drucker Again

“His concepts turned companies 
away from treating employees as 
cogs, persuading management to 
think of workers as assets and 
partners – which is how the best 
companies behave today.”



PEOPLE
(The Human Case)

Entitled to preservation of life and 
limb
Essential for the success of any 
enterprise
Safety and security is second in 
hierarchy of human needs (Maslow)
Key to productivity and high 
performance work systems
Attracting and retaining good people



PUBLIC TRUST
(The Human & Business Case)

Companies/brands trade on this
Workplace outcomes impact this
HSE can build it
Requires obeying the law
Is critical for business expansion
CSR:  Corporate Social Responsibility
Harvard: Tom Pedersen’s case study



PROFITS
(The Business Case)

Productivity/business continuity
Presenteeism / Wellness?
Technology enabling
S&H’s contributions need to be 
marketed, advertised and sold
Worker’s Comp costs offer a great 
opportunity
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Sales Equivalent Dollars - SE$

SE$ = $ losses/savings X 100%
Profit margin as %

Injury = $10,000
5% profit margin

SE$ = $10,000 X 100%
5%

SE$ = $200,000





Royal Caribbean Cruise Line

Dec. 1996:  Indicted in oil dumping conspiracy 
– bypassed holding tank

Feb. 1998:  Indicted for lying to USCG about oil 
dumping

June 1998:  Pled guilty to conspiracy, 
obstruction of justice

July 1999:  Fined $18 million criminal fine for 
dumping oil and making false statements



Royal Caribbean Cruise Line

Lost market leadership position
Lost market share
Lost stock value
Lost reputation 
Lost influence in the industry



Indirect cost multiplier









“Profits” – Not for Profit
Institution

Cincinnati – Suspected a significant financial drain, 
commissioned an initiative
Success/Measurement Criteria

Saving $ by reducing WC costs
Avoiding lost wages due to inj/ill
Tracking the human losses

Results
$45,000,000 reduction in WC costs
$1,100,000 savings in lost wages
LWDC rate from 10 to 2, 8 less of every 100 
employees injured

Nonprofit1.pt.ppt





THE OGSM MODEL
Objective: Statement of WHAT needs 

to be accomplished
Goal: Quantitative statement of 

Objective
Strategy: Statement of HOW Objective 

will be attained
Measure: Milestones measuring 

progress against Strategies



OGSM MODEL
OBJ  GOAL STRAT MEAS
WHAT Quant.      HOW Mile-

to state- to           stones
achieve     ment     achieve        or

of the                      Bench-
WHAT marks

Words Number   Words Numbers
Owners Owners



Linking HSE with the 
Enterprises Plan

O G S M
: :  : :
Enterprise       Health & Safety

Develop:
O> G> S> M

Execute:
O <G <S <M



CASCADING OGSM

Org. O  G  S  M
:    :

Bus. U.         O  G  S  M
:    :

HSE                       O  G  S  M
:    :

Site HSE O  G  S  M



SEEK FIRST TO UNDERSTAND

What are the O’s and G’s of the 
parent organization?

What are the S’s and M’s by which 
the O’s and G’s will be achieved?



SPEED TO MARKET
Sites that are enzyme hygiene capable:

Yr. 92 93 94
% 62% 84% 97%

sites 20/32 27/32 31/32



ELIMINATING NON-VALUE 
ADDED COSTS

Keep case costs flat for 4 yrs.
Keep WC costs flat for 4 yrs.
Achieve a TRI R of less than 1.5
Yr. 92 93 94 95 96
WC costs .56 .54  .54   .44 .44
/$100
Million $3.3 8.2  15    24 $32
$ Accum



NASA & Strategic Alliances

Leverage the tremendous base of 
science, technology and assets to 
create a revenue stream to support 
further research, development and 
space exploration.

Achieve this by building alliances with:
Government
Academia
Private enterprise

28





What to’s - How to’s
1.  Get clear on the strategic objectives  

of the enterprise
2.  Get clear on the strategic objectives 

of your function
3.  Identify the linkages between the 

enterprises strategic objectives and 
your functions 



What to’s - How to’s
4.  Develop S&M for those critical few 

linkages
5.  Express your S&M in the same 

format “language” as the enterprises
6.  Assign owners and timelines to the

S & M’s.



What to’s - How to’s
7.  Build accountability and track 

progress

8.  Conduct a periodic gap analysis

9.  Communicate up and down

stratp2.po.ppt















D 
uring the past several years there has been con­
siderable discussion regarding the value H&S 
brings to an enterprise. Despite this discussion, 
very few models have been presented or actually 

applied. Why? Some answers could be this is outside of the 
scope of H&S pros, they don't have the skills to express 
H&S outcomes as business value outcomes, they see the 
models as limited in scope or too complicated, e.g., ROSHI, 
or they simply don't get the fact that when the business 
value case is added to the human value case the positive 
impact is not additive but synergistic, which is a dear 
win/win for the enterprise, the H&S pros and the folks both 
inside and outside the fence line. 

There is clearly an H&S value continuum operating: 

- - -. 
Those most likely toaccept the Elements of the I: 

, element and likely quality of their Continuum H&S results,-
• Hard-nosed senior line manaqernentValue depleting 
• H&S results likely to be below ~we rage 

• Most H&S pros and some SlMValue protecting 
• H&S results likely to be average 

• A few enlightened S (~nd H&S prosValue enhancing 
• H&5 results likely to be ahove average 

Merely accepting the value enhancing element is not 
enough. H&S pros must sell this element by demonstrating 
its validity by expressing H&S outputs as outputs of critical 
and strategic importance to the enterprise and to its SLM. 
One way to clearly make the case that H&S is value enhanc­
ing is to apply a simple model, linking specific examples to 
each portion of the model that further demonstrate the 
value enhancing influence H&S can have on an enterprise. 
You will see below how this model also applies to nonprofit 
enterprises. ® S'i:.wID~ L.I,vF-. ,u,.o..,u,tlc..E).'\(;.J..1)­

~L.M :: 

THE VALUE ENHANCING MODEL: 
PEOPLE, PUBLIC TRUST AND PROFIT 

Anyone who has heard me speak or attended one of my 
professional development seminars knows that I deal only in 
simple, straightforward models, and such is the case with the 
H&SValue Enhancing ModeL This model is comprised of 
only three components-people, public trust and profit. The 
model not only is value enhancing but it represents three ele­
ments that in and of themselves are the key values for any 
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successful enterprise. The model is Simple, powerful and logi­
cal. Note that people come first. Protecting people is our first 
and foremost professional and ethical responsibility. Next 
comes public trust, which embraces the concept of integrity 
as well as brand and institutionai reputation; who wants their 
enterprise or its products to have a bad reputation? Finally, 
there is profit-without it a company cannot survive. How 
about for nonprofit organizations? Don't discount this model. 
How does a nonprofit spell profit? They spell it B-U-D-G-E-T. 
Both profit and budget are measured in dollars, and without 
dollars no enterprise can survive. 

When I first developed this model r thought it applied 
only to my enterp rise (Procter & Gamble). When r retired 
and started to consult with other enterprises it became 
apparent that the model applies to any enterprise that 
wants to be better than average and applies best to those 
enterprises that want to achieve excellence. Once broken 
down into its three components, it can be seen just how an 
H&S pro can use it to demonstrate the value enhandng 
contributions H&S can make to any enterprise, 

PEOPLE 
This clearly embodies the human case for H&S. Protect­

ing people both inside and outside the fence line is our 
primary professional and ethical responsibility. People are 
entitled to the preservation of life and limb. People, of 
course, are essential for the success of any enterprise. It was 
the renowned and revered expert on management, Peter 
Drucker, whose "concepts turned companies away from 
treating employees as cogs, persuading management to 
think of workers as assets and partners." This was the gene­
sis of high performance works systems, self-directed work 

(Continued on p. 34) 
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(Continued from p. 33) 

systems and empowered work systems, which is how most 
successful enterprises operate today. Logic supports the fact 
that you can't get trust and commitment from employees if 
they feel their safety and well-being are being threatened by 
their work environment. As a real-world example, H&S 
played a key role in P&G's transition into a high performance 
work system, which is clearly an enhanced business value. 

PUBLIC TRUST 
This embodies both the human and business case {or 

H&S. Public trust is an umbrella term embracing integrity, 
high ethical standards and the reputation of the enterprise 
and its products. Workplace outcomes impact directly on 
this. There is not a single enterprise that wants it or its 
products to have a poor reputation. Consider a consumer 
products company where employees get sick while manu­
facturing a well-known product due to the addition of an 
improperly controlled new ingredient. Even though there is 
no safety issue related to the end use of the product, adverse 
publicity will impact the consumer's loyalty to that brand. 
What about an enterprise that wants to expand its opera­
tion in a community but has a history of serious injuries or 
illnesses, process upsets and contaminant releases to the 
environment? There have been numerous occasions where 
community pressure has prevented the enterprise with 
adverse H&S experiences from expanding, forcing an 
expensive and undesirable relocation of the enterprise. 
Public trust also requires obeying the law. What enterprise 
wants to open the \,Vall StreetJournal or USA Today and see 
an article about itself on a large OSHAor EPA citation and 
the ensuing multimlllion dollar fine? 

PROFIT 

This embodies the business case. Remember also that if 
you work for a nonprofit enterprise you spell profit B-U-D­
G-E-T. They both are measured the same way, as dollars. 
Profit is truly the bottom line because without profit (or a 
budget) any enterprise ceases to exist. And what a critical 
role H&S plays, albeit, a poorly developed story to date. 
Because this is the crux of the value enhancing element, 
let's break it down into smaller pieces. 

• Productivity 
• Business continuity 
• Technology enabling 
• Reducing nonvalue added cost 
• Communicating H&S's value enhancing role 

Productivity. This piece indexes back to the people ele­
ment and Drucker's reference to how important people are 
to optimizing performance and productivity, Simply said, 
productivity cannot be optimized when workers are fearful 
for their well-being. 

Business continuity. Realizing that the human tragedy 
and cost is orders of magnitude greater in the event of a cata­
strophic injury or illness, there is still a major impact on pro­
ductivity when a department deals with these major adverse 
outcomes. First, there is the element of distrust between labor 
and management, then the down time to investigate the 
cause, then management's time spent on managing and 
minimizing the downtime-all major hits on productivity. 
Usually, a serious outbreak of occupational disease or a cata­
strophic injury brings an OSHA inspection. Even though the 
enterprise gets back to its normal produc~ivity, the time and 
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energy management must spend on the regulatory issues 
takes their eyes off the strategic work necessary to increase 
production, quality or cost reduction. 

Technology enabling. This is a favorite of mine, even 
though when 1 mention it to a group of H&S pros I often 
get the "deer in the headlights" look. Unfortunately, we 
don't think of ourselves as technology enablers, but that is 
just what we are. Without H&S, could any enterprise han­
dle hazardous processes or materials-of course not! So, if 
your enterprise handles a hazardous process or materials 
safely due to your input, you are a technology enabler! 
Does SLM see us as such? I doubt very many do. 

Early in my career J had the good fortune to recognize 
just how critical industrial hygiene was to the business suc­
cess at P&G. Without industrial hygiene controls it would 
not have been able to continue to put enzymes in its deter­
gents in England when competitors were forced to remove 
them due to occupational health issues. Because P&G could 
handle enzymes safely and our competition could not, we 
went from being number 2 in detergent sales to being num­
ber 1. Industrial hygiene enabled the enterprise to use 
enzyme technology safely to gain market leadership. We are 
technology enablers, but we don't do a good job of commu­
nicating this to SLM. 

Reducing nonvalue added cost. Every injury or illness 
has a cost, and those costs are nonvalue added. likewise, 
every injury or illness that is prevented reduces the nonval­
ue added costs . Correspondingly, for every injury or illness 
that occurs greater, nonvalue added costs are incurred. The 
most effective way to make this case to SLM is to express 
the costs or savings as sales equivalent dollars; yet, we as 
H&S pros rarely do that. It is a simple and straightforward 
caJ~ation to go from the cost of an injury or illness to 
SE~or example, the average workers' compensation case 
costs about $9,000 (Workers Compensation Research Insti­
tute). The average profit margin for a U.S. business is 7.1 
percent (Business Week). Each $9,000 workers' compensation 
case requires an enterprise to sell an additional $126,760 
worth of product. No smoke and mirrors here; the calcula­
tion is quite simple. See below: 

SE$ = $ saved or lost due to injUries or illnesses X 100 j2ercent 
profit margin as a percent 

SE$ = $9,000 X 100 percent 
7.1 percent 

SE$ = $126,760
<19 S E :t\ :::: SA \...c S r--G U \ o A t....,tE....'r- D(')w....A~'::::. 
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We need to represent injury and illness costs, or savings, 
as SE$. 

COMMUNICATING H&S's VALUE 
ENHANCEMENT TO SLM 

H&S pros, and even some SLM, say and believe that a 
healthy and safe enterprise is better run and more likely to 
be successful. However, that is not a view held nearly Wide­
ly enough by SLM. H&S pros have to be effective in com­
municating the value enhancing contributions of H&S. The 
single best way to do this is not by hanging posters stating 
"SAFETY PAYS," which is just another empty slogan. No, 
the best way is to state H&S outcomes as outcomes critical 
to the success of the en terprise such as reduced costs, 
increased productivity, technology enablement or reduced 
nonvaJue added costs expressed as SE$. 

CONCLUSION 
This simple yet powerful model reflects those values 

held in highest regard by most, if not all, enterprises. We 
H&S pros are stewards of all three. Because of this logical 
and powerful alignment, H&S is not value depleting or 
value protecting but is, indeed, value enhancing, However, 
it falls to us H&S pros to apply this model in our enterprise, 
using our own examples to make the case to SLM that H&S 
is value enhancing. 4:> 

Fulwiler, Q ClH and CSHM, is president of Technology Lead­

ership Associates, Cincinnati. After 28 years with P&G, he 

retired as director of health & safety-worldwide with responsi­

bility for occupational medicine, industrial hygiene, safety, 

workers' compensation and OSHA. Fulwiler is also on 

odjuncr professor at the College of Medicine, University of 

Cincinnati; course director for the Leadership and Manage­

ment course at the Harvard School of Public Health; and 

course director for the Qual ified Safety Sales Professional 

course . He can be reached at (513) 941 -1377 or 

rdfbmw@fuse.com. 

CONNECT 

The Synergist Test Series is onLine 

at www.aiha.orgjDLProgram.htm. 
FOR CReDIT 
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NASA Case Study 
 
• Break into ___ groups of ___. 
 
• Select a leader quickly! 
 
• Each person review the Case Scenario below. 
 
• As a group, using the 4 column OGSM format (see next page): 
 

1. Identify the company’s strategic Objective and Goal. 
 
2. Develop 2 ‐ Strategies H&S can execute to help deliver the corporate Objective/Goal. 
 
3. For each Strategy identify 2 ‐3 Measures (action items) that when completed will deliver 

the Strategy. 
 
4. Prepare to share your outcomes with the group.  It is also OK to share frustrations, ah‐

ahs!, key learnings and observations. 
 
Case Scenario: 
 
To assure NASA leadership position in space technology under the new direction outlined by 
President Obama, NASA must augment its revenue stream by building strong commercial 
alliances.  It will need to grow its revenue stream from commercial alliances to 20% of its 
operating budget in three years. Space Age Inc. has contracted NASA to assemble and test an 
advanced stage launch vehicle.  This project will represent up to 10% of NASA operating budget 
(50% of its goal) and must be completed in three years. 
 
You are the EH resource for NASA at one of the centers that is supporting this important 
strategic initiative.  Given your Center’s role in NASA (Stennis/engine testing, 
Marshall/researching propellants & propulsion systems, Wallops & KSC/launch & launch 
processing, Ames/Materials Research etc.) you play a critical part in this new venture.  
 
Upon initial review of the proposed operations, beryllium will be used in numerous components 
of this vehicle’s engines and some assembly work will be taking place at your Center involving 
these beryllium engine components.  In addition, a chromate based coating will be used on a 
significant part of this launch vehicle.   The vehicle is also designed to use both hydrazine and 
hydrogen peroxide as the oxidizing agents.  Your Center has never handled these fuels before 
and has not had to develop a beryllium monitoring program or a program that complies with the 
OSHA chromium standard.  In addition to the operational hazards a number of the facility areas 
proposed for this new project have environmental contamination issues, ranging from 



2 
 

contaminated groundwater and associated vapor intrusion concerns, to lead paint and asbestos 
concerns.  In fact, these buildings were, up to 3 months ago, being seriously considered for 
demolition partially because of their contamination problems.  NASA management considers 
this commercial project it to be critical both to its fiscal sustainability as well as the objective to 
achieve commercial transport to the space station before 2015.   
 
At this time your organization is being asked to provide all EH support to the project.  Your group 
has been tasked to provide all H&S support for this company and ensure there are no adverse 
outcomes from dealing with the beryllium, chromates and fuels, no delays from any 
labor/management issues and no OSHA compliance issues that could cause project delays 
and/or adverse public relations issues.  There are many technological hurdles to overcome with 
this project related to this new space vehicle and the tight timeline.   It should be noted that the 
current OSHA Administration will be much more aggressive than in the past and will place 
stringent performance expectations on VPP sites.  Since this work will be occurring at a NASA 
Center which participates in the OSHA VPP program there is an expectation that all work will be 
done in a fashion that protects worker health and safety, and is compliant with applicable 
regulations.  
 
Your organization’s ability to adequately execute this effort from an EH perspective will 
influence your Center’s ability to get future projects of this nature which are critical to NASA 
strategic objective. Success of this project will go a long way in convincing other commercial 
vendors to use NASA expertise and assets instead of developing their own capabilities.  
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STRATEGIC PLANNING CASE STUDY NASA 2010 and Beyond 
 
        COMPANY    HEALTH & SAFETY 
                  
OBJECTIVES GOALS STRATEGIES 

(owners) 
MEASURES 
(owners) 

    
Maintain the 
leadership position 
in Space 
Technology by 
increasing our 
commercial 
alliances 

Need to Grow your 
Center’s revenue 
stream to 20% of its 
operating budget 
while ensuring the 
Health and Safety 
program remains in 
OSHA VPP Star 
Status  

1.  Actively participate in 
the efforts to determine 
what remediation actions 
(if any) need to be taken to 
get the building into a 
condition to move forward 
with Space Age Inc 
occupying the building.  
Facilitate Completion of 
these remediation actions.  

1.  Compile date and ensure complete 
characterization of EH hazards present.   
2.  Establish a variety of options for remediating 
or stabilizing the EH hazards prior to occupancy 
and include associated advantages and 
disadvantages for each option. 
3.  Support development of RFP for remediating 
the hazards after remediation option is chosen. 
4.  Provide monitoring of operations to ensure 
regulations are not violated during the 
remediation phase 
 
 

  2.  Partner with DOE to 
develop and implement a 
comprehensive Beryllium 
monitoring program to 
include medical 
surveillance. 

1.  Review DOE Beryllium standard and 
coordinate an informal partnership with DOE that 
provides mentoring for establishing a Beryllium 
program.  
2.  Work with the clinic to ensure medical 
expertise and surveillance capability is in place.  
3.  Train IH staff in preparation for the 
implementation of a beryllium program 
4.  Acquire and review the operational plans of 
Space Age Inc. to best prepare for when 
operations involving beryllium are started.  
5.  Develop employee training course for working 
with beryllium. 
 
 

  3.  Develop and implement 
an OSHA compliant 
chromium surveillance 
program.  

1.  Benchmark with other NASA Centers who 
have used similar chromium based coatings and 
implemented similar programs.  
2.  Address potential needs related to your 
respirator program.  Modify your respirator 
program accordingly.  
3.  Acquire and review the operational plans of 
Space Age Inc. to best prepare for when 
operations involving chromium base coatings are 
started. 
4.  Develop employee training course for working 
with Chromium.  
 

  4.  Develop capability at 
your Center to store and 
handle hypergolic fuels  

1.  Work with facility and fuels engineers at your 
Center to develop a system to safely store and 
handle hypergolic fuels 
2.  Work with KSC Life Support to develop a 
SCAPE suit capability at your Center 
3.  Research and procure the necessary direct 
reading sampling instrumentation for the 
monitoring of hypergolic propellants.  
4.  Work with your Center firefighting personnel 
to understand the unique hazards of hypergolic 
propellants.  

 
Case NASA.wo 
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