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By Jessica Marques

I[ s not often that you
find a head of human
resources on his hands
ind knees scrubbing the
bathroom Hoors of his
company’s restaurants
But two vears ago, that's
exactly what Rich Floes
sch, executive vice presi
dent of worldwide hu
T [

Donald’s, was doing

mMan resources

After just a few davs
on the job, Floersch de

cided to spend two weeks

working at a McDon

ald’s in Darien, Hlinois

to find out what makes a

goodd store manager or
> restaurant worker

For McDonald's, the
enercise was crucial. Al

continued on page 19




For 16 years, the

management initiatives that directly improve
hile many of the qualities involved in

2llent and profitable organizations don’t

vinners do reflect the changing busi

environment

In the early human r IUTCE ed its administra
tive strait t.In the dot m era, innovation reigned,
and : owered employees with unprecedent
that followed, the winning organi

olve and a armination tc more

bal economy ¢ C ramatically, a

different theme is emerging. In nearly every categ

Ory

inning organizatior entered on

maxim lem in a compa-

ny's culture. Ho ple in the fac

ever-increasing compettuon

income rose 15 percent to $8.7 billion.

INTEL IS BEST KNOWN for microprocessors like the Pentium chips that serve as the brains
inside personal computers. But the company is moving beyond chips to create more compre-
hensive software and hardware “platforms" that will serve as the foundation for products in
eas such as health care and the ever-mare digital home.
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2006 WINNER

General Excellence

INTEL

The computer chip maker’s workforce strategies have helped it

The CENERAL EXCELLENCE award is given 1o the
organization whose workforce managem. imitia
tives have met t tandard ahed for at least
sin of the other nine categories

\

Iy

CEO Paul
Otellini

remain atop

the competitive tech market and prepared it for a knowledge-based future.

By Ed Frauenheim

Lo

hat's inside Intel? A workforce =]
phy that is, in many respects, as cutting-edge as the
computer chips it makes

The Santa Clara, California-based company has proved itself to

nent p

be a leader in areas ranging from ethics to leadership training to
fostering a global perspective among employees. And it keeps
taking steps to make sure its size— 100,000 employees and count
ing—doesn’t hijack this mandate from co-founder Robert Noyce:
“Do not be encumbered by history. Go off and do something
wonderful.”

Intel has taken hits from critics on labor matters such as its use
of foreign guest workers. 5till, the company has made Fortune’s
list of the "100 Best American Companies to Work For” eight of
the past nine years. And its financial results speak volumes about
its employee management. In 2005, the company posted record
revenue of $38.8 billion, and net income rose 15 percent to $8.7
billion

Intel wins the 2006 Optimas Award for General Excellence for |

workforce management strategies that have helped the company
stay atop the rough-and-tumble tech industry and prepared it for
a knowledge-based future. Here are highlights of Intel's work in
six Optimas categories

petitive Ad
price of one with its Leadership in Action program. Through it, In-

Intel gets two benefits for the

tel trainers gather data about emerging market trends. Then they
lock three dozen senior managers from different locations and
functions in a hotel for several weeks to develop possible busi
ness moves. The resulting reports have led to several company
initiatives. Thus, the three-year-old program acts both as a way to
hone leadership skills and set smart strategy.

Global Outlook. Some 70 percent of Intel's revenue |

comes from outside the United States. What's more, Intel's focus
on software and hardware “platform® products for markets like
the digital home requires a better understanding of customers
around the world. So when Intel created a new leadership pro
gram for midlevel managers in 2004, it made firsthand exposure
to different cultures a cornerstone. Under the Leading Through
People program, 800 midlevel leaders will fly to weeklong semi

nars outside their home region over the next seven years

I tiom. Intel cor
age employees soundly—including letting them go over man-
agers’ heads to speak their minds. This year, the company is plan-
ning to hold an internal Innovation Conference. Employees were

ly has found fresh ways to man-

asked to submit ideas for doing things better in their group or the
company generally. The top 10 creative ideas were to be show-
cased at the late-winter conference.

Ethical Practice. Doing the right thing matters at intel. The
| company helped form a tech industry group that's establishing a
code of conduct for members and their suppliers. That effort led to
an award last year from Business Ethics magazine. Internally, Intel
created an ethics training program with tricky hypothetical situa-
tions. “The issues are never black-and-white,” says Dave Stangis,
Intel’s director of corporate responsibility. “We want people to
think about it.”
| Managing Change. One way Intel handles change in the

high-tech world is through low-tech communications with em

ployees. When the firm made its shift to a “platforms” strategy
last year, chief executive Paul Otellini traveled to major Intel sites
in the United States and abroad to meet with workers. And when
the company changed its compensation plan last year to include
grants of restricted stock, managers told employees in person

“Intranet and e-mail channels aren’t always the best ways to
communicate important information,” says Larry Shoop, Intel's di-
rector of employee communications

Vislon. The company realizes that nurturing employee tal-
| ents and tapping into them are crucial in a knowledge-based
economy. In 2004, Intel invested almost $3,700 per employee in
training and development. It ranked 17th last year in Training
magazine's “Training Top 100."

And company values of risk taking and open communication
aren’t just slogans, says Kevin Gazzara, who heads the Leading
Through People program. A few years ago, he came up with a
method of matching employee work preferences with their job,
| and he asked Intel to try it. In the wake of some pilot programs,

Intel is about to use the system in China
“When you let employees deliver their passion outside of their
| classic job description, it keeps them energized,” Gazzara says
| *“And that benefits the company.”
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