
In Practice 

Learning the Language of 
Business 

Business s tuden t s na t ionwide 
are learning to speak the lan-
guage of a global e c o n o m y , 

thanks to specially designed foreign-
language courses, reports Victor B. 
Herr for Purdue University's news 
service. 

More than 200 universities, includ-
ing Georgetown, Georgia Institute of 
Techno logy , D u k e . Nor thwes te rn , 
I l l inois . P e n n s y l v a n i a Sta te , and 
Purdue offer business-language pro-
grams , Herr wr i tes . Bus iness - lan-
guage courses focus on the vocabu-
lary and customs of business. 

"NAFTA a n d GATT a re p r i m e 
examples of the direction the world 
is tu rn ing ," says Chr i s t i ane Keck, 
head of P u r d u e ' s D e p a r t m e n t of 
Foreign Languages and Literatures 
and associate director of the Center 
for International Business Education 
and Research. "More and more [busi-
ness students] are realizing the busi-
ness world truly is a business "world.' 
and to c o m p e t e and be successful 
you must unders tand p e o p l e f rom 
o ther count r ies—both in l anguage 
and culture." 

Purdue offers business- language 
c o u r s e s in G e r m a n . Span i sh , and 
French. Soon, the school will add 
c lasses in Russian a n d J a p a n e s e . 
Introductory courses teach everyday 
conversational skills and address the 
history of the language, culture, and 
people . Later courses cover special 
topics, such as banking, specific busi-
ness t e rms and pract ices , and the 
courtesies involved in typical business 
transactions in the target countries. 

Alan D. Ferrell. director of man-
a g e m e n t p l a c e m e n t for P u r d u e ' s 
Kranner t School of M a n a g e m e n t , 
says between 10 percent and IS per-
cent of the school 's graduates take-

jobs in foreign countries. 
"Add these to the number of indi-

viduals from foreign countries living 
and work ing in the United States, 
along with foreign companies doing 
b u s i n e s s he re , " he says , "and it 
becomes evident just how beneficial 
these courses are." 

Words of Wisdom 

Want to gel ahead? T a k e 
note of these simple career 
l e s sons , e x c e r p t e d f r o m 

Never Confuse a Memo With Reality. 
by Richard A. Mo ran ( H a r p e r -
Business. 1993). 
I Lesson 32: R e m e m b e r that t he 
purpose of business is to make or do 
something and sell it. The closer you 
can get to those activities, the better. 
I Lesson 33: If you're in a staff job, 
get line e x p e r i e n c e by jumping at 
assignments out in the trenches. 
• Lesson 77: Understand the core of 
the business and bond with it. Don't 
take a job at Nin tendo if you hate 
video games. 

Language skills are a 

must for business leaders 

in a global economy. 
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In Prac t icc 

» Lesson 82: Seek rotational assign-
ments. especially o n e that will pin 
you in a key o p e r a t i o n a l ro le or 
close to the seat of power in corpo-
rate headquarters. 
» Lesson 112: When the note on the 
refrigerator says it will he empt ied 
this Friday, get your salad dressing. 
Cleaning the refrigerator is the one 
corporate initiative that's always fully 
implemented. 
I Lesson 220: Avoid being assigned 
for longer than a year to the human 
res< >u rces department. 

The Baldrige Award: Quality 
and the Bottom Line 

The U.S. Commerce Department 
has changed and streamlined 
the cr i ter ia for the Malcolm 

Baldrige National Quality Award for 
1995 to focus more sharply on qual-
ity as an integral.part of performance 
m a n a g e m e n t , says t he Na t iona l 
Institute of Standards and Technology, 
which administers the program. 

"Quality cannot be seen as sepa-
rate from overall performance or the 
b o t t o m line," says Curt Reimantl , 
head of the Baldrige award program 
at NIST, wh ich is a unit of the 
Commerce Department's Technology 
Administrat ion. "It must be woven 
throughout all of a company's busi-
ness practices." 

According to Reimann, the criteria 
a re d e s i g n e d to h e l p c o m p a n i e s 
deliver ever-improving value to cus-
tomers and improve overall company 
per fo rmance and capabilities. Two 
awards may be given each year in 
each of three categories: manufactur-
ing, s e rv i ce , and small b u s i n e s s . 
Congress es tabl ished the award in 
1987. 

The criteria for 1995 focus on key-
areas of business performance: 
l c u s t o m e r sa t i s f ac t ion a n d cus -
tomer retention 
I marke t s h a r e a n d n e w - m a r k e t 
development 
» product and service quality 
I financial indicators, productivity, 
and opera t iona l e f fec t iveness and 
responsiveness 
I human resource performance and 
development 
l supplier performance and devel-
opment 
» public responsibil i ty and corpo-

rate citizenship. 
"Companies that successfully build 

all of these into their business prac-
t ices s h o u l d s e e t ang ib l e resul ts , 
i nc lud ing i m p r o v e d p roduc t iv i ty , 
market share, and financial perfor-
mance: bet ter e m p l o y e e relat ions; 
and greater customer satisfaction, ' ' 
says Reimann. 

You may order a single copy of 
the 1995 award criteria, free, from 
NIST; call 301/975-2036 or fax your 
r e q u e s t to 301 /948-3716 . For a 
p a c k e t of 10 c o p i e s , c o n t a c t t he 
American Society for Quality Control 
at 800 /248-1946 by t e l e p h o n e or 
414/272-1734 by fax; the p r ice is 
$29.95 plus pos t age (ask for item 
number T998). 

Virtual U 

A"virtual" university offers con-
c r e t e a d v a n t a g e s to Texas 
I n s t r u m e n t s in Dal las . T h e 

un ivers i ty re f l ec t s TI 's e f f o r t s to 
decentralize operations, integrate its 
marketing and communications func-
tions, and tie professional education 
c lose ly to e m p l o y e e s ' day - to -day 
work. 

Patterned after the concept of a 
virtual co rpo ra t i on , the g r adua t e -
level curriculum brings together busi-
ness professors and other marketing 
experts to deliver 16 advanced mar-
keting and communications courses 
specially tailored to the firm's needs, 
culture, and strategies. 

The p r o g r a m kicked off a y e a r 
after T1 dispersed most of its corpo-
rate marketing staff among its vari-
ous business units and retained only 
a c o r e g r o u p at h e a d q u a r t e r s in 
Dallas. T h e m o v e was par t of t he 
Baldrige-winning company 's efforts 
to vest decision making in cross-dis-
ciplinary work teams. 

The shift was in tended to forge 
closer ties be tween marketing-staff 
m e m b e r s a n d the i r in te rna l cus-
tomers . Still, "we w e r e very c o n -
c e r n e d that as w e e n t e r e d a n e w 
organizational model, the culture that 
helped build TI's image and persona 
in the marke tp lace could be dissi-
pated." says John Tammaro, senior 
strategy manager of TI's marketing 
communications and design group. 

To keep the marketing "fraternity" 
together and to enhance TI's market-

ing messages , T a m m a r o says, "we 
d e c i d e d we wan ted to a s sume an 
aggressive training program." In most 
corporations, Tammaro notes, most 
marketing training comes from on-
the-job learning, occasionally supple-
mented by off-site courses. 

"Learning, if it is to be right for 
the student or employee, must get as 
close to real work as possible," says 
Tammaro. 

T a m m a r o w o r k e d c lose ly wi th 
Charles Patti, a dean and business 
p r o f e s s o r at the Univers i ty of 
Hartford, to deve lop the curricula 
and recruit the faculty. 

For its k i c k o f f , t he university-
a t t r ac ted a b o u t 60 pa r t i c ipan t s— 
twice the number expected . At the 
close of its first semester , s tudents 
g a v e the un ive r s i ty high marks . 
Eighty-nine percent descr ibed the 
classes as relevant to their careers, 88 
percent rated the overall curriculum 
as excellent or good, and 68 percent 
rated the university concept and plan 
favorably. 

I n s t r u c t o r s u s e a p o r t f o l i o of 
l ea rn ing s t ra tegies , inc luding lec-
tures. case studies, cooperative learn-
ing, and "action-based" projects. To 
he lp turn theory into appl ica t ion , 
instructors focus on current TI mar-
keting initiatives and issues. 

Trainees travel to Dallas every five 
weeks to attend the one- or two-day 
courses . Fo l lowing each course , 
trainees break into smaller workshops 
to relate the material to specific on-
the-job problems and decide how to 
integrate the material into workplace 
processes and practices. The entire 
curriculum takes 18 months to com-
plete. Tl expects soon to launch a ver-
sion of the university for its European 
and Asian operations. 

By bringing marketing-staff mem-
bers together regularly for training, 
the university enables them to sus-
tain the advan tages of a tight-knit 
corporate unit while sharing informa-
tion and challenges from their new-
vantage points within business units, 
Tammaro explains. 

The diverse s tudent body repre-
sents a range of business units and 
functions, as well as a sprinkling of 
suppl iers , which fur ther p romotes 
the cross-pollination of ideas, one of 
Texas Instruments's goals for decen-
tralization. 
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"So, t hough w e are in the early 
stages of this curriculum, [the univer-
sity! meshes well with how we are 
doing our business day to day," says 
Tammaro. "We're learning as we go 
how a learning structure can support 
< >rga nizationa 1 goals." 

Going Casual 

Certain types of organiza t ions 
may benefit from the adoption 
of relaxed codes for dress and 

behavior. But others should stick to 
business as usual for attire and office 
interactions, says a researcher from 
Pennsylvania State University. 

David Morand. an assistant profes-
sor of management in Penn State's 
School of Business Administration, in 
Harrisburg, talked about formal and 
informal c o n v e n t i o n s in organiza-
tions. His remarks were made at an 
American Academy of Management 
meeting in Dallas, Texas. 

Informality can help foster creativ-
ity and camaraderie, so organizations 

that prize innovation and close team-
work might aim to create a relaxed 
a t m o s p h e r e in the off ice , Morand 
said. 

But s o m e o t h e r b u s i n e s s e s a re 
unlikely to gain any advantage from 
a workforce clad in Hawaiian shirts 
and B i rkens tock s a n d a l s . For in-
stance, banks, insurance companies, 
and law firms w o u l d p robab ly do 
better to maintain more formal tradi-

I n f o r m a l i t y 

C A N H E L P F O S T E R 

C R E A T I V I T Y 

lions. Formal behavior and appear-
a n c e s i n d i c a t e a s e r i o u s a t t i t u d e 
toward work, help regulate conflict, 
and help diminish the likelihood of 
favoritism. 

Advised Morand, "Going informal 
involves philosophical and psycho-

logical changes that normally con-
ventional businesses should seriously 
consider before taking the plunge." 

ISA Online 

An interactive communications 
se rv ice s p o n s o r e d by t he 
Instrument Society of America 

kicked off in S e p t e m b e r . ISA is a 
nonpro f i t society of p ro fess iona l s 
conce rned with measu remen t and 
control, including technicians, man-
agers. researchers, and educators. 

ISA O n l i n e f e a t u r e s t echn ica l 
updates, membership news, industry 
standards, forums, directories of ISA 
services , e lec t ron ic mail. Internet 
mail service, and ISA journals. ISA 
m e m b e r s a lso have f ree access to 
IndustryNet . which offers business 
news and updates on products and 
technologies. IndustryNet is offered 
by the Automation News Network, 
which also d e v e l o p e d ISA Online. 
For more information, contact ISA. 
919/990-9247. 

1 

Circle No. 152 on Reader Service Card The Directions. 
T h e rules are chang ing . It's no longer e n o u g h for t ra in ing to help people simply "feel bet ter" or to "develop themselves." 

Training professionals will he judged by the value they add. The chal lenges are great. J im Pepitone's g r o u n d b r e a k i n g new book 

will guide you th rough the radical redesign of corpora te t ra in ing a n d development . It helps to read the directions. 

Soon available in bookstores. To order now, call toll-free l -800-373-23!*>. Or send Si8.50 plus $1.50 for shipping and handling to 
Pep i tone B e r k s h i r e Piaget, 3 7 1 0 Rawlins, 11 ill floor, Dallas, TX 7 5 2 1 9 . Bulk quantity discounts are available for orders of 24 copies or more 
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In P r a c t i c e 

Red Cross's "Institute 
Without Walls" 

Th e A m e r i c a n Red Cross has 
recent ly c rea ted the Char les 
Drew Biomedical Institute to 

deliver high-quality training to the 
o r g a n i z a t i o n ' s 15.000 e m p l o y e e s . 
The institute is named for the late 
Charles Drew, a doctor and scientist 

w h o s e w o r k in b l o o d co l l ec t ion , 
plasma processing, and transfusion 
therapy laid the foundat ion for the 
blood-bank system. 

Elizabeth Dole, president of the 
American Red Cross, said at the dedi-
cation ceremony that the institute's 
vision is "to approach our common 
responsibility for safe and plentiful 
b lood as a col labora t ion be tween 

P E P P E R D I N E U N I V E R S I T Y 
SCHOOL OF BUSINESS & MANAGEMENT 

MSOD 
MASTER OF SCIENCE DEGREE 
IN ORGANIZATION DEVELOPMENT 

A two year accredi ted master 's degree p rog ram, utilizing a strategic 

m a n a g e m e n t orientat ion in the s tudy of p lanned organizat ion change 

and deve lopment . 

Coursework is del ivered by international ly recognized faculty in an 

intensive, highly interactive learning env i ronmen t , convenient for 

work ing profess ionals . 

A synthesis of state-of-the-art concepts and pract ical exper ience pre-

pares participants dealing with current challenges feeing organizations. 

F A C U L T Y : 

Billie Alban, Peter Block, Barbara Bunker, Warner Burke, Neale Clapp, 

Wil l iam Dyer, Phil Grosn ick , Reuben Harr is , David Hitchin, David 

Jamieson , Peter Koes tenbaum, M i r i a m Lacey, Cra ig Lundberg , Will 

McWhinney , Kur t M o t a m e d i , Tony Petre l la , J o a n n e P res ton , 

Edgar Schein, Robert Tannenbaum, Patrick Will iams, Chr is Worley. 

D E S I G N : 

Eight eight-day and one five-day live-in seminar sessions, scheduled 

at two- to three-month intervals over a two year per iod, provide the 

opportuni ty to maintain ful l - t ime employment whi le enrolled in the 

p rogram. 

A P P L I C A T I O N : 

Applicat ions are now being accepted for the 1995 class. T h e applica-

tion deadl ine is February 10, 1995. 

Fepperdine Univeristy 
School of Business and Management 

4 0 0 Corpora te Pointe, Culver City, CA 90230 (310) 568-5598 

MANAGING STRATEGIC CHANGE 
Circle No. 131 on Reader Service Card 

industry and government, among com-
peti tors , and across occupa t iona l 
divides for the good of the American 
people." 

Nancy Kuhn, the institute's national 
director, described it as an "institute 
without walls." She said the institute 
will use the latest t echno log ies to 
deliver state-of-the-art training across 
the country to Red Cross employees 
(and eventually to people outside the 
Red Cross) in four areas: management 
development, quality, biomedical tech-
nology, and education and training. 

For more information on the new-
institute, contact Felix Perez, media 
relations, American Red Cross, 431 
18th Street NW, W a s h i n g t o n , DC 
20006; 202/639-3216. 

Doing It Now 

The 

PlKSdWL 
EFFICIENCY 
PROGRAM 

How lo Gut 

Organized to 

Do More 
Work in 

Less l i m e 

Do you often feel 
as if you n e v e r 
have enough time 
to d o eve ry th ing 
tha t you s h o u l d 
b e do ing? Kerry 
Gleeson, f ounde r 
of the Institute for 
Business Technol-
ogy, sugges t s a 

solut ion. He calls it the do- i t -now 
approach to personal efficiency. 

Start by ge t t i ng yourse l f o r g a -
nized. G leeson advises . Here is a 
five-step plan: 

1. Get s tar ted. Go to your desk 
and go through every single bit and 
piece of paper on your desk or any-
w h e r e n e a r y o u r w o r k i n g s p a c e . 
Pick up the first piece of paper and 
determine what it is and what must 
be done to process it to completion. 
Do whatever is required to complete 
that task, and get that piece of paper 
off your desk so you never have to 
look at it again. If a task is going to 
take you several hours to complete, 
schedule a time to do it. 

2. Determine what tasks ought to 
be d o n e and dec ide wha t must be 
done to process each task to comple-
tion. Take the task as far as you possi-
bly can. If you run into a roadblock, 
get clever. Ask. "How can I get this 
done another way?" If you decide to 
pass the task on to s o m e o n e else, 
remind yourself to follow up. 

3. Stop shuffling endlessly through 
the same materials over and over . 
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Trust. 
In P rac t i ce 

Eliminate to-do piles and to-do-later 
piles. Act on an item the first time 
you lay your hands on it. 

4. Redefine the word "pending." 
Pending does not mean something to 
do later. Your "pending" box is for 
th ings you can ' t do now, not fo r 
things you don't want to do now. 

5. Stop procrastinating. Procrasti-
nation eats up more time in the work-
place than practically anything else. 
The trick is to be as clever abou t 
comple t ing work as you 've been 
about avoiding it. 

The t ips a p p e a r in Gleeson\s 
b o o k . The Personal Efficiency 
Program: How To Get Organized To 
Do More Work in Less Time (John 
Wiley, 1994; $14.95'). 

Dumpsters, Ducks, and 
Customer Service 

When Omni Hotels em-
p loyee Anthony Powel l 
dove into a d u m p s t e r to 

retrieve a guest's lost plane ticket, it 
wasn't because rummaging through 
trash was in his job description. And 
Tom Ulrichs, bellperson. wasn't just 
do ing his job when he drove 120 
miles to the airport to make sure a 
guest arrived safely. 

Omni Hotels recent ly honored 
Powell, Ulrichs, and 85 other em-
ployees (Omni calls them "associ-
ates") for going above and beyond 
the call of duty in o rder to serve 
guests. Omni's empowerment philos-
o p h y gives every assoc ia te the 
power to bend the rules in order to 
best serve guests. Any associate may 
nominate a col league as a service 
c h a m p i o n ; an awards commi t t ee 
screens the nominations. 

Other Omni service champions: 
• an employee who helped a guest 
who was having a heart attack 
I one who chased a guest to return 
a $100 bill that was dropped in the 
hotel driveway 
i an associate who rescued a baby 
duck that was stuck in the loading-
dock trash compactor. 

Ibis month s "In Practice" was compiled 
by Erica Gordon Sorohan and Catherine 

ML Petrfni. Send items of interest to "In 
Practice." Training &. Development, 
at 1640 King Street. Box 1443, 
Alexandria. VA 22;) 13-2043. 

Leaders need it. 

We have Strategies 
to build it. 

NEW! Strategies for High-involvement Leadership^. 
DDI's latest leadership development system. 

For a free preview, call 800-933-4463 
(800-668-7971 in Canada). H S S H 

1994 
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The Right Way To Manage® 
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CREATE YOUR OWN 
REVOLUTION 

with the new, step-by-step guide 

"Winning The War 
On Waste" 

by Wi l l i am E. C o n w a y 

New from the first CEO of a Fortune 500 
company to work directly with Dr. W Edwards 

Deming to put the principles ol TQM 
to work to run an entire organization! This 

sequel to the best-seller "The Q u a l i t y Secret" takes you step 
by step with case histories, clear analysis & a proven 
practical methodology to the system of continuous quality 
improvement and the elimination of waste FOREVER! 
Hardback, 230 pages. '26" plus shipping. "The Q u a l i t y 
Secret" now in its 4' printing available. H2>H plus shipping. 

Call 1 - 8 0 0 - 3 5 9 - 0 0 9 9 

Training & Development. January 1995 9 


