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THE BIG GIANT
HEAD?*

HEY'RE BACK! Big
Thinkers, that is.

The 1960s was the
heyday of Big Thinkers,
according to a Business
Week cover story by
John A. Byrne (August
26, 1996). Back then,
B-school grads walked
into top jobs with top
companies, based
mainly on the premise
that their degrees quali-
fied them as strategy
specialists. Then, the
bubble burst.

By die 1980s, many
U.S. corporations didn't
have time to sit back
and strategize; they
were too husy trying 1o
shore up against the tide of
global competition—which
meant improving quality,
restructuring, downsizing,
and so forth.

But here's the thing:
Now, the same newly
reengineered companies
want to prorit from those
painful changes. So, they
need. . .yep, strategic plan-
ning. The “vigsion thing®—
rising above the daily
minutia to contemplate the
future and how your com-
pany will not only survive,
but also succeed. That
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means a new breed of
gurus, consulting firms,
and internal strategic plan-
ning groups at companies
like Hewlett-Fackard, Unit-
ed Parcel Service, Sears,
and IBM.

In fact, a recent survey
by the Association of Man-
agement Consulting Firms
found that executives, con-
sultants, and B-whool pro
fessors agree that business
strategy is now the most
critical management issue
and will continue to be for
at least the next fiveyears.

One reason isthe grow-
ing investment in technol o-
gy. Companies can't afford

to target such invest-
ments in the wrong
strategic direction.
One has only to look
at IBM to see how
devastating poor
strategy can be—as
when the Big Blue
failed to maintain its
lead in the personal-
computer market.

Of course, this trend

comes with its own set of

Use

[ buzzwords. Here are a few:

¥ Value migration. The
movement of growth and
profit opportunities from
one industry player to an-
other,

» Co-evolution, The idea

+ that by working with. direct

competitors, customers,
and suppliers, a company
can create new businesses,
markets, and industries.

| White-space opportuni-
ty. New areas of growth
possibilities that fall be-
tween the cracks because
they don't naturally match
the skills of existing busi-
ness units.

* Strategic intent. A tangi-
ble corporate goal or des-
tiny that represents a
stretch for the organization.
Also implies a point of
view about the competitive
position a company hopes
to build in the coming
decade.

I Business ecosystem.

A system in which compa-
nies work cooperatively
and competitively to sup-
port new products, satisfy
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customers, and create
the next round of inno-
vation in key market
segments.

("The Big Giant
Head? That's the Big
Thinker on the TV se-
ries, 3rd Rock From the
un.)

VROOM, VROOM!

BERE ARE 10 keys to
rev up team build-
ing, from HR Reporter:
1. Create a common vi-
sion and alignment of
purpose.
2. Implement vision-
based planning.
3. Establish individual
and team-role account-
abilities.
Set ground rules for
formance team-

- work,
| 5. Generate responsibility

and commitm
6. Develop win-win team

f relationships.

7. Build group

synergy

and trust,

8. Give

perfor-

mance-based feedback for
continuous improvement.
9- Manage results-oriented
meetings.

10. Enroll others in the
team's vision.

The original source is
Vroom! Turbo-Charged
Team Building by Michael
Sbandler and Michael
Egan (Amacom Books).

A PSS CONSORTIUM

THE PERFORMANCE Sup-
port Systems Group is
a new consortium of PSS
consultants and develop-
ers. Ttsgoals are
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How To

More than ever, people
are responsible for their
professional develop-
ment, but they put it on
the back burner due to
time constraints.

Here's a how-to
checklist from Personnel
Decisions for getting in
some professional devel-
opment every day. The
actions take only five
minutes.
| Give yourself a daily
dose of development.
Make it part of your rou-
tine. Spend time focus-
ing on situations with
high potential for change
that let you control the
outcome, that forceyou
to think in new ways,
and that challenge you
to do more with less.

» Be opportunistic.
Leverage your strengths
by using them in new
ways, or scan for events
that let you learn some-
thing beyond the scope
of your job. Step back
from your work to see
how issues ook from
others' perspectives.

e Be proactive. Think of
an aspect of your job
that you do especially
well. Reframe current
opportunities by adding
new challenges. Can you

| to promote understand-
ing of performance support
* torespond to demand
for PSS consulting and de-
velopment services

| to communicate the ca-
pacity and services offered
by members of the group

e to provide a forum for
group members to discuss
further development of the
field

» to fund activities benefi-
cia to the field of perfor-
mance support and its
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make them more strate-
gic? Can you get them
done in haf the time?
Get involved in cross-
functional or interdepart-
mental activities.

I Take intelligent risks.
As you develop, you
have to redefine success;
separate what you learn
from how you perform.
Intelligent risks involve a
reasonable chance for
success and a reasonable
measure of doubt. Learn-
ing occurs at the bound-
ary between stretching
the limits and going over
the edge.

| Face your barriers.
The three common ones
are procrastination, iner-
tia, and lack of time. Set
smaller goals, and don't
expect dramatic change
right away.

Above al. make de-
velopment a job priority,
and hold yourself ac-
countable.

The original source isDevel-
opment First: Strategies for
Self-Development by David
Peterson and Maty Dee
Hicks f.Personnel Decisions
International).

practitioners.

Member companies in-
clude Ariel, Avalon,
Comware, Consultec, Gery
Associates, RWD,
UserTech, and WPI.

EYE ON
PARTNERSHIPS

RTNERSHIPS are on
the rise—between
companies, and between
companies and educational

January 1997

Use

Trend

W atch

Future workplaces must welcome myriad lifestyles,
says the Society for Human Resource Management.
Here are some projected figures compiled by SHRM
from the U.S. Census Bureau.

I Childless married couples and S

p'l\

single people will represent one of
the fastest growing groups in the

um—from 44.2 million never-mar-

workforce in the next millenni- I

ried adults in 1994 to
an expected almost

67 million by 2010. °.

I The first of the ba-
by boomers will turn
65 in 15 years. Many-

will continue to work past retirement age because of
better health care and changing lifestyles.

| Ethnic minorities will make up 28 percent of the
workforce by 2005. This trend will place more empha-

sis on diversity programs.

NOT A
GOOD SIGN

Here's how to tell an

employee may be

about to quit, from

Personnel Decisions.
He or she

t won't go the extra

mile

> complains a lot

| watches the clock

| isdisengaged

| often callsin sick

» shows no job

ownership.

institutions, to foster learn-
ing and performance im-
provement. So, what
makes for a successful
partnership?

Here are three main in-
gredients for a successful
mix. from Spotlight on Per-
formance:

i Impact. This is the
capacity of the partnership
to deliver tangible results,
increase productivity, add
value, and improve prof-
itability.

All parties must change

to maximize impact. The
pie gets bigger and more
equitably distributed.

And all parties gain
mutual competitive
advantage.

» Intimacy. Successful
partnerships move beyond
transactional relationships
to achieve closeness in a
business context.

> Vision. Tt can be grand
and sweeping or simple
and pragmatic, but it must
be present. Vision can
originate from a seller's
or a customer's organiza-
tion, as long as it is
shared.

Send press releases or short
articles on news, trends,
and best practices to News
You Can Use, Training &
Development, 1640 King
Street. Box 1443, Alexan-
dria, VA 22313-2043. E-
mail NyCU@astcl.org.
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