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DESKTOP
FLYING

EY, temporary work-

ers can now log fre-
guent-flyer miles for the
number of hours they
spend on temporary
assignments.

The staffing firm offer-
ing such a perk is Today's
Temporary, based in
Dallas, it gives one Ameri-
can Advantage Mile or
Delta SkyMile for every as-
signed hour of work.

Actually, airlines say that
frequent-flyer programs are
fast becoming one of the
most popular employee re-
ward incentives.

DRESS CODE
BACKLASH

VIDENTLY, SOME em-
loyees think casual

Fridays are an excuse to be
sloppy. Many companies
are concerned that the
trend toward casual busi-
ness attire is undermining
their professional images.
Still, they want to retain the
increase in productivity
and morale resulting from
casual dress policies.

So, many companies are
turning to image consul -

Or, perhaps, how not to.
If you want to be consid-
ered a star performer,
never say these things:

I They didn 7 get back to
me. That implies that you
dropped the ball. In-
stead. take the initiative.

I | thought someone else
was taking care of that.

Always ask questions to
keep things moving.
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tants. Wells Fargo Rank is
just one company that
has hired the San Francis-
co-based consulting firm.
Total Image Management.
TIM provides seminars
and other approaches for
helping organizations
sort out the terms corpo-
rate casual, casual busi-
ness wear, and casual
Fridays.

I No one ever told me.
Don't operate in a tun-
nel. It's up to you to seek
information and stay in-
formed.
ft 1 didn't have time. Say
that, and you are writing
your employee obituary.
The cautions and tips
are from Communica-
tion Briefings. Alexan-
dria, Virginia.
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TIM's founder, Gwen
Mazer, thinks that most
people don't have a mid-
dle-of-the-road wardrobe
and don't know how to in-
terpret casual attire. Mazer
designed a custom line of
clothing for employees of
Wells Fargo's banking cen-
ters located in such super-
markets as Safeway. The
goal was to create a pro-
fessional look that would
define the bank's identity
in a new marketplace and
build customers' confi-
dence in Wells Fargo. The
bank also wanted to make
sure that people distin-
guished its employees
from workers in the super-
markets.

The line consists of tai-
lored suits made of import-
ed wool gabardine, "under-
stated" blouses, colorful
ties with designs inspired
by images of the West, and
other accessories.

THE DISENCHANTED

H ERE ARE SOME thought-
provoking—and

sometimes seemingly con-
tradictory—findings from a
series of conferences spon-
sored by Princeton, New
Jersey-based Blessing-
White regarding what's
happening in the American
workplace.

ft The culture of expend-
ability created by downsiz-
ing has divided surviving
employees into two groups:
overworkers and the disen-
chanted. The first group us-
es technology to work
everywhere; the second
group does what it has to
get by while looking for
other ways to make a living,
preferably working for
themselves. Sixty percent of
people in their twenties say
that they never want to
work for someone else,

ft There is less willingness
to take risks, especially
among workers age 19

to 32.

ft Employees now think in
terms of winners and losers
(people who make the ef-
fort are rewarded; the rest
lose out ); there's less toler-
ance for differencesamong
people (despite calls for di-
versity awareness and ap-
preciation); and more tribal-
ism (cliques, special-interest
groups, and so forth),

ft There is more emphasis
on family. Most Americans
believe familiesare in cri-
sis, with business as the
main villain. More people
aspire to have one parent
at home, despite the eco-
nomic sacrifice.

ft More people distrust
government and business,
and are becoming self-re-
liant. In southern California,
for instance, fewer than half
of al employed people
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work at full-time jobs,

ft The new vision of suc-
cess is control over one's
time, money, and destiny.
Time for family and friends
isviewed as more valuable
than raises and promo-
tions. Reduced stress is
more desirable than greater
responsibility. Material
greed has given way to
spiritual hunger,

ft Employees value non-
monetary awards at work
less than monetary ones.
They're in it for the pay-
check, not for recognition
for unique contributions,
responsibility for decision
making, or flexible bene-
fits. Employees are looking
elsewhere for meaningful
satisfaction.

Source: Madelyn Hocbstein,
president, DYG, New York.

CALLING MISSION
CONTROL

LAPTOPS, FAX MACHINES,
voice mail, e-mail,

cell phones, information-
sharing software, and other
technologies are under-
mining people's productivi-
ty and lowering their
morale, according to a
study of Fortune 1,000
workers.

The study—commis-
sioned by Pitney Bowes
and conducted by the Insti-
tute for the Future, the
Gallup Organization, and
San Jose State University—
found that 84 percent of
the employees polled are
interrupted more than three
times an hour by messages;
71 percent say that they
feel "overwhelmed" by
the onslaught. Each em-
ployee in the survey said
that he or she receives an
average of 178 messages
and documents every day.
Because of the deluge of
communications, many of
the workers said that "real

work" often has to wait un-
til after hours or weekends.

The study, Managing
Corporate Communications
in the Information Age, a-
so found that new commu-
nication tools in the work-
place are being added to
existing methods, instead
of replacing them.

To collect data, teams of
anthropologists from San
Jose State University made
on-site visits lasting up to
two hours to observe first-
hand office communication
practices.

The most frequent com-
munication tools used by
the Fortune 1,000 employ-
ees are:
ft telephone (an average
of 24 calls per day)
ft interoffice mail (11 items
per day)
ft e-mail (nine messages
per day)
ft voice mail (nine mes-
sages per day).

Seven out of 10 workers
(71 percent) use at least
two or three communica-
tion tools regularly; 16 per-
cent use four or more.
Which communication tool
people use depends on the
type of professional rela-
tionship (for example,
whether one is communi-
cating with a customer or
peer); on the task; and
whether certain tools are
available to al parties.
Telephone is the most fre-
quent way to communicate
externally, but e-mail is
used more often for inter-
nal communication.

One interesting finding is
that tools are being "bun-
dled"; such vehicles as mail,
fax, and phone are mixed
and matched to ensure that
messages get through.

As for the paperless envi-
ronment predicted years
ago, paper-based communi-
cation isincreasing. In fact,
high paper volume is being
driven by new technologies.

Trend Watch

ML "BLENDED" work-
ALforce—full-timeand
temporary employees—is
hel ping companies attain
operational and human
resource goals, say al of
the 76 U.S.-based compa-
niesin a study conducted
by the William Olsten
Center for Workforce
Strategies, an arm of the
Olsten Corporation, a
staffing service finn based
in Melville, New Y ork.

The companies are in
such industries as manu-
facturing, distribution, fi-
nance, insurance, retail,
and technology. Many of
the companies—56 per-
cent—say the emerging
trend has increased em-
ployee motivation,
helped meet quality stan-
dards (47 percent), intro-
duced process improve-
ments (43 percent), and
aided effortsregarding
culture and core values.

The study reveals that a
new function, called mis-
sion control, is emerging to
deal with the complexity
of communication. Em-
ployees who identified
themselves as responsible
for mission control sort, fil-
ter, direct, and navigate
people through a compa-
ny's communication grid-
lock. Such workers range
from high-level managers
and professionals to cleri-
cal and support staff.

The study says that 69
percent of the Fortune 1,000
companies do not have a
communications policy to
guide employees on how
to make decisions about
using communications
tools. Though the prolifera-
tion of such tools enables
people to communicate at a
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The study also yielded
these best practices for
implementing a blended
workforce effectively:
| Establish clear bound-
aries and skill require-
ments for contract em-
ployees.
| Develop human re-
source policies and prac-
tices to support a blend-
ed workforce,
ft Implement parallel
selection criteria for core
and assignment employ-
ees.
ft Establish an integrated
communications pro-
gram.
ft Use an on-site manag-
er.
ft Integrate contract
workers into company
teams.
ft Provide job training to
assignment and contract
employees.
ft Establish measure-
ments for success.

moment's notice 24 hours a
day anywhere in the world,
it has also added a layer of
tasks to their work. They
have to keep up not only
with the number of mes-
sages they receive, but they
also have to keep pace with
expectations of faster and
faster response times. The
backlash is that workers
want to maximize their ac-
cess to others, but minimize
others' access to them.
Here are some other
findings from the study:
ft Most—94 percent—of
the employees surveyed
rely on two or more com-
munication tools a day.
ft Administrative workers
send the most messages
daily, followed by profes-
sionals, managers, and
executives.
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