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ABSTRACT 

This thesis will explore the concept o f the employee 

as entrepreneur and how the importance of this concept may 

ensure employability among managers currently working within 

Corporate America . 

In an era of constant change , corporate employees , 

particul arly those that are mid- ca reer and middle a ge , 

continue to f i nd themselves caught off-guard when a 

downsizing , reorganization or spin-off occurs in their 

workplace . Although they realize these events can affect 

them a ny mome nt , many do not pro-activel y take the 

responsibility f or their own careers . 

According to author Gareth S . Gardiner, in his book , 

21st Century Manager, the employee as entrepreneur is an 

attitude . It is an attitude of constantly reassessing where 

an individual stands in terms of employment opportunities 

and putting resources together that wi l l aid in career self­

management. 

Research in this area shows t hat effect ive career 

management uses basic marketing principles that 

entrepreneurs incorporate when t hey have a product to sell. 

When employees view themselves as the Product they actively 

apply t hese principles to aid in enhancing their 

employabi lity . 
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When a l most 50 % of employees surveyed in an 

e nvironment that had recent l y gone through a downsizing, 

most were very confident of t heir future with the same 

organization or a different o ne . However , when further 

questioned most had l ittle or no promoti onal programs going 

on fo r their product . Promotion i s only one of the key 

areas of a successful marketi ng campaign. 

In 11 interviews with successful top leve l managers 

and those in positions that supervise other managers , most 

have al l , or a portion of a bas ic marketing program t hat 

they use i n their persona l career management . Their 

expectation , as well as the companies they work for , i s that 

i t is the employee ' s business to direct their careers i n the 

direction they desire . 

Successful corporations want indivi duals who want to 

share thei r risks as well as the rewards . They want to 

improve their busine sses by growing revenues and market 

share . 

The result o f this study i s t o produce The 

Entrepreneurially- minded Employee ' s Guide to Career 

Management to aid employees i n t heir career management which 

in some cases wi l l mean choosing other avenues rather t han a 

corporate e nvironment . 



THE ENTREPRENEURIALLY-MINDED 

EMPLOYEE' S GUIDE 

TO 

CAREER MANAGEMENT 

Linda Y. Brown , B. A. 

A Cul minating Progject presented to the Faculty of the 
Graduate School of Lindenwood University in Parti al 

Fulfil lment of the Requirements for t he 
Degree o f Master o f Science 

1998 



COMMITTEE IN CHARGE OF CANDIDACY: 

Professor Michael Castro, Advisor 

Associate Professor Gary Gardiner 

Adjunct Assistance Professor Michael Krammer 



Table of Contents 

List of Tables .. 

I. Introduction . 

2~ Wa ve Baby Boomer s 

Spin-offs/Layoffs & Wall Street 

Excess Workers & Competition 

Vol untary/Involuntary Te rminat i ons 

Survivors & Victims 

Ne w Blood 

Job Security vs . Employabil i ty 

Entreprenerially- minded Employees 

Statement of Purpose 

II . Llterature Review 

Statement of Hypothesis 

Ill . Methods and Eval uation of Research 

Materials 

Sub jects 

Instrument 

Procedure 

IV . Results . .. .. 

The Entrepreneurially-Minded Employee ' s 

Gui de to Career Management 

V. Discussion 

Summary 

Limitations 

Suggestions f or future Research 

II 

iv 

1 

1 

3 

6 

7 

8 

9 

11 

12 

16 

2 1 

48 

49 

49 

52 

53 

53 

5 4 

96 

96 

105 

105 



Appendix A 
108 

Appendix B 
111 

Appendix C 
115 

l\ppendix D 
116 

Appendix E 
118 

Works CiLed. 
121 

Vita Auccores. 
126 

iii 



List of Tables 

Table 1 Job Death : 25 Large Downsizings . . ..... . .. 3 

Table 2 Yesterday vs . Today' s Company . ...... ... 15 

Table 3 Eight Steps to creating a life map. . . . . . . . 22 

Table 4 BurLon & Wedemeyer ' s Near-term Priority List 27 

Table 5 Murphy' s Motives 28 

•rable 6 20 Rules for Seli.-Promollon . . . . . . . . . . . 32 

Table i Compa rison o f Oomeslic a nd Global Mindsels 40 

Table 8 Globa l Mindset and Personal Characteristics ... 41 

•rable 9 Global ManagemenL Comp~tencies and Characteristics 41 

Table 10 Advice for Successful Intrapreneurs ....... 42 

iv 



Chapter I 

INTRODUCTION 

Downsizing, rightsi zing , restructuring, re-

engineering, layoffs , firings all euphemi sms f or the most 

part that indicate that someone, somewhere, has lost their 

job . This trend began in the early eighties and there is no 

indication that it wil l end s oon . A 1993 Time magazine 

article indicates that in a five-year time period, six­

million people had been l aid off work (Baumhohl 55). 

For most people, the corporate ladder is looking more 

like a step-stool with wheels . Layers and layers of 

management have completely disappeared . Indivi duals and 

departments are now finding themselves obs olete due to 

changing markets and new technological advances . Many of 

those affected are the generation following thos e who began 

and ended their careers with the same employer . 

2nd Wave Baby Boomers 

According t o a Wal l Street Journal article t hese are 

the " 2nd wave" baby boomers , those born after 1955 (Graham 

8 : 1). The hardest hit among them are "single or divorced 

women, the undereducated and minori ties" (B : 1) . Some 

experts believe that this ' 2nd wave', or ' late baby­

boomers', may be the first generation not to do as well as 

the previous generation (B : 1) . 

l 



One r eason is that there are too many people i n the 

same age bracket competing for the same jobs (Allen 3). 

This is be cause between 1946 and 1964 , there were 76 

mi llion babies born. As of January 1 , 1996 , the firs t wave 

of baby-boomers began turning 50 every 7 . 5 seconds (Gr aham 

B : 1) . 
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An American Management Association survey , as reported 

in the Wa l l Street Journal , says many of the new 50-year 

olds in middle management are being greatly affected by 

downsizing and res tructuring . Most of the time it is due to 

the obsolescence of t heir skills (B: l). According to Eric 

Greenberg , director o f ma nagement studies for t he AMA, 

"Experienced managers ' hierarchical supervisory style no 

longer fi t s in fl attened organizations where subordinates 

have more say in decision making ; nor , typically , is their 

grasp of technology adequate . .. they consider a nything to do 

wi t h a keyboard a support-level job" (B : 1) . 

White males have begun to feel the impact of 

downsizing much more than a ny other group in Cor porate 

America (Graham B: 1) . The reason is because they dominate 

this arena . However , due to the fact that "their earnings 

grew relative to other workers during the past decade" and a 

large majority of them have working wives , they are not as 

financially devastated as minorities and single women when 

layof fs occur (B : 7 ) . 
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Spin-offs/Layoffs & Wall Street 

In 1995 , AT&T announced it would split i nto three 

separate compa nies and layoff 40 , 000 wo rkers (Ke l ler 1) with 

134 , 000 remai n ing (Jackson ) . AT&T was once a company that 

employed more than one million people . Already 125 , 000 

peopl e were laid off during the previous decade by AT&T 

(Keller 1) . In t he same yea r , NYNEX announc ed it was 

eliminating 18 , 000 jobs (Byrne 1). Other major corp orations 

c ontinue to follow suit. 

Taken from a cover story i n Newswe ek magaz ine on "The 

Pain of Downsizing", list some of the hardest-hi t ters in t he 

downsized market of the nineties as depict ed i n Tabl e 1 . 

Tabl e 1 

JOB DEATH : 25 LARGE DOWNS I ZI NGS 

Company Staf f Cutbacks 

AT&T 85 , 000 

GENERAL MOTORS 83 , 500 

U. S . POSTAL SERVICE 

SEARS 

BOEING 

NYNEX 

HUGHES AIRCRAFT 

GTE 

55 , 000 

50 ,000 

30,000 

22 , 000 

21 , 000 

17 , 000 



MARTIN-MARIETTA 15, 000 

DUPONT 14 , 800 

EASTMAN KODAK 14 , 000 

PHILIP MORRIS 14,000 

PROCTOR & GAMBLE 13 , 000 

PHAR MOR 13 , 000 

BANK OF AMERICA 12 , 000 

AETNA 11 , 800 

GE AIRCRAFT ENGINES 10 , 250 

MCDONNELL DOUGLAS 10 , 200 

BELL SOUTH 10 , 200 

FORD MOTOR 10,000 

XEROX 10 , 000 

PACIFIC TELESIS 10 , 000 

HONEYWELL 9 , 000 

U. S . WEST 9 , 000 (Byrne 3) 

An outplacement firm in Chicago, reports that in the 

first quarter o f 1996 , 199 , 000 layoffs occurr ed (Byrne 1) . 

Many companies resemble yo-yes a s they react to the 

f luctuations of the markets . They sell-off , spin-off , 

downsize , merge and sell-off again . Companies like AT&T 

decided t o focus on t be i r core businesses instead of those 

t hat hinder thei r profitability . In AT&T' s case , they 

realized that being i n communi cations , as well as t he 

4 



equipment business, was caus ing them to be in competition 

with their customers . Their 1994 spin-off of t h e equipment 

business r esulte d in t he formation of a ne w company, Lucent 

Technologies . 

Accordi ng t o a Wall Street Journal article by Roger 

Lowenstein, "Corporate Breakups Are No Panacea", many 

compani es see spin-offs as a quick way to increase profi ts 

when they are faced with l os i ng market share . So much so , 

that i n 1997 participants at a seminar paid $1, 395 . 00 each 

just to hear more about t his nineties phenomenon (C : l) . 
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Some companies do see their stock prices j ump after an 

announcement o f a spin-off or downsizing . AT&T actually 

received a publ i c backl ash after the 1995 l ayoffs were 

announced . The result was a d rop in stock prices after an 

ini tial upswing (Ke l ler B:1). Three years later AT&T 's 

s t ock is on a n incline along with the announceme nt of yet 

another cutback in wor kers . In the case of Lucent 

Technologies, the ne w company formed at trivestiture , their 

stock tri pled a nd split i n 1998 . 

Yet , Lowenstein warns that Wa ll Street s hould not be 

so quick to react whe n compani es begin making ma j or c hanges. 

For e xample , in 1 989 , Kohl berg Kravis Robert s & Company 

bought out RJR Nabisco Corp ., which l ed to a dupli cation o f 

jobs , most heavily in sales positions. Many employees were 

laid off . Initia lly , profits rose, b ut in 1994 earnings 

were down by $15 million (Keller 17) . 



A News we ek article says critics of the downs izing 

movement believe that it is a "fad , a bone to throw Wall 

Street when investors begin baying for cost-c uts . " (Byrne 

2) . In 1992 Compaq Computer announced they were expecting 

t heir profit s to doubl e , yet a few weeks prior they 

announced t hey were laying off 1000 workers (Baumohl 55) . 

Excess Workers & Competition 

Alex Markels, a reporter for the Wall Street Journal , 

repo r ts t hat companies are not always c ompletely truthful 

about the reasons they rid themselves o f "excess workers" 

(Dumbsizing A: 1) . This article says Sears and IBM both 

c l aimed they were "top he avy with workers", when i n reality 

both companies " . . were s l ow to market with ne w products" 

(A : 6) . 

Digital Equipment Corporation cutback o n workers in 

1994 because it claimed it was losing $3 million a day due 

to not being competitive. Some of the changes made in the 

process hurt relationships with d istributors and customers. 

The outsourcing of certain functions resu lted in customer 

dissatisfa c tion due to a lack of attention to c ustomer 

accounts (Mar kels A: 6) . 

6 

General Motors cla imed t hey were moving some of their 

operations to Mexico in o rde r to be more profitable and 

e f ficient when they actually made over $7 milli on in profit 

the previous year (Moore 24) . 
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Voluntary/ Involuntary Terminatio ns 

Some downsizings and reorganizations occur at just the 

right time . Often employees leaving companies voluntarily 

have an opportunity to take advantage of early retirement 

packages or pensi on buyouts . Some' separation packages a re 

q uite generous and include large sum payouts along with 

continued medical a nd insurance benefi ts . 

For these e mployees, wise i nvestments and no children 

at home make it easier for them t o end one career and begin 

another or to start thei r own business . Others are 

satisfied bei ng able to do the things t hey always planned 

upon retirement . 

Other employees who may be involuntari ly laid off , 

howeve r , often still need to work . AT&T employees 

i n vol untarily l aid off recei ve up to 8 weeks severance pay 

compared t o up to 35 weeks for t h ose leaving voluntari l y . 

Involuntary laid off AT&T empl oyees , as a number of 

empl oyees laid o f f from other cor porations , rece ive use of a 

professional job resource centers (Schellhar dt A: l) . The 

resource centers he l p empl oyees touch up interviewing , and 

resume writing skil l s as well as provi de j ob leads f o r 

par ticipants . However , an employee ' s job search using the 

res o urce centers as the only source may be limi t i ng job 

possi b i lities . Accordi ng to Edward D. J ones Co ., when they 

initiall y asked for access t o the 40,000 emp l o yees to be 



l aid off by AT&T by being included in AT&T ' s j ob bank, they 

were denied . It was only after an Edwar d D. Jones employee , 

contacted his fel low alumnus , the Chairman of AT&T , that 

they were allowed a posting (A : l) . 

Survivors & Vi ctims 

8 

Employees remaining with downsized/reorganized 

corporations are often left on shaky ground . The scarcity 

of available human resources personnel leaves many survivors 

f eeling uncertain about their futures . They have little 

confidence that their jobs will remain or if they will 

survive the nex t cut . 

Newsweek magazine , says "It's an uncertain , turbulent 

environment where managers often find their compassion and 

humanity in conflict with the pressures of competition and 

ambition . Fear i s a lmos t palpable in the corridors of the 

reengineered workplace , where loyalty takes a backseat to 

survival and personal advancement (Byrne 2) . 

Survivors often feel cheated and are angry . Self­

esteem hits a n all time l ow. For mid-career and mi ddle-aged 

employees , this can be devastating. Working Woman magazine 

says" . .. the vast group of baby-boomers in their late 30s to 

50s have invested a lot in learning to play the game . They 

don ' t want the rules to change , because they haven ' t yet 

received the promised payoff . The all-bets- are-off 



atmosphere is not only upsetting , it requires enormous 

energy to stay funct i onal . . . 11 (Sandroff 53) . 

Many of these employees have committed their lives to 

reachi ng certain goals within the company. These goals 

range from obtaining promotions , recogni tions, or simply to 

ret ire f rom the same company with which they began their 

careers , at a certain age and with full benefi ts . In the 

banking industry from "womb to tomb" had been a familiar 

phrase t hat indica ted their expectation of security 

throughout their banking c a reer (Byron 8) . Now , many of 

these wor kers are l eft feeling "overworked and demorali zed11 

(Markel s Dumbsizing A: 1) . 

New Blood 
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Another disappointment to survivors i s watching t he 

influx of college hires come into the company at the same 

time as downsizing and r estructuring . The college hires are 

often placed on fast tracks which allow them the opportunity 

to gain va l uable experiences that the survivors were never 

offered . The survivors feel that their past loyal ty means 

nothing and t hat the company has no faith in them any 

longer. They resent the hiring of newcomers whom have no 

loyalty t o the company . 

A bus i ness owner and former downsized employee, gives 

this advise t o MBA graduates entering the work f o rce: "Think 

s mall and think services . Realize that an employment o ffer 
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is just an invitation to take your first job ... Get this one , 

but go into it with full knowledge that you will be moving 

on" (Byron 11) . 

Many downsized workers , as well as some survivors , are 

seen as people unable or unwilling to dea l with change . In a 

Wall Street Journal article by Alex Markels , regarding the 

outlook for new M. B. A. s, a corporate director f or 

AlliedS i gnal Inc. , says , "We' ve taken out layers of 

management ... and we hope that the M. B. A.s will be more self­

directed" (M . B . A. B:1) A recrui ter goes o n to say that t h e 

newcomers are "cheaper . .. and you don 't have to break them of 

an o l d corporate c ult ure ." (B : l) . 

Cognizant o f t hi s , many survivors still do nothing to 

pro-actively plan f or their future . They continue to p l ay 

"Russian roulette" with their careers a nd cl i ng to the 

beli ef t hat if they wor k hard e nough and remain l oyal they 

wil l miss the next cut. Too o f ten , these are the very 

employees who are next on the list. 

Ther e are a lso those employees who bel i eve that since 

they missed the latest cut, t hey can relax . They bury thei r 

heads in the sand and continue to do business-as-usual 

withou t taki ng notice of the events surrounding the business 

environment and how it relates to them personally . They 

fai l to realize that their company , like most o thers, are 

putting t ogether profi les that outline the types of 
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employees needed for their b us i nesses as t hey move into the 

21st Century . 

Corporations are saying that if the employees cannot 

prove t heir worth they wi ll eventual l y be cut from the 

corporate rolls at a much quicker pace than in the past 

(Byron 12) . According t o Boyette and Conn i n their book 

Workplace 200 0 , t his will become evident as each e mp l oyee 

learns t hat their future pay will be more and more closely 

tied to how their performance directly impact s the success 

of t h e entire busi ness (39) . The emp l o yees who don't ta ke 

char ge of thei r own careers wi l l be setting themselves up to 

be t he next victims . 

Job Security vs. Employability 

In today's market each individuals as we ll as 

corporations are at risk of losing their jobs or market 

share . Today' s fluc tuating b u siness trends and lightening 

speed t echnology make it imposs ible to off e r job security, 

as many maj or corporations seemingly did i n the past . 

In the book , Job Shift , Wil liam Bridges , leading 

author on managing l ife' s t ransitions i n the workplace , says 

we're a ll ' temp s ' (55) . He gives the fol l owing reasons why: 

1. . .. t he wo rk arrangement ("The j ob" ) is a soc ial 
arti fact on the wane, along with t h e conditions 
t hat c reated it; and so i t is o nly tempo rarily 
a significant part of the economic scene . 

2 . The wor k a rrangement s that are taking its 
place , whatever their details , are themselves 
temporary in the sense that they are created to 



meet the productivity needs in an immediate but 
changing situation (55). 
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Bridges goes on to say that the security of workers depends 

on their "employabi lity, vendor- mindedness and resiliency" 

rather than the false notion of job securi ty (58) . 

Entrepreneurially-minded Employees 

Other employees are throwing off the "victim" 

mentality and adopting the atti tude of entrepreneurship . 

This att i tude fuels a new and energetic move toward career 

management . Entrepreneurially- minded employees take t he 

reigns of their career into their own hands . This attitude 

is bei ng fostered by many pr ogressive corporations . 

In an i nterview by Outlook Magazine, a product of 

Anderson Consulting , Andy Grove , CEO of Intel had this to 

say about career management : 

We now say our empl oyees " own their own 
employability . " Our responsibility is 
to give them tools, but not make 
development plans for them. They need 
to determine their developmental issues -
they are , ultimately , accountable for 
th ems elves (1) . 

Likewise, a 1994 article in Personnel Journal , states , "With 

firms unable to tell people f or which jobs to groom, t he 

r esponsibil i ty f or career management now rests firmly on 

employees ' shoulders . " The y must pull themselves up by the 

bootstraps . Companies can' t, and won ' t , do it f o r them 

(Simonsen 104) . 
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The Right Match, a career management magazine for AT&T 

employees , reports the following realities of the new 

workpl ace: 

1 . Job security at AT&T no longer e xis ts . 

There is no guarantee that you will be 

able to keep the job you have , no matter 

how well you do that job . "In an era 

of downsizing and global competition," 

says Pat Dixon and Sylvia Tiersten in 

Be Your Own Headhunter Online , "savvy 

workers have at least two jobs : their 

present gig , and searching for the 

next one . " 

2 . Fierce competition exist for the 

available jobs . To keep pace with 

t his competition, it ' s essential t o 

improve your techniques for 

marketing yourself . 

3 . Today ' s trend is for companies to 

have smaller permanent workforces 

to do specific work for limited 

periods of time . Many of us 

will be part of t hi s contingent 

workforce . Th is means we will 

often be seeking work . And we 



will have to hone a nd use our 

job- search ski lls constantly. (Berdej 23) 

Employees willing to take on t his chal l enge, make 

consci ous d ecis i ons in the direction t hey believe is best 

sui t ed for them, based upon t he i r knowledge , skills a nd 

values. In this way , they more effectively call the shots 

t hat best represent their career goals a nd thereby become 

responsibl e f or their own employability . 

14 

When an announcement of a downsizing, restructuring or 

spin- o f f e vent takes place a gain, entrepreneuri ally-mi nde d 

employees are more equipped to do what it takes to make sure 

they stay with the company, or a r e prepa red fo r the next 

step in their c areer plan outside of their present employer. 

Instead of being reactive toward these events they become 

proactive i n their own career management . 

Gary Gardiner , a uthor o f the 21st Cent ury Manager , 

says that entrepreneurship is the "most fundamenta l and 

enduring change in the workplace that the t went y-first­

century management will have to cope with . . . u as they begin 

adjusting to changes i n the workplace (14 3) . 

Most mar kets a r e global today and there a re more 

players than ever . These pl ayers possess mul tiple skills, 

talents a nd l anguages. In order to compete , individuals 

must begin to see themselves as min i-companies and prepare 

to meet t he demands of the market place. 
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Jus t like successful ent repreneurs, individuals must 

begin to accept the risks along wi th the rewar ds when going 

into bus i ness for themselves . 

Table 2 reveal s the contras t from yeste rday and 

t odays ' company as r eported in AT&T' s career management 

magazine The Right Match . 

Table 2 

Yester day vs Today ' s Compan y 

New Compa ny 

Expa nd ing job demands 

Emp loyee opportunism 

Encrepreneurlal sp i rit 

Const:ant change 

Unclear d i rection 

Experimentati on 

Mid- car eer hlres 

Li mited career options 

No guarantee 

Skill-based work contracts 

Sklll and performance based- pay 

(Brook 28) 

Traditional Company 

Si ngl e Focus 

Hierarchical control 

Subordina t e mentality 

Cons i stency 

Certaint y 

Cautious r isk 

l?romot i ons from wit hin 

Well-defined career paths 

Job progr ession 

Job descript i ons 

l?redictabl e sal ary increases 

Increasingly, corporations are leaving it up to their 

employees to car e e r path themse lves . 
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Statement of Purpo se 

The purpose of this paper is to explore how manag e r s 

bes t handle career management ami d the changes taking place 

in Corporate America . Speci f i cally , the focus wi ll be on 

t h e entrepreneurially-minded employee , incor porating t he 

four P ' s of the marketing mix . 

This research indicates t hat the major steps for 

career management can be p l aced into the fou r P' s of the 

ma r keting mix . They cons i s t o f Product , Price , Promotion, 

and Pl a ce . 

This paper will look a t Product as the individual . 

The focus in this sect ion is on product development or self­

a s s essment . The Produ ct Development process i s seen as 1) 

i denti f y i ng product features t h rough various skills and 

s elf- assessmen t tools; 2) assess i ng market demand for the 

product; 3) determining produc t feasib i lity by weighi ng 

market demand, and ; 4) e s t ablishi n g a program to develop 

product further , to incre ase marke t demand (Stanton 180-

1 81) . 

In a s tudy of displaced mi d-career ma nagers , Wi lliam 

J . Byron , quotes one o f his respondents as s a ying , " The r e is 

nothing wron g in cons i dering yourself to be a ' product ' or 

' service ' that has to be ma r keted . Look at bosses as if 

they were your customers or clients . Establish your own 

personal R&D program to keep yourse l f current . And no 



matter where you are working , always act as if yo~ were a 

self-employed entrepreneur" (Byron 15) . 
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Secondly, the focu s will be on Price . Price wil l focus 

on what is described by Burton & Wedemeyer in thei r book, In 

Transiti on, as "li fe-mission, priorities and trade-of f s" 

(43) . I n other words the price is determi ned by the 

p r oduct, or employee. Employees determine what is important 

to them and what they are wi l ling to do , or not do , to get 

what they want . 

Thirdly, the focus wil l be on Promotion of the 

Product. Promotion is seen as the posi tive , pro-acti ve 

management of performance that lead toward an employer 

making a purchasing decision in favor of the product . These 

are advertising activities such as skillfully preparing 

written accomplishments for performance reviews , preparing 

resumes and having interviewi ng and networking ski lls . 

Networking extends from the very formal gatherings 

where i ndividuals hand out business cards to one another , to 

the more casual, and mor e reliabl e networki ng that evo l ves 

from maintaining relationships with people . People tend to 

hire those they know , or whom are known of by someone they 

know (Lancaster Networks B: l) . 

Some employees affected by downsizings f i nd helpful 

career- management information by their memberships in 

pr ofess i onal associations (Lancaster Get Not i ced B: l) . 

According to career consultants Laurence J . Stybel and 
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Maryanne Peabody, professional associations can help members 

i n the following ways: 

1) Gain a sense o f perspect i ve about problems 

in [their] company . 

2) Learn cut ting- edge practices and trends i n 

l their] profession . 

3) Pick up industry gossip about organizations 

... to work f o r or avoid . 

4) Get job leads . 

5) Raise visibi l ity by speaking at association 

conferences . 

6) [and by] wri ting for associat i on publ ications . 

(B : 1) 

Lastly, the focus is on Place. Place is seen as t he 

individual ' s ' channel of distribution', or , the place or 

position in which they choose to do business . This p l ace 

c an look like a n entrepreneur in the traditional sense or an 

intrapreneur - one who acts like an entrepreneur withi n a 

cor poration, a consultant , o r temporary employee . 

I ntrapreneurs are those who : "Seek out t he tough 

tasks; Don ' t get comfortable ; and, Keep in touch with the 

outside wor l d and challenge the status quo" (Lancaster Big 

Fish B : l) . An intrapreneur can be an individual taking 

control of his/her career or a group of individuals , sought 

after by the company, wi l ling to take risks at new ventures 

(Boyet te 37) . 
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Temporary workers are important because this is one of 

the fas test growing areas in the business world. Accordi ng 

to U. S. Labor statistics, 5% o f the work force is temporary 

(Graham B:7 ) . Another 7% of workers are independent 

contractors {B : 7) . Manpower, is the number one employer of 

temporary employees worldwide, as well as one of the top 

businesses in a ll other cat egories. Currently they employee 

1.6 million people with 2400 offices in 43 countries 

(Manpower) 

By incorporating the four P's of marketing, a career 

management guide will be introduced that can easily and 

effectively be used in assisting managers i n becoming their 

own Human Resources Director and begin t he task of career 

management. Just as an entrepreneur does , t he empl oyee will 

be guided through the process of product development , 

determining the price they are willing to pay , as well as 

receive for their product , promotion of t he ir product and 

considerations involving the place or channel of 

distribution for t heir product. 

As Willi am Courtney Johnson, author of The Career 

Match Method put s it , "Planning anticipates problems and 

creates career choice options" (188) . This career 

management guide wi ll be used whenever an empl oyee has a 

need or desire to begin, or refocus , on a plan of action for 

career management . This guide will offer options a nd areas 

employees should antici pate in o rder to become 
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entrepreneurially-minded to effectively manage their careers 

and increase their employability going into the 21st 

Century . 

-



Chapter II 

LITERATURE REVIEW 

In career management the product is the individual. 

More and more companies are expecting their employees to 

make their own decisions on how they will develop their 

product, while the company may, or may not, provide tools to 

assist in thi s area . 

In an interview for Outlook Magazine, a product of 

Anderson Consulting, Andy Grove, CEO of Intel Corporation , 

says their c ompany philosophy on career development has gone 

from company- directed to self-directed . However, he 

believes i t is t he company's responsibility to provide the 

necessary tool s to help the empl oyee in career development 

( 2) . 

Many individuals freeze when it comes to taking 

control of the ir lives because they continue to repl ay tapes 

in their mind that t ell them they are not in control . These 

mind tapes have been placed there by someone or some past 

unpleasant situation . Author, speaker , family and marriage 

counselor, John Trent, introduces the book, Lifemapping , as 

a process to assist individuals in identifying and mapping 

out key points in t heir life by the use of a storyboard. 

The purpose i s to point out to individuals the times in the 

past when.they've suddenly stopped and allowed events in 

their l ife to fizzle out with no conclusion. A series o f 

eight approaches are introduced to help the individual begin 

21 
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to purposefully start the process of controlling how future 

even ts will be realized in their life as shown in Table 3 . 

Table 3 

Eight steps to creating a life map 

(1) Understanding your strengths , successes , and 
acceptance levels . 

(2) Identif ying emotional freeze points . 
(3) Uncovering individual flash points . 
(4) Dealing with untied transitions . 
(5) Choosing authentic living over image management. 
(6) Gaining a clear plan f or your future . 
(7) Practicing learned hopefulness. 
(8) Picking out memorial ma rkers f or l asting change . 

(Trent) 

Trent says the purpose for beginning with strengths , 

successes, a nd a cceptance levels, is because it is so easy 

to do the opposite , and lis t weaknesses (81) . For managers 

taking control of their careers, its important to have a 

healthy sel f-confidence . The life-mapping process is a n 

effective way of establishing a productive future . 

Barbara Sher has a similar approach , with the same 

goals in mind. Sher says individuals who don't know what 

they want are those that have bidden resistance's in their 

life (28) . I n the book, I Could Do Anything , If I Only Knew 

What It Was, Sher offers exer c ises involving writing and 

visuali zation to trigger innermost desires . One exercise 

involves writing out the job descript ion from heaven and 

hell . The job must contain specific information such as 

working hours , pay , people . 
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For example, Sher asks the i ndividual to write out a 

description of the job from hell. Once completed, reverse 

the story and write the job from heaven, and c ompare. Next, 

Sher says, script the job from heaven as if it we re going to 

be a movie , including all of i ts characters . Here is 

where the res i stance lies . All of a sudden little voices 

pop up in the indiv iduals head expressing why i t i s not 

possible to have the job from heaven . Sher offers 

strategi es designed to identi fy a nd destroy resistances that 

block growth in des ired areas (44) . 

Career planning is an ongoing effort, says William 

Courtney Johnson . In his boo k, The Career Match Method , 

Johnson says that as l ong as someone is in the workforce 

they are constantly experiencing changes i n their careers . 

However, most of the time its not planned, at least not by 

the individual. Johnson says that career planning offers 

options, requires updating , research, and must be practical 

and r ealistic (191-192) . Too o ften it is merely the end 

result of a function outside of the individual, or the lack 

o f any act i on on their behalf . 

Johnson states that the self-assessment process is not 

only t o identify skil ls , but also to identify why the ski ll 

is relevant and useful, and relay t hi s information to 

prospective employers. This examination process can be 

"unsettling" says Johnson, because, " . . . it may reveal that 

--



your career doesn ' t measure up to your imagined 

expectations" (24) . 
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Johnson states that the key to career advancement is 

developing qualifi cations and achi evements (63) . According 

to Johnson, it is dif fi cult for most individuals to 

effectively express why an employer should make a purchasing 

decision in their favor . Johnson o ffer s steps in breaking 

down the barriers t hat prevent i ndividuals from successfully 

marketing themselves . 

Richard Bolles, author of What Color Is Your 

Parachute, says 95% of people have difficulty in identifying 

and explaining their skills let a l one trying to sell them . 

In product development this is where most peopl e get stuck . 

Bolles suggests that by examining life stories individuals 

discover thei r skills . This process i nvolves wri t i ng from 

one or t wo paragraphs t o a page f or each story about an 

accomplishment or achievement . The achi evement or 

accomplishments are ta ken from an individuals earliest 

memory up to the present . From each story the individual is 

told t o pull out 5 criteria , such as : 

(1) What you wanted to accomplish; (2) Some kind of hurdle 

or restraint you faced; (3) What you did step by step ; (4) 

Description o f the result ; and (5) Any measure or quantities 

to prove your achievement . (Bolles 188) 

-
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Burton & Wedemeyer call this process the f irst part of 

an individual ' s "product specification f i l e n or "product 

research .n In their book , In Transition , Burton & 

Wedemeyer , offer an exercise to assist i n developing the 

product specifi cation file . The 7 part exercise includes : 

(1) Forks in the Road Exercise ; (2) Eulogy Exerci se ; ( 3) 

Priorities Exercise; ( 4 ) Styles , Values & Motivations 

Profile ; (5) Skills Audit; (6) Organizational Fit 

Requireme nts , and; (7) Constr aints (38- 39) . These exercises 

accompl ish the same goals as Sher, Johnson and Trent ' s in 

helpi ng individuals recognize and asses s their skills and 

talents . 

In the book, Making It ! Personal Survival In the 

Corporate World , author, Steven C. Levi, highl i ghts var i ous 

aspects of career management. Straightforward and 

practical, Levi' s coverage on the topi cs of career 

management often is from the survivalist ' s point of view . 

This i s particularly true when he covers t he topic of self 

preservation in the workplace and off e rs a va r i ety of CYA 

(cover your ass) tacti cs when a threat of sabotage exist or 

when a downsizing or reorganization seems to be on the 

horizon. These t actics i nclude managing your behavior by 

following up with memos after each assigned task , not 

missing meetings , watching t elephone conversations , and 

..... 
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especially not to place any value i n so called "secretsn 

( 34) . 

One o f the most significant issues in career planning 

is price . Price can be anything from salary to peace of 

mind . Each individual has a price in mind t ha t they are 

willing to accept or reject in terms of t hei r ca reer . In a 

Wall Street Journal article by Sue She l lenbarger , titled 

"Work Gets Wilder As Employees Insist On Stable Family 

Life" , respondents to a survey by Atlas Van Li nes indicated 

that their biggest reason for rejecting a job transfer was 

due to not wanting to disrupt their family life (B : l) . 

Shellenbarger , who also conducts a weekly radio t alk show on 

work and family, in another article for the Wall Street 

Journal , states that col lege recruiters are find i ng that 

many of the students being interviewed Leday are seeking to 

find out more about the quality of life they will have a f ter 

accepting a position with a company than a lmost a ny other 

issue (B:1) . This is because many o f them have seen the 

sacrifices t heir baby-boomer pare nts have made in terms of 

career, and they do no t necessarily want to pattern their 

careers in the s ame manner . 

Burton & Wedemeyer i ntroduce the "Near-term 

Priorities Exercise" to help an individual rank the 

importance of priorities at a given point in their life or 

career . 

..... 
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Table 4 

Burton & Wedemeyer ' s Near- term Priority List 

Co-workers 
Contribution to society 
Current income 
Equity ownership 
Family 
Friends 
Future Income 
Geographical Location 
Health 
Influence and power 
Intrinsic nature of the work 
Leisure Time 
Personal growth 
Prestige and status 
Professional growth 
Securi ty 
Spouse or significant other 
Workplace e nvironment 
(52) 

Burton and Wedemeyer , say t hat indi vidua l s should rate 

each priority to come up with an idea of how much each is 

worth in their own lives . 

Melvin Murphy, interprets price as the ability to 

achieve desires . In his book Desire : The Emotional Appetite 

for Success, Murphy chronicles the steps of realizing 

desires as follows : ( 1) Have the desire , (2) Have a p l an, 

(3) Have a plan for action, (4) Have the desire to succeed, 

(5) Learn your cra fl (2-3) 

Murphy suggests that the individual begin by asking 

the question: Why am I doing what I 'm doing? If the answer 

.... 
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doesn ' t match the desires of the indi vidual , then it ' s time 

to get a plan (5) . Murphy offers a list , similar to Burton 

& Wederoeyer ' s on priorities , which he c a l ls motives . These 

motives are the source of an individual ' s desire which will 

dete rmine the degree of their performance . 

Table 5 

Murphy's Motives 

Sex 
Honor 
Passion 
Freedom 
Ingenuity 
Trepidati on 
Economic Growth 
Se lf- Preservation 
Sense of Contribution 
Pr ominence and Power 
Fury and Retaliation 

(50) 

Murphy suggests that many people fail because they 

only want the fin i shed product of desire . However, 

fulfi l lment wi l l only result by actively parti c ipati ng in 

the process. Murphy states tha t employees who are not 

motivated by money "require recognition , praise, career 

advancement, job security , and two-way communication" in 

order to fee l a sense o f accompl ishment (54) . 

Promotion of any product is enhanced by its 

performanc e . The better t he per formance , the better the 

e ffec t iveness of t he promotional activities . Promotion 

encompasses perf ormance management activities that 

--
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accentuate personal selling, sales promotions, public ity and 

publi c r elations. 

Pe rsonal se lling i s directly affect ed by performance. 

As pay is becoming more c l osely tied t o perf o rmance, it is 

more important tha n ever for i ndi viduals to become managers 

of thei r performance . One key are a f or pe rformance 

management i s the abil ity to manage dat a, with speed. In an 

articl e by Ale x Mar kels, he refers to t his skill as 

"knowledge management" (Mana ge r o f Cha nge B:l). Accordi ng 

to Markels this me ans taking adva nta ge of t he internal data 

systems, l i ke e lectronic mai l , t he internet, or any other 

computer-accessed system that holds information, and knowing 

how to retrieve, a nalyze and distribute thi s information at 

the right t i me to the right people {B :l ) . 

Another promotional t ool is networking . Women often 

find networking use ful t o he l p break t hrough g lass ceili ngs 

and other ba rriers t hat attempt t o tradit i onal l y keep them 

from reaching t hei r goals . In Hal Lancaster 's 'Managing 

Your Career' column for The Wall Street Journal, one of his 

articles f oll ows t he examples of two women who were able to 

achieve succ ess i n t heir careers due to their superi or 

performance and t he ir abil i ty to communicate their goals and 

aspirations t o t hose in control through ne t working 

opportunities (Thrived B: 1). 

Because companies are trying to integrate their 

workforces with diversity withi n thei r management t e ams , the 



30 

women in Lancast e r ' s article found tbat industries which 

tradi tionall y don ' t have l ots of wome n, like engineering and 

construction , are good tar gets for women to market f o r 

those with proven t rack records i n perf ormance (B:1) . 

The key to their success was the ability to create 

exposure by taking risk , off e r i ng business solutions , and 

volunteering for special projects . Exposure is key since 

people are more likely t o promote those they know (B : l ) . 

Richard Bolles , agrees . Author o f What Color Is Your 

Parachute?, (updated on a yearly basis) , Bolles says that 

although t here are several ways o f approachi ng a new job 

prospec t, t he most eff ective is through proper networking . 

People hire , more times than not, those they know, or upon 

recommendation by those they know and trus t (5 8 ) . 

An article by Philip Kasinitz , "The Real Jobs 

Problemu , reported in t he Wa ll Street Journal , suggest tha t 

many people don ' t f ind jobs because they don't know how to 

network nor do they have a ccess to proper networ ks (A : 7) . 

One banker in t his article states t hat his institution 

rarely hires people off the str eet because they don ' t know 

them. According to Kasinitz , the three benefits of networks 

are (1) they provide specific informat i on on job openings ; 

(2) r ole-mode ls ; a nd, (3) possible direct sponsorship (A : 7) . 

I n an interview with Hal Lancaster , Joseph Goodell, a 

former downsized corporate manager, says that unt il he was 

faced with a downsizing, he had never t hought about 

--



networking . It was through the downsizing experience that 

Goodell learned the importance of networking . Goodell 

suggests networking should be planned and maintained 

(Goodell B: 1). 
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Terrie Williruns, author of The Personal Touch , and 

president of a publ ic relations firm says it ' s important to 

t ake advantage of every introduction in order to enhance 

networking opportunities . Ms . Williams explains that in 

networking, it is as important to help others reach thei r 

goals as it is to receive assistance i n reaching the goal s 

of the individual (43) . 

Ms . Williams offers 20 rules for individuals who wants 

to successfully promote themselves in business as seen in 

Table 6. 

Public Relations and Publicity , as a career management 

networking tool encompasses community involvement 

activities . According to Anne Boe, author of Is Your 

Networking?, this is a lifetime process, not something you 

do onl y when you're in the market to sale your skills (8). 

Boe gives the following definition of networking : 

Networking is an organized method of making 
links from the people you know to the people 
they know, gaining and using an ever- expanding 
base of contacts ... the personal process of 
linking up with others to exchange information . 
advice, contacts and support . (50). 



Table 6 

20 Rules for Self-Promotion 

1 . Know that your reputation is valuable . 
2 . Do what you say you're going to do. 
3 . Return all phone cal ls . 
4 . Treat everyone with respect and courtesy . 
5 . Be visible . 
6 . When you meet people , be mindful . 
7 . Try to develop a knack for remembering names . 
8 . Be an active listener . 
9 . Create a "small t alku notebook . 
10 . Be sensitive to the body language . 
11 . Send a follow-up note. 
12. Get to know the support staff . 
13 . Know your profession . 
14 . Pass articles along with a note . 
15 . Keep a supply of greeting car ds for all 

occasions. 
16 . Write ... wri te ... write . (Send letters to people 

you want to d o business wi th . ) 
17 . Go through your Rolodex periodically . 
18 . Let people know that you are available . 
19 . Selectively donate your services . 
20 . Say "thank-you . (208-212) . 

32 

Boe suggest six places to look for networking 

opportunities : (1) work/business, (2) , family/inner circle , 

(3) athletics , (4) clubs/professional organizations, (5) 

frie nds, ( 6) church ( 55-56) . 

At the 1997 National Performance Development 

Conference for The Alliance of Black Lucent Employees , Rudy 

Frank, Vi ce Pres ident o f Applications Softwar e , advised 

employees that one of the keys to success is to find ways to 

build better r elationships. In doing this, says Frank, "you 

get better d a tau and when you have better data , "you know 

better the objectives and metrics . n This in turns provides 



"better rewards ." The key is knowing how to tie it all 

together . This is critical for Lucent emplo yees because 

their pay is increasingly pointing toward pay for 

performance (Frank). 
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In 1997, Lucent Technologies , introduced a performance 

development plan to all management employees, called , the 

Global Performance Platform (GPP) . The purpose of the GPP 

is to provide "a comprehensive approach to performance that 

will help individual s and teams manage change and meet the 

great challenges and opportunities of the global economy, 

now and through the year 2000 . Specifically, the GPP will 

assist in setting objectives, documenting performance and 

tying performance to compensation ." (Lucent) . By providing 

management employees at Lucent with this tool , managers are 

better equipped to effectively guide and develop their own 

performance, as well as their teams (for those with 

supervisory functi ons) , in line with company goal s , to 

create the best outcome of their choosing in which to 

present t heir product for future sales or employability . 

According to Boyett and Conn' s research they would agree 

that Lucent Technologies ' strategies for pay for performance 

is in line with those of other progressive American 

companies leading into t he 21st Century (143) . 

In their book, Workplace 2000 , Boyett and Conn say 

that a better than satisfactory performance will determine 

i ncreased compensation f or managers in corporations as well 

-



a s those running their own businesses . Promotions have 

begun to decrease, while lateral moves have increased, 

therefore the managing of performance will be a key target 

area for managers to increase compensation (29) . 
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The resume is a written advertisement o f an 

individual's skills, accomplishments, work experience and 

education. Wedemeyer says the purpose of the resume and the 

interview, like any advertisement, is to "sell solutions" 

(160) . According to Ron L. Krannich , author and president 

of Development Concepts, the resume should also reflect 

future potential (8). 

Besides the content of the resume , the objective can 

be just as impacting , says Krannich (24). With an 

objective, he says , an individual is able to "control the 

flow and interpretation of [their] qualifications and 

capabilities", which is very helpful to the reader (24). 

Experts generally agree that a good resume is no 

longer than two- pages. Johnson says that a one- page resume 

can leave out critical information and cause information to 

look jumbled (60) . On the other hand, Levi stresses that a 

resume over two- pages long is likely to get trashed (13) . 

The reason for this , says Krannich is that a nything over two 

pages "lacks focus" and speaks to much about history r ather 

than future potential (25). The ultimate purpose is to get 

a prospective employer to call for an interview (25) . 

-
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Johnson emphasizes the need to tail or t he resume for 

the j ob in order not to confuse the interviewer as to which 

job an individual is applying for (165) . Levi agr ees . He 

says the employer wants to know that the appl i cant is 

applying for t he job that was advertised with specific 

highlights of how thei r e xperiences match the position (12) . 

Wedemeyer suggest t hat an individual may poss ibly need 

a different resume for diff erent markets (155) . According 

to Wedemeyer , the resume, or "your sales literature should 

pos i tion the attributes o f you-the-product i n a way t hat 

speaks to the need of the perspective buyer (51) . 

Any informat ion not rela t ed to skills , work 

experience , and education says Wedemeyer should be used on a 

resume sparingly, depending upon the image the individual 

wants to project (147) . 

Interviewing is another form of advertising . When 

part icipating in an int erview, William Courtney Johnson, 

author of The Career Match Method, stresses the importance 

of be ing prepared and in control with a nswers to antici pa ted 

questions that may be a s ked by the i n terviewer . Even when 

the interviewer is unskilled, which Johnson says most a re , 

advanced preparation enables an individual to effect ively 

communicate necessary information and steer the interview if 

necessary. According to Johnson , this will allow the 

interviewer to feel good about making a positive hiring 

decision with the individual (174) . Having good 
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interviewing skills helps bring the focus to the 

i ndividual' s qualifications and achievements , says Johnson . 

(174) . 

Johnson s ays most interviews are for the basic purpose 

of determining i f the individual possesse s the f ollowing 

skills : 

1) Communication 

2) Time Management 

3) Motivation 

4) Planning 

5) Technical or professional quali fications (16). 

Johnson goes on to say that more weight is given to eac h 

skil l when an individual can demonstrate how it has been 

e ffectively mastered (22-23) . 

Johnson says even when an individual is happy with the 

job they have, it ' s a good ideal , from time to t ime , t o go 

on job interviews in totally different fields . Further, he 

s tates that it i s helpful to send out resumes , and research 

those companies or industries in which a person is 

interested , but perhaps has never approached (193) . By 

doing this an individual may come across an opportunity t hey 

would not have known existed had they remained content . 

An informational interview can be used as a sa l es 

promotion tool . I t is an opportunity to get information o n 

a person, company or position . According to Krannich it is 

after the informa tional interview that the resume is given , 



with t he purpose of asking for referrals or offering 

critique (33- 34). 
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Effective networking opens the door for interviews 

with prospective buyers of the individuals product that lead 

to increased business opportunities . Although doing the job 

effectively has nothing to do with appearance , during an 

i nterview , it has everything to do with appearance . Since 

first impressions are lasting impressions, Cindy Alexander, 

writing for the Chesterfield Journal , warns not to miss out 

on those first 120 seconds by having a less than appropriate 

appearance (2) . This is one area where perception ' really' 

is reality . Alexander says that a conservative look i s 

appropriate almost 90 percent of the t i me . If in doubt , 

Alexander recommends getting assistance through career 

placement programs off ered by professionals and on college 

campuses . 

Peggy Simonsen and Cathy Wells , in an article fo r 

Personnel Journal, say that the best career stra t egy for 

stayi ng with the same compa ny is to strategi cal ly plan 

development areas in line with the needs of the business, 

both now and in the future . This thinking is incorporated in 

the mi ndset of t he int rapran eur - one who t hinks like a n 

entrepr eneur while working in a corporation (104) . 

Will i am J. Byron , in the article "Coming to Terms with 

the New Cor porate Cont ractu calls this entreprene urial 

thinking , the "free agency attitudeu (9) . He states , 
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" ... Free agents make it a point always t o know their 

alternatives , to have a clear idea of where they could jump 

i f unexpected roadblocks arise in the present job . The free 

agent will not "jump" unless a s a fe landing i s assured; he 

or she is well aware t hat the best way to get a new job is 

to be effective , and appear to be content , in an old one u 

( 9) . 

In the book, The Change Masters , Rosabeth Moss Kanter 

studies the examples and opportunities f or innovation i n 

corporations that nourish the concept of entrepreneurship i n 

the workplace . According to Kanter , this concept has to do 

with companies empowering employees to : "experiment , to 

create , to develop, to test - to innovate" (23) . These 

internal-entrepreneurs , or intrapreneurs, include employees 

that engage in new discoveries in technology as well as 

those t hat develop new strategies i n organi zational 

management problem solving (21) . 

According to Kanter , for intrapreneurship to be 

effective there needs to be an environment that integrates 

all elements of t he corporate culture , including people and 

processes . Walls that cause division by sex , race and 

class , have to come down (35) . Three skill- sets for 

i n trapr eneurs , according to Kanter are : (1) Power skill s -

skills in persuading others to invest information , support 

and resources in new initiatives ; (2) the ability to manage 
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the p r oblems associated with the greater use o f teams and 

employee participation; (3) the understanding o f how change 

is designed and constructed in an organi zation (35-36) . 

According t o Gifford Pinchot , III, author of 

I ntrapre neuri ng, i ntrapreneurs are passionate a nd sel f ­

appoin ted . Pinc hot says management can't declare a person 

an intrapreneu r and expe ct them to suddenly become 

pass i onate and thereby become success f u l in thei r e ndeavors 

(200) . Pinchot says it works like this : " They 

[intrapreneurs ] appo i nt t hemsel ves e xecutors of their 

visions a nd t hen find ways t o get the corporat ion to g i ve 

them the t ools to do so" (200) . Management ' s rol e, says 

Pinchot , is to have the sense to recognize t h e intrapr eneur, 

a nd provide support (202). 

More and more American companies are becoming global 

today. Entrepreneur i ally- rninded e mplo yees work well in 

these markets . According to Stephen H. Rhinesmith , the 

reasons for global izatio n is "massive financ i a l 

accumulations, massive markets , ne w techno logi es, a nd highly 

e ffi c i ent c ommunication c hanne ls " (41) . 

In his book, Globalizati on, Rhinesmith says t hat 

people wi th entrepreneurial mindsets shou l d be sought out 

and developed by Lhese compa nies . This doesn't nece ssaril y 

mea n they a ll will get an inter nationa l assignment, but 

e veryone should want to be prepar ed should t he opportunit y 



arise . Intrepreneural mi ndsets will try to make 

opportunities happen. 
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The benefit of this mindset , according to Rhinesmith , 

is three-f ol d : (1) Thi nk globally , act locally ; (2) mass 

customization; (3) quick , creative respons i veness (192-93) . 

To get a better idea of Rhinesmi ths t hinking see Tables 7-9 . 

Table 7 

Comparison of Domestic and Gl obal Mindsets 

Domestic Mindset 

Functional experti se 

Proritizati on 

Structure 

Individual responsi bility 

No surprises 

Trained against surprises 

Global Mindset 

Bigger, broader p i cture 

Balance of contradi ctions 

Process 

Teamwork and divers ity 

Changes as oppor t unity 

Openness to surprises 



Table 8 

Global Mindsets and Personal Characteristics 

Global Mindset 

Broad 

Balance 

Process 

Diversity 

Change 

Open 

Personal Characteristic 

Knowledge 

Conceptualization 

Flexibility 

Sensitivity 

Judgment 

Reflection 

Table 9 

Global Management Competencies and Characteristics 

Characteristic 

Knowledge 

Conceptualization 

Flexibility 

Sensitivi ty 

Judgment 

Reflection 

(Rhinesmith 28 , 32- 33) 

Competence 

Managing competition 

Managing compl exity 

Managing Adaptability 

Managing teams 

Managing uncertainty 

Managing learning 
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Anita Underwood, Ph . D. , vice president o f 

organizational management for Dun and Br adstreet I nformation 

Services, offer s advice for succes s ful intrapreneurs s hown 

i n Table 10. 

( 1) 

( 2) 

( 3) 

( 4) 

Table 10 

Advice for Successful Intrapreneurs 

Crea te A Vision 

Become proactive in finding way to impact your 

organ i zation . 

Develop "Ups i de 11 Potential 

Be "solution- driven rather than process-driven . " 

Get a Positive Reputation 

Know the attri butes that those in your 

profession respect . Embrace them . 

Build Your Skills 

No such thing as ' enough is enough . ' 

Incl ude advanced computer skills and a new 

language i n r epertoire . 

( 5) Grow Your Job 

( 6) 

Find ways to expand job in ways that 

contribute to the bottom l i ne . 

Po l i sh Hidden Treasures 

Become subject matter expert in that 

overl ooked , but much needed area . 



( 7) 

( 8) 

( 9) 

Follow Your Power Trail 

Find and study those in your company 

who are considered s uccessful. 

Stay in Control 

Define success f or yourself . Don' t 

violate your values and beliefs . 

Revise Your Resume 

Make sure it is "accomplishment driven" 

and c i rculat e i t every now and then. 

( 10 ) Devise A I? la n B 

Always have a backup plan in case of 

sudden changes beyond your control. 

(Pinkney 8 : 1) 

Intrepreneurial opportunities inside companies 

continue to increase, as well as entrepreneurial endeavors 

outside of corpor ations . 
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Downsizing is one reason for the consideration o f 

entreprenurial endeavors and it is having a rippling effect 

i n the offspring of downsized employees. Stephanie N. 

Mehta, a reporter for the Wall Street Journal , writes that 

students are being drawn toward entrepreneurship at a rate 

of 9 . 7% , compared to 3 . 9% for all other Americans (B : 2) . 

Accor d ing t o Metha , students have witnessed the negat i ve 

affects of downsizing on their parents , and in increasing 
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numbers reject the notion of being what they consider as 

' pawns ' in the corporate life . This has prompted 

Northwestern University's Kellogg School to increase their 

entrepreneurship classes from 3 to 7 in just six years 

(8 :1 ) . Entrepreneurial opportunities can be very profitable 

and provide the payoffs often only dreamed about by those in 

corporate America. 

Gilbert G. Zoghlin, author, of from Executive To 

Entrepreneur:Making the Transition, and president of an 

employee benefits and financia l planning company, suggests 

that success in corporate life does not guarantee success in 

entrepre neurial endeavors. He gives an example of one woman 

who was a very successful corporate manager . She found it 

very easy to influence people in the corporate environment 

which resulted in many highly visible accomplishments . 

However, when she decided to leave corporate America to 

start her own busi ness , she failed miserably . The main 

reason was due to her lack of communication skil ls . She 

discovered that those who reported to her in the corporate 

world did what she told them to do because of her position . 

While in her own business , her customers had Lhe choice of 

doing business with her or not. The majority chose not to 

do business with her because she did not know how to treat 

them ( 13) . 
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This is why Zoghlin suggests taking the Corporate 

Breakaway Potential (CBP) test, before jumping into 

entrepreneurship (18). This test gives a series of questions 

that help determine how committed an individual is in 

getting out of the corporate l ife . It separates the talkers 

from the doers . Zoghl i n says that there are many corporate 

experiences that aptly prepare individuals to be e ffective 

entrepreneurs . However , transitioning these experiences 

into entrepreneurial e ndeavors is not as easy a task as many 

expect . He also discusses the attitudes , disciplines and 

goal setting for entrepreneurs . 

Contrary to popular belief, the opportunity for 

success in an entrepreneurial endeavor is good, assuming 

that the individual(s) have the right skills . According to 

William D. Bygrave , in the book The Portable MBA in 

Entrepreneurship, over half of all new businesses survive a 

minimum of 8 years . What throws the outside observer off is 

that often at the eight year point many entreprenuerial 

businesses don 't resemble the original business. Experience 

and chang ing markets enable the entrepreneur to adapt the 

business for growth . Bygrave says that many times the 

reports about business failures neglect Lo mention that many 

of these businesses often pay off their bills and simply 

close down, sell the business , or change the business 

entirely (459) . 
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Leaving corporate life o ften generates opportunities 

for work as a consultant . Bei ng a consultant means t hat t he 

knowledge gained in c orporate l i fe carrie s with it a price 

tag . I n her book , The Overnight Consul t ant, Marsha D. Lewin 

says that once t hi s knowledge is gained , in order to get 

someone to pay for it , i ndividuals must learn how to 

communicate effectively in order to market themselves and 

convi nce someone else of the same. This is a skill that 

many ma nagers aspiring to be consultants l ack (11) . Since 

the employer doesn ' t have to invest in employee benefits, 

t hey are willing to pay handsome l y f or consultants who offer 

sol utions t o their business problems. 

Tom's case i s a good example. As a manager for AT&T, 

Tom was not wi lling to relocate to New Jersey from 

Mi nnesota , as his boss ins i sted. Tom' s position at the time 

required lots of t ravel. This me ant he would be away from 

home most of t he time so he saw no benefi t in moving to New 

Jersey . At t h e same time as their impasse, with a mutual 

compromise no where in sight , a re tirement p ackage was 

offered by the company. Tom opted t o take a dvantage of an 

early reti r ement and work as a consul tant fo r a small 

telecommunications company . In the new position as 

consultant , Tom was able to work i n t he same capacity as he 

bad for AT&T , with a much higher income. 

Th e j ob was out of town and required lots of travel . 

The company flew Tom h ome every week- e nd at their expense . 
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This posit i on also allowed Tom an opport unity to do business 

overseas which he had not done before while at AT&T . After 

two years as a consultant , Tom was rehired by AT&T, with 

much more valuable experience than he had before he left 

( Danger) . 

Lewin focuses on setti ng up t he consulting business as 

a sole proprietorship . She emphasizes the importance of 

going through the steps of organizing and manag i ng the 

business from t h e mi nu tes detail , to setting the fees to be 

charged to customers . Lewin demonstrates her thirty years 

of experience in the consulting bus iness by thoroughly 

covering all aspects o f how to self-market, write proposals , 

sel l , de l iver and close a project . Since working as a sole 

proprietor gets lonely, Lewin emphasizes the importance of 

networking with other professionals in the same field , and 

taking personal time out f or rejuvenation . 

In the book, Inc . Yourself/How to Profit By Setting Up 

Your Own Corporation , Judith H. McQuown, a former Wall 

Street portfolio analyst d i scusses the benefits of turning a 

sole propri etorship into a corporat i on. McQuown says that 

as people continue to be downsized , entrepreneurs are 

increas i ng every year . From 1992 to 1995 , 2 million new 

corporations were formed (xiv). Her book has been used as a 

bibl e for entrepreneurs a nd solo professionals for t he past 

twenty years . McQuown sees very few reasons why an 

individual would not want to take advantage of the tax laws 
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and form a corporation . According t o McQuown, every state 

allows for i ndi v i duals to incorporate t hemse l ves (218-230) . 

A $200 . 00 investment i s all t hat i s needed to provide t he 

most sophisticated software system for handling accounting 

functions and other corporate recor ds , says Mc Quown (47) . 

Statement of Hypothesis 

Most employees have access to what it takes to help 

them become entrepreneurial ly- minded . What they are lacking 

is a plan o f a cti on with key focal points to guide them 

a l ong . The remainder of this paper i n troduces and inc ludes 

The Entrepreneuri ally Minded Employee's Guide to Career 

Management . 

Active use of t his guide will lead individuals into a 

career management program des igned to produce succes s f u l and 

heal t hier careers . 



Chapter III 

METHODS AND EVALUATION OF RESEARCH 

MATERIALS 

The Entrepreneurially-Minded Employee ' s Guide To 

Career Management is for the purpose of assisting employees 

with career management . It is intended for management 

employees in American corporations , particularly in the 

telecommunications/multi -media i ndustr y . These managers 

have at least 10 years in the industry and have been t hrough 

a downsizing or restructuring event . 

The guide has four seccions . The sections are based 

on the 4 P' s of marketing : Product, Price , Promotion and 

Place . 

The Product section looks a t the empl oyee as the 

Product . The Product section covers the following areas : 

1 . Identification of Product Features 

2 . Assessing Market Demand 

3 . Product Development 

4. Product Feasibility 

The Price section looks at the backgr ound areas that 

employees use in making decisions in managing their careers . 

These dec i sions al l ow them to identify the costs they are 

will ing to pay in terms of priorities and trade-offs in 

their careers . 

This section covers : 
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1 . Mo t ives 

2 . Priorities 

3 . Mission Statement 

The Promotion section looks at the tools employees 

engage to promote t hei r product with t he i ntent of getting 

t heir p rodu ct noticed t o e nsure employability . The a reas 

cover ed i n t hi s sec tion are : 

1 . Managing Performance 

2 . Advertising 

3 . Personal Sel ling 

4 . Sales Promoti o ns 

5 . Public Rela t i ons & Pub licit y 

The last section i s on Place. Place is three- fold . 
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First , it refe rs to pla ce as the market i n wh i ch t he 

employee c hoos es to market his product . This section covers 

the fol lowing t wo market s : 

1 . Entrepreneur (outside the corporate envir o nment} 

2 . Intrapreneur (within corpor ate envir onment} 

Secondly , it refers to p l ace positiona lly , or t he place o n 

the corporate l adder whic h t he e mployee has aspira t ions 

towa r d . Thi r dly, place is geographically , or the physical 

locat ion employees choose to market their product . 

Each section i s d e signed to enable the user to e asily 

f ocus on o ne subject a t a time . Although some of t he 

subjects overlap , t here are key ingredients in each t ha t 

make them unique . 



Because managers are in a constantly changi ng and 

demanding atmosphere the guide serves the f ollowing areas: 

(1) Explains why it is important for individuals 

to take contro l of their careers . 

(2) Serves as a prompt, or r emi nder, to the 

individual of specific areas t hey s hould be 

a ware o f while managing the i r ca reer. 

(3) Introduces tools that can be self-administered, 

or obtained through professi onal s for a ssessing 

various areas of career development . 

(4) Offe rs r eal - life e xamples and suggestions of 

what employers expect o f employees as well as 

t hei r exper iences . 

(5) Provi des resource ma terials for employees to 

consult for further information. 

Besides using in formation gathered from research done 

in Chapter II , the guide encompasses information gathered 

from eleven interviews conducted wi th current and retired 

managers in the industry who manage/managed managers. 
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Additionally, inf ormation t hat contributed t o the 

conten t of the guide was considered f rom a survey (Appendix 

A) conducted at a Lucent Technologi es , Inc ., facility in 

Che sterfield, Missouri . Forty- one employees responded to 

the survey . The survey was issued with the intent of 

gathering information on t he level of readiness o f career 

management of employees in this organization. 
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The last source of information that contributed to the 

content of the guide was considered from information 

gathered from a bulletin board on America-on-line , an 

internet provider . The author of the bulle tin board asked 

for respondents to tell their downsizing stories . Over a 

five day period i n December of 1997 , eighteen respondents 

were choosen due to their stories being identified as being 

similar to an employee in the same industry targeted for the 

guide . They were also considered based on their 

i dentification as a manager/supervisor or professional , and 

age and years employed . 

SUBJECTS 

There were three evaluators of this manual . The 

evaluators are in the telecommunications/multi-media 

industry. The companies represented were AT&T, Lucent 

Technologies, Inc . , and Southwestern Bell Telephone Company . 

They have a minimum of 20 years service i n the industry . 

All are col lege graduates and have taken or completed higher 

level studies in masters programs or executive management 

level courses. The managers are, or have been, in a Human 

Resources position sometime in their career , or have been a 

coach (supervisor) to management employees who have been 

through a downsizing or restructuring event . 

The managers either are, or have been, in a position 

to hire and fire employees . The managers have managed from 



a minimum of s i x to a few hundred indi viduals during some 

time in their career . 

Only o ne of the e valuators fai led to return t he eva luation 

form due to being in the middle of her own relocation . 

INSTRUMENT 
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The instrume nt used to evaluate the guide was a 

questionnaire (Appendix E) . The questionnaire consisted of 

f our yes and no questions . For each yes or no , the 

evaluator was asked to give from one to three reasons or 

suggestions related to the question . 

This des ign was used in order to get specific feedback 

that would e nable t he guide to be pertinent for the intended 

audience . 

PROCEDURE 

Each e valuator wa s provided a copy of the guide during 

the week of March 16 , 1998 . Each guide cont ained a cover 

letter (Appendix C) , data information sheet (Appendix D) a nd 

questionnaire (Appendix E) . One manager received her copy 

i n person while the remaining two received t heir copy via 

electronic mail . 

The managers were given two weeks to return thei r 

responses . A follow-up in terview took pJace wi th e ach 

evaluator for the purpose o f acquiring additional data a nd 

to provide c larificati on on specific issues . 



CHAPTER IV 

RESULTS 

THE ENTREPRENEURI ALLY -MI NDED 

EMPLOYEE' S GUIDE 

TO 

CAREER MANAGEMENT 

By 

Linda Y. Brown 
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INTRODUCTION 

Entrepreneurially-minded employees are those who take 

on career management as their own business . They view 

themselves as the Product . They work in Corporate America 

a nd think and act like entrepreneurs . 

They are first hand witnesses to restrucluring, 

downsizing and mergers withi n Corporate America . They have 

seen co-workers and friends leave corporalions angry and 

confused, some of t hem feeling as though they were vicljms . 

They see others remain with their corporations , behaving as 

survivors whose wounds refuse to heal. Entr eprenerially­

rninded employees refuse co be either victims or survivors . 

lnslead, Lhese employees are ready to take control of 

t heir careers . The only problems is Lhat they may be a 

little rusty . They know they have knowledge skills and 

talents but communicating them on paper, or verbally, does 

not come easily . They may not have been on an interview in 

years and the Lhought o[ interviewing outsi de of the company 

is disturbing, if not frightenjng . Yet , t hey know they have 

a lot to offer in the market place . 

This guide offers too l s the will help employees create 

a marketing plan to define, develop and promote their 

product . Often referred to as the marketing mix o r the 4 

P' s of markeling , these tools consists of Product , Price, 

Promotion and Place (see Glossary f or further explanation) . 

The £our sections of the guide discuss each t ool . 

Each section ls designed co sLimulace Lhought and provoke 



action in entrepreneurially- minded employees i n becoming 

proactive with their career management . 
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Re ferences at t he end of each sect ion offer additional 

resources for more in-depth research . Included are tips and 

advice from current and former managers ln corporations and 

retirement , involving various career manageme nt situations . 
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GLOSSARY 

PRODUCT - in career management is the employee . It is 

imperative in career management thal empl oyees r ealize the 

benefi ts and features of thejr Product in order to make a 

successrul sale . Knowing the Product will determine the 

developme nLaL steps r equlred to mainLain marketabjJity . 

PRICE - is determined by, and unique to individual 

employees . Lt is based upon their motives , values a nd 

priorities . The employees determine the price they are 

willing to pay, as well as receive . Based upon the strength 

of the motives and imporlance o[ their priorities , Lhey make 

strategic career decisions to insure Lhe price i s aligned 

with their abilities and expectations . 

PROMOTION - deal s with the various e l ements of 

monitoring Product for measurable results and thereby 

gelling the Product noticed and recognized . It has to do 

with purposely creating a want or need in the mind of 

current or future prospects , with Lhe inlent of having them 

make a buying decision in tavor of t he employee . 

PLACE - focuses on the channel of distribution for the 

Product . ln other words, which ve hjcle will be used to get 

che product to market . Such vehicles include corporate and 

traditional enlrepreneurial environments . 

Place is also considered posilional and geographical . 

Positional refers to the desired location on the corporale 

ladder . Geographical refers to Lhe physical location in 

which employees choose to offer t heir ProducL . 
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IDENTIFY PRODUCT FEATURES 

All employees have some degree o f knowledge , 

skills and talents. Skills are learned capabili ties 

that enable individuals to complete specific tasks . 

Talents are natural abilities sometimes referred to by 

career counselors as intrinsic ski lls. We are most at 

ease with intrinsic skills . When using t hese skills 

the results are : 

• We do work we love 

• We do work we ' re proud of 

• we do work effi ciently 

Whether skills are learned or natural , they 

basically fall into t hree categories : peopl e, 

information (data) , and things . Sub-categories fall 

under each basic category : 

People Information 

Individuals Gathering 

Groups Creating 

Organizations Managing 

Storing 

Retrieving 

Things 

The body 

Objects 

Materials 

Equipment/Machinery 

Buildings/Rooms 

Growing Things/ 

Animals 

Each sub-category breaks down further . For example , 

if the employee likes working with people and 

specifically with groups , then the question i s who? 



SECTION 1: PRODUCT 

Is it babies , children, older people , less fortunate 

people? If the category is Information , sub-category 

managing , the question is how? Is it computing, 

a nalyzing , problem solving and t he like? If the 

category is Things , sub- category equipment , the 

question is how? Is it assembling , maintai ning , 

repai ring , salvaging? Identifying these skill sets 

give empl oyees more options for a better career fit . 

For a more thorough study of basic categories 

with their sub- categories see Richard Bolles' book for 

job hunters a nd career-changers, What Color is Your 

Parachute?. 

Another way to identify skills is by f i rst 

identifying motivati ons . This part of a marketing 

plan can be very diffi c ult for many employees . One 

too l to ass i st individuals in identi fying product 

fea tures is SIMA or, System for Identi fyi ng Motivated 

Abiliti es . I t is found in the book, Finding a Job 

You Can Love , i n the chapter titled; Finding Your 

Design . 

This system helps individuals identif y what 

they 're good at and the environment in which they work 

best. The system suggest s recalling e vents from 

earliest memory up through the present and writing 

s hort stories about things accomplished and achieved 

that the employee enjoyed . 
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By e xamining t he se sto r i e s patterns e me r g e that 

indicat e dominant ways o f a ccompl i shing t hings , and 

d omi nant environme nts surrounding t he accompl i s hme nts. 

By furthe r breaking down the "whatu o f t he 

accompl i shme n t or achievement , a n i ndividual c an 

identify speci f i c s kills that e nabl ed t hem to comple t e 

t hei r tas ks . 

A r ece nt Wall S treet Journal a dve rtis eme nt 

designe d to ge t more people to a d verti s e in t h e 

journa l , v e rif i e s how our pas t patterns can 

d ictate ou r future s uccess . I n a full pa ge a d it 

hig h lights t he succ e sses o f Lee Ga r f un ke l, chairman 

a nd chief crea tive o ff i cer o f an adverti sing age ncy . 

Part of the ad reveals Mr . Garfunkel ' s accomplishme nts 

as a yo ung ster : 

I g r e w up i n t he Bronx . My father was a s hoe s alesman 
a nd my mother a boo kkeeper . I learned at an e arl y age 
that h o w fa r you went depended o n how ha r d you worke d . 
I n the f i r s t grade , my tea c her p u t me i n t he bac k of 
the room with a n eas e l a n d p aintbrush because I was a 
" t a l ker . u Two months later my pictures we re on 
displ a y i n an e xhibit a t the Lev e r building in 
Ma nha t t an. I n juni o r high , I t a ught mysel f gu i t ar , 
p layed with r ock bands a nd compo s ed s ongs . At 1 9 , I 
be c ame a sta nd-up comic . Two ye ars of sta nd - up comedy 
helped me develop a n e ar f o r what c l icks with p eopl e . 
So b y the time I graduat ed from col lege , I knew t h e r e 
was o n l y o ne p lace t hat I could use a l l t he skills I 
h a d g a i ned - a nd that was in a dvertising . 

Mr . Garfield' s c urrent success wa s not some thi ng he 

l earned j ust in col leg e or on the j ob. He had a 
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toolbox of skills that began as far bac k as t he first 

grade . 

Some of the "motivational eleme nts" t hat may 

appear when looking at the past are: 

Acquire/possess - money/material/things/ 
status/people/ Wants to have own baby , to own 
toys, bicycles, houses , furn iture, 
and family . 

Be in charge/command - others/things/ 
organization/ Wants t o be on top, in authority, 
in the saddle , where it can be determined how 
things will be done . 

Combat/prevail - over adversari es/evil/opposing 
philosophies/ Wants to come against the bad 
guys, entrenched in status quo, old technology. 

Develop/build - structures/technical things 
Wants to make something where there was nothing. 

Excel/be the best - versus others/conventional 
standards/ Wants to be t he fastest , first , 
longest, earliest , biggest, most complicated , 
better than others . 

Exploit/achieve potentia l - situations /markets/ 
thi ngs/people/ Sees a silk purse , a giant 
talent , a hot p r oduct , a promising marke t before 
the fact . 

Gain response/influence behavior - from 
people/through people/ Wants dogs , cats , people, 
and groups to r e act to his touch . 

Organize and operate - business/team/product 
line/ Wants to be an entrepreneur, the beginner 
o f new businesses . 

Shape/in fl uence - material/policy/peopl e 
Wants to leave a mark, to cause change , to make 
an impact . 

These t ypes of motiva tions and others will be 

evident in t he stor ies that are written by the 

individual . The stories should be from a couple o f 

paragraphs to one page in length . 
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The top eight accompli shments from t h e stori es 

are taken and the following questions asked: 

l. How did I get involved? 
2. What are the deta i ls of what I actually did? 
3 . What skills did I use to bring a bout this 

achievement? 
4. What did I e nj oy about it or find most 

satisfying? 

When managers were asked what specific skill -sets 

are needed for t h e 21st century employee in corp o rate 

environments, they off e red a plethora of skills. 

However, t here were a core set of skills that the 

majority agreed upon : 

( 1) Interpersonal s kills - empl oyees must be abl e to 

get alon g wit h and respect management, peers , a nd 

cus tomers . According to one ma nager t his b ecomes more 

important as employees start to work o n cross­

functional teams. 

(2) Communication skills - employees must be able to 

e ffectively communicate , and i nterpret communication , 

both orally as we ll as writ ten. "The temporary nature 

of most jobs should make employees realize the 

benefits of being a good communicator" says a retired 

AT&T manager and entrepreneur . A retired Lucent 

empl oyee, and successful manager , says this ski l l is 

key for those individual s who con sider themselves 

leaders . He calls this t h e "ability to create your 

thoughts verbally ." He went on to say , "When you 
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effectively create visual p i ctures people can see how 

they fit i n the organi zation . If you are going to 

survi ve i n t he organizati on you have to be able to 

think about and see t h e future . u 

(3) Information management and analysis i s knowing 

how t o access i nformation on your b usiness , industry, 

c ustomers , and competitors . Opon gathering the 

i nformation, manage r s say its i mportant to know who 

needs it, t he speed at which it is delivered, and the 

expecte d results . 

( 4 ) Decision making a nd risk taking is the ability to 

ma ke decisions and to accept the consequences of that 

dec ision . A former Lucent manager and entrepreneur, 

says "the biggest risk is deciding not to decide . A 

lot of pe ople don ' t have the courage to admi t their 

decision was dumb . Res pon d ing to truth and reality 

takes courage . Intuition is the feedback from our 

database of l i f e decisions. At times you just have to 

go with your gut." Likewi se, a current manager at 

Lucent Technologies sees "a d emonstrated ability t o 

get results from risk t aking ,u as one o f the i mportant 

skills t hat e mp l oyees need t o be viable candidates f or 

success in business . 

(5) The ability to learn and expand learning , rather 

t h a n f ocusing on "a chosen narrow area" is what one 
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Lucent manager had to s ay . Another says tha t it is 

important for individuals to realize that the 

mind is their most important asset . "Bui ld t he assets 

of your mind . When you've got your mind working for 

you , you have the key t o keep opening new doors . u 

The more aware employees are of their product ' s 

abilities , the more confidence they have running a 

successful marketing campaign . 

Technical Ski ll s Needed 

• Personal Computer Operation 

• Verbal and Written Communication 

• Math 

• Readi ng & Comprehension 

ASSESS MARKET DEMAND 

Market demand is determined by iden tifying and 

researching those areas that the employee wants to do 

business in as well as those that have a need for the 

product . Once employees identify their product, 

they must ask: 

• Who wants my Product? 

• What other products am I up against? 

• Do they have similar features? 

• Who are my customers? 
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For employees who decide to continue marketing 

t he ir product with their current company or same 

industry , the next questions to ask are : 

• What specific job/career/field of interest do I 

want to work in? 

• What types of jobs/careers does my company or 

industry adver tise? 

• How often are my skills/talents/attitude a match 

for the jobs being advertised? 

The answers to these questions will lead to the next 

area which is product development. 

ESTABLISH PROGRAM FOR FURTHER DEVELOPMENT 

Throughout an employee' s working life it becomes 

necessary to enhance current features by adding new 

competencies and skills . Advances in new technologies 

and changes in personal situation demand that 

enhancement of the product be a continual process . 

Many companies assist their employees in product 

development in the following areas : 

• Tuition reimbursement for degree programs 

• Specific training programs/courses 

• Reimbursement for job/industry related 

books/tapes/vi deos/software packages 

• On-the- job training 

66 



SECTION l : PRODUCT 

If the company does not participate in any, or a 

very l i mited number of product deve l opment areas, 

employees must decide in which areas they are willing 

to invest in product development at their own expense. 

Additionally, there are areas f o r product 

development that cost not hing but t he employees time 

i n t he way o f volunteering . Such areas are: 

• A commi ttee or quality initiative group within 

workplace that allows employee to enhance or l earn 

new skills, such as organization, leadership or 

communication . 

• Another group or outside organization withi n the 

i ndustry, during slow periods , after-hours or 

weekends . 

• A community based organization or community special 

event . Th i s area is especially good for developing 

organizing skills a nd skills in leading groups of 

peopl e . 

DETERMINE PRODUCT FEASIBILITY 

After assessing mar ket demand and product 

development employees may discover areas that are 

lacking by significant degrees that place their 

product at risk . They noti ce t hat jobs being 

advertised don' t match their current skills and 

abilities , or poss i bly even their desires . At this 
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time it is important to ask the questions that take 

into account the longevity of the Product in its 

present state : 

• How long will it take to obtain additional 

skills/knowledge required to remain employable at 

my company or within the same industry? 

• How c losely aligned is my present job/career with 

the one I desire? 

• How many years can I reasonably and honestl y profit 

from my product if no further development takes 

place? 

Employees need not to be afraid to leave the company 

if they realize there is not a true fit , a downsizing 

occurs, o r if the offer of an early 

reti rement is made available . Employees who 

effectively manage their car eers have a plan withln as 

well as outside the corporation . 

A r etired manager from Southwest ern 

Bell s hared how he a lways wanted to have 

his own business and work wi t h kids . 

While a t Southwestern Bell he gained 

valuable experience in managing people 

and departments . He planned to retire 

at age 55 a nd use his curren t s kills 

as an entrepreneur . At age 50 , the 
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company offered an early retirement package . 

This package offer ed him the opportunit y to 

retire five years earlier than expected with 

t he same benefits had he stayed to age fifty­

five . Because he was already planning for 

"life after Southwestern Bel l " he saw t his 

as an opportunity to began r ealizi ng his 

dream sooner than expected . He purchased 

a f r anchise t hat employs teenagers whe re 

he is able to coach and ment or them usi ng 

the tools he gained at Southwestern Bell . 

When former employees who left Lucent 

Technologies were asked to give advice to someone who 

may be fearful o f leavi ng the company , they offered 

these comments : 

"Explore sel f-employme nt wi th the Small Business 
Association . Communicate with others that have 
been in your situation and survived . " 

" Be prepared . Manage your own fate by making 
sure you have marketable skills . Utilize all 
resources t hat the company provides to i mprove 
your chances bot h within t he company and 
outside . Don' t be compl acent . It doesn ' t hurt 
to apply a nd interview for jobs , even if you 
real ly don ' t want t hem. This he lps you develop 
your i nterviewing skills and keeps your resume 
updated . " 

"Don ' t be a fraid . The te l ecommunicati ons 
industry is growing . " 
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RESOURCES : 

Bolles , Ri char d Nelson . What Color is Your Para chute? 

A Practica l Manual f or Job-Hunters & Career ­

Changers . Berkley : Ten Speed, 1998 . 

Burton , Mary Lindley , & Ric hard A. Wedemeyer . 

I n Transi t i on . New York : HarperBusiness , 1991 . 

Mattson, Ralph, and Arthur Miller . finding a Job You 

Can Love. Nas hvi lle : Thomas Nel son, 1982 . 

Sher , Barbara . I Could Do Anything . If Only I Knew 

What I t Was . New York : Del a corte , 1994 . 
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Price goes hand in hand wi t h the previous section 

regar ding I dentification of Product Features. The first 

section is designed t o help identify skills and motivational 

patterns. This section will assist in further laying out 

motives and priorities to create a mission statement which 

helps keep the focus of the employee . 

MOTIVES 

Motives have to do with emotions experienced about 

something or someone, that move indivi duals to act , or react 

in certai n ways . Motives explain why we do what we do. 

Motives may indi cate whether or not satisfaction i s 

experienced with t he job or career. 

The pr ocess of i dentifying product features shows 

mo tivational patterns that oft e n appear throughout life . 

Additional categories are found in Melvin Murphy ' s book, 

Desire : The Emot i onal Appetite f or Success : 

PRIORITIES 

Sex 
Honor 
Passion 
Freedom 
Ingenuity 
Trepidation 
Economic growt h 
Self- preservat i on 
Sense of contribution 
Prominence and power 
Fury and retalia t ion 

Priorities are the t hings p l aced first in an individual's 

life according t o their importance . According to Bur ton & 

Wedemeyer, authors of the book In Transition, each priority 

has its own price . There are some that i ndividuals are 

willing to compromise which are referred to as tradeoffs . 
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For example a specific geographic l ocat.i.on may be a 

p'rior i ty . Although, under certain circumstances it may b e 

traded for a grea te r pri or ity such as a promotion or an 

opportunity f or greater exposure and better mar kets for the 

indi vidual ' s product . 

Burton & Wedemeyer ' s priority l i st fol l ow: 

Co- workers 
Cont rib ut ion to soci ety 
Curr ent income 
Equity ownership 
Family 
friends 
Future i ncome 
Geographic location 
Health 
I nflue nce and power 
I nt r insic nature of the work 
Leisure time 
Persona l growth 
Prestige and status 
Professional growth 
security 
Spouse or s igni ficant other 
Workpl ace e nvironment 

MISSION STATEMENT 

Most people have an unspoken creed or standard that 

Lhey l i ve by . Usually t hey t ake it tor granted and don' t 

bring i t down to their i ndivi dual accountabi lit y . By hav i ng 

a mission statement employees can make a declaration of 

t hemse lves a s t o who t hey are and what t hey want to 

accornpl Lsh wi th their careers and life . 

The mission statement i s driven by t he emp l oyee ' s 

motives and priori t ies . I t gives direction to t he i r career 

management . It lets others know wha t they can expect from 

the Product . The mission statement indicates the val ue or 
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price employees place on their creativity, character and 

commitment to themselves . 

The mission s t atement is a measuring rod Lo be used 

when assessi ng t he varjous market places to sell in . Some 

markets may not yield e nough profit Lo meet the employee ' s 

pr i orities such as income, family needs , workplace 

e nvironment or health . With this information included in 

t he ir missi on statement the ent repreneurlally-minded 

employee will strategically, and continually, assess markets 

t hey prefer to do business in t o determine the profit margin 

they e xpect co receive when actual value of Lhe markets are 

placed along side of t heir skills and priorities . 

The authors of the book, Firs t Things FirsL, say that 

the most meaningful mission statements are "empowering " and 

include the following types of foundations : 

1. Represents the deepest and best within you. It comes 
out of a solid connection wi th your deep inner life . 

2. Is the fulfillment of your own unique gifts . IL ' s the 
e xpression o f your unique capacit y Lo contribute . 

3. ls transcendent . It ' s based on principles o f 
contribution and purpose higher than self . 

4 . Addresses and integr ates all four f undamental human 
needs and capacities . ll includes fulfillment in 
physical , social, mental , and spiritual dimensions . 

5. Ts based on principles that produce quality-of-life 
results . 

6. Deals with both vision and principle-based values . 
Tc ' s not e nough to have values without visions - you 
want to be good but you wan t to be good Eor something . 
On the other hand, vision wi thout values can crea t e a 
Hitler . An empowering mission statement deals with 
both character and competence ; what you want to be a nd 
what you wan t to do i n your life . 

7. Deals wilh all the significant roles in your lLfe . It 
represents a lifetime balance of personal , family , 
work, community - wha tever roles you feel a r e yours to 
[111 . 

8. communicates to you and inspires you on the most 
essentia l level . 
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For any price paid jn terms of moving forward , 

maintaining or leaving one career for another, all of the 

managers agree that it is imporlant for individuals to seL 

the price for themselves . One manager created her mission 

statement called ' The Stand .' She says , "The Stand ls a 

matrix I have for myself - it reminds me o! what I stand fo r 

and that 1 will not compromise my values and beliefs for 

anyLhing ." 

To assist in creating a mission statemenl a thorough 

step-by-step process can be found in the appendix of the 

book, First Things Flrst . 
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RESOURCES: 

Burton, Mary Lindl ey, & Richard A. Wedemeyer . In 

Transition . New York : HarperBusiness , 1991 . 

PRICE 

Covey, Stephen R., A. Roger Merrill and Rebecca R. Merrill . 

First Thi ngs First. New York : Si mon & Schuster , 1994. 

Covey, Stephen R. The 7 Habits of Highly Effective People . 

Powerful Lessons in Personal Change . New York : Simon & 

Schuster, 1989 . 

Jones, La uri Bet h. The Path , Creating Your Mission Statement 

for Work a nd for Life . New York : Hyperior, 1995 . 

Murphy, Melvin . Desire : The Emotiona l Appetite For Success . 

Kerney, NE: Morris , 1995. 

Tr ent , John , PH. D. LifeMapping . Colorado Springs : Focus On 

The Family, 1994 . 
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l?romotion is the communi cation process used to i nform, 

persuade and remind c urrent and potential c ustomers abou t 

the Product . 

Entrepreneurial l y- minded employees are those who 

p r oactjvely seek r esources and opportun ities that wi ll 

enhance and l aunch self - management of their careers . •rhi s 

is t r ue even if resources are not provided by their current 

employers . 

MANAGING PERFORMANCE 

More and more corpor at i ons are moving t oward pay- for­

performance goa l s . Employees must be able to provi de 

evidence of t hei r val ue to t he corpor ation or uni t. They 

must show year over year measurable results i n performance . 

Employees who j ust ' meet expectat i ons ' are at r i sk. 

Therefore it is criti cal that employees are managing thei r 

performance cont inually . 

In order to measure performance e ffectively empl oyees 

need t o know that t hey have the righL data to measure 

aga i nst . During t he 1997 Na tional Performance Development 

Conference for The Al l i ance of Black Lucen t Employees , Rudy 

Fr ank, Vice Pr esident of Applications Software, advised 

empl oyees t hat one of the keys to success is to find ways t o 

build be t ter rel ationships . In doing th i s , says Frank, "you 

get be t ter data" and when you have better data , "you know 

bett er t he objectives and metrics ." 'l'his in turn provi des 

"better r ewards . " The key is knowing how to t ie it all 

together . This is c ritical f or Lucent employees becaus e 

t heir pay is increasingly poi nting coward pay for 

performance . 
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In 1997 , Lucent Technologies, introduced a performance 

deve l opment plan to all management employees called the 

Global Performan~e Platform (GPP) . The purpose of Lhe GPP 

is to provide " a comprehensive approach to performance that 

will help individuals and teams manage change and meet the 

great c hallenges and opportunities of the global economy, 

now and through the year 2000 . Specifically, the GPP will 

assist in setting objecti ves , documen ting performance and 

Lying performance to compensation ." 

Empl oyees who choos e to conLinue sell i ng Lheir product 

at LucenL Technologies can use the GPP as a tool Lhat will 

enable them to manage thei r performance while focus ing on 

specific areas that are vital in contributing to the success 

of the organizalion/company. When used effectively t his 

Lool will help LucenL employees identify the expected 

results of the company , t he organizalion and their specific 

tasks . Which in Lurn will provide bigger and better bonuses 

for them as they experience success in producing meas urabl e 

results . 

ADVERTISING 

The resume is Lhe sal es l i terature and a form of 

advertisement . It is the document given to prospective 

buyers lett i ng them know oi Lhe benefits t hey will r eceive 

when making a purchasing decis i on in f avor of the employee ' s 

product . It is a list of accomplishments and achievements . 

Tips to remember in preparing the advertisement : 

• Make it brief . on~ to Lwo pages maximum . 

• Use wide marJins to allow plenty of space and avoid 
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loo king crowded . 

• Al wa ys accompany w.i.th a cover letter that offers a 

glimpse of the benefits in line with wha t the prospect 

ls requesting . 

• State an object ive . It gives direct i on. 

• Slate fac ts regarding achievements and accomplishments . 

• Quantify as muc h as possible . 

• Ose descriptive l anguage . 

Remember, It ' s not the resume that gets the desired j ob . 

The process of preparing a resume is beneficial in itself . 

It helps give direction and makes t he e mpl oyee commit it t o 

paper . 

One manager says : 

"The resume plays a mor e important part when peopl e 
don ' t know you . . . it may be your one shot a t presenting 
yourself ." 

PERSONAL SELLING 

Everyone is a salesperson . If employees are not selling 

t heir:- Product successfully t hey can expect to go out of 

business . Employees need to recognize the s i gns tha t 

indicate t hat they are probably not sel ling successfully : 

1 . They are unhappy wit h their job . 

2 . Their cu.rrent performance review was noL as good 

as the previous . 

3 . Their pay increase was less than in the previ ous year . 

4. Everyone around them has moved on to better positions . 

5. They are no longer included on calls or meetings 

pertinent to their jobs . 
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If employees find the above signs familiar , they need to go 

back and rethink and redesign their marketing plan . 

When employees are hired by companies or into 

different positions managers are making purchasing 

decisions . In order to keep reminding these managers that 

they made ' the right choice ', the employees must conlinually 

sell . 

The interview is a place for selling . Here are some 

tips : 

• Know someLhing about the manager/business/deparLment . 

• Know the competitors of the business . 

• Be aware of other competitors i nterviewing for the same 

position . 

• Know the goals and mission of the business . 

• Determine the specific needs of the 

manager/business/department . 

• E:ffectively communicate a nd demonstrate how you can help 

them meet their need . 

• Be prepared lo ask questions about the business . 

• Anticipate questions that may be asked and practice 

answers without coming off phony or rehearsed . 

• Don ' L be intimidated by silence . If you need time to 

think before you answer , do so . 

• Answer the question and stop. Don ' t ramble . 

• Bring closure to the interview if Lhe interviewer does 

noL . 

• Ask for the steps that wil l Lake place in order for the 

interviewer to make a hiring decision . 
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• Fol low- up with a thank-you letter within 24-48 hours . 

(Remind them why t he y should make a deci sion in your 

favor . ) 

• Follow-up i n one week if no definite t ime given. 

If after reading this guide you ' re not sure what to do 

before going on an interview, ask f or he l p from someone who 

does or discuss t he above suggestions with Lhem . 

Common mistakes interviewees make , says a c-etired 

Lucent manager , is that "they come unprepared, exaggerate 

thei r abilit ies a nd c redentials , and bel ieve that the 

interviewer has a l l the power." He says that often 

interviewees "don ' t ask enough questions or show enough 

curiosity about the job . Believe that you have va l ue , show 

confidence , conviction and s trength in who you are. " 

Accomplishments are another f orm of personal selling . 

Often they are submitLed in written form a nd used in 

preparation of an appraisal and preparing a c-esume . 

Employees should expect t o be called upon at any t ime to 

give a face- to- face account of what they ' r e working on and 

the result s t hey have achieved . Tips in gat hering a nd 

prepari ng accomplishmen t s : 

• Keep an on-going accompl ishment file . 

• Include documentation on every training session or 

conference attended . 

• Write a brief paragraph on what it was about and what 

was learned . 
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• Include month l y, quarterly and yearly metric results . 

This is helpful because is indicates improvement from one 

period to the next , and/or specific areas where 

development is needed . 

• Inc J ude docume nla lion oi a negative situat ion that wa s 

t ur ned inco a positive one . Scote the challenge, the 

results , and t he skills used. 

Employees s hould not expect managers to remember t he 

accomplishments they have made . They must actively remind 

Lheir managers of t he value they bring to t he team and the 

company . They must cont inually assess what they ' re doing 

and seek ways Lo dolt betLer . 

An employees discussion with their manager regarding 

accomplishments should never be a surprise . The less time t he 

employee Lakes to document Lheir own per formance the greater 

chance they ha ve for unexpected surpcises . 

TIP : If you ' ve been with a company for a few years you 

have likely been through Lraining in some of t he areas 

spoken about in t his section . You may have training manuals 

or company magazines in your desk, i n a box or at home . 

These materials may have valuable information on r esume 

wr iting , interviewing and wr i ting accomplishments . PuL this 

material in one place . Take a Saturday, put on your 

favorite music, and take out the best information from each 

manual. Combine the i nformation and make one manual to use 

as a reference . Keep it near your accompl i shment f ile . Use 

it as a t ool and r eminder of your company or industry 
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expectations in these area s . 

SALES PROMOTIONS 

• Attend job fairs and leave a resume t o test 

marketability, even if actually not inlerested in leaving 

current posilion . 

• Go on informational interviews . This Lype o f interview 

is t wo-fold . Besides providing a n opportunity to gi ve 

someone a gli mpse of the employee ' s producL , it Ls a 

learning tool to gather information about specific 

careers , organizations or people . Bring a res ume but 

don ' t offer it unless a sked . (These types of inter views 

may be less formal but not less important) . 

PUBLIC RELATIONS & PUBLICITY 

Public Relations and Publicity encompass networking and 

volunteerism. Tt i s important for employees to know how to 

gain, as well as retain, customers who are interested in 

their Produce and who can speak aboul their product 

favorably . 

Networking is possibly Lhe most impor tant part of a 

Public Relations campaign . Tt i s mor e t ha n attendi ng an 

afterwork affair and passing out business cards . It ' s about 

relationships . It ' s also about uncovering the hi dden job 

market : the ones thal never get advertised . Some rules of 

networking offered by managers are : 
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• Learn to give without always gelting . 

• Don ' l limit network to only those who have the abilily to 

give help . 

• Don ' t build network based on posiLlon or tltle . 

• Share helpful information with others in network . 

• Don ' t use people in a nelwork as a reference withoul 

getting their permission . 

• Don ' t abuse relationships . 

• Maintaining a network is work. 

In supporl of her network, a LucenL Technologi es 

manager Look a position which meant driving 65 miles each 

way, every day . Although this was not guile the dream 

position, it was a SLrategic move in her career management . 

It was slrategic because she was able to use her skills and 

abililies to grow as wel l as be supportive of her menlor . 

Her mentor in turn supported her with her next career move . 

A former Lucen L employee who now has a business in 

which he speaks to corporations and organizations regarding 

chan ge ln the workplace knows a l oL aboul rel ations hips . He 

says one of his first speaking engagements came through his 

relationship with an individual wh o was a secretary . When 

her boss was looking tor someone to speak at their 

conference, she suggested this former manager . He got lhe 

job . He valued his relationship wi th her as well as her 

posit i on whi c h led to her rememberjng him at jusL the right 

Lime . 

Volunteerism is a nother way of broadening nelworks 

and gaining publicity ror an employee ' s Produce . Publicity 



SECTJON 3: PROMOTION 84 

is not the reason £or volunteering but it can be a nice by­

product . Volunteeri sm shows willingness t o give of time and 

effort to support other indi vidual s , organizations or 

groups . 

Areas in which to volunteer time and talent are the 

same as those mentioned ln the firsl session t hat also help 

gain additi onal skills , i . e , QITs , community organizati ons . 

Remember , ever y now and then it is goo d to share your 

knowledge , expertise, physical abi lity or money for a wor thy 

cause t hat support s your mission statement and values 

whet her or not anybody i s looking! 
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Place is the envir onment i n whi ch employees decide to 

market t heir product . This may mean staying wit hin 

corpor ate America or leaving to run t heir own bus i nesses . 

Choices a r e not limited t o wha t is presented in this quide . 

ENTREPRENEURS 

Entrepreneurs are peopl e who decide to go into 

business for themselves . They t ake on t he r isk as well as 

rewards t ha t come with doing business in the marketplace . 

Entrepreneurshi p i s not for everybody . It may be an 

extremely difficult r oad for employees used to the r esources 

and support provi ded i n a corporate environmen t . 

However , as compani es continue to downsize , 

restruct ure and merge , mor e and more employees will l eave 

corpor at i ons to begin various entrepreneurial endeavors . 

Colleges and universities are increasing their 

ent repreneurial related business courses to meet this 

demand. The demand comes from employees as well a s their 

off- spring who want nothing to do with the corpor a t e l ife 

t heir parents have e xperienced . 

Often empl oyees consider entrepreneurship because they 

want t o determine their own working hours . While i t is t r ue 

they can determine t hei r own hours , there is rarel y a 

successful entreprene ur who puts in less hours t han he did 

in his corporate job . 

According to Gilbert G. Zoglin, author o f From 

Executive t o Entrepreneur, employees who have the potential 

to become successful entrepreneurs have certain 

characteristics and s imilar views regarding the corporat e 

environment : 

86 



SECTION 4: PLACE 

• They have 5- 20 years consecutive years in a corpor ale 

environment which al l ows them Lo have picked up valuable 

experiences and s kills as well as time to build savings . 

• Real ize job security does not exist in corporate 

environment . 

• Are impa tient when i t comes t o wai t i ng on e xecutive 

decisions that are too slow in coming . 

• Would actua l ly feel s omewha t rel i eved a nd perhaps a 

little apprehensive, if was downsized or fired . 

• Although able to work in teams , needs and desires 

individual recogniLion for a job well done . 

• Do not define themselves b y t heir job . 

• Once leaving the corporate environment would not readily 

consider coming back if opporLunity arose . * 

• Frequently disagrees wiLh managemen t decisions . 

• Is able to work wcJl alone and doesn ' L feel alienaled by 

the lack of daily interacLLons with olhers . 

• If Lheir Lairy god-CEO granted their greatest corpora t e 

wish, alt hough Lempt ed , would still choose 

enLrepreneurship . 

•An AT&T manager too k advan t age of a n early retirement whe n 

asked to relocaLe to a place he had no inlention of going . 

This ma nager found t he dr eam j ob as a consultanL with a 

small communications company . Re was given responsibilities 

t hat enabled him to use s ki l ls acquired in his career with 

AT&T . For several years he was paid a handsome sal ary and 

was senl on inlernalional business trips Lhat helped Lo 

expand his knowledge and 
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expertise in many a r eas . However , i n the back of his mi nd 

he felt t his j ob could not l ast and missed the securi t y o f 

AT&T. As soon as the opportunity arose to come back to the 

company, even a t a grade lower than when he left , he took 

it . He was promoted quickl y once he returned . Although 

t his manager had success i n his entrepreneurial role as 

consul t a nt , and again as corporate empl oyee, he was not 

quite a n entrepreneur at heart . 

Othe r successful corporate managers have gone on Lo 

entrepreneurship and f a iled . They expected t o carry t heir 

influe nce and power from the corporate environment i nto t he 

entreprene urlal environment . However , oftent imes t hei r 

i nf l uence and power came with t heir position and not from 

thei r abili t y and they fai l ed to r ecognize the difference . 

Entrepreneurs have a discipline which causes them to 

make decisions every day and take on the risks that wil l 

enable them to reach their goal s . They can ' t rely on 

accumulated sick days or earned vacation days t o carry t hem 

through . They are often driven by the desire to be t heir 

own boss a nd t o remove any l i mits to their potential 

earnings . 

INTRAPRENEURS 

An intraprenuer, according to Gifford Pinchot , Ill , 

author of the book I nt r apreneuri ng , is a n employee who acts 

like an entrepr eneur within a corpor a t e envir onmen t . They 

are internal entrepreneurs . It is a mind- se t , followed by 

specific actions . These acLions demonstrate creative and 

innovative behaviors . They are not satisfied wilh t he 

s ta tus quo and other noLms . They look for new and faster 
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ways of doing business that resulL in 360Q outcomes for 

customer s , suppliers, and t eam members . Accor di ng to Rosa 

BeLh Kanter , a uLhor of The Change Masters , intreprenuers 

need 3 basic s kills : 

• Power skills -persuading others to invest information, 

support and resources in new initiatives . 

• The ability to manage t be problems associated wiLh the 

greater use of teams and employee participaLion . 

• The understanding of how change is designed and 

constructed in an organization . 

An Intr epreneur looks like Lhe global manager 

described by Stephen H. Rhinesmit h , in his book A managers 

guide to Globalization . The global ma nager, l ike t he 

intrepreneur, has certain mindsets , characteristics and 

competencies : 

FlGURE 2 - 1 

Comparison o f DomesLic a nd GlobaJ Mi ndsets 

Domestic Mindset 

Functional expertise 

Prioritization 

Structure 

Individual responsibility 

No surprises 

Trained against surprises 

Global Mindset 

Bigger, broader picture 

Balance of ~ontradict ions 

Process 

Teamwork and diversity 

Changes as opportunity 

Openness to surprises 
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figure 2- 2 

Global Mi ndsets and Personal Characteri stics 

Global Mindset 

Broad 

Ba l a nce 

Process 

Diversi ty 

Change 

Open 

E'igure 2-3 

Personal Characteristi c 

Knowledge 

Conceptualization 

Flexibility 

Sensi t ivity 

Judgment 

Reflection 

Gl obal Management Competenci es and Characteristics 

Characteristic Competence 

Knowledge Managing competi tion 

Conceptualization Managing complexity 

Flexibility Managing Adaptability 

Sensi t i vity Managing t eams 

Judgment Managing uncertainty 

Reflection Managing learning 

PLACE 

Many corporations encourage and support this type of 

mindset . Companies who va l ue innova tion recognize 

entrepreneur ial abilit ies in their employees . Those with a 

hi gh degree of entrepreneuria l expertise may be asked t o 

l ead t he company inco new markets and e ndeavors . They would 
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t:'ather s upport these employees rather than see them work for 

the competition . 

On a smaller endeavor but not l ess important or 

i mpacti ng, Lucent Technologies offers ent repreneurial 

opportunities t o its employees through a program called 

Quest for the Best . This program a llows employees to bring 

their innovative ideas to the Labl e and offer ways to do 

business better in a variety of areas and save money for the 

corporation . Subrnit~aJ.s must be we l l documented a nd use a 

specific formula for determinlng savi ngs . Although a 

monetary reward i s offered to employees when their submittal 

i s accep ted , it is not the r eward that moU vates the 

employees who participate . The positi ve action by 

individual s who choose to work on a project such as the 

Quest f or the Best program is an entrepreneurial motivated 

activity. 

Pinchot offers the f ollowing Ten Commandments : 

The Intrapreneurer's Ten Commandments 
1. Come to work each day wil l ing to be fired . 
2 . Circumvent any orders aimed a I: stopping your 

dream . 
3 . Do any job needed to make your project work 

regardless of your j ob descri ption . 
4 . find people to he lp you . 
5 . follow your i ntuition about the people you 

c hoose, and work only with t he best . 
6 . Work underground as long as you can - publicity 

triggers the corporate immune mecha nism . 
7 . Never bet on a r ace unless you are running in it . 
8 . Remember it is easier to ask for forgiveness t han 

f or permission . 
9 . Be true to your goals , but be realjstic about t he 

ways to achieve them . 
10 . Honor your sponsors 

Si nce most employees are parl of a larger team some o f 

these commandme nts may prove to be unacceplable nor are they 
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requirements for intrapreneurs . An employees corpora te 

cultur e , along with their own personal convict i ons and 

commitments wi l l delermi ne which commandments t o hol d fast 

and which to ' break .' 

POSITIONAL & GEOGRAPHICAL LOCATION 

Positional and Geographical locati on in many c ases , go 

ha nd in hand . Sometimes in order t o move up the corporate 

ladde r employees must be willing Lo relocate to another 

l ocation . An employee ' s priori ties wil l determine whether 

or not t his is feas ible . This a r ea will bring t he employee 

back t o the price t he y are will ing to pay and receive in 

order t o move t he ir c areer in a speci fic direc tion . 

One manager from AT&T knew she wan ted to furt her her 

career with the corporation . She relocated to company 

headquarters .in New Jersey where t here was a better c hance 

for promot ion. Within six years she r eceived s everal 

promotions . After receiving the las t promot i on , she felt 

more s ecure in r elocating back to Denver on a lateral move . 

She is currently in the proces s of developi ng her product 

further by building her technical skills which wil l a llow 

her to b e a more viabl e manager with AT &T as wel l as the 

outside market i n t he Denver area . 

During the first 20 years of his career, another AT&T 

manager was not so concerned with geographical location as 

he was wi th posi tional location . His goal was to reach a 

certain level of management by a cert ain t ime , which he was 

successful at achieving . Throughout hls career be r elocated 

sever al times in order to obLain the exper i ences and 

promot ions he desired . Now, duri ng his f i nal phase , he is 
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mor e interested in the geographic location for his 

retirement than the position he ho l ds . Because of t his , he 

would be willing to take what he calls a " career 

realignment" (rather than downgrade) that would minimally 

affect his benefits in order to reach the geographic 

location he desires to be in when he retires . 

He believes t hat career management doesn ' t always mean 

a promotion . With the elimination of layers of management 

employees can expect to make more lat eral moves than 

promotional moves . Sometimes a career realignment ma y also 

be a necessary step in situations involving career 

management t hat all ow a n employee to receive additional 

experience and skills . According to one manager , "Tf you 

initia te it (car eer- realignment) you may be more respected 

as someone who i s serious about his career . However, by 

doing so, you should be abl e to quic kly demonstr ate your 

skills and ab ili.tLes . " 

For many of these n~nagers , part of the price t hat 

they pay in terms of career management has been to r elocate 

or not , t o a new geographical area . Although rel ocating for 

managers o ften includes a promotion and new opportunities , 

i t often means moving a way from f ami ly, s upport groups and 

famil i arity . This decision should a lways be made using the 

individuals mission statement as a guide 

93 



SECTION 4: PLACE 

RESOURCES: 

Boyelte, Joseph H. and Henry P . Conn . Workplace 2000 . 

New York : Penguin , 1 991 . 

Kanter, Rosabeth Moss . The Change Masters: J nnovation & 

Entrepreneurship In The American Cor poration . New 

York : Simon & Schuster , 1983 . 

Pinchot , Gifford, III . Intrapreneuring . New York : Harper & 

Row , 1985 . 

Rhinesmith , Stephen H. A Manager' s Guide To Globalization : 

Six Keys To Succes s In A Changing World . Alexandria: 

ASTD, 1993 . 

zoghlin , Gilbert G. r ~om Executive Lo Entrepreneur : Making 

Lhe Transition . Ne w Yor k : AMACOM, 1991 . 

94 



SECTION 4: PLACE 

I hope you were able to get some ideas on managing 

yo ur career as an e ntreprene urially-minded employee Erom the 

inf orma tion p r ovided in this guide . Remember t his is only 

to assjst you in getting started . You can use t he r esource 

materi al t o do f urther r esearch which will lead you to more 

material . 

Initially it may seem difficult and l ike a long 

process . However , it will be a good i nvestment of your time 

and ener gy . 

If you s t art getting bored with your research , or i t 

i f seems too hard , i t may mean you are focusing in tbe wrong 

direction or career, or you may have a psychological block 

againsl success . Spend a littl e more time taking a closer 

look at your product to determine which markets it i s bes t 

s uited for . I wish you much success with your marketing 

pl an . 
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Summary 

Chapter V 

DISCUSSION 

The purpose for creating The Entrepreneurially-minded 

Empl oyee ' s Guide to Career Management is to assist e mployees 

who have been t hrough t h e ups and downs of corpora te life 

take control of their careers . Mos t Americans , specifically 

t hose in Corporate America , have either been personally 

a ffected by a downsizing or know someone who has. Almost 

e v ery manager in the telecommunications industry who has 

been wi t h the company for a minimum o f fi ve years has s een 

t heir company go through a downs i zing. Some consider 

t hemselves to be victims or survivors of these events . 

Having been in a major communicati ons comp any for 19 

years I have gone through divestiture, several downsi z i ngs , 

being placed at-risk, and being i n a spin-off wi th several 

promot i ons as wel l as lateral and geographical moves in 

between . 

After one such announcement at Lucent Technologies, 

(AT&T Network Systems at the t ime ) , I watched as co- workers 

expressed their feelings of victimization pri or to being 

t o ld they were per sonally in jeopa r d y of los i ng their jobs . 

Being a witness to the vast changes taking place in the 

telecommunications i ndustry as well as the aggressiveness of 

the competi tion I couldn't help but wonder why so many were 

caught off- guard by the announcement . More disturbing than 
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that was the anger and helplessness that was expressed by so 

many fellow co- workers. 

During this time I asked myself the following 

question: With the reality of downsizings and 

restructuring taking place i n the telecommunications 

industry, as well as the rest of Corporate America, how do 

employees best prepare themselves to make it through these 

temporary storms without feeling such an e normous sense of 

confusion and loss? 

Then, upon looking at the situation from a business 

perspective , I asked another question: What do businesses 

do when they're faced with losing market share and changes 

in technology? One answer is to check the product and 

reassess the marketing strategy. If this is true for 

businesses , why can't it also be true for i ndividuals? I 

realized that most individuals are missing a marketing 

strategy which makes them become vulnerable to the fast pace 

of change. 

Through this came the concept of what it would look 

like if individuals began looking at themselves as their own 

business, as an entrepreneur . As an entrepreneur , the 

individual would look at how they could incor porate product, 

price, promotion and place, into their own personal 

marketing plan , and t herefore become the owners of their 

career management . 
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The first step was to find out what empl oyees had 

learned from pas t downs i zings they had gone through . Also, 

to see how they were us i ng t hat knowledge t oward career 

management i n their current environments . 

The second step was to interview managers in 

leadership positions to see how they view career management 

for themselves as well as for those they manage . from this 

information, and well documented data on career management I 

began to create a guide that would assist managers on 

focusing and staying on trac k o f their career management. 

All of the manage rs who answered a survey to determine 

their prepar e dness for career-management are now or were 

once empl oyed in the telecommunications industry by o ne o f 

the following companies : AT&T, Lucent Technologies or 

Southwestern Bell . They have a minimum of 10 years in t he 

industry to a maximum o f 30 . Their education ranges from 

high school graduates to MBAs, as well as some graduates of 

executive level programs . 

A survey was developed f or three groups of people 

(Appendix A) . The first group were people currently 

empl oyed by a corporation that had gone through a 

downsizing. The second group was people who had retired or 

accepted a voluntary separation package from the company . 

The third group was directed toward managers who manage or 

have managed people while their company experienced a 

downsizing event . 



The survey was posted on the internet under a career 

management bulletin board . There were n o responde nts to 

thi s survey . 
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The same survey was distri buted to 54 of the 100 

management employees i n a customer service organization i n 

Chesterfield , Missouri . Out of the 54 distributed, 41 we re 

returned . The survey incl uded ten questio ns and with 

additional for comments. 

Results of Questio nnai re #1 

All of the managers surveyed were survivors of a 

downsizing at some time during their careers , with the most 

recent being in 1997 , and the majority having gone through 

one in 1995. The questions asked were designed to find out 

their readiness for being p repared to manage their own 

careers: 

• Seventy-percent of respondents believe a downsizing could 

occur within the next 3 mont hs to a year at their 

company. 

• Ten of the respondents either currently have or are 

working on starting a sec ond career . Nine of the ten are 

looking in totally different areas for their second 

career and see i t as part of a fulfillment of a dream . 

• Twenty-five don't feel comfortable selling their skills 

and talents . 

• Two - thirds o f the responden ts feel t hat they are not 

using thei r skill s to the best o f their ability. 



• Six respondents know at least 5 people who were in a 

position to hire t hem or recommend them for a job . 
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• Fifty- percent know at least one person who could hire or 

recommend them for a job . 

• All of those who knew at least one person who could hire 

them had been in touch with that person within the last 

three months. 

• Over half of the respondents are involved in 

organizations or clubs outside of work and come i nto 

contact with people who are in positions to hire or 

recommend others f o r jobs . 

• Ninety percent of the respondents have updated resumes . 

Seventy percent of them are pleased with how the resume 

captures their capabilities at a glance . 

Results of Questionnaire #2 

Five individuals answered a separate survey that was 

directed at individual s who had left AT&T/Lucent 

Technologies voluntarily due to downsizing . Three of the 

individuals now work as temporary employees for the same 

company , one is teaching , and one remains in retirement. 

The main skill that most of t hese respondents wi shed 

they had picked up or learned more about were computer 

skills dealing with various software programs that are 

widely used throughout the business and academic 

environments. 
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With t he excepti on of one r espondent , all mostl y miss 

t he people at their former companies , and l e ast miss the 

daily politics . All say that what t hey are doing now is 

part of their plan . 

When asked to g ive advice to those who may be thinking 

of taking advantage of a downsizing, as wel l as those who 

might be fearful of a downsizing, a ll the respondents agreed 

that the number one item is to have personal finances in 

order . They say that unless a financial plan for 

independence was previously arranged the monies provided as 

part of a downsizing or retirement package wil l more than 

likely not be enough to live off comfortably. 

On line sources on the internet provideo several 

venues for individuals t o voice their opinions regarding 

thei r experiences in Corporate America on downsizing and 

career management. Eighteen pos tings were pulled down that 

cover ed a five day peri od during December , 1997. The 

postings sampl ed were those that identified respondents as 

an entrepreneur, manager or prof essional person. Of the 

eighteen postings studied, two had not actually gone through 

a downsizing , and one did not state whether h e had or had 

not . 

Of the three , one was an entrepreneur who had 

witnessed his father's 30 year l oyalty come to naught when 

he was laid off. He identified h i mself as an "Advocat e For 

The Self-Employed and Small Businesses of America ." He 
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urged individuals to become aware of their surroundings and 

recognize the varied opportunities in the marketplace to 

start entrepreneurial endeavors . He emphasized t he 

importance of visualizing the future and setting goals 

without being encumbered with the details of how to obtain 

the resources to actually make it happen. 

The second of the three was a defender of the 

corporations that downsize . This author described 

downsizi ng as a purely business decision and nothing 

personal against specific individuals . This author accuses 

Americans of being basi cally lazy and of having lost the 

pioneering spirit that this country was founded upon. 

The third individual identified himself as a well 

educated CPA, with impressive accomplishments who had just 

barely missed a possible layoff due to a failed merger. 

This individual felt a wake-up call had been received. The 

individual related that employers are only "rentingn 

employees. He encourages employees to keep skills sharp , 

learn new software packages, keep up with accomplishments, 

keep resume updated, notice changing trends in the business 

and industry, never get comfortable and to always be ready 

to move . 

Although many of the remaining 15 postings expressed 

anger at being downsized, much of the anger was directed at 

themselves for not facing the realities of their workplaces 
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and for giving their companies too much c ontrol over their 

lives . Below are some of t he i r comme nts: 

" If t here was a real t arget for hostility, it 
was toward o urselves. We all knew t hat the e nd 
was near , but we lived in a state of de nial. " 

"I was totally shocked when I was called into 
human res ources, even though whole departments 
were downsized in the l ast 6 months . " 

" I was a fool because I i nvested way too much 
o f myself in a company t ha t d i dn ' t appreciate my 
talents ." 

"I fe lt a l ittle betrayed by thi s company t hat 
I put my heart and s oul into and that I l oved." 

" I used to think my life was this company . " 

Five of the i ndividual s mentioned working f or 

tempora ry agencies . Many found this a positive experience 

in t h e area of gaining n ew skills , meeting new people, and 

h a ving more flexib i lity . The negative aspects were t he pay 

and l ack o f benefits. 

Some o f the indi viduals admitted that they never 

really liked their old job. They were frust rated bec ause o f 

t h e l ong hours they continua lly worked and the constant 

feelings of not being appreciated . Addit i onally , there was 

mention of companies havi ng no l oyalty to employees and 

having to put up with "years of abuse ." 

Fou r of t h e f ifteen d ownsized employees ment i oned that 

they t h o ught they were being denied new job opportunities 

due to age o r race . 
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Most of the individuals who had gone t hrough being 

downsized had positive outlooks on the ir futures. Many saw 

it as an opportunity to take b ack their lives and were 

excited about the i r future , h owever unce rtain it may appear . 

Two of t hem mentioned success in new posi tions . One as an 

entrepreneur who now has "peace of mind", and another who 

used the time between jobs to spend more time with family 

before taking another job where they event ually moved into a 

position a s v ice- pres i dent , (better than the previous 

position) . 

INTERVIEWS 

The third area of study was ta ken from personal 

interviews with eleven managers (See Works Ci ted) All o f 

them at sometime i n their careers have had the 

responsibi l ity to hire and fire , and have managed from a f ew 

individuals up t o several hundred . Their e xpertise l ie in 

the fields of engineering , sales , marketing , finance and 

administration, all i n the telecommunicati ons i ndustry . 

Three of the managers have retired from this industry 

and have successful businesses in consumer products , 

consulting and motivati ona l s peaking . One of t h e managers 

took an early reti rement package, worked as a consul tan t , 

and was e ventually reh ire d by the s ame company a few years 

l ater . 
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Seven of the inter views were conducted face to face . 

Two interviews were conducted by te l ephone , and two answered 

questions sent to t hem through electronic ma i l. 

Basically , all of the managers answered questions 

surrounding their own success at career management; bow they 

viewed the career management of t he i r subordinates ; whi l e 

keeping in mind the areas of product, price , promotion and 

p l ace. 

All of the managers agreed t hat indi viduals must be 

responsible for managing their o wn career. Each of the 

managers give credit to varyi ng factors that contribute to 

t heir s uccess . One that each of them share is the ability 

to set realistic goals for themselves . 

Limita t ions 

I n doing the research for thi s paper I realized that 

career management i s a big task . It is diff icul t to create 

a document that is compact so t h e reader is not overwhelmed . 

The size of the guide i s larger than anticipated b u t would 

have been incompl ete if shortened . 

My expectation was t o produce a document that would be 

easily accessible to the employee and easi ly read . By 

e asily accessible I mean that it would be small enough to 

fit in a brief case or l ap drawer where it would not get in 

the way of other i mportant papers . It would be something 
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that would eventually get dog-eared due to its consta nt use 

as a gui de and referral. 

The skills section was the most difficult and the 

section where I received the most critici sm from my 

evaluators . (See responses to Evaluator ' s Questionnaire in 

Appendix B) . It is difficult for individuals t o recognize 

a nd name their "hard skillsu, as one evaluator called them. 

Originally I left this section vague because of my own 

difficulty in deciphering the processes as presented from 

various sources . 

However , the feedback I recei ved as well as my own 

desire to produce a usa ble product led me to go back a nd 

work on this section to make it more understandable . By 

doing so I beli eve I was a ble to produce a much bett er 

product than wha t was previously presented. 

Suggestions for Future Resea rch 

For future research I would interview people from 

other industries since this is not a phenomenon unique to 

those in the communications/mass media industry . 

Addi tional ly , I would take time to walk through the 

steps provided in the career-management guide and document 

them . This would likel y uncover other roadblocks not 

previously discussed, depending if the partici pant was a 

woman , minority or older employee . This would open the 



discussion to additional legitimate issues that are 

realities in the marketplace . 
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QUESTIONNAIRE #-1 

This Questionnaire i s for individuals who are low to middl e -level 
ma nagers , between ages 35- 55, working in Corporate America. 

(1) What i s t he l ikelihood of a downsizing occurring within your 
company in the next 3mon t hs to a year? 

(2) When was the last downsiz i ng or restructuring in your company? 

(3) Are you currently working on a second c areer/business? 

I f so, is it related to your current position , something 
different , and/or the f ulfillment of a dream? 

(4) Do you feel you can comfortabl y communi cat e your s kills and 
potential to a prospective buyer? (Can you sell yourself? ) 

(5) Do you feel you are using your skills to the best of your 
ability? 

(6) Can you name 5 people , right now, whom are in a position to 
hire you if they had a job opening? Yes or No . 

(7) When was the l as t time you spoke with one of these people? 

Wi thin the last month / How many of them 
Wit hin the l as t 3- 6 months / How ma ny? [ 
Within the l ast 6 months to a year / How many? [ ) 
18 months to 2 years 
Over 2 years 

(9) Are you involved with any organizat i ons , clubs , outside of 
your company where you have contacts to peopl e who a r e in a 
pos i tion to hire or recommend you for a job? 

(10) Do you have an updated resume? 

If yes , are you pleased with its ability to effectively 
express who you are and your capabilities at a glance? 

COMMENTS : 

return via e-mail : LBrown5l22@aol . com 
r eturn via lJ Sma i l : 13471 Col iseum Drive, Chesterfield, MO 63017 
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QUESTIQNNAlRE #2 

This Questionnaire is for individuals who were low to middle- level 
managers, between ages 35 and 55 , wh o have left Corporate America : 

( 1) Why did 
I l 

you l eave : 
Downsizing/Restruc turing 
[ ] Vo luntary 
[ ] Involuntary 

Fired 
Quit 

Retired (outside 0£ a downsizing or restructuring 
event) 

(2) Since leaving, what have you found to be your biggest asset 
that you picked up at your previous company? 

(3) What is the one asset/skill that you wish you had obtained 
or taken more advantage of? 

( 4) Are 
[ 
[ 
[ 
[ 

You : 
l 
l 
l 
l 

Self- employed Tempor ary empl oyee 
Working in a similar industry? 
Working in a totally new industry? 
Other : Explain : 

(5) What do you miss most: about your former company? 

(6) What to you miss l east about your former company? 

(7) Are you doing something you had been planning before 
leaving your previous company? 

If so , how long had you been planning , or working toward this 
opportunity? 

(8) What advice would you give someone who was thinking about 
taking advantage of a downsi zing to leave the company? 

(9) What advice wo u.ld you give someone who i s afr aid of l osing 
t beir job in case a downsizing or restructuring event ta kes 
p l ace in their company? 

OTHER COMMENTS : 

Return via e - ma.i.l : LBr-own5122@aol.com or /USmail : L. Brown, 13471 
Coliseum Dr. , St Louis MO 630 17 
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Q0ESTIONNAIRE #3 : 

'l'his questionna i re is for anyone who has been pro- active in their 
career management as an i ndividual , or has informat i on as a 
professional human resources manager . 

I am writing a thesis paper on The Employee as Entrepreneur. The 
concept of my papel'..' is t o show how an individual can proactively 
ma nage their career by s uccessfully incorporating the 4-Ps o f 
marketing : Product , Promotion, Place and Price . 

For the purpose of t his paper , I have defined the 4-Ps as follows : 
(1) Pr oduct = t he development o f self, using self- assessment , 
self- identification t ools . (2) Promotion = effectively managing 
performance in order to effectively utilize promot i onal tools such 
as personal selling, advertis i ng, sales promotions , publ icity and 
public relations ( perf ormance reviews , resume writing , 
interviewing, informational- interviews , networking) . (3) Place = 
the place in which a n individual chooses to do bus iness in or as ; 
remain within current company as an entrepreneur; become an 
e ntrepreneur, consul tant or temporar y worker . (4) Price = the 
priorities , trade- offs an individual is wil l ing to take , or not 
take , in order to obtain t heir goals within t heir career path, in 
l ine with their val ues , desires or passions . 

Please indicate your experience or knowledge as pertaining to any 
of t he 4 topics listed above . 

PRODUCT: 

PROMOTION: 

PLACE: 

PRICE: 

COMMENTS: 

Return via e- mail : LBrown5122@aol . com/ or □Smail : L. Brown, 134 71 
Coliseum Drive, St . MO 63017 
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EVALUATOR COMMENTS 

This guide covers the appropriate materia1 for effective career 

management? Yes or No. 

Evaluator #1 : Yes 

Evaluato r #2: 

Evaluator #3 : 

The second part of the first question read: 

If yes/no , give at 1east three reasons why you fee1 this guide 

does/does not cover the appropriate materia1 for career 

management? 

Eva l uator #1 responded : 

1. Gets at behaviors and skills. 

2 . Offers alternatives and recognizes individuals are diverse. 

3 . Particularly useful are tools/ " recipes " i n Section II. 

Evaluator #2 responded: 

1. 

2 . 

3. 

Evaluator #3 : 

1. 

2. 

3 . 

Question two read: 

This guide was presented in a 1ogica1 format? Yes or No. 

Evaluat or #1 : Responded by adding her own response which fell 

between Yes and No. 
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Evaluator #2 : 

Evaluator #3 : 

Part- two of the second question read a s follows : 

If no , expl.ain : 

Eva luator #1 : 

1. En joyed the " 4P ' s of marketing " anal ogy . 

2 . Needs " user-friendly" subtitles f or the novice . 

3 . Section " I " could be organized to be less d is joi nted . 

4. Could use a "keyword" i ndex. 

Evaluator #2 : 

Evaluat o r ID : 

Question number three read a s follows : 

The guide offers enough information to provoke an individual. to 

seriously contempl.ate taking control of his career? Yes or No . 

Evaluator #1: Again responded between yes a nd no . 

Evaluator # 2 : 

Eva l uator #3 : 

Part-two of question thre e read : 

If yes , give three reasons why . If no , give at J.east three 

suggestions that you bel.ieve woul.d hel.p this guide ful.fil.l. its 

purpose . 

Evaluator #1: 

1. More of a t ool for an a lready motivated person . 

2 . Doesn ' t get at why t he person should be proactive . 

3 . Content is superb . 

Eva l uator #2 : 

112 



A PPENDIX B 

Evaluator #3 : 

Question number four read : 

This guide woul.d be beneficial to individuals in your company? 

Yes or No . 

Evaluator #1: Yes 

Evaluator #2 : 

Evaluator #3 : 

Part - two of question f our read : 

I£ yes/no give three reasons why this guide woul.d/would not be 

beneficial to employees in your company? 

1 . Resume t ips/networking tips/ i nterview tips 

2 . Skil ls for s uccess (generic) 

3 . Offers motivational insight and alternatives . 

Evaluator #2 : 

Evaluator #3 : 

Additional comments o f f e r ed by t he evaluators are as 

follows : 

Evaluator #1 
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I n a fo l low-up face-to-face i nterview, the evaluator gave 

adv ice and suggest ions on the content and appearance of each 

section . As pertaining to Secti on 1 , the evaluator says she was 

l ost. Thi s secti on did not help identi fy the " hard skills " the 

individuals need in o r der to be success f u l. Instead , she said it 

focused more on the sof t ski lls , those t hat have t o do more with 

attitudes and behaviors . Skills p r ovi ded were good overall and 

should have been place d towa rd the front of t he section rather 

than at the end . 



APPENDIX B 114 

Again , in Section II, she stated that the skills were never 

broken d o wn . 

Section II I she really loved and d id not have anyt hing more 

to add. 

In Section IV, the eval uator did not understand the reason 

f o r it being broken into Part I and II . According to t he 

evaluator thi s gave the impression that the reader was going to 

see much more than what was previousl y shown in the other 

sections . Additionally, s h e f e lt The Intrapreneurer ' s Ten 

Commandments , were negat i ve . She said the overal l feel of t he 

commandments gave the impression of someo ne who is dishonest and 

not respectful of others . Th i s is not the type of attitude and 

behavior that corporations wa nt t o promote . 

Evaluator #1 also stat e d t hat all language in r eference to 

gender should b e e l iminated i n order not t o offend the greater 

population , although she was not personally offended . She also 

me ntioned t hat the audience should not be l i mited to low a nd 

middle level managers as she has wi tnessed executive l evel 

managers going t hrough the same di l emmas o f career management as 

other employees face . 



(Date) 

Mr . XYZ 

xxxxxxxxxxxxxx 
City, State Zip 

APPENDIX C 

Subject : Evaluat ion of Career Guide for Culminating Project 

Dear Mr . XYZ : 
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l have recently completed a guide for career management f or 

my culminating project at Lindenwood University . The purpose of 

the guide i s to help individua l s focus on strategic areas t hat aid 

in car eer management . 
The individuals I have i n mind to benefit from t his guide 

are those who are working in a corporate environment . These 

individuals have a minimwu of ten years work experience and may 

have possibly experienced a downsizing or rest r ucturing in their 

company . 
In accordance with t he rules for t hose evaluating my 

project, I ha ve enclosed a Background Data Sheet to gather 

information that validates your experience in this area . This 

inf ormation may be published so please do not provide anything 

t hat i s confidential or proprietary . 

At the end of the guide is a questionnaire to comp l ete . 

Information from the questionnaire will assist me in making this 

guide more practical for the audience for which i t is intended . 

I would l i ke to have t he completed i nformat i on r eturned to 

me no later t han______ _ I will be more than happy to 

provi de you with a revis ed guide once I have put it into its f i nal 

form. 
Your wil lingness to part i cipate in t bis e valuati on of my 

project i s greatly appr eciated . If you have any questions prior 

t o returning this document to me , I can be reac hed on (314) 469-

6399 . 

Sincerely, 

Linda Y. Brown 
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BACKGROUND DATA SHEET 

EVAL0ATOR'S NAME : 

I. Educational Background 

School 

1. 

2 . 

3 . 

II. 

] . 
2 . 

3 . 

Work History 

Company 

Degree 

Position 

Date 

Date 

III. How l ong have you been a "coach" or in a Human Resources 

position? 

IV. Have you had specific training in career management? If 

yes , what type of training? 

1 . 

2. 

3 . 
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V. In your curr e nt role what i s your responsibility in regard 

to career management to subordinates or clients? 

1. 

2 . 

3 . 
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VI. What resources does your company off e r in r ega r d to 

career manageme nt? 

1. 

2 . 

3 . 

VII . From your experience, describe some of the benefits that 

employees experienc e when they cake responsibility fo r 

their own career management? 

1. 

2 . 

3 . 

VII I . From your e xpe rience , describe some of t he p r oblems that 

e mployees experience when they do not take responsibility 

f or the i r own car eer management? 

l. 

2 . 

3 . 
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GUIDE QUESTIONNAIRE 

I. Thi s g uide covers the appropri ate material for 

effective career management? 

1. 

2 . 
3 . 

1. 

2 . 

3 . 

Yes No ----- ------

If yes , give atleast t hree reasons why you f e el 

t his g uide covers t he appropriate material 

for c areer management : 

I f no , give atl east t hree reasons why you f eel 

this g uide does not cover the appropria t e material 

for career management: 

II. This guide was presented i n a logical format? 

1. 

2 . 

3 . 

_ _ _ _ _ Yes 

If no , please explain : 

No - - ----
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III. 'l'he gui de offers enough information to provoke an 

individua l to seri ously contemplate taking control 

of thei r career? 

1. 

2 . 

3 . 

1. 

2 . 

3 . 

Yes - ----
_ _ _ ___ No 

If yes , give three reasons why . 

I f no , give atleas t thr ee suggestions t hat you beli eve 

would help this guide ful f i ll its purpose . 

IV. Thi s guide would be beneficial to i ndividuals i n your 

company? 

1. 

2 . 

3 . 

1. 

2 . 

3 . 

Yes - ----
_ _ ____ No 

I f yes , give three reasons why t his guide woul d be 

be neficial t o e mployees i n your company? 

If no , give three reasons why thi s guide would not 

be benefic ial to employees in yo ur company? 
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OTHER COMMENTS OR SUGGESTIONS : 
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