ECCENTRIC
(BIRMINGHAM-BLOOMFIELD EDITION)
BIRINGHAM, MI
SUNDAY		18,510
MAR 14 1999

FARMINGTON OBSERVER
FARMINGTON, MI
SUNDAY		18,701
MAR 14 1999

ECCENTRIC (WEST BLOOMFIELD EDITION)
BIRINGHAM, MI
SUNDAY		12,717
MAR 14 1999

WESTLAND OBSERVER
WESTLAND, MI
SUNDAY		9,551
MAR 14 1999
LIVONIA OBSERVER
LIVONIA, MI
SUNDAY		27,150
MAR 14 9999

GARDEN CITY OBSERVER
LIVONIA, MI
SUNDAY		7,563
MAR 14 1999

ECCENTRIC (TROY EDITION)
BIRINGHAM, MI
SUNDAY		10,000
MAR 14 1999

ROCHESTER
CLARION-ECCENTRIC
ROCHESTER, MI
SUNDAY		11,339
MAR 14 1999


REDFORD OBSERVER
LIVONIA, MI
SUNDAY		11,230
MAR 14 1999

SOUTHFIELD ECCENTRIC
SOUTHFIELD, MI
SUNDAY		13,123
MAR 14 1999

PLYMOUTH OBSERVER
LIVONIA, MI
SAUNDAY		8,412
MAR 14 1999

PLAIN DEALER
CLEVELAND, OH
SUNDAY		534,722
MAR 14 1999


	
Develop A Plan That Helps You Learn, Grow, And WIN
CAREER MOVES
JIM PAWLAK

In Greek mythology, the Phoenix rose from its ashes to fly again.  In "Soaring with the Phoenix" (Warner Books, $25), authors James A. Belasco and Jerre Stead, turn myth into corporate reality by showing us what it takes to revive and re-energize organizations.  Belasco is quick to point out that this book isn't as much about organizations as much as it is about the people who work for them.  From his standpoint, companies are only fictional entities created out of necessity by the legal system.  The only real thing about a company is its workforce.  That workforce isn't an asset.  That workforce isn't an expense.  That workforce is the heart, soul and driving force behind the vision, mission, values and goals of every firm.
	The challenge of understanding the authors' message lies in the reader's mindset.  You must remember that you are not simply a cog in a corporate gear.  Regardless of the position you hold, you are part of the fabric of the organization.  If you think you're just a cog, you won't understand what you need to do to enhance both your career and your value to your employer.
	Belasco says, "There are two questions to ask and answer if you want to improve yourself and your organization. 1. "Who are my customers, the end users of my services?' 2. "What do they really want?'  The first question can be answered by looking at the internal and external people you deal with on a regular basis.  Notice the use of "people" not department, division, supplier, vendor, etc. to describe your customer base.  That's because customers are people first and part of organizations second.  Make no mistake, business is personal.  Question 2 is a bit more difficult to answer because you'll need to digest and dissect input from your customers.  The key issue is finding out what success means to each customer.  How do you find out?  Ask.  Belasco believes that the following questions get to the heart of the matter very quickly: "What can I do to make your job easier", What do I do that you value?", "What do I do that provides little value to you?".  What do you do with all this information about your customers?  First, organize it.  Divide it into what you can't and can control.  If you can't control it, ask who does and bring it under your control by enlisting their support.  It's a valuable learning experience and an opportunity to excite and ignite a new customer.
	Once you know what you control, craft a plan realizing that what's really important to your customers opens the door creating WIN for you because you can make your job (i.e. satisfying the customer) easier.  You can create WIN for your customer because you meet their needs and make their job easier.  That satisfied customer also creates WIN for your firm and your customer's employer too.  What does your plan encompass?  First, before developing your plan think in terms of chunking - breaking the pieces of the plan into workable, short-term objectives.  Baby steps, not giant steps.  Next, make sure it has a clear purpose.  As the Whit Rabbit said to Alice, "If you don't know where you're going, any road will take you there."  Whenever you act you should be able to square your action with your plan's purpose.  Being able to objectively measure feedback from your customer is all-important too.  The faster you get feedback the faster you can assess programs and make adjustments.  You have to have the equipment and skills to execute your plan.  If you don't, your first baby step is to obtain them.  Last, your plan must offer opportunity to learn and grow.  If you're not better today than yesterday tweak your plan.
	Send your comments or questions to Jim Pawlak, Career Moves, the Observer & Eccentric Newspapers, P.O. Box 2881, 36251 Schoolcraft Road, Livonia, MI 48150.  He can be contacted by e-mail to: careermoves@hotmail.com

