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A Note From Dave

I think all of us can remember that
someone who put us on track for a
successful career. Whether it was a col-
lege professor who taught the econom-
ics class that inspired you to become a
financial analyst or the store manager
whose words of wisdom sparked your
interest in becoming a business owner; someone’s words
and actions played a strong role in where we are today.

That's why | read a recent Harvard Business Review
article with such interest. In the piece, Kris Gopalakrish-
nan, the co-founder and CEO of Infosys Technologies,
recalled the influence a physics professor had on his
career. At the time, Gopalakrishnan wasn't sure what
direction he wanted to take. But some motivating words
by the teacher gave him the confidence to excel and
begin a successful career in the IT arena.

“Do what you love, work hard at it, and all will
go well.” That’s the message Gopalakrishnan says he
received from the professor. But it is a larger piece of
that message that truly sticks with Gopalakrishnan
today; one that he strives to share with others —
and that is the importance of motivating people.

Gopalakrishnan says he uses the words and actions
of his professor to inspire greatness in his own employ-
ees. In essence, he tries to translate his energy for the
business to his employees, explain the importance of
their roles and how they can mold the future. “My job
remains the same as in 1981: to motivate one individual
at a time,” says Gopalakrishnan.

Motivating individuals never goes out of style.
Return the favor and help someone else find his way.

Sincerely,

L

Dave Opton
ExecuNet Founder & CEO
www.execunet.com/davesblog
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Energy/Utilities
Yield Powerful
Career Opportunities

By Marji McClure

here else can you make a difference within the walls of your

organization as well as the entire nation, and even the world?
The energy/utilities industry, which literally powers our society, can
offer such an experience for an executive. The never-ending need for
energy/utilities solutions services, along with a renewed interest to
make such services better and more efficient through alternative
sources, have combined to open up a wealth of potential job oppor-
tunities for executives.

According to a report released last November by the American Solar
Energy Society, the renewable energy and energy efficiency industries
could yield up to 40 million jobs by 2030. These include engineering
positions as well as new jobs in manufacturing, construction, accounting
and management, according to Renewable Energy and Energy Efficiency:
Economic Drivers for the 21st Century. The report notes that these indus-
tries have already produced 8.5 million jobs in the U.S.

Search firms are noticing growth potential in the energy/utilities
industry right now, and for the first time in recent history, energy/utilities
cracked the top five industries identified by search firms for strong growth
in ExecuNet’s 16th annual Executive Job Market Intelligence Report.

Such prominence on the list shouldn't be a surprise. “For as long as
power and other utilities have been in existence, they have always been
viewed as places where people could find both job stability and growth,”
says Stephen Xavier, president and CEO of California-based organiza-
tional and executive development consulting firm Cornerstone Executive
Development Group, noting that, despite crises in the late 1970s and
mid-1990s, the industry has survived and thrived. “Population growth
coupled with people expanding further into the suburbs and rural areas
being further developed, the utility industry seems to be in a growth-
spurt mode once again.”

But today’s increased spotlight on green initiatives haven't hurt
either. “1 think a lot of the growth is coming from the ‘greening of
America’ and worries about global warming,” says Chris Stiehl, founding
partner of California-based consulting firm Blue Velocity Partners and

Continued on page 4
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FastTrack Programs
April 2008
Hosted by Dave Opton,
founder and CEO, ExecuNet

4/9 — How to Land the Job You Want When
You're Over 50 — Jean Walker

4/10 — Advanced Networking — Bill Belknap
4/18 — FREE PROGRAM FOR MEMBERS —

Mining for Gold: Finding Great Job Leads
Using the 30/30 Formula — Karen Armon

4/24 — Market Your Potential, Not Your Past —
Karen Armon

4/30 — Deciding Who Leads: Strategies & Tactics
for Innovating Executive Search —
Joseph Daniel McCool

Register today! Call ExecuNet’s Member
Services at 800-637-3126 or visit
www.execunet.com/fasttrack

Networking Meetings
April 2008
Hosted by ExecuNet Facilitators

4/1 — San Diego/Carlsbad — Mark James
4/2 — Cincinnati — Jennifer McClure

4/2 — Stamford — Linda Van Valkenburgh &
Bruce Hall

4/2 — New York City — Judy Rosemarin

4/2 — New York City Sr. Executive Roundtable —
Judy Rosemarin

4/2 — Philadelphia — Ed Kelleher

4/2 — Philadelphia Senior Executive Roundtable —
Ed Kelleher

4/3 — Southern Wisconsin — Clara Hurd Nydam
& Tom Senge

4/8 — Orlando — Jim Douglas & Mike Murray

4/8 — Phoenix — Fred Coon

4/9 — Toronto Senior Executive Roundtable —
Martin Buckland

4/9 — Cleveland Senior Executive Roundtable —
Rick Taylor

4/10 — Atlanta — J. Patrick Haly

4/ — Parsippany — Linsey Levine

4/ — Tampa Bay — Gina Potito

4/14 — Miami/Hollywood — Jeannette Kraar

4/14 — Detroit — Marge Larsen

4/15 — Wilmington — Rick Hays

4/15 — Irvine (Orange County) — Mark James

4/15 — Cleveland — Rick Taylor

4/15— Houston — Michael Grove

4/16 — Portland — Jean Walker

4/16 — Charlotte — Merton Marsh & Michael Hall
4/17 — Minneapolis — John Wetzel & Barbara Johnson
4/17 — Columbia-Maryland — Ed Loucks

4/17 — Vienna/Tysons Corner — Peter McCarthy
4/17 — Palo Alto — Bobbie LaPorte

4/17 — Pittsburgh/Cranberry Township — Vince Papi
4/17 — Freehold/Howell — Rod Colon

4/17 — Indianapolis — Romona Camarata

Registration information can be
found at members.execunet.com/
e_network_results.cfm
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Insider Insight

How to Become an
Alpha Company

By Wes Ball

sk most business people how

Alpha companies — businesses
that dominate their industry or prod-
uct category — earn top-dog position,
and they’ll probably list things like
most competitive price, great customer
service, best quality product, being the
first to market, and so on. Surpris-
ingly, these are zor the factors that
create Alpha companies. Here are six
strategies — tested in more than 75
companies and 40 product categories
— that help companies increase
revenues, knock out competitors
and rise to the top.

Functionally Satisfy at Least
the Minimum...

Emotionally satisfy the maximum.
Alphas meet at least minimum func-
tional needs (quality, performance, etc.)
and focus more on making customers
feel smarter, more appreciated, more
attractive, more respected and/or more
fulfilled than their competitors do.

Don’t Compete on Price

Alpha companies compete less on price
than their competitors do. Don't get
confused about the importance of
price. Price is the final value judgment
customers make — the conclusion
they create based on weighing «// of
the benefits a product or brand seems
to offer.

Drive Expectations

Alphas differentiate their brand not
by what it does, but by what it makes
customers want. If your company

can satisfy those things better than
anyone else and at a higher level of
emotional needs satisfaction, it can
generate controlling influence with
customers, distributors, referral agents
and competitors.

Measure Causes Over Outcomes
Measuring and comparing sales, profits,
market share, brand awareness, stock
prices, margins, or any of the other out-
comes that businesses spend so much
time worrying over, only clouds the
focus on the causes that drive those
desired outcomes. Instead, understand
your company’s performance in terms of
causal factors, such as perceived satisfac-
tion of needs (especially self-satisfaction
and personal significance), communica-
tions effectiveness, brand differentiation
and loyalty generation.

Critical Change Occurs...

Once competitors start to follow your
lead. This process of leading the pack
starts with driving new and higher
customer expectations. Once competi-
tors discover that your customers are
influencing customers of ozher products
to buy your product because you have
set new, higher expectations, those
competitors start to follow your lead.

Deep, Sustainable Strength
Takes Time

Customers, competitors, distributors,
referral agents and even employees
need to become accustomed to seeing
you in the leadership role and follow-
ing your lead. Your corporate manage-
ment also needs to accustom your
company’s culture to that new lead
position. Companies that dominate
their category make it a priority to
maintain and protect their Alpha
status relentlessly.

Wes Ball is founder of The Ball Group,

a strategic innovation management con-
sulting firm, and author of The Alpha
Factor: The Secret to Dominating Com-
petitors and Creating Self-Sustaining
Success (TheAlphaFactor.com,).
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Books Worth Your Time

Hug Your People

very company and every executive
Estruggles with hiring and retaining
the best talent for their organization.
Finding individuals who fit your organi-
zation’s culture and have the skill set
required to succeed can be an overwhelm-
ing challenge. But the rewards an individ-
ual employee and the company as a whole
receive from a great fit are enormous.

Such a scenario is possible by creat-
ing a hugging culture for your organiza-
tion. This doesn't necessarily mean hugs
in the physical sense; but instead, hugs
represented by kind words and gestures
that show employees that you truly care
for their well-being and are as invested
in their personal and professional success
as they are. If done right, these “hugs”
can serve to entrust employees, instill
pride in them, as well as recognize them
for their efforts.

In his book, Hug Your People: The
Proven Way to Hire, Inspire and Recognize
Your Employees and Achieve Remarkable
Results [Hyperion, 2008], Jack Mitchell
explains how a “hugging” culture can yield
the best talent and equally successful com-
pany performance. It’s a strategy that
Mitchell, CEO of clothing stores Mitchells/
Richards/Marshs, has used for years.
Mitchell’s book includes stories and
examples from his own life and relation-
ships with employees.

In this exclusive interview with
ExecuNet, Mitchell shares some of the
secrets behind making employees happy
and how to create and maintain a
“hugging” culture in any company.

Q: What should an executive do during
the interview process to determine
whether a candidate is a good culture fit?
The person who is interviewing the can-
didate has to believe that he/she is hiring
for culture and not necessarily only for
skill set. Of course, you have to know
your own culture in your business. In the
hugging culture, we have five criteria we
use [integrity; positive attitude; passion to
listen, learn, and grow and to be the best

you can be, every day; competent and
confident; and nice]. We have multiple
interviews; anyone who will be working
with the person, for the person — we try
to get them involved in the process.

We try to hire for integrity. For me,
integrity is the most important cultural
principal our business has, and I think
it's true for most companies. It’s not
about stealing clothes, but will you be
open to us? Will you tell us how you
really feel? The next criteria is to be posi-
tive. We only want positive people work-
ing with us. They also have to have that
competency; the skill set. But you can
generally find that out with references
and asking questions. Are they confident
that they can do the job? Do they have
the passion to listen, learn and grow;
to be better or the best they can be?

We believe in education and learning.

The last concept is, are they nice
people? You can pick up on that during
the interview process. Those criteria —
nice; integrity; positive; competent and
confident; and passion — are the five we
use during the interview process. We ask
probing questions. One of my favorite
ones is, “What do you do for fun?” When
you start probing with those open-ended
questions during the interview process,
you learn a lot. You pick up these gems
from people during the interview process.
If you do hire them, you can come back
to [that personal insight learned] and help
personalize that relationship.

Q: Can you explain how the feedback
process is different (and successful)

in a “hugging” culture?

You have to genuinely want feedback.

If you start [there], that you do want feed-
back from other people, there are some
simple phrases you can throw out that
aren't yes or no questions, but are open-
ended questions: “I'd love your feedback”
or “I'd like your opinion on this.” So you
are truly inviting them to give you genuine
input. Genuinely, you invite their input,
and they become involved, and then they

feel included. When the process is ended,
whether all of their ideas are accepted or
not, isn't that important. If they are, they
feel thrilled. But everyone becomes
invested in the outcome. [In the book,
Mitchell refers to this process as the Five
I's: Invite, Input, Include, Involve, Invest].

Q: As an executive, how can | begin
to build a “hugging” culture? Does
this need to start from the top of the
organization?
This hugging culture does start from the
top. It’s much easier if the top executives
are huggers and believe in this hugging
culture.

But one of the simple things [to do
to start building the culture] is to try
an experiment and build on peoples’
strengths. Maybe go for six months and
never punish or put somebody down.
Only praise what they're doing. Try some-
thing called reconnect. Every time you
have a meeting, every time you meet
someone, take the first minute or five
minutes and say, “Let’s reconnect. What’s
happening in your life? What's new?”
Give them a minute or five minutes to
tell you whatever it might be. Don't inter-
rupt. Just let them continue. You'll be
surprised about what they’ll tell you. It's
generally something personal, and it per-
sonalizes the relationships. Connect and
reconnect is a simple one.

If a person is a manager or CEO
of a business, | would [suggest] they send
birthday cards to each and every one of
the people who work for them. | send
birthday cards to everyone every year,
and | send anniversary cards. | have a
system to do that. Birthday cards and
anniversary cards are easy to do. But they
have to be consistent. | would start with
that. If you're a big company and you
have 50,000 people, | would do it for
direct reports or just top people. You have
to know their names. Those little things
are important.

Continued on page 8
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Continued from page 1

president of StiehlWorks. “The utilities
will be in the center of both the problems
and the potential solutions.”

Job growth in the energy/utilities
industry can also be attributed to a trend
affecting most industries, such as the large
number of Baby Boomers exiting the
workforce, adds Irwin Jankovic, PhD,
strategic program manager, human
resources for the Metropolitan Water
District of Southern California and an
ExecuNet member.

So where do the opportunities lie?
The U.S. Department of Labor’s Bureau
of Labor Statistics (BLS) separates the util-
ities sector into three different industries:
electric power generation, transmission and
distribution; natural gas distribution; and
water, sewage and other systems. Accord-
ing to BLS data, only 14 percent of all
utility industry jobs were in professional
and related areas in 2006 (positions such
as computer specialists, electrical engineers
and nuclear engineers) with 12 percent
in management, business and financial
realms. Positions in this area include top
executive posts, as well as financial man-
agers and engineering managers.

The need for experienced individuals
in the industry is strong at all levels, but
especially so in the engineering function.
According to Gaps in the Energy Workforce
Pipeline, a 2007 report from the Center
for Energy Workforce Development, there
is the possibility that about 46 percent
of engineering jobs will not be filled by
2012. But if you don't have an engineer-
ing background, or even if your experi-
ence doesn't include stints with energy/
utilities companies, this sector could still
yield a very challenging and rewarding
position for you.

Are You Ready for a Challenge?
One main draw to joining the energy/
utility industry is the opportunity for an
executive to lead real change. “As energy
prices rise, the impact on customers is
significant,” says Xavier. “Utilities are
challenged to take costs out of the system,
and at the same time, manage large-scale
growth. New and exciting technologies

4 | CareerSmart Advisor

2008

High Tech and Defense/Aerospace
Healthcare

Business Services
Pharmaceuticals/Medical/Biotech
Energy/Utilities

2007

High Tech and Defense/Aerospace
Healthcare

Business Services
Pharmaceutical/Medical/Biotech
Financial Services/Banking

Looking for Opportunities in 20087?
Where is the Job Growth? Here are the top industry growth predictions by search firms,
as included in ExecuNet’s 16th annual Executive Job Market Intelligence Report.

2006

High Tech and Defense/Aerospace
Financial Services/Banking
Business Services
Pharmaceutical/Medical/Biotech
Healthcare

2005
Pharmaceutical/Medical/Biotech
Healthcare

Financial Services/Banking
Business Services

High Tech

are surfacing with discussion of smart
technologies being integrated into
electrical grids and systems.”

“On the private sector side, there are
opportunities for equity and financial
rewards,” adds Jankovic. “On the public
sector side, there is an opportunity to
transform public agencies into more effi-
cient and effective organizations using
methods proven in private industry, pay-
back to the citizenry by improving the
management of utilities.”

The utilities will be in the
center of both the problems
and the potential solutions.

While one of the benefits of working
in this industry is its relative stability
(there will undoubtedly always be a need
for electricity), another is that it is at the
forefront of emerging “green” initiatives.
Executives leading such companies will
be faced with the opportunity to make
an impact on society as well as on their
company’s bottom line.

“Many of the larger utilities are now
broadening into alternative power,” says

Xavier. “In my work with utilities

on both coasts, | have seen incredible
opportunities for people working on
wind, solar, clean-coal, nuclear and
hydro projects, some of which have

a ‘Star Wars' feel to them in terms

of their futuristic feel. Add to that
development the next-generation clean,
electric vehicles and metering systems
that can make our homes and busi-
nesses ‘smart,” makes for even more
exciting opportunities for people.”

Making the Transition
While being a part of such change may
sound intriguing, it can be challenging
for executives to communicate to
energy/utilities company management
that they’re the right person for the job.
Experts agree that making the transition
from one industry into the energy/utili-
ties field has been a tough task, and con-
tinues to be, for a variety of reasons.
“Many of these companies are run like
a family. Family members have worked
there for eons, and relationships are fre-
quent and deep,” says Stiehl, a consultant
in the utility industry and the co-author
of Pain Killer Marketing. “The newcomer
is viewed as ‘different’ for a long time.”
Stiehl says he learned that first-hand
when he joined the Pacific Gas & Elec-
tric Company in the 1990s after work-
ing on a team that won a prestigious
award at Cadillac. “PG&E believed
I knew a lot about how to satisfy
Continued on page 5
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Continued from page 4

customers,” he says. “Whenever | tried
to be a change agent, management was
very resistant to the change. Most of
what | was trying to accomplish was
basic customer service and marketing,
but it was alien to them.”

Energy/utility companies traditionally
view skills and knowledge as non-trans-
ferable. “The business tends to view
expertise as something gained from work-
ing in the exact industry segment you are
transitioning to,” notes Jankovic. “Oil
experience is valued by oil people; electric
experience by electrical people; water
experience by water people.”

But that is changing, as energy/utility
companies recognize the value executives
with strong overall leadership skills can
bring to the table. “Although historically
most major utilities had a tendency to
promote from within their own ranks,
more and more they are reaching to both
utility and non-utility executives,” says

Xavier. “At one time, utility executives
believed that hiring from within was
‘the safest hire’ — familiarity with the
company, regions served, customers and
workforce-at-large — or to hire from
similar regulated entities (water, sewer
and phone company).”

Still, it’s valuable to possess the skills
to understand which processes should
remain part of a company’s operations,
and when change is necessary. These
are typical challenges faced by companies
in the energy/utilities space.

“Most companies have long histo-
ries, and as a result, have very well estab-
lished cultures,” says Xavier. “Having
the ability to balance the need to adapt
to the culture and, at the same time,
know how hard to push for needed
change is critical for success. Along
those same lines, the ability to assess
the organization and its people in rela-
tion to the business challenges would
be a priority for a new executive.”

Yet, keep in mind that change really
is a tough sell in this industry. “You need

driving the charge.

source of energy for people.

motivated to make a difference.

problems.

reasons listed above.

across roles.

engaged.

The Top 10 Truths about the Clean/Green Revolution

One of the main reasons for job growth in the energy/utilities industry is an overall
increased awareness and interest in “green” initiatives in the corporate world. Linda
Holroyd, CEO of consulting firm FountainBlue in California, outlines specifically whats

1 Clean Energy = Green Money. Creating clean energy solutions is becoming profitable.
2. Green Ildeas = Clean Energy. Ideas that are good for the earth may also be a good

3. A Making-a-Difference Mentality. For various reasons, Gen X, Gen Y and Gen Z are

4. Technology Advances Pave the Way. We are better able to understand our impact
on the earth and to communicate with each other to create communities and solve

5. Technology Quantifies the Problem. Educated people will acknowledge that the
debate is over about our impact on the earth, as our technologies quantify our impact.
Motivated people will step up to make a difference.

6. Breadth of the Industry. There are many sub-sectors within the clean energy sector,
and people come to the industry from different experiences and perspectives. (For
example, energy generation: biofuels, wind; efficiency: building design, smart lighting.)

7. Clean Green Has Gone Mainstream. Business is leading, not just extremists, for the

8. Collaboration is Critical. Across silos, across organizations, across geographies,

9. Policy-Makers are Pivotal. Collaboration, technology development and leadership
cannot succeed without the involvement of policy-makers.

10. Leadership is an Imperative. Sustainable business leadership will involve the right
people to ensure academia, business, policy, community and other leaders remain

to be okay with a slow rate of change,”
says Stiehl. “At PG&E, we used to say,
‘Think globally, act glacially’.”

Flexibility is certainly a key attribute
necessary to make the transition. “If you
are confident in working and integrating
decision-making across different func-
tions, a transition to the utility/energy
business won't be a shock,” says Jankovic.
“A transition from private to government-
sector work requires a greater transition
period. Executives able to transfer ideas
across this divide will be valued contribu-
tors and should expect successful careers.
With so many stakeholders in these fields,
consensus-building is a key skill.” Execu-
tives should also consider improving their
computer skills, as well as their presenta-
tion and leadership skills, notes ExecuNet
member Lina Doucet, also an HR con-
sultant currently working in the energy
sector. Executives already in the industry
stressed the importance of those skills to
Doucet, as well as the ability to be change
agents and engage stakeholders in strate-
gic initiatives.

Executives really need all of these
leadership skills, from flexibility to con-
sensus-building and engagement, regard-
less of which area within energy/utilities
they choose to transition. These days,
such opportunities are abundant; and
they can provide an executive with a
life-long career.

Alternative Energy, Alternative
Options
According to Linda Holroyd, CEO of
consulting firm FountainBlue, solar
energy is an area that is yielding many
opportunities, as well as consulting, and
building management and materials.

“One of the biggest benefits of work-
ing in the solar arena is working to bring
to the world efficient energy with no
residual drawbacks, no pollutants, no
waste, and an almost endless supply of
energy generation,” adds Charles Black,
an HR and staffing professional for
HelioVolt Corp., a solar energy company
based in Austin, Texas. “The growth in
the solar arena will continue for many
years and will carry an executive for the
whole of his/her career.”

Continued on page 8
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A Crisis is a Terrible Thing to Waste:
Managing the Termination Transition

By Howard Seidel

S a career management coach for
Aa firm specializing in senior execu-
tives, I've worked with many people in
the midst of a career crisis — typically
they've been terminated from their last
role and need to begin the process of
finding a new job. Terminations can
occur for a variety of reasons — perceived
performance issues; mergers or acquisi-
tions; and reorganizations.

Not everyone who has been termi-
nated experiences it as a crisis. Some are
relieved that a difficult career experience
is over. Others understand that the polit-
ical dynamics of the situation (e.g.
they've been acquired and that company
already has a CFO) made their depar-
tures highly expected. Some look for-
ward to the opportunity to explore other
things in their careers and in their lives.
There are also people who, though not
wanting or even expecting the termina-
tion to occur, are very comfortable in
the fact that life moves on and so will
their careers.

But there are many others who
take the situation of a termination much
harder, experiencing considerable turmoil
and anxiety. They may worry about,
among other things, their personal repu-
tation, their future career success, their
family’s reaction and/or their finances.

It has often struck me that career
crisis is a somewhat paradoxical notion.
Crises, professional or otherwise, aren’t
things we want in a career; and we cer-
tainly don't go looking for them. Too
much career turmoil is generally a bad
thing. Being in a perpetual state of crisis
doesn't typically predict good things
about the person’s state of professional,
physical and mental health.

But here’s the paradox — there’s
value to be drawn in the occasional
career crisis. That ability to work
through a predicament and to learn

6 | CareerSmart Advisor

the lessons it offers is often what distin-
guishes successful executives from each
other. Some people call that defining
characteristic resilience, the ability to
take a punch and get off the ground.
Others have more linked the trait to
the broader idea of emotional intelli-
gence, a concept that encompasses
resilience, but more generally speaks
to an individual’s respective ability to
manage oneself emotionally and inter-
personally — especially in times of
crisis or stress.

What Can Be Gained?

It is one thing to understand that success-

ful people learn to work through crises,

but my point is a stronger one — that
there is an inherent value in a professional
crisis. What can one gain from the situa-
tion? There are at least three things:

1. An Opportunity to Reflect on One’s
Wants. In the midst of the day-to-day
intensity of organizational life at the
senior level, executives often don't
have the time or energy to step back
and think through what they really
want in their lives. Crises often spark
a deep internal dialogue within indi-
viduals about their wants, aspirations
and goals, and to what extent they are
achievable.

2. A Call to Action. In reflecting on their
desires, many past clients, even if upset
about the termination, often simultane-
ously have a deeper sense that departing
their previous organization was neces-
sary for their own professional and per-
sonal satisfaction. The months preced-
ing a termination are typically wrought
with tension and anxiety. Many clients
have said to me, “I knew | needed to
go six months ago but couldn’t bring
myself do anything about it.” The sta-
tus quo is tough to eschew, especially
when alternative paths are fraught with
uncertainty — it’s easier to live with the
“devil you know.” Terminations force

the issue — and in doing so, they force
people to take action on moving for-
ward in their careers.

3. Toughness to Increasing Challenges.
The old adage: what doesn’t kill me
makes me stronger, 1S certainly at play
here. But in addition to whatever
external factors determine how severe
a termination’s damage is to one’s
career (and ego), there is always a sepa-
rate psychological question for the
executive: that is, emotionally speak-
ing, am | going to let this “kill me” or
am | going to allow it to make me
stronger and move forward?

Managing the Cirisis:

Take a Mental Break

While there are variations on what to
emphasize depending on the particular
situation and particular person, there are
general themes that are critical in moving
forward in one’s career and life.

Senior executives are often “Type A”
personalities and are driven to fast action.
That impulse, which has likely led to
past success, can be problematic for those
individuals experiencing a crisis. So often
I meet people who, because of their cur-
rent emotional state, aren't thinking as
clearly as they usually would. They enter
the job market not at their best and
without a coherent strategy of how to
present themselves or to position the ter-
mination in the most positive light possi-
ble. Such action, while quick and deci-
sive, is often ultimately detrimental to
the cause.

For someone in this situation, that
means taking time to step back from
a situation to gain mental clarity. That
may mean actually visiting a relaxing
locale or simply retreating from day-to-
day activities to engage in relaxing activi-
ties. It is also good to use this time to
establish a support structure — family,
friends, and also professional career

Continued on page 7
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coaches or counselors — that is useful
for seeking a more comprehensive and
systematic approach for how to choose
one’s next professional endeavor.

Analyze But Don’t Obsess

Most professional crises can provide great
fodder for personal and career develop-
ment if done constructively. It is valuable
to reflect on why a recent situation went
wrong and how it might have been han-
dled differently. However, executives must
not let a year of a bad situation com-
pletely overwhelm an overall terrific
career. Put what's happened in its proper
context by taking responsibility for that
which could have been handled more
effectively, while recognizing events and
actions beyond one’s control. Use the
situation to think through what is most
important to help identify the right
future opportunities.

Often people feel wronged when
they've been terminated, and the news of
a termination can create heated situa-
tions. As tough as it can be, they must
try to depart the organization gracefully
and mend relationships later with direct
supervisors, chief executives and/or
board members. Though these folks may
not serve as formal references (and it is
nice when they can be), they can still
damage reputations in the marketplace
through informal channels. Leaving with
class doesn't guarantee this, but it makes
it more likely and better protects what-
ever legacy an executive has earned in
the organization.

Prepare for a Marathon

The average job search for senior execu-
tives | work with is approximately 9 to 12
months. Of course, depending on func-
tional and industry background as well

as the geographical scope of the search,
some people secure jobs more quickly,
while it can take longer for others. It’s
better to prepare for the marathon and

be pleasantly surprised by a sprint than
the other way around. That means build-
ing a long-term search strategy, even while
pursuing immediate opportunities that

arise early in a transition. It also means
avoiding panic three months into a search,
if the right job has not emerged.

Preparing for the long haul also means
effectively organizing free time. Expect
this increased “down time” and learn to
use it well — it can represent a great
opportunity to reconnect with family,
friends and even one's self.

Build and Execute a Transition
Strategy

Getting to the right emotional state sets
the proper foundation for taking effective
action. There are a plethora of action
strategies in an executive search process,
including:

- Figure out the target market(s): Who
are the potential employers in a partic-
ular industry? How many exist nation-
ally or in a targeted geographic region?
Identify the potential scope of compa-
nies that would be likely targets. If
that number seems too low, say fewer
than 10 organizations, the scope of
possible landing spots may need to
be broadened.

Develop a personal brand: Ask,
“What is the value equation | offer

to my target organizations? How do

| differentiate myself from other likely
candidates?” Much of a job campaign
can be reduced at its core to two
words: “Why you?” An executive in
transition needs to figure that out
and act upon it.

Promote the brand: Once the personal
brand is established, it must be sup-
ported by marketing materials (e.g.
résumé, cover letters, references) and
the distribution channels that are cen-
tral to a job search: published open-
ings, recruiters and networking.

= Develop a public story: “So why

did you leave your last role?” Every

recruiter and potential employer will

ask that. The executive needs to have

a well thought-out response that is

short, credible and positive. Prepare

for potential follow-up questions.

Choose Wisely

Be ready to make a smart decision when
the right opportunity presents itself. I tell
people neither take the first job offered

just because it’s the first job offered nor
turn it down because it is the first job
offered. Identifying wants and needs
means establishing judging criteria for
potential offers. Take the overall context
into account when deciding. If someone
is three weeks into transition with a year
severance, it may be unnecessary to jump
at a mediocre opportunity. However, for
the person nine months into the process
with severance ending, it may be unwise
to ignore a very good opportunity in pur-
suit of the ideal one. Sometimes the ideal
job comes during transition; sometimes
it's the job that materializes after the next
opportunity.

Many executives use a termination
as the catalyst for embarking on a com-
pletely different career track that better
fits with their overall professional and
personal aspirations. This may involve
working at a nonprofit, pursuing entre-
preneurship, consulting, or engaging in a
“portfolio career” where an individual has
a career comprised of multiple compo-
nents with often more work/life balance.

Experiencing a termination is difficult
at any level. It is not pleasant for anyone
to learn he is no longer wanted, even
when the reasons are understood or
unavoidable. It is especially tough for
a senior executive who may have previ-
ously had little experience handling
that kind of rejection.

There is life after a termination; and
it often comes via an opportunity that is,
if not more, exhilarating than the previ-
ous role. It is essential to understand the
learnings in the crisis and utilize the tran-
sition experience to gain emotional bear-
ing, identify career satisfiers, and formu-
late the strategy and tactics for making it
happen. Executives who do this will not
only get through the crisis — they may
even flourish because of it.

Howard Seidel, EdD, ].D., is a partner at
Essex Partners, a career management com-
pany. He has more than 15 years of experi-
ence as a career and executive coach, guid-
ing hundreds of senior executives in all
aspects of career development and change.
Seidel can be reached at hseidel@
essexpartners.com or 617-720-7500.
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