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BACK TO WHAT?

For most of us,  i t ’s  been some t ime s ince we star ted back to school  just  af ter

Labor Day, wearing new outf i ts  and some mixture of  fear and expectat ion.

Nonetheless, that  t inge of  rest lessness and yearning for something a l i t t le

new seems to be hard-wired into us as a vest ige of  those good (or for  some,

not-so-good) old days. But does the fact  that  we’ re “grown up” mean we

shouldn’ t  be th inking about an adul t  version of  a new lunchbox or notebook

even now? Absolutely not!  Have a look at  this month’s Are You St i l l  Gett ing

to Do What You Want to Do?  quiz,  the Career Tip and Suggested Resources

to see i f  there’s  something relevant here for  you, your c l ients,  your bosses or

your employees. And remember,  “The hardest f ight…is to l ive in a wor ld

where every s ingle day someone is t rying to make you someone you do not

want to be.”  (e.e.cummings)

This issue’s assessment tool:

ARE YOU STILL GETTING TO DO WHAT YOU WANT TO DO—

IN THE WAY YOU WANT TO DO IT?

For decades, psychologists,  career experts and management gurus have

been proposing schemas for “diagnosing” which ski l ls ,  values and interests

might f i t  best  wi th var ious careers.  Ed Schein of  MIT gave us the “career

anchors” concept to f igure out what mattered most to us in our  work.  Then

john Hol land had us analyze whether we were drawn to social ,  enterpr is ing,

art is t ic ,  real is t ic ,  invest igat ive or convent ional  tasks.  And more recent ly,
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Timothy But ler  and James Waldroop of the Harvard Business School  Career

Center have suggested eight di f ferent “deeply- imbedded l i fe interests”  that

people long past career-choosing age might be br inging to work wi th them.

The premise under lying al l  of  these approaches is that  when the job dovetai ls

wi th what we’re natural ly drawn to at  any point  in a working l i fe (and those

passions do change and shi f t  wi th t ime),  then everybody benef i ts—the

employee, the boss, and the organizat ion.

Lis ted below are ten selected “act iv i t ies or exper iences” that  many other

career researchers and I  have ident i f ied as especial ly mot ivat ing for  people.

There are no r ight  or wrong or better  ones—the only quest ions are these: (a)

which ones do think you have? (b) how much are you gett ing to use or

exper ience them in the way you’re current ly doing your job?

Circ le the number on each l ine that descr ibes your wishes and the

actual i ty—and see where the f i t  is  good and not so good. On the f i rst  l ine,

est imate how much you real ly s t i l l  enjoy each of  the ten motivators below (1=

not much/ 10= a great deal ) ,  and on the second l ine est imate how much this

is required or expected of  you as your job is current ly constructed. I f  some of

the i tems aren’ t  re levant for  you, just  skip them.  At  the end of  the quiz are

f ive blank l ines for you to add you own i tems, in ei ther the “want”  or “have to

do” categor ies.

Coaching/ counseling/ mentoring others

Amount I  need/ want      1  2  3  4  5  6  7  8  9  10

Amount I  get/  do            1  2  4  4  5  6  7  8  9  10

Quantitative analysis

Amount I  need/ want       1  2  3  4  5  6  7  8  9  10

Amount I  get/  do             1  2  3  4  5  6  7  8  9  10

Competit iveness/ r isk-taking

Amount I  need/ want      1  2  3  4  5  6  7  8  9  10

Amount I  get/  do             1  2  3  4  5  6  7  8  9  10

Taking charge/ making decisions

Amount I  need/ want      1  2  3  4  5  6  7  8  9  10

Amount I  get/  do            1  2  3  4  5  6  7  8  9  10

Creativity

Amount I  need/ want      1  2  3  4  5  6  7  8  9  10

Amount I  get/  do             1  2  3  4  5  6  7  8  9  10

Influencing, persuading through words

Amount I  need/ want     1  2  3  4  5  6  7  8  9  10

Amount I  get/  do           1  2  3  4  5  6  7  8  9  10

Technology applications
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Amount I  need/ want    1  2  3  4  5  6  7  8  9  10

Amount I  get/  do           1  2  3  4  5  6  7  8  9  10

Conceptual/  intel lectual excellence

Amount I  need/ want    1  2  3  4  5  6  7  8  9  10

Amount I  get/  do           1  2  3  4  5  6  7  8  9  10

Relationship-building

Amount I  need/ want   1  2  3  4  5  6  7  8  9  10

Amount I  get/  do          1  2  3  4  5  6  7  8  9  10

Autonomy

Amount I  need/ want   1  2  3  4  5  6  7  8  9  10

Amount I  get/  do          1  2  3  4  5  6  7  8  9  10

Your other i tems:

____________________________

Amount I  need/ want 1  2  3  4  5  6  7  8  9  10

Amount I  get/  do        1  2  3  4  5  6  7  8  9  10

____________________________

Amount I  need/ want  1  2  3  4  5  6  7  8  9  10

Amount I  get/  do         1  2  3  4  5  6  7  8  9  10

____________________________

Amount I  need/ want 1  2  3  4  5  6  7  8  9  10

Amount I  get/  do        1  2  3  4  5  6  7  8  9  10

____________________________

Amount I  need/ want  1  2  3  4  5  6  7  8  9  10

Amount I  get/do          1  2  3  4  5  6  7  8  9  10

____________________________

Amount I  need/ want   1  2  3  4  5  6  7  8  9  10

Amount I  get/  do         1  2  3  4  5  6  7  8  9  10

So what does i t  mean? The degree of  al ignment between what you want to

use and what ’s actual ly happening for  you  is  what matters here,  of course.

Here are the steps to ident i fying and understanding the impact of  what you’ve

uncovered:

Analyze the al ignment and misal ignment in var ious areas. In how many

are the numbers more than two apart?

Which of  these i tems could make a real  di f ference for you in

sat is fact ion or chal lenge?

What could you add to change the misal ignments?

What could you drop?

With whom could you speak to address each of  these possibi l i t ies?

Nobody is going to walk up and offer  to help make your work f i t  you better.

Qui te the contrary.  But most employers are smart  enough to know that i t ’s
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gett ing harder and harder  to keep real ly good people,  and so they might be

more wi l l ing than you think to discuss wi th you some ways to shi f t  or

restructure the work you’ re doing for them. And i f  they’ re not,  then there are

lots of  other  employers out there,  prov ided you’ re ta lented, wi l l ing to work

hard and possessed of  enough chutzpah to market yoursel f  ef fect ively.

CAREER TIP:

What to do i f  you’d l ike to br ing your wants and real i t ies of  your current job

into c loser al ignment wi thout taking big r isks r ight  now?

You could,  of  course, qui t  your job tomorrow and start  look ing immediately for

one that  might f i t  you better.  Here is  a strategy for  the due di l igence that

could def in i te ly make your task easier:

Ident i fy the change(s) that  could have the most impact on your degree of

work sat isfact ion current ly

I f  poss ible, quiet ly l ine up the col leagues wi th whom you could make some

shi f ts in dut ies to get what you want—and meet thei r  needs at  the same t ime.

It  might even be good to share the Are You Gett ing What You Want? tool  wi th

them to see i f  you can get a smal l  movement going.

For each change you decide you want to suggest,  you must be prepared to

demonstrate the benef i t  and return on investment of  t ime or ef for t  for  the

decis ion-maker you’ re approaching. How wi l l  each change make things better

for the organizat ion and your boss, even i f  i t ’s  only about having a less

grumpy team?

Consider th is a long-term project:  I f  the f i rst  parry doesn’ t  work,  be sure to

ask for  feedback about the parts that  were not to your  boss’s  (or col leagues’ )

l ik ing,  and f ine-tune the plan for  another approach at  a later t ime.

Final ly,  have your antennae out for  two things. Fi rst ,  whether you are

perceived by your boss as talented and needed enough to make except ions

for;  i f  you aren’ t ,  don’ t  waste your t ime now, but plan ahead for how to

change the ways you’ re perceived at  work. Second, when no is real ly no.  I ’ve

had lots of  referrals of  people who asked again and again for  what they

thought “ they deserved” (wi thout the due di l igence and benefi t /  ROI analysis) ,

were turned down again and again,  and f inal ly ended up wi th one of those

l i t t le pink s l ips.  So, have courage, but be a good l is tener in determining

whether to press forward or not! The best predictor of  whether you’ l l  get  the

f lexibi l i ty and/or  changes you request is the degree to which you’ re valued by

the organizat ion.  That might not seem fai r ,  but  i t ’s  real .

SUGGESTED RESOURCES FOR IMPLEMENTING THE TIPS ABOVE:
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Two Strategies for  (1) improving your boss’s opinions about your worth to the

organizat ion and/or (2) negot iat ing for  what you want:

Peggy Klaus,  Brag! The Art  of  Toot ing Your Own Horn Wi thout Blowing

It .  (Warner Books, 2003.)  Also v is i t  Peggy’s web si te

(www.klausact.com )  and have a look at  her  “Take-12” quest ions for

becoming more aware of  what you have to brag about.

Irma Tyler-Wood, Grande Lum, Anthony Wanis-St.  John, Expand the

Pie: How to Create More Value in Any Negot iat ion (Cast le Paci f ic ,

2002).

Thanks for reading—and be sure to send this on to a f r iend or col league, or

return the e-mai l  addresses of  people you’d l ike to be reading i t  in the future.

I f  you have quest ions or issues you’d l ike covered in future issues, you can

e-mai l  Barbara at  breinhold@charter .net .

 

 
      


