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ZIG ZAG
It is increasingly common to develop a career that zig-
zags across different functions and companies. Accepting 
a new professional challenge has become an activity for 
which one needs to be prepared. Professors at Harvard 
and the author of Chasing Stars (2012) have compiled the 
most common mistakes job hunters make.

Among the most common errors, what stands out is the 
lack of knowledge and market research amongst job se-
ekers. These professionals do not adequately prepare 
for the market realities, the financial circumstances and 
challenges of recruiters.  They ignore the cultural fit and 
assume that the job title of a position is equivalent to the 
reality of the function, which is not always the case.

Another common mistake is to change purely for finan-
cial gain. Either the differential is very significant - and is 
associated with a more senior role - or it rarely pays off. 
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Candidates tend not to consider adequately the risks of 
change, loss of networking and other disadvantages.

A third error is to change due to problems at the top of 
their current organisation. Job seekers who are so despe-
rate to get out of their current jobs, do so without waiting 
for the right time, making obvious strategic mistakes, the 
consequences of which can only be felt later. 

On the other hand, a significant number of those seeking 
new roles overestimate their own abilities, unable to cor-
rectly perceive their contribution to the structure of their 
current employer.

Finally, short-term thinking is also a very common mis-
take.  This is normally connected to all other mentioned 
mistakes, and in addition creates anxiety, which certainly 
doesn’t help in strategic career planning.

Knowing how to avoid these common mistakes is an ob-
vious challenge and one of the most intelligent career 
moves a job seeker can make.
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STRATEGIC 
WITHDRAWAL

In a constantly changing world, companies with new tech-
nologies revolutionise their markets, eventually replacing 
former market players, who are unable to readjust to the 
new reality in time. In most cases, the energy the latter 
consumes in fighting back contaminates other areas of 
the company’s activity, often leading to its disappearance 
from the market in a definitive manner.

Harvard and Dartmouth have studied this topic, looking 
for a model that lessens this effect on established compa-
nies and may be a trend to be followed in such situations. 
Interestingly, the answer is the last one would expect.

It is proposed that these firms make a strategic market 
withdrawal, thus avoiding consuming valuable resources 
in other areas of activity or preparing a new strategy. The 
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reason why managers take too long choosing this path, is 
the fear of being accused of lack of initiative and courage - 
particularly by shareholders and employees - but courage 
is precisely what is needed to make this decision.

Although it needs to be done quickly, the decision should 
be well thought out.  Firstly, identify the values that the 
new technology revolutionises.  Secondly, assess if it is 
possible to overcome it with the current company struc-
ture, and, thirdly, ascertain what value it brings for custo-
mers and prospects. One should also consider what other 
existing assets and resources in the company may be 
used and how sustainable they are.  Consider an analysis 
of all alternatives and options.

Opting for a strategic withdrawal requires humility, cou-
rage, and speed. It also requires honest and direct com-
munication with the entire company in order to redirect 
efforts to other objectives.  In this way, the company can 
change direction at once, without fragmenting its energy.
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FEE OR FREE?
The discussion is not straightforward. Several academic 
institutions, especially in Europe, have been discussing 
the best system for university education - free or paid, 
subsidized or not? On opposite sides of the scale are the 
United Kingdom and Germany. In the former, university 
fees are paid by students, while in Germany, the majority 
of its federal states offer free university education, mainly 
due to political pressure from left-wing political parties. 
One wonders which of these models is better for people, 
both in terms of quality and penetration rate.

The facts speak for themselves: education in the UK is 
unanimously considered one of the best in the world - 
surpassed only by the United States - while Germany’s 
is anonymous and considered of average quality.  It does 
not attract the interest of more qualified international 
students, who remain more interested in American or 
English universities - or even Spanish and French. The 
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comparison is not accidental: these are two important 
and influential economies in the world scene.

It could be argued that the German system benefits from 
a higher average education, favouring the lower classes, 
but the truth is that there aren’t significant differences in 
the penetration of university students in these countries. 
The existence of credit/grants in these markets allows any 
segment of the population that want to continue studies at 
university level to do so, and to ensure that they are res-
ponsible for paying back such money to the Government 
once they start their professional careers.

It seems clear that, in both education and business, in si-
tuations of stability and maturity, the competitive market 
produces better results than the subsidised one. A ma-
rket in which universities compete for students on cost 
and quality seems to be the trend, as shown by the results 
produced.
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TRANSPARENCY
Sophisticated technologies are now available for a wide ran-
ge of companies providing detailed information about the 
origin of their products, as well as enabling the ability to tra-
ce its route in the value chain.  These are now available at in-
creasingly reasonable costs. The information produced can 
and is being used by some companies not only to improve 
safety, security and quality, but, above all, to ensure authen-
ticity and transparency.

Technologies are based on DNA tags, bar codes or 2D RFID, 
and allow many details about the product to be tracked - both 
statically and dynamically (linked directly to systems that 
produce real time information). More and more consumers 
are interested in finding out information about the products 
they buy, such as its origin. The new trend is to make this 
information available for the benefit of the client, even taking 
into account the risks that such transparency can bring.
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In the long run, companies that have chosen not to open 
their information to this transparency process, will be 
working outside of market practices and consumer expecta-
tions.  They should also expect to see some external entities 
making such information available to all.

The patent information in these technologies may contain 
ethical certification, sourcing maps or even live webcams 
connected to the originating industries. Long term, this 
transparency will create a new state of demand by consu-
mers and stakeholders, benefiting the most ethical compa-
nies.

Today, this is an emerging trend. Tomorrow may be an obli-
gatory path and those who travel it now will be the ones bet-
ter prepared for the future.
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DANGEROUS 
SCARCITY

Stanford researchers have reached a surprising conclu-
sion, which may affect the marketing strategy of some 
well-known companies. Studies are beginning to show that 
denying consumers a product, leads to further desire. So 
far this conclusion is not surprising and it is well known. 
What was not known and is an emerging trend - still under 
discussion and analysis - is that the same consumers who 
want more of these products, will also like them less.

In other words, the shortage makes consumers want 
more of a particular product, but may like it less, espe-
cially when there are substitute products or services. A 
classic example is that of bars and nightclubs where it is 
extremely difficult to enter. These are places that create 
desire, but when they are finally allowed in, some custo-
mers, think “what now? Is this it?”
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Studies conducted show that among people who did not 
have access to certain coupons/offers after several at-
tempts; about 80% sold them as soon as they received 
them. These and other studies show that ‘wanting’ is a 
different variable to ‘having’, which - in this context - is an 
absolute novelty in consumer behaviour science.

The trend is frightening to those companies who use shor-
tage strategies to drive customer desire, and do not have 
a unique value proposition like Apple. In the short term, 
the strategy may succeed, but not in the medium and long 
term, especially in what concerns customer loyalty and 
repeat purchasing behaviour.

The shortage may therefore be used in specific spot ac-
tions or to meet quarterly report results, but does not 
seem to be a good tactic for companies whose strategy is 
to create long-term value.
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