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From rug dealer to 
mega-millionaire by 
developing one skill: 

networking.

THIS ISSUE of SUCCESS is worth $50 million 
to you. That’s right, 5-0 MILLION DOLLARS. How 
do I know the ideas in this issue are worth that much? 
Because this issue reveals secrets about the single skill 
that earned that amount for one of Silicon Valley’s top 
venture capitalists—the guy everyone wants to know, the 
guy everyone picks up the phone for.

You’re thinking, Sure, one of Silicon Valley’s greatest 
venture capitalists… what does that have to do with me? 
He’s probably an Ivy League graduate, the son of Silicon 
Valley royalty or someone who got lucky and threw a 
couple of bucks at Facebook and rode that wild ride.

Well, that’s wrong on all counts 
(and this venture capitalist 
actually passed on Facebook—
oops!). No MBA; no fancy dad 
whose coattails he could ride on. This 50-million-dollar 
man is a former rug dealer. Yes, a rug dealer. And Pejman 
Nozad went from rug dealer to mega-millionaire by 
developing one skill: networking.

Here are the basics of his story: Knowing no more 
than a handful of English words, the Iranian immigrant 
moved to San Francisco with $700 and went straight to 
work,  rst at a car wash, then at a co  ee shop. Eventually 
he saw an advertisement for a rug store owned by an 
Iranian immigrant family. Nozad assured them he 
could learn the English language and the business. 
They took a chance, just as someone had done for them 

years earlier, and Nozad didn’t disappoint. Studying 

Publisher’s Letter

Our $50 Million Issue
English by night and selling rugs by day, Nozad became 
more con  dent, his skills improved and he became the 
store’s top salesman, selling $8 million in rugs during his 
best year.

You may be asking yourself, OK, he sold a lot of rugs. 
How does that turn into $50 million? Nozad researched 
his potential clients before scheduling appointments in 
their homes and always took along a truckload of rugs 
(whether the customer wanted him to or not). By showing 
the rugs, he created lots of conversation time—time to 
gain knowledge and time to connect. Soon he was well-
liked, trusted and respected.

Then Nozad started making small investments in 
people. Although he made some mistakes (remember 
that Facebook pass?), Nozad now owns pieces of some 
of the hottest startups around, including Dropbox, 
Backplane and Addepar. 

Nozad received no handouts and had no advantages 
you don’t have. In fact, with only $700 and little 
command of the English language, the deck was stacked 
against him. But Nozad was able to network his way to a 
net worth of $50 million. 

On my blog this month, I will share Nozad’s 
networking secrets—secrets that made him a master 
connector, secrets that any of us can apply. If you want 
them, go to http://DarrenHardy.SUCCESS.com. Trust 
me—it will be worth it.

Your friend in SUCCESS,

Darren Hardy
SUCCESS Publisher & Founding Editor
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More on his blog @ DarrenHardy.SUCCESS.com
Connect with him @ Facebook.com/DarrenHardyFan
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G E N I U S  N E T W O R K® A c k n o w l e d g e s  I n d u s t r y  T r a n s f o r m e r . . .

E. P a u l  B i g h a m

Founded by Joe Polish, Genius Network® (25K Group) is composed of some of the world’s wealthiest and most successful men and women who come together three times a year 
to receive useful business, sales and marketing best practices, inspiration, and access to otherwise inaccessible experts and connections simply not available anywhere else.  

Membership in Genius Network® (25K Group) is limited and not for everyone.  For more information about how to qualify, visit www.25KGroup.com/Apply.

    ife is like a candy store, toy factory, and haunted house,  
    all in one experience,” says Paul Bigham who founded
          Bigham Advertising (BighamAgency.com) over thirty 
years ago. “Some days are sweet, some vastly thrilling, and 
some just downright horrifi c,” he adds.

“And it is through these experiences and life events 
that our agency has used direct response marketing and 
constituency development, both online and in print, to help 
generate hundreds of thousands of dollars in faith-based and 
humanitarian aid for people in need, while also assisting 
companies achieve their 10X growth and profi t objectives.

 “Marketing has a duty to make it easier for people to 
do what they already want to do—a calling to effectively 

match needs and resources.  In our exponentially 
changing world of abundance and opportunity, it 

is diffi cult to have all the reasons, resources, and 
relationships one needs to stay ahead.

 “And that is where Genius Network 
helps.  Joe Polish’s 25K Group provides 

signifi cant resources that give us key 
insights, instruction, and introductions 
to help reach our agency’s goals of 
stimulating commerce, changing 
lives, and making our futures 

bigger than our pasts.” 

L“

For all these reasons and more, Genius Network® acknowledges E. Paul Bigham
as an industry transformer and a proud member of our distinguished 25K Group.  

If you want to meet Paul Bigham, along with hundreds 
of other successful thought leaders, visit

BestAdSolution.com
As a FREE bonus and thank you, we’ll send you this valuable report* 

“5 Critical Marketing Mistakes That Even the Most Successful Companies Make.” 
*Limited availability and while supplies last.  International client access is available online.
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Editor’s Note

Recently one SUCCESS sta  er emailed around a 
quiz that would reveal whether one is an introvert 
or extrovert. Everyone—in marketing, advertising, 
art and editorial—took it and compared notes. 

When I told the gang I was an introvert, 
everybody cracked up. “You’re so shy,” snickered 
Mary. I looked to Josh for sympathy and took heart 
when his face went solemn. “It’s awful to see what 

a wall  ower you are at company 
events.” Gu  aws, howls. Et 
tu, Josh?

It’s true that I’m comfortable—
even very outgoing—in front 
of a camera or a crowd. But I 
wasn’t born that way. For years I 
couldn’t sleep the night before a 
TV appearance. I over-prepared 
to calm my nerves, and two 
decades later, I still do. That’s 
why I’m calm once the cameras 
start to roll. 

I also know why, at networking events and 
parties, I can go up to strangers and introduce 
myself. It’s because I took theater classes and 
performed in plays in high school and college 
(again, I knew my lines backward and forward to 
help me deal with the fear). 

In addition, I have a close friend, Missy, who is 
the most charming woman I’ve ever known. I’ve 
been watching her in action since we were in high 
school together. After many years of seeing her get 
the cute guy while I stood sti   y next to her at the 
bookstore or bar, you better believe I picked up a 
few of her tricks along the way.

The truth? Unless I’m seeing close friends, 
I’d rather stay home with a book. If you can 
relate, turn straight to “The Introvert’s Guide to 
Networking” on page 56.

Susan Kane
Editor in Chief

Extrovert? Not Me!
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The Buzz

PRECISION CLIMBING
Jim Collins is an absolute master. 

Mike Kroll
Via Facebook 

That Jim Collins cover shot is awesome! 
It reminds me of a quote I stumbled on not 
too long ago: “Climb mountains, not so the 
world can see you, but so you can see the 
world.”—Author unknown 

Major Keyz
Houston  

What a hero, this cli  hanger...  
Peter Elsman
Via Facebook 

AN IDEA A DAY  
SUCCESS magazine never fails to 

give me ideas and knowledge. I loved the 
September issue—in fact, I’m done reading 
it, and it’s only Sept. 2! 

I especially appreciated the activities 
presented in the calendar for self-
improvement month, and I’m doing them. 
Thank you, SUCCESS!  

Kailin D. Ver
Neepawa, Manitoba 

 
BEYOND IQ

There’s something in the “Better Than 
Smart” article [September] for all ages. I 
like that it’s backed by research and also has 
good stories. 

Brian J. Guest
London, U.K.

I love your slant on all things psychology, 
and the “Better Than Smart” article was 
another beauty. 

Derrick McCluskey
Spring  eld, Mass.

A VALUABLE LESSON 
“LinkedIn Lesson” [September] is an 

excellent plan for understanding and 
developing yourself. It’s easy to follow as well 
as inspiring. 

Michael Feeley
Chinon, France

BEST CD EVER… OR NOT?
I’ve been a reader for years, and your 

September CD was the best I have ever heard! 
Health,  tness and mental-diet advice that 
was a direct shot into the hearts of your 
listeners! Rock-solid stu  , extremely well-
articulated and inspiring for anyone dedicated 
to a life of lasting excellence. Don’t let up! 

Tom Templeton
Via email

I look forward to the SUCCESS CD each 
month. While you interview many inspiring 
people, some fall short—including Jonathan 
Roche. He misused the word literally and 
mispronounced et cetera. 

I tried to listen to his story, but his 
delivery made it incredibly di   cult. I 
imagine many listeners found him to be 
inspiring, but if the majority of your readers 
have a higher education, they—like me—
appreciate the proper use of language. 

Gina Kurowski 
Los Angeles

SHORT AND SWEET 
SUCCESS Book Summaries is a 

tremendous source of book reviews and 
summaries to help the reader choose must-
read books. If you are inspired by SUCCESS, 
you will be as pleased with these summaries 
[sold at the SUCCESS.com store] as I am.   

Don M. Green
Executive Director, 

Napoleon Hill Foundation
Wise, Va. 

She’s a famous media 
mogul and inspirational 
leader; he’s a best-selling 
author and high-profi le 
preacher, and we were 
there to see it all. SUCCESS 
was at the taping of 
the season premiere of 
Oprah’s Lifeclass with 
Bishop T.D. Jakes at 
MegaFest, and we live-
tweeted their wisdom. 

Don’t miss future exclusive 
tweets! Follow us on 
Twitter @successmagazine.

“I can see the worst in you 
and still believe the best for you.” 

—@BishopJakes at #Oprah’s 
#Lifeclass in #MegaFest

“When you hold onto your 
history, you do it at the 
expense of your destiny.”
 —@BishopJakes at @Oprah’s 
#Lifeclass

“Don’t allow your personal 
bitterness to make you an unjust 
judge.” —@BishopJakes at 
@Oprah #Lifeclass at #MegaFest

“You have to meet people 
where they are and love them at 
the level they want to be loved.”
 —@Oprah at her #MegaFest 
#Lifeclass

“If you have the strength to be 
confrontational, have the wisdom 
for confl ict resolution.”
 —@BishopJakes #Lifeclass

LETTERS TO THE EDITOR

Please include the writer’s name, city/state, email address and daytime phone 
number. Letters may be edited for clarity or space. MAIL: SUCCESS Letters, 200 Swisher 
Road, Lake Dallas, TX 75065.  FAX : 940-497-9987 EMAIL: editor@success.com.

TERMS OF SUBMISSION

By submitting anything to SUCCESS Media in any format, written or otherwise, you 
agree that: (1) your submissions and their contents will automatically become the 
property of SUCCESS Media, without any compensation to you; (2) SUCCESS Media 
may use or redistribute the submissions and their contents for any purpose and in 
any way; and (3) there is no obligation to keep any submissions confi dential.
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Personal relationships are always the key to good business. You can 
buy networking; you can’t buy friendships.  One of the challenges in networking 
is everybody thinks it’s making cold calls to strangers. Actually it’s the people who 
already have strong trust relationships with you, who know you’re dedicated, 
smart, a team player, who can help you. My Golden Rule of Networking is simple: 
Don’t keep score.

—Lindsay Fox, Reid Hoff man, Harvey Mackay
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TOP 
of Mind

Lately I’ve been 
thinking about 

the power of asking 
for help. I recently 
reached out to two 
trusted professionals 
for advice. After our 
conversations, both introduced me 
to others in their network, and then 
those experts did the same. Four 
weeks later, I’ve met 19 amazing 
new people, and they have all 
been happy to help because I’m “a 
friend of a friend.” The guidance 
from these generous mentors has 
been invaluable and has made my 
company better. Asking for help isn’t 
a sign of weakness; it’s a sign of 
aspiring to be even stronger.

—Brittany Hodak,  
co-founder, ’ZinePak

Once a week, I 
practice “random 
surprise and 
delight.” I walk 
into a Starbucks, 
Dunkin’ Donuts 
or similar 

establishment, go to the front of 
the line, and announce I’m paying 
for everyone behind me in the line. 
People react with amazement and 
disbelief for a free cup of coffee. 
Imagine how they’d react if the 
company they were purchasing 
from or the wait staff from whom 
they were ordering went out of 
their way to do something nice 
for them? That’s where the gold 
is, where the magic happens. 
Not only can it be good for the 
universe, but being nice can be 
incredibly profitable.

—Peter Shankman, founder, 
Help A Reporter Out (HARO)

I’m excited about 
the way mobile 
is transforming 
e-commerce. 
Content 
consumption 
has already been 
revolutionized by mobile, and 
e-commerce will go through a 
similar transformation. There will 
be big winners and losers; I can’t 
wait to see how it plays out.

—Russell D’Souza, founder, 
SeatGeek

ONLINE PRIVACY
Ever get a funny feeling someone’s watching you?

Internet users are overwhelmingly afraid 
of Internet snooping, according to a recent 
study by the Pew Internet & American Life 
Project. Researchers found 86 percent of Internet 
users have taken steps to remove or mask their 
digital footprints, including clearing cookies 
and encrypting email. “Users clearly want the 
option of being anonymous online,” says Lee 
Rainie, director of the Pew Research Center’s 
Internet Project. “Their concerns apply to an 
entire ecosystem of surveillance. In fact, they 
are more intent on trying to mask their personal 
information from hackers, advertisers, friends 
and family members than they are trying to avoid 
observation by the government.”

The July survey of 792 Internet users indicates 
their concerns may be justified, based on the 
following statistics:

•  21 percent had email or social networking 
accounts compromised or taken over by 
others without permission.

•  12 percent were harassed online.
•  11 percent had personal information stolen, 

including Social Security numbers and credit 
card or bank information.

•  6 percent lost money in online scams.
•  6 percent su  ered damages to 

their reputation.
•  4 percent were led into physical danger 

because of something that happened online.

THE MOST IMPORTANT 
QUESTION
Gary Keller asks, “What’s your one thing?”

“Multitasking is a lie,” writes Gary Keller in 
his new book The ONE Thing: The Surprisingly 
Simple Truth Behind Extraordinary Results. 
Strangely enough, if there’s anyone you’d think 
would need to multitask, it’d be Keller, the 
chairman of the board and co-founder of Keller 
Williams Realty, the largest real estate company 
in the country. But Keller, 56, maintains that 

you cannot e  ectively do two things at once. “If 
you want to be average, do all 20 things. If you 
want to be extraordinary, do one thing well.”

The idea of concentrating on that one thing is 
the premise behind Keller’s strategy for striving 
for the best and most successful life possible. 
And basically it boils down to this: You’ve got 
to simplify and focus. “When you talk to people 

about living a big life, being a big success, they 
automatically assume it’s complicated.” Instead, 
he says, you have to ask yourself, “What is the 
one thing I can do right now to ?” 
and then  ll in the blank, whether what you’re 
wanting to do is expand your business, get 

a promotion, f ind new customers, or 
whatever other goal you may have that in 
the end you think will help you achieve 
your best life possible.

“The ONE Thing is a business book. A real, 
serious business book,” says Keller. But, he 
adds, the concepts in it naturally translate to 
other aspects of your life, like home, family and 
spirituality. It’s about mastering what matters 
to you. “It’s about the one thing. Not the only 
thing,” insists Keller, “but one thing at a time.”

—Jill Becker

LINKS
toSUCCESS

Try the free My One Thing app 
@ SUCCESS.com/My-One-Thing
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TOP 
of MindHearing Voices?

It’s just the sound of technology whizzing past you.

Imagine their surprise when tired German commuters leaned their heads against the train 
windows next to them and “heard” an advertisement. Even weirder: Passengers seated next to them 
heard nothing.

The German test ads use prototype transmitters on the train windows that send high-frequency 
vibrations directly to passengers’ inner ears when they lean on the glass. This bone-conduction 
technology is similar to that used with Google Glass audio and some hearing aids. Spoiler alert: Some 
magicians also use it to “plant” a message in an audience member’s head.

The advertisements were for a video streaming service from Sky Deutschland. (Sky Deutschland 
is a pay TV service controlled by 
News Corp., which also owns The 
Wall Street Journal and the New 
York Post.)

If Sky Deutschland agrees, BBDO Germany, the product’s developer, plans to implement the 
ads more widely. A BBDO spokesman calls the response to the Talking Windows project “positive,” 
although some Internet comments have been hostile.

“Some people don’t like advertising in general,” says BBDO’s Ulf Brychcy. “But this is really a new 
technology. It might not only be used for advertising, but also for music, entertainment, mass transport 
information, weather reports and so on.”

There are no plans to expand the product use beyond Germany, but “if we look into the future: 
Everything is possible,” says Brychcy.

—Betsy Simnacher

The accelerated 
impact of new and 

relatively new brands 
is top of mind for me 
these days. Living in 
the deep end of the 
emerging media and 
technology pool, I’m fascinated 
with how quickly entrenched and 
evergreen brands, distribution 
platforms, and everyday efficiency 
tools have been replaced with new 
companies, delivery mechanisms 
and solutions. The relevance that 
Netflix, YouTube, Amazon, HBO 
Go, Showtime Anytime and Hulu 
have had on consumption patterns 
(binge consuming) and as genuine 
sources of top-notch programming 
(examples: Netflix’s House of Cards 
and Orange Is the New Black) is 
staggering. Coupling this second 
golden age of television to the 
current array of distribution and 
production options is brilliant.

—Peter Levin, CEO, 
Nerdist Industries

At times I have 
found myself 
responding to 
others’ needs and 
requests, which 
deters me from the 
most value-added 

work I need to do for the company. 
I recalibrate once in a while by 
looking back at my calendar and 
to-do list to see if I am working on 
the things that are most critical for 
the business, rather than just doing 
a lot of little things.

—Joy Chen, CEO, Yes To Inc.

As an actor, I worry 
about the theater’s role 
in telling the stories of 
our world’s increasingly 
distracted and 
fragmented community. 
I was excited about 
seeing Mark Rylance in the dual bill 
of Twelfth Night and Richard III on 
Broadway this fall. He understands 
that a fundamental function of 
storytelling is to remind us that we 
are not alone, that we are all part of 
the bigger story.

—Matt Letscher, actor, CW’s 
The Carrie Diaries,upcoming 

film Devil’s Knot

What’s�Your Prospect’s 

Tailor your pitch accordingly.
From sales pitches to marriage proposals, much of life depends on persuading people to act.
Researchers at Columbia Business School’s Motivation Science Center say people decide based on 

their primary focus. People they dub prevention-focused mainly want to preserve what they have. The 
other type—promotion-focused people—are risk-takers who seek new possibilities.

In their book Focus: Use Di  erent Ways of Seeing the World for Success and In  uence, Heidi Grant 
Halvorson, Ph.D., and E. Tory Higgins, Ph.D., of the Columbia center, give examples of both types of 
people. They suggest improving your persuasiveness by adapting your message to appeal to the type of 
person hearing it, or to include points that will resonate with both types of people.

Promotion-Focused
 Respond to pitches emphasizing bene  ts
 Interested in the big picture
  Want to know the “why” related to their 
decision, such as the purpose of a new 
product and its innovativeness

Prevention-Focused
  Want assurance they won’t make a mistake 
by buying in
 Interested in the nitty-gritty details
  Want to know the product is reliable, how it 
works and its speci  cations

—B.S.

LINKS
toSUCCESS

See a Talking Windows demonstration 
@SUCCESS.com.
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GLASS 
Half Full

Poll shows entrepreneurs’ 
optimism outweighs worry.

Entrepreneurs express more optimism 
about their future than regular workers, 
Gallup reports, even though they also are a 
bit likelier to say they experience stress and 

worry. So upbeat are entrepreneurs that 
30 percent of those polled imagine that 

in fi ve years they’ll enjoy their “best 
possible life,” as compared with 
25  percent of other workers. Most 
entrepreneurs surveyed also said 
they learned or did something 

interesting and generally enjoyed 
a lot of what they did the previous day.

These results are “a little surprising on 
the surface,” says Dan Witters, research 
director, Gallup-Healthways Well-Being 
Index. Entrepreneurs’ reduced health care 
coverage and elevated financial liability 
“are big drivers of their extra worry 
and stress that they carry around every 
day. Ordinarily these metrics would be 
associated with lower levels of optimism for 
the future, not higher.”

But pursuing a profession that brings 
extra daily enjoyment and opportunities to 
learn new and interesting things provides a 
sort of counterbalance, Witters says. Plus, 
maybe it’s in the nature of entrepreneurs, 
who are “a special class of Americans” 
holding “a pretty positive view of the 
future  generally.”

—Sally Deneen

Test Kitchen
Restaurant and hotel owner Michael Zislis leaves nothing to chance.

Michael Zislis believes in the restaurateur’s equivalent of the pop quiz. Every night, 
without advance notice, he visits one of his nine Southern California restaurants 
to make sure all is well. Zislis might stride into The Strand House, a sophisticated 
oceanfront restaurant in Manhattan Beach; the sprawling Rock’N Fish at the L.A. 
Live entertainment complex in downtown Los Angeles; or the Zinc Lounge, which is 
tucked inside Shade, the Manhattan Beach boutique hotel he also owns. If something 
isn’t working, Zislis wants to know fast. “Real entrepreneurs fi x problems,” he says. 
“They don’t put their heads in the sand.”

Zislis is a compulsive tester and taster (he exercises an hour a day to keep pounds 
in check). Several times a year, each of his chefs presents 30 or so potential menu 
items. Only five or six will make it, and then only after weeks of tweaking. He 
recently rejected a raw kale salad as too garlicky and vetoed 
its croutons. The dish fi nally made the menu after diced 
grapes and champagne vinaigrette were added. (Zislis, 
48, says his discerning palate helped him launch a 
successful craft brewery when he was still attending 
USC as an economics major.)

Vendors also face rigorous testing, with Zislis 
and four team members conducting monthly 
“cuttings,” or blind tastings. For instance, 
they might sample f ive suppl iers’ 
unseasoned ground beef patt ies 
cooked medium-rare by one of his 
chefs. If a current vendor doesn’t 
score highest, it’s cut. “This 
keeps our vendors in touch 
with themselves,” Zislis says. 
“We had a f ish vendor who 
changed the quality of some 
fi sh. After a cutting, it lost our business for a 
year.” The vendor had to win its way back, but 
he says it’s stayed four years in a row since.

—Shelley Levitt
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POPULARITY ISN’T EVERYTHING
Every Monday, restaurateur Michael Zislis audits what’s selling 
and what’s not. But he realizes revenues aren’t the whole story. 
When Zislis removed low-selling sardines from the menu at his 
Circa restaurant in Manhattan Beach, “I’ve never gotten so much 
pushback from customers.” Sardines returned to the menu. “I sell 
only 15 sardine orders a week, while I sell 80 to 120 of everything 
else. But people who love sardines say these are the best they’ve 
ever tasted, and that's the kind of emotional connection you want 
to cultivate in your customers."
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TOP 
of Mind

I’m consumed 
with building an 
online platform 
that enables 
entrepreneurs 
to raise capital 
and provides 

unique opportunities for everyday 
Americans to become equity 
investors. The possibilities for equity 
crowdfunding were unlocked by the 
JOBS Act, which updated 80-year-
old securities laws. The changes 
will level the playing field for small 
businesses, the true economic 
engine of our economy, which are 
trying to raise money, and will enable 
“the crowd” to invest in projects and 
businesses they support.

—Joanna Schwartz, CEO, 
EarlyShares.com

Since establishing a 
New York office this 
past year, I’m flying 
frequently. At first, I 
struggled to eat healthy. 
Lately I’ve started to 
carry a bag of nuts and 
a protein bar. Having options in 
my purse for when I’m hungry 
helps me avoid the temptation of 
pizza at the airport. Also, given the 
dehydrating effect of airplanes, I 
carry a moisturizer and a drink.

—Shradha Agarwal, 
co-founder, ContextMedia

We’re working on 
an exhibit for The 
National World War II 
Museum that 
transports patrons 
back in time and 
into a pretty unique 

situation. We start our projects from 
the audience’s perspective, but this 
one underscores that approach. 
We began by asking our clients, 
‘What do we want the audience to 
think? How would we like them 
to feel? What will make such a 
deep impression that they have to 
come back?’ Start there and work 
backward. You’ll have what you need 
to deliver a moving, memorable 
experience. That philosophy has 
been key to our success.
—Gary Solomon Jr., president, 

Solomon Group

Holiday Cheer
Small steps can bring a little more joy to the world.

History o  ers some dramatic examples of how the human brain is designed 
for emotional contagion.

Perhaps the craziest on record is the Dancing Plague of 1518. It reportedly 
began when a woman, Frau Troffea, started dancing in the streets of 
Strasbourg, France, and didn’t stop until she collapsed from exhaustion. Then 
she started again. Within days, 30 other people began nonstop dancing with 
her, and not out of joy—but because of a mental compulsion they caught from 
her, resulting in exhaustion and even one heart attack.

Crazy, but what if stories like this show that we could also create an equally 
compelling positive contagion that actually made people healthier and happier?

During this time of year, the axiom “it’s better to give than to receive” works 
with both gifts and moods alike, and it’s truly better to give happiness than to 
receive stress and anxiety from others.

Here’s one simple way: Give three “gifts,” three smiles more than you 
normally would. Smile at a stranger on the subway, at a co-worker you don’t 
know or during an otherwise dull meeting.

Researchers have found that when you  ex your smile, your brain releases 
dopamine, which improves your mood. But better yet, you just got that other 
person’s brain to change as well. Maybe your gift to the world this holiday 
season will be a contagious outbreak of joy.

SHAWN ACHOR 
is a Harvard-
trained 
researcher 
and the author 
of Before 
Happiness. Get a 
daily dose of 
happy at 
Facebook.com/
ShawnAchor.

THE 
Happiness
GUY

Clutter vs. 
Cleanliness
Your environment can affect your mindset.

Someone once wrote, “a clean desk is a sign 
of a cluttered mind.” The tidiness of the room 
you work in does affect how you think. But 
a messy environment is more likely to spark 
creativity, while an orderly space seems to 
inspire conventional behavior, research shows.

Un iver s it y  of  Mi n ne sot a  re se a rcher s 
placed one group of study participants in an 
orderly room and another group in a room 
strewn with papers, and asked both groups 
to think of unconventional uses for pingpong 
balls. Both groups came up with about the 
same number of ideas, but those generated 
by the people in the cluttered room were 
more innovative.

There’s something to be said for an orderly 
env ironment, too, though. In a dif ferent 
experiment, Dutch students were directed to  ll 
out a form, then asked to donate to a charity and 
o  ered an apple or chocolate as a thank-you gift. 
The students in the orderly room donated more 
than twice as much as those in the cluttered space 
and chose the apple over the chocolate more often.

“Orderly env ironments promote more 
convention and healthy choices, which could 
improve life by helping people follow social norms 
and boosting well-being,” University of Minnesota 
researchers concluded. “Disorderly environments 
stimulate creativity, which has widespread 
importance for culture, business and the arts.”
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Why Is Winter 
Flu Season?

There have been many unproven theories as to why we tend 
to catch the f lu during winter—more people congregated closer 
together indoors, less-active immune systems when days are shorter, 
etc. But scientists recently determined it’s the lower humidity that’s 
to blame for outbreaks of the virus when it’s colder. That’s because 
the virus can remain viable longer in the drier air.

What happens is this: A sick person sneezes or coughs, emitting 
tiny droplets of moisture that carry the virus. In lower humidity, 
the moisture evaporates quickly leaving the virus lingering in the 
air. Also, when humidity is low, our nasal passages are drier, which 
helps the virus stick.

In a simulation, researchers found that an hour after a virus was 
released in a room at relative humidity of 23 percent or less, up to 
77 percent of viral particles retained their infectious capacity. When 
humidity was increased to about 43 percent, only 14 percent of the 
virus particles were infectious.

 Overheard…

“Everyone wants 
to bring the magic of 
Silicon Valley to their 
local community, but 
there’s more power 
in authenticity.”

—Angela Benton, CEO 
and founder, NewME

Accelerator

“Chase the vision, not 
the money.”
—Tony Hsieh, CEO, Zappos.com

“I have a bias toward 
‘built to last’ startups 
that solve problems, 
not ‘built to fl ip’ ones to 
make a quick buck.”

—Steve Case, 
co-founder, AOL

From interviews, presentations and 

eavesdropping at South by Southwest V2V

DON’T Try
This at Home!

Multitasking while driving
(in a video game, at least)

can improve cognition.
Everyone knows you’re not supposed to text while driving—or 

eat a bowl of cereal, apply mascara or let your Chihuahua steer, 
no matter how cute he looks. But new research  nds that healthy 
older adults actually improved their cognitive abilities by playing a 
specially designed 3-D video game that requires multitasking.

The game developed by scientists at the University of California 
San Francisco simulates racing a car along a curving roadway 
while various road signs pop up. Drivers are told to look for a 
speci  c sign and push a button when they see it, ignoring all other 
signs. Switching quickly from driving to responding to signs—like 
multitasking—hinders performance, especially as people age.

But after 12 hours’ training on the NeuroRacer game over the 
course of a month, participants ages 60 to 85 improved their 
performance until they were better than 20-year-olds who played 
the game for the  rst time. Participants retained their pro  ciency 
with the game six months after training, which also improved their 
working memory and sustained attention.

“The finding is a powerful example of how plastic the older 
brain is,” said Adam Gazzaley, M.D., Ph.D., UCSF associate 
professor of neurology, physiology and psychiatry, and director of 
the Neuroscience Imaging Center. He’s also co-founder of Akili 
Interactive Labs, which is developing cognitive video game software 
as diagnostic and therapeutic tools.

“It’s hard to call 
something a failure if 
you’ve learned so much 
from it.”

—Lauren Bush Lauren, 
co-founder and CEO, 

FEED Projects

“Even for a big 
company like 
Sprint to survive, it 
can never lose its 
entrepreneurial mojo.”

—Kevin McGinnis, vice 
president of development 
and operations for Sprint's 

Pinsight Media division
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Strides

Melissa 
Balmain is an 

award-winning 

journalist and 

poet whose 

work has 

appeared 

in The New 

Yorker, 

The New 

York Times, 

Parenting and 

elsewhere. 

She teaches 

writing at the 

University 

of Rochester.

Set priorities drawer by drawer.

From Pooped to Pumped 

OH, TO be a movie star. Not for the money and 
adulation—though I wouldn’t turn those down—but for 
the freedom to announce, as movie stars often do, that 
they are “taking a little time o   between projects.” Six or 
eight months, say, to bake bread on a ranch in Montana.

This is how I was thinking, not long ago, after 
putting out the f irst issue of an online journal I 
co-edit. Getting to that point took over a year of plan-
ning, consulting, collaborating and reading hundreds 
of submissions. Much of this was a joy, but man, was 
I pooped on launch day. And the day after that. And, 
truth be told, for weeks more. 

But not being a movie star, I couldn’t just sit on my 
big fat laurels. I had tons of other work to do—including 
(yikes!) getting the next issue of the journal underway. 
If only I weren’t too bushed to really start cranking…

“You’re telling yourself that, but you weren’t too 
exhausted two minutes before you f inished your 
project!” Bill Knaus chided me. Knaus is a clinical 
psychologist, a former psychology professor and the 
author of books such as End Procrastination Now!—in 
other words, a pro at yanking people out of slumps like 
mine. I called him shortly after the journal’s debut, 
when I had started to limp toward my next deadlines. 
“If you de  ne yourself as too tired to go on, then you’re 
going to act as if you were, and you’re going to find 
evidence of fatigue everywhere,” Knaus went on. “That’s 
how we mentally get ourselves into tailspins. Instead, 
say, ‘Yeah, I’m pooped out, but let’s see what we’ve got 
next. Tonight I’ll put a few things on my to-do list so I’ll 
have some direction tomorrow.’ It’s easier to transition 
to something you’ve created a structure for.”

Ideally, Knaus said, you make yourself a to-do list 
before you finish that monster project (although it’s 
never too late). Go ahead and put some “Yay, I  nished!” 
celebrating on the list, if you like, just not so much that 
it derails you for days.

What else belongs on your list? Important, “top-
drawer” tasks that help you meet imminent dead-
lines or long-term goals for your career, health and 
family, Knaus said. The list should be short, so it 
isn’t overwhelming, and the tasks needn’t be taxing 
when you’ve just  nished something big. “Often after 
achieving something, you have a natural letdown 
and you have to allow yourself time for that,” he said. 
Then you can ramp back up. By way of analogy, he 
mentioned how, after a major game, football players 
may analyze team videotapes rather than lumbering 
right back onto the  eld.

Not sure which of your tasks count as top-drawer? 
“Ask yourself, ‘If I do this, what’s the likely outcome?’ ” 
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Knaus suggested. The more major the results (getting 
closer to, say, your dream job/entrepreneurial success), 
the higher the drawer. Such forethought is always 
good, since there’s a human tendency—documented 
by researchers at Duke University, the University of 
California and elsewhere—to slack off even after we 
complete minor “bottom-drawer” tasks. And that 
tendency’s bound to be even greater when we can tell 
ourselves things like, “Look at me! Yesterday I  nished 
that huge proposal, and today I got right back in the 
saddle and organized all my bobbleheads!” If we’re not 
careful, Knaus warned, we can easily wind up “living 
life in the bottom drawer.”

Of course, what’s bottom-drawer to me (playing video 
games) may be top-drawer to you (especially if you’re 
the president of Sega), and vice versa. The main thing, 
Knaus said, is to be honest with yourself about whether 
an item on your list is just a diversion. Which isn’t to 
say you shouldn’t make time for diversions—just try to 

use them as rewards for  nishing top-drawer stu  . A 
morning spent on that marketing plan, for instance, 
might earn you a stroll through the farmers market.

All of which sounds great, as long as you can make 
your tired self actually tackle your to-do list. One of 
Knaus’s favorite tricks is a twist on a classic. If you’ve 
been avoiding a task, he said, “Agree with yourself that 
you’ll put  ve minutes into starting. At the end of  ve 
minutes, decide if you’ll put in  ve more minutes. You’re 
taking a bits-and-pieces approach, because the way the 
human brain works is we tend to be short-term hedo-
nists.” Before you know it, you may well forget about 
those brief increments and just keep going. “Once you 
create momentum, it’s easier to continue.”

I’ ll vouch for that. With a nudge from the f ive-
minute approach, I’ve managed to shake o   my post-
project laziness all day. And now—as soon as I  nish 
this sentence—I can check o   the item at the top of my 
to-do list. S

Featured authors include: 

Join the Community 
facebook.com/SUCCESSMagazine

in easy and convenient 
MP3 downloads.

150+ inspirational 
titles, most for 
$9.97 or less!
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A Healthy You

Mehmet C. 
Oz, M.D., is the 

director of the 

Cardiovascular 

Institute and 

Integrated 

Medical Center 

at New York’s 

Presbyterian-

Columbia 

University. He 

hosts The Dr. 

Oz Show.

Michael F. 
Roizen, M.D., 
is the chief 

wellness offi  cer 

and chair of 

the Wellness 

Institute at the 

Cleveland Clinic.

Q: My husband recently had a heart attack, and 
because the holidays can be stressful—and because 
sugary, fatty foods are everywhere—I’m worried. 
How can we stay heart-healthy through the season?

A: You’re right to be concerned—unhealthy food 
choices, lack of time for self-care and physical activity, and 
the stress of the season increase emergency-room visits and 
heart-related deaths. To keep your husband from becoming 
one of those statistics, commit with him to focus on health. 
Remind your husband that by taking care of himself, he’ll 
spare his family the burden of having to nurse him back 
to health. 

We suggest you take this test together to assess your 
current status. If you each score over 18, you’re on your way 
to a healthy holiday now and for years to come. If your total 
is 18 or less, start following these strategies now. 
1. Do you eat roughly four servings of fruits 
and fi ve or more servings of vegetables 
daily? (4 points) 

If so, you’re giving your ticker a great gift. Eating 
different-colored vegetables and fruits increases your 
intake of phytonutrients, compounds believed to fend o   
chronic illnesses, including heart disease. A serving is 
probably smaller than you think—just a half-cup, or about 
the size of a tennis ball cut in half. To work these into 
your meals:

Put a salad in your sandwich or omelet: Don’t stop at 
tomatoes—throw in spinach, beets, onions, radishes, 
spinach and kale.
Toss steamed vegetables like broccoli or green beans 
into pasta.
Add fresh seasonal fruit—berries, bananas, apples—to 
cereal or oatmeal.
Add fruit to green salads. In-season choices include 
pomegranate, mandarin oranges, tangerines and pears.
Serve grilled fruit (pineapple, apples, bananas) on 
skewers for dessert. 

2. Have you been walking 10,000 steps—
about 5 miles—a day? (4 points) 

Walking helps you lose weight and get  t; reduces 
your risk of heart disease, diabetes and cancer; boosts 

Healthy Holidays

your mood; keeps your brain healthy; and reduces food 
cravings. If 10,000 or more daily steps seems over-
whelming, know that half of that can easily come from 
your normal routine. 

Need motivation? Wear a pedometer. Even better, 
give a few to friends and family this holiday season and 
challenge each other to reach 10,000 steps every day.
3. Have you cut out unhealthy fats? (2 points)

Trans fatty acids are poison. These fats increase the 
hardening of your arteries and negatively a  ect metab-
olism. Trans fats lurk in packaged cookies, crackers, 
chips and in many fast-food meals—especially fried 
foods. When reading a food label, watch for the terms 
partially hydrogenated or just hydrogenated vegetable 
oils. If either is near the top of the ingredient list or is 
listed before healthy monounsaturated and polyun-
saturated fats, don’t buy the product. 

Saturated fat causes the buildup of fatty tissue along 
the lining of your arteries. Avoid or severely limit foods 
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with these fats: red meats, full-fat dairy products, and 
palm and coconut oils.

In contrast, polyunsaturated fats seem to be heart-
healthy and decrease aging. And monounsaturated—
the best—fats (in olive oil, avocados, nuts and fish) 
boost the healthy cholesterol in your blood and keep 
your ticker young. 
4. Have you quit smoking and do you avoid 
secondhand smoke? (2 points)

This is the most important action. Smoking increases 
your risk of heart disease, lung cancer, emphysema, 
bronchitis and diabetes, among others. And if you don’t 
smoke but spend time around those who do? The smoke 
that burns o   the end of a cigarette or cigar contains 
more harmful substances than the smoke inhaled by 
the smoker! So you must avoid it. (For more informa-
tion and tips, visit SmokeFree.gov.) 
5. Have you reduced your added sugar 
intake? (4 points)

Sugar that occurs naturally in foods like vegetables 
and fruits is nice; refined sugar added to foods is 
naughty. Added sugars cause all kinds of problems 
throughout your body. A food is likely to be high in 
added sugar if one of these substances is  rst or second 
in the list of ingredients (or if several are present): 
brown sugar, corn sweetener, dextrose, fructose, fruit 
juice concentrate, glucose, honey, invert sugar, lactose, 
maltose, molasses, raw sugar, sucrose, table sugar. Also 
watch out for concentrated fruit juice and expeller 
pressed organic rice extract. 
6. Have you switched to whole grains? 
(2 points)

Whole grains contain  ber, which thwarts arterial 
aging. Whole grains also help keep blood sugar levels 
steady, help you feel full and lose weight, and keep your 
digestive system regular. Whole grains have not been 
re  ned, i.e., stripped of their nutritious outer layers. 
Unless all the bread or pasta you’re eating is made from 
and says 100 percent whole grain (and says so in the  rst 
spot in the ingredient list), it’s not much better for you 
than added sugar. Why? When you eat foods made with 
re  ned grains (breads and pastas made with enriched, 
bleached, unbleached, semolina or durum  our), your 
body quickly converts the carbohydrates to sugar. 

Shoot for six or more servings of whole grains a day, 
preferably from a diverse mix of sources such as brown 
rice, whole grain pasta, whole wheat bread, quinoa, 
barley and oats.
7. Have you been managing your stress? 
(6 points)

A bit of short-term stress can motivate you to 
achieve your goals, but uncontrolled, long-term stress 
can increase your risk of heart disease. When you feel 
overwhelmed, try relaxation techniques such as deep 
breathing, meditation or yoga. Simply paying attention 
to the present moment without judging it (typically 
done through meditation and conscious breathing) 
slows breathing and improves your outlook. 

�Q: I’m estranged from my immediate family, so 
how can I get through the holidays without feeling 
so alienated? 

A:  Find comfor t in a holiday theme: g iv ing. 
Charitable acts help you feel connected to those who 
bene  t from your generosity. Volunteering at, say, a 
homeless shelter or singing carols at a senior center 
also connects you with other volunteers who are 
like-minded. Who knows, you may end up with life-
long friendships as a result. And volunteering  feels 
good, too. 

Researchers have found that the e  ect of giving—
altruistic actions small and big—is similar to the 
so-called runner’s high (the rush of endorphins). And 
people who experience this “helper’s high” assess their 
health as better than those who don’t. That’s because 
charitable thoughts help strengthen your immune 
system, boost positive emotions, decrease pain and 
provide overall stress relief. When you think a happy, 
generous thought, you’re telling your brain to stop 
producing stress hormones and substances that raise 
blood pressure and cause in  ammation. 

And by all means, throw some charity your own way. 
We’re huge fans of massage, so treat yourself and be 
immediately transported from stressed-out-of-your-mind 
to aaaah. Plus, regular massage has been linked to an 
improvement in everything from depression to anxiety. 

�Q: I get many solicitations around the holidays 
asking to support research for cancer, lupus, 
autism… you name it. I want to help cure these 
health problems, but is there any way to know 
which of these organizations are legit? 

A: Check out CharityNavigator.org, which rates 
and analyzes nonprofits to separate the legitimate 
charities from organizations that are run ine   ciently 
or that aren’t transparent about where donations go. S

An Rx for stocking stuff ers
@ SUCCESS.com/Roizen-Oz-Stockings
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ONCE THERE was a young woman who complained 
to her father about her life and how hard things were for 
her. Adversity was overwhelming her, and she wanted 
to give up. 

As he listened, her father  lled three pots with water 
and brought them to a boil. Into the  rst he put carrots, 
into the second he put eggs, and into the third he put 
ground co  ee beans. He let them simmer and cool, then 
asked her to feel the now-squishy carrots and examine 
the hardened eggs. Then he told her to taste the rich 
drink made from co  ee beans and plain water.

“When you face adversity, how do you respond?” he 
asked. “Are you a carrot, an egg or a co  ee bean?” 

Life is  lled with adversity. We can be squashed by 
it. We can allow it to make us hard. Or we can make 
the best of it. I detail these outcomes in my latest book, 
Sometimes You Win, Sometimes You Learn, from which 
this lesson is adapted.

We generally can’t choose our hardships, but we can 
choose how we respond to them. If we respond positively 
to di   culties, the outcome potentially will be positive. 
If we respond negatively to our di   culties, the outcome 
probably will be negative. That’s why I call our response 
“The If Factor.” Here’s what I mean:

1. Adversity introduces us to ourselves, 
if we want to know ourselves.

If we are courageous, di   cult times can create an 
opportunity for self-examination and self-discovery. 
Unfortunately, many people choose to hide. They build 
walls, close their eyes, run away, medicate themselves 
and  nd other ways of escaping reality. If that is your 
response to adversity, you will never understand the 
situation or yourself.

I love a story speaker Tony Robbins tells about 
two victims of chance—one who wins the lottery 
and another who is paralyzed in an accident. Three 

years later, 
w h y  i s  t h e 

pa r a ly z e d  p er son 
the happier of the two? 

The lottery winner had looked 
outside himself to make changes in 

his life. The paralyzed person, in contrast, is 
introduced to his potential self through adversity. 

He rises to challenges he never knew he could face. 
And he comes to appreciate the good things in his life 
as he never did before.

2. Adversity is a better teacher than 
success, if we want to learn from it.

You’ve probably heard the saying, “When the pupil 
is ready, the teacher will come.” That’s not necessarily 
true. With adversity, the teacher will come whether the 
pupil is ready or not. 

Philosopher and author Emmet Fox said, “It is the 
law that any di   culties that can come to you at any 
time, no matter what they are, must be exactly what 
you need most at the moment, to enable you to take 
the next step forward by overcoming them. The only 
real misfortune, the only real tragedy, comes when we 
su  er without learning the lesson.”

It requires the right mindset and a deliberate inten-
tion to  nd the lesson in a loss. If we don’t embrace those 
things, all we end up with are the scars.

3. Adversity opens doors for new 
opportunities, if we want to learn from it.

“Most of us are taught, beginning in kindergarten, 
that mistakes are bad,” noted Kim Kiyosaki, co-founder 
of the Rich Dad Co. “How often did you hear, ‘Don’t make 
a mistake!’ In reality, the way we learn is by making

From boll weevils to market collapses, your 
resolve can overcome any adversity.
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mistakes. 
A mistake 
s i m p l y 
s h o w s  y o u 
s o m e t h i n g  y o u 
didn’t know.” 

One of my favorite examples of this comes from 
a legend dating to the 1870s. As the story goes, a 
worker at Procter & Gamble forgot to turn off a 
machine that was mixing soap. He packaged the 
“ruined” soap anyway, and hoped for the best. The 
company was soon f looded w ith let ters asking 
for more soap bars that f loated. A manufacturing 
mistake led to an opportunity, the creation of Ivory 
soap. Learn to take advantage of the opportunities 
adversity presents.

4. Adversity can signal a coming 
positive transition, if we respond 
correctly.

In 1915 the people of Coffee County, Ala., were 
devastated after boll weevils destroyed their cotton 
crop—their economic lifeblood. What would they do?

Grow peanuts, suggested scientist George Washington 
Carver, who also found that the versatile legume could be 
used to make soap, ink, plastics and cosmetics, opening 
the local economy to a brighter future. Carver viewed the 
crop failure not as a disaster but as an opportunity for 
transition. Like Carver, we can use adversity as a catalyst 
for change.

5. Adversity brings profi t as well as 
pain, if we expect it and plan for it.

In the movie Black Hawk Down, a vehicle  lled with 

wounded American soldiers lurches to a stop 
amid a hail of Somali bullets. An o   cer orders 

a soldier to get in and drive.
“But I’m shot, colonel,” says the soldier. 
“Everybody’s shot,” responds the officer. “Get in 

and drive!”
We should all expect pain. But I think what distin-

guishes successful people is that they plan for it, 
and by doing so, bene  t from it. I once heard FedEx 
founder Fred Smith recount an interview between 
Olympic gold medalist pole-vaulter Bob Richards 
and some younger Olympians. Richards asked, 
“What did you do when you began to hurt?” None of 
these athletes were surprised by the question. They 
expected pain and had a strategy for dealing with it. 
As Richards summarized, “You never win the gold 
without hurting.”

6. Adversity writes our story, and if our 
response is right, the story will be good.

Consider the tales of golfers Jack Nicklaus and Tony 
Jacklin. Nicklaus narrowly lost the U.S. Open in 1982, 
and pundits thought the legend was too old to win 
another major tournament, but he went on to a victory 
in The Masters four years later, at age 46.

Contrast that with Jacklin, who melted under pres-
sure near the end of the 1972 British Open. “I had the 
heart ripped out of me,” Jacklin later said. “I was never 
the same.” 

What story will you write? Adversity without triumph 
is not inspiring; it’s depressing. Adversity without 
growth is not encouraging; it’s discouraging. Adversity 
can create a story of hope and success. I hope that is the 
tale you write. S
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E-LEARNING IS the future of all business. Yes, 
even yours. 

Why? Because you and your organization don’t have 
time to answer the same questions and solve the same 
problems over and over. Worse, if you have to personally 
swoop in to solve employee problems and supply boiler-
plate information, then you become a bottleneck. 

I saw this bottleneck phenomenon in action at a 
consulting  rm. The CEO was in his o   ce  ddling with 
a new cellphone. He was personally setting it up for their 
newest employee… because he set up each new employee’s 
cellphone himself. The CEO! He gets paid $500 per hour 
for consulting, but he’s o   in the corner setting up a new 
phone. If he had just recorded a video—nothing fancy, 
a smartphone video would do—as he went through the 
process on one phone, voilà: All new employees could 
follow his lead, and the cellphone setup problem would 
have been solved forever. Clearly he doesn’t consult on 
time management.

That video (and others) belongs in the company’s 
e-learning video library. Recent hires would  nd instant 
answers to typical new-employee questions without 
going to a boss. And veteran employees would tap the 
video library to learn the thinking behind the company’s 
biggest sales and core company breakthroughs. 

You and I both know what happens when you don’t 
have this type of e-learning resource: A new team 
member joins. He or she receives initial training. Next 
thing you know, this newbie is stuck on a challenge that is 
old-hat to you but brand-spanking-new to him or her. The 
sta  er tries to solve it solo. Sometimes this works. Often it 
doesn’t. Now the company’s small problem has ballooned 
into a big misstep, and the company owner, an executive 
or a senior employee has to jump in to help. 

Businesses can’t waste time this way because the 
competition is moving too fast. That new employee needs 
to click play on a video and  nd the answer while the 
customer is still on the phone.

So what videos should you make and place in a folder 
on each employee’s computer desktop? These three work 
best for e-learning that drives business growth:

Jump-start videos. List the 20 most common 
questions that new hires ask during their first 30 
days. Make a video answering each question—your 
video version of FAQs for new employees. This video 
library will save you hours of answering the same 
questions year after year.
Expert videos. Who at your company has a gift 
for sales, cold-calling or motivating the team? Video 
them in action and spread their gifts companywide.
 Talent-development videos. Identify the five 
core skills you want your leaders to have. Make a video 
of someone within your company showing these skills 
in action—or video yourself teaching each one—as a 
talent-development program. 

A decade or two ago, success was based on who you 
knew and what you knew. To be successful today, it’s more 
about how fast you can  nd the right answer and spread 
that insight across your company. 

Trust me. Creating an e-learning video library works. I 
know, because we have one at my company. S

employees.
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Carol’s Story
I always thought I had a thyroid problem. Ever 
since the first set of symptoms started revealing 
themselves, which began right after the birth of 
our third child, I knew something was off.
 Exhaustion began to slowly creep up on me 
until it finally consumed me. It was draining. 
I have never experienced anything quite like it. 
No matter how many naps I took or how long 
I slept, it was still there.  
 At first I blamed the fact that I was raising 
three children and holding down a full time 
job…who wouldn’t be exhausted? 
 Then the next phase of symptoms began to 
roll in. I was cold all the time! It would be August 
in Texas and I’d be wearing a jacket to work. My 
hair and eyebrows began to thin out. Oh, and 
the brain fog. I honestly thought my memory 
loss was the first sign that I had Alzheimer’s.  
 Over coffee with a friend, something I was 
consuming way too much of, I discussed with 
her what was happening to me. She said that it 
sounded like a thyroid issue, something I had 
always thought.  
 Naturally, I went to my doctor, explained 
my symptoms and told him that I thought 
I was hypothyroid. He ran some tests, took 
blood work and scheduled my recheck. Two 
weeks later he told me that my blood work 
was normal. “But I don’t feel normal,” I told 
him. “Are you sure those results are right?” 
His answer was “yes,” and he offered me a 
prescription for an antidepressant. I told him, 
“No way!”
 While online, I stumbled upon the Hotze 
Health & Wellness Center website. It felt like 
it was written for me. I discovered that they 
used an innovative approach in diagnosing and 
treating hypothyroidism.
 I scheduled my appointment and was blown 
away by their professionalism. They explained 
to me that my symptoms were very common in 
women in my age group.  
 They discovered that I had an imbalance in 
my female hormones that adversely affected my 
body’s ability to use thyroid hormones. I was 
prescribed bio-identical progesterone, estrogen 
and natural thyroid medication.  

 
Within two months, my life was transformed. 
My energy was back. I can keep up with my 
kids, husband and job. My fading memory 
returned to normal and I was finally able to 
sleep soundly again. I got my life back!
 
If this sounds like something you or someone 
you love has been experiencing, it’s not “all in 
your head” and you don’t have to just deal with 
it as a part of getting older. 

A D V E R T I S E M E N T

GET THE 
FACTS 
ON LOW 
THYROID.

If you’re ready to take charge of 
your health and get the answers 
you’ve been looking for,
order your free copy of
Dr. Steven Hotze’s newest 
book, Hypothyroidism, Health & 
Happiness today!

www.thyroidanswer.com/success

SIGNS & SYMPTOMS OF 
HYPOTHYROIDISM

GET THE 
FACTS

“BUT I DON’T
 FEEL NORMAL!”
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OWNING ONE business is plenty challenging for 
most people. How can you run two? 

A: Marley Majcher runs a high-end Los Angeles 
catering and event-planning  rm, The Party Goddess!, 
and also travels the country coaching entrepreneurs. 
Kelly Lester doubles as an actress and owner of 
EasyLunchboxes, a food container company. Ceci 
Johnson owns Ceci New York, a luxury event invitation 
firm, and Ceci ID, which creates corporate identities 
and brands.

Majcher branched out when the economic downturn 
hurt her party business. She wanted to create passive 
income with a high markup, and she accomplishes that 
through sales of her book, But Are You Making Any 
Money?, and related advice tools she sells as a coach and 
speaker. “My core party-planning business keeps me 
involved in day-to-day operations, so I am still ‘in the 
know’ of what is happening, which makes it easier to 
develop coaching products.”

Lester’s food container business arose from her desire 
to send her daughters to school with simple, healthy food 
and minimal packaging. “I actually juggle three full-time 
jobs: actress, entrepreneur and mom—acting and singing 
are my passion (so I have no choice), my business pays 
the bills (so I have no choice), and being a mom (which 
was a choice) mitigates the ups and downs of my other 
two jobs.” 

Johnson says delegating is crucial to her balancing act. 
“You cannot and should not do everything in both busi-
nesses. Set clear expectations, but don’t try to do every 
little part of each business—you will drive yourself crazy. 
Your job is to manage and set the trajectory for the busi-
nesses and create checkpoints so you’re sure everything is 
in line with your vision and standards.”

One of Lester’s tools is to set “small goals every day so 
there’s always light at the end of the tunnel. When you 

work hard and smart, things tend to work out. As my own 
boss, I get to make the rules about how much time I will 
spend on either of my careers. I go with the  ow and, like 
most moms, spend energy on the one that’s crying the 
loudest at any given moment.”

Majcher concedes that “sometimes it feels like there 
are two or more planes taking o   at the same time. Each 
business and facet is a different plane, so you have to 
be an air tra   c controller. You have to get very good at 
making quick decisions, and making decisions that you 
can live with and won’t crash the other plane. Usually you 
can devote only so much time to one plane at a time. You 
must focus on the big picture—and one picture—at the 
same time.”

For anyone considering starting a second business, the 
women say go slow.

“Don’t start two businesses at the same time. Make 
sure one is rolling along and operational before launching 
the next company/division,” Majcher says.

But don’t let fear get in your way, Johnson advises, 
because you won’t take the leap. “Remember that success 
doesn’t happen overnight. In reality, success looks like a 
roller coaster, with ups and downs and wild curves.”

For Lester, it’s “research, research, research. The 
Internet is the greatest treasure trove of information, so 
if you have an idea, see if it’s already been done. Is there 
room for someone else in that market? I’m shocked at how 
many businesses don’t do that.” S

Running two businesses is challenging 
but doable. 
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Modest Needs
Spare change adds up when it comes 
to helping people in fi nancial crisis.

THE CLOSEST Keith Taylor ever came to being 
homeless was when he received a three-day pay-or-quit 
notice from his landlord. But then an unlikely character 
bailed him out in an act that ultimately helped change the 
direction of Taylor’s life.

Today he’s the president of Modest Needs, an organiza-
tion that has given more than $13 million in grants to 
typically self-sufficient people who need a hand getting 
through a tough time; it might be for anything from a health 
problem to a heating bill. But the most common request is 
payment for a month’s housing due to an emergency. “The 
very situation I was in,” Taylor says.

The pay-or-quit notice came to Taylor when he was 
writing his thesis for a doctorate in English and working 
as a projectionist at a movie theater. He was barely 
making ends meet when his car’s timing belt broke, and 
he had to choose between  xing it and paying the rent. He 
chose the car, thinking he could work things out with his 
landlord. He was wrong.

The saving grace was his boss, a quiet curmudgeon 
of sorts, who wrote a check to Taylor’s landlord. When 
Taylor thanked him, the boss said, “Don’t mention it.”

Denise Hill, a single mother of a teenage daughter, 
understands hard  nancial choices. The South Orange, 
N.J., resident lost a week’s pay when the community 
college where she taught part time had to close after 
Hurricane Sandy wreaked havoc in October 2012.

Hill was actually on Facebook trying to raise money 
to help other single mothers after the hurricane when she 
learned about Modest Needs. She says she was relieved 
to hear about the organization because, even as she was 
assisting others, she was beginning to wonder whether she 
was going to get by  nancially. “Sometimes even the simple 
small bills can seem catastrophic,” she says. Modest Needs 
helped her with a month’s rent, which kept her a  oat.

Taylor says one goal of Modest Needs is to keep people 
out of the cycle of poverty, something the $2.1 million 

organization has done well. But Modest Needs started out 
very small, solely as a personal project for Taylor when he 
was a professor at Middle Tennessee State University and 
wanted to help people. At that point he had thrown out his 
previous belief that he had to be rich to be a philanthropist.

“What occurred to me was none of the people who 
helped me out had money,” he says. “They just had 
compassion.” So he decided to give away 10 percent of 
his monthly earnings, about $350, to help others. He 
designed a “pretty dinky website” where people could ask 
for assistance, gave up his fabulous 1920s apartment in 
Nashville, Tenn., sold a lot of his stu   and moved into a 
cheaper triplex.

The website launched March 21, 2002, and Taylor 
shared it with a few friends. “All but one told me I was 
insane,” he says. The one who didn’t posted about it on 
the website MetaFilter. The next morning, Taylor was 
shocked to see more than 1,000 emails. “Ten percent said 
this has to be joke. Another 10 percent or so said, ‘If you’re 
really serious, I have such and such a problem.’ And the 
rest said, ‘This is what this country has needed. Where 
can I send you a check?’ ” 

What was intended to be a simple act of charity was 
soon incorporated. Taylor was invited on The Today Show
and CNN. Within one year he decided, after much hand-
wringing, to resign from his teaching position and move 
his foundation to New York.

Efrain Fuentes, a disabled Iraq War veteran who served 
in combat for 10 months, is grateful to the foundation. 
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“None of the people who 
helped me out had money. 
They just had compassion.”

He experi-
enced financial stress 

waiting for the Department of Veterans 
A  airs to give him his full compensation.

“You can imagine how I get so frustrated,” Fuentes says. 
“And then one morning, here comes Modest Needs. They 
come with open arms and they help you. It’s very touching 
to me to know that people care about us veterans.”

Modest Needs does not provide cash handouts. 
Instead, it pays the expense on behalf of clients like 
Fuentes, who needed help with his rent and utilities. The 
organization has an extensive vetting process: Applicants 
 ll out a form at ModestNeeds.org describing their need. 

They also upload copies of their identi  cation, the bills 
they need help in paying, bank statements and whatever 
else is needed to document their situations.

Anika Whiteman has donated more than $5,000 to 
Modest Needs since 2009. The 25-year-old works in 
human resources for Honeywell in Morristown, N.J., and 
says she likes the way Modest Needs operates.

“I feel like it’s a legitimate organization,” she says. “I 
can see where my money is going.” Whiteman also likes 
the way the foundation’s website is managed. She can log 
in and decide whether there are particular applicants she 
would like to help or if she just wants to give to the general 
fund. She can also track the amount of money raised for an 
applicant. “I try to give to as many people as possible,” she 
says. “There are just a lot of people in need, honestly.”

Whiteman says she donates because she believes in 
tithing. But she is also always reminded of her parents’ 
background as emigrants from the Caribbean. “When 
they came here, they had nothing,” she says. To her, 
Modest Needs represents working-class families who 
have fallen on hard times. “That just really resonates 
with me.”

Modest Needs is always overwhelmed with requests, 
Taylor says. The organization funds about 1,500 grants a 
year; in December it’s able to fund close to 100 percent of 
applicants; in July it’s typically closer to 40 percent.

What’s amazing, Taylor says, is “you don’t have to 
have a lot of money to make a huge impact on someone 
else’s life.” Although Modest Needs has some big donors, 
including the Herb Alpert Foundation, most donations 
average $30 to $40.

“That’s a lot of people,” Taylor says. “It’s done as a 
collective effort by people all over the country who 
aren’t wealthy.”

Like Denise Hill, who now gives back to Modest 
Needs every month, even if she only has $10 to spare. “I’m 
hoping that little bit helps because I know how much that 
help was to me. I know the potential,” she says.

In fact, Taylor says, about two-thirds of the people who 
bene  t from Modest Needs become donors. Taylor recalls 
an older woman who was living in a manufactured rural 
home on a  xed income. She got a grant from Modest 
Needs to do emergency house repairs. To this day she 
sends in a $1 check every month.

Taylor loves his work but says there are drawbacks 
to dealing with crisis situations on a daily basis. “Try 
to imagine this,” he says. “You get a phone call from 
someone who is going to be evicted in 24 hours, she has 
two children and makes just enough money to be above 
the poverty threshold, and you don’t have [the money] 
that second. Now multiply that by 100 and you get a sense 
of what the week can be like.”

Taylor says he wants Modest Needs to change the way 
people think about their power to do good. “So many 
times we just don’t act on the desire to do good because 
we don’t think we can make a di  erence.” But, he says, the 
small change adds up. S

Snapshots of people helped 
by Modest Needs
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 MARRIED COUPLES working together is not a new 
idea. After all, husband-and-wife teams have run farms 
and small enterprises together since the dawn of time—
this is how arguing was invented, sociologists will surely 
soon announce.

Marion McCollom Hampton, Ph.D., a senior partner 
at Banyan Family Business Advisors, says husband-
and-wife business ownership duos can work swim-
mingly—but it’s kind of rare. Such endeavors should not 
be approached lightly.

“When it works well, husband-wife business partner-
ships are spectacular,” Hampton says. “In those cases, 
they’re in sync and have such an intimate relationship 
that they can accomplish amazing things. But when it 
doesn’t work, it is an incredible train wreck. For most 
people it is very, very hard to draw the line between busi-
ness and home—and that can be devastating for both the 
company and the marriage.”

In her decades of advising small businesses, Hampton 
has developed guidelines to help married couples start, 
run and retire from successful enterprises:

Detail duties. Even if each partner has naturally 
slipped into a particular role in the business, it is critical 
to sit down, give both spouses a title and write down their 
job responsibilities.

What’s the partnership model? Decide what kind of 
business relationship you have. Many couples  nd them-
selves in what Hampton calls the “ joined-at-the-hip” 
phase when they launch a company. It can be necessary 
to work closely together all day, every day, while getting a 
business o   the ground. But this arrangement can be toxic 
or even explosive if it carries on into more mature growth 
phases. “It is really hard to pull o   working together at the 
o   ce and at home all the time,” Hampton says. 

Revisit roles. As the business grows and changes, so 
too do the duties of the managing partners. For example, 

often a business launches with one spouse in the senior 
role and the other serving as an adviser or administrative 
assistant. As the business matures, the secondary posi-
tion can develop into an equal. If the new dynamics are 
not identi  ed, power struggles and resentments emerge. 
“Competition and resentment are common between people 
who love each other and work together,” Hampton says. 

Establish time for work and time for family. It is 
natural for dinner-table talk to turn to work when both 
parents work together. Hampton has seen this dynamic 
swing out of control in di  erent ways: Some parents are 
so immersed in business they shut out their children, 
and others unconsciously impose their passion for the 
company on the kids. “Sometimes a couple who works 
together can draw such a tight circle around themselves 
they shut others out,” Hampton says. Aim for chunks of 
family time when no business talk is allowed. 

Partner Up
Running a business with your spouse is… 
a compromise.
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Peter and 
Gina Blatt 
OWNERS 

Company: Blatt Financial 
Group, an 11-year-old 
fi nancial-planning and 
estate law fi rm in Palm Beach Gardens, Fla. 
Secrets: Carve out time to talk business one-on-one; 
negotiate job titles and roles as the business changes. 

The Blatts have had two incarnations of their business part-
nership. The  rst lasted for three years while the business started 
out of a guest room in their home, with Peter serving as the prin-
cipal and Gina as administrative assistant.

“That time it went horribly wrong,” Peter says today. They 
were so involved in growing the business that they didn’t take the 
time to actually talk about it. “Gina would wake me up at 2 a.m. 
to remind me to follow up on an invoice because it had been on 
her mind, building up,” and she felt she had to give a heads-up. 

After a three-year stint of staying home with their two chil-
dren, Gina returned to the practice. Today, after dropping the 
kids o   at school, the two take a brisk 30-minute walk together, 
working on  tness goals while also hashing out their business 
concerns. “That way we can focus on our family more when we 
are home,” Gina says.

The Blatts have had to negotiate roles as the business has 
grown. “When we first started, I saw myself as helping him 
out,” Gina explains. “Then at a party someone asked, ‘Do you 
work for Peter?’ In the past I would have said, ‘Yes, I’m the o   ce 
manager.’ But that didn’t feel good. At that point I wanted to be 
acknowledged as the co-owner.” That change followed a period 
of tense bargaining. 

Peter concedes: “At  rst I had an ego, and my attitude was, 
No! This is mine! But then I started to see that I couldn’t do it 
all by myself and how much stronger the business is with Gina 
as a partner.” Peter has the law degree and other professional 
designations, and Gina runs the o   ce and serves as bookkeeper. 
But both say she is now a true equal in the  rm—the details of 
the partnership are written in job descriptions for both spouses. 
“Gina has excellent judgment about people, and she has taught 
me how to decide if a client or employee is right for our company,” 
Peter says. Clients appreciate the atmosphere of the  rm, which 
tends to attract many other family businesses. 

“Our clients really like how we work together and treat 
each other—and that translates into how we treat them,” Peter 
says. “Our skills complement each other well and we are much 
stronger working together.”

Also make a point to discuss company happen-
ings with children in an e  ort to share this part 
of your life and educate them about what you 
know best. 

Seek a sounding board. Many businesses 
bene  t from consultants who can lend an objec-
tive perspective. With outside help, husband-
wife teams, in particular, can resolve many 
of the logistical and emotional stressors that 
naturally emerge. Family business advisers, 
couples therapists, advisory boards and coaches 
can be valuable investments for couple-owned 
businesses. “Especially in situations where one 
spouse is not carrying their weight, an adviser is 
necessary to open the lines of communication,” 
Hampton says. “No one else is going to do a 
performance review.”
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How To…

Abbey 
and Frank 
Dieteman
OWNERS

Company: Dieteman Technology Consulting, 
founded in Oneida, N.Y., in 2012. 
Secrets: Specify job titles and designate a boss.

Frank started the business five years ago as a part-time 
consultant and finally went full time last year. Abbey began 
working in the business in 2012 and went full time in September 
after quitting her corporate marketing job. Power struggles 
reared their head after Frank spent months teaching himself 
web design and launching the company’s site. “It was a 
painstaking process, and I was thrilled about it. Then Abbey 
came in and redid the whole site,” Frank says today with a laugh. 
“I felt like it was my baby—though in hindsight it is drastically 
better now.” 

Soon afterward the couple established job titles and respon-
sibilities: Abbey oversees marketing, sales and customer service, 
while Frank focuses on serving clients. Though Abbey has the 
 nal say over all marketing decisions, the company ultimately 

belongs to Frank—the couple decided he has the last word in the 
event of business disagreements.

The company is run out of one room in the Dietemans’ home, 
which they share with their two young children. This has forced 
them to establish rules for personal and family relationships. 
“When we started and the company consumed us, we talked 
about business all the time,” Abbey says. “But now at the end of 
the workday, we stop and focus on family during dinnertime.” 

Adds Frank: “Otherwise you get burnt out at work. In a tradi-
tional job, you can be mad at your colleagues and then go back the 
next day and feel better about things. Well, I’m going home, and 
my colleague is eating dinner with me.” To further nurture life 
apart from business, each commits time to individual hobbies—
Frank training for and participating in triathlons; Abbey, quilting 
and crafting. They recently went on a family camping trip to 
“completely unplug” for four days. 

Their advice to other couples? Make sure you enjoy your 
spouse’s company and examine your priorities. “It was tough in 
the beginning, but we learned that our marriage and family are 
the most important things to us,” Abbey says. “We try to make 
light of any disagreements and have fun with each other. The 
main reason we went into business was to spend more time with 
each other, and it has been a blast.”

Gina and 
Bernard 
Baski 
OWNERS

Companies:  TriFit Club & Studios, a decade-old 
fi tness club in Santa Monica, Calif., and Pür Pak, a 
vitamin supplement.
Secrets: Defi ne roles at work and home; enlist 
the help of a couples therapist. 

When the Baskis met 13 years ago, she left her college 
teaching job, and the two teamed to build a business 
based on their shared passion for health and  tness. 

“It all happened so organically,” Gina says. “We are 
both good at di  erent things, and we took over di  erent 
aspects of the business.” She oversees all the companies’ 
administration and business development; Bernard is 
responsible for the fitness programming, hiring and 
training coaches. Add on the recently launched supple-
ment business and two young kids, and “it can all be very 
challenging,” Gina says. 

Over the years, the Baskis have worked through some 
di   culties. Gina, for example, became bitter because she 
was not able to participate in the daily  tness activities that 
initially drove her passion for the business. The couple bene-
 ted from seeing a therapist, and today Gina teaches classes 

and attends events each week to balance out the many hours 
she spends in the o   ce. “I get resentful because I think his 
job is more fun than mine, and I certainly struggle with that 
every day,” she says. 

They have also been challenged to separate their busi-
ness lives from their relationship. “We work together, live 
together and train together—there is no reason to ask 
how each other’s day was!” Gina says. They like to unwind 
by taking long runs together and have made a point of 
ruling out work talk during that time. 

The two have negotiated balancing family with 
business. Because Bernard has more f lexibility in his 
schedule, he oversees more parenting duties to balance 
Gina’s zeal for the business, which they say is the main 
driver of their companies’ growth. “Being a mother is 
different when you’re a businessperson, and I really 
lament the time spent away from the kids,” Gina says. 
“The thing that makes me the happiest is that he is really 
there with the kids.” S
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Positivity

Happy 
Negotiating 

Patty Onderko 
is a SUCCESS 
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 THERE ARE two components to any negotiation: 1) 
The substance—whether you’re negotiating over how often 
you should visit the in-laws, cookies or a better contract 
with one of your partners; and 2) The people—from your 
spouse to your 5-year-old to your business competitors. 
Negotiation skills training has long focused on the 
substance of negotiation: How can you get what you want— 
or close to it? And the success of a negotiation was judged 
only on how much of the substance you “won.” 

But in recent years, top negotiators have slowly switched 
their emphasis to the “people” part of the equation. And 
people are emotional. While traditional negotiation prac-
tices might advise you to check your emotions at the door, 
the new thinking is to invite them on in. 

“The key asset in most small businesses or any busi-
ness really is reputation and relationships. And that’s 
all emotional,” says Daniel Shapiro, Ph.D., co-founder 
and director of the Harvard International Negotiation 
Program and co-author of Beyond Reason: Using 
Emotions as You Negotiate. Being a shark (negotiating 
deals in pursuit of only your best interests) can come 
back to bite you in the tail. Indeed, the new thinking 
in negotiation—led largely by the folks at the Program 
on Negotiation (PON) at Harvard Law School and its 
Harvard Negotiation Project, whose leaders have included 
the late Roger Fisher and William Ury, Ph.D., co-authors 
of the 32-year-old negotiating bible, Getting to Yes, which 
popularized the concept of “win-win” agreements—is to 
take a positive approach to negotiating. 

A positive, warm-and-fuzzy approach isn’t just nice; it’s 
good business. Jim Camp, author of Start with NO, can 
concede, “Tricks and tactics may get you so far, but the 
real success is in forming relationships.” And that means 
acknowledging how both parties feel before and after a 
negotiation. Someone who feels cheated, mistreated or 
dismissed isn’t likely to do business with you again. Learn 
the fundamentals of positive—and successful—negotiation.

Trust your counterparts.
Trust is critical to fruitful negotiations. Instead 

of being suspicious of the folks across the proverbial 
table (whether it’s a potential business partner or your 
spouse, parent or child), try to assume the best of 
them. One study from Johns Hopkins Carey Business 
School in Baltimore found that negotiators who are 
more trusting—and who, in turn, assume that their 
counterparts are themselves trustworthy—are more 
likely to walk away from the table with true win-win 
agreements. “People have a deep-seated fear of being 
taken advantage of,” says Ury, a professional mediator 
who worked with the U.S. and Soviet governments in 
the 1980s to de-escalate the nuclear crises. “But that 
attitude is really counterproductive.”

Forget about leverage.
While traditional negotiation practices start with 

the assumption that one of the parties involved is in a 
position of higher power with more leverage, modern 
negotiators eschew this notion. Skilled negotiators 
don’t need to rely on such intangibles, Camp says. 
“Relationships aren’t forged through leverage. You may 
be the only Ford dealer in town, but if you jack up your 
prices, people are going to switch to Chevrolet.” 
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Don’t confuse 
negotiation with 
competition.

Competing over status 
in a negotiation—Who has 
more money? Who has 
a “bigger” title? Who is 
more of an “expert”?—only 
leads to anger, shame, 
resentment and conf lict, 
Ury says. But don’t ignore 
status, either. “Everybody 
has areas of status within 
their own worlds that we 
need to have validated and 
respected,” he says. Respect 
your own areas of exper-
tise—whether it’s tax law or 
product design—and those 
of your fellow negotiators.

Redefi ne success.
“The goal of negotiation 

is not always to reach an agreement, it’s to satisfy the 
needs and desires of both parties,” Ury says. “Sometimes 
you go into a negotiation and you realize it’s not going 
to work. And that’s a successful negotiation.” Example: 
Your friend wants you to invest in his startup company 
and become a partner. You’d like to help, but you’re not 
sure you want to make a commitment. After going over 
the business plan, you realize that you just don’t have the 
con  dence you need to invest. You didn’t reach an agree-
ment, but you deterred a possible friendship f lare-up 
down the road. And now you can be his sounding board 
over beers.

Hearing no can be a good thing!
It can be scary going into a negotiation. What if my 

spouse says no to having another baby? What if my boss 
balks at my raise request? What if my mother refuses 
the idea of a live-in nurse? But if you think of no as a 
starting point to negotiations—rather than the end—it’s 
not so scary. 

“That’s when the two parties begin to go back and 
forth about where the agreement falls short,” Camp 
says. “You should be more worried about hearing yes 
right o   the bat, because you don’t want them to regret 
it or change their minds. And maybe it wasn’t the best 
deal for you.” Acknowledge that both of you have the 

right to say no. “Giving people the permission to say no 
without hurting feelings takes a lot of the emotion out 
the process,” he says. Camp recommends starting out a 
possibly contentious conversation by saying, “Look, you 
can say no, but I wanted to run an idea by you.” 

Go to the balcony.
Imagine you are on a stage negotiating. When things 

get heated or if you’re losing your temper, negotiating 
experts recommend “going to the balcony” of the theater 
for a time-out. It’s a classic negotiating tool with a time-
less message: Think before you speak. 

Ury jokes that the modern-day version of going to 
the balcony is hitting the “save as draft” button instead 
of “send” on an email. Before you send out an angry, 
passionate, demanding or even conciliatory email, Ury 
recommends asking yourself, “Is this email really going 
to serve my needs? Will it help this negotiation process?”

Stop the attack/defend spiral. 
“You never take my side!” “Well, I would take your side 

if you ever thought of anyone besides yourself!” “Maybe 
you need to look in the mirror!” We’ve all been down 
this rabbit hole. A negotiation over something as simple 
as where to vacation can spin out of control into what 
professional negotiators call the “attack/defend spiral.” 
Put a stop to it by refusing to say anything that could be 
perceived as aggressive or defensive.

Be honest about what you really want.
Many negotiators we spoke to shared this parable: 

Two sisters both want the last orange in the fruit bowl 
and agree to cut it in half. One sister squeezes her half 
for juice and the other uses the peel of her half for orange 
zest. They both wanted the orange, but for very di  erent 
reasons. If they had expressed their real interests, they 
both could have gotten what they wanted. 

Say you want your family to move to the suburbs, but 
your partner wants to live in an urban area. Dig deeper 
to  nd out exactly what’s motivating your desire to move 
and why your partner wants to stay put. You might be 
worried about the expense of city living and your partner 
might be worried about giving up his social circle. Until 
you figure out what’s behind your demands, it will 
continue to be a city versus suburb war with no middle 
ground. But once he knows you’re nervous about money, 
he may o  er to cut back on his expenses or push for a 
raise. “We tend to underestimate how many solutions 
can meet our interests,” Ury says. S
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Personal Best

Blocking Out the Pain
An unsung hero models the power of inner strength.

Jeff  Sullivan 
is the editorial 

director 

at Panini 

America and a 

columnist for 

Dallas Cowboys 

Star Magazine. 

He lives in 

Arlington, 

Texas.

➽WHEN THE New England Patriots drafted Matt Light 
out of Purdue in 2001, the offensive lineman couldn’t 
really even call himself a fan of the sport. He had other 
interests, but it was a steady job.

An outdoorsman growing up, Light never liked sitting 
in front of the television watching sports. That 
was for other people. “The fi rst time I saw an 
NFL game,” Light says, “I was on the field 
playing in it.”

He cer tainly saw plenty of games 
during his 11 seasons, though, becoming 
one of only fi ve players in league history 
to have star ted f ive Super Bowls, 
w inning three of them. He spent 
each of those games protecting 
To m  B r a d y ’s  b l i n d 
side. To most of the 
outside world, he 
was an unknown 
cog in the incred-
ible machine that 
wa s  t he  Pat r iot s 
offense. But inside 
the locker room, 
he was valued as 
a  h a r d  w o r k e r 
and depended on 
for leadership-by-
example.

The truth is fans 
a nd  m a ny  t e a m-
mates never knew the 
half of Light’s stoic 
professiona l ism. If 
only things had worked 
out slightly differently, 
he might not have been 
around for the team’s 

entire dynasty. Early in his time with the Patriots, Light 
was diagnosed with Crohn’s disease, a painful infl amma-
tion to the lining of the digestive system that aff ects as 
many as 700,000 Americans. Virtually every day of his 
career, he dealt with not only the rigors of playing one of 

the most demanding positions in sports, but also 
excruciating internal pain. The long struggle 

began as a rookie, when he noticed bleeding 
from his bowels.

“Obviously I knew there was some-
thing wrong,” Light says. “I definitely 

went through the process of Why me? 
Why this? Why now? And how did this 
happen? What did I do that caused 
this?  Then you educate yourself and try 
to fi nd ways to deal with it. I just went 

about that stuff all matter-of-fact, got 
the bleeding stopped, which was really 

important; I think I only missed like 
a week.”

Even as the bleeding instances 
recurred, Light and the Patriots 

medical staff  kept his health prob-
lems under wraps. The issue was 
uncomfortable to share, but just 
as much a concern, he didn’t want 
to create an excuse if his play 
suff ered. Astoundingly, that didn’t 
happen much, as Light fought 

through the pain to win a starting 
job as a rookie—a job he would keep 
his entire career—and helped New 
England win its first champion-
ship in 2001. But after winning a 
second Super Bowl at the end of 
his third season, Light almost—
and probably should have—died 
the following summer.
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“I’ll never forget, I answered the phone—and I don’t 
even know who it was to this day—the pain hit me and 
just knocked me o   my feet, and I was just lying there on 
the ground in almost like a seizure. My daughter crawled 
over—she was a 1½ at the time, maybe 2, and laid her 
head on my stomach, and my wife found me.” Rushed to 
the hospital, Light’s appendix and 13 inches of his intes-
tines were removed. There were complications, though, 
and for 28 days he couldn’t eat or drink anything, living 
on an IV drip. He lost 50 pounds, and was down to 265, 
far too lean for an o  ensive lineman. But through hard 
work in the weight room and with the help of a special 
nutritionist, Light was back in playing shape in time for 
the season. Miraculously, he started all 16 games that 
year and helped New England win a third Super Bowl.

“I battle it every single day,” Light says. “The disease 
sucks. You think you have it kicked, and then it comes 
back with a vengeance.” Even without Crohn’s, the life of 
an NFL lineman isn’t easy. Light endured 13 surgeries 
during his college and pro career. Still, he was always 
there, blocking the blind side of two of the most successful 
quarterbacks the game has ever seen, Drew Brees for 
three seasons at Purdue and Brady with the Patriots.

Light is also a disciple of one of the NFL’s most 
legendary coaches, Bill Belichick, who like Brees and 
Brady is headed for the Pro Football Hall of Fame. When 
asked about their secrets, about how great leaders can rub 
o   on and push those around them to achieve the seem-
ingly impossible, Light’s answer was simple.

“Successful people aren’t successful just because,” he 
says. “There are random acts of violence, random acts of 
genius…. There are not random acts of success. It happens 

for a reason; there are ingredients. Some of that is just 
being relentless in your pursuit and having some intel-
ligence. None of it matters, though, if you don’t have the 
ability to work harder than others around you.”

Through his hard-fought career and into retirement, 
Light has outworked most athletes to forge a legacy on 
and o   the  eld. Considering the personal nature of his 
battle with gastrointestinal disease, he’s encouraging 
those with symptoms to educate themselves at the 
website of the Crohn’s & Colitis Foundation of America, 
CCFA.org, and to be honest with their doctors and seek 
the right treatment.

But as an everyman, Light also wanted to contribute 
to the greater good and established his own charity for 
youth outreach a decade ago. The Light Foundation is 
geared toward creating leadership in a new generation 
by exposing teens to outdoor learning programs.

Along with a turkey hunt, celebrity shootout and 
scholarship awards, the foundation presents an 
annual 10-day Youth Leadership Program at Camp 
Vohokase in Greenville, Ohio, where Light grew up. 
In 2008, The Light Foundation  nanced, built and 
opened the $6 million facility, which sits on 400-plus 
acres and is also used for community events for the 
YMCA and Boy Scouts.

“I’m big on ‘To whom much is given, much is required,’ ” 
Light says. “I talk to the kids in our foundation all the 
time about legacy. Your legacy is people’s viewpoint of 
what you did or the impact you made. I think in my posi-
tion, the success I had on the football  eld, the money, the 
Super Bowls, I don’t know how it would all be worth it if 
we didn’t create this foundation.” S 

Light and Tom Brady celebrate a win 
in the 2007 AFC Championship, which 
earned them a fourth trip to the Super 
Bowl as teammates.
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Corner Offi  ce

Taking Care

Betsy 
Simnacher is 

a freelance 

writer in the 

Dallas area. She 

found Andrew 

Cherng’s 

life history 

fascinating.

Panda Express nurtures employees 
so they in turn treat customers well. 

 HE’S CO-CEO of a $1.8 billion company, yet Andrew 
Cherng is constantly challenging himself and every 
member of his team.

Panda Express encourages continuous personal 
growth by reimbursing associates for taking classes. It 
holds Saturday sessions that bring associates together to 
read books or learn from company leaders.

But perhaps the most interesting story at Panda is 
Cherng himself. He grew up in Taiwan and lived in Japan 
as a young man. He was educated at Baker University in 
Kansas, and as the story goes, he chose Baker because 
he didn’t have to take the SAT before he enrolled—he 
wouldn’t have done well because he didn’t speak English 
when he arrived in the United States, so because of the 
language barrier, he took only math classes at  rst.

He and his chef father started what became the Panda 
Restaurant Group in Pasadena, Calif., 30 years ago; his 
wife, Peggy, a fellow immigrant and an engineer who 
holds a Ph.D., joined the company after their children 
were born. Today Panda Express has more than 1,600 
restaurants nationwide, all of them company-owned, 
and its 23,000 associates are all touched by Cherng’s 
fervor for self-improvement.

Q: By any measure, yours is a success 
story. How do you defi ne success?

A: Success is not an accident. When you put yourself 
in the right place at the right time, then you’re likely to be 
more successful because of how you prepare yourself on 
a daily basis.

When more of us at Panda prepare ourselves all the 
time, we have a different environment. That environ-
ment just fosters a di  erent way of being. The environ-
ment here is about personal growth, personal well-being. 
When you are healthy mentally, physically, emotionally, 
spiritually—when you’re doing well, you’re likely to do 
good things in life. And that’s what we advocate.

For example, if more of us love to run, then we’ll 
attract people who like to run. That is an environment. 
The environment is a way you see the future. One person 
at a time. 

Q: You run a large company, yet you 
focus on details. Why do you see the 
small as well as the big picture?

A: It takes both. If you want to do well in life  nan-
cially, then you have to start with dollars and cents. Those 
are details. So every penny means something. People who 
are successful tend to take care of those little things very 
well. And then they also accumulate credit, resources and 
do whatever it is that you need in life—that’s a preparation 
for success.

I pay attention to every little thing. If my restaurants 
are cleaner, that means our people are collectively 
paying more attention to what’s important. So if the 
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whole company is doing that, you’ll 
feel the difference when you visit 
the restaurants.

Q: How do you set that 
tone with employees?

A: One person at a time. If you go 
to Japan and walk around, everybody 
is very orderly, very polite. Their 
places are clean, and people are nice. 
It’s just a different way of being, a 
di  erent way of living your life.

How you drive, how you speak to 
each other, how respectful you are—
it’s how much heart and soul you put 
into every minute of your life. We 
all can do a better job. And when 
we do, we get rewarded. The reward 
may come in just being happy or in 
other people being happy. When you 
do your job well, your customer feels that—and your 
business blossoms. 

Our job is to ask our people, every one of them, to 
pay a little bit more attention. We should ask them: Are 
you being mindful? Are you putting your heart into the 
work? Are you passionate about your work? Are you 
loving your environment? Our job is to raise everyone’s 
level of understanding and caring.

When you raise the level of caring, you see a good result.

Q: And this is what you’re 
accomplishing with the focus on 
personal development?

A: Look at someone who gets up in the morning, goes 
to work out, then gets to work versus someone who rolls 
out of the bed, is not quite awake and rushes to work. 
When you are on your game, you’re present all the time.

Q: Is this something you look for when 
you hire people?

A: We de  nitely try. I interview everyone who comes 
to work for the home o   ce, and I’ve done that for many 
years because I care. I want to set a good example.

Q: What would summarize your 
business philosophy in a sentence?

A: The Panda mission really speaks to our philosophy. 
It is: “Deliver exceptional Asian dining experiences by 
building an organization where people are inspired to 
better their lives.” I’m talking about everyone who works 
at Panda. They’re inspired to better their own lives.

Q: Do you think your background as an 
immigrant infl uenced what you’re trying 
to do in this mission statement?

A: This really has a lot to do with personal beliefs and 
what I believe in, what resonates with me.

I see a business environment like a soil condition. You 
have ground, the weather, the water. The environment 
that we’re trying to create here is of a fertile soil. Every 
one of us is in this together. So when we create that fertile 
soil, you could put anything in that soil and it will grow.

So our job, for every one of us, is to make sure that we 
do that. We do that so when people come in here, coming 
to this piece of dirt—this environment—they’ll grow. 
They’ll grow naturally, because all the nutrients, all the 
good things are here. S
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Cherng speaks to a group of Panda Express 
general managers at one of the company’s 
mutual learning sessions.



40 SUCCESS DECEMBER 2013

Sales Savvy

Anthony 
Iannarino,  
a SUCCESS 

contributing 

editor, wrote 

about fi ring 

nightmare 

clients in 

October’s 

“Sales Savvy.”

Your Price Is Too High! 
What to do when your client says that (without caving!) 

  YOU DREAD these responses to your pitch in 
all of their varied forms. “Your price is too high,” 
the prospect says. Or perhaps he tells you, “Your 
competitor has a much lower price.” And worst of 
all is when your dream client says, “You are our  rst 
choice, but I need for you to sharpen your pencil.” 
These objections make you squirm not only because 
a price cut reduces your pro  t, but also because a 
concession would make it diff icult or impossible 
to provide products and services at your typical 
high standard.  

It’s Not Really About Price 
Before your next move, you should remind your-

self that price objections aren’t really about price—at 
least not most of the time. The percentage of your 
prospects who would choose a lower price over 
greater value is far lower than you might imagine, 
because price objections really relate to the perceived 
value of what you sell.

So how do you handle price objections?
First things first: Don’t panic and immediately 

reduce your price. If you do, you’ ll destroy your 
ability to capture the revenue that will allow you to 
serve your customers well. No, to overcome a price 
objection, you need to shift the focus of the discus-
sion away from price… to value. 

The following three actions can help you do that.
1. Increase the perception of value.
Regardless of the words your prospect uses to 

bring up a discussion of price, what she’s really 
saying is she doesn’t perceive enough value to pay the 
price you’ve quoted. So your immediate move is to 
increase the perception of value. You do this by real-
izing that the client isn’t really buying the product or 
service you sell; the client is buying the outcome you 
o  er. To that end, you steer the conversation toward 
the outcome, which is the real value of what you sell. 

You need to make your customer aware that you o  er 
a superior product or service to those of your competi-
tors, and therefore that outcome is worth paying more 
to obtain. In your conversation about value, explain to 
your customers what they will receive from you that no 
one else can deliver. 

2. Help your dream clients justify your price.
Always keep in mind that the contacts you’re selling 

to aren’t the only ones in their organizations concerned 
with what you sell and its price. Your prospects are 
concerned that later, af ter purchasing from you, 
someone else in the company will ask why they didn’t 
choose a cheaper competitor. Your contacts don’t want 
to be embarrassed by appearing to be poor negotiators.

Part of increasing the perception of value means 
helping your clients justify paying more to obtain the 
outcomes they need. To that end, you provide them 
with proof, an analysis showing the greater value 
produced by what you sell. They need to see references 
from satis  ed customers as well as case studies and 
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The client isn’t really buying 
the product or service you 
sell; the client is buying the 
outcome you off er.

THE COMPOUND EFFECT 
BY DARREN HARDY

Learn the essence of what every superachiever 
needs to know to obtain incredible success. 

ONLY $14.99

LEADING AN INSPIRED LIFE 
BY JIM ROHN

Contains the foundational principles that 
anyone can learn to achieve success in both 
business and in life. 

ONLY $29.95

BEFORE HAPPINESS 
BY SHAWN ACHOR

Discover the 5 hidden keys to achieving 
success, spreading happiness and 
sustaining positive change. 

ONLY $24.99

THE RICHEST MAN IN BABYLON 
BY GEORGE S. CLASON

Acclaimed as the greatest of all 
inspirational works on the subject of thrift 
and financial planning. 

ONLY $6.99

FUNNY SIDE UP 
BY RITA DAVENPORT

Part memoir, part inspirational guide 
to living your dreams. 

ONLY $14.99

THINK & GROW RICH 
BY NAPOLEON HILL

Learn secrets that will change your life, 
bring you a fortune and lead to true and 
lasting success.  

ONLY $7.99

If they’re not on your reading list, they should be! 
Pick up these life-changing books from renowned success experts.

FOR YOUR READING LIST

To receive $5 off your order of $30 or more at SUCCESS.com, simply use the redeem code “DECBK” upon checkout. 
Hurry! This offer expires December 31, 2013. 

Shop now at 
store.SUCCESS.com

BEST-SELLER! BEST-SELLER!

6

Save $5 
on Your Purchase

of $30 or More 

at SUCCESS.com 
Use code DECBK

 See below for details

BOOKS 

whitepapers attesting that your outcome will be 
better and worth the added expense.

If your contacts see that they can use your proof 
to justify spending more, you increase the likeli-
hood of maintaining your pricing and closing sales.

3. Increase the perception of risk.
In the drive to control costs, many of your pros-

pects will underinvest in the results they need. You 
can counter that impulse by helping each prospec-
tive client understand the risk of underinvesting—
that he won’t receive the results he needs with a less 
expensive, less satisfying purchase.

You can point out that lackluster performance 
might cause his company to lose customers. His 
company could in fact relinquish signi  cant market 
share, being leapfrogged by a competitor making 

the necessar y investments to innovate and woo 
customers away with faster turnarounds, customiza-
tion or other desirable upgrades.

To be a trusted adviser to your clients, you must 
take responsibility for guiding them toward the best 
possible buying decisions. You help them avoid risks—
especially when you can see the risks that they can’t. S
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SUCCESS Foundation

Canadian students share the SUCCESS 
for Teens program with kids in Mexico.

Crossing 
Borders

AFTER COMPLETING the SUCCESS for 
Teens l i fe -sk i l l s  prog ram, nine Canad ian 
students paid it forward by taking clothes, 
computers and the program itself to a Mexican 
village. “Before I went, I didn’t check the village out,” 
says Connor Robinson, 18, part of the Alberta team. 
The poverty “was eye-opening.” The Canadians would 
learn that the Mexican students brought their own toilet 
paper to school; the school had no kitchen; desks were 
falling apart.

The outreach began serendipitously. Kerri Avery of 
Okotoks, Alberta, one of the parents involved, and her 
family own a house in Mexico. During a visit there, she 
took her family to Alta Vista, a nearby mountain village in 
Nayarit state. “We saw how fortunate we are,” says Kerri’s 
daughter, Alice, 15. “So we came home, got with our 
friends and started talking about what we could do for the 
village.” Soon the Alberta teenagers were raising money 
to visit Alta Vista to deliver gifts, including SUCCESS for 
Teens books (the basic curriculum for the program), to 
kids there. Studying the books, written in English, will 
improve bilingual skills and guide the Mexican students 
with its content—teaching how to set career goals and 
resist negative peer pressure, for instance. 

In April 2012, the Canadians arrived, as did Mexico’s 
minister of education, who had brought the Internet to 
Alta Vista under a pilot project for rural communities; they 
also met with the Nayarit government leader. But the most 
emotional was time spent with the eager teenagers of Alta 
Vista in a cultural, educational and social exchange. “The 
kids got a volleyball game going,” Kerri said. “Even though 
we couldn’t speak Spanish, we have created a relation-
ship—through giving—that’s important to them.”

Betsy 
Simnacher is 

a Dallas-area 

freelance writer 

and editor 

who frequently 

contributes to 

SUCCESS.

Visit SUCCESSFoundation.org to learn more about the foundation, 
request free program materials or make a tax-deductible gift. To be 
profi led in SUCCESS, leaders, donors and participants can email 
info@SUCCESSFoundation.org.

Mexican teachers of English will use SUCCESS for 
Teens curriculum as their northern counterparts do—to 
impart values. Later the Canadians will subsidize the 
bus fare (Alta Vista parents will pay half if they can) 
for the Mexican students to travel 30 minutes down the 
mountain and back up daily to  nish high school. (Village 
schools end at ninth grade.) 

“The big push is to use SUCCESS for Teens” and get the 
kids to spread their wings, Kerri says. In bigger towns, 
their English and computer skills will lead to tourism jobs 
that raise living standards. 

As the Alberta youths re  ected on the initiative, they 
credited the SUCCESS for Teens program with making it 
happen. “It talks about a plan as a  rst step to anything,” 
Connor says. “That’s what we did for Mexico. We had the 
plan, got the computers, set everything up,  ew out, and 
then executed it…. It went perfectly.” S

or 
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Canadian kids who helped in Mexico, from left: 
(front row) Connor Sands, Alice Avery, Stephen 

Giuff re and Sierra Stokes-Heck; (back) Davis 
Avery, Christopher Merchant, Will McColl, Connor 

Robinson and Read Douglas.



THANK YOU.

You and I know how hard it is to pursue 

our dreams. But we do not give up!  And 

the results have been unforgettable. 

This is why Denise, Rya and I thank 

you for being on this speaking journey 

with us for 17 years. We look forward 

to many more with you.

With gratitude,

Jason, Denise and Little Rya

Tell us about
YOUR journey:

Facebook.com/JasonRyanDorsey

Invite me to speak:  Info@JasonDorsey.com



Cover Story

With a tireless work ethic 
and the inspiration of 
well-chosen mentors, 
Ryan Seacrest has turned 
aff ability into an empire.
by Shelley Levitt

  Ryan’s 
World
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After nearly two decades of hosting his 
CNN live-interview show, King was used to 
this type of adulation. “I heard that stu   all 
the time,” he says. “So I said, ‘Thanks, kid. 
You want an autograph?’ ”

King’s wife, Shawn, tried to clue him in. 
“That’s Ryan Seacrest,” she whispered.

“Who’s Ryan Seacrest?” King responded.
“He’s the host of American Idol.”
“What’s American Idol?”
Seacrest, meanwhile, pressed forward 

politely. “Is there anything I can do for 
you?” he asked King.

“Well, if you would be so kind, would you 
carry my bags?”

And so, he did. Tucking his own bag 
under his arm, Seacrest, fresh o   his  rst 
season of Idol and not yet a household 
name, picked up King’s two carry-on suit-
cases and toted them  rst onto the bus that 
took them to their terminal and then onto 
the plane. 

If Seacrest started as King’s valet, 
he didn’t stay in that role for long. The 

two became close friends. Seacrest was 
a frequent substitute host on Live With 
Larry King and proved so winning at 
the job that King wanted him to become 
his successor when he gave up the show 
in 2010. Seacrest forged similarly close 
relationships with two other important 
mentors, Merv Gri   n and Dick Clark.

“I’m a big advocate of being around the 
things that you want to do eventually and 
being around the people who are doing 
them,” Seacrest says. “If you can immerse 
yourself in that environment, no matter 
what your task is, that’s a good start.” 

Seacrest, turning 39 this December, is 
arguably the most successful broadcaster 
working today. On Air with Ryan Seacrest, 
his nationally syndicated four-hour daily 
drive-time radio show, and the weekly 
American Top 40 draw 20 million listeners 
a week. Next month, he’ll return as host for 
Season 13 of American Idol on Fox—a gig 
that has earned him six Emmy nomina-
tions. That’s just two weeks after he takes 

another turn as executive producer and 
host of Dick Clark’s New Year’s Rockin’ Eve 
with Ryan Seacrest on ABC. 

There’s more. Under a far-reaching 
deal with NBCUniversal, Seacrest hosted 
the groundbreaking Million Second Quiz
in September, and also served as the 
show’s executive producer. During the 
show’s million seconds—11 days, 13 hours, 
46 minutes and 40 seconds—contestants 
competed nonstop in head-to-head trivia 
bouts inside an hourglass-shaped struc-
ture in Manhattan. Viewers could follow 
all the action with the Million Second 
Quiz app, with Seacrest hosting an hour 
in primetime every night. Look for him to 
show up on NBC in February, reporting 
from the Winter Olympics in Sochi, 
Russia. A few weeks later he’ll be in his 
tux asking celebs what they’re wearing for 
the E! network’s Live from the Red Carpet 
Oscar show. Seacrest also has endorse-
ment deals with Coca-Cola, Ford and 
Procter & Gamble. 

In August 2002, as Larry King 
waited at Charles de Gaulle Airport 
in Paris for his flight to Los Angeles, 
he was approached by an eager young 
American. “I’m a big fan of yours,” the guy 
gushed. “I worship you. I idolize you.”

RYAN’S 
WORLD
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Combined, those gigs earn Seacrest 
an annual paycheck in the neighborhood 
of $75 million. His radio shows alone 
pay $25 million a year; American Idol, 
another $15 million. In 2012, Forbes
put Seacrest’s estimated net worth at 
$200 million; that same year, he traded 
in his $11 million mansion, which once 
belonged to Kev in Costner,  for the 
$37 million, three-acre Beverly Hills 
compound previously owned by Ellen 
DeGeneres and Portia de Rossi. 

Nice as those neighborhoods are, 
Seacrest has always aspired to more—
amassing the kind of entertainment empires that Clark and 
Gri   n built. Through Ryan Seacrest Productions, he produces 
a half-dozen reality shows for Bravo, Telemundo and the E! 
network. RSP is also moving into scripted series. Mixology, 
an ABC sitcom, will be showing up as a midseason replace-
ment. Seacrest has partnered with Gwyneth Paltrow on Second 
Chances, a web series for AOL, and he just sold the comedy Me 
and My Needs to NBC. 

If you’re looking for what drives Ryan Seacrest, you won’t 
 nd it in a hardscrabble childhood. He and his younger 

sister, Meredith, had a solidly comfortable upbringing 
in Atlanta. Dad was a bankruptcy lawyer, and mom was 

“CEO of the household,” Meredith says. 
But Seacrest did go through some growing pains. For 

starters, he was chubby and short as a kid (5 feet 8 inches today). 
“I used to buy husky Levi jeans. It wasn’t that big of a deal, but 
you do remember putting on clothes and not feeling the most 
comfortable or con  dent with yourself.” Although he liked the 
routine and discipline of sports and played football, soccer, 
basketball and baseball, Seacrest was a so-so athlete at best. If 
he wasn’t picked last for teams, he certainly wasn’t picked  rst. 
“I was kind of irrelevant,” Seacrest says. “I remember watching 
those kids who were really good athletes and thinking, I wish I 
was better at this. I wanted to be the best at something.”

He soon found his niche. When his high school held a contest 
for a student to do the morning announcements over the public 

address system, Seacrest won, turned 
the rundown into a pop-culture show 
and became known as “The Voice of 
Dunwoody High.” At 16, he earned an 
internship at the local radio station. 
When a disc jockey called in sick, 
Seacrest had his f irst on-air experi-
ence, and parlayed that into a regular 
gig on the weekend overnight shift. 
Three years later he snagged his  rst 
TV hosting job, on ESPN’s short-lived 
weekend sports game show Radical 
Outdoor Challenge.

At 19 he dropped out of college and 
moved to Los Angeles. He hosted a radio show called Ryan 
Seacrest for the Ride Home, earning $15 an hour, and got a string 
of jobs hosting forgettable TV shows like Gladiators 2000 and 
Wild Animal Games. “They were fantastic  rst steps into the 
business, but they weren’t exactly what I envisioned myself 
doing in the long run. But with each of these steps, I felt I’d 
eventually walk a path closer to what I did want to do.” 

A turning point came at 22, when Merv Griffin hired 
Seacrest to host Click, a frenetic computer-inspired 
kids’ quiz show. The show lasted only two seasons, 
but Griffin became an important mentor. 

“When I first met Merv, he asked me what I wanted to do,” 
Seacrest says. “I said I wanted to be an entrepreneur. I loved 
opportunity. I wanted to do as many different things as I 
could, and I wanted to work hard.” 

Griff in invited Seacrest to sit in on business meetings 
he held poolside at The Beverly Hilton Hotel. “I really got a 
chance to see how he maximized his opportunities within 
the entertainment industry ecosystem,” Seacrest says. “He 
didn’t just want to be on the air, he wanted to have longevity 
and security in owning a lot of different things, including 
real estate and the shows that he was on.” Griffin’s properties 
included The Beverly Hilton as well as game shows such as 
Jeopardy! and Wheel of Fortune. 

For Seacrest, this was a revelation and a comfort. He was 
frightened by the specter of stars whom he’d watched as a kid 

“I wanted to 
do as many 

diff erent 
things as I 
could, and 
I wanted 
to work 
hard.”
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on shows like Diff ’rent Strokes, Facts 
of Life and Love Boat—actors who had 
fallen out of sight, resurfacing only as 
cautionary tales on an E! True Hollywood 
Story. “I’d always thought that you don’t 
want to have it one minute and then 
not have it for the rest of your life. How 
can you build something that will give 
you security?” 

Gri   n revealed the answer: equity. 
In 2001, when he was 26, Seacrest 

was o  ered the hosting job of the hugely 
popular Family Feud game show. But 
he’d heard there was another program in 
the pipeline that might be a more organic 
 t for him. “I didn’t know what it was, 

and there was no guarantee that I’d get 
it,” he recalls. He had the weekend to 
decide whether to accept the Feud job. 

“I can still see myself pacing back and 
forth in my living room as I talked to my 
parents about what to do. I remember 
thinking that because I had a day job 
on the radio, I could take a calculated 
risk in passing on something that was 
pretty good but maybe not perfect for 
me.” Monday came and “I was still going 
back and forth, and the seesaw ended on 
‘pass’ before it seesawed back to ‘don’t 
pass.’ It really wasn’t any more strategic 
than that.”

The new show was American 
Idol. Seacrest was originally 
offered a spot as a judge but 
persuaded the producers to 

give him a shot as co-host alongside Brian 
Dunkleman. When Dunkleman dropped 
out after the  rst season, Seacrest went 
solo. Judges have come and gone, but 
Seacrest has remained the reliable glue 
throughout 12 seasons. 

Explaining Seacrest’s success, Simon 
Cowell, his sometimes-nemesis, told 
People, “Ryan has the appeal of a dog 
that has been rescued from the pound. 
That is his secret. He’s grateful. He’s 
happy. Always, always. If he had a tail, 
he’d wag it.”  

After the  rst season of Idol, Seacrest 
reached out to Clark, another broad-
caster who had turned affability into 
an empire. “I decided to give him a call 
and introduce myself and ask him for 
30 minutes of his time,” Seacrest says. 
“What I was doing on Idol was a bit like 
what he did on American Bandstand, 
so he was willing to spend a half-hour 
with me.” 

That meeting began another impor-
tant alliance for Seacrest, who co-hosted 
New Year’s Eve With Dick Clark for the 
last seven years of Clark ’s life, from 

2005 to 2012. Seacrest continues to host 
the show. Clark was indefatigable, says 
Seacrest, using an adjective that also 
applies to himself. “Dick was about the 
work ethic. He was never going to be out-
hustled, and he was never going to miss 
a great opportunity for his business. He 
could out-work anyone, and that was a 
valuable lesson.”

Clark also taught Seacrest the power 
of silence. “When I did the New Year’s 
Eve show for the  rst time, I asked Dick 
if he had any advice, and he said, ‘Just 
know when to shut up, know when to get 
out and let the pictures take the story to 
the next place.’ To this day, right before 
midnight when it’s 10, 9, 8, 7, 6, 5, 4, 3, 
2, 1, I can hear Dick saying to me, ‘Shut 
up and let the action of Times Square tell 
the story.’ ” 

Larry King says Seacrest has learned 
the lesson well. “Ryan is a wonderful 
interviewer,” King says. “He knows how 
to listen. He doesn’t interject himself; he 
knows that the show and the guest are 
more important than him, which a lot of 
talk show hosts don’t know. He doesn’t 
use the word ‘I’ a lot, and that’s part of 
what makes him so good.”

Adam Sher, Seacrest’s former agent 
who i s  now CEO of  Rya n Sea crest 

“Ryan listens to what people are 
saying and has an uncanny ability 
to understand where they’re coming 
from and what they really want.”

RYAN’S 
WORLD
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Clockwise from top: Ryan 
Seacrest persuaded 
producers to hire him as a 
host instead of as a judge on 
American Idol; the late Dick 
Clark gave Seacrest advice 
for New Year’s Eve hosting; 
Idol judge Randy Jackson 
kids around with Seacrest and 
fellow judge Simon Cowell. 
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Productions, says Seacrest’s listening skills are a great asset o   
the air, too. “Ryan listens to what people are saying and has an 
uncanny ability to understand where they’re coming from and 
what they really want,” Sher says. “In meetings, he spends much 
more time listening and taking notes than he does talking.” 

If Seacrest has a well-trained ear, he also has—as Sher puts 
it—“a tremendous gut,” which has been equally key to his 
success. “Every day of his life, Ryan sits across from talent—
motion picture, television, music,” Sher says. “He sees these 
people that have made it and captivated the world, and he’s been 
able to develop a touch for what people respond to.”

For instance, in 2006 Seacrest had footage shot at a back-
yard barbecue of a colorful family he knew socially and whose 
boisterous interactions amused him. “Ryan took a look at the 
footage and felt it was television gold,” Sher says. Seacrest 
pitched a reality show built around the family to E!, where he 
was an on-air host and had a development deal. Execs there saw 
the same magic that Seacrest had seen in that noisy, bickering 
Kardashian clan and an improbable franchise was launched. 
Keeping Up With the Kardashians hit airwaves in 2007, 
becoming the highest-rated show on the network. It went on to 
spawn the spino  s Kourtney and Khloe Take Miami, Khloe & 

Lamar, Kourtney & Kim Take New York and Kourtney & Kim 
Take Miami. 

Sher points out another example of Seacrest’s intuitive gut: 
He noticed that whenever food issues came up on his radio 
show, the phone lines would light up. Many of the callers were 
young moms. That led Seacrest to work with British chef Jamie 
Oliver on developing an American version of his successful 
U.K. series, Jamie’s School Dinners, which followed his e  orts 
to make school lunches healthier. The American show, Jamie 
Oliver’s Food Revolution, won an Emmy for Outstanding 
Reality Program. RSP is currently developing a feature  lm 
called Food Fight, loosely based on the series. 

The segue into cuisine is a natural for a devoted foodie like 
Seacrest. He has invested in some top L.A. restaurants and 
indulges a serious wine hobby. He admits that “cheating on my 
diet is something I live for,” and says cronuts—the croissant-
doughnut hybrids—are “one of my top three cheat foods.” 

But the trim Seacrest clearly doesn’t cheat all that 
much. To maintain his kinetic energy with his fren-
zied start-at-5 a.m. schedule, he makes sure to “eat 
as properly as possible.” Every morning begins with 
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• Cut myself opening a can of tuna. Note to self: don’t use lemon after cutting yourself opening a can of tuna

• Why can’t we get corn tortillas in the same size as fl our tortillas
 
• I like cookie dough better than cookies

• Mom just made one of my favorite snacks. Toasted almonds

• Cotton candy fl avored grapes exist. There is hope

• I mumble thru the word “croissant” because I’m not sure if it’s pronounced with a “cra” or a “cwa”

• Trying to talk myself out of crawling out of bed and getting a bowl of cookie dough

• I surrender. Peanut butter ice cream and cookie dough...can’t be beat

• This weekend was a carb catastrophe

• Why does pasta taste diff erent when it’s curved into an elbow shape?

• It’s amazing to think one night someone got curious in their kitchen and invented a rice crispie
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blending a kale, celery, cucumber, lemon 
and ginger vegetable beverage. “I didn’t 
like them at  rst, but I have learned to 
like them because they are apparently 
good for me. And when you’re on the 
run, they’ll hold you over until you get to 
the next meal.” Seacrest carts the juices 
around in an orange-and-gray cooler 
on wheels. “It’s a very unattractive look 
and completely ridiculous, but I take it 
everywhere.” 

In another nod to health, he schedules 
an hourlong workout every day. The time 
 oats from day to day, as does the place 

(he has a home gym, stashes a gym bag 
at the Beverly Wilshire Four Seasons in 
Beverly Hills, and sometimes runs in a 
park near his o   ce) but “once it’s on my 
schedule, it’s there—like a pitch meeting 
or another business appointment.” 

His schedule is jam-packed by design. 
“I don’t like downtime between things,” 
says Seacrest, “or what we call ‘pad’ in 
the radio business.” (Pad is, say, adding a 

 ve-second comment about the weather 
if a 30-second commercial spot ends in 
25 seconds.) “I like going from one thing 
immediately into the next.” 

Seacrest has structured the geography 
of his life to eliminate lag time. He does 
his radio show in the same building 
that houses RSP, which is just a few 
blocks from where American Idol tapes. 
“Consolidation helps with time manage-
ment,” he says. A talented multitasker, 
Seacrest  res o   emails or makes calls 
during breaks in his radio show; he uses 
his laptop to view rough cuts of the shows 
he produces on airplanes, or—when 
someone else drives him—in the back 
seat of the car. 

Stil l, Seacrest says, “I couldn’t do 
what I do without incredible teammates 
who run each division of my business so 
well.” His hiring philosophy is “look for 
creative, talented people who are good 
people and good at what they do, bring 
them in and  nd the right role for them.” 

Along with recruiting his former agent 
as CEO of RSP, he has hired his one-
time money manager Jeff Refold (“He 
managed my money back when I really 
didn’t have much money to manage”) as 
chief financial officer. To help Seacrest 
stay on top of everything the team is 
doing, Sher has implemented the 15Five 
system: Every week, each department 
head prepares a report that takes no 
more than 15 minutes to write and  ve 
minutes to read.

As bu s y  a s  he  i s ,  S e a cre s t 
carves out time for a cause 
he’s passionate about—his 
Ryan Seacrest Foundation, 

which ha s created state- of-the-ar t 
broadcast facilities inside the lobbies 
of pediatr ic hospitals. He had of ten 
visited young patients during his trips 
around the country and wanted to do 
more. He was moved by something he 
frequently heard from both the kids and 

TWEETS 
ABOUT EATS
Eleven million Twitter followers know all about Ryan Seacrest’s 
food fascination from snippets such as the following.  



Clockwise from top left: Seacrest hosts Million 
Second Quiz on NBC in September 2013; American 
Idol made him a household name; Season 1 Idol co-

host Brian Dunkleman and fi nalists Justin Guarini and 
Kelly Clarkson share the stage with Seacrest.
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their parents: Stuck in a hospital for days, weeks or months, 
the kids soon ran out of things to do. “I don’t know medicine, 
and I didn’t really know how to talk to the kids about what they 
were going through,” Seacrest says. “But I could certainly come 
up with something to distract them and to maybe teach them 
some things.” 

With his parents, Gary and Connie, and his sister, Meredith, 
installed as the executive team, the Ryan Seacrest Foundation 
has launched five Seacrest Studios across the country since 
2010, with plans to open  ve more within the next few months. 
The kids learn how to use the equipment and enjoy in-person 
interactions with stars such as Kelly Clarkson, Taylor Swift, 
Usher and Justin Bieber; patients also can be disc jockeys and 
on-air guests. Kids unable to leave their rooms can participate 
by calling in their questions and requests. The multimedia 
broadcasts (radio, TV/video and new media) are aired on 
closed-circuit TV throughout the hospital. 

Meredith says she’s awed by her brother’s focus in the foun-
dation studios. “He might have done an Idol show the night 
before, been on the radio for four hours and then  own across 
the country,” she says, “but he’ll walk into a Seacrest Studio and 
notice right away that the angle of the microphones needs to be 
changed so they don’t hide the kids’ faces. And when the kids 
come in, he’s totally present for them.”

Seacrest, who is single but hopes to have kids one day, says 
the e  ort is well-worth it. “When you walk out of one of these 
studios and a father looks like he’s tearing up, saying he hadn’t 
heard his little girl laugh in the weeks that they’ve been there 
until that morning, that’s our mission. That’s our purpose right 
there—that’s just what we’re trying to do.”

But now Lady Gaga is waiting. When a single from 
her new album ARTPOP leaked online ahead of 
schedule, she tweeted “there’s a pop emergency 
Ryan.” Seacrest’s team scrambled to pull together an 

exclusive one-hour interview on his morning radio show. “So 
that’s what’s happening in my world today,” Seacrest says with 
a chuckle. 

Next up is editing the Gaga interview. Then there will be 
the Kardashians to deal with, prepping on Olympic athletes, a 
round of early auditions with Idol contenders, and more. 

Seacrest thrives on what he calls this “back-to-back, show-to-
show” work schedule. “I say yes to a lot of things, and then later 
I try to  gure out how to do them all.” S

Shelley Levitt, a former senior writer for People, is a contributing 
editor to SUCCESS and writes for many other national publications. 
She is based in Los Angeles.
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Monchu is an Okinawan word that means “one family,” but monchu is de  ned as going 
beyond those of our blood—it includes a family of our choosing. I’m enamored with the 

concept because I feel that a lot of times our intentions while we are networking become sullied by 
an expectation of receiving something in return. My monchu approach to networking weeds out 
sel  sh motives but still produces great results. Here are the steps to making it work. 
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1. IMAGINE CIRCLES. 

In the smallest and tightest of circles are those people you 
love the most. These are the people I don’t have to remind you to 
stay connected with often (at least I hope not).

Right after that are the people you maybe “have to” stay 
connected with regularly, maybe your co-workers and/or your 
primary customers or vendors. They also don’t need a lot of 
thinking about to sort out. You simply connect with them in the 
course of doing business with them.

Figuring out who  ts in the third circle of your monchu—
which is where the networking magic will happen—is harder, 
and it’s where you’re going to concentrate your e  orts. So let 
me explain the third circle further as it applies to your business. 

2. MAP YOUR MONCHU.

Your monchu’s third circle consists of:

• People you personally want to help succeed.
• People you feel can help you succeed.
•  People you care about who could use the help of people 

you know.

That’s it. Your aim 
isn’t to  nd prospects, 
although that might 
happen. It isn’t about 
c o n n e c t i n g  w i t h 
people who will grow 
your business, except 
perhaps indirectly. 
I n s t e a d  i t ’s  a b out 
people you can help 
by en r ich i ng thei r 
l i v e s —a n d  p e o p l e 
who might be able to 
help you if you ask the 
right questions. 

So how many people should be in the third circle 
of your monchu? I’m not sure. I’m working on that. My 

current feeling is that if you grow beyond 20 people, you’ll 
lose them in the crowd. This, by the way, is why almost every 
social network is inherently  awed for your use. They are built 
to grow. They need you to reach out over and over to more 
and more people to demonstrate their value, but that doesn’t 
immediately benefit you. In fact, it lets you forget people 
easier. So stick to 20 people. 

This leads us to the next part of the recipe: What exactly do 
you do with this group?

3. SERVE YOUR MONCHU.

Let’s imagine that you had 20 minutes each day to try and 
make your world more amazing. Twenty minutes. That’s less 
than the duration of a TV sitcom. It’s probably equal to the 
amount of time wasted doing tasks that yield much less value. 
Here’s how to structure those 20 minutes:

1.  Spend 10 minutes reaching out to people in your third 
circle whom you think you can help, providing whatever 
assistance, advice or resources you can o  er.

2.  Spend  ve minutes asking people whose feedback you 
value some questions that will help you better understand 
your next steps in business.

3.  Spend  ve minutes introducing people you know among 
your circles.

Which communication medium works best for making these 
connections? Whatever works best for you and the members of 
your monchu. I love email. Other people use the phone. Some 
people prefer Facebook messages. Others like Skype. Here’s 
what I suggest:

•  Build a spreadsheet. In it, put the person’s name in the  rst 
column, his pertinent contact info in the next column or two, 
preference for contact in the next column, the date of your 
last contact in the column after that, and,  nally, notes from 
your last conversation in the  nal column. You might also 
add a “notes history,” but that’s up to you.

•  Think this through. Imagine you now have a list of 20 
people who matter to you in one form or another. You have 
committed to helping people every day for a total of 20 
minutes, including asking for some help for yourself. You 
work the list daily, with the three above-mentioned goals: 
Help others, ask for help, and connect people.
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4. BEGIN THE COMMUNICATION FLOW.

Imagine the di  erence between a cold call to someone you 
want to reach for business versus connecting with someone 
you’ve helped directly or indirectly through the e  orts listed 
above. Because there’s an ongoing  ow with those people you’ve 
chosen to connect with frequently via your monchu, everything 
will feel a lot smoother, or at least there will be more options. I’ll 
give you a real-life example.

My friend Charlie is writing a book. He reached out to  ve 
people in his monchu for advice. Four people gave reasonable 
advice that a   rmed Charlie’s thoughts. I ended up saying some-
thing contrary to everyone else. My comment was a trigger that 
gave Charlie an even better idea. What came next was a chance 
for him to work through the idea with others in his monchu and 
receive an even better answer than mine… all rather quickly, all 
without a lot of friction.

The key to the workings of the monchu is that we all want to 
be on the inside. When a friend or business ally has an opportu-
nity for us, the existing relationship works much more smoothly 
than when someone external or without connections tries to 
make the same experience happen. For instance, have you ever 
applied for a position at a company where you know people who 
work there versus trying a place “cold”? Day and night.

5. GIVE WITHOUT SEEKING RECIPROCATION.

Susan Murphy, co-founder of Jester Creative Inc., a Canada-
based media production and training company, is practicing 
her own kind of monchu method and says it has helped her 
professionally. But she adds a caveat to the process: “There’s one 
important thing that’s often overlooked. It must come from a 
place of a genuine desire to help others and from a real interest 
in connecting. Too often, people’s intentions are self-serving, 
and it shows. Connect because you want to connect. Be helpful 
because you want to help. That’s where the real payo   is.”

Here’s another real-life example of that payo  . Around the 
time I wrote this article, I  ew to see some clients who also 
have partnered with me on some business ventures. They’re 
midway through selling their company, and I’m helping them 
with the process. 

The reason for the trip, it turned out, was a lot more about 
building relationships monchu-style than it was about the 
pending sale. That’s because, during the visit, my clients/
partners did me a great favor by introducing me to some 
people who will potentially grant me the opportunity to sell 
something to them. My clients/partners won’t directly pro  t 
from extending this opportunity to me. But they’re building 
the monchu and improving the power of their business rela-
tionships by being personal.

Yes, some people might abuse this—taking a lot more than 
they give. And once your monchu network is up and running, 
you’ll learn quickly who does. Maybe that person doesn’t belong 
in your monchu. But start from the mindset that everyone you 
seek to help will use your gift to help others. In short order, 
you’ll sort out the rare exceptions and adjust your monchu 
members accordingly.

And you should take the advice to guard against being self-
serving: When someone gives primarily with the goal of getting 
something in return, it’s fairly obvious to the other party and 
puts people o  . If you choose to build and nurture relationships 
through the monchu approach, do it with unsel  sh intentions—
or else your results might be the opposite of what you desire. 

6. BUILD A DAILY HABIT.

By delivering something valuable to your monchu connec-
tions every day, you’ll learn not only about how to help others 
succeed, but also what you’re capable of o  ering the world at 
large. The help you o  er might guide you toward even more 
business opportunities.

By simply staying connected with my friend Raul Colón, a 
business consultant who helps companies build their digital 
presence, I can pass along clients to him that aren’t right for 
me. By listening to the community I have the privilege to serve, 
I can  nd people doing like-minded projects and connect them. 
Invariably I’m providing value to others—advice, information, 
insights, client leads, etc.—long before I seek value for myself.

The payo   for your e  ort every day—just a 20-minute daily 
commitment—is that you can build a great network. Is there 
value in this? Yes, and you’ll see it in as little as a few weeks. S

SUCCESS contributing editor Chris Brogan is CEO of Human 
Business Works (HumanBusinessWorks.com), which provides 
courses and other media to improve your business. 

The key to the workings

of the monchu is that we

all want to be on the inside.
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N
etworking… excuse me as I 
hyperventilate for a minute 
before we get started.

The very word conjures 
up images of forced glad-handing, 
of awkward chit-chat, of getting out 
there and working the room—all the 
sorts of things that make introverts 
l ike me want to lock ourselves in 
the house. 

It ’s not that we are born wholly 
i n c a p a ble  o f  ne t w ork i ng .  Mo s t 
introver ts can ea si ly behave l ike 
extroverts when we need to. (You know, 
of course, that personality traits exist 
on a continuum, so some introverts are 
more introverted than others.) I call 
this kind of socializing my dog-and-
pony show. It wears us out, but we can 
do it. 

How to Talk to People 
You Know You Should Talk 
to for Professional Reasons, 
but, Ugh… People!

by Sophia Dembling

The Introvert’s Guide
to Networking
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It’s just that… bleah. It’s not our thing. 
Unless we can do it our way.

Introvert networking sounds like an 
oxymoron, but even the most intro-
ver t i sh introver t s  understand that 
meeting the right people is necessary for 
professional progress. And so we have 
to learn to do it in ways that not only 
take the torture out of it, but also help 
us succeed.

For example, I’m bad at cocktail parties 
where I don’t know people. I’ll talk to a 
few people, but after a drink and a little 
light conversation, I am so out of there—
relieved, but also a little annoyed at myself 
for not meeting more people. Cocktail 
party small talk doesn’t come naturally 
to me, and if I’m not in the right state of 
mind, I can be awkward, which doesn’t do 
my professional reputation any good.

But you know what does come natu-
rally to me? Sit t ing around a table, 
sharing a meal and conversation with 
a handful of people. This is a situa-
tion where I have t ime to relax, get 
a handle on ever yone, and show my 
best sel f .  Ergo, I  avoid net work ing 
cocktail parties and attend networking 
luncheons and dinners. That’s my kind 
of networking.
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Introverts also tend to be good with the 
written word, so we can really rock email 
when approaching new contacts or to follow 
up when we’ve met someone interesting. 
In fact, the Internet in general is introvert 
networking nirvana. Even if you don’t think 
Facebook and Twitter are fun and choose to 
avoid them in your personal life, these sites 
can be powerful professional networking 
tools when used thoughtfully. And, of 
course, LinkedIn is speci  cally designed for 
professional networking.

As with anything else, weighing your 
own personal strengths and weaknesses is 
important to success in networking. Each 
of us falls at a different place along the 
personality continuum, and introversion 
is only one aspect of the wonderful stew of 
traits that make us who we are. So while 
some introverts can swoop into a group 
and glad-hand like crazy for a short while, 
others wouldn’t go to a party even if their 
best friend was throwing it. To succeed at 
networking when you’d rather stay home 
requires some introspection  rst.

Question yourself. 

What types of interactions seem to pay 
off? Which don’t seem to be worth the 
effort? How long can you behave like an 
extrovert before you need a fainting couch 
and a cool drink? Have you learned how to 
manage your energy, to take short breaks 
in order to avoid depleting yourself in 
taxing situations? 

Energy management is Job One for 
introverts, so learning your strengths and 
thresholds will help you decide when and 
how to network your best.

Then consider these tips for getting out 
there and mixing it up.

Do your homework.

Preparation is one of the introvert’s 
strengths. Before any event, “learn about 
the people you want to meet ahead of time,” 
says Jennifer Kahnweiler, Ph.D., author 
of Quiet Influence: The Introvert’s Guide 
to Making a Di  erence. “You can prepare 
questions like, ‘What are you working on 
right now?’ If you think about using your 
skill for depth over breadth, here’s a chance 
to really learn about somebody and have 
them learn about you.”

Plan to leave.

It’s a lot easier to attend events if you 
also give yourself permission to leave when 
you’ve had enough. 

“Show your face,” says Nancy Ancowitz, 
author of Self-Promotion for Introverts: 
The Quiet Guide to Getting Ahead. “But the 
secret to socializing for introverts is doing 
so in doses. Plan on leaving after an hour—
or well before you turn into a pumpkin.”

Remember that you want to shine at 
this event, and if you push past your point 
of energy depletion, you might not present 
your best self. A depleted introvert is often a 
cranky introvert. 

Remember to breathe.

“This one I learned from watching 
my introverted dog, Ginger,” says career 
coach Beth Buelow, whose website is The 
Introvert Entrepreneur. “When she’s in a 
situation where she feels anxious or out of 
place, she engages in calming behaviors. 
She does a full-body shake, yawn or stretch. 
She might sniff the f loor. These actions 
relax her and send signals to other dogs that 
she’s open to being approached.

“While I don’t suggest you do a head-to-
toe shake or sni   the ground (or anything 

else, for that matter), there are calming 
behaviors humans can adopt. Before 
walking into the room, yawn. Roll your 
head around. Shake out your hands. Take 
several slow, deep breaths.” Repeat as 
necessary throughout the event (just not in 
the middle of the room where anyone can 
see you, of course).

Don’t judge small talk.

Lots of introverts consider small talk a 
waste of time because it seems shallow and 
super  cial. And… well, yeah… it is. That’s 
what it’s meant to be: small.

Small talk is not conversation. It’s simply 
a point of connection between two human 
beings, and it’s the seed from which an 
in-depth conversation may grow. So don’t 
sweat sounding silly or judge others’ chit-
chat. “As starting points, think headline 
news items, human interest stories and 
pleasantries like weather,” Ancowitz says. 
Smile and look the other person in the eye. 
Ask questions. If a conversation doesn’t 
develop, move along. No harm, no foul. You 
have networked.

Oh, and remember that you are not obli-
gated to talk to windbags. Because we are 
good listeners, introverts are at risk of being 

“Oh, and remember that you are not
obligated to talk to windbags.”
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Networking the Net
Ah, the friendly confines 

of your computer desk. 
Here, none of your colleagues 
a r e  g o i ng  t o  n o t i c e  h ow 
much you say the word like 
or how often you touch your 
face. It’s the perfect place to 
make professional connec-
tions at your own pace. Just 
follow these commonsense 
guidelines.

TAKE SOCIAL MEDIA SERIOUSLY.
Sk i l l  w ith socia l  media 

is one of the six streng ths 
Jennifer Kahnweiler, Ph.D., 
identifies in Quiet Inf luence. 
S oc ia l  med ia  c a n le a d t o 
closer connections. “Use social 
media to set the stage for 
o   ine conversations and then 
capitalize on the one-on-one 
opportunities you generate,” 
Kahnweiler says.

DEVELOP A PUBLIC PERSONA.
I’m not shy online (or off, 

for that matter), but I keep 
t wo Fa c ebook a c cou nt s—
a pr ivat e  one  for  f r iend s 
and family, where I can be 
my usual goof ball self, and 
a professional one,  where 
I’m more focused on profes-
sionally relevant links and 
discussions. For introverts, 
who often are private people, 
having an alter ego can be a 
more comfortable way to put 
themselves out there online. 
(For inspiration, look at Steve 
Martin, an introvert whose 
public alter ego is loud and 
silly.) You don’t have to be an 
entirely different person; it’s 
more a matter of approaching 
social networking as part of 
your job and acting as your 
professional self online.

BE GENEROUS.
If you use social networking 

only to tout your own achieve-
ments, people w ill quickly 
tune you out. Share interesting 

links, share the wisdom of 
others, congratulate colleagues 
on their successes, respond 
to requests for help, and do 
your part to assist others in 
promoting their good work. 
Networking is all about rela-
tionship-building, so always 
think in terms of mak ing 
connections, not just talking 
at people. 

DISPLAY EXPERTISE.
“Regularly and consistently 

position yourself as an expert 
to share your knowledge, learn 
from others, gain visibility 
and broaden your network,” 
Na nc y A ncow itz  says .  By 
making thoughtful comments 
on others’ blogs, being generous 
with advice and suggestions 
when solicited, and sharing 
resources, you publicly demon-
strate that you know your stu  . 

TRY BLOGGING.
If you don’t have or want your 

own blog, offer to write guest 
posts for blogs you admire. A 
blog is a hungry monster and 
always needs good content—
many bloggers are happy to 
have someone fill in for them 
now and then. A good blog post 
will display your expertise to a 
whole new network of people 
forever, because blog posts live 
on in cyberspace.

TAKE IT OFFLINE.
Make the most of ever y 

opportunity to meet (in real 
life) the people you know in 
the virtual world. This serves 
to cement relationships and 
take them to another level. If 
you know some of your online 
connections will be at a confer-
ence you plan on attending, 
seek them out to say hello. You 
already have an entrée because 
you have interacted online, 
which should eliminate any 
awkwardness you might feel. 

cornered by bores. If that happens to you, any excuse to escape 
is acceptable: refreshing your drink, greeting a friend, visiting 
the restroom.

Focus.

Introverts tend to take in a lot of information when they are 
out and about—that’s why our brains get so tired. When you do 
start talking to someone, do your best to screen out everything 
else and concentrate on that one person, that one conversation. 
You’ll be amazed by how centered you will suddenly feel and 
how good it will make the other person feel to have your undis-
tracted attention.

Get a business card.

Introverts send excellent follow-up emails, so be sure to 
get email addresses. After any interesting contact, o  er your 
card and ask for one in return. Make a note on the back if you 
need to, reminding yourself of the person and conversation. 
And then be sure to follow up, and do it soon, while you’re still 
fresh in the person’s mind and the conversation is still fresh 
in yours. Then show your best stu  . “Through the writing 
process, you can f lesh out ideas before you share them,” 
Kahnweiler says.

Explore networking groups.

If you think you might like to try a networking group, visit a 
few before you commit. “Talk to members to  nd out what they 
like most about the group,” Buelow says. “If you feel aligned with a 
group’s vitality and purpose, it won’t matter if there are  ve, 50 or 
500 people in the group; that alignment will actually boost your 
energy, rather than drain it.”

Professional organizations can be easy networking for intro-
verts because your common interest means the conversation is 
practically already underway—and chances are good that you 
know a little bit about other people in the group already. 

Successful networking when you’re not the networking 
kind requires a combination of mindset and action. “It’s 
helpful to remember that networking is a learned skill,” 

says Buelow. “We introverts can forget that and think we’re 
either born with the gift of gab or not. Treat the process as you 
would anything new you wanted to become adept at: Watch 
others you admire. Find a mentor or networking partner. 
Accept that you’ll feel lots of discomfort alongside moments of 
ease. And practice, practice, practice.”

So take a deep breath and just do it. Networking is like exer-
cising. Just think how relieved and satis  ed you’ll feel when it’s 
all over. S

Sophia Dembling is the author of The Introvert’s Way: Living 
a Quiet Life in a Noisy World. This is Dembling’s first article 
for SUCCESS.
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Got a hammer you aren’t using? 
Maybe a guest room or a bow 
tie? Odds are that someone 
would rent it as part of a 
growing $3.5 billion trend. 
by Larry Keller

SUCCESS DECEMBER 2013 61



62 SUCCESS DECEMBER 2013

And like other sharing economy entrepreneurs, Gilbreath 
cites environmental and societal benefits. The company’s 
mission statement: “More happy people working in fewer 
buildings, the planet smiles.”

More Is Not Better
The sharing economy was sparked in recent years by 

the economic meltdown, meteoric growth in technology 
and environmental concerns. “I think people are tuning in 
to more is not better,” says Neal Goren  o, co-founder and 
publisher of Shareable.net, a nonprofit online magazine 
devoted to the sharing economy. “We saw a sharing move-
ment below the surface waiting to explode.”

It’s a win-win for parties in these transactions. Consumers 
are  nding, for example, that it makes sense to rent a drill 
for a home improvement project rather than buying one 
they may seldom use again. Owners make extra money from 
lending stu   that collects cobwebs in a garage or basement.

Many of the collaborative consumption models are peer-
to-peer transactions, in which strangers rent and loan each 
other items or services, usually via online brokers. To develop 
trust and weed out bad apples, many of these brokers such 
as LiquidSpace feature online peer reviews and ratings. 
Some conduct background checks. Payment is made through 
Internet platforms.

People not only want to earn extra money and reduce 
their consumption in these ventures, but also connect 
with others, Goren  o says. “People feel isolated and they 
seek community.”

Airbnb is the best-known peer-to-peer facilitator. It 
has more than 300,000 listings, from a $10 bedroom in a 
Bangkok home to a $69-a-night Hawaii tree house and a 
luxurious Sydney, Australia, home for $4,000 a night. The 
company takes a percentage of each rental fee.

Another big player is RelayRides, a national online 
car rental broker that enables drivers to list or search for 
cars. Edward Salwin, a 32-year-old software developer in 
suburban Washington, D.C., has been renting his 2010 
Toyota Corolla and 2009 Toyota Camry for more than two 
years. The Corolla is rented most days in summer and 15 to 
20 days a month in winter, he says.

Salwin isn’t the next Warren Avis. He rents one car for 
a paltry $4 an hour, the other for $4.50. RelayRides bills 
the users and pays Salwin, minus the company’s 25 percent 
commission, which includes $1 million in liability coverage. 
“I could probably charge more,” Salwin says. “[But] my core 
mission is collaborative consumption in general.”

I
n suburban Boston, a woman hires a handyman to 
assemble her new IKEA armoire. A couple in Austin, 
Texas, puts you up in their cozy guest house for $65 a 
night. A Georgia woman rents her sewing machine for 
$15 a day.

Cars, power tools, parking spaces—most anything is 
now available for rent, loan or hire from strangers via 
websites and mobile apps. It’s not just folks making and 
saving an extra buck. Dozens of niche startups specializing 
in speci  c types of deals have mushroomed to broker and 
pro  t from them.

It’s all part of the sharing economy, also called collabora-
tive consumption. If you haven’t heard of it, you will. It’s a 
growing trend that has inspired books and an online maga-
zine. At least one lawyer is an expert on issues it has raised. 
And Forbes magazine estimates that consumers will spend 
$3.5 billion this year in the sharing economy.

Venture capitalists and corporations have noticed. Earlier 
this year, Avis Budget Group paid about $500 million for 
Zipcar, a car-sharing site. Airbnb, an accommodations plat-
form, has an estimated worth of as much as $2.5 billion. One 
venture capital  rm is now dedicated solely to investing in 
collaborative consumption startups.

Entrepreneurs including Mark Gilbreath are bene  ting. 
He started LiquidSpace in 2010 to connect “corporate 
road warriors and mobile professionals” with corporations, 
hotels and public facilities eager to rent them underutilized 
work space and o   ces on an hourly or daily basis. Today 
LiquidSpace serves more than 250 U.S. cities, plus Australia.

There were skeptics at  rst, but Gilbreath, as CEO, has 
raised $12.4 million in venture capital. “It’s that willingness 
to leap and an unbending belief in the possibility of it” that 
enables entrepreneurial ideas to succeed, he says.

Owners of unused of f ice space list it for free on 
LiquidSpace, along with photos, descriptions and their 
rates. The company handles billing and collects commis-
sions when space is rented—typically by companies for their 
employees via a mobile app or a web portal for as little as 
15 minutes or as long as one day. Other users include free-
lancers and consultants.

Gilbreath thinks his company is positioned to bene  t 
from “a radical transformation” in commercial real 
estate in which businesses eschew long leases for tempo-
rary space, using a smartphone app rather than a real 
estate broker.

The sharing economy is based on underutilized assets, he 
says. “The asset at the core of our business is work space.” 



SUCCESS DECEMBER 2013 63

RelayRides screens potential renters, and although one left 
Salwin’s Camry’s sun roof open when it rained, “there really haven’t 
been any horror stories,” he says. “It’s been remarkably smooth.”

Technology Spurs Sharing
Sharing isn’t new, but the proliferation of smartphones has 

made it easier. Millennials are the  rst generation to grow up 
with ubiquitous social media and evolving technology, and they 
have fueled the growth of the sharing economy, Goren  o says.

They also have di  erent views of ownership and consumption. 
A study this year by the Pew Research Center found that people 
ages 18-34 are buying fewer homes and cars and incurring less 
debt than in the past. Couple that with the fact that young adults 
have been postponing marriage and families for some time 
now, and collaborative consumption makes sense. Not surpris-
ingly, many of the entrepreneurs active in the sharing economy 
are in their 20s and 30s. A lot of the startups are based in San 
Francisco.

The sharing economy isn’t unique to the United States. Zilok, 
a site where members can rent everything from a juicer to a 
chain saw, began in France. Shareyourmeal, an online platform 
that promotes neighbors sharing meals they’ve cooked, started 
in Amsterdam. Seoul, South Korea, has undertaken initiatives 
that include promoting sharing enterprises and subsidizing the 
expenses of some of them. Plus, many of the sharing economy 

businesses based in the United States—such as Airbnb and its 
free predecessor Couchsur  ng—are global. Airbnb says it’s in 
more than 33,000 cities in 192 countries. Couchsur  ng says it 
connects hosts and guests in 100,000 cities.

One of the newer startups is Zagster, a private bicycle-sharing 
service with a similar business model as Zipcar in that it’s not 
based on peer-to-peer transactions. Just as Zipcar owns the 
vehicles it rents, Zagster owns the 500 or so bikes in its  eet. 
Co-founders Timothy Ericson, 27, and Jason Meinzer, 30, 
founded a company they named CityRyde that consulted with city 
bike-sharing programs before starting Zagster. 

Launched in late 2011, Zagster has received $1.5 million in 
venture capital. It limits placement of its bicycles to hotels and 
resorts, o   ce parks, apartment complexes, and college campuses 
in major U.S. cities. Unlike Zipcar’s revenue, Zagster’s doesn’t 
 uctuate with how often its inventory is used. Nor does it have to 

deal with billing bike riders. That’s because the company charges 
its customers a monthly fee to provide and maintain the bikes. 
The customers then decide whether to charge their users a rental 
fee and, if so, what that fee will be.

“We put a bike on the ground, we know exactly what our revenue 
is going to be,” says Ericson, who has never owned a car. And 
Zagster has modest marketing expenses. Its customers, including 

You see an opportunity for a 
startup that can profi t from the 
sharing economy. Now what?

Develop a business model 
that promotes trust—a 
critical component of the 
sharing economy. That 
may be via peer reviews 
and a community ratings 
system, requiring profi les for 
both parties.

“Check existing regulations, 
and design around them if 
there’s a possible confl ict,” 
advises Neal Gorenfl o, co-
founder and publisher of 
the online magazine 
Shareable.net. “Make your 
service safer than what’s 
required of regulated 

services. If you face 
regulatory friction, this will 
help you.” 

Don’t spend a bundle on your 
prototype before determining 
if there is demand. “Build 
a community around your 
service, listen to early 
adopters and spend lots of 
time with them,” Gorenfl o 
suggests. “They will tell you 
what to do to be successful. A 
number of entrepreneurs have 
trialed their services without 
technology or used existing 
technology like Meetup 
or Facebook.”

Be fl exible and able to adapt 
quickly. Airbnb’s founders 
initially placed a cap on the 

price of accommodations. 
When they experimented 
with lifting it, its lodging 
options expanded to include 
everything from luxury homes 
to penthouse apartments. 

For more on the sharing 
economy, download the 
Guide to Sharing from The 
Center for a New American 
Dream at newdream.org/
programs/collaborative-
communities/community-
action-kit/sharing. Books 
include What’s Mine Is Yours: 
The Rise of Collaborative 
Consumption by Rachel 
Botsman and Roo Rogers; 
and The Mesh: Why the 
Future of Business Is Sharing 
by Lisa Gansky.

WANT TO LAUNCH A 
SHARING STARTUP?

(Continued on page 85)
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D
uring his career as head coach of the New York Giants and Jets, New England Patriots 
and Dallas Cowboys football teams, Bill Parcells established himself as a remarkable 
pundit, just as Vince Lombardi had during his tenure as the championship-winning 
coach of the Green Bay Packers a generation earlier. A New Jersey smart aleck and an 
intimidator (compared to Lombardi’s inspirational slant), Parcells was at heart a 

pragmatist. One of his most lasting lessons sounds like a comment on the stock market, but has 
almost endless applications:

“Some say it’s going up. Some say it’s going down. Whatever you do is wrong. Act 
immediately.”

The same idea is at the core of the most recent book from Chip and Dan 
Heath, DECISIVE: How to Make Better Choices in Life and Work. The 
Heaths found a number of barriers that people set in their deci-
sion-making process will ultimately lead to poor, slow choices. 
It’s not possible to make the optimal decision in every situa-
tion, they say. The key is to properly evaluate each option, 
as well as others that might not be so natural to consider.

Chip, a professor at Stanford Graduate School 
of Business, and Dan, a senior fellow at Duke 
University’s Center for the Advancement of Social 
Entrepreneurship, had two previous best-sellers 
together. First came 2007’s Made to Stick: Why 
Some Ideas Survive and Others Die, followed 
in 2010 by Switch: How to Change Things 
When Change Is Hard.

To s t op spi n n i ng you r wheels  when 
searching for the right answer, the Heaths say 
in their latest guidebook for organizational 
leaders, the key may be to change your 
perspective. And sometimes, as shown in 
this excerpt they wrote for SUCCESS, 
the r ight answer to an agonizing 
question may be more obvious than 
you think.

DECISIONS, 
DECISIONS…



The Narrow Frame Problem
From DECISIVE: How to Make Better Choices in Life and Work , 
by Chip and Dan Heath

Steve Cole, the vice president of research and development at 
HopeLab, a Silicon Valley-based nonpro  t that  ghts to improve 

kids’ health using technology, said, “Any time in life you’re 
tempted to think, Should I do this OR that?, instead, 

ask yourself, Is there a way I can do this AND that? 
Surprisingly often, it’s feasible to do both things.”

For one major project, Cole and his team at 
HopeLab wanted to find a partner, a firm that 

could help them design a device to measure the 
amount of exercise kids were getting. 

There were at least seven or eight  rms in 
the Bay Area that were capable of doing 

the work. In a typical contracting situ-
ation, HopeLab would have solic-

ited a proposal from each firm 
and then given the winner a 

giant contract.

Will you let them make 
you or break you? Well? 
Come on… decide!
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But instead of choosing a winner, Cole ran a “horse 
race.” He shrank the scope of the work so that it covered 
only the  rst step of the project, and then he hired  ve 
di  erent  rms to work on the  rst step independently. (To 
be clear, he wasn’t quintupling his budget—as a nonpro  t, 
HopeLab didn’t have unlimited resources. Cole knew that 
what he’d learn from the  rst round would make the later 
rounds more e   cient.)

With his horse race, Cole ensured he’d have multiple 
design alternatives for the device. He could either pick his 
favorite or combine the best features of several. Then, in 
Round 2 of the design, he could weed out any vendors who 
were unresponsive or ine  ective.

Cole’s strategy is a smart way to combat “narrow framing,” 
a common decision-making trap. We tend to define our 
choices too narrowly, to see them in binary terms.

We ask, Should I break up with my partner or not? 
instead of, What are the ways I could make this relation-
ship better?

We ask ourselves, Should I buy a new car or not? instead 
of, What’s the best way I could spend some money to make 
my family happier?

Cole, with his “horse race,” broke out of that trap by 
considering multiple options simultaneously. This wasn’t a 
popular idea at  rst; he had to  ght for the concept inter-
nally. “At  rst my colleagues thought I was insane. At the 
beginning it costs some money and takes some time. But 
now everybody here does it. You get to meet lots of people. 
You get to know lots of di  erent kinds of things about the 
industry. You get convergence on some issues, so you know 
they are right, and you also learn to appreciate what makes 
the  rms di  erent and special. None of this can you do if 
you’re just talking to one person. And when all of those  ve 
 rms know that there are four other shops involved, they 

bring their best game.”
One way to fight narrow framing, then, is to “think 

AND not OR.” Rather than choosing one vendor, Cole 
chose  ve, which dramatically expanded the knowledge 
and experience he could draw on for future decisions.

Another way to break out of a narrow frame involves 
eliminating, rather than expanding, your set of options. We’ll 
call it the “Vanishing Options Test.” Imagine that Aladdin’s 
Genie has an eccentric older brother who, instead of granting 
three wishes to a person, arbitrarily takes options away. 

Ask yourself the following question:
You cannot choose any of the current options you’re 

considering. What else could you do?
To see how the Vanishing Options Test can help you 

evade a narrow frame, consider a conversation we had 
with Margaret Sanders, the director of career services for a 
graduate school of government. (Names in this case study are 
disguised to prevent embarrassment.)

DECISIONS, 
DECISIONS…

Ways to Break Out 
of a Narrow Frame

1. Think AND not OR. When life 
seems to be handing you a choice 
between this OR that, fi rst ask 
yourself, is there a way I could 
choose both? You’ll be surprised 
how often it’s possible. 

2. Find someone who has solved 
your problem. If you feel stuck—
unable to uncover fresh options—
ask the advice of people who have 
faced similar dilemmas before. You’ll 
likely discover ideas that never 
would have occurred to you. 

3. Distrust “whether or not” 
dilemmas. When you fi nd yourself 
deliberating about “whether or 
not to do X,” that’s a warning fl ag 
signaling you may be caught in a 
narrow frame. Keep pushing for 
more options. 

4. Run the “Vanishing Options 
Test.” If all of the options you’re 
currently considering suddenly 
disappeared, what else could you 
do? You’ll be surprised how easy 
it is to come up with unexplored 
options.

5. Fall in love twice. Keep searching 
for new options until you’ve 
got at least two that you’d be 
happy with. If you’re hiring, keep 
interviewing until you’ve got two 
good candidates, or if you’re house-
shopping, hold out for two good 
homes. Having two options helps 
us be more objective about the 
strengths and weaknesses of each.

—Chip and Dan Heath
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Sanders was struggling with a tough decision: Should she 
tolerate a marginally performing employee or, as she put it, 
“begin the ridiculously long and tedious process for docu-
mentation of poor performance that can eventually lead to 
termination”?

The employee in question was her administrative assis-
tant, Anna, who had two primary responsibilities. First, she 
handled administrative tasks, such as tracking expenses and 
managing the group’s database, and second, she served as the 
“front door”—the face of the o   ce, the  rst point of contact for 
students seeking jobs or for recruiters seeking students. While 
Anna was good with the  rst set of tasks, she struggled with 
the social aspect of her job. She was much more introverted 
than Sanders realized when she interviewed Anna for the 
job. “I think it hurts for her to talk to people,” said Sanders. 
Unfortunately, the social side of the job was critical, and Anna’s 
shyness made the center less e  ective. 

But  ring Anna was not an easy answer. The university had 
strict protocols for handling terminations. It would be many 
months, Sanders knew, before Anna would be gone—if she was 
gone at all—and in the meantime, it would be incredibly awkward 
to work with her in an intimate o   ce of  ve people.

Dan had the chance to speak with Sanders as she was agonizing 
about whether or not to  re Anna. 

To interrupt the story for a moment, that phrase “whether or 
not” is a classic warning signal that the decision-maker may be 
caught in a narrow frame. It means that she is considering only a 
single option, and the “decision” boils down to a simple thumbs-
up or thumbs-down.

So, in keeping with that idea, Dan tried pushing Sanders with 
the Vanishing Options Test:

Dan Heath: Imagine that I told you you’re stuck with Anna 
inde  nitely, AND you can’t rely on her to be the “ front door.” She 
cannot be the face of the o   ce anymore. What would you do?

Margaret Sanders: Hmmm.… We could move her out of the 
front door and try to sta   the front door di  erently. Maybe the 
professional sta   could take an hour each, and we could get some 
work-study students to  ll in the rest of the time.

Dan Heath: Is that a viable option? Could you a  ord to hire 
work-study students?

Margaret Sanders: They are super-cheap. We pay only 
about 25 percent of their hourly rate, which comes out to about 
$2.50 per hour.

Notice how easy it was for Sanders to break out of her narrow 
frame with a bit of prodding. It took less than a minute for her to 
generate another reasonable option—to hire work-study students 
to serve as the “front door,” with Anna shifting to full-time 
administrative duties. It was an option that would  x the problem 
and cost only $20 per day. (Not to mention the bene  t from the 
extra time Anna could spend on database or accounting work.)

The breakthrough that Margaret Sanders experienced is not 
unusual. When people imagine that they cannot have an option, 
they are forced to expand their thinking, shifting their focus for 
the  rst time in a long while. 

The old quote “Necessity is the mother of invention” seems 
to apply here. Until we are forced to dig up a new option, we’re 
likely to stay  xated on the ones we already have. So our eccentric 
genie, who seems on  rst glance to be cruel—he’s taking away our 
options!—may actually be kind-hearted. 

Removing options can actually do people a favor, because it 
makes them notice that they’re stuck on one small patch of a 
wide landscape. S

Reprinted from the book DECISIVE: How to Make Better Choices 
in Life and Work by Chip Heath and Dan Heath. Copyright © 2013 
by Chip Heath and Dan Heath. Published by Crown Business, an 
imprint of the Crown Publishing Group, a division of Random House 
LLC, a Penguin Random House Co.



Unleash Your 
SUPERBRAIN!
Never forget a name again and 
read faster and smarter with these 
tips from memory expert Jim Kwik.

by Shelley Levitt
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T
en or 20 years ago we were traveling the information super-
highway. These days our course isn’t nearly as linear. We’re 
careening around a supersonic pinball machine, getting 
pelted with bits and bytes, tweets, pings and yelps. To help 
manage this onslaught, we’re outsourcing our memories, 

says Jim Kwik, founder of Kwik Learning, a speed-reading and memory-
enhancement training program. Phone numbers are stored in the address 
books of our smartphones; sales leads are warehoused in the cloud. And who 
needs to pay attention to street signs when our navigational systems will 
plot the most e   cient route home?

Problem is, research suggests that our reliance on external search engines 
and the like may be undermining our ability to recall facts, faces 

and names. With everything we’ll ever need to know 
just a few keystrokes away, we’re allowing our memory 
muscles to get f labby. And we’re paying a price for 

this. “The two most costly words in business are 
I forgot,” Kwik says. “Whether it’s forgetting 

a meeting, conversation, task, fact, password or 
name, memory lapses at the wrong time can make the 

most talented person appear incompetent.”
Strengthening your memory doesn’t take a new 

app or some high-tech gizmo. In the workshops he has given 
for nearly two decades to Fortune 500 companies, university 
groups and small-business owners, Kwik (yes, that’s his 

real name and it’s pronounced “quick”) relies on old-fashioned 
methods such as visualization and new twists on speed-

reading techniques that are informed by the latest research 
on how the brain works. “There’s no such thing as a good 
memory or a bad memory,” Kwik says. “There’s only a 
trained memory and an untrained memory.”

Here’s how to start training your memory.

MOM Knows Best: A Memory Mnemonic

Motivation: When meeting someone new, take a moment 
and ask yourself, Why do I want to remember this person’s 
name? If you can’t come up with a reason to remember the 
name, you probably won’t.

Observation: Recalling names or other information is often 
not a matter of retention, but of attention. Take a moment to quiet 
your inner dialogue; focus and really listen when you’re introduced to 
people or attending a presentation.

Mechanics: These are the techniques, tips and strategies for remembering 
names and information. Although these step-by-step memory tools are 
critical, they come last because if you don’t have motivation and don’t 
observe, the best mechanics won’t help.
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Unleash Your 
SUPERBRAIN!

Picture This: 
Never Forget a Name Again

It’s an awkward moment. At a business 
function you run into someone you’ve 
met before. As you reach out to shake 
hands—or worse yet, introduce him or 
her to a colleague—panic sets in. You’ve 
forgotten the name. It’s a stumble that 
can trip up a relationship. “It’s hard to 
show someone you’re going to care for 
their business when you don’t even care 

enough to remember their name,” Kwik says.
The cure for faulty name memory is association: connecting 

those names to unforgettable images. Pictures, Kwik says, 
create memories that are easier to retrieve than words alone. 
Kwik, who is big on mnemonics, likes to say his method is 
easy as PIE.

Pick a place on the person’s face.
 I magine the name.
E ntwine the two in a picture that has action, exaggeration 

and illogic.

Here’s how this works in real life. At a chamber 
of commerce gathering you meet Joyce.
Pick a place on Joyce’s face. For example, her green eyes.
 I  magine her name as a “sounds-like” picture. For “Joyce” that 

might be “juice.”
E ntwine Joyce’s green eyes with juice by visualizing orange 

juice being poured into her eyes. (Yes, it’s an absurd image 
but that’s the point: “You’re more likely to recall unusual 
images than common ones,” Kwik says.)

Next, you’re introduced to Christopher.

Pick a place: his beard.
 I magine the name: Christmas tree.
E ntwine the two: Visualize Christopher’s beard as a Christmas 

tree being decorated by tiny elves.

Along comes a couple, Karen and Matt.

Pick a place: Karen’s red hair; Matt’s eyebrows.
 I magine the names: carrots; doormat.
E ntwine the two: There are carrots coming out of Karen’s hair, 

and Matt’s eyebrows have been woven into a doormat.
It will take time to become prof icient at this method 

(although not as much time as you might think, Kwik says). 
Meanwhile, there’s a payo   to practicing. “Even if the tech-
nique doesn’t work right off the bat, it’s effective in getting 
you to focus and engage when you’re meeting people,” 
Kwik says.

Whole-Brain Note-Taking
When you’re at a workshop on, say, using 

social media to bui ld your business, or 
reading or listening to a book on the same 
topic, the r ight and lef t hemispheres of 
your brain process the information in two 
ways: Logical leftie—the hemisphere that’s 
the analytical, critical thinker—is atten-
tive to the actual content being presented. 
Ruminative rightie—our intuitive, creative, 
big-picture side—is reacting to this content 
with emotion, questions and f lash inspira-
tions on how the information can be utilized 
in your life.

Kwik suggests letting each part of your 
brain take notes in its own way. That way 
at the end of the presentation, rather than 
jottings that can be difficult to interpret—
Hmm, did the speaker say that, or is that what 
I was thinking?—you’ll have both a summary 
of the material and the beginnings of an 
action plan.

Here’s all you need to do: Take a lined piece 
of paper and divide it into two columns. At the 
top of the left column write Capture. This is 
where you’ll be doing traditional note-taking—
writing down the bullet points of tips, quotes, 
facts and statistics that are o  ered during the 
social media workshop or in the book:

• Nearly one in five U.S. consumers has 
scanned a QR code on a smartphone.

• 665 million people use Facebook 
every  day.

• People between the ages of 55 and 64 
are the fastest-growing demographic 
on Twitter.

• YouTube has 1 billion unique 
monthly  visitors.

Label the right-hand column Create. Here 
you’ll be recording your impressions on what 
you’re listening to and beginning to build on 
what you’ve just captured:
1.   Talk to Joey about QR code in new 

biz cards.
2. Tweet sweepstakes!
3.  Brainstorm YouTube strategy at 

Tuesday mtg.
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The ABC’s of Smart Reading
Kwik likes to quote a Woody Allen quip: “I 

took a speed reading course where you run your 
finger down the middle of the page and was able 
to read War and Peace in 20 minutes.

“It’s about Russia.”
In other words, if you increase your reading 

speeding tenfold but you’re only retaining a 
fraction of what you’ve read, you’re wasting your 
time. A better alternative is what Kwik calls 
“whole-brain reading,” in which speed and reten-
tion are both increased by engaging the right 
and left hemispheres of your brain in the task 
of reading.

For starters, you’ll want to set yourself up for 
an optimal reading experience. “All learning is 
state-dependent,” Kwik says. “I don’t try to tackle 
new information before I manage my state.”

Begin by eliminating external distractions. 
Choose good lighting; natural sunlight is the 
best, which you can mimic with full-spectrum 
bulbs. Set the room to your ideal temperature—
not so warm that it makes you drowsy, not so cool 
that you’ll think about whether to grab a sweater. 
Acknowledge annoyances. Say, for example, you 
can hear the din from a construction site down 
the block. Do the best you can to minimize such 
distractions—don noise-reducing headphones 
or play baroque music. With 50 to 80 beats a 
minute, baroque music—such as concertos by 
Bach, Handel or Telemann—can induce the 
alpha brain wave state ideal for deep concentra-
tion. Breathe deeply, relax and try to accept the 
distractions you can’t eliminate.

Next, you want to quiet your mind’s inces-
sant chatter—what meditators call “the monkey 
mind.” You’re trying to read Tolstoy or a primer 
on leadership skills, and your monkey mind is 
leaping from whether to have pizza or pitas for 
lunch, what Motown song your favorite American 
Idol contender should pick for the next round 
of competition, and whether you’d go for an 
Aston Martin or a Lamborghini if you had half 
a million bucks to spend on a new car. You can 
blame this babble on the frenetic-hopscotching 
right hemisphere of your brain.

Before we reveal Kwik’s speed-reading trick, 
it’s helpful to know a little bit about the mind-
body connection. Our brains and our bodies are 
linked cross-laterally, Kwik says. The brain’s left 

hemisphere controls functions on the right half of the 
body; the right brain, the functions on the left half of 
the body. In other words, the left hand knows what your 
right brain is doing.

So here’s the simple trick to smarter reading: As you 
read, run your left index finger—or a pointer held in your 
left hand—under each line. Traditional speed-reading 
training also uses the underlining strategy as a way to 
focus attention, but doesn’t specify which hand to use, 
a refinement that’s essential to Kwik’s method. “When 
you’re underlining with your left hand you’re involving 
the right side of the brain that wants to distract you 
because it isn’t being engaged,” Kwik says. You can think 
of underlining as giving a Smurf toy to a fussy toddler.

The result: You’ ll increase your reading speed and 
comprehension by 25 to 50 percent, Kwik says. This 
visual method pacing works with online material as 
well. If you’re reading on an iPad or e-book reader, use 
the cap side of a pen, instead of your f inger, as your 
pointer (the pointer doesn’t actually need to touch the 
screen, it can hover above). If you’re reading on a desktop 
computer, use your mouse, controlled by your left hand, 
to underline.

Underlining will feel awkward at first, but keep going. 
It’s commonly believed one needs about 21 straight days 
of doing something to form a habit. Try practicing, Kwik 
suggests, for 20 minutes every day for three weeks to 
a month.
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Location, Location, Location: 
The Key to Giving a 
Presentation Without Notes

W h e n  a n c i e n t  G r e e k s  n e e d e d  t o 
remember to pick up mead or olive oil at 
the marketplace, they may have relied on 
the method of “loci.” The memory trick is 
attributed to the poet Simonides of Ceos. 
One night during the 5th century B.C., he 
recited a victory poem in celebration of a 
Thessalonian nobleman. Then, summoned 
by a messenger, he stepped outside the 

banquet hall. As he left, the roof of the hall 
collapsed, crushing the guests. It was left 
to Simonides, the only survivor, to help 
identify the v ictims who were mangled 
beyond recognition. Simonides closed his 
eyes and reconstructed the banquet hall 
in his mind, picturing where each guest 
was seated before disaster struck. Then he 
walked back into the hall and led grieving 
relatives to the remains of their loved ones.

For t unately the loci  method is  not 
disaster-dependent. To use this technique, 
you create a mental blueprint of a place 
you know well and then pigg yback the 
information you want to remember on top 
of various items within the room. There 
are three important rules to employing loci 
effectively, Kwik says.
1.  Pick actual things; the lamp in 

the corner of the room, not the 
corner  itself.

2. Choose items that are large, not 
knickknacks.

3. Choose items that are unique: a single chair, not a set 
of chairs.

These landmark items are the hooks where you’re going to 
hang information. Next, link each landmark to an item on 
your memory list with a striking visual image. If you need to 
pick up, say, milk, laundry detergent and paper towels, you 
might visualize a giant container of milk crushing your coffee 
table, detergent suds spilling out of your couch, and your f lat-
screen TV wrapped in paper towels.

If you’re giving a talk at a conference on, say, social media, 
the method works just the same. Let’s say you have 10 key 
points to communicate. They are about hashtags, Tumblr, 
Facebook, Yelp and so on. This time you’re going to add a 
room—the kitchen—so you can connect f ive points to the 
living room, f ive points to the kitchen. For hashtags, you 
might imagine a huge cauldron of corned-beef hash tipping 
your stove over; for Tumblr, gymnasts doing cartwheels on 
your kitchen sink; for Facebook, close-ups of your family on 
huge, talking refrigerator magnets; and for Yelp, a litter of 
yelping Chihuahuas, loaded in your dishwasher like soiled 
plates.

Why does this w i ld-sounding method work so wel l? 
Remember that the brain is much better at recalling visual 
images than, say, lists or bullet points full of words. We’re 
especially good at creating spatial memories—where things 
are located in space (a room, a street).

What you’re doing when you recall your visualizations is 
“walking” through a location or a route that you know inti-
mately well, like your bedroom or the stores you pass on the 
way to the bus stop every day, and summoning up those vivid 
images you’ve linked to each landmark.

In the case of the bedroom, clockwise is the “route” you’ve 
chosen. It’s easiest to remember the items in a room if you’re 
picturing the actual layout of the room. So when you create 
those visualizations, you are “standing” in the doorway of 
your room and picking out large items as hooks as you move 
through the room. If you are picking the stores you pass on the 
way to the bus stop, you’d create a memory map that followed 
your route—linking the first point of your speech to the first 
store you pass, and so on. You can even use your body parts as 
a route, moving from toes to knees to waist to chest, shoulders, 
etc., and then doing a mental body scan to recall your visual-
izations. And again, you want to make the images as vivid as 
possible, because our brains are attracted to novelty like bees 
to bright, sweet-smelling f lowers.

Now when you give a speech, you’ ll call up the blueprint 
you’ve created. Prompted by each visualization, moving clock-
wise, you’ll hit your points with confidence, impressing the 
heck out of your audience by giving your talk without notes. 
(And, of course, you’ll remember to pick up the dry cleaning 
and some bagels on your way home!) S

Shelley Levitt, a SUCCESS contributing editor, wrote “The Blind 
Visionary” article in the October issue.

Unleash Your 
SUPERBRAIN!



Lead paint poisoning affects 
over one million children today. 

Learning disabilities, hearing loss, speech 

delays, violent behavior and, in rare cases, 

seizures and even death: these are just some 

of the effects lead paint poisoning has on 

young children. If your home was built before 

1978, lead paint on your walls, doors, windows 

and sills may be dangerous. And it’s not just 

large paint chips that can cause damage. In 

fact, three granules of lead dust are enough to 

poison your child. Let’s make all kids lead-free 

kids. To learn more about the simple steps you 

can take to safeguard your family, log on to 

LEADFREEKIDS.org or call 800-424-LEAD.
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SUCCESS Points
This book will teach you 
how to:  

Improve your language skills 

Respond in unique ways to a 
prospect’s objections 

Use storytelling effectively 
in your sales method 

Be a strategic listener 

Use positive self-talk to 
get ahead 

AMACOM
© 2012, Dan Seidman 
ISBN: 9780814417263 
207 pages, $17.95 
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Wield Your Infl uence  
Learn how to be the difference your 
prospects want.

QUICK OVERVIEW 
If the fi rst person to hear your sales pitch is your prospect, author Dan Seidman 

predicts that you’re missing out on sales. Preparation, which includes practice, is 
essential to maximizing your infl uence as a sales professional. He explains that smart 
sales professionals prepare not for what might happen but for what always happens. They 
anticipate the objections that potential customers throw at them every day. Successful 
sales professionals know their audience, right down to their personality quirks, excuses 
and stall tactics, and that means they prepare unique responses that force their prospects 
to dig deep and question what they’re really looking for in a product or service. 

In The Secret Language of Infl uence, Seidman makes his case with humorous anecdotes, 
personal experiences and numerous real-world sales blunders. Covering topics ranging 
from strategic listening, responding to indecisive buyers and speaking in a language that 
clients understand, he reminds even the most seasoned sales associates that change can be 
a good thing and that there’s always room for improvement. 

APPLY AND ACHIEVE 
Dan Seidman believes most sales professionals have far more potential than they realize. 

One of the most interesting challenges he proposes is rewriting negative self-talk. Most of 
us, if we’re honest, have an internal bully beating us up when we lose a sale or fail to get a 
meeting with a hot prospect. We don’t cut ourselves any slack, and we often don’t apply 
logic when analyzing a loss. We call ourselves all manner of names and level unhelpful 
criticism. Seidman argues that this steady fl ow of negativity actually contributes to 
our setbacks. 

The fi rst step in rewriting your internal script is recognizing the harsh responses that 
run through your head. Next, check your self-criticism and unfair perceptions against 
actual facts, so you arrive at a healthy, logical conclusion. Finally, replace your negative 
self-talk with positive language—words that recognize your strengths. If you have to, 
write them down and keep them in sight. Make a checklist or post them on a bulletin 

The Secret Language 
of Infl uence 
Master the One Skill Every Sales Pro Needs  
by Dan Seidman    
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SUCCESS Points
In this book you’ll learn:  

How to live with greater 
compassion for yourself 
and others 

Strategies for coping with 
life and work challenges 
with less stress and grief 

How to change unproductive 
behaviors for greater success 

Ways to operate in work and in 
life with fewer preconceptions 
and less prejudice 

The key tools you need to 
develop for happiness 

Da Capo Press 
© 2010, Susan L. Smalley, Ph.D., 
and Diana Winston 
ISBN: 9780738213248 
288 pages, $16.95 
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Living in the Moment  
Harness the power and peace of 
the present.   

QUICK OVERVIEW 
If you’ve ever found yourself driving home from work on autopilot or felt yourself 

going through the motions at work, you’re not alone. It’s human. But it’s not necessarily 
the best way to live, according to Susan Smalley and Diana Winston, whose book, Fully 

Present: The Science, Art, and Practice of Mindfulness, examines the benefi ts of leading a fully 
“examined” life. 

Given that stress, anxiety, depression and just plain distractibility run rampant in 
our culture, Smalley and Winston suggest that we can fi ght a lot of our mental stress, 
lack of productivity, and even feelings of meaninglessness in our work and life by being 
more aware of our surroundings, our feelings and what causes them, the feelings 
of others, and the signifi cance of everyday things. The authors off er a scientifi cally 
supported thesis on how to live better by living more mindfully, along with practices 
on how to do it that may have your brain (and your life) running more productively and 
happily in as little as a week. 

APPLY AND ACHIEVE 
While Smalley and Winston point to extensive research in the fi elds of neurobiology, 

psychiatry, psychology and genetics that suggests mindful behavior—which can range 
from meditation to just being more aware of simple tasks—can increase happiness, 
satisfaction, productivity and purpose, there is plenty of anecdotal evidence that could 
even lead skeptics to take a look. 

The authors point to Green Mountain Coff ee, a small public company based in Vermont 
that off ers on-site meditation rooms as well as mindfulness classes to its 1,300 employees. 
Is it a coincidence that the company regularly makes Forbes’ top 200 most fi nancially 
successful small to medium-sized companies list? Smalley and Winston don’t think so. 

That’s because their work has shown numerous examples of how mindfulness works. 
They point out, for example, how being more thoughtful in communication can change 
your environment at work and at home. If you evaluate your thoughts and how you’re 

Fully Present 
The Science, Art, and Practice of Mindfulness  
by Susan L. Smalley, Ph.D., and Diana Winston   
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SUCCESS Points
This book will teach you 
how to:  

Identify painful events from 
your past 

Replace your limiting beliefs 
with empowering beliefs 

Use neuromuscular 
feedback and breathing 
exercises to explore your 
subconscious mind 

Retrain your brain to be 
more grateful 

Enjoy nature to bring calm 
and renewal into your life 

HarperCollins 
© 2012, George Pratt, Ph.D., and 
Peter Lambrou, Ph.D. 
ISBN: 9780062063151 
248 pages, $25.99 
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Joy Within Reach 
Heal the past to secure your 
healthy future.  

QUICK OVERVIEW 
If you’re deeply unhappy with your life, chances are you can trace the reason to your 

childhood. That’s the premise of Code to Joy: The Four-Step Solution to Unlocking Your 

Natural State of Happiness, by clinical psychologists George Pratt and Peter Lambrou, 
with writer John David Mann. The authors off er a hopeful and practical perspective on 
healing past wounds. 

Using real-life case studies from their own practice, the authors remind readers 
they’re not alone, and expose the seemingly unbreakable link between childhood 
trauma and adult pain. Most important, they shine a light on the seven limiting beliefs 
that hold so many people in their grip. But they don’t stop there. The authors provide 
readers with a pathway to happiness through their four-step process of mining personal 
memories, listening to one’s body, embracing new and positive beliefs and anchoring 
those healthy beliefs permanently to your life.

APPLY AND ACHIEVE 
The authors suggest readers compile a gratitude list. At fi rst, this simple task might 

seem a bit cliché, but it actually presents quite a challenge. The idea is to start with one 
dozen to two dozen items, listing a variety of blessings, from friends and family to health 
and shelter. Then read it or review it at roughly the same time every day, and each day add 
a new item. Dig deeply and really think about what you’re thankful for. If followed for 
an entire year, this process could produce a list of almost 400 blessings. More important, 
Lambrou and Pratt say, the act of exercising one’s gratitude muscle can “profoundly 
change your brain.” You are literally programming a portion of your brain to look for 
what’s right about your life instead of what’s wrong. It’s the reticular activating system 
(RAS), and it fi lters all the sensory information our brains draw from the world. As you 
retrain your RAS, your brain makes a subtle shift in priorities. In short, you become more 
aware of those things in your life that are positive. And who wouldn’t benefi t from a more 
positive outlook? Start your list today and keep adding to it.

Code to Joy
The Four-Step Solution to Unlocking Your Natural State of Happiness   
by George Pratt, Ph.D., and Peter Lambrou, Ph.D., with John David Mann   

SUCCESS.com  SUCCESS BOOK REVIEWS

Page  1

BY THE EDITORS OF SUCCESS MAGAZINE

© 2012 SUCCESS. All rights reserved. Materials may not be reproduced in whole or in part 

in any form without prior written permission. Published by SUCCESS, 200 Swisher Rd., Lake 

Dallas, TX 75065, USA. SUCCESS.com.

O
C

TO
BER

2
0

1
2

About the Author

Dan Ariely is professor of psychology and 

behavioral economics at Duke University and 

visiting professor at MIT. He has spent his career 

conducting sometimes-unorthodox research 

experiments that demonstrate human behaviors 

that “fly in the face of common wisdom.” He is 

a founding member of the Center for Advanced 

Hindsight and author of the New York Times 

best-sellers Predictably Irrational and The 

Upside of Irrationality.  

Cheaters aren’t necessarily corrupt or full-blown thieves. 

Empathy, retribution, the “fudge factor” and a “what the hell” 

attitude are more likely than personal gain to entice someone 

to cheat. In fact, cost-benefi t analysis simply doesn’t apply to 

cheating. To cheat or 

not to cheat depends 

upon the human 

mind’s ability to 

rationalize dishonest 

actions and retain a 

moral self-image. 

It is in the murky 

gray area between 

right and wrong where 

behavioral economics 

professor and author 

Dan Ariely and his 

research teams study 

the psychological and 

environmental forces 

at play with cheating. 

The (Honest) Truth 

About Dishonesty is a fascinating look at Ariely’s experiments that 

reveals cheating’s slippery slope. 

To be fair, The (Honest) Truth About Dishonesty is a social science 

book, written to educate and inform, not solve the problem 

of cheating. It does not give step-by-step activities to reduce 

cheating, nor should it. Ariely’s book is deeper than that, and 

for the reader looking to understand personal motivations or 

those of her employees, clients or suppliers, it is compelling, 

entertaining and sometimes funny. (Ariely doesn’t take himself 

too seriously. His Duke University research center is “The 

Center for Advanced Hindsight.”) 

The book is heavy on research, but that research is conducted 

in relatable social environments. From a shared college 

refrigerator, are students more likely to steal sodas or cash to 

buy sodas? Will golfers illegally move a ball with a hand, club or 

foot? Would MIT students fudge results on a self-graded matrix 

task sheet, if given the chance to shred the evidence? 

“We don’t make choices based on our explicit preferences. 

Instead, we have a gut feeling about what we want, and we 

go through a process of mental gymnastics, applying all kinds 

of justifi cations to manipulate the criteria…. The eff ects of 

individual transgressions can go beyond a singular dishonest 

act,” Ariely writes. Humans recalibrate their moral compasses 

according to acceptable boundaries they see in others. The 

“immorality bug” is contagious, and Ariely writes, “Passed 

from person to person, dishonesty has a slow, creeping, socially 

erosive eff ect.” 

It is true for individuals and for companies. Perhaps stealing 

a credit card number isn’t as morally objectionable as stealing 

cash from someone’s wallet. The worlds of politics, medicine, 

academia and fi nance are rife with confl icts of interest, 

disguised favors and personal and corporate fi nancial gain. 

Understanding cheating better helps people examine their 

own moral compasses. Ariely writes, “It’s not that 98 percent 

of people are immoral or will cheat anytime the opportunity 

arises, it’s more likely that most of us need little reminders to 

keep ourselves on the right path.” 

 SUCCESS MAGAZINE EDITOR RATING:

THE (HONEST) 

TRUTH ABOUT 

DISHONESTY

How We Lie to 

Everyone—Especially 

Ourselves
by Dan Ariely 

HarperCollins 

© 2012, Dan Ariely 

284 pages, $26.99

ISBN: 9780062183590  

SUCCESS Points
From this book 

you’ll learn: 

To face situations that require 

self-control early in the day, 

before you’re too tired 

That wearing knock-off 

designer labels may indicate 

a tendency to cheat on other 

things too 

To fi x problems when they 

are small to prevent big 

problems later 

To walk away from the draw 

of desire before you are close 

enough to be snagged by it 
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Welcome to the October 2012 edition of SUCCESS Book Summaries. 
Have you ever noticed how easy it is to sleepwalk through life? Research tells 

us that 95 percent of our behavior and choices happen without conscious thought. 

Ninety-fi ve percent! 
Don’t believe me? Let me give you a for instance. Remember when you were fi rst learning to drive? It 

seemed impossible that you could remember and do all the necessary functions simultaneously: have your 

hands at 10 and 2, check the rearview and the two side mirrors, operate the gas with one foot, the clutch 

with another while moving the gear stick. And, oh yeah, don’t forget to brake, signal, and look over your 

shoulder when changing lanes… eek! Early on, driving required constant concentration. But eventually you 

mastered that skill. Today you can drive and talk with passengers. Some people even eat, apply makeup, talk 

on the phone or, God forbid, text while they drive. Although you should pay attention to the road when you 

drive, the skill requires very little brain power. Driving has become automatic… a habit. The same is true of 

95 percent of your behaviors—both good and not-so-supportive behaviors alike. 
Many of our thoughts are also habitual. We believe certain things about ourselves because of past experiences. 

Like the young woman, Cassie, whom I wrote about in my Publisher’s Letter in the August issue of SUCCESS 

magazine, we hold on to patterns of belief that may not really be true. If you don’t remember or didn’t read the 

story, Cassie was a girl in my school who never, ever, spoke in class. The reason for her silence was that her father, 

who was too busy and self-important to listen to the ramblings of a little girl, scolded her and told her not to speak 

unless she had something important to say. That hurtful statement, combined with similar comments throughout 

her childhood, stuck with Cassie. She began to believe she had nothing important to say. It wasn’t until our high-

school English teacher encouraged her to share her opinions on Romeo and Juliet that she fi nally found the courage to speak. 

Cassie held onto a childhood experience and it shaped the way she behaved. We all do that. We all have beliefs or thought patterns 

that inhibit our achievements. The trick is recognizing those thoughts patterns, and breaking them. 

The books we’re featuring this month will help you break those routines and thought patterns so that you stop, take notice, and listen 

more intently. Ultimately, becoming aware of your behaviors and thoughts will help you create a more successful life. 

Here’s a sneak peek at what’s in store for you in this edition of SUCCESS Book Summaries. First up we have the summary 

of Fully Present: The Science, Art, and Practice of Mindfulness by Susan Smalley and Diana Winston. These authors, a scientist and 

a mindfulness teacher, will explain the why and how of living in the moment. Next on the audio is the summary of The Secret 

Language of Infl uence: Master the One Skill Every Sales Pro Needs by Dan Seidman. Seidman explains how shaking up prospects’ 

thought patterns can help you get them to take notice and make a decision. And we’ll wrap up the audio with the summary 

of the best-selling book Code to Joy: The Four-Step Solution to Unlocking Your Natural State of Happiness by George Pratt, Peter 

Lambrou, and John David Mann. This book focuses on a pattern-interrupt process so you can break the thought habits you 

formed as the result of your childhood experiences. By acknowledging negative experiences and re-patterning your beliefs, you 

can move past those experiences and fi nally feel real joy. We’ve packed a lot of information into this edition. I hope you’ll use what you learn here to improve your life this month by 

becoming more intentional about your thoughts and actions. Until next time, keep listening, reading and achieving more!

Darren Hardy, Publisher, SUCCESS magazine

800.570.6414

or get both print edition and 
digital download edition for

ONLY$119*
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Sounds Mythical
Studio-caliber recording has emerged on your desk.

This is not a child’s toy. Dubbed Nessie for its serpentine head, this adaptive USB microphone is the  rst of its kind, 
not the last. Made by Blue Microphones and available for $99.95 at Apple.com, it comes with built-in  lters 
that attack recording errors while smoothing and re  ning sound to produce studio-quality 
enhanced audio in real time, with no need for editing. Plug its USB tail into a Mac or PC, and you’ll instantly be 
Skyping, podcasting and recording YouTube videos with clarity you wouldn’t believe.

—Josh Ellis

Studio caliber recording has emerged on your desk
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Deck 
the Halls
Spruce up your office with items from 
our holiday wish list.
by Tim Gideon

Whether you have a home offi  ce or 
commute to the realm of never-ending 
cubicles, your personal work area sees 
more of you than some of your closest 
friends. If it could talk, your offi  ce would 
ask Santa for these techy picks this 
holiday season.

Dell XPS 27 Touch 
All-in-One (2720) (Dell.com)

While Apple has yet to embrace the touch-screen on desktops and 
laptops, the $2,099.99 Dell XPS is one of many Windows 8 systems 
that are touch-screen-enabled. It stands out not for this feature, but 
primarily because it combines a stunning display with speed. A 2TB 
drive off ers loads of storage, and the Thunderbolt port lets you 
transfer and load data in the fastest possible manner. If you 
are a Windows person (or offi  ce), this is your desktop.

Apple iMac 
(Apple.com)

The iMac has come a long way since 
Steve Jobs returned to Cupertino in the 
late ’90s and introduced it as his fi rst 
major comeback product. What used to 
be a cute, all-in-one colorful computer 
most at home in a dorm or graphic design 
studio now is a true offi  ce workhorse. Not 
only is the ultra-thin 27-inch display 
($1,799 and up) stunning, colorful and 
extremely hi-res, but its low-refl ection 
glass surface hides a powerful 
processor, making it an extremely 
fast computer. It’s the defi nition of 
lean and mean, and it’ll make your 
co-workers green with envy.

Brother MFC-J4610DW (Staples.com)

The $199.99 Brother MFC-J4610DW 
printer works via Ethernet or over Wi-Fi, and 
it has a hefty 400-sheet capacity so you won’t 
have to constantly load paper. Even better, 
you can print on 11-by-17 paper for those 
special offi  ce projects. It faxes, it scans—
did we mention you can print stuff  from 
smartphones, tablets and the cloud? Your old 
model stinks compared to this one. 

ple has yet to embrace the touch-screen on desktops and 
2,099.99 Dell XPS is one of many Windows 8 systems

h-screen-enabled. It stands out not for this feature, but
cause it combines a stunning display with speed. A 2TB
oads of storage, and the Thunderbolt port lets you

oad data in the fastest possible manner. If you 
ws person (or offi  ce), this is your desktop.

as come a long way since
urned to Cupertino in the
ntroduced it as his fi rst
ck product. What used to
n-one colorful computer 
in a dorm or graphic design
a true offi  ce workhorse. Not
a-thin 27-inch display

p) stunning, colorful and
es, but its low-refl ection

hides a powerful
king it an extremely 
It’s the defi nition of 

n, and it’ll make your
een with envy.



SUCCESS DECEMBER 2013 79

Getting 
Together

Download these great apps for upping 
your networking game.

Asus VivoBook V551LB-DB71T 
(Adorama.com)

Laptops have changed. The 
one you’ve been using for 

work feels heavy, 
but the VivoBook 

($969.95 and up for a 
15-inch screen) is super-lightweight, 

thin and easily portable. The only touch your old laptop 
screen responds to is a debilitating punch when your out-of-date browser 
crashes, but the VivoBook has a beautiful, sensitive and bright touch-
screen. Your old laptop is slow, but the VivoBook features an Intel Core i7 
processor, making it about as fast as any PC. It’s OK to upgrade—your old 
laptop doesn’t want you to punch it anymore.

Epson PowerLite 1835 XGA 3LCD Projector (Epson.com)
If presentations are vital within your company, a lousy projector that 

easily overheats or splashes washed-out colors across the screen can be a 
meeting killer. Enter the Epson PowerLite 1835 XGA 3LCD, built on the 
premise that you need serious brightness to have excellent color quality. 
This $1,099 champ delivers 3,500 lumens of white and color brightness—
that’s enough to light up the side of a large building, so your conference 
room should be just fi ne. All of your data projections will be crisp and 

vibrant, as will those late Friday afternoon 
movie screenings. Pass the popcorn.

Logitech 
Wireless All-in-One 
Keyboard TK820 (Logitech.com)

If you could design your ideal keyboard and mouse setup, what would 
the features be? Maybe you’d get rid of the mouse altogether and build a 
touchpad into the keyboard to support gestures, like many smartphone 
screens? Would you make it wireless and eliminate the need for all those 
cables? Logitech has read your mind with the thin and handsome TK820 
($99.99). And let’s just admit it: You also want it because it looks cool.

Asus VivoBook V5
(Adorama.com)

Laptops h
one you

wo
bu

($96
15-inch screen) is sup

thin and easily portable. The only to
d t i d bilit ti h h

vibrant, as will those lat
movie screenings. Pass

Bump (Free)
It’s not the newest of our 

picks, but it might be the most 
indispensable. Essentially a 
digital fi st bump, just press 
your iPhone or Android to 
a friend’s phone to trade 
documents, contacts, photos, 
videos or other fi les.

CardMunch (Free)
Is your Rolodex overfl owing? 

Or if you’re from a younger 
generation, do you even know 
what a Rolodex is? Take a 
picture of any business card 
you acquire, and this app will 
apply the information into your 
address book and add your new 
connection via LinkedIn.

Meetup (Free)
 This iPhone and Android 
app displays listings of nearby 
get-togethers focusing on 
subjects that interest you or 
may concern your business, so 
you can show up and press 
the fl esh.

—J.E.
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Reading List
by Margaret Jaworski

Jab, Jab, Jab, 
Right Hook
How to Tell Your Story in a 
Noisy, Social World
by Gary Vaynerchuk

November
Harper-Business; $29.99

S o c i a l  m e d i a  i n n o v a t o r , 
provocateur, wine guru and sought-
af ter speaker Gary Vaynerchuk 
descr ibes his latest book as “a 

mash-up of the best elements of [his 
previous books] Crush It! and The Thank You 

Economy with a modern-day spin.” Vaynerchuk believes 

successful social media and digital marketing is all about creating 
“perfect and distinct native content” tailored to a speci  c social 
media platform, be it Twitter, Instagram, Vine, etc. Native content 
is the jab, jab, jab of the title, a form of slow seduction designed 
to build a relationship with a consumer rather than sell a product 
outright (selling is the right hook). Native content is informational, 
inspirational, fun and authentic. For example, a makeup company 
posts YouTube tutorials on creating celebrity looks while an 
automaker posts Instagram videos of scenic drives.

Vaynerchuk is especially skillful at explaining the subtleties of 
social media marketing and illustrating how a company, individual 
or organization can seize opportunities to jab and land right hooks. 
Understanding that it’s better to show than tell, he packs the book 
with examples—including screen grabs—of native content that hits 
the right note and of content that falls  at. Vaynerchuk’s intuitive 
grasp of how to use social media to enhance and engage consumers 
and ultimately sell a product is invaluable.

Leading Through Uncertainty
How Umpqua Bank Emerged from the Great Recession Better 
and Stronger Than Ever
by Ray Davis with Peter Economy

November
Jossey-Bass; $27.99

In fall 2011, Ray Davis, CEO of Umpqua Holdings Corp., the holding company 
for Umpqua Bank (Oregon’s largest independent community bank), learned that the 
Occupy Portland segment of the national movement was planning to march on the 
bank. Against the advice of his communications team, Davis did the unexpected: He 
invited the protest leaders to meet with him. The meeting went well, and the two sides 
parted amicably. Three days later, when Occupy marched on the big banks, it skipped 
Umpqua.

Was the pass the result of the meeting? Davis isn’t sure. He is sure, however, that 
“when you’ve earned a reputation for being transparent and doing the right thing… 
this can make a huge di  erence in uncertain times.” In Davis’s view, social capital is 
almost as critical as monetary capital, and once lost, is “extremely di   cult to recover.” 
He exhorts leaders to remain agile when faced with uncertainty or change and to keep their heads out of the sand when problems arise. He also 
stresses the critical value of listening to, motivating and inspiring employees, and keeping them informed, especially during di   cult times. 
(During the 2008 economic downturn, he regularly held town meetings with bank employees.)

Davis gives leaders at every level wise advice for dealing with external and internal problems. And his CEO style appears to be a big success. 
Since he came on board in 1994, Umpqua Bank’s assets have increased from $140 million to $12 billion, and it’s been one of Fortune’s “100 Best 
Companies to Work For” seven years running.
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Perfecting 
Your Pitch
How to Succeed in Business and in 
Life by Finding Words That Work
by Ronald M. Shapiro with Jeff  Barker

November
Hudson Street Press; $25.95

Whether you’re negotiating a raise, 
reconciliation or business deal, your 
success in large part hinges on your 
ability to calmly yet forcefully articulate 
your position and anticipate and answer 
challenges to your argument. The key 
to handling delicate negotiations is to 
prepare what you’ ll say and practice 
how you’re going to say it ,  w r ites 
attorney, sports agent and professional 
n e g o t i a t o r  R o n a l d  M .  S h a p i r o . 
According to Shapiro, co-founder of 
the Shapiro Negotiations Institute, the 
most effective approach is three-step 
scripting: draft (put all your concerns, 
needs and demands on paper); call in 
a devil’s advocate (a friend, colleague 
or mentor who can best help you hone, 
clarify and streamline your script); 
and del iver (memor ize your l ines 
and practice expressing them aloud). 
Shapiro presents 40 sample scripts that 
serve as models for handling business, 
family and consumer situations, such 
as asking for a prenup, requesting a 
budget increase or turning down a 
job applicant.

While scripting isn’t a new idea, it is a 
commonsense technique that will boost 
confidence and improve negotiating 
skills. The bottom line: unless you’re 
a  m a s t er  o f  i mpr ov,  a  s e a s one d 
spinmeister or a sk i l led diplomat, 
winging it is not a smart option.

Get Big Fast and Do More Good
Start Your Business, Make It Huge, and Change the World
by Ido Leffl  er and Lance Kalish

November
Amazon Publishing/New Harvest; $25

In this lively and accessible account, Ido Le   er and Lance 
Kalish, co-founders of global beauty brand Yes To, tell the story 
of how the entrepreneurially minded pair met in Australia, 
formed a beautiful partnership, started a company, nearly 
tanked several times and now sit at the helm of a San Francisco-
based beauty empire. This he-said/he-said tale reveals how 
they managed their long-distance partnership (they still live on 
opposite sides of the world) and contrasting personalities (Kalish 
is “the worrying Eeyore” to Le   er’s “ever-cheerful Piglet”) and 
transformed a quirky Israeli-made beauty product sold locally into 
a global, multimillion-dollar natural brand with 80 products and more 
than 28,000 outlets, including Walgreens and Target.

The book isn’t just a self-congratulatory, heady road trip. Entrepreneurship is risky 
business, a fact the authors illustrate by describing their mistakes, close calls, years of hustling and 
millions of miles traveled in pursuit of the next sale. They also give budding entrepreneurs a boatload of 
helpful counsel for di  erent stages of success, including when to invest in a media campaign and how to 
cut travel costs, build up your image when you can’t a  ord a classy hotel (this includes making friends 
with the concierge), snag an elusive contact on the phone, measure the merits of trade shows, handle a 
recall crisis, do good by doing well, and much more. Equal parts reality check and inspiration, this book 
is an investment that every would-be entrepreneur should make.

more

P f ti

Hatching Twitter 
A True Story of Money, Power, Friendship, 
and Betrayal
by Nick Bilton

November
Portfolio; $28.95

New York Times tech blogger Nick Bilton’s impressively 
detailed  y-on-the-wall exposé of the micro-blogging site’s birth 
and evolution evokes all the titillating elements of a soap opera 
(minus the sex). Twitter’s co-founders Evan “Ev” Williams, Jack 
Dorsey, Noah Glass and Biz Stone—colleagues and friends at 

the outset—eventually bicker, backstab and take sides. There’s 
jealousy, intrigue, personality clashes and territorial skirmishes. Sometimes 

this discordant quartet seems to break up just to make up. And while their back stories and 
squabbles are entertaining and cringe-worthy (and occasionally confusing), the biggest surprise is 
the degree to which serendipitous choices—from the company’s name or using @ and #, to limiting 
tweets to 140 characters—played a part in its success and impact on how the world communicates.

Bilton’s nuts and bolts will keep techies engaged; he also serves up a generous helping of gossipy 
anecdotes and goings-on—for instance, the time Biz and Ev went to Al Gore’s apartment at the 
St. Regis Hotel for dinner and “got drunk” while the former veep tried to convince them to sell him 
a slice of Twitter, and the unannounced drop-ins that included Kanye West, Lady Gaga, Arnold 
Schwarzenegger and Sen. John McCain. You can bet the Twitterverse will buzz about this book.
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RIGHT FIT, RIGHT NOW
Are temporary workers ideal for your business?

THE 
RESULTS
GUY

TONY JEARY, 
The RESULTS 
Guy, advises top 
organizations 
and high 
achievers around 
the world.

Small-business owners and managers were 
asked, “Which one of the following is your 
company’s greatest challenge when it comes to 
hiring and managing staff ?”

The Power of Mentorship
It’s never too late to learn from someone else.

During the past couple of decades sharing with people 
just like you—achievers who want more out of life—I’ve 
been surprised by how many people don’t consider the value 
of a teacher, coach or mentor once their formal education 
is  nished.

Oftentimes I see that my top clients 
enthusiastically help younger colleagues, 
but the value of seeking a mentor for 
themselves escapes them. A mentor can 
help you expand your perspective and 
grow your understanding of the world and 
your potential in ways you simply can’t 
on your own. Let’s talk about the four 
greatest rewards that come from having 
a mentor.

Awareness: When you don’t know what 
you don’t know, you can’t expand your 

thinking. A mentor can see what you are missing and show 
you new ways to think.

Skills: A mentor can teach you new ways to do things or 
bring about changes to increase your e   ciency and ability.

Processes: Often someone with more or di  erent 
experience has developed systems (formal or 
informal) to help him get results.

Tools: Your neighbor probably has di  erent 
tools in his garage than the ones you have in 
yours. A mentor can share her shortcuts and 
connections with you.

To  nd a mentor, look for someone older than 
you who has been where you want to go. This 
person will often want to pour knowledge back 
into someone. You could also consider paying 
an executive coach to take things to a truly 
accelerated level.

60% 
Finding
skilled 

workers

19%
Maintaining 
employee 

morale and 
productivity

8% 
Managing 
diffi  cult 

employees

7% 
Retaining 

staff  

6% 
Something 

else 

When it comes to  nding workers with the right skills, 
America’s small-business owners and managers are challenged. 
A recent survey showed that 60 percent of small-business leaders 
 nd getting the ideal employee in place the most signi  cant issue 

facing them.
The survey is by Robert Half International, a specialized 

sta   ng  rm, so naturally the company sees hiring temporary 
workers as a solution. In his book, Human Resources Kit for 
Dummies, Max Messmer, Robert Half International’s chairman 
and CEO, recommends the following ways companies can shine 
when they want to attract the best temporary workers:

Emphasize that new hires can stand out in a small company, 
polish a multitude of skills and advance quickly. Some will 
prefer working for a closely knit group, so mention that.
Narrow the job description to the speci  cs. That way you cut 
down on the necessary number of interviews.
Ask for referrals from your professional and community 
network. Don’t forget to ask your current workers to recom-
mend new hires, because they will tend to suggest candidates 
who re  ect well on them.
Professional sta   ng  rms, especially those that specialize in 
the appropriate  eld, can help speed the process. —Betsy Simnacher
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Face Facts
Zoom in close for an effective profile. 

If you are serious about attracting eyeballs to up 
your social media cachet, using a well-composed 
headshot isn’t optional. It’s mandatory.

For example, LinkedIn reports that pro  les with 
a photo are seven times more likely to be viewed than 
those without an image.

Professional headshot photographer and personal 
brand strategist Michael Cavotta of Cleveland 
has some pointers to make your photo head and 

shoulders above the rest.
Imagine dividing your photo into thirds, 

horizontally and vertically. Points of interest, like 
the eyes, should be where those lines intersect, if 

possible.
Don’t feel like you have to get your whole head 

in the shot. In fact, cropping a slice o   the top of 
your head can increase your photo’s impact. “Nibble 
at the top” until you get the interest points at the 
intersection of those imaginary lines, Cavotta says.

Add elements that  ow into and out of the frame. 
Shoulders that taper at the edges are perfect. “That’s 
where you get really nice aesthetic  ow in the photo,” he says.

“It’s all about trying to  t as much of your face in as little space as 
possible,” Cavotta says.

—B.S.
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Building a 
POWER 
PERSONA

OK, now you’ve got the perfect mug shot to grace your 
pro  le. You’re ready to take in the other secret to creating a 
meaningful online persona.

According to branding experts at the recent South by 
Southwwest (SXSW) V2V entrepreneurship conference in 
Las Vegas, the worst thing a small business or independent 
professional can do on social media sites is to “spew,” to create 
posts or tweets that have no deliberate purpose. These confuse 
and turn o   potential customers or followers.

The best social content o  ers valuable insight or perspective, 
and elevates your standing—or that of your business—as a 
leader in a particular  eld. If you’re guilty of social media 
scattershooting, consider narrowing your focus.

There are a few simple questions you can ask yourself 
before each post, says Shane Steele, an independent marketing 
consultant who formerly was with Twitter.

“What are your goals?” Steele asks. “What are you trying 
to accomplish? What are you trying to communicate? Who is 
your audience? What are your strengths? What are the things 
that are really relevant you can talk about? Build a strategy 
around that the same way you would build a product—from 
there it’s thinking about your content strategy.”

—J.E.

SOLUTIONS
Two surefire products for a posture-perfect desk.

•  The LumoBack system is almost like a portable 
cotillion class, featuring a belt that tracks your 
posture to make sure you’re sitting up straight, 
v ibrating as a reminder when you’re not, and 
sending feedback to your smar t phone app. 
(LumoBack.com; $149.95)

•  It’s not as high-tech, but it’s sure to be equally 
effective: The Desktop Elevator is the stand-up 
workstation your neighbor swears by, and it can 
adjust to the old-fashioned rump relaxer you’ ll 
need by late in the afternoon. (DesktopElevator.
com; $829 and up)

—J.E.
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SPREAD THE WEALTH
As the saying goes, a rising tide lifts all boats. Likewise, the more you share success, the more you can have. 

Here are some simple ways to do it.

1. Network.
Make and nurture as many professional 
contacts as possible. You may eventually 
be able to help someone solve a dilemma, 
or vice versa. It’s a great way to  nd a 
new employee or job when you need one.

2. Partner Up. 
Establish a joint venture that lets you 
leverage someone’s assets while they 
leverage yours (e.g., sell your product to 
their mailing list and split the proceeds 
50/50).

3. Share assets.
If you and another company work 
opposite shifts, you can share the same 
physical assets. An all-night call center, 
for example, can use the same facilities 
and machines as a 9-to-5 travel agency.

—Laura Stack, 
productivity expert and speaker

KNOW THY ENEMY
Constantly assess your competition for winning results.

Keeping an eye on what your competition 
is doing may seem like a full-time job, but it 
doesn’t have to be. With myriad tools available 
to help you stay abreast of your business rivals, 
you should never be surprised by what the 
scoundrels are up to.

The first key to staying a step ahead is 
determining who your competitors are. Start 
by reading trade magazines and websites that 
target your industry. Ask your trade association 
for similar businesses in your local area and 
beyond. What about indirect competitors? 
Think about businesses that might not be in 

your speci  c industry but compete for the same 
consumer dollars.

Next, set up Google alerts on competitors 
(and your business, if you haven’t already) so 
you know when they are mentioned on the web. 
Follow them on social media—and search to 

see if people are buzzing about 
them on social media search 
engines like SocialMention.com 

and 48ers.com. You can also get competitors’ 
annual reports if they’re publicly traded.

Once you have this information, assess your 
competition’s strengths and weaknesses. Are 
any of them targeting a market you haven’t 
thought about or adding new product lines that 
may suggest they’re heading in a new direction? 

Can you compete and o  er something better, or 
do you need to zig while they zag?

Shopping your competition is key. Try their 
services or buy some products and review the 
areas in which they’re better—or worse—than 
your business. Chances are, if you stay ahead of 
your competition, you’ll stay on top with your 
customers, too.

—Rieva Lesonsky,
CEO of GrowBiz Media

Find more nuts and bolts of starting 
your business @ SUCCESS.com/toolkit
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some Hyatt hotels, Cisco, Quicken Loans and Yale University, 
promote the service to their own customers and employees.

The Zagster system is simple. A user chooses a bike, texts “start” 
and the bike’s number, then receives a con  rmation text message 
with the access code for the bike’s lockbox. “If it’s easy to use and 
put in places that are convenient, people will use it,” Ericson says. 

Corner Offi  ce to Dog House
Another sharing economy startup is DogVacay, which Aaron 

Hirschhorn began in March 2012. Pet sitters typically go to a pet 
owner’s home, but at DogVacay it’s the reverse. Dog owners can 
search online for a host for their pooch in cities in all 50 states, 
make a reservation and pay. Hosts, who often have dogs of their 
own, set rates. DogVacay takes a 15 percent cut.

Hirschhorn’s background is in tech consulting and venture 
capital, but he began a side business of boarding dogs in his 
Santa Monica, Calif., home in 2011 when his two dogs seemed 
dispirited after being boarded at a kennel. He spent nothing on 
marketing, but within eight months he and his wife made more 
than $30,000. “We knew this was a problem we were solving,” 
Hirschhorn says. The couple quit their day jobs and formed 
DogVacay.

Now they have 40 full-time employees. They vet potential hosts 
through a  ve-step process that includes an online application, a 
reference check and a telephone interview. Hosts are rated on the 
company website. The average score is 4.97 out of 5, Hirschhorn 
says. The company can also help match dog owners with the best 
host for their pets, and it provides complimentary insurance 
for the hosts’ and the customers’ dogs, as well as 24/7 customer 
support.

DogVacay has raised several million dollars in venture capital. 
“Living and breathing your business in the early stages… gets 
customers and investors to buy in more easily,” says Hirschhorn, 
35. “They sense your passion.”

So does his toddler son. The  rst word he pronounced: dog.
Among DogVacay’s hosts is Michael Lam of Queens in New 

York City. He was a programmer at Goldman Sachs until summer 
2012. “I wasn’t happy working in a corporate environment. I 
decided to do something on my own,” he says. Now he’s a full-time 
host to boxers and beagles, poodles and pugs. “Never in a million 
years did I think I’d be doing something like this,” says Lam, 30.

Lam is serious enough about the job to have become certi  ed 
as a dog trainer and in pet CPR. He charges $50 a day, and often 
makes $2,000 to $3,000 a month.

Sure, dogs sometimes “mark” or pee in the home he shares with 

his wife, and there’s all that poop to pick up. But Lam sounds as 
pleased as a pup gnawing a chew toy. “I’ve absolutely adored dogs 
since I was a child,” he says. “This is so fun and so interesting.”

A Winning Trend
Collaborative consumption businesses aren’t without contro-

versy, however. Some cities are struggling with whether to 
regulate them, and how. New York City o   cials, for example, 
have investigated and f ined residents for violating regula-
tions barring short-term rentals for their apartments. San 
Francisco o   cials maintain that Airbnb should be paying its 
15 percent hotel tax, just like a Hilton or a Marriott. Companies 
with smartphone apps for peer-to-peer taxi services have had 
 nes and injunctions imposed for operating outside the usual 

taxi and limousine permitting processes. A car ride-sharing 
company that operates at San Francisco International Airport 
was sued in June, with city o   cials contending it should obtain 
the same licenses and pay the same fees as traditional rental car 
companies that operate there.

Still, the U.S. Conference of Mayors passed a resolution at 
its meeting in June in support of the sharing economy, citing 
economic and community benef its. It urged the creation 
of local task forces to review regulations that may hinder 
its participants.

Whether the lure of well-heeled investors will change the 
idealistic underpinnings of the movement remains to be 
seen. “Owners and investors, especially investors, drive the 
ship. They could focus on growth at the expense of the user 
experience,” Gorenf lo says. That would be a mistake, he 
adds, because it’s that experience that has made collaborative 
consumption popular.

There is widespread agreement that the sharing economy is 
no fad. “Collaborative Consumption is not a niche trend, and 
it’s not a reactionary blip to the 2008 global  nancial crisis. 
It’s a growing movement with millions of people participating 
from all corners of the world,” write Rachel Botsman and 
Roo Rogers in their book, What’s Mine Is Yours: The Rise of 
Collaborative Consumption.

Goren  o agrees. “It o  ers so much value in good times or 
bad,” he says. “Overall, this is a winning trend for small busi-
nesses, local economies and individuals.” S

Larry Keller is a Philadelphia-based writer whose work has been 
published by CNN.com, The Washington Post, Utne Reader, Better 
Homes and Gardens and numerous other publications.

(Continued from page 63)
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10 Actions You Can Take Right Now 
TURN YOUR KNOWLEDGE INTO POWER

ACTION PLAN

1
PROOF

IS POWER     
First thing today, 

compile an analysis 

documenting the 

ways your products 

and services surpass 

your competitors—

and then present it 

to customers. 

(PAGE 40) 

2
SPHERE

OF INFLUENCE   
Set aside 10 minutes 

nightly to share 

advice, resources, 

referrals, etc., with 

important people in 

your life. Also ask 

them for feedback 

about you. You’ll raise 

your profi le and get 

valuable tips.

(PAGE 53)

3
BITE-SIZE
AMBITION 

Would you like to 

achieve something so 

diffi cult that you’re too 

scared to even try? 

Start now by drafting 

a step-by-step route to 

your goal. Then push 

toward it a little at 

a time.    

(PAGE 42)

4
NOW HEAR THIS 

(AND THAT)    
As you interact with 

clients, family—

everyone—today, 

practice focused 

listening, and repeat 

it until it’s a habit. Be 

receptive to opportunity 

and alliances in what 

you hear. 

(PAGE 6)

5
RANDOM ACT   
During the holidays, 

options abound for 

helping the less 

fortunate. Perform a 

random act of kindness 

or generosity right 

away. Even a small 

gesture can change 

a life.    

(PAGE 28)

6
COMFORT-ZONE 
NETWORKING

Are you an introvert? 

Then you probably 

prefer emails to 

cocktails. At the next 

event, collect business 

cards and promptly 

send follow-up emails. 

If you have a great 

contact’s card already, 

write the person now.    

(PAGE 56)

7
EXPAND

PERSPECTIVE   
As you grapple with 

a problem today, 

ask for assistance 

from someone who 

has faced a similar 

situation. He or she 

may propose solutions 

that never occurred 

to you.    

(PAGE 66)

8
HARNESS

BIG BROTHER  
Today at Google.

com/alerts, create 

notifi cations so 

you’ll see when your 

competitors receive 

an Internet mention. 

You can also keep tabs 

by following them on 

social media.   

(PAGE 84)

9
EXERCISE 

YOUR OPTIONS 
Keep athletic gear—

clothes, shoes, 

jump rope, weights, 

whatever—handy so 

there’s no excuse to 

skip a workout. Stash 

items in your car, desk, 

home and luggage.  

(PAGE 44)

10
MEMORY MAGIC

Next time you meet 

someone and want to 

remember his or her 

name, use Jim Kwik’s 

method of associating 

a vivid image with 

a feature on the 

person’s face.  

(PAGE 70)
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