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who is my stronghold 
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INTRODUCTION

Chris had worked with me for only a few weeks when I invited him to join a roundtable meeting with several outside consultants. He sat through the two-hour presentation stony-faced and silent until asked by the lead consultant if he had any comments. Then he nodded impatiently.

“This has been totally bush-league,” he said. “I can’t believe that we actually pay you to do this.”

He went on to point out many serious flaws in the consultants’ research, but he wasn’t watching carefully enough to see the color drain from the consultants’ faces. By the time they’d slunk out of the room, Chris had embarrassed me and everyone else present. He didn’t quite figure this out until the next month’s meeting, to which he pointedly wasn’t invited.

Had Chris been smarter and nicer, he would have made his excellent points and become a hero for it. Poor Chris. He was armed to the teeth, well educated and wired for decision speed. But he was completely misdirected about how to use his many talents because he was also wired for war—always hostile, always battle-ready. He believed that success in business meant that you crush the weak. You always win. You disdain people who aren’t as smart as you. You protect everything you know—and everyone you know—lest your weapons fall into enemy hands.

I dubbed him Mad Dog, and the name stuck.

Still, there was something beneath Chris’s surface that was truly sweet. In an off-moment, when his defenses were down, he would flash a glimmer of tenderness, a ray of goodness. It was his tough background more than his personality that was making him mean. And he was smart enough to realize that his behavior was his Achilles’ heel. His world stayed small while others around him were growing their networks before his eyes. He was having a bad ride in his career vehicle.

On top of that, he was miserable. Although he liked his actual work, he was unhappy in the workplace. He felt lost. He was doing what he had been told to do—Win at All Cost—but it didn’t feel like winning.

I told Chris that his attitude was dangerous and that if he didn’t believe me, he only had to watch how others treated him. He admitted that he’d been repeatedly taken off projects, and he now realized that his peers disliked him. One day he sent me this e-mail: “I have to change. I’m out of step. I’m acting like someone from my father’s generation.”

Chris had approached me because he saw that the company listened to me and supported my projects; he knew that people thrived around me, that my network seemed to grow day to day and exponentially quarter to quarter. Chris was ready to listen.

“What do I do?” he asked.

“Be a lovecat,” I replied. “And that means: Offer your wisdom freely. Give away your address book to everyone who wants it. And always be human.”

I then told him about the advantages of being a lovecat, and the three necessary steps to getting there: sharing your knowledge, sharing your network, sharing your compassion.

We went right to work. First I helped him organize his reading. Chris didn’t have a lot to offer that was portable to people—he could tell you what was wrong but he couldn’t help make it right. His learning habits were screwed up. He’d taken such hard subjects in school that the moment he finished his graduate work, he stopped studying. He read only to get him through sleepless nights in his spartan Silicon Valley apartment. So I put him on a new curriculum. Reading is a source of potency, I said, so manage it like an asset. Become a walking encyclopedia of answers for anyone who has questions.

Then I showed him how to share his network. Because he was young, Chris didn’t have many contacts. But he had the potential to make new ones; he was dealing with dozens of people on a weekly basis. Soon he was organizing internal meetings for his peers, pollinating them with new ideas he’d picked up from his reading and giving them access to his newly found contacts. Recently I saw him walk out of a twenty-person meeting that he had chaired masterfully, just months after wondering how he would ever get airtime at these gatherings. He had built his own little nest.

Mostly we talked about the third step: compassion, or the willingness to demonstrate your humanity at the office. At first Chris resisted because he thought it sounded trite, but the more he thought it over, the more he saw the light. Last month I received an e-mail from him saying, “Guess what? I just made someone’s year.” Chris had befriended a woman who worked in a section that was politically at risk. Chris opened up to the woman, whom he admired but had never told, letting her know how great she was at her job, and how valued her contributions were, at the time when she most needed support. “I will help you,” he said. “I will tell people how excellent you are. You should feel secure.”

Those words turned her around. She was able to calm herself, which improved her work performance. And it gave Chris such a profound sense of satisfaction that he finally began to enjoy the office environment. He felt he belonged. He felt a sense of purpose.

Today I see a more potent Chris. I see a monster of knowledge, a connector of people, and the kind man who always existed within him, deep inside. Chris has changed his brand. He’s found a way to use love more than hate. He is no longer Mad Dog. He is a lovecat. And being a lovecat is exactly what all of us must do if we want to succeed in the twenty-first century. Read on.


 
I.

THE 
LOVECAT WAY

Not long ago, after I had delivered a speech on the new economy, a woman entering the job market approached me to talk about her career anxiety.

“I’m not worried that I won’t land something good,” she explained. “I’m afraid that work will be too cold and impersonal. What can I do to guarantee I’ll be successful but also happy?”

The answer? The same advice I gave Chris: “Be a lovecat.”

At a large sales conference last month, I met two men, one in accounting, the other in management; both of them were afraid. It wasn’t that they feared the changes going on around them—they feared being left out of them.

“How do I drill into this World Wide Web thing?” one of them asked. “I don’t know what to work on because this isn’t my skill set. Am I still relevant? Is there anything I have to offer that can add value?”

The other man said, “I don’t think I can compete with these kids flying out of schools loaded with their new-economy knowledge and jargon. Everyone else seems to be jumping into new roles, but I think the world is limiting me with all its rules and biases.”

“That’s not how the world is run,” I replied. “It’s run via intangibles—knowledge, networks, and compassion.”

It never seems to change. No matter how and where I meet these people, and no matter what their age or experience level, I have found one common truth: Men and women across the country are trying desperately to understand how to maintain their value as professionals in the face of rapidly changing times.

Until recently, bizpeople could survive for years without advice, without connection skills, perhaps even without new ideas. But now that the bizworld is moving at a velocity once unheard of, many of us can’t keep up. We’ve made some bad decisions, we’ve received some bad advice, we didn’t get connected to the right opportunities, we’re feeling left behind or left out.

Technology has revolutionized our landscape. Before the information revolution, business changed gradually and business models became antiquated even more slowly. The value progression evolved over decades and double decades. You could go to college, get an M.B.A. and work for forty years, and your pure on-the-job knowledge stayed relevant. Relationships were for the most part geo-bound, and only a handful of people comprised your entire business network.

That was yesterday. Forget about today, because tomorrow is upon us. And to succeed in tomorrow’s workplace, you need a killer application. (What’s a killer app? There’s no standard definition, but basically it’s an excellent new idea that either supersedes an existing idea or establishes a new category in its field. It soon becomes so popular that it devastates the original business model.)

What is that application? Simply put: Love is the killer app. Those of us who use love as a point of differentiation in business will separate ourselves from our competitors just as world-class distance runners separate themselves from the rest of the pack trailing behind them.

This isn’t just a feel-good message that I sense audiences want to hear. I believe that the most important new trend in business is the downfall of the barracudas, sharks, and piranhas, and the ascendancy of nice, smart people—because they are what I call lovecats. They will succeed for all the reasons you will discover in this book.

But first, what do I mean by love?

The best general definition I have ever read is in the noted philosopher and writer Milton Mayeroff’s 1972 book On Caring: “Love is the selfless promotion of the growth of the other.” When you are able to help others grow to become the best people they can be, you are being loving—and you, too, grow.

Mayeroff actually used the word caring more often than the word love, although love is interchangeable with such terms as caring, charity, and compassion. But because “Show me the love” has such a ring to it in a business context, love is the word I prefer to use.

Mayeroff, however, talked mostly about love in our personal lives. We need a different definition for love in our professional lives.

When we start a job, whether as recent graduate or CEO, we take on a contract to create more value than the dollar amount we are paid. If we don’t add value to our employer, we are value losses; we are value vampires. My definition of added-value: The value with you inside a situation is greater than the value without you.

In your personal life, you can make decisions based on personal needs. If you wish to remain friendly with a toxic person, you have every right to do so. But business is not personal. Love in the bizworld is not some sacrificial process where we must all love one another come what may. There is no free love in the new economy. Every member of your team depends on each and every other member to contribute. You can’t afford to take on people who will sink your value boat. So the definition of love must be modified to guarantee that it means not only you, but all the people who populate your bizworld, are value-added for that bizworld.

Here, then, is my definition of love business: the act of intelligently and sensibly sharing your intangibles with your bizpartners.

What are our intangibles? They are our knowledge, our network, and our compassion. These are the keys to true bizlove.

Who are our bizpartners? Potentially, they are each and every person in our work life, whether our bosses or bankers, our clients or competitors, the money guys with the cash to burn, the writers who spin it up so the stocks can churn.

In the following three chapters we will discuss each of the three intangibles in detail, but here they are in short form:

By knowledge, I mean everything you have learned and everything you continue to learn. Knowledge represents all you have picked up while doing your job, and all you have taught yourself by reading every moment you can find the time. It means every piece of relevant data and information you can accumulate. You can find knowledge almost anywhere—through observation, experience, or conversation. But by far the easiest, most efficient way to obtain knowledge is through books.

Think of your brain as a kind of piggy bank. Smart people fill it up with all they learn until they possess a formidable wealth of knowledge. Then there are those who sit around all day and never put anything in their bank; all they accumulate is a large butt. You see these people every day, on planes, trains, and in lounges, staring off into space, downing cocktails, heading off to business meetings ill-prepared. Like kids who don’t know how to put pennies in their banks, these adults don’t know how to accumulate knowledge.

When I give a speech, I often tell my audience that if they feel I have anything valuable to say, they should consider this: My knowledge isn’t inherent. I wasn’t born with an IQ of 200. I haven’t started a colossal business. I am not a rocket scientist. Six years ago my career path wasn’t any more remarkable than anyone else’s. Then I went on a reading tear. And the more I read, the more I went into business meetings and won people’s hearts—and their business, too.

So what I say to my audiences is: Don’t let a guy like me get a step up on you. Maybe you’ve been in business for twenty-five years. Maybe you have stuff on your résumé I would die for. Yet you’re stopping in the race to let me catch up. And it’s all because I keep reading.

I can’t tell you how often people ask me after a speech, “Could you give me your book list? I should have been doing this for the last thirty years.”

Says Harry Beckwith in The Invisible Touch: “Instead of thinking about value-added, think about knowledge-added. What knowledge can you add to your service, or communicate about your service, that will make you more attractive to . . . business partners and customers?”

*

By network, I mean your entire web of relationships. In the twenty-first century, our success will be based on the people we know. Everyone in our address book is a potential partner for every person we meet. Everyone can fit somewhere in our ever-expanding business universe.

Relationships are the nodes in our individual network that constitute the promise of our bizlife and serve as a predictor of our success. Some of the brightest new-economy luminaries, such as Kevin Kelly (New Rules for the New Economy), or Larry Downes and Chunka Mui (Unleashing the Killer App), argue that companies, organizations, and individuals comprise, and are most highly valued for, their web of relationships. If you organize and leverage your relationships as a network, you will generate long-lasting value (and peace of mind) beyond your stock options, mutual funds, and bank accounts. You will also create a value proposition for new contacts, which in turn drives membership in that network—the prime law of business ecosystems, known as the Law of Network Effects. Value explodes with membership, and the value explosion sucks in more members, compounding the result. These famous wise words put it more succinctly: Them that’s got, gets.

But not all of us know to go out and get. Try out this metaphor: When we are born, we receive a fishing net. Throughout our lives we troll for contacts—while in school, at work, or through professional organizations and clubs. If we are fishing well, we accumulate a network of people who support us, who appreciate our value, who lead us to new opportunities. But not all of us use our net wisely. While some of us fill our nets with prizewinning fish, others let their nets languish and fall to the bottom of the ocean, stuffed only with the deadweight of old tires.

Those of us who end up with the best-stocked net have a most valuable commodity. When we are fully and totally networked, we are powerful. Alone, even with all the wisdom in the world, we are powerless: castaways adrift in an impersonal ocean. Without a network, knowledge is nearly useless. Knowledge is your power source or your battery, but relationship is your nerve center, your processor. You get value from your knowledge, but it becomes real when you share it with your network.

I believe that Silicon Valley’s greatest innovation is not the invention of wowie-zowie hardware and software, but the social organization of its companies and, most important, the networked architecture of the region itself—the complex web of former jobs, intimate colleagues, information leakage from one firm to the next, rapid company life cycles, and the agile e-mail culture.

Once, scarcity created value. Today abundance can create value. In the old days, when we traded tangibles such as gold, the less gold that was available, the higher its value. Supply-and-demand ruled. Now the opposite can be true. Abundance creates power. If you have a great idea for running a business, and it is adapted throughout your industry, your idea is more, not less, valuable. Value today derives from an idea that everyone has accepted, and then competition sets in to perfect the execution of that idea.

The more people in your network, the more powerful the network.

*

By compassion, I mean that personal quality that machines can never possess—the human ability to reach out with warmth, whether through eye contact, physical touch, or words. The ability to show compassion is paramount to human happiness in any situation, whether at work or at home. You can’t love a computer or a software program or even a book as you can love another person. Sometimes you just need a human.

The beauty of compassion is that every one of us already possesses it. We are born with our arms reaching out to embrace. Unlike knowledge and networks, which we build over time, we all can tell people how much we care about them. We can smile gently, and slap others on the back. We can hug, and we can listen quietly and, at a sad story’s conclusion, say, “I truly feel for you.”

At the office, our humanity can be defined as the ability to involve ourselves emotionally in the support of another person’s growth. Whether we celebrate someone’s accomplishments, or show true sympathy for someone’s undoing, it’s our warmth that separates us from the thinking machines.

How we are perceived as human beings is becoming increasingly important in the new economy. There was a time when people could sit back and play head games behind closed doors. There was a time when people who were unsympathetic, mean-spirited, or unkind could feel secure knowing little could be done about it. The new economy doesn’t allow for this. There are two major reasons why.

The first is choice. Choice spells doom for villains. Let’s say that, twenty-five years ago, you were working in an area where there was only one place to buy a great cup of coffee. The guy who served it was a coffee Nazi, but you had no option, so you went to his deli every day even though you hated him. Today, however, there may be a dozen coffee places within a stone’s throw. Now if that man bothers you, you sample the competition’s coffee, you find a substitute, you move on.

Likewise, twenty-five years ago, when you worked for a bad boss, you didn’t have many tools with which to choose another job. There was the Sunday paper, your network of a few friends and family members, and that was about it. You stayed at that job longer than you wanted to because you truly believed you didn’t have an alternative. Today, however, there are all kinds of new services that didn’t exist in your parents’ generation, aimed at helping you locate and change jobs. You don’t have to put up with the same head games they did. A fresh start is a mouse click away. If your boss is smart, he or she is fully aware of this.

The second reason the new economy is inhospitable to noxious people is what I call the New Telegraph. In the Old West, communications technology in the form of telegraph wires changed the composition of commercial life. It taught merchants that they had to be decent. Before the telegraph, scamming someone wasn’t difficult. My Granny Hattie, who was in her late eighties when I was a child, told me about an old relative of ours who used to sell some miracle cleanser that was basically an inexpensive soap solution packaged as a fancy cure-all. He did well simply by moving to the next county if anyone wised up to his gimmick. But he went out of business once the telegraph wires went up, because the word that he was a snake-oil salesman traveled faster than he could.

That same phenomenon has now gone global and real time. If someone rips you off, all kinds of great technology are available to let others know, from planetfeedback.com to just plain e-mail. A truly bad boss is his own worst viral marketer.

It doesn’t matter what industry you’re in—you have more choices and more information at your disposal. So when you don’t like certain people, it’s easier than ever to escape them.

As the world becomes more competitive, we also compete for people’s emotions. In business, to paraphrase National Basketball Association commissioner David Stern, it’s not completely important what people think about you—it is, however, totally important how they feel about you.

People are hungry for compassion. There’s never enough of it. And the tougher the times are, the more important it becomes. If we dot.communists had a bible, it would preach that the network was created in the image of men and women. No matter how technical our work- stations may be, because we are all human, the network is at its best when compassion underlies our motivation.

*

Knowledge, network, compassion: These are the intangibles you share with those you have chosen as your partners. These are the values that can drive your career to the top or over the top—they’ll take you wherever you want to go. They certainly have taken me where I wanted to go, because, as I’ll explain, Show you the love is exactly what I do as a business lovecat.

I’m not alone in this. Over and over I have discovered that the people in the bizworld who are most successful, and happiest, are the lovecats. These are the people whom you always like the most, the ones who are most passionate from 9 to 5, or 8 to 10, or whatever their hours. They are the ones who are most generous with their knowledge, their address book, and their compassion.

Take a second and close your eyes. Visualize the happiest and the most successful bizpeople you’ve ever met. (Remember, I said “happiest.”) Are they smart? Generous? Kind? More than nine out of ten times I hear “Yes!”

Every day, high-priced consultants are telling their executive-level manager clients that they must go out, build, and monetize their intangibles. But I don’t think this concept of intangibles should belong just to people at the highest levels. It should belong to everyone, whether at the top of the management team or at an entry-level position.

The fact is, the old, loveless way won’t get you anywhere in today’s economy. Current bizpractice is too heavily influenced by books that tell you how to swim with the sharks or eat with the barracudas. These philosophies may occasionally promote a disingenuous appearance of caring, but they are actually grounded in an attitude of material gain. It’s all about predatory marketing, capturing market share, first-mover advantage, preemptive marketing strategy, category killers. These are the mantras of the airport gift shop books that litter the minds of today’s bizfolk.

I know this because I’ve read them all. Corporate page turners. You win, they lose, it’s over. I’ve always warned consultant friends that they could get fired if their client CEO reads the wrong book on the plane: He stops to buy a tin of Altoids, picks up one of those cutthroat management tomes, and lands at O’Hare a changed man. He doesn’t waste much time as he hoses two deals because he now thinks he sees things for what they really are, and they don’t fit what he just read.

This bizcommunity currently describes its results in terms of winning and market-share recovery. But that’s the same value prop from ten years, maybe ten decades, ago. We all now know that reality is changing. And some very brave companies, such as Cisco Systems, already measure themselves by the quality of their relationships with their customers rather than by victories over their competitors. Salespeople make their bonuses based in large part on customer satisfaction instead of gross sales or profit. Cisco is applying love to the workplace and profiting from it—just as I, too, am profiting. The fact is, my own career would never have taken off without those basic intangibles.

When I was nine years old, the members of my congregation at our Clovis, New Mexico, church used to call me “the little reverend.” I would become highly excited whenever I watched our congregation mesmerized by a sermon or homily. I would memorize it, evangelize it, and experiment with it. To me, a minister moving the flock was as thrilling as any magician pulling a rabbit out of a hat. This was all done with emotions and words!

When you’re only nine, and you grasp what the preacher is saying, the church lets you run with it. I’d hop up on the stage, recite the books of the Bible, play the piano, and sing. But before I did, I’d take a sermon on charity, for example, and chat about it like a young Steve Allen casually gabbing by his Steinway. One of my favorite topics centered on missionaries. My grandmother always gave them money whenever they came through town, even when times were tight. “Yet,” I would thunder, “most of you out there are constantly rewarding yourselves with a big meal or a new car and never give a cent to these poor people. Do you ever reach into your purse or pocket and give away the few pennies they’re asking for? Who is to say that our own personal mission is more important than the work of God?”

As I grew older, I channeled that mini-minister energy into other activities. I became a high school and collegiate debater, leading my junior-college team to several national championships. I then won a scholarship to Loyola University and a fellowship at the University of Arizona, and eventually a law school scholarship. But I turned it all down to carry my zeal into the entertainment business, where I worked as a musician.

Because I found reggae superstar Bob Marley the ultimate minister—he used dazzling music to heal and teach—my first love was reggae. I traveled around the country with a band, living out of vans, playing whenever we could land a gig, until I settled in Dallas. There I got the bug for a mix of industrial music combined with Native American. By this time my wife, Jacqueline, had joined me in founding a new four-member band; I was the lead singer and also hacked out computer programming synchronized to the show.

Eventually Jacqueline and I tired of the musician’s life, although we still perform today as a hobby.

I next went into marketing in the early 1990s at a video-production studio. I was good at sales but the process made me unhappy. I didn’t know why at the time. I just felt stuck and wanted out. Eventually I took off for a cable-television company where the work was interesting but the place itself wasn’t. There was no love there, just a great deal of fear and loathing. I spent five years as a sales manager in this disagreeable environment where the bosses felt all employees were liars unless proven otherwise; there was so much distrust that we weren’t allowed to enter or leave the building with anything but purses and wallets, for fear of theft. As a sales manager, I held court over twenty salespeople. Since the owners always arrived late, every morning I had a brief bully pulpit on how to humanize the job. I tried to take that weird business and spin it up to help these people. Perhaps here I learned that even in a bad environment you can still have a good heart.

And, I was given a chance to learn about the Internet. The 4 A.M. cable program I was producing wasn’t reaching an audience, so out of desperation I started studying a new phenomenon called streaming video (broadcasting video over the Internet). Through my research I met the people at Broadcast.com, a start-up that was blazing the streaming-video way, and in 1997 they offered me a job as an account executive.

Finally I’d found a company with excellent values. Broadcast.com’s CEO, Mark Cuban, had a motto: “Make love, not war.” Not original, but to me it felt like the elixir of life. Mark passionately believed that customers should be happy, even if that meant our working twenty-four hours a day. I’d never known anyone like that before. I was thrilled. It was freedom, baby! I dedicated myself to learning how to please customers no matter what it took; the hours, the work, and the sweat didn’t matter. What mattered were the relationships I was building.

I’d been at Broadcast.com only a few months when I began to formulate my lovecat system—but it took me some time even to realize that I was doing it. When I worked as a musician, it hadn’t occurred to me to share the love. My day jobs weren’t serious. They paid the rent—no more, no less. When you are a hired gun, you kill on contract, you don’t take a hit for the team. If I wanted to make a connection with a bizmate, I would invite him or her to hear me play music at night. It didn’t occur to me to be nice to them at work.

Meanwhile, I was searching for my own personal killer app—the stratagem that would make me successful in the workplace (although at the time I still hadn’t heard the actual phrase “killer app”). Never having had a job that truly mattered to me, I wasn’t sure what it would be. Maybe tenacity? So I put time and effort into being successful, working fourteen hours a day, making hundreds of cold phone calls. Or maybe it was shrewdness in negotiation? So I carefully studied the other sales executives who used chess moves and Vulcan mind games while bargaining.

At the same time, aware that I needed to learn more about business, I began stuffing my plate with books. When one of my Broadcast.com littermates, Karl Meisenbach, found this out, he recommended Net Gain by John Hagel and Arthur Armstrong.

Net Gain describes the creation of virtual communities and their extraordinary potential. The owners of these online communities will, according to the authors, extract great wealth because an online community is valuable to both the creator and the member—the member receives personalized attention, and the creator gets to customize content in a way that can’t be done in print, based on an increasing knowledge of the member, which in turn makes it even more valuable to the member as that knowledge grows. And because this is all done online, it costs less than catalogs, which are subject to the rising costs of printing and shipping.

I ate the book up like it was candy, or better—candy that was excellent for you.

One day in late 1998, not long after I had finished the book, the phone rang. It was Ken Weil, a vice president at Victoria’s Secret, making calls to explore the costs of broadcasting a lingerie fashion show over the Internet.

Ken, a smart and capable bizperson, clearly wanted a price and only a price, but I started selling him on the concepts in Net Gain and the new kind of business model it would entail, which I felt was more important than finding the lowest broadcast fees. Net Gain makes the argument that information is money: If you manage people’s information, you are managing their money. There’s nothing more strategic in the new economy than building a database of your customers’ profiles and managing it carefully. The trick is getting the customers to give you that information in the first place.

Ken wanted a good deal. I wanted to evangelize. Still, my company was in the business of making money, so we set up a conference call: me, my boss, Ken Weil, and Tim Plzak, a vice president at Victoria’s Secret’s parent company who was also the IT (information technology) director.

Never having done this before, I was nervous, which meant we had to rehearse until we got it right. We even role-played. My boss, Stan Woodward, acted as Ken and asked me hard questions, some so tough that I had to run to my desk, get the book, read my notes, and then dash back to Stan without letting him know I’d been rereading. But when I finally made Stan a believer, I had the confidence to pick up the phone.

It was the call of my life. In it I reviewed chunks of theory from Net Gain, but this time I made it clearer that it wasn’t just an idea, but a practical concept that could make Victoria’s Secret a great deal of money. I showed how this fashion show could create an immense database that would allow an extraordinarily inexpensive conversation between the company and all the digitally aroused customers who would log on and give Victoria’s Secret their online addresses—people who were much more likely to keep track of their e-mail than their snail mail. Victoria’s Secret, I said, was stuck with a blue-snail addiction: They were acting like an Old World company that hires a printing press and relies on the post office (whose letter carriers are snails in blue uniforms) every time they want to reach customers.

I also sent the book itself to Ken.

Ken got it. He saw the value proposition in using the fashion show as a draw for customer information—the new black gold, the new Texas tea. So at the end of the day, although we didn’t submit the lowest bid, we won the business because I had shared my new knowledge. We had added intangible value.

The fashion show took place on February 2, 1999. Some in the media called it a technical failure because many people who tried to log on couldn’t; a few news-papers mocked the technology, and Saturday Night Live even staged a parody. But for us and for Victoria’s Secret, it was an overwhelming success—the biggest event in the history of the Internet at the time, with more than one million people logging in to watch an eighteen-minute Web segment. Victoria’s Secret ended up with the names and e-mail addresses of more than a half million current and potential customers. That was the business model, and that’s what made them so happy.

When the event was over, Ken told me it was the most awesome experience of his life, and he wrote a letter to Mark Cuban saying so, a letter I still have over my desk. (Mark was so pleased he framed it in gold leaf and left it in my cubicle as a surprise. Mark loves happy customers. That’s why I dig him.)

That spring, Victoria’s Secret decided to stage a second event. Now the goal was to make sure that it was a great user experience, which meant we couldn’t tolerate any technical glitches. So when Ken told me that I had to make sure that more people could log on, I committed myself to facilitating an unholy alliance between Broadcast.com and what I call the co-opetition, America Online and Microsoft, to pull it off. (“Co-opetition” comes from the book of the same name by Adam M. Brandenburger, Barry J. Nalebuff, and Ada Brandenberger; it refers to the situation that develops when competitors cooperate for the greater good. Or, as Microsoft’s Bill Gates says: Sometimes the lambs just have to lie down with the wolves.)

It was the first time I’d been willing to share my growing network with reckless abandon and without expectations. We held a summit where Victoria’s Secret was able to talk to everyone else prior to signing a contract with us. I even left the room so the other companies could strategize networking and distribution plans together; these independent and unbrokered relationships were necessary to carry the load of VicSecret2.

But instead of teaming up with someone else (and, yes, others did try to outbid us), Victoria’s Secret stayed put because, they told us, we had been willing to share our knowledge and our network to make everything work for their benefit.

We had shared the third intangible, compassion, too. However, this took more time. After the first event I flew to Columbus, Ohio, to meet with Ken and do a postmortem. It was a nasty, snowy day, and I had one of those runny, drippy, slobbery colds; my plane was late, the ride from the airport was terrible, and I felt as low as I could go. But the moment Ken saw me, his eyes lit up like a Christmas tree and he gave me a warm hug. Now this was not the kind of man from whom you would expect an embrace—Ken is a great man, but a reserved one.

Here was the third part of my system. During that two-month relationship, Ken and I had become more than friends. I was his champion. If he needed something—public relations, technology, or information—I bled pink. (Sometimes you bleed the color of your customer, and Victoria’s Secret’s color is pink—Compaq’s is red, IBM’s blue, Yahoo!’s purple.) I showed Ken love before I had even realized it—I told him how much I was cheering for him in his new job (he’d had it for only three weeks prior to our first conversation). I told him how much I liked him as a person and which attributes I particularly appreciated. I was always careful to double-shake his hand and add a shoulder pat, which was as much touch as I felt he could handle. I committed all of my intangible resources to the man, introducing him to as many key Broadcast.com staffers, including Mark Cuban, as made sense.

I began using the word love openly in conversations. “There’s got to be some love here,” I would say. “Show me some love.” And they used the word back at me. When Ken called to discuss an important technical issue regarding the next broadcast, he said right off, “We’ll need some of that love.”

Right then and there I knew! Love was indeed the answer.

VicSecret2 took place in May of 2000 in France, at the site of the Cannes Film Festival, where Ken had invited Jacqueline and me to help coordinate the final details.

Meanwhile, still on my knowledge tear, I now focused my evangelism on Tim Plzak. Since this fashion show intended to deliver rich information, it was thought of as a technology issue. So I spread a new idea to Tim based on John McKean’s Information Masters, a book about information competency and priorities—i.e., the percentage of financial and resource priorities a company must put into its information systems, hardware, software, staff, culture, and organization. McKean posits that most companies misjudge their priorities; they think it’s all about hardware and software. Wrong. Success in the future will be based on the fuzzy intangibles: the way you speak as a leader, the culture you nurture, the processes for managing information you set up for your people, the partnerships you form around technology’s opportunities and challenges. Put your efforts into the people and the fabric of your company, and you, too, can become an information master.

This book started us thinking about how to deploy a new technology called multicasting. Until now video programs on the Internet had been distributed like videotapes, one at a time, one copy for each user. Unicast video broadcasting is very taxing on computers, systems, and networks because it buckles the Net’s resources while making virtual tapes at a rate of more than one thousand per second. Multicasting is more like radio and TV: The producer makes one copy and puts it on the Internet so that many can consume it at once. This represented a genuine solution for Victoria’s Secret.

But we needed to build an alliance of several different players to realize the multicasting dream. Required for success were the participating people, companies, and their information systems—it wasn’t just a matter of bandwidth, hardware, and software.

Ken and Tim signed off on the idea and it turned out to be the right way to go. Because this second show was multicasted with wide partner participation, almost everyone who wanted to see it was able to log on successfully. It was a huge triumph.

By this time we were all lovecats. We used the word “love” openly with each other and we meant it. We were talking to each other as we would to close friends. Ken began to share his intangibles with me, too. He gave me great insight on brand marketing, based on his knowledge from experience and books. He introduced me to his network, including Ed Razek, the president of Intimate Brands, Victoria Secret’s parent company.

Compassion in business, I now knew, was not just possible—it was necessary. It was the splendid complement to knowledge and network, a holy trinity if ever I saw one. I realized my system for being the best possible lovecat was in place.

*

These last five years have reminded me of my time as the mini-minister because I am out evangelizing bizlove right and left. After Yahoo! bought Broadcast.com, I transferred to Northern California and founded Yahoo!’s ValueLab (although that took some time, as you will soon see). The ValueLab creates large partnerships with Fortune 500 companies. But we are also the company’s thought leadership center, working evenings and weekends producing studies and presentations for the other Yahoo!s on how to grow into better businesspeople based on what we’ve learned. This work is not required, but we feel it’s important to build a huge store of intangibles at the company.

I always try to preach what I practice. My fire never disappeared; after years of hiding it has reemerged, no longer centered on religion, now focused on the bizworld. It seems to spring into action every time I see pain: the pain I notice when people and their companies are losing money; the pain individuals feel when they don’t know how and where they fit in to the value chain; the pain that overcomes a friend who is one contact away from executing an incredible idea. I ache for people who, in the words of U2 singer Bono, “still haven’t found what they are looking for.” I see this kind of pain, the minister hat goes on, and I start thinking about big ideas.

But by being a good evangelist, I’m helping myself as well as helping others. I improve my own journey—and the journey of all the others around me—because bizlove has at least six considerable benefits for every potential lovecat.

BENEFIT 1: YOU BUILD AN
OUTSTANDING BRAND AS A PERSON.

In the new economy, because you are valued and rewarded for your knowledge and your network rather than your seniority or your pedigree, everything can seem upside down if you’ve come up the traditional route.

But a successful brand will always give you powerful leverage. That goes for products, companies, and people: Whether it’s Ivory soap, CNN, or Michael Jordan, build a brand so that people will trust you, like you, pursue you.

If you don’t build a brand, you risk being commoditized—in other words, you risk becoming a human switch, someone who performs a function that has yet to be automated, but probably will be at some future date. And there are millions of you out there, you undifferentiated middle managers, you enterprise resource planners, you service providers. The moment some giant software concern can sell a program that switches that same switch you do, you’re out of a job. You’re a commodity that has been replaced by a cheaper one. As one of my mentors, bizguru Tom Peters, says, “Be distinct or be extinct.”

The best response to this threat is to differentiate yourself. The good news is that there’s no such thing as a commodity—only a person who thinks like one.

There are many formulas for how to stop thinking like a commodity and start accomplishing personal branding; my personal favorite is loosely adapted from Duane Knapp’s remarkable book The Brand Mindset. It’s organized around the acronym DREAM. You become a brand by realizing each step of the DREAM.

D stands for Differentiation.

Former Coca-Cola CEO Robert Goizueta once said, “In real estate, it’s location, location, location. In business, it’s differentiate, differentiate, differentiate.”

This is the most important facet of building a brand. Since attention is scarce, anything that is differentiated extracts a premium price. To the extent I can differentiate my person, product, or service, I extract premium value. By becoming a knowledge guru, by sharing your vast network, and by being a compassionate bizpartner, you create a differentiated brand for yourself. You’re useful, you’re memorable, you’re personable. People like you.

That’s an important part of differentiation—it isn’t just about being different. Sure, you could imitate basketball luminary Dennis Rodman and dye your hair pink. But that alone doesn’t sustain itself. Differentiation is about being different in a positive, productive manner that can sustain itself over time, and the best way to do that is to offer up your intangibles to those with whom you wish to partner—because then what you offer truly lasts.

R stands for Relevance.

Bizlove is an act of intimacy. It’s day love, which is like day trading, but here your currency doesn’t consist of your stocks and bonds. It’s you. After all, once upon a time we didn’t buy stocks at work—we had brokers who called us before work in the morning or at the end of the day. We didn’t build wealth beyond our jobs while still at our job. Then the Internet came along and trading stocks from our desktops became easy. Suddenly we were all creating wealth while we were earning wealth.

Just as the Internet offers that opportunity to day traders, bizlove offers that opportunity to workers. You can build relationships and be fed compassion while you’re doing your job. It doesn’t have to happen at night, over weekends, at churches, or at social events. We can all be day lovers now.

When you develop these kinds of ties with bizpeople, you become highly relevant to them. Relevance is determined to a large degree by the frequency with which something important appears in your life. Bread and milk are very relevant to most people’s lives. Ferraris and orangutans are not.

If all I do as a bizperson is take what I can get from you, I’m not truly relevant to your life. You may have to speak to me now, but if I lose the job that brings us into contact, you probably won’t speak to me again. But a good lovecat’s relevance to others is a daily one: Everyone always needs to know something new, or needs to be connected to someone new, or needs an affirmation that he or she is a good person.

E is for Esteem.

People hold you in the highest esteem when they realize you have no expectations that you will receive anything in return for what you are willing to give.

Esteem comes down to trust. We aren’t esteemed because we are competent as much as because we are trustworthy. When asked, the average person a hundred years ago said that the biggest problem in business was stealing. Today, it is lying. People value trust today more than ever before.

Whenever we offer up our intangibles, we become a mirror of other people’s own self-image. Consider this: As I have become a bizlover, I have learned that people think I am just like them—because most people aspire to be smart, sweet, generous. So when you act that way, others think, “I like this guy—he/she is like me—a nice, smart person.” That, in turn, creates high esteem, which means that bizlove not only helps people trust you, it helps them build a sense of trust in themselves as you mirror the parts of their personalities they like the most.

A is for Awareness.

Most people spend their time working their way down the food chain. When they’re hired, or when they’re brought into the company for a meeting, they may meet the vice president or the president or the CEO. Seldom will they see that top person again; typically they’ll end up dealing with a lower-level manager.

Lovecats stray in the opposite direction. We may start out talking with someone at a junior level, but we end up in the president’s office—not because we have a deal to offer, but because sponsor after sponsor has said the same thing about us to the president: “You’ve got to meet this person.”

When people realize that as a lovecat you are like an encyclopedia squared, that you have a Rolodex the size of your laptop, that you’re passionate and kind, they become increasingly aware of who you are and what you can do. They soon start taking care of your marketing, creating awareness of a brand called U, because good news and good views travel with the speed of sound on the Internet.

M is for the Mind’s Eye.

As Duane Knapp says, “In order to be a brand, a product or service must be characterized by a distinctive attribute in the consumer’s mind.” Companies spend millions of dollars for this kind of purchase intent. For example, Coca-Cola builds a brand that says “We refresh you.” You hear that, you know that, and when you want to be refreshed, you buy a Coca-Cola. When we prefer a brand, we will buy it first, and we are even willing to pay more money.

Likewise, if we have a distinctive brand in the mind’s eye of our bizmates, they will give us their best business opportunities. If we don’t install ourselves, we lose that business. Let’s say I make a promise to you to deliver great service. Then I betray it because I don’t care enough, or because I have other items on my agenda. My promise no longer exists in your mind’s eye. From now on, when I say “I promise,” you hear “I don’t promise.”

The sincerity of my promise makes it real for others. People who don’t install themselves remain peripheral, but a lovecat becomes an integral part of life.

I want others, when they think of people in my arena, to think of me first and to think of me immediately. And they will, because I have proven my value to them through my intangibles. I am the apple in their mind’s eye. Most people have five credit cards in their wallet, but 80 percent of their purchases are made with the card at the top of the wallet. Lovecats will always become top-of-wallet for their bizpartners.

D for differentiation, R for relevance, E for esteem, A for awareness, and M for mind’s eye. Put them together and they spell lovecat success.

BENEFIT 2: YOU CREATE AN
EXPERIENCE.

The more you read, the more you know, and the more knowledge you have to pass along. I wouldn’t be as familiar with this benefit of bizlove if I hadn’t read Joseph Pine and James Gilmore’s The Experience Economy.

According to Pine and Gilmore, there have been four phases of economic progression. The first was the commodity phase, where, after locating and extracting resources, people sold them in raw form: agriculture, energy, precious metals.

Next came the goods phase, which concerned manufacturing—people took commodities and organized them into products, meaning that you paid more for the product than you did for the raw materials that went into it (this was the birth of the concept “value-added”). Between the 1920s and 1970s, as has often been noted, many people worked for the well-known commodity generals: General Mills, General Electric, General Motors, General Dynamics, and so on.

The third phase was the service economy, which began in the 1970s and is just now ending. This phase centered on the creation of more than goods; it emphasized benefits over features. Companies were challenged to put service in every product and a product in every service, meaning that you became differentiated because you delivered a service apart from your goods. If you didn’t, you faced ruin. For instance, in the early 1990s IBM almost went bankrupt (until it reemerged a thriving and powerful services business). What happened? Dell happened, Gateway happened—companies in the business of delivering more than goods, companies that developed into service companies. The Dell computer wasn’t necessarily better than the IBM. Its concept of serving the customer from beginning to end was.

The fourth phase of economic progression, which is just beginning now, is organized around the experience. According to Pine and Gilmore, smart companies are starting to “use their products as props and their services as a stage to deliver a compelling experience.” Commodities were measured by their characteristics, goods by their features, services by their benefits, and now experiences by their sensations.

Here’s an example adapted from the book to illustrate how the phases have progressed. When my mom was young, Grandma would bake her a birthday cake using raw materials—flour, sugar, eggs. It took half a day to make and cost less than a dollar. When I was a kid, my mother made a cake out of a boxed mix. What a deal for Mom! It cost about two dollars and took an hour. By the time I was a hyperactive teenager, she had moved over to stage three—she outsourced the cake to a local bakery for ten dollars. Today, when my own kid has a birthday, I have to stage an experience for him and his friends, whether that means a trip to Chuck E. Cheese, Disney Club, or Discovery Zone—and now the price tag is approaching one hundred dollars.

Even at the customer-service end of the operation, it’s not enough simply to supply the service. The service has to be amusing, interesting, compassionate. Companies that create a positive experience are rewarded with loyalty and premium pricing, while companies paying attention only to the bottom line are not.

One of the best examples of the experience economy is chip maker Intel, which knows to stage an experience every time you touch their brand. Intel’s goal is to make you forget that they manufacture computer chips. Through cobranding and audio branding, they create such a fun experience that, as CEO Andy Grove once said, people have “waves of lust” about the product without having to know what the product really is. It’s true—most people know nothing about Intel chips, but they want them inside their computers because everything they do is fun, from the winning look of the logo and their auditory branding (the Intel chime is almost as famous as Big Ben’s) to their use of the Blue Man Group to entertain prospective buyers via advertising.

Restaurants have also figured out how to exploit experience. Rainforest Café may not serve better food or offer better service, but it does provide a wonderful experience that means, when you’re at the mall and wish you were someplace else, you can enter one of their restaurants and feel like you’re on safari. You certainly pay for it, but at the end of the day, the experience is worthwhile.

Back during the Depression people worried about survival. Today the affluent worry about whether or not they are going to have a good experience. To quote rap musician Dr. Dre, “No more hard living, barbecues every day.” Or, moving closer to home, my mother still worries about another Great Depression, whereas my stepson doesn’t—his online screen name is CashSpenda.

When you represent knowledge, opportunity, selflessness, and intimacy, you are not just a service provider or a product. You are fun, you are interesting, you are valuable; you take people places they have never been before, you show them books they have never heard of, you introduce them to people they never dreamed they would meet—in short, you are the equivalent of a human theme park.

BENEFIT 3: YOU HAVE ACCESS TO
PEOPLE’S ATTENTION.

Attention is one of the world’s scarcest resources, and decision-maker attention is something companies are willing to spend billions of dollars to buy. According to Seth Godin’s best-selling Permission Marketing, the average person is attacked by about three thousand marketing messages every day, compared with the few hundred our parents endured. And that’s just consumer messages—bizfolk are subjected to even more creative and noncreative intrusions than their parents by an exponential factor.

Attention is money. Think about television. When you build a television network, your first obligation is to go out and get eyeballs—you accumulate good content so viewers can’t stop watching, until everyone is paying attention. You then rent that attention to advertisers. There’s nothing more valuable than attention; this was true a hundred years ago when people spent their Sunday mornings over coffee reading newspapers filled with ads, and it’s true today, when attention is scarcer than ever because we have so many more places to allocate it—print media, radio, television, our computer screens.

So if you think getting good ROI—Return On Investment—is important, you should also be thinking about ROA, or Return On Attention. Give us some of your undivided attention, lovecats say, and we will give you a high return against it. We will supply you with creativity, we will help unlock your imagination, we will build your network, we will give you a foundation for your business practice.

When people know that handing over their attention is valuable, they do it. You march right past the secretaries and the assistants and the associates and everyone else waiting in line. When you have the attention of others who are important, you are a deal maker. If I can get the attention 24/7, 365, of CEOs, or of my boss, or of my number-one supplier, I am rich with value.

Bizlove gets you attention. Others get only time. The difference between having their time and their attention is the difference between ham and eggs. The chicken is involved, but the pig is committed.

We are all multitaskers today. We don’t perform just one activity at a time. While we are on the phone, we also scan our e-mail, whip up memos, read notes that are being slipped to us even as we do everything else. But when lovecats deal with people, they can stop the multitasking and get undivided attention because their value prop is high. This produces results that last.

BENEFIT 4: YOU HARNESS THE
POWER OF POSITIVE PRESUMPTION.

All those debates I argued in school had two sides: affirmative and negative. The former would challenge some new law, policy, or program, and the latter would defend the status quo. Because of the inherent risk in any change, the negative side always went into battle armed with positive presumption—in other words, people tend to presume a proposal is bad until proven otherwise.

In the traditional bizworld, presumption is against you if you represent change, because people fear risk. But if you have a lovecat relationship with your bizpartners, you are armed with their trust and their respect. This allows you more leeway in helping them change.

Trying to change any bizperson is difficult. Trying to change someone who doesn’t trust you is almost impossible.

Think about the hamburger. You’re on a business trip in a strange city and you want to eat lunch. You drive to the nearest shopping center and you spot a familiar-looking chain restaurant as well as a small café called Bugs. Most of us don’t take the chance. The burger we get from the chain restaurant may not be the best burger we’ve ever had, but we know it, we trust it, we’ll eat it. Bugs may look pleasant, but we have no idea what it really offers. That’s why businesses spend so much money to make us familiar with them and why they spend so much to make us like their product. Presumption rules in an attention-scarce economy.

The same goes for people. Because lovecats build relationships with a deep level of trust, people will presume our arguments are correct, our recommendations are solid, our referrals are valuable. They presume that we have their interests at heart. In the bizworld, this becomes an advantage capable of winning any debate.

BENEFIT 5: YOU RECEIVE 
EXCEPTIONAL FEEDBACK.

Before I became a lovecat, I was paid in the old-economy ways for my services. If I gave you some basic advice on how to run a company, you had to do something for me in return. If I set you up with a new client, you had to do something for me in return. The transaction went: I do my job, you pay me money.

Now, because I’m not always working for cash, because I often give away my services, I receive more than money in return. People are more inclined to tell me which of my ideas worked and which didn’t. They tell me which of my contacts were helpful and which weren’t. They know that I am on their side and that I am genuinely interested in the follow-up, so my relationship doesn’t end when the business transaction ends. The relationship endures. People keep talking to me. They tell me what crashes, what craters, what flies, what soars.

For instance, at one point in my career I believed the old adage that first-mover advantage was everything—i.e., if you’re first and fastest with an idea, you win. I evangelized the idea heavily until the CEO of one of the world’s largest retail companies showed me that he was often fourth or fifth in the space because he wanted to wait to see how the idea worked. He used other factors, such as relationships or talent, to win. I dropped the first-mover idea from my repertoire.

This kind of feedback gives lovecats a huge advantage because we learn more about what happens when our advice is implemented. It’s not academic. It’s real. And from each example, intelligence grows. You know when to avoid a situation, you know when to sponsor it. You don’t become a boo-boo (a Silicon Valley term for someone who has book knowledge but no practical experience).

There’s more. Recipients of bizlove are more likely to give back in other ways. For instance, they recommend books and contacts. They give a heads-up on new companies and esoteric technologies. They make you feel good about yourself. And they expand your network. After all, to the extent you use your network, you grow your network.

BENEFIT 6: YOU GAIN PERSONAL
SATISFACTION.

These are turbulent times. Depending on how we were raised, the schools we attended, the jobs our parents held, our expectations can start out sky high. But how many of us are living up to our hopes? Think of that guy who came from a prominent family, who was captain of his high school football team, who graduated from Stanford: Did he think that fifteen years later he’d be idling as an administrative manager at a software concern? Or as a perpetual middle-level executive at a manufacturing company? Or languishing on some creative team in an advertising department that’s going nowhere? Of course not. If he knew that’s where he’d be now, he would have been seriously freaked out fifteen years ago.

People once judged their careers in terms of rank, status, and money. If you worked at your company for a long time, you were more secure in your job, you had a higher rank, you were given privilege. As long as you followed the rules and you added a little value, you were paid well and set up for retirement.

The new economy has obliterated that model. Those rewards are no longer controlled by those who made the original promise. Their company was bought, someone bigger merged into it, the department was downsized.

Just the other day I was talking to Anna, an old friend who has always believed that success is a matter of achieving the proper goals: terrific grades at excellent schools, excellent jobs at solid companies. Anna did it all. She assumed this meant she was on the fast track to stardom. What Anna didn’t realize was that fewer and fewer people cared about this path anymore. The reason for our conversation was that her employer had merged with a larger firm. Suddenly Anna found herself facing competition for her own job. Of all things, it turned out to be a contest based on who the new corporate entity thought would do the best job for the smallest salary. That wasn’t a battle Anna had ever prepared for. Although her résumé glittered, she lost out to someone who could do the same job for less money. Anna doesn’t understand how this happened and hasn’t yet accepted my analysis of her situation; we’ll need to talk about it more.

We live in an age where information is more important than seniority. In Silicon Valley, where I work, you get paid for what you know, not how long you’ve been around or where you went to college. That’s good for some, bad for others. Like it or not, it’s happening all across the country, in job after job.

For me, that piece of change is good. It brings me peace. It makes me more valuable than ever, because by building up my intangibles, I am creating much more worth than my position requires.

Anyway, my circle of friends never respected that other system, where your overall performance was judged as much by your golf game as by your ability to hit your quarterly numbers. Success in that system wasn’t much to aspire to—not for those of us who wanted to build up our intangibles.

Bob Marley once said that he was tormented by his inability to fix everything. Sometimes that’s how we feel about our careers. We are tormented by our potential. It never seems realized. We sense we could be doing better. But when I am out being a lover, a one-man value lab, I am at ease. I am not tormented by my potential; I am motivated by it, I am excited by it, I know I am developing it better than I ever could in that old world, where my potential meant so little and my golf score meant so much.

Every time I board an airplane I scan the cabin. I know these people; we’re together several times a week, all clutching our carry-ons so we don’t have to check our bags, herding together by the gate so we can rush like bulls to grab that overhead cabin space. Now and then I spot someone like myself and I try to start a conversation. But mostly I see beat-up, wearied, downcast folks coming off a weekend that wasn’t long enough, already impatient to get to the next one, thinking about that drink tonight when they finally arrive wherever they’re going, worried about catching a cold from the sad sack next to them. If I were to ask this group, “At any time during your high school or your college or even your graduate school years, did you think you would be doing this today?” most of them would say no. But the one who is like me would say, “Hell yes. Even though I’m six clicks deep in the team, I love it.”

Personal happiness is important. And how can you be happy in life if you are not happy at work? Since I fell into bizlove, I have been contented all the time—and that certainly isn’t who I used to be. In the old days, I would think, Who will pay me for my advice? Now I bestow my advice knowing that it’s the giving that matters, not the tangible rewards. In the old days, I used to race for the weekend, I hated my career, I couldn’t stand working for The Man. Now, at the end of the day, I feel good about myself. I change people’s lives. I love evangelizing others. I have seen them transform. They’ve become knowledge pack rats, people who are constantly experimenting, learning how to love, saying it aloud.

Bizlove gives you genuine satisfaction.

*

When you hate your job, you are a zombie. When you love your job, you are alive. To paraphrase Thornton Wilder, bizlove is the bridge between the living and the dead from 8 A.M. to 8 P.M. Some of you are already bright, well-read, and generous with your address books. You are smiling, listening, and touching human beings. In the eyes of your colleagues and partners, you are one of a kind. People search for you to share their opportunities. You have that softly shimmering patina that attracts others like a moth to a lamp. People don’t know exactly why, they can’t put their finger on it, but the answer is simple. Your killer app is love.

Don’t be fooled. Lovecats are not soft and vulnerable. We are glowing, powerful, and respected by our peers. And we are careful about whom we love. Lovecats always love to scale—that is, we make sure our strategies continue to flourish as we love more and more people. After all, the risk of failure affects a great many people in a business setting. If your strategy is about lending money, breaking rules, or showing preferences for specific people, your love won’t scale. At some point you run out of money, at some point someone holds you accountable to the rules, at some point the people to whom you’ve shown preferential treatment haven’t rewarded you or your business sufficiently. Your system of giving away these tangibles collapses. You never arrive at a place where you can help a lot of people and sustain your strategy.

This is what I tell those who approach me with cynicism, who ask if it isn’t foolish to be generous in business. If you don’t keep your guard up, they say, if you give away too much, you’ll be eaten alive.

That’s not my point, I respond. If I did all those things, of course my system would collapse. But I am not a dumbcat.

The difference between good and bad love is scale. The question to ask yourself about the love you give is, Does it work if you keep projecting it to a larger group of people? It’s not an ethics issue involving when to be nice and when not to be nice. It’s a fundamental business issue. When it doesn’t make sense to love, don’t do it. When it makes sense, do.

Your bizlife and your personal life are different. Personal-life decisions are based on what is best for you, your family, and your friends. Your bizlife decisions are based on that contract you have signed to create more value than your salary reflects. If you don’t add value to your team by showing the love toward someone, then don’t do it.

*

So now that you know what a lovecat is, how do you become one? You follow my three steps: You increase your knowledge, you expand your network, and you share your compassion.

I believe that these steps must be followed in order, because by leading with knowledge, you are perceived as wise, which creates credibility for everything else you do. A matchmaker who is wise is one whose connections I most respect. A humanitarian who is wise is one whose hugs I most appreciate.

Leading with knowledge presented me with some of the biggest successes in my bizlife. In fact, it jump-started my career at Yahoo!

When Yahoo! acquired Broadcast.com in 1999, I turned into the prototypical acquisition baby. Acquisition babies need a sponsor if they’re to go anywhere in a new company—someone has to say, “This guy is valuable. Pay attention to him.” I didn’t have a sponsor. I was uncertain of my future.

Speaking at internal breakfast meetings was then part of my job; I enjoyed spinning my people up. I began to do more speaking gigs until one of our regional vice presidents, Mike Nelson, heard me talk at a large Yahoo! conference. Mike decided I had a knack for motivating people.

Yahoo!’s former chief marketing and sales officer, Anil Singh, is one of the brightest minds in the Web business and one cool customer. I felt you needed this man’s support in order to become a significant player in the company.

Anil didn’t catch every conference presentation. His world is busy. But one day I was giving a speech on the experience economy at a Yahoo! sales conference, and Mike told Anil: “You’ve got to hear this guy.”

The speech went well and my dot.communists loved it. They were panting to go tear up the world. And as I walked to the back of the room this man of very few words smiled. “That was awesome,” Anil said.

Two days later he added me to an executive summit, speaking alongside best-selling author Seth Godin. The feedback there was positive. Jeff Mallet, Yahoo!’s president, then invited me to move from Texas to California and be part of The Team. My career was off and running.

Not long afterward, while working on a deal with Neiman Marcus, I met Ginger Reeder, the company’s director of public relations. I immediately began evangelizing her on the idea of network economics through books such as Net Gain, and emphasizing customer service as it was being reborn on the Web as described in Patricia Seybold’s Customers.com. Ginger decided to give me access to Stanley Marcus, chairman emeritus of Neiman Marcus—something she seldom does. But she played matchmaker with no agenda, simply because she thought it was a good idea.

When I met Mr. Stanley (as he is known, to differentiate him from his father, the company’s founder), I gained quick credibility by talking about ideas I had learned from my newest book, Sandra Vandermerwe’s Customer Capitalism, and how they applied to Mr. Stanley. (For more on this book, see pages 104–105.) We also talked at length about Neiman Marcus.

Mr. Stanley told me that if he could change anything, he would turn back the hands of time to the days when the store kept a small box with index cards that salespeople could use to recall every customer’s size, favorite colors, and brands. “We’ve grown too big to do that,” he sighed.

But I explained that he could create an equivalent of the card file using the Internet. For example, we talked about Yahoo!’s and Neiman Marcus’s new collaboration: We were going to webcast their annual “Big Book” catalog launch, a promotion which invited customers to act as “fantasy gift advisers” so they could suggest the best and most outlandish gifts to place in the catalog, and also sign up for digital updates and printed materials. This would allow Neiman Marcus to listen to their customers and get their permission to talk with them for free, forever. I connected the idea of the Internet with the old corner store in terms of personalization and customized one-to-one service. As Mr. Stanley says, “Consumers are statistics, customers are people.”

I also recommended some books and gave him an affectionate hug, and a solid, everlasting connection was sparked.

*

In the upcoming chapters you will learn how to put bizlove into practice. I believe that everyone can be a lovecat. We all have the necessary pieces inside of us. The rest of it comes from studying, practicing, and perfecting. Think of any human characteristic, such as being observant: We are all born with some degree of observational power, but it can also be learned. And people who need to be observant on the job, from police detectives to card sharks, can sharpen their skills over time.

The same is true for bizlovers. I want you to take whatever qualities you already have that can make you a good lovecat and start honing them to become a great lovecat, beginning with step one: knowledge.
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