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Profit Point

Never forget.

Never forget . . .
people invest in who you are and what you can do for them. One with-
out the other assures only short-term success.

Never forget . . .

your customers, clients, and prospects invest in your ability to deliver to
them a more favorable future.



ccc-blackman ptl 1-28.gxd 10/31/03 2:40 PM Pa% 4

4 THE PERSONAL, POWERFUL YOU!

Profit Point

World's fastest strategic lesson.

Where are you?
Where would you like to be?
How would you like to get there?
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Rise to the Top! 5

Profit Point

Rise to the top!

How do you respond to the question, “So, what do you do?”
If you're a typical sales professional or businessperson, you might
respond with:

“I’m an account executive.”

“I sell industrial supplies.”

“I’m an insurance agent.”

“I'm a corporate attorney.”

“I'm a loan officer.”

“I sell radio airtime.”

“I'm a yadda, yadda, yadda.”

“I specialize in blah, blah, blah.”

BORING! Who cares?!

When a woman sitting behind me on a recent airplane flight was
asked the “So, what do you do?” question by her seatmate, she an-
swered, “I’'m in sales.”

Heck, how lame is that? Duh, we’re all “in sales”! Thanks for the
insight!

The preceding responses ain’t eloquent elevator elixirs—as if
you’re riding on a rapidly moving elevator and you have only enough
time between floors to make a positive impact.

e
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6 THE PERSONAL, POWERFUL YOU!

Every day of your business life, you’re probably asked the “So,
what do you do?” question. And believe it or not, your answer has been
either attracting opportunities or driving them away.

Years ago, when I was asked, “So, what do you do?” I would
proudly puff my chest and exclaim, “I’'m a speaker!” In retrospect, this
weak and ridiculous retort merely prompted the obvious question,
“Whatta ya speak on?” Perfect! (So I thought.) This was now my open-
ing to wax rhapsodic about me.

Uh-oh. I soon discovered that although others politely listened,
this was a colossal mistake. Okay, it was just plain stupid! Because little
old me took a distant second to THEM! Others weren’t rude; they were
just far more interested in their stories versus mine.

Thankfully, I soon realized that to rise to the top, to ascend, I
couldn’t be typical. I had to be unique!

Therefore, I experimented. I played with possibilities. And then I
revised my response.

So now when I'm asked, “So, what do you do?” here’s my verba-
tim answer:

“I’m a business-growth specialist,
who helps CEOs, entrepreneurs,

their senior leadership teams, and salespeople
sleep really, really well at night.”

The evolution of the preceding was inspired by a client, Jim Al-
land, who once said, “Blackman, you know what you’re not?” Somewhat
sheepishly I replied, “No, Jim, what am I not?” He answered, “You’re
not just a speaker, trainer, or consultant. And that’s because you’ve had
such a significant impact on our company. What you really are is a busi-
ness-growth specialist.”

Whoa! That was good. That simple insight became a major
keeper!

My “business-growth” response generates far more interesting dia-
logue, because now I hear, “So, how do you do that?”—which lets me
reply with, “Well, that depends. Tell me more about your business . . . ,”
followed by other nonthreatening (yet powerful) probing questions.
(More on power probes in the next Profit Pillar.)

e



ccc-blackman ptl 1-28.gxd 10/31/03 2:40 PM Pa%7

Rise to the Top! 7

Here are four more simple yet impactful “elevator speeches”:

Tax attorney:

“I show successful business owners how to keep all their wealth,
every dollar of it, in the family, without losing it to the IRS.”

Financial adviser:

“I show entrepreneurs like you how to have absolute control over
your wealth and business, for as long as you live.”

Consultant:

“I customize tools to help executives sell more, in less time, at

higher profit.”

Kitchen and bath designer:

“I help homeowners turn their kitchen and bath dreams into reali-
ties, so their friends and neighbors will go “Wow!” ”

To help you create your own impactful “elevator speech,”
here are 17 crafting considerations:

1. Is it short?

Time is precious. Folks ain’t interested in long-winded info-
dumps, especially about you.

2. Isit clear, concise, and easy to understand?

If it ain’t, you’re in a heap of trouble. Simplicity works. Nuthin’
fancy. The goal here is to communicate. Be fast and purposeful.

3. Is it creative or descriptive, generating intrigue and
interest?

Creativity requires you to be innovative. Original. Imagina-
tive. Inspired. Inventive. These are all good things! Your lis-
teners dig flair. They’re not big fans of dull and boring.

Being descriptive helps tell a story. People love stories.
Especially ones that benefit and help them . . .

. .. to sleep really, really well at night.
... to keep all their wealth.

e
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. to have absolute control.
. to sell more in less time at higher profit.

. to have their friends and neighbors exclaim, “Wow!”

Intrigue and interest . . .
create and attract. . .

positive attention and results.

Is it meaningful and memorable?

Being meaningful creates immediate purpose and relevance.

Things that are memorable are unusual, different, spe-
cial, or out of the ordinary, while being forgotten fosters futil-
ity and frustration, especially for you.

Is it conversational and natural?

Canned scripts or speeches reek of insincerity. They sound
false and phony. They breed mistrust and skepticism—not ex-
actly the fast track to success.

Is it capable of creating an appropriate smile, chuckle, or
laugh?

When you can get somebody to smile or laugh, you have an
immediate victory. A smile creates comfort, happiness, and a
positive environment. This helps you lay a strong foundation
early in the relationship-building and business-growth process.

Is it prompting a follow-up question—not a blank stare?

Questions promote dialogue. Dialogue encourages collabora-
tion and discovery. Discovery uncovers opportunity.

Blank stares slam on the brakes! They bring conversa-
tions to a screeching and abrupt halt. That “deer-in-the-head-
lights” or glassy-eyed gaze of confusion turns prospects into
suspects, and suspects into escape artists who want to flee your
sleep-inducing rhetoric.

Is it identifying who you are, what you do, and, most im-
portant, who benefits and how they benefit?

Remember, decision makers invest in how you can help them
attain a more favorable future.

e
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Rise to the Top! 9

Is it quickly positioning or allowing you to politely probe
and stimulate conversation and dialogue?
Give others the opportunity to discuss their favorite topic,
themselves! You'll be surprised to discover that when some-
body is yakking about their business, hobbies, interests, goals,
and dreams, they never interrupt themselves!
Is it focused on outcomes, benefits, value, and results, not
yawn-inducing facts and features?
Facts and features are helpful, yet they are merely what some-
thing is. Outcomes, results, benefits, and value are what deci-
sion makers really invest in.
Is it logically and emotionally compelling?
Appeal to one’s mind, heart, and tummy. Decisions are influ-
enced and made on a variety of levels. Capture as many levels
as you can.
Is it capable of avoiding the “Who cares?” test?
Ask yourself if your elevator speech passes the “Who cares?”
test. Be brutally honest. If you can’t give it a thumbs-up, why
should somebody else?
Is it working on elevators, on escalators, over the phone,
at networking events, at baseball and soccer games, and at
the grocery store?
There’s only one way to find out. Try it. If it’s working, cool. If
it’s not, tweak it. Upgrade it. And if necessary, toss it—and
start over!
Is it free of empty, boastful, and meaningless claims (i.e.,
“best, unique, superior, high-quality, state-of-the-art,” etc.)?
When others hear hype, hyperbole, or superlatives, they im-
mediately wonder, “Says who?” Grandiose or foolhardy claims
cause listeners to retreat and seek protection beneath their b.s.
deflector shields.
Is it adaptable or flexible for different markets or decision
makers?
For example, a tax attorney might say:

“I show successful . . .

business owners or

e
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THE PERSONAL, POWERFUL YOU!

doctors or
corporate executives o7
high-net-worth individuals or

distributors . . .

how to keep all their wealth, every dollar of it, in the family,
without losing it to the IRS.”

Consider how you can design and structure your “elevator
eloquence” to reflect subtle changes that show expertise for a
defined market or type of individual.

Is it easily repeated or referenced by clients and peers?

When my clients and peers began to tell others, “Jeff is a
business-growth specialist,” I knew my elevator speech was
working. It was memorable and easily repeatable. Sweet!

Is it generating results?

Is there any other metric to use? Results can include:

X

New network contacts.

New prospects.

New prospect meetings.

New proposals or action plans.
New dollars in the pipeline.
New sales.

New clients.

New referrals.

New feelings of confidence.

New volume.

DX S - D S D DX S S

New earnings.
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Rise to the Top! 11

Before and After

During a recent workshop, I asked each participant to turn to a partner
and ask and answer the “So, what do you do?” question. Then I shared
with them my “business-growth specialist” reply, plus the four others
given earlier (i.e., tax attorney, financial adviser, consultant, and kitchen
and bath designer).

Then I gave them the 17 crafting considerations and one more as-
signment. This time, they had only 90 seconds to craft a new elevator
speech in response to “So, what do you do?”

The transformations were startling. For example:

1. Before:

After:

2. Before:
After:

3. Before:
After:

4. Before:

After:

5. Before:
After:

“I assist people in reaching their real estate
goals.”

“I counsel families and businesses on max-
imizing the profit potential of their current and
future real estate opportunities and goals.”

“I'm a systems engineer.”

“I help you communicate with the world,
quickly, efficiently, profitably.”

“I'm a sales manager.”

“I help publishers get their books into the
hands of people who need them.”

“'m in the ticket sales department for the
Minnesota Wild hockey club.”

“I help businesses reach and exceed their
financial goals, by helping them acquire
and maintain key relationships with clients
and employees.”

“I'm in ticket sales.”

“I show families the true meaning of qual-
ity time.”

e
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12 THE PERSONAL, POWERFUL YOU!
6. Before: “I’m a mother.”
After:  “I shape lives for a better tomorrow.”
7. Before: “I’m aloan officer.”

After:  “I elevate people’s financial stature and ful-
fill their financial dreams.”

Good stuff! Now, could the preceding be improved, enhanced, or
upgraded? Perhaps. But remember, by design, I gave these folks only 90
seconds.

Imagine your possibilities, with the luxury of time and the bonus of
thoughtful and creative deliberation.

To craft your elevator speech, jot down the key benefits, out-
comes, results, and value you deliver to customers or clients.

Consider:

How do you help others maximize gain? Minimize loss?
Improve performance? Productivity? Profitability?

Grab testimonial letters or e-mails clients have sent you with words
of praise. Often, the great language or insight you seek is right
there in print. Adapt it. Play with it. Make it work.

Enjoy your trip, as you ride your elevator of success to the top!
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Profit Point

You can't fly
with two feet on the ground!

My United Air Lines flight lands in Boston at 3:26 P.M. Not good news,
especially when my connection to Hyannis is in only 16 minutes!

I bolt off the plane at 3:32 P.M. in Logan’s C terminal, spot a
United customer service rep, and ask, “Where’s Cape Air?”

He says, “Oh, that’s easy. Walk to the end of C. Leave the building.
Head to the curb. Wait for the bus that’ll take you to the A terminal.”

I exclaim, “Wait for the bus?”

He asks, “What time is your flight?”

My response: “3:42. Why?”

He confidently proclaims, “It’ll take you about 15 minutes to get
there. You’ll never make it!”

I run for the curbside. Luckily, an airport shuttle bus pulls up. I
hop on, grab my cell phone, call Cape Air, explain my predicament, and
request they hold the plane.

The Cape Air agent says, “You're kidding.” I reply, “No, I'm seri-
ous. I really need your help. Please call the gate and ask them to wait.”
He says, “Hang on. I’ll be right back.”

A minute later, he tells me, “Okay, if you can get there within the
next five minutes, they’ll wait.”
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14 THE PERSONAL, POWERFUL YOU!

I thank him. At 3:45 .M., I jump off the bus, run into terminal A,
and streak for the escalator. At the top, I quickly scan the gates and spot
Cape Air’s counter. As I'm running toward the counter, the Cape Air
agent yells, “Mr. Blackman, we’ve been expecting you!”

I gratefully respond, “Thanks so much for your help, Lynn. How
do I get to the plane?” He says, “Sorry, sir, it left.”

Surprised, I exclaim, “But I thought you were expecting me?!”

“Well, we were, but we had to leave. That’s our policy.”

I ask, “When you say ‘leave,” do you mean leave the gate or leave
the ground?”

“Oh, the plane is still here, but it pulled away from the gate. So we
can’t board you now.”

I politely say, “Lynn, I really need your help. How can you get me
on that plane?”

He sternly replies, “I can’t. There’s nothing I can do.”

I turn to Cindy, his counter compatriot. “Cindy, you look like the
right person for this opportunity. Who can you talk to who will give us a
‘yes’ decision?”

Lynn says, “What do you mean?”

I explain to him, “I need Cindy to find somebody to say ‘yes’ to me.
And I'm confident she will.”

Lynn folds his arms and sighs, “Hmmph!”

Cindy views my request as a challenge. For I have now empowered
her to rise to the occasion. To seize the moment. To grab for glory. To
get me out of Boston!

Cindy grabs the phone and shouts, “Alan—!”

I ask, “Who’s Alan?”

Lynn says, “The pilot!”

Cindy continues, “Alan! Mr. Blackman is here! Will you wait for
him?” She then looks at me and asks, “Mr. Blackman, what do you
weigh?”

I answer, “How much do you want me to weigh?”

She says, “Oh, forget it. Alan will wait for you. Run! Run!”

I fly down the stairs, shove open the tarmac door, and run to board
a twin prop with Alan and four passengers.

Phew! I made it. But for the next 30 minutes, I served drinks and
peanuts!
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You Can't Fly with Two Feet on the Ground! 15

Bonus Points or Winning Ways

1.
2.

10.

Be politely persistent. (Don’t let bureaucracy win.)

Stay calm. (Yelling and screaming to get what you want won’t
work.)

Be in control. (If you’re not, somebody else will be in control.)

. Never feel like a victim. (“Why me?” whining doesn’t serve

you well. Make this a time for hope, not helplessness.)

Ask questions that get you closer to your goal. (Politely
probe. Together determine what positive steps can be taken.)

Spend no time with non-decision makers. (It’s a waste of
time, especially if you expect them to make a decision.)

Find people who can say “yes” or can significantly influence
another decision maker to say “yes.” (Seek influential champi-
ons who can empathize with you, support you, or promote
your cause.)

Create a team. (It’s amazing what two or more dedicated peo-
ple can accomplish. Let others know that you need their help.)
Help another person achieve. (Folks love to win. Let them
be a positive contributor to your combined victory.)

When you get the decision you want, get outta there.
Fast! (Be grateful. Say “thank you.” Smile. Then split!)
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Profit Point

Push your paradigm!

Ask yourself, your team, your leaders, your customers, your clients, and
your prospects:

“What today is impossible to do,
yet if it could be done,
would significantly change and upgrade
how you do business?”

This is one of my favorite questions to ask clients. Why? Because it
has no boundaries. No rules.

The goal is to seek and find “Cool!”

Here are two examples of when I posed this “paradigm push” ques-
tion to clients.

My client:

the World Book Direct Marketing senior leadership team

The response:

“Hey, Jeff, wouldn’t it be cool if . . .
“We could develop 3-D holographic technology, so
when a child like Johnny or Susie sits in the comfort and pri-
vacy of their bedroom, playroom, or kitchen, they could

e
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Push Your Paradigm!

touch a television screen or monitor, and hopping out of the
screen would be the great male and female thinkers and lead-
ers of all time, like Mahatma Gandhi, Susan B. Anthony,
Abraham Lincoln, Florence Nightingale, Socrates, or Golda
Meir. These folks could sit next to that child and then . . .

“Through artificial intelligence, that child could engage
in conversations with them. Imagine a kid turning to Sir
Isaac Newton and asking, ‘Hey Newt, what’s this physics
thing, babe?’ ”

Cool!

My client:

Brenwick Development

(Brenwick is a real estate developer, specializing in quality and
upscale homes. I was speaking to their leadership team, as
well as Brenwick’s customers, who are home builders.)

The response:

“Jeff, since our end-user customers are future homeowners,
who find it tough to relate to a piece of property, lots of dirt,
and a big hole in the ground as being their new home . .

“Wouldn’t it be cool if . . .

“We could develop virtual reality helmets we pop onto
the heads of prospective homeowners. Then they could take a
virtual reality tour of their new home, complete with exterior
landscaping, mature trees, plush thick carpeting, beautiful ce-
ramic tile or wooden floors, a kitchen with granite counter-
tops and top-of-the-line appliances, artistic interior lighting,
and a master bedroom suite.”

Cool!

Use the preceding “paradigm push” question to creatively
challenge you, your team, and your leaders.

e

17
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And to creatively challenge your customers, ask:

What today is impossible to do . . .
yet if it could be done . . .
would significantly change and upgrade . . .

. . . how you do business?
. . . how you grow your business?
. . . how you live your life?

. . . how you enhance your lifestyle?
Ask these or similar questions. Then listen. Intently. The answers

will help you create your future—a future filled with innovative prod-
ucts and services, unlimited possibilities, and explosive sales. Cool!

Profit Point

Prospecting for gold.

Here’s a surefire way to success. Always focus first on altruism, not
capitalism. Commit to how you can serve others versus benefit only
yourself.
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Prospecting for Gold 19

To help you do just that, regularly ask others (your service
providers, suppliers, vendors, attorney, accountant, banker, insurance
salesperson, financial adviser, etc.) this question:

“How will I know if somebody I'm speaking with would be a
good prospect, customer, or client for you?”

Or make the following statement:

“Tell me more about your ideal customer or client, so when
I’'m out and about in the community, I can keep my eyes and
ears open for you.”

How’s that for an easy, yet powerful question or success statement?
Whenever I use the preceding, I hear comments like:

“Thanks, Jeff, that was very thoughtful of you to ask!”
“I really appreciate your interest!”

“Whoa, nobody has ever asked me that!”

Remember: To achieve the extraordinary, don’t be ordinary.
Because for profits to peak, you must be unique!
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Profit Point

Passion produces profit.

Passion is mandatory! There must be a fire in your belly, a passion in
your gut, a sense of excitement in your sinew. You must have a mission-
ary zeal along with a relentless pursuit to satisfy your customers, clients,
and prospects.

Your passion has nothing to do with phony smiles, clever phrases,
and banners with slogans. It means your ability and desire to compete
profitably now and throughout the 21 century.

Passion is burning the midnight oil. It’s going the extra mile. It’s
doing the unexpected. Passion is your positive attitude in a world
of negativity. It’s finding the extra fuel when you thought your tank
was dry. It’s an unwillingness to accept second best or to say, “It’s
good enough.”

Passion somehow lets you execute, even when you’re exhausted.
Passion confidently pits you against your toughest competitor—you.

Passion converts suspects into prospects. Prospects into customers.
And customers into friends for a lifetime.

Passion turns successful salespeople into superstars!
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Profit Point

A great eight!

While I always stress the importance of asking others great questions
(see the next Profit Pillar), here are a “great eight” to politely challenge
and inspire you:

1.

Let’s imagine we walk out together into your future for

years. When you look back at that time, what would you have
liked to accomplish? (With you? Your family? Your career? Your
business?)

. If anything in your world or future could come true, what

would that include?

. What would you most like to change in your life? How

willing are you to make these changes? When will you make
them?

. What's your biggest piece of unfinished business in your profes-

sional life? How about personal life? What steps will you take to
“finish” them?

. What brings you the greatest happiness? How are you going to

make sure you have more of that happiness in your life?

. What kinds of resources could be redirected to achieve your

goals?



ccc-blackman ptl 1-28.gxd 10/31/03 2:40 PM Pa¢g2

22 THE PERSONAL, POWERFUL YOU!

7. What activities, experiences, events, or moments would make
your life complete? What steps will you take to make these
things happen?

8. And perhaps the most challenging question:
What’s the risk of doing nothing?

Profit Point

A fish story!

I have a love/hate relationship with fishing!

What I hate about it is that it’s slow. It ruins a good boat ride. And
it becomes a very expensive nap!

What I love about it is that it teaches you important lessons, per-
sonally and professionally.

What I especially love about it is that it provides quality time with
those who are important to me: My son. My dad. My brother-in-law.
My nephews. My friends. And their kids.

We have landed little nibbles and big ones in lakes, rivers, gulf wa-
ters, and oceans.

Some of the valuable lessons learned while fishing are:

e
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A Fish Story! 23

. Persistence pays. (Refuse to quit.)

. Always seek new pools of possibilities. (Sounds like

prospecting.)

. Dangle the hook and bait in the water in front of the fish.

(Sounds like marketing.)

When the fish bites, set the hook and reel him in. (Sounds
like selling.)

Bait your hook with what the fish likes to eat. (Sounds like
negotiating.)

Once the fish is caught, keep him comfortable. (Sounds
like customer service.)

Attitude matters, yet you’re compensated for your behav-
ior and results.

Listen to the experts—for example, Captain Jimbo Hail,
who taught me how to jig in the Gulf of Mexico.

Don’t brood over rejection. It’s more fun to talk about the
one you reeled in than the one that got away.

You’ve gotta be in the right place at the right time. And
then know what to do while you’re there!

Reap the rewards—for example, having red snapper we
hooked in the gulf, prepared by a gourmet chef at a local ho-
tel’s restaurant within two hours from the time we caught it.

how can you always find a great fishing hole with plenty of fish?

Here’s a simple yet profit-peaking exercise.

Answer these 10 questions as they apply to you, your products or

services,

your business, your prospects, your customers or clients, and

your marketplace.

1.

What are your customers’ critical success considerations
(CSCs)? (What are the factors that matter most to them and
influence whether they’re willing to give you and your com-
pany approval?)
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What have been your most successful strategies to build your
business?

What buying trends are you seeing?

What other organizations or businesses serve your prospects
or target markets, with whom you might create a strategic al-
liance?

What professional organizations do your prospects belong to?
(How can you create and attain visibility within these groups?)

What trade, consumer, or professional publications do your
prospects read? How can you position yourself as an expert
(i.e., as a contributing writer, a resource for interviews, etc.)?

Do you have unique benefits or hidden assets about your com-
pany and people that your prospects could receive significant
value from, yet you’re not telling them? (If so, what are these
benefits or assets?)

What specific problems are you solving in a prospect’s or cus-
tomer’s life?

What results and outcomes do you deliver to customers?

What are the top 10 reasons a decision maker should buy from
you and your company, rather than from a competitor?

Bonus Points or Winning Ways

1.

2.

3.

Daily, conduct the world’s fastest strategic plan by answering:

Where are you?
Where would you like to be?
How would you like to get there?

To gain market share, capture mind share. Create favorable
impressions about how you can positively impact others.

Find out what everybody else is doing, then don’t do it! It’s
okay to emulate, just don’t imitate. Instead, innovate!
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4. Realize that you're rewarded for behavior and performance,
not intent.

5. Know your metrics. What’s working? What ain’t? Measure re-
sults (i.e., new customers, average sale increases, deeper pene-
tration and growth with current customers, dollars in the
pipeline, sales volume, etc.).

Profit Point

A champion’s vision.

In the spring of 2000, I consulted with Bill Russell. Russell is one of
the most celebrated athletes in the history of sports. His feats of vic-
tory read more like a “believe it or not” tale than a resume of remark-

able results.
His accomplishments include:

v¢ Eleven National Basketball Association (NBA) world champi-
onships in 13 seasons with the Boston Celtics.

v« NNBA Hall of Famer.
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X

Only athlete to ever win two NBA championships as a
player/coach.

Voted one of the top 50 NBA players of all time.
"Two NCAA championships with the University of San Francisco.
Olympic gold medal winner.

o X X

Recognized by HBO as the greatest winner of the 20% century.

One of the most interesting stories Russell told me was about his
role as a rebounder.

Russell did more than merely elevate his angular 6’10” body to
grab the ball or “wipe the glass” following an opponent’s errant shot. In-
stead, he turned rebounding into a science.

Russell studied other players. He learned their tendencies—their
shot patterns, their habits, especially the bad ones. This analysis gave
him a competitive advantage.

When an opponent launched a shot, other players followed the
ball. Not Russell. Instead, he fought for position in more valuable terri-
tory. He was headed to where the ball was going, after it hit the back-
board or rim on a missed shot.

This strategy, dogged determination, and exhaustive preparation
helped Russell become the most prolific rebounder of his time. (He av-
eraged 22.5 per game and led the league in rebounding four times.)

But Russell knew once he had the ball, he had to get rid of it. Fast!
His next goal was to quickly fling the ball downcourt via an outlet pass
to a streaking teammate. With speed and precision, Russell would grab a
rebound and hurl a pass up the hardwood.

He wasn’t throwing to a teammate as much as he was throwing to a
spot—a spot a teammate would suddenly fill so he could dribble to the
bucket or pass to another teammate. The result: two more fast-break
Celtic points.

Throughout a game, Russell would toss a lot of so-called no-
look or blind passes. He told me the “blind” pass is a misnomer be-
cause “Tossing the ball to a player you can’t see is dumb!” And Russell
ain’t dumb.

When I asked how he perfected the outlet pass, he rose before me,
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extended his long arms in front of his body, spread the fingers of his
enormous hands, and said, “I worked on and improved my peripheral vi-
sion. Every day, I'd slowly extend each hand. A little to the left. A little
to the right.”

Eventually, his hands, though his arms were extended from his
sides like a bird’s awesome wingspan, were still in his line of sight. Just
like on the court where a streaking open teammate would take Russell’s
bullet pass in full stride and head for the hoop.

Russell said, “Clear peripheral vision gives you focus. You have to
rid yourself of peripheral opponents.”

Lessons

Keep your eyes open for opportunity.

Remember that results require teamwork and time.
Prepare for victory.

Work smart, every day.

Focus.

Develop your strengths.

DD R - e

See what others don’t see, then take action.

“You bave to believe you are great. You have to have an air
about you. Every time I step on that field, I want to prove I
am the best player in the league. I want it more than any-

body.”
—DBrett Favre, quarterback, Green Bay Packers,
and three-time National Football League
Most Valuable Player
P.I'T. Stop

P Provocative or Playful
I  Inspirational or Informational

T  Thoughts or Theories
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Here Comes the Bride?

My wife met a woman who had recently announced her engagement,
but she stressed her wedding wouldn’t happen for at least two years.
When my wife asked why, she exclaimed, “I want to wait, just in case
something better comes along.”

I'll Make It Up on Volume

Bruce Bunescu, an account representative with Boise Cascade Office
Products, told me:

“A customer wanted to buy an item at a lower price than we
normally charged. When I told her that price was $5 below
my cost and I couldn’t sell it for a loss, she said, ‘But I want to
buy three of them!””

Height of Absurdity

From my “adults say the funniest and darnedest things” collection:

“Teff, nice to finally meet you. I've been reading your maga-
zine columns for years. You’re much taller than your picture!”

—A workshop participant

“Things turn out best ... for those who make the best
. . . out of the way things turn out.”

—TFobn Wooden, legendary UCLA basketball coach



