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Vintage

In  consider ing the 
importance of individual 
difference, it should first 
be noted that the goal of 
m a n y  s o c i e t i e s -  
including the goal of the 
communis t  soc ie ty  
today and almost every 
utopia that has ever 
been conceived from 
Plato to Huxley- has 
been to compel men to 
conform. The theory is 
that if everyone is 
induced to accept the 
same ideas of what is good and proper, conflicts 
between men and groups of men will disappear and 
humanity will live happily ever after.
 
By contrast, one of the corner stones on which the 
creative society is built is the inconvertible fact that men 
are different, that they cherish these differences, that 
the joy and fascination of life depend on the existence of 
differences, and that there are great social values in 
differences.
 
In a creative society we observe that men are both 
egoistic and self-sacrificing and many things more. 
While men are , taken as a whole, driven by an urge to 
create and grow, their characteristics vary with their 
times, experiences, culture, inheritance and with all 
other circumstances, in which they find themselves.

The driving force of difference in individuals and groups 
seems well illustrated in history of the United States and 
Canada (in contrast to some other countries) While no 
doubt we have strong forces in many companies, labor 
unions, churches and schools, that are trying to enforce 
a high degree of conformity to some particular view 
point, practice, belief, nevertheless those forces have 
been less dominant than the forces of individual 
integrity. In our business world, if a man has felt that he 
could do the job better than someone else, he has been 
free to try: indeed the fact that he saw things differently 
has given him both the opportunity and the courage to 
try.

Has our society progressed in spite of differences or 
because of them? Possibly the very existence of 
differences among various people and groups has 
given people the courage to disagree with prevailing 
opinions. Every discovery, every invention ,every new 
industry, every new idea has come about because 
some person or group of people has had the courage as 
well as insight to disagree with the majority or do what 
the majority has not thought of doing before. This is 
perhaps what David McCord Wright had in mind when 
he pointed out:

"Our dilemma...is that if 
we make men 'free', 
t h e y  w i l l  b e c o m e  
creative and from their 
creations will spring the 
possibility of growth and 
the certainty of  trouble.”

Differences of course, 
lead to trouble, to 
misunderstanding and 
conflict. Yet conflict is 
essential to constructive 
work. More than a 
generation ago, Mary 

Parker Follett, a woman who has since become 
recognized for her many profound insights into the 
nature of business organizations, wrote: 

What people often mean by getting rid of conflict is 
getting rid of diversity, and it is of the utmost importance 
that these should not be considered to the same. We 
may wish to abolish conflict. but we cannot get rid of 
diversity. We must face life as it is and understand that 
diversity is its most essential feature.... fear of 
difference is dread of life itself. It is possible to conceive 
of conflict as not necessarily a wasteful outbreak of 
incompatibilities, but a normal process by which socially 
valuable differences register themselves for the 
enrichment of all concerned."
 
Creativeness in an organization depends to a large 
extent on people who are not too ready to agree. In our 
own experience, most of us abhor the attitude of" Well, if 
you are going to argue about it, let's have it your way.” 
We have found that we must have diversity of 
opinion firmly as well as fairly expressed, if our 
business is to make the wise decisions that will 
enable it to develop and grow.

Judge Learned Hand, a philosopher as well as 
judge, has described the spirit of liberty as" the 
spirit that is not too sure that it is right.” 
Tolerance for difference, for the view point we 
don't agree with, implies that we are not sure of 
our own. We accept our principles of action as 
working hypotheses, realising that something 
may happen to lead us to revise these opinions. 
While it often sounds that some of our friends 
would never change their opinions (particularly 
on matters of ethics or politics) our great genius lies in 
the fact that we may talk loudly, but when the chips are 
down, we seem to act on the basis that all general rules 
of what is right and wrong must be tempered by 
common sense.
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The Creative ideal depends on these concepts:
 
1. That the forces in business (and many other types of 
organizations) are nurtured by the existence of 
differences between individuals and groups.
 
2. That these forces are kept in control and balance by 
the process of individuals understanding each other.
 

Managers and Leaders need 
timely wake-up calls, even if 
most times it is about ‘the 
blinding flash of the obvious’.
The book originated in the 
author's mind, by this very 
good question, asked by a 
corporate executive: Why do 
good companies fail? We are 
struck by the number of 
c o m p a n i e s  c i t e d  a s  
exemplars of world-class 
corporations, now either 
struggling or non-existent.
 
An underlying theme of this book is that great leadership 
is crucial for helping a company avoid or break self-
destructive habits. Good leaders provide vision for the 
company. However, great leaders in addition to being 
visionaries must be grounded in the reality of current 
and potential vulnerabilities posed by a hostile and ever 
changing external environment. Great leaders are 
constantly looking out for self-destructive habits that will 
get in the way of the exciting vision
 
Jagdish Sheth gives several illustrative examples of 
companies that have risen to excellence and unwittingly 
developed self-destructive habits that eventually 
undermined their success. The author also in the same 
vein describes how these self-destructive habits can be 
broken and overcome, and companies can be put back 
on the road to improved health.

The Seven Self-Destructive habits are enumerated with 
clarity and precision- Denial, Arrogance, Complacency, 
Competency Dependence, Competitive Myopia, 
Territorial Impulse and Volume Obsession. Corporate 
Behaviour is compared to human behaviour and it 
works.

For example the kind of denial that caused the collapse 
of Digital and 

.      
 

the decline of Xerox is not an 
unkown  factor  in  human  experience Who   doesn't 

3 That a creative society depends for its survival upon 
the belief that rights must be matched with obligations.
 
4. That the directing force in a creative society is the 
faith of its members in individual growth.
 
 

friend or a 
spouse who refuses to 
acknowledge that he or she 
"has a problem?”. Perhaps 
we ourselves have needed an 
occasional reality check. Why 
do we cheer for the upstart 
Google? Because everybody 
at one point or the other has 
been victimized by the 
arrogance of Microsoft and 
e v e r y o n e  w a n t s  t h e  
schoolyard bully get his 
comeuppance. When airlines 

had to face real-world competition, and shed 
complacency, few were sympathetic. While we criticise 
Singer and Britannica Encyclopedia for competence 
dependency,let's not forget all the people in the world 
who know to do one thing only. The competitive myopia 
that Coke exhibits when it obsesses about Pepsi is 
everyday fodder in the sports pages where it is called 
looking ahead. Volume obsession is so typical of human 
experience .As for territorial impulse, the turf battles in 
every family are hardly surprising
 
How to overcome these habits .. Jagdish gives step by 
step directions for each of ths habits and while they may 
seem quite obvious, they are still relevant and practical 
and good enough to stop and examine.
Finally, recognition is key, not merely recognition that 
what we used to do no longer works. That should be the 
easy part. Declining market share, net losses and 
plummeting stock price should tell us that much
The harder but more critical part is recognizing that what 
works today may not work tomorrow. This is where 
recognition is no longer a cure but a proactive measure
 
For guidance on sustaining success, this book is a must 
for executives, managers, leaders, strategists and 
entrepreneurs

know   someone a 

Must Read

The Self Destructive Habits 

of Good Companies

by Jagdish N Sheth

Pearson Power, 

247 pages, Rs.499/-

 Excerpts- Abram T Collier - Harvard Business Review

Happy Reading
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APPA

Your gentleness and warmth
Your generosity and care
Your unconditional love
Your pride in me 
Just being there for me,anytime
Making me feel special,always
How did you pack in so much?

 

 

 

 
You continue to live in me, APPA

So much given and nothing taken
My anger and rudeness forgiven so carelessly
Your pain and illness, guarded secrets
Soft and frail body, enveloped by my arms
I fought my tears and resignation
Your palms squeezed mine
Was it seeking or giving? 



It's not just CEO's and corporate spokespeople who 
need effective language to be the message. The most 
successful advertising taglines are not seen as slogans 
for a product. They are the product. From M&Ms "melts 
in your mouth, not in your hand" to "Please don't 
squeeze the Charmin" bathroom tissue, from the "plop, 
plop, fizz, fizz" of Alka-Seltzer to "fly the friendly skies of 
United", there is no light space between the product and 
its marketing. Words that work reflect” not only the soul 
of the brand, but the company itself and its reason for 
being in business,” according to David Dorga.
 
The Company Persona is the sum of the corporate 
l e a d e r s h i p ,  t h e  
corporate ethos, the 
products and services 
offered, interaction 
with the customer and 
most importantly the 
language that ties it all 
together, McDonalds 
and Starbucks over 
the  pas t  decade 
became an integral part of the Amercian culture as 
much for the lifestyle they reflected as the food and 
beverages offered, but the in-store lexicon helped by 
setting them apart from competition (Starbucks made 
the term barista popular worldwide). Language is never 
the sole determinant in creating a company persona, 
but you will find words that work associated with all 
companies that have one.
 
And when the message, messenger and recipient are 
all on the same page, this rare phenomenon is called” 
language alignment" and it happens far less frequently 
than you might expect. Language can be unaligned 
when the sales team promotes a message that has no 
similarity with the advertising campaign, it undermines 
both efforts. Corporations with multiple products in the 
same space often allow the language of these products 
to blur and bleed into each other. Procter & Gamble may 
sell a hundred products and each one fills a different 
need, a different space, and /or a different category, it is 
perfectly fine for them to share similar language. 

 

 

You can use some of the verbiage to sell soap as you 
would to sell towels, because no consumer would 
confuse  the  products and  what  they do.

Not so for a company that is in a single line of work, say 
selling cars or selling beer, where companies use the 
exact same adjectives to describe very different 
products. In this instance achieving linguistic alignment 
requires a much more disciplined linguistic 
segmentation. Bill Ford used words like innovation, 
driven, re-committed, dramatically, dedicated, words 
which when wrapped around the fourth generation Ford 
reflected credibility. Bill Ford is the messenger, the 
language dead-on and Ford is weathering the American 
automotive crisis far better than its larger rival. Again the 
language of Ford isn't the only driver of corporate image 
and sales, but it certainly is a factor. When products, 
services and language are aligned, they gain another 
essential attribute-authenticity. The best way to 
communicate authenticity is to trigger personalization. 
The key question to ask-do the audience-members see 
themselves in the slogan.... and therefore in the 
product?

t's all about words that work. When Martin Luther King 
was not given a room even though he had a reservation, 
he sat down on the hotel porch. The Hotel Owner 
walked up to King and asked" What do you want?” King 
did not answer. The Hotel Owner asked him again in a 
direct tone, not belligerent and King looked up at him 
and said” My dignity." Till today these words stick with 
us. When it comes to movie language, fiction is often 
more powerful than reality. Many movie lines we 
remember-" Frankly my dear, I don't give a 
damn."(Gone with the wind), "Keep your friends close 
but your enemies closer."(Godfather),"You can't handle 
the truth."(A few good men) have become a part of our 
cultural vocabulary.
 
Try out this test.. see how long it takes to name the last 
six presidents__ if you can. Now try identifying the most 
popular advertising slogans.. and it's done in no time!
Words matter. In the end how these words are used and 
delivered is almost as important as the words 
themselves. This may pain academics, journalists and 
some readers, but the fact is, style is almost as 
important as substance Moral of the story? All together 
now : It's not what you say, it's what people hear.

Focus

Be All That You Can Be: 

The Company Persona and Language Alignment

* “Courage is the discovery that you may 
not win and trying when you know you can lose.”
- Tom Krause
 * “A great leader's courage to fulfill his vision 
comes from passion, not position.”
- John Maxwell

* “If you only do what you know you can do, 
you never do very much.”
- Tom Krause

* “Action conquers fear.”
- Zarlenga 
* “Risk! Risk anything! care no more for the 
opinion of others, for those voices. Do the hardest 
thing on earth for you. Act for yourself. Face the truth.”
- Katherine Mansfield

* “To be trusted is a greater compliment than 
being loved.”
- George Macdonald 
* “Be happy. It's one way of being wise.”
- Simone Gabrielle 
*  “I know what I have given you.I do not know what 
you have received”
- Antonio Porchio 
* “The weak can never forgive. Forgivness is the 
attribute of the strong”
- Mahatma Gandhi 
* “Logic will get your from A to B. Imagination will get 
you everywhere.”
- Albert Einstein

Notes F
rom 

 

 

 

 

All Over

Extract - Words that work by Frank Luntz
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Best antidote to nerves-Perfect Practice 
not just Practice!!

Golfer Vijay Singh hits thousands of balls a day to 
prepare for a tournament. Olympic gold-medal winner 
Michael Phelps spends fifty miles a week to prepare for 
a competition, and Steve Jobs spends hours of grueling 
practice before a keynote presentation. Super star 
performers in all fields leave nothing to chance. If you 
want to thrill any audience, steal a page from the Job's 
playbook and start practicing.... and start practicing 
perfectly.
 
Relentless preparation is the single best way to 
overcome stage fright. Well prepared speakers do not 
memorize answers to hundreds of potential questions. 
Instead they prepare answers to categories of 
questions. The way a question is phrased is secondary. 
Your goal is to launch a mini presentation within a 
presentation. You can use the bucket method to reframe 
the question in your favour.  Let's assume that your 
product is more expensive than a similar offering by one 
of your competitors. Let's also assume that there is a 
good reason behind the higher price. The way the 
question is phrased is not as important as the answer 
you have created for the category, which is 'Price'. A 
conversation might sound like this:
 
Customer: Why are you charging 10% more for the 
same product that I can get from company X?
 
You: You are asking about price (here charging more is 
the trigger for the answer you prepared on "price". 
Although the wording the customer chose is different 
from the term you chose, it triggers your prepared 
response on the subject.) We believe our product is 
priced competitively, especially since it improves the 
bottom line of our clients by 30% on average. It's 
important to remember that we have the best service 
team in the industry. That means when you need 
support, you'll get it. Our team is available 24/7.None of 
our competitors can say  that.

Here is another example of how a CEO confidently 
maintained the high road, in his response to the trigger 
word-competition. "Our view on competition is very 
different from many others. Our view is that you play 
with class. We compete by giving our customers 
superior service and sharing our vision for where we 
see this industry is going. As we get more successful, 
we see more competition entering the market. It's part of 
the process of being a leader."
 
When former secretary of state Henry Kissinger was 
asked how he handled media questions, he said "what 
questions do you have for my answers? "He had his 
answers already prepared. The media is a tough 
audience, and these days so are your customers. Don't 
let uncomfortable questions throw you off your game. 
Place the questions into “buckets” or categories.

Practice isn't the thing you do, once you are good. 
It's the thing you do that makes you good - Malcolm 
Gladwell
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