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The Art of 
Rainmaking 

Stop going for the easy buck and start producing something with your life. 
Create, instead of living off the buying and selling of others. 

—Carl Fox (in the movie Wall Street) 

GIST 

ANative American rainmaker is a medicine man who uses 
rituals and incantations to make it rain. For startups, a rain-
maker is a person who generates large quantities of busi-
ness. Like medicine men, entrepreneurs have created their 

own rituals and incantations to make it rain. 
Two factors make rainmaking difficult for startups. First, al-

though entrepreneurs design a product or service for a specific pur-
pose, they have no way of knowing who will actually buy it and what 
it will be used for. Thus, the first step of rainmaking is to get version 
1.0 of the product or service into the marketplace to find out where it 
blossoms. Keep your eyes open because you may find yourself in the 
midst of a gorilla market. 

Second, the products and services of startups are rarely just 
bought. Instead, they must be sold because few customers want to 
take a chance on a new product or service from a small, undercapi-
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talized organization. Thus, the second step of rainmaking is to over-
come this resistance. 

Before we begin, here's a story that illustrates how an entrepre-
neur both found out who would buy her product and overcame 
resistance to stocking it. A Parisian store once rejected the newest fra-
grance of Estee Lauder, the famed purveyor of perfume. In anger, 
Lauder poured the fragrance all over the floor, and so many cus-
tomers asked about it that the store had to carry it. Sometimes when 
it pours, it rains."' 

LET ONE HUNDRED FLOWERS BLOSSOM 
I stole this concept from Mao Tse-tung, although he didn't exactly im-
plement it during the Cultural Revolution. In the context of startups, 
the concept means 

Sow many seeds. See what takes root and then blossoms. Nurture 
those markets. 

Many companies freak out when they notice that unintended 
flowers have started blossoming. They react by trying to reposition 
their product or service so that the intended customers use it in in-
tended ways. This is downright stupid—on a tactical level, take the 
money! When flowers are blossoming, your task is to see where and 
why they are blossoming and then adjust your business to reflect this 
information. 

Here are three eye-opening examples of blossoming flowers cited 
by the dean of entrepreneurial writing, Peter F. Drucker: 

• The inventor of Novocain intended it as a replacement for general 
anesthesia for doctors. Doctors, however, refused to use it and con-
tinued to rely upon traditional methods. Dentists, by contrast, quickly 
adopted it, so the inventor focused on this unforeseen market. 

*Found at http://www.anecdotage.cora/index.php?aid=14700. 
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• Univac was the early leader in computers. However, it considered 
computers the tool of scientists, so it hesitated to sell its product to 
the business market. IBM, by contrast, wasn't fixated on scientists 
and thus let its products blossom as business computers. This is 
why IBM is a household name, and you can only read about Uni-
vac in history books. 

• An Indian company bought the license to manufacture a European 
bicycle with an auxiliary engine. The bicycle wasn't successful, but 
the company noticed many orders for only the engine. Investigating 
this strange development, the company found out that the engine 
was being used to replace hand-operated pumps to irrigate fields. 
The company went on to sell millions of irrigation pumps. * 

The following matrix shows a useful way to think of blossoming 
flowers. Most companies want to occupy the top left corner. The real 
action is in the bottom right corner, so be flexible and be open to un-
foreseen customers and uses. 

INTENDED CUSTOMER UNINTENDED CUSTOMER 

Intended Use 

Unintended Use 

Expected 

Delightful (Example: women using 
Avon's Skin So Soft as an insect 
repellent) 

Delightful (Example: car 
dealers—not only private 
owners—selling used cars 
on eBay) 

Astounding (Example: com-
puter novices creating news-
letters, magazines, and 
forms with Macintoshes) 

*Peter F. Drucker, Innovation and Entrepreneurship: Practice and Principles (New York: 
Harper & Row, 1985), 190-91. 
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SEE THE GORILLA 

Daniel J. Simons of the University of Illinois and Christopher F. 
Chabris of Harvard University ran an interesting experiment that has 
rainmaking implications. They asked students to watch a video of 
two teams of players throwing basketballs to one another. The stu-
dents' task was to count how many passes one team made to their 
teammates. 

Photo credit: A single frame from a video by Daniel Simons and Christopher Chabris. 
The video is available as a part of the Surprising Studies of Visual Awareness DVD 
from Viscog Productions, Inc. (www.viscog.com). Copyright 2003 by Daniel J. Simons. 
Used with permission. 

Thirty-five seconds into the video, an actor dressed as a gorilla 
entered the room the players were in, thumped his chest, and re-
mained in the video for another nine seconds. When asked, fifty per-
cent of the students did not notice the gorilla!"" Apparently, they were 
attending to the assigned task of counting passes and were perceptu-
ally blind to extraneous events. 

The same phenomenon occurs in organizations: Everyone is fo-
cused on the intended customers and intended uses, and they fail to 
see flowers blossoming in unexpected ways. Univac, in the example 
cited previously, focused on the scientific market and failed to see the 

'•Michael Shermer, "None So Blind," Scientific American (March 2004). 
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business market—unlike IBM. You must let a hundred flowers blos-
som and pick the unexpected ones—the gorilla markets in the midst, 
so to speak—to make it rain. 

PICK THE RIGHT LEAD GENERATION METHOD 

Many entrepreneurs, particularly ones with technical backgrounds, 
rely on traditional methods of generating sales leads, such as advertis-
ing and telemarketing. This reliance tends to be reinforced if managers 
with "proven backgrounds" from large companies join the team. 

These methods might work if people bought the products and 
services of startups. However, recall that the products and services of 
startups are sold, not bought. For selling to work, entrepreneurs need 
to establish their credibility and develop face-to-face, personalized 
contact—an effort that begins with effective lead generation. 

Henry DeVries of the New Client Marketing Institute investigated 
methods of generating leads. He found that the most effective tech-
nique was conducting small-scale seminars to introduce the product— 
not advertising, telemarketing, making glossy brochures, or exhibiting 
at trade shows. These are his top five methods: 

1. Conducting small-scale seminars 
2. Giving speeches 
3. Getting published 
4. Networking in a proactive way 
5. Participating in industry organizations 

It's risky to generalize his findings to every business, but they do 
contradict traditional thinking, and you should consider them when 
you're trying to make it rain. 

FIND THE KEY INFLUENCER 
"Data base administrator III." This sounds like an unlikely title for a 
decision maker. It conjures a picture of someone stuffed in a messy cu-
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bicle jammed full of technical manuals, eating Subway sandwiches for 
lunch. 

Lisa Nirell was a rainmaker at BMC Software. One such data 
base administrator III (DBAIII) bought more than $400,000 worth of 
software from her company. Stuck in his cubicle, phone constantly 
ringing, this DBAIII influenced the major purchases for his company. 
When the executive vice president had questions about projects or 
vendors, it was Mr. DBAIII he visited. 

The higher you go in big companies, the thinner the oxygen; and 
the thinner the oxygen, the more difficult it is to support intelligent 
life. Thus, intelligence is concentrated in the middles and bottoms of 
large companies. Here is a key insight for rainmakers: 

Ignore titles and find the true key influencers. 

Logically, the next question is "How do I find out who the key 
people are and get to them?" The answer is that you have to ask sec-
retaries, administrative aides, and receptionists—which leads us to 
the next point: Suck down. 

SUCK DOWN 

I've made dozens of decisions about companies and people by con-
sulting two terrific assistants at Apple and at Garage: Carol Ballard 
and Holly Lory. I would ask them such questions as "What do you 
think of that guy?" or "What do you think of this idea?" If their an-
swers were "He's a jerk," "He's rude," "He's an egomaniac," or "It's 
a dumb idea," he or it was finished with us. 

You may think it astounding that assistants had such power and 
influence with me—Surely Guy is the exception to the rule. In most 
cases, executives carefully consider every phone call, meeting, and 
e-mail and then tell an assistant what to do. Dream on. What I've de-
scribed is how the world works. 

Rainmaking requires access to your key influencers and decision 
makers. This includes face-to-face access, telephone access, or even 
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e-mail access. Unfortunately, these kinds of people are bombarded by 
salespeople—every one of them with a "great" product or service. 
(No one ever calls to sell a piece of crap.) 

Hence, many key influencers and decision makers employ people 
to shield them from rainmakers. Let's call them "umbrellas." To make 
it rain, you have to learn how to suck down to umbrellas. They are 
called secretaries, administrative aides, and sometimes even data base 
administrators III. Sucking up is vastly overrated—sucking up cannot 
work unless you first get through the phalanx of umbrellas, so read 
on to learn how to effectively suck down. 

• UNDERSTAND THEM. You may think that their job is to prevent 
you from gaining access. Don't flatter yourself. You're not that im-
portant. Their job is to enable the executive to do his job—and one 
aspect of this is guarding his time (which many people, such as you, 
might waste). 

• DON'T TRY TO BUY THEM. No one likes to be bought—or, more 
accurately, to be thought of as someone who could be bought—so 
don't send gifts to bribe your way in. The way to get in is to have a 
credible introduction and a rock-solid proposition and then to treat 
every contact in the organization with respect and civility. 

After you've had access (whether the access worked out or not), 
you can follow up with an e-mail, handwritten note, or gift. Some-
times the most effective follow-up is a photocopy of an article the 
umbrella would find interesting. Whatever you do, gratitude is al-
ways better than bribery. 

• EMPATHIZE WITH THEM. Odds are, this person isn't making much 
money—certainly a pittance compared to the executive. And the 
umbrella could probably run the place better than the executive. 
Companies pay umbrellas small salaries, so don't think they 
"should" take your abuse. 

• NEVER COMPLAIN ABOUT THEM. Even if the umbrella is stone-
cold wrong, never go over his head and complain. The first thing 
that will happen is that this complaint will circle back to the um-
brella, and you can kiss your access goodbye. Forever. 
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GO AFTER AGNOSTICS, NOT ATHEISTS 

[T]he defenders of traditional theory and procedure can almost al-
ways point to problems that its new rival has not solved but that for 
their view are no problems at all."" 

—Thomas Kuhn 

One of the holy grails of rainmaking is landing "the reference account." 
This is the big, prestigious account that provides wheelbarrows of 
money, plus credibility, too. 

Back in the mid-eighties, the reference-account software compa-
nies for a new personal computer were Ashton-Tate (dBase) and Lotus 
Development (Lotus 123). Oh, to have their products run on Mac-
intosh . . . it would establish Macintosh as viable. But it was not to 
be—and it didn't matter. 

By definition, reference accounts are already successful and es-
tablished. Usually, they benefit from the perpetuation of the status 
quo. Herein lies the problem: If you have an innovative product or 
service, these accounts are the least likely to embrace it. They are 
atheists when it comes to a new religion because they are the high 
priests of an old order. 

Unfortunately, many startup organizations obsess about landing 
these reference accounts—as Apple did with Ashton-Tate and Lotus. 
They will do almost anything to have them as customers because their 
presence is the equivalent of being blessed by the Pope. 

Take it from someone who did it wrong: Ignore atheists. Look 
instead for agnostics—people who don't deny your religion and who 
are at least willing to consider the existence of your product or ser-
vice. If your dream reference account doesn't "get it," cut your losses 
and move on. 

Agnostics, or "nonconsumers,"1" typically aren't using anything 
because of the high cost or skill requirements of the current offerings. 

"Thomas Kuhn, The Structure of Scientific Revolutions (Chicago: University of Chicago 
Press, 1962), 157. 
fClayton Christensen and Michael E. Raynor, The Innovator's Solution (Boston: Harvard 
Business School Press, 2003), 110-11. 
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For example, during the introductory phase of personal computers in 
the eighties, people couldn't afford personal mainframes or minicom-
puters. Even if they could, these products were so hard to use that 
consumers wouldn't have had the necessary skill level. 

Thus, agnostics are easier to please than atheists because you're 
enabling them to do something they simply could not do before—as 
opposed to having to displace an entrenched product or service. Ap-
ple seldom got people to switch from Windows (despite its ad cam-
paign), but for people who had never used a personal computer 
before, Macintosh was life-changing. 

Nothing should excite an entrepreneur more than penetrating a 
market full of agnostics. 

MAKE PROSPECTS TALK 

Nature, which gave us two eyes to see and two ears to hear, has 
given us but one tongue to speak. 

—Jonathan Swift 

If a sales prospect is willing to buy your product or service, he will of-
ten tell you what it will take to close the deal. All you have to do is 
shut up so your prospects can talk. 

The process is simple: (a) create a comfortable environment by 
asking permission to ask questions, (b) ask questions, (c) listen to the 
answers, (d) take notes, and (e) explain how your product or service 
fills their needs—but only if it does. And yet many people fail at this: 

• They are not prepared to ask good questions. It takes research be-
fore a meeting to understand a prospect. Furthermore, they are 
afraid that asking questions makes it look as if they don't already 
know the answer. 

• They can't shut up because they belong to the bludgeon school of 
sales: I'll keep talking until the prospect submits and agrees to buy. 
Or, they may be able to shut up, but then they don't bother listen-
ing. (Hearing is involuntary; listening is not.) 
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• They don't take notes because they are lazy or don't consider the in-
formation important. Taking notes is a good idea, as mentioned in 
Chapter 7, "The Art of Raising Capital." First, it will help you re-
member things. Second, it's bound to impress the prospect that you 
care enough about what was said to write it down. 

• They don't know enough about their product or service to effec-
tively apply it to the needs of prospects. This is inexcusable. 

Let's say that your product offers several different benefits (not 
features!) such as saving money, providing peace of mind, and enlight-
ening people. Begin by mentioning all three benefits and let prospects 
react. They will typically tell you which of the benefits are appealing. 

If nothing resonates, ask the prospect what would. From that 
point on, focus on what you just heard because the prospect has just 
offered you a valuable tidbit: "This is how to sell to me." The point is 
to let the prospect talk, to listen, and then to be flexible. Remember: 
You're selling, they aren't necessarily buying. If a customer tells you 
how to sell to them, you damn well better listen. 

ENABLE TEST DRIVES 

The most difficult barrier that startups face is reliance on the status 
quo. Usually people think the old products and services are good 
enough: I can do everything I want to with my computer with a text-
based interface. Why would I want a graphical user interface? 

This doesn't mean that every product in widespread use is good 
enough—only that customers have accepted them as such. Thus, an 
entrepreneur's job is often to show people why they need something 
new. The traditional way to do this is to bludgeon them with advertising 
and promotion. 

However, countless companies have already flooded the market-
place with the same claim: better, faster, cheaper! Also, as a new or-
ganization, you probably don't have enough money to reach critical 
mass in advertising and promotion. 
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Thus, the best way for a startup to attract customers is to enable 
them to test drive its product or service. Basically, you are saying 

• "We think you're smart." (This already sets you apart from most 
organizations.) 

• "We won't try to bludgeon you into becoming a customer." 
• "Please test drive our product or service." 
• "Then you decide." 

Test driving is different for every business. Here are some exam-
ples that illustrate widespread applicability: 

• H. J. Heinz (2002 revenues of $9.4 billion) gave away samples of 
his pickles at the 1893 Chicago World's Fair. His booth was stuck 
in a low-traffic location, so he hired kids to pass out tickets that 
promised a free souvenir for visiting his booth to get a pickle. * 

• General Motors created the GM 24-Hour Test Drive program to 
enable people to take cars home for the evening in order to truly 
test drive them. This sure beats the usual car-dealership test drive of 
going around the block. 

• Salesforce.com enabled people to use its software for a thirty-day 
period at no charge. The beauty of this test drive is that once you 
have this kind of information about a company's product, you're 
less likely to switch because of the data entry you've already done. 

Suspend your dependence on traditional and expensive methods 
of marketing your product or service and give test driving a test drive. 
It's the best way to overcome the status quo. 

PROVIDE A SAFE, EASY FIRST STEP 

One of the mistakes Apple made when we introduced Macintosh was 
that we asked information technology managers to throw out existing 

"Maggie Overfelt, "A World (Fair) of Invention," Fortune Small Business (April 2003): 31. 
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computers and replace them with Macintoshes. We were asking them 
to take a leap of faith. With hindsight, it should not have been sur-
prising that few companies took us up on this request. 

Mixing metaphors, if you want to make it rain, don't try to boil the 
ocean. Instead, offer customers a smooth, gentle, and slippery adoption 
curve. This means asking customers to use your product or service in 
small pieces of the business, in a limited and low-risk manner: 

• one geographic location, such as a regional office 
• one department or function 
• one project 
• a brief trial period 
• a simple act of support 

Assuming that you do have a great product or service, simply 
getting in the door is the hardest part of the battle. If you're lucky, 
your product or service will please the customer, and satisfaction will 
catalyze further adoption. It seldom goes this smoothly, however, be-
cause while getting it in is hard, getting it used is just as hard, as is get-
ting it spread. But the process always starts with getting it in. 

Counterintuitive as this may seem, you should also implement a 
safe, easy last step for customers—that is, to make it easy for cus-
tomers to end their relationship with you. For example, Netflix, the 
DVD subscription service, has an easy and friendly five-minute 
process to end subscription to its service. It enables people to have a 
positive last experience with the company. 

It's far better for former customers to say, "Netflix wasn't for me 
because I don't watch that many DVDs," than "It took me an hour on 
the phone and three months of fighting with my credit card company 
before I could unsubscribe. I will never use Netflix again." 

Furthermore, because of the good feelings that Netflix's exit pro-
cedure generates, former customers are much more willing to rein-
state their accounts when they receive Netflix's friendly e-mails a few 
weeks later. 
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LEARM FROM REJECTION 

If you're not part of the solution, you're part of the precipitate. 
—Henry j . Tillman 

Rainmakers get rejected. In fact, the best rainmakers probably get re-
jected more often because they are making more pitches than others. 
However, a good rainmaker learns two lessons from rejection: first, 
how to improve his rainmaking; second, what kind of prospects to 
avoid. Here is a list of the most common rejections and what to learn 

• "YOU ARE NOT ONE OF US. STOP TRYING TO BE OME OF US." 
You typically encounter this rejection when you are trying to 
change fundamentally how something is done. For example, when 
Apple introduced the Macintosh, Apple attempted (and failed) to 
gain acceptance by selling Macintoshes to information technology 
departments. When people tell you this, go around or under them. 
For example, selling Macintoshes to the graphics department worked 
for Apple. 

• "YOU DON'T HAVE YOUR ACT TOGETHER." One of two things 
happened: Either you really didn't have your act together or you 
stepped on someone's toes. Force yourself to review your pitch and 
interpersonal skills to determine if it's the former. If you stepped on 
someone's toes, figure out how to make amends. 

• "YOU ARE INCOMPREHENSIBLE." You usually hear this when 
you are, in fact, incomprehensible. Go back to the basics: Cut out 
the jargon, redo your pitch from scratch, and practice your pitch. 
The burden of proof is upon you—if you need to find a customer 
who's "smart enough to understand why they need our product," 
you're going to starve to death. 

• "YOU ARE ASKING US TO CHANGE, AND WE DON'T WANT TO 
HEAR THIS." This is a common response when presenting to a suc-
cessful group that is living the high life and sees no reason to 
change. What you're hearing is that you're in the right market but 

talking to the wrong customers, so look for customers who are feel-
ing pain. 

* "YOU ARE A SOLUTION LOOKING FOR A PROBLEM." This means 
that you are still inside your value proposition looking out. The 
appropriate response is to keep permutating your value proposition 
until you are outside the value proposition (like customers) and 
looking in. If you can't get on the outside, let's face it: You may, in 
fact, be a solution looking for a problem. 

• "WE'VE DECIDED TO STANDARDIZE ON ANOTHER PRODUCT 
(OR SERVICE)." You're probably trying to sell to the wrong person 
if you hear this and your product or service is truly, demonstrably 
better. Avoid the gatekeeper and find the user. Do what you have to 
do to get an entree to the final customer. If your product or service 
isn't truly, demonstrably better, maybe the final customer told the 
gatekeeper to get rid of you. 

MANAGE THE RAINIV1AKIMG PROCESS 

Rainmaking is a process, not a one-time event or an act of God. You 
can't abdicate it to some "sales types" or to sheer luck. It is a process; 
you can manage it like other processes in your organization. Here are 
some tips for how to do this: 

• ENCOURAGE EVERYONE TO MAKE IT RAIN. Someday you may-
reach the point where your engineers and inventors can simply toss 
a new product or service over the cubicle wall and have the sales-
people pick it up and sell it. But that day isn't here yet. 

• SET GOALS FOR SPECIFIC ACCOUNTS: when you expect them to 
close, and how much each sale will yield on a weekly, monthly, and 
quarterly basis. 

• TRACK LEADING INDICATORS. Everyone has trailing indicators, 
such as the previous month's and quarter's sales. Leading indica-
tors, such as the number of new product ideas, cold calls, or sales 



leads, are important, too. It's easy to know where you've been—it's 
harder and more valuable to know where you're going. 

RECOGNIZE AND REWARD TRUE ACHIEVEMENTS. Don't allow 
rainmakers to submit intentionally low forecasts so that they can 
easily beat them. Certainly don't recognize and reward intentions— 
intentions are easy, rainmaking is hard. 

If you don't manage the rainmaking process, you'll start with 
"Our projections are conservative," and six months later, you'll be 
saying, "Our sales are coming in slower than expected." There is 
nothing sadder. 
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FAQ 

Q. Where would I find the early adopters and risk takers in large companies? 
A. It's difficult to provide a general answer to this question. It's easier 

to tell you where you probably won't find these types of people: at 
the highest levels. So let a hundred flowers blossom inside these 
companies—don't go in with preconceived notions of who the early 
adopters are. 

Q. We have the opportunity to hire a rainmaker, but he wants significant stock 
options, plus $150,000 per year, plus another $75,000 in expense ac-
counts. That's in addition to our trade show and advertising budget. He's got 
a good reputation and accounted for $16 million per year in sales in his 
previous job and says this will be a big step down in terms of income. Why 
should we hire him rather than going with manufacturers' representatives? 

A. Rainmakers are expensive, but if they can deliver, they're worth it. If 
he wants the world—and it sounds like that's the case in this scenario— 
make him earn it with a compensation plan dependent upon results. I 
wouldn't simply give him everything he wants at the start. 

RECOMMENDED READING 
Cialdini, Robert. Influence: The Psychology of Persuasion. New York: Mor-

row, 1993. 
Coleman, Robert E. The Master Plan of Evangelism. Grand Rapids, MI: 

Spire Books, 1994. 
Moore, Geoffrey. Crossing the Chasm: Marketing and Selling High-Tech 

Products to Mainstream Customers. New York: Harper Business, 1999. 
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The Art of Being 
a Mensch 

The true measure of a man is how he treats someone who can do him 
absolutely no good. 

—Samuel Johnson 

GIST 

T his chapter explains how to achieve menschhood. Mensch is 
the Yiddish term for a person who is ethical, decent, and ad-
mirable. It is the highest form of praise one can receive from 
the people whose opinions matter. 

This topic is included here for two reasons: 

• Every person and organization exists in the larger context of soci-
ety. Doing things that benefit you and your organization to the 
detriment of the rest of society doesn't scale. 

• If you want to build a truly great, lasting organization, you need to 
set the highest moral and ethical standards for employees. A mensch, 
by definition, provides a good role model for this. 

The three foundations of menschhood are helping lots of people, 
doing what's right, and paying back society—simple concepts that are 
hard to implement. 



HELP MANY PEOPLE 

Getting into Heaven may require the simple act of accepting God, but 
according to some theories, there are different "classes" in Heaven 
once you get there. Let's call these tiers (for want of a better analogy) 
coach, business, and first class. (Heaven may not work this way, but 
we're talking about eternity, so why take any chances?) 

As in airplane travel, the salient issue is Hoiv do I get upgraded? 
You have to rack up points through your conduct during the time 
you're on this earth, and the best way to rack up points is to help 
people. 

The easiest people to help are those whom you think you'll need 
someday. Unfortunately, these points are the least valuable because 
the motivation isn't pure. Many people don't even bother doing this. 

The big points, and what separates a mensch from a good 
schemer, come from helping people who cannot help you. In ascend-
ing order of karmic purity, there are three reasons to help these folks: 

• You never know—they might be able to help you someday. 
9 You want to be sure to rack up karmic points just in case my theo-

ries are right. 
• You derive intrinsic joy from helping your fellow man. 

The first reason will get you into an exit row in coach class. The 
second will get you into business class. The third will get you into first 
class on Singapore Airlines in a seat that converts to a fully reclining 
bed with a power outlet for your laptop and noise-canceling head-
phones on a plane with in-flight Internet access. 

But let's not get caught up in details. A mensch helps people re-
gardless of whether it's good for this life or the next one. There are 
few joys greater than helping others. 

DO WHAT'S RIGHT 

Doing what's right is the second cornerstone of menschhood. This 
means taking the high, and sometimes difficult, road. Here are three 
examples: 

i ne nn uj netng a Mensch 

• OBSERVE THE SPIRIT OF AGREEMENTS. An investment bank 
finds a buyer for your company, helps you negotiate an acceptable 
price, and finalizes the deal. However, the deal closes a month after 
the engagement agreement expires, and the fee that you would re-
ceive is $500,000. You pay the bank anyway. Gladly. 

• PAY FOR WHAT YOU GET. You're a jewelry retailer, and you've re-
ceived a shipment of rings from a manufacturer. The manufacturer 
billed you for fourteen-carat gold, but they are eighteen-karat 
rings. You call the manufacturer and report the discrepancy. 

• FOCUS ON WHAT'S IMPORTANT. You're in a beginner's hockey 
league. At midseason, your team is 8-0. The next-best team is 4-4; 
the worst team is 0-8. Some of your best players offer to swap 
places with players on the last-place team. * What's important is for 
everyone to have fun, not winning the championship. 

A mensch does the right thing—not the easy thing, the expedient 
thing, the money-saving thing, or the I-can-get-away-with-it thing. 
Right is right, and wrong is wrong. There absolutely are absolutes in 
life, and mensches heed and exemplify this truth. 

PAY BACK SOCIETY 

The third cornerstone of menschhood is paying back society. You 
could define a mensch as an investor who doesn't care about capital 
gains. The kind of gains a mensch does seek is paying back society, 
not reaping additional money. 

This doesn't mean that a mensch has to be wealthy. In fact, 
money usually renders a person unmenschionable. (If you ever want 
to understand what God thinks of money, look at who He gives it to.) 

*And just to show you how the karmic scoreboard works, the last-place team wins the 
championship at the end of the season. 
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A mensch wants to pay back society for the following kinds of 
gifts: 

• family and friends 
• spiritual fulfillment 
• good health 
• beautiful surroundings 
• economic success 
• a hat trick every once in a while 

There are many "currencies" to use to pay back society. Giving 
money is only one of them—others include giving time, expertise, and 
emotional support. Mensches joyfully provide these currencies to oth-
ers. The key concept is that a mensch pays back—that is, for goodness 
already received—as opposed to pays forward in expectation of return. 

EXERCISE 
It is the end of your life. Write down the three things you want people 
to remember about you: 

1. 

2. 

3. 

i we nri, or neing a JVlensch 

FAQ 

Q. How can I prevent success from going to my head? 
A. Death and illness have had a profound effect on me in this regard. 

Neither cares whether you're rich, famous, or powerful. And all the 
riches, fame, and power don't matter if you're sick or dead. So when 
you're feeling invincible, just remember that you could be gone in a 
split second, and "richest person in the hospital" and "richest person 
in the cemetery" are lousy positioning statements. 

Q. How can I make sales calls and close business deals without always feel-
ing like I "pulled one over on" the customer? 

A. If you're selling something that the customer needs, you should never 
feel this way. If you do feel this way, stop selling what you're selling— 
or sell it to people who need it. 

Q, Isn't thinking of others and being charitable antithetical to the goal of busi-
ness—that is, to make money? Won't a potential investor see this as a sign 
of someone who is soft or weak or otherwise not an effective business-
person? 

A. If a potential investor feels this way, it says more about the investor 
than it says about you. It's entirely possible to do good and make 
good. The two are not mutually exclusive. However, don't assume 
that your charitable causes are the same as your investors'. And you 
should be charitable with your own resources, not someone else's. 

Q. What if otherwise helpful and positive me really needs to lash out at 
someone? 

A. This is what an ice rink is for—although I've been known to lash out 
off (and on) the ice a few times myself. (It made the situations worse.) 
As I've gotten older, I've learned to shut up (or not send the e-mail) 
and walk away. 

Q. People are always asking me for my expert advice, but it's interfering with 
my ability to get my current job done. What should I do? 

A. Write a book and tell everyone to buy it. 

RECOMMENDED READING 
Halberstam, Joshua. Everyday Ethics: Inspired Solutions to Real-Life Dilem-

mas. New York: Viking, 1993. 



Afterword 
Books are good enough in their own way, but they 

are a mighty bloodless substitute for living. 
—Robert Louis Stevenson 

Thank you for reading my book. This took an investment of 
both your time and your money. In return, I hope that you 
have gained insight into how to make meaning and change 
the world. 

I also hope to meet you someday. If you have the book with you, 
you can show me how you took notes, dog-eared pages, and under-
lined text. Nothing is more flattering to an author than to see that his 
book is severely "used." 

From time to time, please check www.artofthestart.com, because 
I will upload examples, templates, and other resources for your use. 

Now I've kept you too long. Cast away the microscopes, focus 
the telescopes, and get going. 

Guy Kawasaki 
Palo Alto, California 

Kawasaki@garage.com 


