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			Book Presentation: What They Don’t Teach You At Harvard Business School by Mark H. McCormack

			Book Abstract

			Main Idea

			A business school can’t teach you how to be street-smart. You have to go out and get experience for yourself in the business world to start developing the ability to make the most of your business strengths.

			Business is a competition, and any high-level, sophisticated competition is played more in the head than it is in the office. By keeping your eyes open to experiences happening all around you, and by thinking clearly about your own career and company, you can learn the effective techniques of salesmanship, negotiating skills, starting, building and running a business, managing people and getting things done.

			The people making the most money in any business field are those who are at the cutting edge of their particular industry. Taking that edge requires innovative and creative thinking combined with intuitive business knowledge. The process is hard, but the payoff is worthwhile.

			Important Note About This Ebook

			This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.

			Summary of What They Don’t Teach You At Harvard Business School (Mark H. McCormack)

			Preface

			As an introduction to business, a Law degree or a MBA (master of business administration) are worthwhile endeavors. However, as an education, both degrees are at best a foundation and at worst a naive form of arrogance. The best lesson anyone can learn from a business school is an awareness of what it can’t teach you - all the ins and outs of everyday business life.

			This book is really about street smarts - the ability to make active, positive use of your insights, instincts and perceptions. Street smarts are simply applied people sense, the basis of any business association. Street smarts involves reading people and using that knowledge to get what you want.

			Business demands innovation, of being on the leading edge of any field of business expertise. Intellect, intelligence or graduate degrees will never be substitutes for common sense, people sense and street smarts.

			Part 1. People

			1. Reading People

			Main Idea

			Success in business depends on an accurate knowledge of how people will react when faced with a decision whether or not to buy your product or do business with you. Therefore, the more you understand other people, the more accurately you can create a situation in which they will respond favourably to your business product, service or proposal. You can learn almost everything you want to know about people - and more than other people would like you to know - simply by watching and listening, keeping your eyes peeled, your ears open and your mouth closed.

			Supporting Ideas

			What people say and do in the most innocent situations reveals volumes about their personalities. In business, it is easy to adopt a corporate persona depending on the situation, but eventually the person’s real personality is going to come out. Therefore, you should always be trying to hear what people are really trying to say by placing their deeds into the larger context of their character. The more you know about the person you are dealing with, the more effective you will be.

			Reading people requires that you open up your senses to the tangible evidence you experience rather than relying on preconceptions or opinions. Many business situations provide you the opportunity to see the dynamics operating just below the surface. You need to avoid being so wrapped up in your own presentation that you miss the clues being offered.

			Observation is an aggressive act. There are numerous clues (both conscious and subconscious) but they are only useful to the degree of your ability and awareness to pick them up. Aggressive observation means getting the big picture, avoiding jumping to conclusions and taking every bit of information into account.

			People reveal their innermost selves in the most innocent of situations. How they deal with a waiter or an airline attendant can reveal a glimpse below the surface that they are not aware they are giving you. For this reason, breakfast, lunch and dinner meeting can reveal volumes about the people you are doing business with. Casual exchanges before or after meetings or even the farewells at the conclusion can reveal volumes if you are aware.

			The fundamentals of reading people are:

			
					Listen aggressively. Listen to what is being said and how it is being said.

					Observe aggressively. You don’t need a book to be aware of body language and the statement people make by their grooming, etc.

					Talk less and you will automatically learn more.

					Take a second look at your first impressions. Go with first impressions after carefully analyzing them.

					Take time to use what you’ve learned. Think about how to apply the information you’ve gained about that person’s character.

					Be discreet. If you reveal what you’ve learned, you dull it’s effectiveness in the future.

					Be detached. You automatically increase your own powers of observation when you step back from any situation and consider your options.

			

			2. Creating Impressions

			Main Idea

			Just as you learn a lot about others through the little things they say and do, you can also make an enduring impression on others through little things you say and do. You can build the type of business impression you want to create.

			Supporting Ideas

			The most effective executives impress in unobtrusive ways rather than making a grand gesture. Often this is a simple act or gesture that, if never made, would probably never be missed. If you can take advantage of all the little opportunities to create an overall impression of competence, effectiveness, maturity and fair-minded toughness - the kind of person people want to do business with - they will overlook occasional blunders.

			Doing the opposite of what someone expects is an incredibly effective technique. It primes the other party’s imagination, and makes them keen to discover why their preconception was so far wide of the mark. If they expect toughness, it is amazing what a simple, self-effacing remark can do. If they expect a hard line, by making an immediate insignificant concession you throw them completely off-balance.

			Correspondence forms a strong subliminal impression of any business. It is an opportunity to present yourself to the business community as a whole. This is closely linked to your official link to the outside world - your secretary. How she deals with your associates is a mirror image of how the outside world sees you.

			Similarly, the way you dress forms an immediate, strong impression about who you are. In general, it makes more sense to be dressed conservatively, as that makes you harder to read. People dressed otherwise had better be prepared to overcome numerous generalities that people will form about their entire personalities, simply on the basis of their grooming. As a general rule, it’s smart to have your grooming reveal little.

			You can create an impression of efficiency by setting up a situation that calls for exact timing - tell them you will call at 10 a.m. the next day, and call precisely at 10 a.m. Do this a few times and they will assume you conduct all your business affairs that way.

			Similarly, you create a positive impression by following through on every business promise you make without exception. Never say you will do something just to get someone out of your office or off your back - this habit will come back to haunt you at unexpected moments.

			If you want to make a business gesture that will be appreciated and remembered by the other party, try:

			
					Doing something for one of their kids. It will mean far more to them than almost anything else.

					Letting people off the hook when they have made a commitment to you but circumstances have changed.

					Driving a soft bargain when the deal is particularly important to the other party can create numerous longer-term opportunities.

			

			Appreciating and acknowledging someone’s genuine business skills from which you have benefited is a subtle and effective form of flattery. All things being equal (or even slightly unequal), people prefer to buy from their friends. Make friends.

			Make business mentors and confidants - people you trust who you can seek advice from. Be totally discreet - anytime you talk about another person, the person listening will wonder what you tell others about them. Respect confidences.

			The most important personal asset in business is common sense. If you don’t have it already, nothing you read can change that. The second most important asset is a sense of humor, an ability to laugh at yourself or the situation. Humor creates a most favorable long-term impression. Humor brings back a sense of perspective, which, next to profits, is the easy to lose in business.

			3. Taking The Edge

			Main Idea

			Taking the edge means to combine everything you know about others and have allowed them to know about you and tilting a business situation so it is slightly to your advantage. It is winning through intuition. It means learning what people want and finding a profitable way to give it to them. It means taking the business initiative.

			Supporting Ideas

			First, you must examine the facts from a perspective that the one fact you don’t know is the one that will make the difference. This requires that you take the time and effort to do the spadework to learn everything you can about the companies and people you do business with.

			The whole point in reading people, determining ego, finding soft spots, etc. is to use this information to your advantage – by exposing someone to the right stimuli. Once you know the particulars and the players and have analyzed all the ramifications, you can start to size up a situation. Develop the habit of forcing yourself to step back from business events and put them into a larger perspective. Take the time to put some distance between a business occurrence and your reaction, instead of an immediate response. You act instead of react.

			However, you also need to be opportunistic – to be able to think on your feet when an edge must be taken advantage of immediately or it will disappear forever. When an opportunity arises as the tiniest crack, the trick is to make your own good luck and turn that crack into a crevice. Getting lucky is mostly a matter of recognizing when you have been.

			People always tend to deal with a crisis only in terms of the potential damage it can do. However, it can also be a window of opportunity, as people are more on edge and agitated than they otherwise would be. In times of crisis, it is doubly important to take the time to analyze the situation and act rather than react. Be shrewd and clear-headed about your actions, and look for ways to turn that crisis into an interesting edge of your own. Also keep in mind the simple passing of time can totally alter a situation. Part of being opportunistic involves waiting for the right circumstances to present themselves.

			There is a wide gap between those who think they are street-smart and those who are. This gap is created by discipline - those who are street-smart have the self-discipline to act in the best way in any circumstance.

			4. Getting Ahead

			Main Idea

			Why do some people advance rapidly in an organization while others languish indefinitely in no-man’s land? The answer lies in understanding the difference between capabilities and effectiveness. People working up to their capabilities don’t become stars. Those who are stars combine their capabilities with know-how, people-sense and an understanding of how the game is played. They are usually achievers and show results.

			Supporting Ideas

			Climbing the corporate ladder is not only a game - it is several games at different levels all going on at the same time. You are judged in any company over the long haul - your successes are balanced by failures and an overall picture emerges. Try and be unpredictable at times - so that people are always just slightly off-balance when trying to evaluate your performance.

			Learn to use three hard-to-say phrases:

			
					I don’t know. A self-effacing approach is invariably more effective than a know-it-all approach. It’s not a crime to not know something - as long as you follow through and find someone who does know.

					I need help. It is short-sighted to insist on trying to do everything yourself. The corporation exists for getting help. Hit the right balance. Don’t overdo it.

					I was wrong. It’s not making a mistake that counts. How you handle mistakes which you have readily admitted makes a far greater impression.

			

			Being trusted as an employee requires you to avoid fitting the facts to suit your circumstances. It comes down to where your ultimate loyalties lie - to your company or elsewhere. To be effective in any company situation, you need to understand the political lay of the land and work within the system. Find out who is important, and form alliances. The people who complain about internal office politics invariably become victims. Hitch your wagon to your company’s brightest stars.

			Part 2. Sales & Negotiation

			5. The Problem Of Selling

			Main Idea

			The art of selling is the conscious practice of a lot of things we already know unconsciously, and have often done while growing up. However, in business, we are suddenly being judged on how well we do at it.

			In the old days, sales was considered the fast track to the top of the company. These days, a sales career is not viewed as a necessity. The reality is that nobody ever reaches the top echelon without exceptional powers of persuasion - salesmanship. It’s true that the high-pressure foot-in-the-door sales techniques have been superseded with effective selling tied to awareness of the situation. However, selling is still vitally important.

			Some people are scared of the directly measurable nature of results in sales, or a fear of rejection. The trick lies in turning these factors into positive motivators, and using them to your advantage. That takes skill.

			6. Timing

			Main Idea

			More ideas fail because of poor execution or timing than because they were no good. If you believe in a concept and it gets turned down, watch for the circumstances to change and go back again.

			Supporting Ideas

			To get your timing right, start by applying your business sense. Does the proposal make sense, and hold specific advantages? If so, then take your timing clues from the buyer. Is now the best time to be presenting this proposal to this client? When these factors are all in order, then move to your sales situation, and follow the natural life of the deal. Avoid any urge to press when a softer approach is more fruitful. Stay alert to the signals which point out where in the life of the process you are, and where the buyer is. Bring the deal to it’s natural conclusion. The most important aspect of timing is patience.

			The best time to renew any contract is when the other party is the happiest, not when it is about to expire. You can also sell a contract renewal when the buyer is most upset with your competition. And, if the proposal involves a physical location, the best time to view anything is at sunset or at sunrise. There is something uniquely different about these times of the day.

			The best time to sell is to someone who has just arrived at a new company or is just leaving. They are either anxious to get themselves established or eager to leave a legacy.

			One of the best ways to impress a buyer is to take thirty minutes of his time when he was expecting an hour. One of the worst is to take an hour and a half.

			7. Silence

			Main Idea

			Silence, properly used, keeps the seller from saying more than he needs to and makes the buyer say more than he meant to. It also forces the buyer to make a decision.

			Supporting Ideas

			Silence either lets the other person talk or forces the other person to talk. It also gives

			
			8. Marketability

			
			
			
			
			
			
			
			
			
					Are you selling a Ford or a Mercedes?

					Relative weights of the strengths.

					Doing it with mirrors.

					Imaging.

			

			
			9. Stratagems

			
			
			
			
			
			
			
			
			
			
			
			
			
			10. Negotiating

			
			
			
			
			
					What is it, precisely, that you are selling?

					How long will the buyer enjoy the benefits of ownership?

					Where will your product or service be used (and where can it not be used?)

					How exclusive will your product be from the buyer’s perspective?

					How much money or time will be involved?

			

			
			
			
			
			
			
			
			
			
			
			
			
			
			
			11. Building a Business

			
			
			
			
			
			
			
			12. Staying In Business

			
			
			
			
			
			
			
			
			
			
			
			
			
			
					Pay them what they are worth. When people begin with your company, they are rarely worth what they are paid - you are investing in their future productivity. You should pay people low at the start while they prove themselves, with built-in higher payments once they are established and productive. And be open about the monetary value of the additional perks they get. These things have a way of getting lost.

					Make them feel important. Build employees positively and openly when praise is deserved. Temper this with negative motivation - pointing out where minor shortcomings are diluting the success that could be enjoyed. Consistency of management means filling in the occasional valley of disappointment and lopping off the odd peak of exhilaration. Avoid complacency by keeping employees slightly off-balance.

					Make employees think for themselves. Sometimes by being nonspecific, you create the environment where employees adapt other ideas and learn how to apply them in the new situation.

					Separate office life from social life. It is impossible to let your hair down with someone one night, and come down hard on them the next day. It is equally hard for the employee.

			

			
			
			
			
			
			13. Getting Things Done

			
			
			
			
			
					Wherever possible, do the things that everyone else has to do at the times when everyone else isn’t doing them. Plan ahead and use common sense.

					Use whatever system suits your operation to keep track of the details. Keep it as simple and workable as possible. The trick is not which system you use, but that you use some system that fits your requirements.

					Try carrying blank cards in your pocket for notes and ideas as they crop up. Head the cards with topics, and carry them with you to jot down reminder notes.

					Write everything down. Use whatever paper is handy, even a restaurant paper napkin if that’s all there is. This simple rule generates momentum for action.

					Always organize your next business day at the end of the previous day. Do it on paper, defining what you want to accomplish. Once this habit is ingrained, expand your plans to weekly, monthly and yearly plans as well.

					Stick to your schedule. If you’ve taken the time and effort to set it up, why not go out and use it?

					Factor into your schedule the style and personalities of the people you deal with. Avoiding this reality can cause planning headaches. People operate in many different ways - work with it, not against.

					Especially concentrate on phone calls. Try to anticipate what you want to accomplish with each call. If possible, try to be the one initiating the call rather than accepting it - you’ll be in the driver’s seat. And once the material has been covered, end the phone call appropriately. It’s not impolite to have a short telephone conversation, just efficient.

					Internal meetings can be a real time hog. Attendance at long established meetings can come to be considered part of the company’s merit system, rather than their real business function - to act. You invariably find that the amount of work done at any meeting is inversely proportional to the number of people in attendance. You also find the number of subjects to be discussed expand to fill the available time.

					Try to set a starting and ending time for each meeting. Distribute an agenda, and structure the meeting as an information gathering exercise for the ultimate decision maker who will accept responsibility. Decision making by committee is ineffective, prone to office politics and nonspecific in terms of who becomes responsible and follows through.

					Organize your day according to your own work habits, and stick to your plan. If you are an early go-getter, schedule key efforts for those time periods. A momentum gainer who operates at their peak later in the day should schedule a business day around those requirements. Getting the most out of your own business abilities is directly proportional to getting the most out of your time. You either take control of your time or surrender to the demands time places on you.

					The best time saver of all - the word “no”. You don’t need to be impolite when saying no, just final. Surprisingly, more people will appreciate a prompt idea of where you stand in relation to some concept than will be offended by your answer. There is nothing worse than being strung along by someone’s “Let me think about it,” when they are actually not interested.

					The most admired people in business are instant decision makers, who don’t study a proposal to death hoping the decision will make itself. In the long run, decision making is more intuitive than analytical. Being able to make instant decisions requires you to look beyond the obvious facts to the background story. Decision making is a constant process of staying current, of perceiving how new information can alter old perceptions and anticipating the future. As a rule of thumb, try to go with your first impression unless overwhelming information comes to hand.

					A manager’s personal style, particularly how good he is at exchanging information, contributes more to a department’s efficiency than the results of anything else. The entire organisation tends to manner it’s communication mode on that of the head executive. If he is good at exchanging information, generally everyone else will be. If he is ponderous or restates the obvious, so will everyone else.

					Office memos. Keep it simple, keep it specific and keep them to a minimum. There are no literary prizes for the world’s greatest memo. The most effective are one line long, the next two lines, etc.. Use memos to yourself to record details you want for later reference, but write all other memos to be thrown away after reading and do the same to the ones you receive -read them and discard.

					The way your office looks can have a profound influence on how quickly things get done, and the quality of your work. Keeping everything organized, clean and tidy are essential and practical ideas.

			

			14. For Entrepreneurs Only

			
			
			
			
			
			
			
			
			
					What are the connections?

					How will you connect with the people who will pay for your product or service? What edge do you have over your competition?

					Why won’t it work?

					How will you survive the immediate problems, and the insurmountable ones?

					What makes me think I’m the one to make it work?

					Your new business will succeed more readily if it is an extension of what you are already doing.

					What is the do ability quotient?

					When it boils down to it, is the concept practical, achievable and logical?

			

			
			
			
			
			
			
			
			
			
			
			
			
					They are profoundly dissatisfied with their own performance, and use any success as a stepping stone along the way to even greater performance levels. There is never any complacency or basking in past glories.

					The very best perform at their highest level for major events. They have the ability to peak at the right time, rather than constantly trying to maintain a performance level.

					A champion never feels like he is ahead during the competition. He is on-edge and fighting from behind, no matter what the scoreboard states. This translates into a performance with a slight edge to it.
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