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			Book Presentation The Power Of We by Jonathan Tisch and Karl Weber

			Book Abstract

			MAIN IDEA

			The key to economic and corporate success in today’s complex business world is to build and maintain smart partnerships with individuals, community groups and other organizations.

			Despite all the obvious advantages of partnerships building and maintaining them is difficult for most people and organizations. To form a genuine partnership, everyone has to be prepared to put aside their focus on individual concerns to work towards a greater good. That’s hard to do because it goes against one’s natural tendencies. The simple truth is, however, that you’ll always achieve more by collaborating with others than you’ll ever achieve by being hard-driving or intimidating.

			The concept of partnerships is not new. Many nations were built by people who successfully combined their efforts to build an infrastructure that would benefit future generations. In the modern world of business, however, some of these partnership building skills have been ignored. In many ways, it’s now time to reinvent and refocus on the power of partnerships. Smart leaders in business, in politics and also in the world of nonprofit organizations have been harnessing the power of partnerships successfully for quite some time. Perhaps it’s time for everyone else to catch on.

			“The Power of Partnerships begins with the recognition that no organization exists in a vacuum; we can achieve success and prosperity only by working effectively with others. But managing by partnership means more than this. It also means redefining the terms of traditional business relationships and transforming them from adversarial to cooperative. In essence, it means shifting your philosophy of relationships from Caveat Emptor: ‘Let the buyer beware’ to the Golden Rule: ‘Do unto others as you would have others do unto you’. The reality is that virtually every business relies on social and governmental resources as part of its success. The myth of the go-it-alone entrepreneur is just that – a myth. If you think your business today has been operating successfully without partnerships, you’re probably fooling yourself.”

			– Jonathan Tisch

			“Whenever managers, employees, communities, shareholders – and even competitors – join forces in pursuit of shared goals, everybody wins. It’s an approach to leadership that is not divisive, but unifying; not competitive, but collaborative; not based on a zero-sum philosophy of scarcity, but on abundance – the economic, intellectual, and spiritual abundance that human beings can produce when their talents and energies are unleashed. The power of partnerships has worked for our company, Loews Hotels, benefitting our employees, our owners, and the communities we serve. It’s also working for many individuals, businesses, and other organizations in almost every field of human endeavor.”

			– Jonathan Tisch

			About the Author

			JONATHAN TISCH is chairman and CEO of Loews Hotels. He has served as CEO since 1989. During this time, Loews Hotels has become established as one of America’s leading luxury hotel companies. Mr. Tisch also serves as chairman of the Travel Business Roundtable and as chairman of NYC & Company, New York’s official tourism marketing organization.

			KARL WEBER is a freelance writer who specializes in business and current affairs. He is the coauthor of How to Grow When Markets Don’t and How Digital Is Your Business?

			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 The Power Of We (Jonathan Tisch and Karl Weber)

			1. The Power of Partnerships

			When you put aside individual concerns and instead work with others towards achieving a greater good, impressive things can happen. This is a key principle of effective leadership. Whenever managers, employees, communities, shareholders and even competitors join forces to pursue shared goals, everyone can win. The key to making this happen is to move from an adversarial to a cooperative mindset.

			Managing a business by building and maintaining strong partnerships with other people in the business arena delivers substantial benefits and advantages. Some of these key benefits include:

			
					Partnerships can reduce or even eliminate obstacles – by converting potential adversaries into allies who have a shared interest in seeing everyone succeed.

					Partnerships can expand your reach into new markets – by providing you with the contacts, connections and channels of distribution you’ll need to utilize.

					Partnerships can give you access to the resources, talents and strengths controlled by other organizations – allowing you thereby to multiply your capabilities or offset your current limitations.

					Partnerships allow you to align the interests of your organization with those of the community – in such a way that any new development which benefits one of your partners will also have flow-on benefits for you, and vice-versa.

					Partnerships free up resources for the pursuit of key goals – by reducing the amount of time, energy and money that must be spent resolving conflicts.

					Partnerships will help you attract the top talent in your field – because the high performers in an industry always prefer to work for positive, ethical and friendly organizations.

					Good partnerships usually open up the opportunity for more partnerships in the future – effectively creating a positive feedback cycle where more and better partnerships get built on the foundation of the successful partnerships of the past.

			

			In all, there are some very compelling and attractive reasons for building and maintaining business partnerships. To make a serious commitment to building partnerships, however, there will also be substantial challenges to overcome. Among these challenges will be issues like:

			
					It’s impossible to fake a partnership – either you’re genuinely prepared to treat your partner’s concerns as seriously as you do your own or else you won’t be able to forge a true partnership.

					Many times building a great partnership takes a little creativity – you have to find and execute a new way of doing business that will enable you to transcend potential conflicts and work towards achieving shared goals.

					Partnerships always demand compromise – and therefore if you have the mindset that you want to leave nothing on the table but extract every last penny from every deal you do, it will be almost impossible for you to build a partnership which benefits everyone involved.

					Partnerships require consistency and commitment – because when you enter into a partnership, you’re requiring other people and other organizations to rely on you to follow through on what you promise. This means you’re giving an undertaking that you won’t change your approach arbitrarily or without consulting your partners.

					Partnerships always demand flexibility – there will be times when you’ll have to be willing to stand back and let your partner apply their talents even if you disagree with the choices they’re making.

					Maintaining a partnership requires openness – you have to be willing to share information in enough detail so your partners can contribute in a meaningful way.

					Above all, developing a partnership requires fairness – in that every deal you do must be structured so that everyone will benefit. If you try to use the lure of a partnership to neutralize a competitor, your partnership will soon collapse under the pressure of self-interest.

			

			All of this might sound fine in theory but rather impractical but the reality is most businesses already rely on partnerships to succeed. Without the infrastructure of business provided by strong governments, there would be no exchange of value. Business could not survive without a currency system, law and order, enforceable contracts and the other elements of the infrastructure of commerce. Nor could they survive or grow without the existence of an education system which provides trained or partly-trained new employees. Similarly, there will already be a number of civic groups, public agencies and other organizations which are already contributing to the success of your business.

			“In today’s complex world, operating without partners is not really an option for any but the simplest of businesses. The real choice is whether you will partner deliberately or inadvertently, effectively or ineffectively, thoughtfully or carelessly.”

			– Jonathan Tisch

			“In today’s complex world, no one can be all things to all people; no single organization is capable of mobilizing all the resources required to accomplish everything it needs to do. Therefore, we must work with and through other organizations. For businesses, the organizations we need to partner with include other companies as well as industry associations (which advocate for us in the public arena), educational institutions (which provide us with skilled employees), civic groups (which help shape a society in which we can work and do business comfortably), and government agencies (which provide a framework of laws, regulations, and infrastructure that allows business to operate).”

			– Jonathan Tisch

			“You can employ men and hire hands to work for you, but you must win their hearts to have them work with you.”

			– William Boetcker, Presbyterian minister (1873 – 1962)

			“Building partnerships is time consuming brain work. It’s really tough. And it’s the best job in the world.”

			– Marc Morial, mayor of New Orleans

			“Do you assume that most people are motivated by self-interest? Maybe life in today’s hard-knock world has made you cynical. If so, try opening your mind to a more positive, idealistic point of view. People can be motivated by interests other than self.

			– Jonathan Tisch

			2. The Six Key Partnerships You Need

			In business today, effective partnerships have gone beyond being simply desirable to actually being essential to survival. When you employ a partnership, you multiply the resources you can bring to bear and extend your reach.

			[image: ]

			1. Partnerships with your employees

			This partnership is of make-it-or-break-it importance. If you and the people who work for you don’t passionately want each other to succeed, nothing much will happen. By contrast, if you form a genuine partnership with your employees, then nothing can stop your organization from excelling.

			To build an effective partnership with employees, you have to do three basic things right:

			
					Use smart selection processes.Develop ways to identify people who will fit in well with your company. It’s usually easier to add the technical skills you require to someone with the right kind of personality than the other way around. Experience has shown the best employee selection process has three distinct elements:
	A pre-screening interview – where you can ask simple questions which will identify whether or not the candidate has the right kind of personality.

	A more formal structured interview -where the job seeker gets an opportunity to talk about problems they’ve solved on jobs in the past, their life’s ambitions, their career goals, their personality traits and interests and so on.

	A “fit interview” – between the job seeker and the person who will be their direct supervisor if they get the job.




					Provide people with effective training.Invest time, effort and resources in helping your employees develop the skills they will require. Usually this will be a mix of classroom instruction and on-the-job training. By investing in your people, you demonstrate your ongoing commitment to their success and make it harder for them to look elsewhere for work. If at all feasible, have a formal graduation ceremony where you recognize publicly their achievements in front of their family and friends. This will often be a real source of pride and achievement in your employee’s lives, which is highly desirable to achieve.


					Recognize and reward achievement.In addition to a competitive salary, you need to think creatively about what benefits would be appropriate to the needs and concerns of your employees. Recognizing what people are doing right can serve as a powerful motivator. This may be doing simple things like naming people as:
	Employee of the month (at each location).

	Giving out instant recognition awards on the spot.

	Naming an employee of the year.

	Running an annual awards banquet.


It’s also good if you can run employee breakfasts where everyone gets together and discusses the challenges ahead for the next day, week or longer. This will be a good time to read out customer comments, provide ongoing training and injecting a dose of enthusiasm, perhaps in the form of some high-energy music. Doing this on a regular basis builds morale, comradery and enthusiasm.


			

			Good companies reinforce their employee partnerships by practicing “upside-down” management – managers see their primary responsibility as providing employees with the tools and resources they need to create happy customers, whilst still remaining profitable. That will mean resolving problems with creativity and ingenuity rather than endless capital. An upside-down approach to management is all about empowering the front-line people to become decision makers in their own right, and the management backing these efforts.

			“I subscribe to the philosophy: ‘The employee comes first’. On the surface, that contradicts the conventional wisdom that the customer comes first. But only on the surface. Experience shows that, if you make treating your people right your highest priority, your customers will be happier, too. And happier customers mean repeat business, positive word of mouth, more revenues, and a stronger bottom line.”

			– Jonathan Tisch

			“I try to approach negotiations with a long-term perspective. The best partnerships are those that continue for decades. The biggest mistake is to be penny-wise and pound-foolish -preoccupied with short-term financial benefit as opposed to creating a long-term partnership. And when you enter partnerships that fall apart quickly, you hurt yourself. After a few such divorces, the number of potential new partners starts to dwindle. So your track record for dealing fairly becomes critical to your success.”

			– Paul Tagliabue, commissioner, National Football League

			“As they say on my own Cape Cod, a rising tide lifts all the boats. And a partnership, by definition, serves both partners without domination or unfair advantage.”

			– John F. Kennedy

			“Does your organization take advantage of the wisdom and experience your best employees have developed over the years? Think about how you can bring your star performers together with new employees or those who are seeking growth and advancement in the organization. A well-planned program of this kind can speed the dissemination of ‘best practices’ throughout your organization, making every employee into a potential star. It reinforces the sense that the entire organization is a partnership of people, working together toward a common goal – not just a collection of individuals competing against one another for advancement or recognition.”

			– Jonathan Tisch

			2. Partnerships with your customers

			If you can turn your customers into partners and find ways to create value together, you’ll have some unique advantages that your competitors will struggle to match. This will be a challenge as well as an opportunity, but if you get this right, your business can soar. Customers today are knowledgeable and demanding. Their standards keep rising constantly as today’s high-end luxuries become tomorrow’s desirable benefits and the next day’s basic necessities. At the same time, customers expect competitive pricing, discounts and personalized deals that align with their personal tastes, interests and preferences.

			To treat customers as partners, you’ll need to do three things:

			
					Communicate from the bottom-up – and build buzz through word-of-mouth recommendations. This is far more effective in today’s business world than treating customers as the passive targets of advertising and marketing campaigns. If you can craft a message that is public-relations friendly and get your customers enthused about what you have to offer, you’ll get tons of invaluable coverage in newspapers, magazines, the broadcast media and the Internet. This will take some creativity but if done well, you can generate far more awareness of your offering than you could ever afford to actually pay for.

					Focus on the customer experience you provide – and make certain the experience you deliver is as rewarding as possible when viewed through the customer’s eyes. Over time, your customer experience will become intertwined with your brand identity so work to enhance and consistently improve that experience. In practice, this usually turns out to require an intelligent mix of seemingly small things and major initiatives. A manager’s key role is to take a large number of elements and orchestrate them into an experience that is memorable, noteworthy and unique.

					Link with customer communities – and develop product and service offerings that will appeal to the common interests of these niche markets. To pull this off with any degree of success, you’ll need to spend a lot of time studying, communicating with and living with the customer communities you wish to appeal to. Information technology can also help, but your basic tool will be your customer database where you develop and maintain detailed histories of your existing customers’ preferences, spending patterns, requests, letters or e-mails, responses to customer surveys, etc. Analyze your customer database for insights into customer communities you can serve exceptionally well.“Spend time examining all the esthetic components of your organization and evaluating how they help or hinder your quest for a strong, appealing, and consistent identity. If customers become confused about what you stand for, creating and maintaining your partnership with them will be needlessly complicated.”
– Jonathan Tisch
“Every successful company is customer-centric. That’s fundamental to our free market economy. Many of the specific techniques Loews uses to market its services are not unique to us; many other good companies have developed their own variations on these methods.”
– Jonathan Tisch


			

			3. Partnerships with your communities

			“Giving something back to the community” implies that a business has drained money and resources from the community and then later, out of the goodness of their hearts, returns a fraction of those resources to the people who provided them in the first place. That sends the unfortunate signal that the business did something which was harmful to the community in order to succeed.

			“My idea of a partnership between a business and the community that supports it is very different. It’s not about putting on a tuxedo a couple of times a year and writing a check for a worthy cause. It’s about understanding and shouldering our responsibility to the community we belong to. Like every true partnership, it must bring clear benefits to both parties from day one. It must be built on shared interests, goals and obligations, and reflect the pooling of money, time, efforts, and other resources in the pursuit of common objectives. When a business partners with the community, it means a shared commitment to the long-term social and economic health of the area and its people, which in turn provides the only kind of environment in which business can really expect to thrive.”

			– Jonathan Tisch

			To achieve this in practice

			
					Loews Good Neighbor Policy – donating excess food to local food banks and shelters, providing meeting rooms for not-for-profit organizations, donating used goods to local shelters and extensive recycling programs for waste.

					Good neighbor council – where Loews employees join with members of the community to organize community spruce-up programs, camps for kids with special needs and other events.

					Annual Taste of the Nation events - where people can sample dishes prepared by the area’s finest chefs.

					Annual community charity auctions – where donated goods are auctioned to raise funds for local charities.

			

			
			
			
			
			
			4. Partnerships with other businesses

			
			
			
					Form co-branding partnerships – where companies with different areas of expertise join forces to offer a bundled product which is much more marketable. In the hospitality industry, for example, it’s not unusual for celebrity chefs to combine forces with a hotel group to set up themed restaurants. This has the advantage of expanding the reach of the chef and generating publicity for the hotel. The possibilities to do something similar in other industries is huge and limited only by the human imagination.	When there is a high degree of compatibility and commonality between the values and personalities of both organizations which get involved.

	When open-minded and lateral thinking people are assigned responsibility for growing the partnership, and when these same people have enough clout within their own organizations to champion the partnership effectively.

	When there is a genuinely equitable sharing of the obligations, responsibilities and benefits of the partnership.

	When the partnership agreement is sufficiently flexible so that the partnership can grow and evolve rather than becoming a financial or managerial millstone as circumstances change.




					Develop association partnerships – where competing companies undertake joint initiatives that will benefit the entire industry. When companies put aside their differences and work together in favor of the common good, impressive things can result:	Effective advocacy can occur in the political arena.

	The profile of the industry can be raised.

	Major commercial opportunities can be tackled.

	The understanding of the industry can be enhanced.




					Join civic partnerships – where companies from a particular city or region work together to promote the general economic health of their community. For example, Loews became involved with NYC & Company, a nonprofit organization which was formed primarily to bring travelers to New York City. This group also spearheaded the initiative to bring the Grammy’s – along with more than $20 million in business revenues – to New York. NYC & Company has about 1,600 dues-paying corporate members and organizes Restaurant Week, national events (like the NBA All-Star Game and the Republican National Convention) and special projects (like New York’s bid to host the 2009 NFL Super Bowl and the 2012 Olympic Games). All of these ideas are opportunities and challenges that would not have been attempted without the time, talent and resources of such a broadly based civic partnership.

			

			5. Partnerships with the government

			
			
			
					Loews participated in the formation of the World Travel and Tourism Council, a forum for global business leaders. This council involves 100 of the most prominent travel and tourism companies. It is intended to raise awareness of the key issues facing the global travel industry which currently generates $4.2 trillion of annual economic activity – about 10-percent of the world GDP and the generator of one in every 13.2 jobs worldwide. (This total economic activity is projected to grow to $8.9 trillion by 2013). The council lobbies for:	An intelligent and equitable taxation system.

	The liberalization of trade, travel and communications.

	The need for appropriate educational opportunities.

	The expansion of sustainable tourism development.




					Loews participates in the “Welfare to Work Partnership” – a joint program with the U.S. Government which sees welfare recipients being given the training they need to rejoin the workforce. This also involves the delivery of many support programs which provide the job and life skills people need such as how to balance your checkbook, how to save money and invest it for your future needs. All of these support systems and programs are intended to help people escape dependency on welfare and join the working community.

					Loews is also participating in the formation of community development venture funds. These are nonprofit organizations which invest modest amounts of capital in small companies that employ low-income workers or that set up operations in down-and-out neighborhoods where there are very few employment options. Loews is working alongside the Treasury Department, banks, insurance companies and foundations to provide training programs and other support for these community venture funds.

					Loews encourages the operation of the “microlending” movement where loans as small as $100 are made to entrepreneurs in impoverished areas of the world. These entrepreneurs use these funds to support their families through tiny business enterprises. Groups like Accion International spearhead the microlending movement.

			

			6. Partnerships with your owners

			
			
			
					Good value for your customers.

					Rewarding career opportunities for your employees.

					Profitability for your firm.

			

			
			
					Develop a robust financial planning process – which will accurately reflect the requirements of your owners, the operational demands of the business and your attempts to grow the business over time.

					If at all possible, try and have owners who know the local business climate – so you can take full advantage of their established business relationships. You also want to be able to tap into your owner’s access to investment capital intelligently and adroitly.

					Be careful and astute about how you define the business you want to be in – because this can have far-reaching implications for you and your owners. For example, when IBM defined its core business as “computers” in the 1980s, it struggled. It wasn’t until it changed its focus to “information” that it began to soar. In similar fashion, if you define the business you’re in too narrowly, you may miss many exciting possibilities. This can, however, be taken too far. If you define your business too broadly, you might be tempted to move into lines of business which are beyond your expertise and competitive advantages. Find just the right balance.

					Think long and hard about where you want to be positioned on the spectrum of information technology – that is, do you genuinely need to be at the cutting edge or is it better for you to trail the market and buy only those solutions which have been well tested and sorted. Discuss this with your owners and make sure you’re both thinking along the same lines when it comes to information systems.

					Find a good balance between centralization and decentralization – so you can take advantage of everything your owners can contribute but lose none of the advantages of having key decisions made by those who have the best information.

			

			
			
			
			
					Never, ever start a paragraph with “I” – but always frame everything from the other person’s point of view. Never get carried away with your own importance. When writing letters, e-mails or business reports, avoid starting any paragraph with “I”. Remember, your business career in the final analysis is not about you. It’s actually about all the worthwhile things you can accomplish in partnership with others, and good partnerships always benefit all the parties concerned, not just one.

					Listen to what other people say carefully – because you’ll never learn anything while your mouth is open. To be a good listener, try and discern the other person’s underlying feelings, concerns and desires. Try and “read between the lines” and differentiate between what people say and what their inner thoughts are. Being sensitive to that difference can make you become much more effective but that will only happen if you’re a good listener. One effective technique that works in this area is to repeat or echo back to the person their concerns before adding your own point of view. Doing that not only demonstrates that you value and respect what they’re saying but also allows any misunderstandings to get ironed out earlier rather than later.

					Make everything you do a win/win situation – by going into every negotiation with the intention of reaching an agreement that has benefits all round. The best negotiator is not always the person who extracts every last dollar from every situation. Eventually, others will tire of this narrow focus on self-interest to the detriment of everyone else. Instead, pause and ask yourself:	What outcome in this negotiation will make my partner become successful in the eyes of his or her boss?

	What will the other party get out of this agreement, and will that be enough to make them happy?

	How can this negotiation help my ongoing relationship with this party grow and flourish?

	How will this negotiation lay the foundation for more and better deals in the future?




					Always do your homework – because what you don’t know can hurt you in business. Be constantly learning by doing the basics:	Take courses and attend seminars that are applicable.

	Read business magazines, books and newsletters.

	Devote a few hours every week to sharpening and expanding your knowledge base.

	Become an expert in your own field and seize every opportunity to talk with the leaders of your industry.

	Invest time and effort into learning more about the people you do business with. Get to know your industry inside and out.

	Supplement that by learning more about your own organization. Learn how to read financial statements and develop a sense for the key factors that impact on your own organization’s bottom line.

	Figure out what you’re good at personally and where your talents are lacking. Then take steps to build partnerships with people who are strong where you’re weak.

	Work harder than anyone else you know to get ahead.




					Become more media savvy -that is, learn how to put across your viewpoint in a clear and winning fashion. If you can do this well, even in the glare of the media spotlight, your organization will increase your responsibilities and trust. Be prepared. Think in advance about the image you want to convey personally and professionally. Call reporters and give them information about what your organization is working on achieving through all its partnerships. If you handle the media well, you’ll become a valuable asset for your organization.

					Be creative – and learn to think upside-down, inside-out and sideways. Everyone these days is competent at what they do. Therefore, to get to the top, you’ll need an edge, and the most profitable edge in business goes to those who can think and act creatively. This doesn’t need to be complex, but can be something as simple as:	Taking an idea, a technique, a strategy or a process from one field and applying it to another field.

	Finding a way to apply some preexisting technologies in a new and different way.

	Looking at your store and coming up with simple ideas to make it more colorful, interesting or dynamic.

	Getting with your partners and using their suggestions to make some improvements in the way your organization does business.




					Empower others – to contribute to what you want to accomplish. If you try and do everything yourself, there’s only so much you can get done. Utilizing partnerships, however, you can actually achieve far more. To do this effectively, however, you have to let others choose their own best way to achieve the goals. That’s the whole essence of empowerment. You don’t want your partners to simply do what you tell them to do, but you want to be able to take advantage of their best judgement. You can offer advice and suggestions, but then you need to step back and let your partners add what they’re good at. Genuine empowerment is the only way for effective partnerships to form and generate the results you need. Create the environment of trust in which this can happen.

					Reinforce your own personal brand – and build a legend. At a very personal level, decide what you want your name to stand for and then act in ways that will reinforce those perceptions. When you’re at work, be doing everything you can to enhance your brand. Do the things that will strengthen your image.

					Never be afraid to start at the bottom and work your way up -if that’s the only way to get started with the right organization. The surest way to enhance your future value is to go to work. Any paid job will provide you with valuable opportunities to learn and gain new skills, especially in the critical areas of communication, planning and organization. Even if that initial job is not precisely in a field that is of long-term interest, at the very least you might pick up some clues that will be helpful elsewhere. Along the way you’ll also gain friends, mentors and exemplars. So plunge in and accept any job that’s offered.

					Always pay attention to the details – because it’s usually the little things rather than major developments that can make or break a career. Even something as simple as a typo on your resume can send the wrong signal. Slow down and do everything you set out to do carefully and deliberately. As the cliché goes: “Perfection is in trifles – but perfection is no trifle!”

					Take every opportunity to build your personal network -because you never know when or where new opportunities will come from. In a partnership, everyone sets aside their personal goals to achieve shared objectives. The more people you know, the more opportunities there will be to link with those people in interesting and constructive ways in the future. Building your network means to care about the people you know and look for ways to work with them on mutually beneficial projects. If you have the kind of mindset, everyone will be happy to help you in return.

					Be good to people – that is, live by the Golden Rule. This goes beyond good etiquette, corporate codes of conduct or legal requirements. Instead, being good to people means thinking about what your partners need to get out of any situation, and finding realistic ways to provide that. When you help others get ahead, your own career will flourish. People will be keen to partner with you, and you’ll find the kind of personal success that’s more satisfying than fame or fortune.
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