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To my four startups:  

Nate, Nohemi, Noah, and Nic.  

You four check me every day of my life.




FOREWORD 1.0

Imagine the American Dream on steroids and Red Bull and you have some idea of what life is like in Silicon Valley. Sure, Frank Sinatra called New York “the city that never sleeps,” but that’s only because Frank never visited the Valley. This strip of land stretching from San Francisco to San Jose is another place where nobody ever seems to sleep. You know why? Because everybody is up all night working. And hoping. And dreaming.

Yes, there’s the money. But there’s something else, something much more powerful and seductive. There’s the chance to change the world. The chance to catch a wave just as it’s building and go for that once-in-a-lifetime ride. Ever wonder why these people who’ve already struck it rich on one tech company always go back and try to do it again? They can’t help themselves. It’s too much fun. And if they fail, who cares? Now think about that. Where else in the world can you fail at something—and I mean utterly fail—and still get another chance? And another one after that?

The Valley is a place like no other place on earth. It’s the last true meritocracy in America, a place where a great idea and a willingness to work ridiculously hard can turn a bunch of unknown kids into a bunch of billionaires. This isn’t Wall Street, or Washington, D.C., or Hollywood, where success depends largely on which people you know and what college you went to. The Valley doesn’t care where you went to college or even if you didn’t go to college at all. The Valley is simply about ideas. Think you’ve got a good one? Code it up and give it a shot.

If you’re reading this book chances are you’ve been bitten by that bug and  you’re dreaming of making it as an entrepreneur. There’s a lot you’ll need to learn. How to raise money. How to build a team. How to sell. How to schmooze. How to make presentations. How to influence people and make them believe in you. There is no better guide to the Valley than Guy Kawasaki, the legendary evangelist and venture capitalist who seems to know everyone out here. To put it another way—he’s the guy who marketed the original Macintosh, back in 1984. Have you heard of it?

Maybe you’ve dreamed of meeting a mentor, a wise Valley veteran who would take you under his wing and share his insider’s knowledge of how the Valley works. Well, now you’ve found one. My advice to the aspiring entrepreneur goes like this: Read this book. Study it. Listen to Guy. Take his advice. Then put down the book and get to work! There’s no time to waste. There’s already another guy in the Valley chasing the same thing you are. Maybe more than one. Whoever gets it right, and gets it first, wins. Oh, and there’s probably some luck involved, too.

Good Luck.

 

DANIEL LYONS, aka FAKE STEVE JOBS 

 
June 2008




FOREWORD 2.0

 

 

 

What follows is the best foreword in the history of business books. It came about because shortly after Dan wrote the first foreword, he announced that he was discontinuing Fake Steve Jobs. I begged him to write one last piece as Fake Steve Jobs—what an honor that would be for my book! Fortunately, he agreed, and so  Reality Check has not one but two forewords.

 

 

 

You know what I think about whenever I hear the name Guy Kawasaki? Motorcycles. It’s true. It’s the first thing I think about when I hear his name, even though I’ve been told again and again that Guy actually has nothing to do with motorcycles. So then I try not to think about motorcycles, but come on, the dude’s name is Kawasaki. What else are you going to think about? And don’t say Vietnam because he’s a VC because that is not cool, people. Not cool at all. Guy was just a friggin’ kid when all that shit was going down.

Anyway, since Guy is not a motorcycle designer, and also no longer a member of the Viet Cong, I try to think about something else, and usually what I think about is the fact that he worked for me at Apple back in the eighties. To be honest, he didn’t make much of an impression on me back in those days, and I didn’t really remember anything about him, but I asked HR to pull his records and apparently the only notes we have on him are that he had a habit of cutting the line in the cafeteria and that a lot of people did not like him.

Anyway, Guy worked here for about fifteen minutes, but he’s been dining out on that for the past twenty years, and whatever, more power to him. His big claim to fame is that he created this notion of technology evangelism and he created this huge community of weirdo Apple fanboys who would camp out overnight to get our products and who would attack anyone who dared to criticize Apple. To this day these freako Apple kooks still worship me like a god and never let me have a moment of peace or privacy. They steal license plates from my car. Some even show up outside my house hoping to catch a  glimpse of me as I drive through the gate. Basically, they’ve made my life a living hell.

So, um, thanks, Guy Kawasaki. Thanks a friggin’ million for that. Great job. I mean it. You dick.

So what is Guy’s new book about? To be honest, I have no idea. I didn’t read it. I didn’t even pretend to read it. I told Guy, “Dude, look, I don’t read books, okay? Books are a technology of the last century. If you want to make your book into a movie, or a podcast, and if you want to download that video or audio content onto a totally sweet iPod or iPhone, then maybe you will have created some modern content that I will consume, although, to be honest, probably not even then because I don’t need to hear your frigtarted ideas about startups or marketing or raising money or whatever, because I am already the greatest businessperson in the entire history of the planet, and I’ve forgotten more about marketing than you’ll ever know. Besides that, I’m super, super busy and important, and I’ve got so much money that I could wipe my ass with hundred-dollar bills every day for the rest of my life and I’d still have more money than almost everyone on the planet, including you, since the last time I checked, you haven’t exactly been setting the world on fire as a venture capitalist.”

But I digress.

Anyway, Guy is craven enough that he doesn’t really care whether I read his book or not. As he put it to me, all he wants is a famous name to put on the cover, and pretty much everyone else turned him down and so he had to resort to calling me, and so, fine, I let him beg a little bit and then I made him do some humiliating things like stand on one leg for half an hour and jump up and down and make strange noises, and then I said, Okay, okay, enough already, you total freak, I’ll write you something.

So this is it—my official endorsement. Reality Check is by far the best book ever written about the Valley. It’s an important and necessary work, one that should be required reading in every business school in the country. I wish this book had been around when I was starting Apple in my garage back in 1976. I’m sure I wouldn’t have read it, but still it would have been nice if it had been around back then to help out all those other people who wanted to start companies but couldn’t figure out some of the more subtle aspects of business,  like the fact that you need to charge more money for your products than it costs you to make them.

That’s a really super-important lesson, yet one that so many people overlook, especially here in the Valley. Anyway, if these incredibly super-obvious things aren’t already super-obvious to you, then you probably need to read a book like this and have someone like Guy Kawasaki teach you how to start a business in terms that a child could understand.

And now I’m thinking about motorcycles again. Dammit! Namaste, poorly informed wannabe business people. I honor the place where your imbecilic gaze and my incredibly wise words become one. Much love. Peace out.

 

FAKE STEVE JOBS 

 
July 2008
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INTRODUCTION

A truly good book teaches me better than to read it.  
I must soon lay it down, and commence living on its hint.  
What I began by reading, I must finish by acting.

 

~ HENRY DAVID THOREAU



 

 

 

 

 

When entrepreneurs ask me for my opinion of their ideas, I give them the choice of the truth or “feel good” pablum. Most opt for the truth, and they usually thank me because they learn something from the tough love. Apparently, politeness and expedience (“It’s very interesting. Let me get back to you”) are more common than information and feedback (“Your financial projections are insanely optimistic”). This led me to conclude that there is a shortage of candid and straightforward information for entrepreneurs and would-be entrepreneurs.

At the same time, I grew frustrated with the shortcomings of blogging, which I began to do in earnest in 2006 with my blog “How to Change the World.” I quickly learned that people rarely scroll past the home page of a blog or search for previous material. However, I wanted my blog to serve as a constant reference source for a wide range of topics of entrepreneurial interest. The reality is that blogs and online sources don’t do this very well for everyone.

These two forces inspired me to publish Reality Check. That is, I wanted to provide hardcore information to hardcore people who want to kick ass, and I wanted this information in something you can hold in your hands—aka, a book. Why? Because a book boots up faster than a blog, and a book has better  copyediting and fact-checking than a blog. Also, a book is not dependent on Internet connectivity, battery life, or the ineptness of HTML printing. And best of all, because you can write in a book, stick stickies in a book, and dog-ear its corners.

In short, Reality Check is a tweaked, updated, and supplemented compilation of the best of everything I’ve done and seen that pertains to starting and operating great organizations. My focus is only on the stages of the creation and operation of an organization, but you can use this book’s lessons in all stages of an organization’s life span except senility. My hope is that Reality Check makes you act—in other words, that it passes the Henry David Thoreau test for a “truly good book.” This I say to you: There is no greater validation of an author’s work than to see his readers make the world a better place because of it.

 

GUY KAWASAKI 

 
Silicon Valley, California




The Reality of Starting

Here’s the fairy tale: Two guys or gals in a garage come up with a great idea. They approach investors who quickly fund the idea. They launch on time to universal acclaim and unprecedented customer adoption. The company is immediately profitable and goes public more successfully than Google. Then, the company innovates and thrives for decades. Fairy tales don’t happen, but this section explains what does happen in those first years of starting up, which entails a lot of floundering and flailing.




CHAPTER 1

Flounders (sic) at Work

All the best things I did at Apple came from (a) not having money, and (b) not having done it before, ever.

 

~ STEVE WOZNIAK

 

So we went to Atari and said, “Hey, we’ve got this amazing thing, even built with some of your parts, and what do you think about funding us? Or we’ll give it to you. We just want to do it. Pay our salary, we’ll come work for you.” And they said, “No.” So then we went to Hewlett-Packard, and they said, “Hey, we don’t need you. You haven’t got through college yet.”

 

~ STEVE JOBS



 

 

 

 

 

Flailing, grinding, thrashing, and getting lucky are why companies succeed. Not knowing you’re doing something that’s “impossible” helps, too. Jessica Livingston’s book, Founders at Work: Stories of Startups’ Early Days (Apress, 2007), is a gold mine for stories about the reality of starting an organization. In particular, these will delight and inspire you:• James Currier (Tickle) “When we started the company, we wanted to change the world, and we had all these tests on the site to help people with their lives. We had the anxiety test, the parenting, relationship, and communications tests. And no one came. . . . ‘Let’s do a test for what kind of breed of dog you are.’ We put it online, and eight days later we had a million people trying to enter our site.”
• Catarina Fake (Flickr) “So Flickr started off as a feature. It wasn’t really a product. It was kind of IM in which you could drag and drop photos onto people’s desktops and show them what you were looking at.”
• Paul Graham (Viaweb) “Neither of us knew how to write Windows software, and we didn’t want to learn. It seemed like this huge steaming turd that was best avoided. So the main thing we thought when we first had the idea of doing Web-based applications was, ‘Thank God we don’t have to write software on Windows.’”
• Ann Winblad (Open Systems and now venture capitalist) “So I get in front of these sixty or seventy guys, and these guys are probably all in their fifties and I’m in my twenties, and we had a ‘blue light special,’ where we said, ‘If you give me a check today for $10,000, you can have unlimited rights to one of our modules.’ . . . I went home with, I think, like twelve or fifteen of these $10,000 checks in my purse.”
• Tim Brady (Yahoo!) “The funniest thing I can remember was when there was a huge storm in May ’95, and the power grid went down for a few days. We had to go rent a power generator and take turns filling it with diesel fuel for four days. 24/7. We were laughing: ‘How many pages to the gallon today?’”
• Mitch Kapor (Lotus Development) on how much money he wanted to raise from Sevin-Rosen: “I think I said probably $2 to $3 million. We had nothing. We had an early-stage, under-development spreadsheet, and me and Jon Sachs. So that was the biggest number I felt I could ask for without being totally absurd.”
• Chuck Geschke (Adobe) on the reaction of the spouses of Xerox execs to a demonstration of PARC technology in 1977: “They loved this stuff. They sat down and played with the mouse, they changed a few things on the screen, they hit the print button and it looked the same on paper as it did on the screen. They said, ‘Wow, this is really cool. This would really change an office if it had this technology.’” (Unfortunately, the Xerox execs didn’t listen to their wives, and that’s why Adobe and Apple exist today.)
• James Hong (Hot or Not) on his first beta site: “My dad was the first person that ever saw Hot or Not besides Jim [his cofounder] and me, and he got addicted to it! Here’s my dad, a sixty-year-old retired Chinese guy who, as my father, is supposed to be asexual, and he’s saying, ‘She’s hot. This one’s not hot at all.’”


On using his parents to moderate the pictures: “I originally had my parents moderating since they were retired, and after a few days I asked my dad how it was going. He said, ‘Oh, it’s really interesting. Mom saw a picture of a guy and a girl and another girl and they were doing . . .’ So I told Jim, ‘Dude, my parents can’t do this anymore. They’re looking at porn all day.’”

 

These stories depict what happens in startups. Success takes crazy, passionate people who believe they can change the world. Success doesn’t take “professional” and “proven” people. I’m not alone in this sentiment; I once heard Michael Moritz (he funded Google) of Sequoia Capital explain what kind of entrepreneurs he wanted to invest in. I’m paraphrasing: Guys under thirty who are building a product that they themselves want to use. Amen!




The Problem with Serial Entrepreneurs

Unfortunately, Mike Moritz is the rare venture capitalist who looks beyond the lack of a “perfect background” in entrepreneurs. Most venture capitalists want a proven team with a proven technology and a proven business model. Indeed, one popular theory is that these “serial” entrepreneurs, wealthy from their previous smashing success but restless and too young to die, are the best bets for starting the next big thing.

However, it is unproven entrepreneurs who start the great world-changing companies such as Hewlett-Packard, Apple, eBay, Microsoft, Google, Yahoo!, and YouTube. My theory is that serial entrepreneurs fail in subsequent attempts for these reasons: • Serial entrepreneurs try to prove that their first success wasn’t a fluke. Rather than starting from the basis of technology (“isn’t this cool?”) or customers (“there must be a better way”), the reason for existence is “I’m going to prove that I’m talented.” This is a bull-shiitake reason for starting a company, compared to solving people’s problems or changing the world.
• Serial entrepreneurs cannot distinguish between causation and correlation. The actual cause of previous success may have been blind, dumb luck, but few people realize this and even fewer admit it. Thus, they have the hollow arrogance of people who just got lucky instead of being people who have been truly tested, and arrogance is a bad thing in entrepreneurs.
• Serial entrepreneurs use the same methods again. How can you fault them for using the same methods that made them successful the first time? For example, if they built a high-end computer the first time, then they build a high-end computer the next time. If they used dealers the first time, then they use dealers the second time. If they gave away content to get eyeballs and sold the company to a bigger, dumber, and richer company, then they try that path again.
• Serial entrepreneurs use the same people again. How can you fault them for hiring their buddies from a previous success? After all, they’ve proven that they can achieve success. However, to make lightning strike twice, you need people who don’t know what they don’t know, to push the edge of what’s possible and to use new methods to address new markets. Ignorance is not only bliss; it’s also empowering.
• Serial entrepreneurs don’t (or can’t) work as hard as before. When you have kids, a 5,000-square-foot house, a second house in Montana, and a car made by a company whose name ends in i, your attitudes and priorities change. Indeed, attitudes should change or people never grow up. However, it’s one thing to work to survive and another to work for fulfillment. They can say they’re just as hungry this time, but no one had to ask if they were hungry the first time.
• Serial entrepreneurs don’t get smacked around enough. Life is good for serial entrepreneurs: They strut in, tell people that their last company was sold for a bazillion dollars, and now they’re starting another one. Who’s going to poke holes in their strategy? They’re “proven.” No one. And that’s to their detriment, because no one plays the role of devil’s advocate.
• Serial entrepreneurs fill new roles in their next companies. For example, in the first company the person was an engineer who became the vice president of engineering. In the next company, she is the CEO and founder. Just because you are good at designing chips doesn’t mean you’re CEO material. You may end up not doing what you’re good at and doing what you’re not good at.





“The Banality of Heroism”

Instead of pursuing professional entrepreneurs, we should figure out how and why ordinary people can do heroic things. Dr. Philip Zimbardo of Stanford University and Zeno Franco of the Pacific Graduate School of Psychology wrote an article called “The Banality of Heroism” (Google “Banality of Heroism” to find it) about this very subject.

The short explanation is that heroism requires the presence of a “heroic imagination,” which the authors describe as “the capacity to imagine facing physically or socially risky situations, to struggle with the hypothetical problems these situations generate, and to consider one’s actions and the consequences.” According to Zimbardo and Franco, heroes do five things:1. Maintain constant vigilance for situations that require heroic action.
2. Learn not to fear conflict because you took a stand.
3. Imagine alternative future scenarios beyond the present moment.
4. Resist the urge to rationalize and justify inaction.
5. Trust that people will appreciate heroic (and frequently unpopular) actions.


This is a good checklist for entrepreneurs, too: watching for opportunities, willing to compete with the status quo, imagining that there is a better way, refusing to settle for the status quo, and building a product or service based on the hope that people will love it. The bottom line is that if you exhibit these qualities, you’re probably as qualified as anyone to achieve heroism.




CHAPTER 2

The Inside Story of Entrepreneurship

The great liability of the engineer compared to men of other professions is that his works are out in the open where all can see them. His acts, step by step, are in hard substance. He cannot bury his mistakes in the grave like the doctors. He cannot argue them into thin air or blame the judge like the lawyers. He cannot, like the architects, cover his failures with trees and vines. He cannot, like the politicians, screen his shortcomings by blaming his opponents and hope the people will forget. The engineer simply cannot deny he did it. If his works do not work, he is damned.

 

~ HERBERT HOOVER



 

 

This is a guest chapter by Glenn Kelman. He is the CEO of a company called Redfin that enables people to buy homes online. I include it here to provide the inside story of a startup from someone who is in the middle of the fray right now.

 

 

 

Lately I’ve been thinking how hard, not how easy, it is to build a new company. Hard has gone out of fashion. Like college students bragging about how they barely studied, startups today take care to project a sense of ease. Wherever I’ve worked, we’ve secretly felt just the opposite. We’re assailed by doubts, mortified by our own shortcomings, surrounded by freaks, testy over silly details.

And now, having been through a few startups, I’m not even sure I’d want it to be that easy. Working two hours a day on my own wasn’t my goal when I came to Silicon Valley. Does anybody remember the old video of Steve Jobs launching the Mac? He had tears in his eyes. And even though Jobs is Jobs and I am nobody, I knew how he felt. I had the same reaction—absurdly— to portal software and more recently to Redfin, a fledgling real estate Web site.

“The megalomaniac pleasure of creation,” psychoanalyst Edmund Berger wrote, “produces a type of elation which cannot be compared with that experienced by other mortals.” Jobs wasn’t just crying from simple happiness but from all the tinkering, kvetching, nitpicking, wholesale reworking, and spasms of self-loathing that go into a beautiful product. It was all being paid back in a rush.

Like the souls in Dostoevsky who are admitted to heaven because they never thought themselves worthy of it, successful entrepreneurs can’t be convinced that any other startup has their troubles, because they constantly compare the triumphant launch parties and revisionist histories of successful companies to their own daily struggles. Just so you know you’re not alone, here’s a top ten list of the realities of startups.1. True believers go nuts at the slightest provocation. The best people at a startup care too much. They stay up late taking support calls, snapping at bureaucracy, citing Joel Spolsky on Aerons, and Paul Graham on cubes. They are your heart and bones, so you have to give them what they need, which is a lot. The only way to get them on your side is to put them in charge.
2. Good people need big projects. If you aren’t doing something worthwhile, you can’t get anyone worthwhile to work on it. I often think about what Ezra Pound once said of his epic poem, The Cantos, “. . . if it’s a failure, it’s a failure worth all the successes of its age.” We’re not writing poetry, but it matters to us that we’re trying to compete with real estate agents rather than just running their ads. You need a big mission in order to recruit people who care about what you’re doing.
3. Startups are freak-catchers. To join a startup, to leave a Microsoft, you have to be fundamentally unhappy with the way things are and unrealistic enough to believe the world can change. This is a volatile combination that can result in group mood swings and a motley crew, so don’t worry if your startup seems to have more than its fair share of oddballs.
4. Good code takes time. One great software engineer can do more than ten mediocre ones, especially when starting a project. But great engineers still need time: Whenever we’ve thought our talent, sprinkled with the fairy dust of some new engineering paradigm, would free us from having to schedule time for design and testing, we’ve paid for it. To make something elegant takes time, and the cult of speed sometimes works against that. “Make haste slowly.”
5. Everybody has to rebuild. The shortcuts you have to take and the problems you couldn’t anticipate when building version 1.0 of your product always mean you’ll have to rebuild some of it in version 2.0 or 3.0. Don’t get discouraged or shortsighted. Just rebuild it. This is simply how things work.
6. Fearless leaders are often terrified. The CEO of the most promising startup I know of recently used to anonymously ask his Facebook friends if we thought his idea was any good. Just because you’re worried doesn’t mean you have a bad idea; the best ideas are often the ones that scare you the most. And don’t believe the after-the-fact statements from entrepreneurs about how they “knew” what to do.
7. It’s always hard work. Most startups find an interesting problem to solve and then just keep working on it. At a recent awards ceremony, Microsoft CEO Steve Ballmer tried to think of the secret of Microsoft’s success and could only come up with “hard, hard, hard, hard, hard, work.” This is an obvious cliché, but most entrepreneurs remain fixated on the Eureka! moment. If you don’t believe you have any reliable competitive advantage, then you’re the kind of person who will work your competition into the ground, so keep working.
8. It’s not going to get better—it already is. In the early days, people in startups focus on how great it’s going to be when they succeed, but the moment they do, they start talking about how great it was before they did. Whenever I get this way, I remember that the Venerable Bede (a Benedictine monk born in the late seventh century) complained that his eighth-century contemporaries had lost the fervor of seventh-century monks.  Even in the darkest of the Dark Ages, people were nostalgic for . . . the Dark Ages. Startup folks are like medieval monasteries: always convinced that paradise is just ahead or that things only recently got worse. If you can begin to enjoy the process of building a startup rather than the outcome, you’ll be a better leader.
9. Truth is the only currency. At lunch last week, an engineer said the only thing he remembered from his interview was our saying the most likely outcome for Redfin—or any startup—was bankruptcy, but that he should join us anyway. It’s odd, but the more we’ve tried to warn people about the risks, the more they seem to ignore them. And since you have to keep taking risks, you have to keep telling people about them.
10. Competition starts at $100 million. A Sequoia partner once told me that competition only starts when you hit $100 million in revenues. Maybe that number is lower now. But if you do something worthwhile, someone else will do it, too. Since you can’t see what’s going on behind a competitor’s pretty Web site, it’s natural to assume that all the challenges we just went over only apply to your company. They don’t, so keep the faith.


 

I’ve started four companies and served on the boards of directors of three others, and Kelman speaks the truth. Don’t get us wrong: Starting an organization is a wonderful experience, but it’s also a difficult and scary one. If it were easy, more people would do it, and that means more competition. Also, only the things that scare you make you stronger.




CHAPTER 3

The Art of Intrapreneurship

The people who get on in this world are the people who get up and look for the circumstances they want, and, if they can’t find them, make them.

 

~ GEORGE BERNARD SHAW



 

 

 

 

 

 

There are lots of guys and gals inside established companies who are as innovative and revolutionary as their bootstrapping, soy-sauce-and-rice-subsisting, external entrepreneur counterparts. This chapter is for these brave souls, who face a different kind of reality and must practice the art of entrepreneurship inside a company—or “intrapreneurship.”

From the outside looking in, entrepreneurs think intrapreneurs have it made: ample capital, infrastructure (desks, chairs, Internet access, secretaries, lines of credit, etc.), salespeople, support people, and an umbrella brand. Guess again. Intrapreneurs don’t have it better; they simply have it different. Indeed, the reality is that they probably have it worse, because they are fighting against ingrained, inbred, and inept management. This is the real-world list of what you have to do to succeed as an intrapreneur.• Kill the cash cows. This is the best perspective for both intrapreneurs and their upper management. Cash cows are wonderful—but you should milk them but not sustain them until, pun intended, the cows come home. Truly brave companies understand that if they don’t kill their cash cows, two guys/gals in a garage will do it for them. Macintosh killed the Apple II: Do you think Apple would still exist if it tried to “protect” the Apple II cash cow  ad infinitum? The purpose of cash cows is to fund new calves. If you can’t openly kill the cash cow, then ignore it, circumvent it, or work parallel to it—somehow shorten its journey to the slaughterhouse.
• Reboot your brain. Just about everything you learn and do inside a large company is wrong for intrapreneuring. For example, in a large company, you survey customers, check with the sales force, build consensus, conduct focus groups, test, test, test, ensure backward compatibility, test, test, test, and then ship. When you ship, you buy ads because that’s what you always do. Forget these practices. Generally, you should do everything the opposite from the tried-and-true existing way of large companies.
• Find a separate building. One of the best ways to stay intrapreneurial is to work in a separate building. Ideally, it is between 440 yards and a mile from the main corporate campus—that is, close enough to steal stuff but far enough so that upper management is not in your face. This building should be a piece of crap with lousy furniture, because intrapreneurs need to build cohesiveness, and the best way to build cohesiveness is to suffer, and you can’t suffer if your butt is sitting in a $700 Herman Miller Aeron chair in a beautiful building.
• Hire infected people. What’s the most important characteristic of an intrapreneurial team (and entrepreneurial team, too, for that matter)? It’s being infected with a love for what the team is doing. It’s not work experience or educational background. I would pick an Apple II repair department engineer over a PhD from MIT if he “gets it,” loves it, and wants to change the world with it. Of course, you understand that you’re reading the book of a jewelry schlepper who went to work for Apple.
• Give hope to the hopeless. My prediction for when you begin your intrapreneurial quest and hire infected people is that other believers will come out of the woodwork to support you. This is because you are giving hope to the hopeless—in other words, the folks inside the company who knew there was a better way but could not make it happen. Thank your lucky stars if this happens, because you’re going to need all the support you can get.
• Put the company first. Intrapreneurs must put the company, not themselves, first. As long as you’re an employee, you have to do what’s right for the company. However, many employees will think it’s wrong to kill the cash cow and so think you’re not putting the company first, but they just don’t get it. You can’t have it both ways—the security of existing employment and the financial rewards of entrepreneurship. Also, unfortunately, the very bozo who stood in your way may get some of the credit for what you did.
• Stay under the radar. Speaking of bozos who get in your way, you need to stay invisible as long as practical. Your initial reaction to an innovative idea may be to seek upper-level and peer buy-in (although rebooting your brain should have taken care of this problem). Not a good idea. Seek forgiveness (if it comes to this), not permission. As soon as you appear on the radar, the flak will start flying. Let the vice presidents come to you. When they appear and start suggesting new product, that’s the time to tell them you’re already working on it. Even better: Make them believe it was their idea.
• Collect and share data. Trust me, you will get in trouble if you are a good intrapreneur. This is because the higher you go in many organizations, the thinner the air, and the thinner the air, the more difficult it is to support intelligent life. At some point, a bean counting, status-quo-preserving milk-maid is going to criticize you for wasting corporate assets on something that no customer is asking for. At that point, you need to already know how much your project has cost. If you have to spend weeks retracing your steps to figure this out, you’ll occupy a much weaker position. If there’s anything a bean counter respects, it’s someone who’s already counted the beans.
• Dismantle when done. If your intrapreneurship is successful, then your product and team will move into the mainstream of the company. That insanely great team of pirates must now integrate into the system. Hopefully, they will improve the system and not become the scum of a new bureaucracy, but integrate they must. I laugh about it now, but at one time we thought the Macintosh Division would never be larger than one hundred people.


Intrapreneurship has its own advantages and disadvantages. It takes an extra dose of courage because if you are successful, you will often cannibalize the current cash cows of your company. However, if you are not successful, your company could die when your cows wither and die.




CHAPTER 4

The Art of Commercialization

None can love freedom heartily, but good men; the rest love not freedom, but license.

 

~ JOHN MILTON



 

 

 

 

 

 

Commercialization is the flip side of intrapreneuring. In this case, an organization (company, laboratory, or university) that owns some technology decides to let others run with it. The organization’s logic goes like this: 



The technology we invented for satellite imaging can be used for amateur video, so we could have created YouTube and sold to it to Google for $1.6 billion. Let’s find an investor to fund this. How hard could it be to create a better YouTube?


 

I’ve been on the other side of the table when these organizations try to negotiate a deal to spin off, license, or sell their technology. It’s almost always a Mission: Impossible to get a deal done, because most organizations try to stipulate conditions like these:• You can’t hire any of our employees. You cannot even talk to them, because we don’t want our employees distracted from our Department of Defense contract work.
• Our sole contribution is a DVD containing research findings. We will mail it to you when the deal is done.
• Our technology is so great that we aren’t offering any kind of exclusivity or perpetual license, because we might find a better deal.
• We want to own 80 percent of the spin-off, because our technology “is the company.” In addition, we want a 50 percent royalty structure with a $5 million advance.
• We want to restrict the markets that you can sell into because we know best who should use our technology and for what purposes. (Did you know that the inventor of Novocain insisted that only doctors use it for operations? He thought it was too important a discovery to be used by mere dentists for mere tooth extraction.)


 

There are four flaws in most attempts to commercialize technology via a startup. First, organizations think that starting a successful company is easy and that the hard part—that is, the research—is already done. The truth is that it’s not easy to productize technology and start a company; if it were, then these organizations would do it themselves. You heard it here first: 



Those who can, do. Those who can’t, license.



 

Second, patents are nice—in particular, they impress parents—but they aren’t products, and they don’t make people buy products. When is the last time you bought a gadget from Best Buy based on its patent? Unfortunately, these organizations think that patents are the endgame, not a means to an end. The last time I checked, an effective strategy for a company is not “Patent, sue, collect.”

Third, the value of technology is not directly related to how long it took to develop it. In actuality, the longer it took to create something that no one has already commercialized, the less it’s worth. Technology developed in a cost-plus environment by cost-plus scientists usually has difficulty succeeding in a market-driven market.

Fourth, for most organizations commercialization isn’t about doing good. It’s about looking good, where looking good equals having lots of meetings, dragging out negotiations so that management cannot accuse you of leaving money on the table, and focusing on doing as little for the licensee as possible.

Sorry to be the bad guy, but it won’t be easy to commercialize most technology. If you can do it, you’ll need these conditions:• The right attitude. Something is better than nothing. It might gall an organization to learn that its science is the basis for a multi-billion-dollar exit “that it could have done itself,” but that’s a high-quality problem. More or less, its research is a sunk cost—if not, indeed, something that taxpayers underwrote—so anything it gets is upside. Thus, the licensor should expect no more than royalty in the 10 to 20 percent range with no upfront payments and a 10 percent ownership position.
• A product or a tactical path to a product. Customers buy products, not technology, science, or research findings. Technology, science, and research findings are a long way from a product. The closer the technology is to an actual product the better. The more the licensor can help the licensee, the better.
• Warm bodies. Simply providing DVDs or white papers doesn’t cut it. The company needs the brains behind the science, because it’s one thing to discover something in a lab, and it’s quite another to ship a product on a large-scale basis. These employees will have to reboot their brains, so they may choose to stay in their current jobs. (Or the startup may choose not to take them.) Here’s why:a. They have to choose revenue over peer acclaim in scientific journals. The choice boils down to being famous or rich—although if you make enough money, you can be both.
b. They have to pick “good enough” over “best possible.” Most customers don’t care about being at the bleeding edge of technology and are happy if something simply works dependably. Computer operating systems, for example, fit in this category.
c. They have to listen to customer feedback. This isn’t the same as submitting research findings to a journal, because at the end of the day, the customer is king.
d. They have to understand that investors don’t invest on a cost-plus basis. The size of the bank account is limited, and the clock is ticking. And there’s no politician who is trying to protect jobs by influencing budgets and cost overruns.

• A hands-off attitude. The final ingredient is that organizations should either actively help or get out of the way of the startup. It’s tough enough dealing with customers, competition, investors, and the government. To add another stakeholder might be the straw that breaks the camel’s back. It might look like it’s fun to start a company, but it’s hard work. Harder, in fact, than doing research on company time.


 

If all else fails, you can try to find a member of the organization’s team who understands the technology, believes that she can improve it, and is willing to bet her life that she can make it into a product or service. She has to quit cleanly and legally—leaving everything at the office except her brain—but this path may be faster, cheaper, and easier than the commercialization process.




CHAPTER 5

Mantras for Dummies

Brevity is the soul of wit.

 

~ WILLIAM SHAKESPEARE



 

 

 

 

 

 

 

A mantra is three or four words that explain why your product, service, or company should exist. A mission statement is a fifty-word tome that no one can remember or believe, which is supposed to impress readers of your business plan. Unfortunately, most people work for an organization with a mission statement. Who among us has not had the horrible experience of a management offsite to build teamwork and to craft a mission statement? The offsite went like this:

 

Day 1: Teambuilding. First, form cross-functional teams so that engineering has to work with sales. Then tolerate a day of exercises such as, “Each of you will come up to the front of the group, turn your back to the group, close your eyes, and fall backward into the arms of your colleagues. This will teach you to communicate with and trust your fellow employees.”

 

Day 2: Crafting the mission statement. In a hot, crowded room with a pad of white paper and a facilitator who knows nothing about your business, you are going to collectively craft a mission statement. Everyone who is at director level and above in the company is there—that’s sixty people. You each figure you get one word, so at the end of the day, you have a  sixty-word mission statement that is good for the customers, shareholders, employees, whales, and dolphins: 



The mission of Wendy’s is to deliver superior quality products and services for our customers and communities through leadership, innovation, and partnerships.


 

Don’t get me wrong. I love Wendy’s, but I’ve never thought I was participating in “leadership, innovation, and partnerships” when I ordered a hamburger there. I have given up on trying to get people to create short, different, and meaningful mission statements, so go ahead and spend the $25,000 for the offsite, facilitator, and consultants to create one. However, you should also create a mantra for your organization. A mantra is three or four words long—tops. Its purpose is to help employees truly understand why the organization exists.

If I were the CEO of Wendy’s, I would establish a corporate mantra of “healthy fast food.” End of story. Here are more examples of corporate mantras to inspire you:• Federal Express: “Peace of mind”
• Nike: “Authentic athletic performance”
• Target: “Democratize design”
• Mary Kay: “Enriching women’s lives”
• eBay: “Democratize ecommerce”


 

The ultimate test for a mantra (or mission statement) is whether your telephone operators can tell you what it is. If they can, then you’re on to something meaningful and memorable. If they can’t, then, well, it sucks.

If you still insist on doing a mission statement, then at least let me help you save a lot of time and money. Just Google “Dilbert Mission Statement Generator.” There, without a consultant, facilitator, and offsite, you can get the mission statement of your dreams. Meanwhile, you still need a mantra, so get to it.




The Reality of Raising Money

The closest real-world analogy to raising money, whether you are seeking it from venture capitalists, angel investors, or the three Fs (friends, fools, and family), is speed dating. That’s right: In five minutes, people decide if they are interested in you, just as in bars and nightclubs. This isn’t right, and it isn’t fair, but it’s reality.




CHAPTER 6

The Investor Wish List

FINANCE, n. The art or science of managing revenues and resources for the best advantage of the manager.

 

~ AMBROSE BIERCE



 

 

 

 

 

 

You may never try to raise money from a venture capitalist, but unless you’re a trust-fund brat, you’ll probably have to raise money from someone to fund a business. Two pieces of advice before you begin:• First, don’t confuse fundability with viability. Only a few thousand companies a year raise venture capital. These companies are “fundable” in the sense that they have fooled a venture capitalist into believing that they can achieve sales of at least $100 million per year within five years. Thousands of other companies failed this fundability test—or, more likely, didn’t bother trying to raise venture capital.


Many of these companies are perfectly viable; they simply aren’t fundable, because they probably won’t achieve sales of $100 million/year, which is what venture capitalists are looking for. This applies to restaurants, book-stores, consultancies, blogs, and design firms. Venture capitalists are trying to fund the next Google, Apple, Microsoft, Cisco, and YouTube. Venture capitalists are not trying to help you build a nice $10 million business. However, angels, friends, fools, and family might think this a whopping success. • Second, don’t ask any potential investor to sign a nondisclosure agreement (NDA), because asking them to do so will make you look clueless. Venture capitalists and angel investors are often looking at three or four similar deals, so if they sign an NDA from one company and then fund another, they expose themselves to legal action.


I’ve never heard of a venture capitalist or angel investor ripping off an idea—frankly, few ideas are worth stealing. Even if your idea is worth stealing, the hard part is implementing the idea, not coming up with it. Finally, continuing the dating analogy, if the first thing out of your mouth is “Will you sign a prenuptial?” you probably won’t get very many dates.

 

These are the characteristics of an attractive and fundable “date” for a venture capitalist or angel investor.• Realness. This seems like a “duh-ism,” but few entrepreneurs do it. Most entrepreneurs focus on quick flips to an IPO or acquisition. Don’t get me wrong: Venture capitalists and other investors aren’t necessarily good guys who want to make meaning and change the world. A simpler explanation is that entrepreneurs who make meaning and change the world usually also make money. Nothing is more seductive to venture capitalists than a company that may have a big impact on the world.
• Traction. The easiest way to prove that you have a real business is to already generate revenue. It’s one thing to believe your bull-shiitake pitch; it’s another to have customers and cash flow. You show traction, and investors will suspend disbelief. Fundamentally, you’re asking them to take a leap of faith, and it’s easier to get people to jump off a diving board than the Golden Gate Bridge. If you can’t show traction, then at least line up customer references who will really say, “If they build this, we’ll buy it.”
• Cleanliness. Investors are busy, so you need to present a clean deal to them. “Clean” means that there isn’t a lawsuit by your former employer contesting the ownership of the intellectual property, or a disgruntled founder who owns 25 percent of the company but doesn’t do anything but sit around and complain. The more crap that an investor has to clean up, the less likely he’ll be interested in your deal.
• Forthrightness. If you have crap that you simply cannot clean up, then disclose it right away—not necessarily in the first meeting, but soon thereafter. Also, have a plan ready to fix the problems. The worst thing you can do to an investor is surprise her with bad news, like a messy deal with lawsuits and conflicts beneath the surface of the company.
• Enemies. Woe unto you who claims that there is no competition. It means you’re clueless or pursuing a market that doesn’t exist. Investors like to see some competition because it validates that a market exists. Then it’s your problem to explain why you have an unfair advantage. If you truly have no competition (and I doubt it), then either say that Microsoft or Google might go after you because these companies want it all or provide potential competitive threats.


 

In everything that you say, ensure that your results exceed expectations. Deliver a prototype early. Deliver your list of references early. Sign up your first customers early. Close a partnership deal early. Launch early. The only thing you shouldn’t do early is run out of money.




CHAPTER 7

The Art of Getting the Attention of Investors

Have you ever observed that we pay much more attention to a wise passage when it is quoted than when we read it in the original author?

 

~ PHILIP G. HAMERTON



 

 

 

 

 

Even if you fulfill the investor wish list, don’t be naïve: Investors will not beat a path to your door. These deals are sold—not bought—but they are sold through indirect and informal paths. This chapter explains how to attract the attention of investors.




The Art of the Introduction

An old boss once told me that public relations is better than advertising because advertising is when you talk about how good you are and public relations is when other people talk about how good you are. The public-relations approach is the key to getting the attention of investors, because they want to hear from others about a hot new company, not from the founders of the company itself. This is the art of the introduction.• Ensure that your company is in the right market. No matter how you get to the investor, make sure that she is the right one for you. For example, if you have the cure for cancer, contacting a firm’s enterprise software guru  isn’t the brightest idea, so get on the Web and do your homework so that you are targeting the right venture capitalists.
• Get an introduction by a partner-level lawyer. Next, ask your lawyer for help. He should work at a firm that does a lot of financings, like my buddies at Wilson, Sonsini, Goodrich, and Rosati. Best case e-mail/voice mail: “This is the most interesting company I’ve seen in my twenty years of legal work for startups.” Investors dream about calls like this—it’s the equivalent of a scoring shot that knocks the goalie’s water bottle off the top shelf.Incidentally, this is part of the reason why you should pay top dollar and use a well-known corporate finance attorney instead of Uncle Joe the divorce lawyer (even if he handles many investors’ divorces). You’re paying for connections, not only expertise.


• Get an introduction by a professor of engineering. Best case e-mail/ voice mail: “These students are the smartest ones I’ve ever had in twenty years of teaching computer science. Larry and Sergei would have carried their backpacks for them.” Arguably this is better than the lawyer’s call if the school, like Stanford, has a history of engineering students starting successful companies.
• Get an introduction by an executive of a company in the investor’s portfolio. Best case e-mail/voice mail: “My buddies are starting a new company, and I think it’s really cool.” Obviously, it would help if the company is a successful one. A service like LinkedIn can help you find acquaintances in the investor’s portfolio.


 

Suppose you can’t get any of the introductions mentioned above. A compelling e-mail/voice mail would sound like this: 



My buddy and I have been working in our garage, taking no pay, and with MySQL we built a site that is doubling in traffic every month. Right now, we’re at 250,000 page views a day after thirty days.


With two sentences, you’ve shown that you can make a little bit of money go a long way, create a product that scales to large volume, get the word out to attract customers, and make these customers keep coming back. “Wow! Be still my heart. I need to learn more about these guys” is what most venture capitalists would think, and they’ll ask you for an executive summary, which is the subject of the next chapter.




CHAPTER 8

The Art of Executive Summary

Don’t fear failure so much that you refuse to try new things. 
 The saddest summary of a life contains three descriptions: 
 could have, might have, and should have. 


 

~ UNKNOWN



 

 

 

 

 

 

Your executive summary is probably the most important document you will write for your company. You send it to the investor after the introduction in order to get a meeting and to determine if there is any investor interest. If it works, the potential investor will contact you to set up a meeting. The components of an effective executive summary are:1. Problem. What pressing and important problem are you solving or opportunity are you addressing?
2. Solution. How are you solving this problem or tapping this opportunity?
3. Business model. Who are your customers and how will you make money?
4. Underlying magic. What makes your company special?
5. Marketing and sales strategy. What is your go-to-market strategy?
6. Competition. Whom do you compete with? What can you do that they can’t? What can they do that you can’t?
7. Projections. What are your financial projections for the next three years? What are key assumptions and metrics to achieve these projections?
8. Team. Who is on your team? Why are they special?
9. Status and time line. Where are you now and what are the major, close milestones?


 

Your executive summary should not exceed two pages in length because its purpose is to sell, not describe your company. Indeed, if it takes you more than two pages to sell your idea, your idea isn’t very good. These are more recommendations to help you create a masterful executive summary:• Craft a compelling subject line. Essentially, your subject line is your “pickup line.” And like a good pickup line, it has to be different, interesting, and short. Writing “$100 million opportunity” to a venture capitalist is as common and effective as saying “I drive a Corvette” to an intelligent woman.
• Do not attach a presentation. Save your presentation for the face-to-face meeting. It probably sucks anyway, so you’re only burying yourself if you attach it.
• Do not use the word “patented” more than once. No good venture capitalist believes that patents make a company defensible. They just want to learn (once) that there might be something worth patenting.
• Do not claim that you’re in a multi-billion-dollar market. Isn’t every company in a multi-billion-dollar market according to some study? I have yet to read an executive summary for a company that isn’t in a market of this size.
• Do not claim you’ll create the fastest-growing company in the history of capitalism. Most projections that I see are for companies that will grow faster than Google—and the entrepreneur is “being conservative.” My advice is that it’s better to be too low than too high, because if the investor likes your idea, he’ll convince himself you can do more. If the investor doesn’t like your idea, it doesn’t matter what your projection is.
• Do not brag about an MBA degree. Most venture capitalists want to invest in hardcore engineers, not overhead—also known as MBAs. The MBAs can come later, so focus on engineering and sales experience, because in the beginning, all you need is someone to make a product and someone to sell it.
• Do not try to create the illusion of scarcity. Many entrepreneurs claim that “Sequoia is interested,” thinking that this will scare a venture capitalist into investing immediately. Dream on. If Sequoia is interested, then you should take its money. If it isn’t, the venture capitalist you’re pitching will find out you’re lying.


 

Stop reading for a bit in order to craft your executive summary. Spend a good couple of days on this, because your executive summary is the foundation of a successful fund-raising campaign. In the next chapter, we’ll discuss the next step: how to make a pitch.



CHAPTER 9

The 10/20/30 Rule of Pitching

Make sure you have finished speaking before your audience has finished listening.

 

~ DOROTHY SARNOFF



 

 

 

 

 

 

I have a strange medical condition called Ménière’s disease—don’t worry, you cannot get it from reading my book. The symptoms of Ménière’s are hearing loss, tinnitus (a constant ringing sound), and vertigo. There are many medical theories about its cause: too much salt, caffeine, or alcohol in one’s diet, too much stress, and allergies.

However, I have another theory. As a venture capitalist, I have listened to hundreds of entrepreneurs pitch their companies. Most of these pitches are crap: sixty slides about a “patent pending,” “first mover advantage,” “all we have to do is get 1 percent of the people in China to buy our product” startup. These pitches are so lousy that I’m losing my hearing, there’s a constant ringing in my ears, and every once in while the world starts spinning.

In order to prevent an epidemic of Ménière’s in the venture-capital community, I am proselytizing the 10/20/30 Rule of PowerPoint. It’s quite simple: A pitch should contain ten slides, last no more than twenty minutes, and use no font smaller than 30 points. This rule is applicable for any presentation to reach agreement: for example, raising capital, making a sale, or forming a partnership.




10 Slides

Ten is the optimal number of slides in a pitch because a normal human being cannot comprehend more than ten concepts in a meeting—and venture capitalists are at best normal and perhaps even a little attention deficient. The content of these slides is the same as the sections in your executive summary explained in the previous chapter, plus a title slide that contains your contact information.




20 Minutes

You should give your ten slides in twenty minutes. Sure, you have an hour time slot, but you’re not using a Macintosh, so it will take forty minutes to make it work with the projector. Even if setup goes perfectly, people will arrive late and leave early. In a perfect world, you give your pitch in twenty minutes, and you have forty minutes left for discussion.

Your opening line is the most crucial part of the pitch. What should you say? First let me tell you what you shouldn’t say and why.

[image: 002]

[image: 003]

“This is what my company does . . .” is how you should begin. It’s that simple. The goal is to get investors thinking about the potential of your company and the size of your market. They can’t think about this if they don’t know what you do. And they don’t want to be your friend, mother, or psychiatrist until they understand what you do, so cut the crap and explain what you do.




30-Point Font

Many presentations that I see use a 12-point font. Entrepreneurs use a small font in order to jam as much text as possible on their slides; then they read them aloud. Unfortunately, as soon as investors realize that




Using Pitching Beyond Fund-raising
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wunderkinds found asales | think s the ey

person whom they could | selling
stand for more than fifeen | proposition of
minutes. Pissed offthat | our product?

therearent more women
managers in the company.
Worked for ten yearsatan
established Slicon Valley
frm where she exceeded
quota every year. Sporadic
gullt pangs bout nox
secing hr kids enough.

Strtedatthe company | Did you watch
whenitwss two guysina | the History

garage. Wants tomake sure | Channdl special
thatitnever forgetsts | about Arpanet?

oot Perfecty happy just
tobe a grestengineer.
Drivs asecondhand Prius.

AMECPGwholasted. | Whatdoyou
Knows everyoneinthe | think of the7
industey butonly aninch | Series BMGs?
deep. Toooldtogoto

another startup but too

young to retie,Schedules

offites wherever theres s

greatgof course. Has had

several affis with

employees in the company.

Leasesa Boxster.

Loves the company: Loves | What would you
herjob. Beenthereand | like tobe doing
seen that, Bullhitproof, | in five years?
Youmay think she’s justan

HR person; but shell

torpedo you'f you pissher

off.One of the st people.
youlrecruitifyouleave

the company tostart

something.

Key Answer

There areso many.
possibilties: exse of
use,speed, scalabilty,
word-class tech
support..... But
you'e theexpert
Whats worked for
yout

Yeah I sure dids in
fact, I recorded it on
my Betamax
mchine. st hink.
the Beta formatis
better than VIS,

“Theye nice, but
thatsfor a family
man, Give mea
sports car any day.

Twould ke o grow
into s mansgement
positon at this
company by further
devloping my skil
et
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You say:

“Tve aways wanted to bean.
entecprencar?

“Ive aways wanted to be a professiona golfe. o
wht ifyou ahwsys wanted t be an enteeprencur?
Why sreyou wastng my time?”

T sure you s sware of the
groving need forsecuriy. Web
20, Open Source, whatever”

I you'e sure m aware,why areyou telling me
youlte sure I'm aware? Why are you wasting my
time”

“Ifyou sign an NDA. 11l el you
my idea’

“How can you not know tht venture capitalsts
dontsign NDAS? Why are you wsting my time?”

“The st time | contacted you,
L.r

I going to fire my secretay fo puting this
clown on my calendar agan. Why areyou wastng
y tmet”

"My o is o buid a world-
class company’

“How about you ship and sll the st copy before
wetalksbout world-class snything? Why sre you
wasting my tmer”
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Stereotype

Ms.CEO.

Do Coreone.

Description

Proof thatice water can run
in pecples vens. Tough,
tlented. Shatered the glass
calingnto  thousand.
pieces Sportsatrophy.
husband. Makes the Merel
Streep character n The
Devil Wears Prada ook like
G Scout Friends with
Carly Forina.

Exccutivewith the
‘company for twenty yesrs.
Feared by employees who
don't know him.Loved by
those who do. Net worth.
exceeds $50 millon, Empy
nester but got hiskids
summer jobs at the
company when they were
stillin the house. Board.
mermber. Secretary answers
hise-mail

Key Question

Did you e that
srticlein Forbes
sbout me?

What mskes you
think you can
contribute 1o this
company?

Key Answer

Seenit Areyou
Kidding? 1 havea
copy right here.
Would you
autograph it?

Fve read sbout howe
much you
contrbuted to the
company over your
career and 1 an only
hope o makea
contribution s arge
asyours.
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Reason

Reality.

“We can easiy integrate our
technoloay into the gori's
technoioay.

The gorillsstechnologyis held together vith gum and
ducttape. Sois yours, forthat matte. When you touch
cther of them, everything blows up.

“ts marketing department s
primedto heip us mate thisa

“The goilis marketing department i lready at wits
end, and they deeply resent having snothe marketing
“opportunity”

“We oty understand what our
parter wants and how we can
deiver tris

You truly understand what your wishful thinking s for
bow this dealwill work.

“We can cut a fairdoal with the
oria because our board
member knows someone there

Your board member's contactleavs before the desl it
done,and you have tostartal over

“Luckly. the oy crallenge that
e foresee is expanding fost
enougn

Expanding fst enough i sedom the problem, Getting
snyone to e the fuis of the deal is usually the
problemn.
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Stereotype

e PG

Suni

Description Key Question

Maybetheonlyadulton | Besides work,
theteam. Part office what areyour
manager, partpsychiarst, | passions?
part mother, and part

school princial. Easy to

dismiss as “cesical safl”

but shefs the go-tolady

ehen the wunderkinds

need reslaeord advice.

Broughtin by the What do you
wnderkinds o fix hink of Kotlers
marketing,even though | Four Ps of

they think the company's | marketing?
gizmais socool that it

docsn't need marketn.

Canftdos demmo ofthe.

product but beleves that

everybing i consumer

packaged good. MBA

Worked for five years for

Playex, marketing

tampons. Leases 3 Cadilc.

Veep of enginecring. After | What do you

sixmonths ofsearching, | think of Squid
the wunderkinds fially | Web-proxy cach-
setded on someonewho | ing?

they thought could sale
theinfrastructure and had
foom temperature Q.
(How hard coud itbeto
support six millon,
simultaneous users?) The
venture capitalsts were.
very happy when he was
hired.Brother-in-aw runs
an outsource programming
shop n Bangalore that the
company uses.

Key Answer

Ihave lovely children,
Would you lke to see
theirpictures?

o

st that stage
lite where |
concentrsteon my.
coreer,but |
eventaallywant 2
family.

They are sl
important,but the
Internetand online
communities have
made lfe much more
complex for
marketers.Im glad
youte running that
function here
because ] can learna
lotfrom you.

Iihink that good
architecture makes
proxy caching
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You say:

Investor thinks:

“[m bright and smbitious.”

“Thats  rele,because | usually invest in stupid
and lazy people. Why are you wasting my time?”

“Ima blue-sky thinker”

“You have no business model,and you donitknow
how o ship. Why are you wasting my tim?

“Ldoni know much sbout your
firm, but [ thought 4 contact
younyway”

“Tlove o think of new ways to
solveproblems?

“Yourea lazy ot why are you wasting my

s this s high schoolscience fir? Why sre you

wasting my time?”

“Lhave lots of grcat deas,but
havetrouble guring out which
oneto ey Let metelyow about

“Lwant o knowwhich idea you'e going o kil
yoursel tying to make successul not which
ideas have crossed your idl mind. Whyare you
wasting my time?”
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