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In this Part Two of Management in 
Valluvam as hinted in the f irst part (refer 
IMPACT Issue Number I), we are going to 
deal with ?Human Relation Management? 
in the great Magnum Opus called 
?THIRUKKURAL?

Management of anything in the world is 
an art and science. The practit ioners of 
Management must be aware of the whole 
viz concept, Strategies, strengths, 
weaknesses, environment, principles, 
various aspects such as legal, moral, 
ethical, f inancial, human and so on. 
Though management concepts, principles 
and policies may change from time to 
time, basic structures rarely change. In 
fact our country had a great wealth of 
managerial materials, quite possible they 

M ANAGEM ENT IN  
VALLUVAM  - Part I I
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writer, trainer, 
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and speaker from 
Chennai, 

Mr Subbaraman 
has written 36 
books. His paper, ?Valluvam Inspired 
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were in practice for centuries, and then 
thanks to the intervention of international 
thoughts, have seen a sea change in the 
nation?s approach towards management! 
Not that old is always gold; but in 
management science old has golden values 
as is seen from our sacred scriptures, 
l imitless literature in, many languages. In 
that way, now we are looking into 
management as  propounded by Saint 
Thiruvaluvar.  

As already hinted we are going to deal with 
human relations management in this part.

What is this human relation and what is 
human relation management?

As human beings blessed to be born as 
human beings in this great Universe, we 
have to manage well our relationship with 
others on which lies our peace and poise, 
joy and happiness. Human beings have 
diverse views and thoughts, conceptions 
and  perceptions, behavior and conduct, 
principles and practices, strengths and 
strategies.

The society is made of individual human 
beings and unless and otherwise, each and 
every one contributes for better 
understanding and  appreciation, 
harmony and peace the very world will 
become a hell to live. 

In making the relationship pleasant and 
sweet, communication plays a very 
signif icant role and words make a very 
stellar role in communication. Sweet  words 
always pay and harsh words never.  A 
practical management specialist is 
Thiruvalluvar, speaks about the value of 
sweet words in human relations  

management in 10 couplets in the tenth 
chapter in the VIRTUE canto. Let us see how 
signif icant these couplets from the angle of 
our present topic are.

Words with love are sweet

Sans deceits that f low from saints

Sure to do good neat! (Kural 91)

Those who lead their l ives according to the 
virtues ordained, their words will be free 
from f laws and will bring harmony and joy.

Essentially human relation aims at better 
harmony and relationship. One way of 
managing that relationship well is sweet 
words free from f laws.

Better than a gif t

Words nice, sweet with love and smile

That all should give swift! ( Kural 92)

In human relationship management, 
keeping the humans with whom we have to 
move and manage is very essential and that 
can be promoted through our spoken words 
nice, sweet, truthful with love coated and 
should be hastened.

That is virtue true

Fond look, sweet words, cheerful face
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Make divine life sure! (Kural 93)

Communication skil ls in human relations 
management can never be overemphasized 
and here is a tip for improving that skil l. 
While we are conversing with others, we 
must exhibit fond look, extend sweet words, 
put on a cheerful face and all these things 
add to our strengthening the human 
relationship management. 

He who speaks sweet words

That provides joy for others

Knows not drought in world! (Kural 94)

Very often sweet words soften the attitude 
of even our opponents and strong crit ics 
who are always inimical to us. Sweet words 
provide joy to the listeners. Naturally 
managing the people in joyful moos is 
easier than when they are otherwise.  

Humble and sweet words

Indeed one?s jewels ? giving joy

Not silver and gold! (Kural 95)

Humility is a virtue it is said. It is not cheap; 
it is not vulgar; it does not mean one is 
subordinate to the other. However high and 
mighty one is, it should not be forgotten 
that we are basically human beings and we 
have to treat others equally with love and 
respect, regards and affection. Humble and 
sweet words are of greater value than gold 
and silver in human relations management 
and that is what is sought to be emphasized 
in this couplet.   

Contemplated thought

Sweet and good words dissolve sins

Sure evils get caught! (Kural 96)

When we seek after sweet words and 
deliver, all bad things, feelings and thorns 
in relationship get dissolved and disappear 
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paving the path for better relationship. 
Sweet, plain and truthful words cement 
netter human relations.

Words sweet sans evils

Make one divine and noble

Harsh words breed devils! (Kural 97)

Again truthful and sweet words without evil 
intentions, brings a tinge of divinity in the 
words and this has its own impact on the 
listeners. That impacts helps in no small 
measures to improve human relations and 
help better management.  

Sweet words that harm none

Gives one joy and peace in life

Current and the next! (Kural 98)

Having been blessed by the creator with the 
life of a human being, we have to build up 
strong human relationship with the fellow 
beings to enjoy peace and harmony- 
whether at home or off ice, in the market 
place or outside in this vast society. That is 
possible with sweet words that do not harm 
others but provide joy and peace.   

One who enjoys words

Sweet from all, justif ies not

Sure his own sharp swords! (Kural 99) 

In communication there are two parties-the 
one who speaks and the other 
receiver-listener. With our sweet words we 
can blunt the sharpness of the words of the 
listener- the receiver! Relationship cannot 
sour!

Speaking harsh leaving

Sweet, is l ike taking the fruit

Unripe leaving ripe! (Kural 100)

In the world there are fruits that are ripe 
and pleasant to eat; unripe that is not to our 
taste. None with sense can prefer unripe 
fruit while ripe and sweet fruit is on hand. 
Similarly there are sweet and harsh words 
available in each and everyone. The one 
who cares for harmonious and pleasant 
human relationship has to prefer the sweet 
words as against harsh words. 

This way we f ind in Valluvam a great 
storehouse for managing the human 
relationship for greater peace and poise, 
harmony and joy. 

Let us look into the next tool for better 
human relationship management suggested 
by the great Saint Poet Thiruvalluvar. In 
forthcoming issues.

07



impactmanagement.org

    IMPACT08

WHICH CA M E FIRST
Chick  or Egg

The unique demographic 
dividend that India enjoys 
today is a valuable resource 
that successive 
governments have been 
leveraging to catapult India 
to the top slot.  Most social 
and economic policies and 
approaches f ind rare 
consonance amongst 
otherwise competing 
polit ical parties, social 
organizations, and policy 
makers. 

As 80%  of Indian 
population lives in vil lages, 
there is unanimity of 
opinion that improving 
vil lagers is one of the 
primary areas of focus. The 
model of growth adopted 
has to be inclusive and keep 
the vil lages at the centre.  In 
fact many researchers 
believe that rural India will 
be the engine of the India 
growth story. In this context 

of India?s efforts to achieve 
super power status, what 
the governments and 
businesses and NGOs are 
doing in the vil lages assume 
importance.  

This case deals with the 
experience and results of 
one company that looked at 
a signif icant aspect of rural 
economy ? poultry breeding 
? and found innovative ways 
to adopt their business 
model to suit and leverage 
the vast rural household 
potential ? especially 
women to drive business 
and evolve competit ive 
advantage.  This case shows 
beyond a doubt that doing 
business in vil lages could 
not only be prof itable but 
also provides satisfaction of 
helping build India. 

CHICK CAME FIRST 
About 80%  of India?s 

population is rural poor 
living in its hinterlands. The 
scenario is however 
changing, compared to the 
urban areas, growth of 
FMCG markets in the rural 
areas is about 17-18%  
compared to just 11-12%  in 
the urban. According to 
MART, India?s leading 
market consulting f irm, rural 
India is now a tril l ion dollar 
economy equal to that of 
Canada or South Korea. 
According to a report 
published by them, rural 
and small towns (with less 
than a mill ion populations) 
contribute as high as 75%  
of India?s GDP.   Rural 
market growth has also 
signif icantly 
metamorphosed to  
welcoming durables and 
?luxuries? such as 
automobiles in its fold.  
Rural areas account for 

Dr. Satya Suresh and Mr. Sundaram Chandrasekaran

Dr Satya Suresh has 10 years experience in Corporate Communications. 
She changed her career to teaching to bring forth work life balance, 
which became a passion in due course. She did her Doctorate from VIT 
University, Vellore in the area of Services Marketing. With 15 years  
teaching experience in Management Schools she is planning to 
undertake projects which are of social significance like undertaking UN 
volunteering projects on educating children in troubled areas. 
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more than 50%  of new 
mobile connections in the 
country today.

One of the major drivers for 
this growth has been the 
government-sponsored 
rural employment 
guarantee schemes that has 
pump in 6 bil l ion dollars in 
to the rural economy every 
year. This in turn has pushed 
up the wages for private 
work in rural India thus 
signif icantly enhancing the 
purchasing power of rural 
consumers.  Better 
infrastructure in terms of 
roads and other forms of 
connectivity to nearby big 
towns has enabled mobility 
of rural poor in search of 
better jobs and livelihood.  
Rapid urbanization has 
benefitted farmers who 
could sell their lands to real 
estate people and prices 
never heard of before.  

Some of the other major 
reasons cited for the spur in 
growth of rural markets 
include:

1. Less dependence on farm 
income.  Family income is 
now bolstered from 
remittances of migrant rural 
labour.

2. Increasing MSP (minimum 
support price) for various 

farm produce given by the 
governments

3. Increasing rural spends by 
the governments year after 
year

4. Enhanced access to 
credits from corporate 
f inancial institutions to rural 
population especially 
through micro f inancing 
organizations.

5. Regular waivers of 
agricultural loans by various 
governments

One survey conducted by 
Accenture Consulting 
showed that business 
leaders expect that 20-50%  
of their growth in the next 
3-5 years would come from 
the rural economy. 
Unprecedented rural growth 
opportunities are driving 
large MNCs and large and 
small Indian corporate to 
f ind ways and means of 
doing business in the 

vil lages.  Many economists 
and thinkers believe that it 
is the rural vil lages and 
small towns that would 
catapult India to the 
aspirational super power 
status. 

Even given far-reaching 
changes such as these, rural 
poverty is stil l a major social 
phenomenon which cannot 
be redressed through 
traditional thinking and 
planning. Rural India needs 
?jugaad? thinking that f inds 
innovative solutions to rural 
problems using available 
limited resources.  

Doing business in rural India 
comes with its own set of 
complex challenges. But 
several large MNCs and 
Indian companies such as 
Unilever, ITC, Honda 
Motorcycles etc seem to 
have found non-traditional 
customized business 
solutions that not only 
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translate in to prof its but 
help in nation building.  
Microf inance corporate such 
as the award winning SKS 
Microf inance has founded 
their entire success stories 
on rural markets. 

Two common threads that 
run across the rural 
businesses of these 
companies are:

1. Engage regularly with 
the consumers at the grass 
root levels in every possible 
way including providing 
employment and business 
opportunities for the local 
talent.

2. Adopt f lexible and 
innovative business 
practices to meet local 
needs and aspirations.

This case deals with one 
such company that 
revolutionized rural poultry 
farming and created steady 
sustainable family incomes     

Keggfarms
More than 30 mill ion poor 
rural households in India 
raise poultry as a means of 
food and sustenance 
through their eggs and meat 
produce. Typically each 
household grows about 10 
chicks in a year each of 
which yield about 35-40 

eggs and about one 
kilogram of meat. These 
chicks survive on leftover 
food and vegetables, insects 
and seeds in the backyard. 
Since the sex of the chicks is 
generally known only after 
several weeks of birth, 
these vil lagers buy 10 
chicks even if  they need 
only f ive hens. Any business 
done by the vil lagers on 
these chicks and eggs only 
yielded low returns.

In spite of the fact that 
national consumption of 
poultry produce such as 
eggs and chicken were on 
the rise not only in absolute 
terms but even when 
compared with other 
competing foods, it meant 
very litt le for rural economy 
where both the 
consumption and  
production remained low 
and stagnant. Industrial 
produce could not be 
reached to the vil lages due 
to transportation costs and 
bottlenecks and hence the 
entire rural consumption 
was restricted to 
unscientif ic and small scale 
production of eggs and 
chicken in the rural areas.  
To cap it, Industrial Poultry 
Production Policies adopted 
by the government of India 

only tended to totally 
ignore this rural sector of 
poultry keepers and 
consumers.

In a revolutionary init iative, 
Keggfarms, owned and 
managed by Vinod Kapur, 
created a new cross breed 
of chicken through genetic 
modif ication - which they 
called Kuroiler - to convert 
the rural poultry keeping 
into a signif icantly 
remunerative activity . 
Kuroiler chicken is a low 
input high-yielding vil lage 
specif ic poultry stock which 
would also survive by 
scrounging the backyard 
like the conventional 
chicken.  But it would live 
longer, lay f ive times more 
eggs and yield double the 
meat.  It was also 
genetically resistant to most 
common poultry diseases. 
Further, unlike broiler 
chicken, Kuroiler served the 
dual purpose of both eggs 
and meat.  Since Kuroiler 
would be delivered only 
after they attained about 
300 grams in weight, the 
vil lager would not need to 
buy more chicks than what 
he would need ? whether 
hens or rooster. 
Additionally, it was also 
claimed that Kuroiler meat 
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was much tastier than other 
chicken meat in the market.   

Keggfarms foresaw huge 
volumes for Kuroiler in the 
rural areas which had 70%  
of India?s poultry consuming 
population.  But the 
challenges in distribution 
logistics and low purchasing 
power of this constituency 
needed to be addressed to 
realise the potential. Vinod 
Kapur also saw not only 
product dif ferentiator in 
Kuroiler but also huge social 
benefits.

Production and distribution 
process of Kuroiler start 
with Keggfarms breeding 
genetically selected males 
and females with the ideal 
genetic makeup in their 
breeding centres which 
produced fertile hatching 
eggs. The hatching eggs 
were then shipped to the 
Keggfarms hatcheries set up 
in strategic locations. Within 
24-36 hours of hatching, the 
chicks were delivered to 
independent dealers on 
advance payment mode.  

Keggfarms?s dealers 
periodically purchase about 
2000 one-day-old chicks 
from the hatcheries @ Rs 
7.50 (in 2006) on 
pre-determined dates on 

cash-on-delivery basis. The 
only expenses they incurred 
were transportation costs. 
Mortality was negligible due 
to the quick turnaround of 
chicks.

The dealers, in turn would 
distribute the young chicks 
to rural ?mother units? (MUs) 
who would grow the chicks 
for three weeks.  MUs could 
be set up anywhere easily 
including small rooms and 
even under the beds.  

MU owners would buy 500 
to 1000 chicks every month 
from a dealer for Rs 9 a 
chick, and would sell them 
to the vendors three weeks 
later for Rs 20- per chick. 
Cost of rearing the chicks in 
the MUs was in the region of 
about Rs 6-8 per chick 
including feed costs and 
mortality.  MUs at the end of 
the deal had a prof itable 
business.

The vendors would carry the 
Kuroilers on their bicycles 
to sell the chicks to the rural 
household at Rs 30. This 
ensured average net income 
of Rs 7000 pm to the 
vendors. Chick vendors 
would often supplement 
their income by raising 
Kuroiler chicks as well as 
distributing them.

This arrangement ensured 
that the rural vil lager 
needed to invest only Rs 30 
per chick which they could 
grow and nurture as they 
have always done in their 
back yard.  As Kuroiler 
chicken yield eggs much 
earlier (in about f ive 
months) and laid about 20 
eggs a month, the vil lager 
could earn additional 
income from the Kuroiler 
chicken. 

This strategy paid rich 
dividends and today 
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Keggfarms is reaching over 
a mill ion rural households 
that generate an income of 
Rs 450 mill ion with almost 
zero operational expenses 
other than the agricultural 
and household waste in 
their backyards. Other social 
benefits of Kuroiler 
included:

1. Improvement of f inancial 
status of rural women which 
provided additional 
disposable income that 

could be spent for family 
education, health and 
welfare

2. Ready availability of 
nutrit ious eggs and chicken 
meat which were otherwise 
bought from costly retail 
outlets.  

3. Livelihood opportunities 
for rural folk  as Dealers, 
MUs, vendors

4. Minimal or no 
environmental harm 
compared to industrial 

poultry production.

Every success brings 
imitations and Kuroiler is no 
exception.  Vinod Kapur is 
agitated about the unethical 
practices in the market 
misusing the name and 
brand of Kuroiler and is 
f ighting several cases in 
court.  But he is happy that 
Kuroiler has come to denote 
a generic term in rural 
poultry much like Xerox in 
the f ield of photocopying.
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READERS REVIEW
Nandakumar Krishnamurthy

CONGRATULATIONS on the release of the maiden issue of IMPACT.

Dr.Balasubramanian

32 is a magic number. It is signif icant for communication when it comes to oral. 32 
pages have a great impact and all the chosen articles are really worth reading. I am sure 
you are on the right path to practice towards creative thoughts. Way to go. Kudos to the 
entire team. With best wishes.

Dr. Bala, www.visionunlimited.in

Syed Fazlullah Khan

Congratulations to Dr.M G Baskar and team for bringing out an excellent issue and the 
First issue really created IMPACT with nice layout and good articles to read.

R Venkatanarayanan 

A very good effort. I am impressed that the f irst Issue has come out very well.  
compliments for the idea and its implementation. Eventually I hope this effort will 
generate some signif icant revenue, besides being of service to young and not-so-young 
writers on Management.

R.Venkatanarayanan,

Retd-IAS

Dr. Balasubramanian of Cleaveland who organizes Thyagaraja Festival annually in US 

Congratulations to you on your new journal 'IMPACT', an interesting publication on 
managment issues, approaches, and ideas.  The f irst issue has come out with informative 
articles and they are impressive.I wish you good luck and success in your init iative.

With my best wishes to you.
Dr.Blasubramanian,
Cleveland,
U.S.A
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LEARN IN G FACT ORS IN  
BUSIN ESS EDUCAT ION

I V RANGA RAO  Higher Education & Strategy Consultant

Mr.Ranga Rao has over 35 years of rich experience, of which over 60% 
has been with Startups/Greenfield projects across various sectors as 
diverse as Higher Education, Recruitment and Management Consulting, 
Information Technology and Office Automation, Insurance, Healthcare 
and Commodities.

As you enter business 
school, an overwhelming 
feeling of stepping into a 
highly challenging and 
competit ive environment 
may overcome you; though 
true to some extent, this is 
also the time when you will 
make lifelong friends. 
Working and learning 
together in teams, you will 
have a lot to learn from each 
other, and would recognize 
that collaboration delivers 
far better results.

Some of you may possibly 
feel that your f irst year in 
business school could very 
stressful. But then, stress is 
created in dif ferent ways, 
through self-inf l icted  
academic pressure,  
intolerance, poor time 
management, setting  
unrealistic expectations and 
so on. In such a situation, 

you would benefit 
immensely by sharing your 
feelings with your class 
study group, your faculty 
mentors, and easily 
accessible members of your 
family. Some business 
schools offer counseling 
support where qualif ied 
counselors are available and 
so students needing 
professional help would be 
well advised to use such 
support early.
You should avoid being 
lulled into a false sense of 

complacency like assuming 
that your previous academic 
record would be a 
dependable forecaster of 
your capabilit ies at business 
school. Instead, you would 
be well advised to 
appreciate that business 
education is more intuit ive 
and more nebulous than 
areas like engineering or 
accountancy. These sciences 
are built around clearly 
quantif ied, measurable 
facts, whereas, in business 
education, you are not only 
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deciding on the basis of 
imperfect information, but 
very often also dealing with 
people issues.

While you may feel that 
mere academic performance 
is the defining benchmark 
of success, this is not 
validated by factual 
experience; you must also 
work on and develop 
equally important aspects of 
your personality l ike holistic 
self  development, 
co-curricular learning, social 
skil ls, sensitivity to society 
at large and last but not the 
least, team work.

Very often, l ike at school, 
you may feel that learning 

at business school too is 
similar: the faculty will 
teach and you will learn 
from them. However, the 
reality is that such learning 
takes place via three 
interconnected processes: 
from faculty, from self  study 
& self  analysis and from 
peer experience.
Again, believing that mere 
gaining of admission into 
business school is by itself  a 
guarantee of your getting 
your dream job; the reality 
is that your goal of getting 
your dream job calls for 
single minded focus 
supported by tremendous 
effort and work on your 
part. Your placement 

depends on your 
placeability and that alone 
will help you in f inding the 
job you aspire for. While the 
business school can 
facilitate the placement 
process, it is only you who 
has to face and interact with 
the recruiting organization 
on a one to one basis. You 
can of course make things 
easier for yourself  by 
working closely with the 
Student Clubs and 
Placement Committee in 
your institution.
You can make the most of 
your business education by 
keeping in mind the key 
mantra ?Burn to learn and 
learn to earn?! 

To Advert ise 
in this Magazine

Contact

Dr M G Bhaskar
9840599888
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T H E ART  OF ACCEPT IN G 
PRAISE

We hear a lot of talk about 
the importance of praising 
people. In management, 
education and social 
relationship praise and 
appreciation are considered 
necessary to mould and 
build people and to bring 
out the best in them.  There 
is, however, a strange 
paradox in the matter of 
praising and appreciating 
people. Men and women do 
like to be praised.  It is said 
that there is no one who 
does not l ike to be praised. 
But at the same time people 
behave in a peculiar way 
when someone praises 
them or appreciates heir 
action. If  nobody praises 
then they don?t feel happy 
either. They will feel sore 
and they will sulk in their 
heart of hearts.  But when 
someone does praise them 

they do not seem to know 
how to accept the praise 
and they start f idgeting and 
behave in an awkward 
manner. They say various 
things like, ?I don?t deserve 
all that.? Or  ?You are only 
pulling my legs? Or ?It is 
only your greatness which 
makes you say so? and so on 
and so forth. Some may 
even misunderstand and 
consider the praise as a 
sarcastic remark!

When we do something very 
nice, such as singing a song 
sweetly or making a f ine 
speech or tell ing a funny 
joke people may praise us. 
Often we do not accept the 
appreciation gracefully and 
say one or the other of the 
funny things mentioned 
above. What is the reason 
why we take such a strange 

position in spite of the fact 
that we yearn for people?s 
appreciation? The 
ostensible reason is that we 
want to show that we are 
humble and not conceited.  
We believe that humility is a 
great virtue and we want to 
show to the world that we 
are truly humble. But in this 
process we commit a big 
mistake. We indirectly imply 
that the person who praised 
us was not tell ing the truth 
and that, in fact, he was 
trying to f latter us. Another 
impression we create is that 
we are not truly what our 
well-wisher meant. We even 
go to the extent of tell ing 
lies. We know our true 
worth. But we deny it and 
try to pretend that we are 
not at all anywhere near 
where our friends placed us. 
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At this stage we may ask a 
basic question. What is 
humility?  True humility 
means knowing exactly 
what we are and where we 
stand. Psychologists speak 
of what is known as ?self  
image?. A healthy 
personality should have a 
clear idea of his or her true 
self-image. A true 
self-image is a prerequisite 
for healthy emotional 
growth. Therefore true 
humility means knowing 
and accepting our 
self-image and not 
pretending to be more than 
that. Can we further say, not 
pretending to be less than 
that also? In other words, 
humility means knowing 
exactly what our worth is 
and also not being ashamed 
of our worth. Being 
ashamed of ourselves is as 
bad as posing to be more or 
greater than what we are. 
Therefore by refusing to 
accept sincere praise we are 
not practising humility. We 
only behave funny and 
present an unnatural self . 

A common occasion when 
people shower praises on 
someone and that person 
refuses to accept the good 
words is the time of 

retirement. One after 
another the retiring 
person?s colleagues come 
forward and shower 
encomiums on the retiring 
person and sing his praises. 
And when his turn comes at 
the end to ?say a few words? 
he invariably says that he 
did not deserve any of the 
things that were said about 
the qualit ies of his head and 
heart. One particular off icer, 
however, said, ?If  only half  
of what was said today was 
written in my confidential 
reports I would be retiring 

as Managing Director 
instead of AGM.?

Our reluctance to accept 
genuine praise and 
appreciation is often seen 
ref lected in our 
unwill ingness to oblige 
when we are called upon to 
do something which our 
friends feel we are capable 
of doing. Someone 
announces that so and so is 
a good singer and requests 
him to entertain the 
gathering with a song. Or, 
someone says, we are glad 
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to have so and so in our 
midst. He is a very good 
speaker. I request him to say 
a few words on this 
occasion. It is really a very 
rare occasion indeed when a 
person called to speak or 
sing or tell a joke would 
gladly accept the invitation 
and perform in a way which 
makes the gathering happy. 
More often than not we f ind 
people f ighting shy of the 
task ? of either singing a 
song or making a speech ? 
offering some excuse or the 
other. We are reminded of a 
funny story. At a party a 
certain person was 
requested to sing. He said 
singing was not his cup of 
tea. But the friends would 
not hear any of it and 
insisted that he sang. They 
even said he could sing a 
bhajan but sing he must. At 
last when he found that he 
was badly trapped the man 
did render a bhajan. The 
friends said, ?once more, 
once more? The man was 
very much surprised but he 
sang the bhajan again. A 
second time they asked for 
a repeat performance. A 
third and a fourth time!   
When it was the f if th time 
our friend lost his temper 
and asked, ?How many 
times do you want me to 

sing?? ?Till you are able to 
sing it properly,? was the 
chorus of the friends? reply.

Our reluctance to accept 
praise and appreciation 
heartily sometimes makes 
us behave in a crude way. 
Often we misinterpret the 
praise as sarcasm and we try 
to react in a way, which is a 
f itt ing reply to sarcasm. On 
a certain occasion the 
author of this piece found 
the dosa served in a small 
restaurant in a small town 
very tasty. As I paid the bil l 
at the counter I said, ?The 
dosa was very tasty? The 
manager behaved as if  he 
was cut to the quick. 
Suspecting sarcasm in my 
words he said, ?If  you don?t 
l ike our dishes you can go to 
some other place? The 
reason for this strange 
reaction from the hotelman 
lies in our culture which is 
not well tuned to praising or 
receiving praise.

With this background a few 
suggestions are offered so 
that we can learn the 
healthy habit of responding 
to praise and appreciation in 
a manner in which the 
person praising us feels 
gratif ied and we too benefit 
by that person?s gesture.

One 

Say ?Thank you? 

When someone praises us 
or appreciates us we should 
f irst of all say ?Thank you.?  
Whatever we may want to 
say (even if  we want to 
gratefully decline the 
praise) can be said after we 
have f irst expressed our 
gratitude.

Two

 Make a quick mental 
assessment and see 
whether we deserve the 
praise fully. If  so, we can say 
a few more words. For 
example we can say, ?You 
have been so kind to 
recognize my litt le 
contribution. I am grateful 
to you. I also feel very much 
encouraged.?

Three

If  by chance we feel that 
what has been said about us 
is a litt le bit of an 
exaggeration then we can 
do two things. Mention very 
nicely that the person 
praising us has been too 
generous in his words. At 
the same time we can make 
a mental note to improve 
ourselves and come up to 
the level of that person?s 
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assessment of our abilit ies.

Four

Even if  some litt le 
exaggeration is made we 
should not rush to deny the 
truth of the words spoken in 
our praise lest the speaker 
feels embarrassed. On one 
occasion I was introduced at 
a public function stating 
that I was the author of 
many books. Now, it is true 
that I had authored just one 
book. The person 
introducing me might have 
said ?many books? in an 
absolutely casual way. How 
would it look if , as I stand to 
speak, I say that I am the 
author of only one book and 
not many books? What I 
mean to say is, when the 
exaggeration made is of a 
simple, harmless nature we 
need not try to make 
correction and thus 
embarrass the speaker. We 
can simply ignore it.

Five

If  we are not genuinely 
receptive to praise then we 
condition ourselves by 
some kind of 
autosuggestion and our 
growth, our progress and 
our success will be 
conditioned by our own 
words of denial of the good 

words said about us.  On 
one occasion I 
complimented a student of 
mine in the insurance 
training class and said she 
?You are very smart?  ?I am 
not smart? was the young 
lady?s immediate response. I 
said, ?Well, young lady, if  
you think you are not smart, 
then I am afraid you may be 
right.? We are what we think 
we are.  

Six

The ability to gracefully 
accept praise and 
appreciation is a sign of 
maturity. If  we are not able 
to appreciate genuine a 
genuine tribute paid to us 
then it may mean that we 
are not aware of our true 
worth.  Somewhat like the 
musk deer which is running 
about searching for the 
fragrance being blissfully 
unaware of the fact that it 
comes of its own navel.  
Knowing exactly what we 
are and what our worth is, is 
a sign of growth and 
maturity. 

Seven 

We should make it a point to 
take every word of praise or 
appreciation we get as a 
stepping-stone for greater 
progress. We should have 

enough self-control to see 
that praise does not go to 
our head and intoxicate us. 
Just as accepting praise 
gracefully is a very nice 
thing to do, not allowing the 
words of praise to spoil us 
also is important. 

Eight

We must accept the fact that 
the power of praise in 
building people, in 
motivating them to greater 
action and in bringing the 
best out of them depends 
on the fact that the praise 
has been accepted by the 
people on whom it is 
showered. People who are 
complimented accept the 
good words and act on 
them. True, they may not be 
doing it consciously. But the 
power acts on their 
subconscious minds. Even 
people who may not be all 
that good turn out to be 
much better by the power of 
praise because in their heart 
of hearts they feel a 
compulsion to act according 
the nice words offered to 
them. This I feel is a tacit, 
unconscious acceptance of 
the appreciation showered 
on them. We have seen or 
heard of students who are a 
problem in school behaving 
in a great way when they 
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are appointed team leader 
or some such position of 
importance. 

There is a lot of meaning 
and courtesy in accepting 
praise and appreciation 
gracefully. If  a person can 
say, ?Yes, I thank you for the 
good and kind words you 
have expressed about me. It 
has been my ambition to 
become a good singer. You 
have recognized it and 
acknowledged it. I accept 
your kind words and thank 
you for it? A conscientious 
person may like to add, ? If  I 
feel that I am not equal to 
the standard to which you 
have raised me I promise to 
work hard and live upto 
your expectations.? Such a 
sincere, grateful and 
graceful acceptance of 
praise will give much 

satisfaction the praise giver. 
If  we refuse to accept 
honest praise gratefully the 
person who thought of 
encouraging us by praising 
us is l ikely to feel 
disappointed and awkward. 
He is l ikely to think that the 
most valuable gif t offered 
by him was being discarded 
unceremoniously.
To some extent our inability 
to accept praise gracefully 
is the result of our culture. 
We do not have the habit of 
either praising people or 
accepting praise in a normal 
way. Imagine a father in law 
praising or appreciating his 
daughter in law?s cooking! 
But we do see the practice 
of praising and appreciating 
people a lot in the Western 
culture. We may not l ike to 
ape the westerners but if  we 

believe that it is a good 
thing to appreciate people 
for their good work then we 
should have no dif f iculty in 
imbibing this aspect of the 
culture from other parts of 
the world. The practice of 
praising an d appreciating 
people is l ikely to inculcate 
in us the good habit of 
accepting praise and 
compliments in a nice way.

Accepting praise gracefully 
is in itself  an expression of 
gratitude. It is a very 
courteous thing to do. Just 
as praising someone or 
appreciating someone is a 
gentle, civil ised, courteous 
thing to do, graceful 
acceptance of praise with an 
expression of gratitude also 
is an expression of ref ined, 
civil behavior. 
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SUCCESS FORMULA

Hi Friends,

What Prevents Most People 
From Achieving Success In 
Life?

If  setting clear goals is so 
crucial for us to achieve a 
successful and fulf il l ing 
future, then why do so many 
people fail to do it?

Why are so many people 
allowing the river of l ife to 
pull them in all directions?

1) Limit ing Bel iefs

The f irst thing that holds 
most people back from 
setting goals are their 
l imiting beliefs. Many 
people only dream about 
what they would love to 
have. When it comes to 
committing to a specif ic 
target and plan, they don't 
even bother. Something 
inside them says 'there is no 
way'. Either it 's too dif f icult 
or they simply don't have 
what it takes. 

You now know that these 
are nothing but l imiting 

beliefs. Unless we break 
past these generalizations 
about ourselves, we will 
never dare to design goals 
that drive us to the next 
level. 

2) They Don't  Know What 
They Want

'But... I don't know what I 
want!' This is probably one 
of the most common 
responses I get from people.

I bet if  I gave these people a 
magic lamp and told them 
that they would be granted 
anything they wish for, they 
will start making up a whole 
list of things real quick!

It is not that people don't 
know what they want. What 
has truly happened is that 
most people have stopped 
daring to dream. I believe 
that as kids, all of us had 

fantasies and 
dreams of what we wanted 
to have and be when we 
grow up. However, as we 
went through life, we meet 
with so many failures and 
disappointments that our 
rational, crit ical mind has 
forbidden us to continue 
day dreaming anymore. 

Whenever we get excited 
about something, our 
internal voice will rush in to 
tell us, 'it can't be done' 'you 
cannot do that' 'that's 
impossible.' 'grow up, get 
real'. (It could even be an 
echo of our parents' voice, if  
we had stern, no-nonsense 
parents). As a result, this 
would block our creative 
juices and deflate our 
passion - the very elements 
we need to create and 
design the life we truly 
want. We need to learn how 
to unlock our imagination 
and set our creative minds 
FREE....free of fear and 
inhibit ions so we can dream 
clearly and with growing 
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excitement of what we truly 
want out of l ife.

3) Fear of  Failure

This fear of failure, of 
rejection and  
embarrassment is what 
probably paralyses most 
people from even starting 
out. Does this mean that 
people who keep setting 
goals do not fear failure? I 
don't believe so. I think 
everyone hates and fears 
the feeling of failure, 
including myself . What then 
gives them the courage to 
set high goals and go for it? 
It is how we define failure to 
ourselves. The only one who 

can tell us that we failed 
and make us feel bad is... 
ourselves. 

Yet, this is how we often 
shoot ourselves in the foot. 
The moment we do not 
achieve what we want, even 
on our f irst attempt, we tell 
ourselves we have failed, 
and feel really bad. This 
pain is what prevents us - 
and this goes for the 
majority of people - from 
daring to try for high stakes, 
to taking risks. 

4) Addict ion to the Sof t  Life

Most people are risk averse 
because they are addicted 

to a way of l ife: a soft l ife, a 
cushy life with habits and 
material comforts they are 
loathed to change or risk 
losing. Unless that comfy 
life-style is imminently 
under threat, they won't do 
anything that calls for iron 
will and discipline.

Setting goals and really 
going for our goals often 
means changing habits, 
sacrif icing time spent 
hanging out with friends. 
This is why people make 
half-hearted attempts. As 
soon as their new path 
impinges on their old habits, 
they withdraw...it 's too hard. 

A friend who teaches a 
Detox & Energize self-help 
program says most people 
don't stick to it because 
even if  they believe in its 
long-term health benefits, 
they are not will ing to work 
at it....and it is l ife-long 
work. They'd rather pop a 
pil l (a drug) and dam the 
long-term consequences. 

There are no short-cuts to 
success in any area - 
business/career, health or 
personal relationships. So, 
be prepared to make what 
appears to be 'sacrif ices' 
and, if  you do, the rewards 
are there. 
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If  you are looking to become 
that next successful 
entrepreneur, consider what 
other entrepreneurs have 
found as they worked 
through their 
transformation into a 
successful business person. 
Not every entrepreneur has 
used all of the following 
ideas, but most will 
acknowledge their 
importance in getting to 
where you would like to be 
in business. 

Set goals 

This idea may sound a bit 
obvious but it is ignored 
quite often in the 
excitement of getting a 
business started. You need 
to have an idea of where 
you would like to end-up 
with your business idea. In 
this way, you can begin to 
set intermediate goals that 
will get you to the end goal. 

Your intermediate goals 
may start with a daily task 
list that ends with the 
successful completion of a 
more prominent goal a few 
weeks down the road. As 
these intermediate goal 
successes pile up your 
ult imate goal is one step 
closer. Baby steps are the 
words here. 

Know your market  
Education is power can be 
taken to heart in building a 
business. You are sure to 
attract and recruit good 
people along the way, but 
you stil l need to have a 
good idea about how things 
in the market you are 
tapping work and why. Take 

classes, 
talk to others in the f ield 
and fall down a few times 
on your own so you learn 
the "hard way." 

Look through the clutter for 
good ideas 

One of the skil ls that you 
will need to learn is how to 
sif t through all the clutter 
that you will inevitably run 
into during your busy days. 
Some people just have the 
knacks of sorting through 
the static, but starting out, 
keep your baby steps in 
mind and what is needed to 
meet them. If  the clutter is 
getting in the way of 
achieving that baby step 
ignore it, but keep it in mind 
for future reference. 

Build relat ionships 
and tap the pain 

If  people are not helping 
you along your path they 
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are potential sales. 
Understanding why these 
people want to buy your 
product or service is crit ical 
(how will this product make 
a persons life easier or 
better?) What pain drives 
them to need the product or 
service you are offering? 
Developing a pain list is a 
real priority even before 
you get going. 

Taking a leap of  faith 

When it comes right down 
to it, you are going to need a 
bottle of aspirin. At some 
point every entrepreneur 
needs to be able to step off  
the edge and go-for-it. In 
some instances this may 
entail money commitment, 
in others time commitment. 
At some point all successful 
business people make that 
fatal decision of "all or 
nothing." 

Spend wisely 

Making the "all or nothing" 
leap of faith does not mean 
that successful business 
people are foolish with their 
hard earned capital. Every 
successful entrepreneur has 
a dif ferent perception of 
how to go about allocating 
capital, but all indicate that 
money is not water. If  a 
large capital expenditure is 

needed they say that they 
are prepared to make it, but 
only after prudent research. 

Reinvest  in yoursel f  

As business begins to take 
off  most successful business 
people indicate that putting 
prof its back into the 
business before paying 
yourself  a kings ransom is 
the way to go. You want to 
make sure to pay yourself  
but make sure you pay the 
company until a fairly stable 
f inancial structure has been 
formed. After this has been 
achieved, pay yourself  a bit 
better understanding that 
expansion of the business 
will also take capital. 

Passion, focus and 
st icking at  i t  

Belief goes a very long way 
in starting a new business. If  
you believe in your ideas 
others will tend to follow. 
Passion will sustain you as 
well, during those dark 

times when more things 
than you would like aren't 
going well. Unless you are 
extremely lucky, the process 
of getting a business off  the 
ground is tough so you need 
to be able to stick with it. 

Use smart  people 

Every single successful 
person in the world today 
will tell you that having 
smart people around you is 
the only way to go when 
starting and maintaining a 
new business. In most cases, 
these same people will also 
indicate that the people 
around them are smarter 
than they are. Remember 
also that this idea works all 
along the manufacturing 
and management spectrum. 
A shipping clerk will 
undoubtedly have a few 
good ideas that you had 
never thought of. Hiring 
wisely and being able to 
listen to those you are 
paying is a good idea.
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The people have been 
moving hither and thither. I 
could hear giggles and 
subdued laughter from 
everywhere. Each one to the 
other was conveying 
pleasantries and morning 
greetings. The atmosphere 
was with full of positive 
vibrations. Suddenly, I could 
hear the clag of a metal bell. 
Every one turned to the 
direction of the bell that 
was hung in the center of 
the hall. I was solicited to be 
there. People started 
clapping. I hesitantly moved 
to the place where the 
metal bell was hung. Every 
one clapped and voiced 
?Cheers?. I was given a 
small beautiful rose and 
thanked.

That was not a birthday 
party, neither a social 
gathering nor a festival. I 
was in the off ice of a 
renowned life insurance 
company. I was, t il l a minute 
ago a prospect and just now 
contracted an insurance 

policy, for a modest amount. 
The occasion was to 
celebrate the sale.

Yes, in that organization 
every Sale is a celebration 
and selling was an act with 
joy!

Our training modules are to 
be structured to make every 
sales staff  to experience the 
joy of selling and celebrate 
?closing? of every sale.

 I strongly believe that the 
problem with selling is just 
?Selling? itself .

Traditionally selling is l ike a 
challenge between the 
hunter Vs prey. The vital 

trait for selling is believed 
to be persuasion and 
convincing. The traditional 
selling has to go through a 
paradigm shif t and the focus 
of sales is to be from ?me 
and my product? mode to 
?you and your need? 
approach. We need to 
reinvent selling through 
integrity and sincerity.

Selling normally involves 
tension, stress, frustration 
and fear of rejection. This 
naturally leads to a point 
that tempts the sales staff  
to close the deal through 
manipulative techniques. 
Effective selling is an art of 
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creating mutual 
trust between the 
seller and the 
client and should 
benefit both. It is 
the ultimate 
win-win situation.

Invariably when 
every traditional 
method fails, 
selling becomes an 
act of pressurizing 
or begging. We 
must teach and 
train our sales staff  
to get off  from their knees, 
stand up straight and to 
develop a honest respectful 
relationship with the 
prospects. They must learn 
how to consummate the 
sale with dignity and self  
respect.

Every human being does 
every act with a mind- set of 
?what is in it for me? 
attitude. It is not just the 
money that drives people to 
produce and compete. 
Between the ?Hot Buttons? 
that lead to peak 
performance among 
individuals, namely, money, 
power, status, recognition 
popularity etc., and our 
emphasis should be on self  
-esteem, as the driving 
force. Only the feel of 

ownership and pride of 
success can optimize ones 
performance. We must lead 
our sales staffs towards this 
goal.

Our training program are to 
be designed to fully erase ?I 
am right- something is 
wrong somewhere? kind of 
attitude which normally 
prevail among the sales 
force, especially with those 
who have delivered results 
in the past, under a 
favorable market conditions 
but fail in a changed current 
context.

Design your HRD strategies 
on selling, tailor made to 
the company?s policies, 
culture and goals. Off- the- 
shelf  modules may not 
work. 

Let there be a clear 
understanding of the 
dif ference between selling 
and marketing. Selling is 
taking the horse to the pond 
and marketing is to make 
the horse feel thirsty and, 
well, it drinks. Only the 
sequence is reversed. 

We repeat, if  your sales 
team is trained to morally 
feel as a representative of 
the client rather than of you, 
they are certain to laugh 
their way to their peak 
performance.

Next t ime you meet your 
client do not tell what you 
have to offer but f irst 
understand what their need 
is and  be honest as to 
whether you can fulf il l the 
same.
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MANAGEMENT 

JARGONS
Words

&

Phrases

This is rather a set of ones 
we really hear and have 
really come to understand 
to have a dif ferent, 
somewhat more subtle 
meaning.

May be a guide to corporate 
speak that we have 
consistently heard used in 
recent years:

Alignment ?  agreement, i.e. 
Your plan sucks and mine is 
better, so let?s have a 
conference call to reach 
some alignment.

All-hands meeting ?  every 
person with even a vague 
relationship to the topic, i.e. 
We need to design what 
font to use on this internal 
memo, so I?ve scheduled an 
hour all-hands meeting for 
Thursday.

Analytics ?  data, i.e. I have 
recently found out what 
analytics mean, so I?d like 
daily reports of conversion 
for everything.

Are we on the same page? 
?  do you agree with me? 
i.e. I?ve explained as 
thoroughly as I feel the need 
to, so are we on the same 
page?

As per our conversation ?  
(1) You told me to do 
something stupid and I did 
it, or (2) I did all the hard 
work and am now delivering 
it to you perfectly i.e. As per 
our conversation,

Asset ?  stuff , often boring 
stuff , i.e. Can you get me the 
asset l ist for tomorrow?s 
meeting?

Ballpark f igure ?  round 
number, i.e. I am a middle 
manager and so need to 
report to my supervisor 
about what you?re working 
on but don?t want to hear all 
the details, so give me a 
ballpark f igure.

Bandwidth ?  will ingness to 
do something, i.e. I want to 
drop a bunch of work on 
you, do you have the 
bandwidth to get it done by 
next week?

Best of breed ?  expensive 
stuff , i.e. I am pushing the 
executives to support us 
buying best of breed 
technology.

Best Practices ?  valuable 
insight you better 
appreciate, i.e. This 
consultant we hired will be 
talking to us about the best 
practices of doing a 
redesign.

Bring to the table ?  show 
up with, i.e. Figure out how 
quickly your team can turn 
this around and when we 
met, you can bring to the 
table an overall t imeline.

Champion ?  be responsible 
for something messes up, 

i.e. I need you to really 
champion this project.

Circle back ?  talk later, i.e. I 
don?t really want to deal 
with this right now, so why 
don?t we circle back later on.

CC ?  email carbon copy, i.e. 
I want to passive 
aggressively alert as many 
people as possible to your 
fuck up, so I?m going to CC 
the entire staff  and your 
supervisor.

COB ?  close of the business 
day, i.e. Collect the assets 
and deliver them to me by 
COB.

Core-competency ?  stuff  
someone is def initely 
responsible for, i.e. I know 
you have taken on a lot of 
extra responsibil it ies lately, 
but this project really seems 
to be in your 
core-competency.

Creative ?  stuff  the 
designer made, i.e. Can you 
forward me the creative so I 
can include it in my report?

Digital ?  Internet stuff . i.e. 
What is our digital strategy 
for our digital assets that 
will impact our digital 
users?

Don?t ?reinvent the wheel? 
?  don?t put a lot of work 
into this, i.e. My supervisor 
asked for something stupid I 
don?t really care about, so I 
need you to help me, but 
don?t reinvent the wheel.

Download after the meeting 
?  write down notes or 
share what happened, i.e. I 
wasn?t able to make that 
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meeting, but he did a 
download after the meeting 
and shared with me.

Dril l down ?  f igure out how 
this thing is messed up, i.e. I 
think you and I need to have 
a conference call and really 
dril l down on how we can f ix 
this.

e-anything ?  the web 
version of whatever word 
follows the one-letter 
pref ix. i.e. We need to 
develop an e-marketing 
strategy so we can sell more 
stuff .

Eyeballs ?  people we can 
sell to, i.e. We need to f ind a 
way to get more eyeballs 
onto this website quickly.

Face time ?  in-person 
meeting, i.e. I asked to get 
some face-time with the 
CEO.

Frictionless ?  fewer people 
in the decision making 
process, i.e. I asked my 
supervisor and he said he?s 
gotten approval to be the 
f inal say on the purchase, so 
we?ve made it frictionless.

Impact ?  a perception that 
leads to more money, i.e. 
We launched a viral 
advertising campaign that 
had even more impact that 
we expected it to have.

Leverage ?  use one thing to 
get another thing, i.e. The 
accounting department 
needs these f iles, so we can 
use them as leverage to ask 
for the thing we want.

Low hanging fruit ?  stuff  an 
un-paid intern can do that 

we can take credit for, i.e. 
We need to make some cost 
cuts, and I think there is 
some low-hanging fruit that 
we do right away.

Off line, take this ?  Discuss 
in dif ferent company, i.e. 
Well, the executive will be 
pissed about the reasons 
why we can?t do this, so let?s 
take this off l ine and we?ll 
f ind a resolution.

Outside the box ?  I don?t 
l ike your previous ideas, so 
we need something 
dif ferent, i.e. 

Those are good suggestions, 
but we need to think outside 
the box on this one.

Phone tag ?  you?re 
avoiding my calls, i.e. It 
seems we?ve been playing 
some phone tag, so I hope 
you can call me back so we 
can f igure this out.

Proactive ?  solve my 
problems before I tell you 
about them, i.e. You?re doing 
great work, but I just want 
you to be a litt le more 
proactive.

Piggyback ?  steal and give 
modest or no credit 
whatsoever for, i.e. I?d really 
l ike to piggyback on your 
idea and bring a proposal to 
the executives.

Per se ?   a fancier f il ler 
phrase, i.e. Oh, that?s an 
unexpected question, but, 
I?d say, this isn?t the f inal 
draft, per se, it is something 
we?d need approval of.

Plug-and-play ?  technology 
I don?t understand but 

presume to be simple, i.e. 
You don?t have to worry 
about the details of the new 
point of sale service, it?s a 
real plug-and-play tool.

ROI ?  return on investment, 
i.e. What is the ROI of 
install ing a new handrail?

Seamless ?  you will be 
completely unaware of the 
problems, i.e. The transition 
from the outgoing manager 
to the new one will be 
seamless.
Solutioning ?  to f ind a 
solution, i.e. Somebody 
fucked up, so rather than 
solutioning this now, we?ll 
take this off l ine.
Stakeholder ?  people who 
we have to appease, i.e. I am 
going to schedule weekly 
meetings with all of the 
stakeholders.
Synergies ?  opportunities 
to make money, i.e. You 
have a big pile of money 
and I think I have something 
you would want to buy, so 
we should f ind synergies so 
we both make out l ike 
bandits.
Touch base ?  let me check 
in on your idiocy, i.e. Why 
don?t you give a f irst pass at 
creating a timeline for 
delivery, and we?ll touch 
base early next week.
Win-win ?  The party I care 
about wins, and let?s assume 
the other one does too. i.e. 
That?s what my supervisor 
wants and it also sounds 
pretty good for the other 
department, so that?s a 
win-win.
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FOUR PEOPLE

This is a story about four people named Everybody, Somebody, Anybody, and 

Nobody.

There was an important job to be done and Everybody was asked to do it. 

Everybody was sure Somebody would do it. Anybody could have done it, but 

Nobody did it. Somebody got angry about that, because it was Everybody's job. 

Everybody thought Anybody could do it but Nobody realized that Everybody 

wouldn't do it. It ended up that Everybody blamed Somebody when Nobody did 

what Anybody could have done.

********************************************************************

THE NEW FIRM

A young businessman had just started his own f irm. He rented a beautiful off ice 

and had it furnished with antiques. Sitt ing there, he saw a man come into the outer 

off ice. Wishing to appear the hot shot, the businessman picked up the phone and 

started to pretend he had a big deal working. He threw huge f igures around and 

made giant commitments. Finally he hung up and asked the visitor, ?Can I help 

you?? The man said, ?Yeah, I?ve come to activate your phone lines.?

********************************************************************

TALENTED EMPLOYEE

A salesman dropped in to see a business customer. Not a soul was in the off ice 

except a big dog emptying wastebaskets. The salesman stared at the animal, 

wondering if  his imagination could be playing tricks on him. The dog looked up 

and said, ?Don?t be surprised. This is just part of my job.? ?Incredible!? exclaimed 

the man. ?I can?t believe it! Does your boss know what a prize he has in you? An 

animal that can talk!? ?No, no,? pleaded the dog. ?Please don?t tell him! If  that man 

f inds out I can talk, he?ll make me answer the phone as well!?

Management Humor
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