
“My greatest fault? Caring too much about my work.” 
April 13th  

Hiring people is nerve-wracking. Hiring good people takes time, experience and careful 
study of best-practices. Trying to hire brilliant people will make you bat-shit crazy if 
you’re hoping to find a sure-fire formula. However, Dani found this article from AdAge 
that posits five, mostly practical tests for hiring that should work well for pretty much 
any business, except finance (where being an ass can be an asset) or politics (same). 

I especially like the premise—before you get halfway through an interview with 
someone, you should feel like you’re working with them already. (In a good way, not in 
a “God, I can’t believe they hired this moron” way.) That’s brilliant. We all know pretty 
quickly when we click with someone; we tell clients that customers make a buying 
decision in the first few moments of an encounter. We know first dates do. Why should 
it be any different with a prospective hire? In other words, ditch the evaluation check 
list and listen to your gut. 

The article cites three traits based on the give and take of a day-to-day working 
relationship: constructive disagreement (the kind that moves the conversation forward, 
not that ends in red faces and pointing fingers); creating a new perspective together 
(why hang out with people you can’t learn from?); and advocacy over compliance (aka 
“no pouting”), especially important in creative environments. 

Another “technique” is a little dicey—would you want to have a beer with this person? 
Well, there are a lot of people, including at least one former U.S. president, who one 
might want to have a beer with. Probably isn’t a good premise for hiring (or voting) for 
someone, and doesn’t necessarily mean it’s a good idea to give them any responsibility. 
On the other hand, who wants to be stuck in the edit suite at 3 a.m. with someone you 
can’t stand? 

Interestingly, my personal, most dependable hiring “filter” isn’t mentioned—hire people 
who are, or who will someday, be smarter than you are. Every time I’ve done that, the 
person has gone on to a tremendously successful career. Then, when I need a favor, I 
can always remind them of my brilliance and foresight. Win-win. 

  



 

But they won’t let Khloe near the chain saws... 
May 3rd  

So the International Monetary Fund (IMF) has declared that The Age of America will end 
sometime in this decade. Very sobering stuff. The article describes how the widening 
wealth gap, the corporatized race to the bottom and China’s rise will combine to end 
U.S. dominance as the world’s number-one economy. 

Personally, I blame the Kardashians. 

I find nothing more emblematic of America’s rapid descent than the soaring success of 
the Ks. (I refuse to use their name more than I have to; I won’t contribute to their 
Google ranking.) Eli Portnoy of the Portnoy Group sums it up nicely in this L.A. Times 
article: “The (Ks) are a great example of, in my mind, talentless celebrities or celebrity 
for celebrity’s sake who took advantage of their looks, a sex tape, a lot of pretty raw and 
low-level stuff that titillated and fascinated the American public.” And I didn’t even 
know about the sex tape. 

The K’s claim to fame is their genes. They damage reality TV’s reputation. They’re Jessica 
Simpson, only without all that talent. I know it’s unrealistic to expect everyone to have 
the acting/singing chops of, say, Paris Hilton, but these three (and their perennial Mom 
of the Year) give getting rich for doing nothing ($10,000 a tweet) a bad name. Except 
now they’re entrepreneurs. By launching and promoting their own lines of perfume to 
clothing to Silly Bandz, not to mention boutiques, jewelry, skin care and candles (!), 
they’ve made it possible for all of us to pay to celebrate the erosion of intellect and the 
creation of nothing. 

But their next move will be the final straw for our great nation—the Kardashian 
Kollection. (See, they use a “K” instead of a “C” because all their names begin with “K.” 
It’s kuter that way.) It’s not the Kollection that’s disturbing; I’m sure it will be fabulous. 
It’s that you’ll find the Kollection only at…SEARS. Right next to the power drills and the 
refrigerators. Sears, that bastion of American common sense. Where real merchandise 
that has a real purpose is sold to real Americans. Where I bought my first .22 rifle. 
Where my dad bought EVERYTHING. 

Not trying to be harsh (it’s just so easy with them), but if we keep promoting and 
enabling the K’s and their ilk, there will come a tipping point after which the only thing 
we’re good at manufacturing and selling is vapid celebrities’ self-promotion. And that 
will take us down more surely than anything the Chinese can do. 



 

It’s why the Apple Store feels like a sex shop 
May 10th  

A couple weeks ago, I got sucked into a LinkedIn discussion about marketing (why does 
every thread on LinkedIn devolve into a shouting match about how much Obama hates 
America?). The question was, “How do you create a cool brand?” I took the position that 
marketers don’t create cool brands, consumers do; but it quickly became obvious that 
Apple was everyone’s benchmark for cool brands. Others were mentioned here and 
there, but everybody mentioned Apple. And no one mentioned Google. 

Fast-forward to yesterday and this article describing how Apple has just surpassed 
Google as the most valuable brand in the world, according to brands agency Millward 
Brown. Let’s be clear: not the most valuable COMPANY, the most valuable BRAND. 
Apple has become the Richard Branson of companies—good looking, daring, extremely 
cool and fabulously rich. Never mind that most reviewers think Android is better than 
iPhone; or that iTunes is as restrictive as Apple’s closed, proprietary software; or that 
programmers, for the most part, are huge PC apologists; or that PCs are said to be way 
better than Macs for gaming. 

Apple’s (Steve Jobs’) consistent (rabid) focus on designing sexiness, cultivating panache 
and playing the smug underdog finally, officially paid off in today’s ultimate measure of 
success—brand value. Market share, quality ratings, stock price, etc. remain more or 
less important, but brand value—so arbitrary as to be included on balance sheets under 
“intangibles”—now rules. How mysterious this brand value stuff must be if Google, 
which essentially owns all the information and half the money in the world, has slipped 
to #2. 

I’m not a financial guy (see my IRA for proof), so maybe someone can explain to me 
exactly how brands are valued and why it really matters. It’s interesting to know that 
almost half ($153 B) of Apple’s market capitalization comes solely from its brand; but a 
brand like Apple can’t really be sold, right? Who would buy it? Walmart? And who 
would buy products from Apple, A Walmart Company? I totally get how important 
brands are; it’s just that when a brand (however it’s defined) is worth as much as all the 
rest of the company that spawned it, I get worried—can’t say exactly why, though, it’s 
just an intangible feeling. 

  



It’s a great place to get lost on a Saturday, too 
May 17th  

Okay, take your nose out of the air for a minute and be honest—who doesn’t really like 
Ikea? I don’t care if it’s nostalgia for college furnishings or low prices or great design or 
the yellow and blue bags or those bad-ass shopping carts with four articulating wheels 
(my favorite); unless you’re just  a  Baker or Henredon snob, there’s a lot to love about 
this massively successful, environmentally responsible, and ridiculously efficient import 
from GASP! socialist Sweden. 

They’ve conquered their niche in the furnishings world; now they’ve turned their sights 
to the advertising industry—just be thankful they’re still a client and not an agency. This 
Adweek article describes how, not only is Ikea the Cannes Advertiser of the Year, the 
retailer has won 50 Cannes Lions since 1991, including a Grand Prix for Spike Jonze’s The 
Lamp—a masterpiece of emotion and humor; and this stroke of genius using Facebook. 

In true socialist style, Ikea spreads the work to multiple agencies around the world, 
which makes their achievement  even more impressive. It’s tough to maintain a brand 
image with two agencies across town, much less worldwide. Enough blather—check out 
these other Ikea classics (many banned in the U.S; you’ve been warned): Balls; Twins;  
and some non-video, great promotional stuff. 

What’s really cool is that it doesn’t matter what language they use in their commercials, 
the appeal is universal. Apparently, the whole world needs well-designed, attractive and 
inexpensive furnishings, just like the whole world needs shiny cars and You Tube. But 
why wouldn’t we expect Ikea commercials to be trans-cultural, simple, clever, and work 
in any language? After all, you can assemble virtually all of their products using a single 
tool that they provide, and their instructions DON’T USE WORDS. It just proves that you 
don’t have to be a luxury brand to do effective, creative work. You just need to 
understand humans. 
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