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Harvard Business Review

Frank Power

drove down the highway. He drove a really big, expensive car. Whoo whoo! Go, Frank! Drive that car. Driving a car was about the only excitement Fred ever got, because he was an executive. Fortunately, his inflated ego kept him ignorant of the other things life has to offer besides big cars. Frank has never been on a date. He was an accounting major.

Right now, Frank is driving towards a meeting. “Boy, this is going to be a really big meeting,” Frank thought. Frank was the CEO of You-Smell-It.com, but his business cards read “Founder, Chairman, CEO, and President” because that gave people the impression that Frank held all the reins of power in the company. “If you want to do a deal with You-Smell-It, you gotta work through me,” Frank would often say, as though proud of the bottleneck and ass-kissing environment he’d created. Frank liked maxims, adages, quotes, and slogans. It got him quoted in the press a lot, not like those ninnies at Smell-O-Rama.com, run by Frank’s lifelong rival and evil twin, Noah.

Anyway, Frank was going to a meeting. And guess what? Unlike most of their meetings, there would actually be a decision at this meeting. It was going to be Frank’s decision. He liked that. You-Smell-It.com had developed a device shaped just like a floppy disk. But instead of storing data on it, when the disk drive activated, it released a smell. Strictly speaking, it was not an Internet technology. But Frank didn’t care. He wanted a “dot com”.
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On the way in the door, Frank passed a patiently suffering Harvard PhD student writing yet another case study. Frank was pleased. He’d invited her to write a case study for the Harvard Business Review. Frank thought, “This is great! Everyone will get to see my cool company. They’ll all be impressed with my management style.”

But actually, Frank was about to get nailed to the wall, now that he’d made himself a target for the student to vent her frustrations. “Maybe if I really screw this one up,” she thought, “Professor Muckamuck will give up on me and let me graduate.”

Ho hum. So where were we? Oh yeah. So, Frank walks into this meeting. He says, let’s make some money.

· The marketing manager says:  I’m cool. want a larger budget.

· The sales manager says:  I’m cool. I want a larger budget.

· The engineering manager says: I rule this company. I already have the biggest budget. Now I want a cool car like Frank’s.

Frank looked quizzically at the CTO and asked, “What are you suggesting, Dil – that engineering should have an automotive budget?”

Now Frank was very indecisive. He thought maybe they should arm wrestle for it. Help!

Sue M. Blue

is managing partner at”We Think, You Pay” Consulting.

Clearly Frank has forgotten an important factor of the Harvard Business Review. CEOs get ripped apart. Frankly, Frank, I don’t own any stock in your company, and I don’t care whether you get a good review or a bad review. I can also tell you that I don’t really know much about your field, so I’m not going to offer much constructive advice.

However, I run a consulting business. If I criticize you as harshly as possible, I’ll sound like I know what I’m doing. And I’ll make more money. Ready? Here goes:

Frank, you are a moron. You should be fired, sued, and shot – and your entire staff, too.

Luis Yirmanee

is founder of E-Consultants in Cambridge, Massachusetts. He is the author of the best-selling book Fake It ‘Till You Make It. (HarperBusiness, 1998)

Frank, you are clearly a moron.  Clearly you’re missing an e-omnipotent strategy. That’s a new word I just made up. And I have just written a best-selling book explaining why it’s way cooler than e-business and e-commerce.  By the way – weird coincidence, here – I just happen to be the leading world expert on e-omnipotence.

Also – another weird coincidence – I run a very expensive consulting firm. Anyone reading this article who wants to be cool had better hire me. Together we’ll get rich. Or at least one of us.

Reached by phone, Sloan Professor Ely Dahan merely commented, “Using PIE to evalute, I think this entire industry stinks.”
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