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I just don’t know why people are so crazy for Jimmer. Are you kidding?]im mer

is better than Mr. Darcy and a plate of brownies on a
Saturday night. * This building is so pretty. | would LOVE to have classes
in this building. What building is it? The Tanner Building. | love all the windows

) cey s P . OVERHEARD
and the fountains... it’s like a mall. It’s like a business mall. its IN THE
like you go shopping for knowledge. « How do we tell companies we love their TANNER

product? I know, “|t’S as amazing as a DOUBLE RAINBOW in

the sky!” « inchoir she would sing harmony, although the music said unison. I brought it up to her,
and | was really nice about it. She responded, “| just hear harmony; it’s part of who
| am.” « He was gorgeous. He had flawless skin. Yeah, with a good head of hair. * There’s a
competition in Berkeley, but you have to be able to really quantify your social innovation
efforts. They want to know what kind of impact you’re going to have, not necessarily in
dollars, but the impact you are going to have on lives. + This

elevator smells awful every day, including Sunday. Yep, like a skunk. It’s funny we

chose to ride in the elevator we know stinks, instead of taking the stairs. Yeah, but

those stairs really kill your abs. « | feel like | have some cognitive
advantage over others when | know the weather for the

day, I have shoes or a hoodie ready and available. Other people complain about

how wet they are. I say, “Well, you should have checked the weather” * | can’t eat

anything that has histamine in it, like fruit or cheese. SO what do you eat?

Stuff ’'m allergic to. + Igotup at four this morning and ran from 4:30 to 6

a.m. You have the workouts in the gym as well. Exactly, it’s a big time commitment.

I’'m going to be teaching a study abroad this spring, and it’s going to be difficult

to train there. « |’ve narrowed it down to one roommate—

RS gotto be her. At this point, all of our other roommates have resorted to

labeling their food, but | refuse. If it doesn’t have her name on it, she should know

not to eatit! The other day, | saw my brand new bag of frozen asparagus torn open,

spilling out all over the freezer. Really> | will not label my asparagus.

Everyone knows I’'m the only one in the apartment who buys asparagus.  Seriously,

forensic accounting is the most exciting form of accounting there is. » Did he just

say groovy? He did. I'm glad I’'m not the only one who thought that was funny. We

should all wear bell bottoms tomorrow. * Alright, are you ready for dessert? Are
you kidding me? That chili potato was bigger than my face.
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Steve Oldham made a name for himself in the
business world but left it all behind to follow

his dream of bringing Brazilian steakhouses to
the United States.

Do you multiply the productivity of your
employees or diminish it? Years of observation
drove Liz Wisemen to research and study what
makes or breaks a leader.

Learn what top business professionals had

to say during their stops at the Marriott
School. Read excerpts of speeches shared by
six executives during the NAC Lecture Series’
inaugural semester.

Dying to know how many of our mbas speak
a second language? You can find that stat—
plus a few hundred others—in the 2010 Annual
Report. (The answer is 75 percent, by the way.)

Plus...

Net Gain
Calculating Your Score

Investing All-Stars

Cover illustration by Francesco Bongiorni
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Steve Oldham
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Written by Rob Rogers 4 he idea had always glowed—however fain
Photography by Bradley Slade  ]y—in the back of Steve Oldham’s mind.
He jokes about it now, saying that just like
every other missionary who returns from Brazil,
he came home with dreams of starting his own

Brazilian steakhouseﬂ
And like many ot turned missionaries,

rather than starting a restaurant empire, 0Oldham
enrolled at Brigham Young Uni ity. He mar-
ried, graduated in ac t a job at
Price Waterhouse as an

And so Brazil flicker
tinued to faintly glimm

ar years until I

launched Tucanos Brazilian Gri

still con-
his mind.




in the of

Today, with restaurants sizzling in three
states, Oldham spends much of his time
looking at real estate for new locations,
going over contract negotiations, and devel-
oping employee training. He tries to visit
each of his restaurants every month and is
currently overseeing the remodeling of the
Albuquerque, New Mexico, Tucanos. He also
meets daily with his director of operations.

“l do whatever needs to be done,” he says.

“Whether that’s meeting with employees or
going over building plans.”

Like many other businesses, Tucanos
has a mission statement that highlights the
characteristics Oldham wants to see in his
employees and in their business practices—
with the training to back it up. The company
teaches workers to develop qualities like
integrity, hard work, respect, and honesty.
The last is what Oldham calls the “One More
Thing” principle—something he believes
helps to di erentiate his business.

“The principle means that we are always
looking for that extra thing we can do
to extend our guest service beyond the
expected,” he says. “It's also constantly striv-
ing to be better in some way today than we
were yesterday.”

into the
Before graduating from the Marriott
School summa cum laude in accounting in
1989, Oldham began interviewing with the
nation’s big eight accounting firms.

One of them, Price Waterhouse, had an
0 ce in Salt Lake City and made Oldham
a good offer. The office was small, which
would give Oldham the opportunity to work
on all sides of the audit. Plus, Oldham says,
the company had that “big, blue logo.” After
spending four years at the Y, it seemed like
a natural fit.

Shortly after joining Price Waterhouse,
Oldham learned that the company had cli-
ents in Brazil. “Price Waterhouse was by far
the biggest firm in South America,” he says.

Looking for an excuse to visit Sdo Paulo,
Oldham made a deal with his boss: Oldham
would check up on Price Waterhouse clients
there if the company helped cover travel
expenses.

His boss liked the idea, and Oldham took
his first trip back to Brazil. He worked with a

few clients and showed an aptitude for doing
business in a foreign country. It wasn't long
after he returned that his boss called him in
and asked if he wanted to move to S&o Paulo.

At the time, Oldham viewed it as a once-
in-a-lifetime opportunity. Now he calls it a
big decision point that shaped the rest of his
life.

He and his wife, Janae, talked at length
about the o er. With young children, four-
year-old Tyson and three-year-old Audrey, a
move to Brazil seemed like a huge leap into
the unknown. Oldham credits Janae for even
entertaining the idea, considering how far
out of her comfort zone the move would be.

In 1993 the family moved south and
Oldham took the position of audit supervisor
for Price Waterhouse’s o ce in Brazil, work-
ing on a number of large accounts. A short
time later, he was promoted to manager.

a
Now, more than fifteen years later, the fam-
ily still looks at its time in Brazil as an amaz-
ing experience. It didn’t take the kids long
to pick up Portuguese, and the whole family
soaked in the culture. Even now, the family
still sings “Happy Birthday” in Portuguese.
But after a year in Sdo Paulo, it was

becoming apparent that staying for multiple
years would be hard. Sdo Paulo was huge,
busy, and at times felt dangerous. It had
been the adventure of their lives, but it was
also stressful.

“Price Waterhouse wanted us to stay long
term,” he says. “But we didn’t feel like that
was what was best for our family.”

-~
-~

Steve and Janae started discussing the
next step, looking for a way to return to the
United States while staying employed.

The couple had a friend in Sdo Paulo
who worked for PepsiCo Restaurants
International who told Oldham to send over
a résumé. It was 1994 and the company was
looking at acquiring the Pizza Hut franchi-
see in the city.

Oldham made the switch and became
manager of finance for PepsiCo. The com-
pany put him in charge of handling the tax
issues and finances involved with the Pizza
Hut acquisition, and he spent the next six
months, still in Brazil, helping the project
go through.

“Most of my work was reconciling and fig-
uring out how to resolve tax issues between
the two countries and the business groups
involved,” Oldham says. “It was a delicate
balancing act.”

Shortly after, a position opened at
PepsiCo’s main o ce in Wichita, Kansas.
The job was manager of finance and account-
ing for the international Pizza Hut and kfc
restaurants, and Oldham decided to apply.

“Having lived in S&o Paulo, my wife and |
were more than willing to move to Wichita,”
he says.

a at
Wichita was a transition for a family that
had been swept up in the cultural vibrancy
of Brazil. The new relative calm and quiet
seemed to suit everyone fine. But Kansas is
still Kansas.

With little to do, Oldham could feel
the need for an outlet. Ideas of creating a
Brazilian steakhouse began to resurface.

A Brazilian friend from Sdo Paulo had
transferred to Wichita with PepsiCo at the
same time Oldham had, and the two would
chat about starting a steakhouse.



A lot of it was idle talk, Oldham admits.
But that changed one night while Steve and
Janae were out to dinner with their Brazilian
friends at the local Outback Steakhouse.

The conversation had turned—once
again—to opening a restaurant, and the
wives, tired of hearing about it, told the men
if they were serious about the venture to
quit scheming and do something.

The men decided to call their wives’ blu .
Oldham put together a business plan and his
friend sought investors.

In 1995 there were only three Brazilian
steakhouses in the United States—in New
York, New Jersey, and Los Angeles. “The
concept hadn’t really done anything,”
Oldham says.

They found their backing and Rodizio
Grill was born. By June 1995 the first restau-
rant in Denver opened its doors.

the

Denver was a natural choice for Oldham,
who grew up in Littleton, Colorado, in the
early 1980s. His father worked for Martin
Marietta, one of the state’s biggest employ-
ers, which later merged with Lockheed to
become Lockheed Martin.

A giant in the aerospace industry, Martin
Marietta was a good employer for the elder
Oldham, but it held little appeal for young
Steve. Early on he knew engineering wasn’t
going to be his thing.

“I've always had that entrepreneurial
spirit,” he says.

So much so, that as a young teenager
Oldham set out to make a name for himself
in his neighborhood with a window wash-
ing business.

And although the business only left
Oldham with wrinkled fingers, he knew he
could be successful in the business world.
All around him were adults setting good
examples.

“I looked at some of my Young Men lead-
ers—one of them was a prominent attorney
and another was a respected businessman,”
he says. “I saw the types of people they were.
It showed me a path I could follow.”

a

In Denver, Rodizio grew quickly as the res-
taurant became a runaway success. But after
four years Oldham felt the need to break ties
with his partner.

“There are always di erences of opinion
on how a business should be run,” he says.
“We didn’t see eye-to-eye on a lot of things.”
Oldham acknowledges that the split was
painful, but he also knew he could take the

experience and move forward.

“ left with my family, and I left with my
testimony,” he says. “l knew those were the
important things.”

Following the split in 1999, some old
colleagues from Price Waterhouse con-
tacted Oldham. They were working on
the Riverwoods project in north Provo
and wanted a Brazilian steakhouse in the
development.

Oldham loved the idea. He called on Joe
Heeb, a friend from the Wichita days, and
asked if he wanted to join in.

Together they worked on a plan and in
2000 they opened Tucanos Brazilian Grill
in The Shops at Riverwoods. During the
next few years, they would go on to open
additional locations in Albugquerque, New
Mexico; Salt Lake City; and Boise, Idaho.

a

With a new restaurant, Oldham wanted a
new outlook and a new way of managing
employees. That desire sparked an idea.

As simple as it may look on paper, for
Oldham it was a pretty big epiphany: “If you
teach people the right principles, they could
make better decisions,” he says.

The company developed a list of nine
governing principles that would push
employees to perform at their best. The
first tells employees they are the most
important resource Tucanos has; employ-
ees are encouraged to have high values and
be teachable.

At the start of each shift at each of the
restaurants, employees go over the prin-
ciples before they walk out on the floor.

“We think that’s been a key to our success,”
Oldham says.

A decade later, Tucanos Brazilian Grill
continues to grow. The company is prepar-
ing to open a new location and the original
Provo restaurant still has lines out the door
on weekends.

The idea that once flickered in the back
of Oldham’s mind has become fully illu-
minated, shining brightly on nearly every
aspect of his life. And looking back, Oldham
sees the growth in himself, his family, and
his career. Through his experiences, he’s
learned that people make the biggest di er-
ence in reaching success, which is why he
continues to find ways to teach his employ-
ees and build them up as individuals.

“l don’t believe there are a lot of self-
made people out there,” he says. “We make
each other.” I

the
Rob Rogers is a reporter with the Billings
Gazette in Billings, Montana. He gradu-
ated from byu in 2001 with a degree in
communications.
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James Duncan Davidson / ted

COOLER
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by megan bingham

1. [ED.COM

In 1984 a small nonprofit
began with the goal of
spreading ideas from
three worlds: technol-
ogy, entertainment, and
design. Since then ted
has grown into a jug-
gernaut with two annual
conferences and an
impressive web site. The
site o ers more than
seven hundred captivat-
ing free video presenta-
tions. You can listen

to Madeleine Albright
talk politics, see Jamie
Oliver tackle childhood
obesity, or watch Steve
Jobs deliver an inspiring

address with just the
click of a mouse. E '

Net Gain C

Ready to see your novel

It may be time to reset your browser’s toolbar. With nearly on bookstore shelves?
- . . . . No need to wait on a
300 million sites on the web (and counting), finding the best major publishing house.

Lulu.com transforms

resources online can be a little paralyzing—that’s why we're ~ manuscripts into

books—or eBooks—for

here. You might not be plugged into the following cool and 2 reasonable rate, You
your own work
innovative sites, but you should be. With a focus on improv- o stos oxperta
I I imizi ; 1 i . Th
ing skills and maximizing e ciency, you'll want to make o alss has marketing

and distribution pack-

them your favorites. ages available.



a. INSTRUCT
ABLES

.COM

Springing from an

idea born at mit,
instructables.com is a
collaborative site where
know-it-alls worldwide
share skills they're
passionate about. If you
want to learn how to put
soap on a rope, make
lasagna cupcakes, set up
a router, or anything in
between, this site will
show you how.

4. ANIMOTO
.COM

Convert that pile of
vacation photos into a
stunning short film at
animoto.com. Choose
the photos and music
you want to feature,
and the site does the
rest, generating a movie
that’s ready to share
online. And if you want
to create videos on the
go, there’s even an app
for that. The only thing
it won’t do is write your

Oscar acceptance speech.

5. PRACT]
CALLY
GREEN
.COM

Going green doesn’t
have to be di cult. This
site educates users on
how to make small, sus-
tainable changes. First
take a quiz to determine
your impact and learn
more about keeping
Mother Earth happy.
Track your progress
online and share your
success with friends.

6. LIVE
MOCHA
.COM

“Sprechen sie Deutsch?”
Answer with a resound-
ing “Ja!” after you log on
to this site. Livemocha
.como ers free and
a ordably priced
courses in thirty-five
languages, including
Russian, Japanese, and
Turkish. With more than
six million members to
chat with, it’s also easy
to practice your linguis-
tic talents.

= JOIN.ME

Getting your sta on
the same page—or
screen—has never been
easier, thanks to Join

.me. The site’s simple

application allows up

to 250 individual users
to see your desktop for
a quick online briefing,
training, or demo. The
free service also boasts
chat and file transfer-
ring capabilities to make
sharing information
even easier. Just make
sure you begin with a
fast internet connection.






OBSERVING

here are bird watchers, and there are whale watchers, but I'm a

genius watcher. | am fascinated by the intelligence of others. | notice

it, study it, and have learned to identify a variety of aptitudes—even
without my binoculars.

Oracle Corporation, the $22 billion software giant, was a great place to
observe genius. As a vice president at Oracle for seventeen years, respon-
sible for the company’s global talent development and its corporate uni-
versity, | worked closely with senior executives and had a front-row seat to
study their leadership.

From this vantage, | observed how leaders used their brainpower in
di erentways, and | became intrigued by the e ect they had on people in
their organizations. Some were driven by resolve to be the smartest person
in the room. I noticed the diminishing e ect these managers had on the
people around them. Others used their intelligence in a fundamentally dif-
ferent way: they applied their knowledge to amplify the smarts and capa-
bilities of their co-workers.

MULTIPLYING VS. DIMINISHING

These repeated observations led to the curiosity that drove me and my
colleague Greg McKeown to research the e ects of leadership on collec-
tive intelligence. We began by selecting companies and industries in which
individual and organizational acumen provides a competitive advantage.

By Liz Wiseman

Illustrations by
Francesco Bongiorni

THE MULTIPLYING EFFECTS
OF GREAT LEADERSHIP

We studied 150 leaders in thirty-five com-
panies across four continents using both
quantitative assessments and intensive
360-degree interviews of former and current
members of their management teams.

We were astonished to find that these
leaders we call “diminishers” got less than
half the capability out of others, while the
leaders we call “multipliers” got virtually all.

Why? Diminishers are idea killers and
energy destroyers. When they walk into a
room, the shared i drops and the length of
a meeting doubles. These diminishing man-
agers myopically focus on their own ideas,
shoot down other employees’ ideas, and
make all the decisions themselves. Some are
tyrants, but other diminishers are more sub-
tle. Their protective instincts cause them to
make the hard decisions for their sta , fin-
ish their work, or jump in and rescue them
at the first sign of struggle. Whether it’s
arrogance or overprotection, the result is




the same: a loss of intelligence as employ-
ees revert to using only a fraction of their
capabilities.

Good leaders use their skills and insights
to spark a multiplying effect. People get
smarter and better in their presence. When
these people walk into a room, light bulbs go
on, ideas flow, and hard problems get solved.
These are the leaders who inspire employees
to stretch themselves and get more from
other people. They use people to their full-
est, while diminishers waste talent and intel-
lect that sits right in front of them.

THE HIGH COST OF A DIMINISHER

Consider the e ect of one corporate execu-
tive: Jasper, a strategist and an idea man.
Jasper’s mind worked incredibly fast, but he
produced more ideas than his organization
could execute. Every week or so, he would
launch a new initiative. His director of oper-
ations recalled, “He’d tell us on Monday, we
needed to catch up with ‘competitor X, and
we needed to get it done this week.” The
organization would scurry, throw a Hail
Mary pass, make a few ephemeral product
improvements, and then eventually lose
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traction when they were given a new goal
to chase the following week. Jasper’s need
to micromanage the details created a bot-
tleneck, causing his organization to move
slowly while he worked extremely hard.

Jasper thought big, especially when it
came to hiring, but it appeared his overrid-
ing goal was to outsize the other divisions in
his company. He hired people at a breakneck
pace and built his own internal sta , all of
which was redundant with infrastructure
that existed at the corporate level. Most
of the sta in his division appeared over-
worked, but they confessed they were actu-
ally grossly underutilized. They were para-
doxically overworked and underutilized.

Things eventually caught up with Jasper
when the real roi calculation was made on
his products and the investments he had
indiscriminately made, which had wasted
millions of dollars. He was removed from
the company; the duplicate sta he built was
drastically reduced.

Diminishing leaders come at a high cost.
The most obvious cost is the devaluing of
resources that produce the output of half a
head for the price of a full head. Surely most
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organizations can't a ord this waste, espe-
cially at a time when they are forced to do
more with less and when economic realities
necessitate top-line growth without a com-
mensurate, linear increase in expense.

This gross misuse of intellectual resources
is a shame, but it is perhaps the hidden costs
that are the most damaging to organizations.
In our research, people told us that working
for a diminisher was exhausting, but working
with a multiplier was exhilarating. One per-
son described it like a vigorous workout—you
feel tired but fully energized. Ironically, being
used at 50 percent is exhausting, yet being
used at 100 percent is exhilarating. The mal-
aise and disengagement that characterizes
S0 many organizations might be a result of
diminishing leaders.

NEW RESERVOIRS OF INTELLIGENCE

In sharp contrast to these diminishers are
the leaders who serve as multipliers. They
get 100 percent and then some, as employ-
ees are stretched and become smarter and
more capable. Multipliers get more from
their people because they tap into the latent
capability inside their organizations and
extract unused brainpower and discretion-
arye ort. They know most people have more
intelligence, capability, and energy than they
are being asked—or even allowed—to use in
their current roles.

Our research revealed that while mul-
tipliers and diminishers do many things
alike, multipliers differ sharply in the fol-
lowing five leadership roles and disciplines.
Multipliers are:

—

Talent magnets who attract talented peo-

ple and use them at their highest point of

contribution

2. Liberators who create an intense envi-
ronment that requires people’s best
thinking and work

3. Challengers who define an opportunity
that causes people to stretch

4. Debate makers who drive sound decisions
through rigorous debate

5. Investors who give other people the own-

ership for results and invest in their

success

Multipliers are leaders like Matt
McCauley, who challenged his organization



and made it safe to attempt the impos-
sible. Matt was a pole-vaulter at byu with
a proclivity for setting the bar high. After
graduating from byu, Matt spent his early
career in inventory management at Payless
ShoeSource, Gap Inc., and Gymboree.

When Matt was appointed ceo of
Gymboree, he quickly spotted an opportu-
nity to improve earnings per share (eps).
He told the board he believed the business
could grow from its eps of $.69 to $1 within
the current fiscal year. The board laughed.
Undeterred, Matt assembled his manage-
ment team and walked them through the
calculations. His team caught the enthu-
siasm of his approach and asked the entire
organization to do the same. Soon everyone
inside this 9,500-person organization had
this goal—a crazy aspiration.

At the end of the fiscal year, Matt
announced to Wall Street and every
employee that they not only had achieved
the goal of $1 per share but had delivered
an eps of $1.19. The celebration was electric.
But Matt and the organization didn’t stop
there. Matt set the next year’s goal at $2 a
share. The board thought it was outrageous.
At the end of the fiscal year they delivered
$2.15 per share. Another celebration ensued,
followed by a $3 per share goal. Two years
later, the organization had achieved $3.21
per share, a fivefold increase in four years.

In achieving this unprecedented growth,
Matt and his management team tapped the
intelligence of employees and accessed new
reservoirs of capability within the orga-
nization. Matt was a challenger and used
his knowledge of the business to frame an
opportunity and dare his team to rethink
the business and stretch in new ways. By
acknowledging the impossible nature of the
mission, he gave people permission to think
and act big without fear of failure.

A SHIFT IN THINKING

How do leaders become multipliers who
use and develop the full brainpower of their
organizations?

In the case of Elay Cohen, an energetic
and passionate senior vice president of
product marketing at salesforce.com, it
meant learning to ask questions instead of
firing 0o instant answers. Elay was known
for his rapid email responses, where he gave

detailed answers to every question. As he
learned the distinction between diminishers
and multipliers, he could see how jumping
in so quickly sent an unintentional message
that he didn’t think his people could fig-
ure things out without him. The next time
he received an email, he paused. Instead of
responding with answers, he asked a ques-
tion. This small change did not go unnoticed.

Elay continued to ask the hard ques-
tions and gave his team space to answer
them. He gave full ownership to his direct
reports for their work. He said, “My team
members know they are in charge. They like
it. And they are a bit scared too.” Elay had
successfully shifted the burden of thinking
to his sta . His team members reported a
doubling of their utilization in a matter of
weeks—from being utilized at the 30-40
percent level to the 80-90 percent level.

Great leaders have a multiplying e ect.
They cultivate the skills that magnify the
intelligence and capability of the people
around them. Multipliers tap into new reser-
voirs of intelligence invisible to others. They
maximize the intelligence of the organiza-
tion, wasting little of this vital resource. This
allows companies to think beyond the loss-
prevention programs that preserve tangible
assets or store merchandise and instead
institute loss-prevention leadership, where
leaders capture the intelligence and capabil-
ity around them.

The waste of intelligence may be as
imperceptible as a gas leak—quietly and
slowly draining o  energy and resources. But
imagine the boost to productivity and sat-
isfaction when leaders become multipliers,
enabling employees to become smarter and
more capable. What intractable problems
could we solve? What opportunities could
we pursue with access to all the intelligence
inside our organizations? The seemingly
impossible becomes possible when leaders
serve as multipliers. &

ABOUT THE AUTHOR

Liz Wiseman is president of the Wiseman Group,
a leadership research and development center
headquartered in Silicon Valley, and a former
vice president at Oracle Corporation. She is the
author of The Wall Street Journal bestseller
Multipliers: How the Best Leaders Make
Everyone Smarter.
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by emily smurthwaite

Calculating
Your Score

Your credit score is a three-digit
number with a large impact.
Here’s how to keep your num-
ber looking smart and how

to understand what goes into
calculating your score.

You'll get the best rates from
lenders if you have a score of

760 or above. You can always
aspire to move your number higher, but that won't get
you any better rates. For all you perfectionists, the high-
est you can get is 850. Good luck.

T FEN : Don't close an unused

credit card account in
an attempt to boost your
score—it could backfire by
erasing some of your good Keeping a gap between your balance and available credit
credit history (but it won’t shows lenders you're responsible (pat yourself on the back).
erase the late payments). It will take some conscientiousness and time to manage multiple
Another bad strategy: open- credit cards, but in the end you will receive better loan rates because
ing a number of credit cards of your higher credit score. Also try to zero out your balance every
you don’t need. month to continue building a stellar score and avoid paying interest.

g

e — Source: www.bankrate.com : Have two or three credit cards with lower balances instead of one

card that’s regularly pushed to its limit.

Source: moneygirl.quickanddirtytips.com



0000

This can hurt your score if your perusing is drawn out.

Sources: moneygirl.quickanddirtytips.com, myfico.com

It's kind of like breaking a mirror: if a bill goes to a collections

agency, your credit report won't forget about it for at least seven
years. Other numbers that influence your fico score: amounts owed (30 percent),
length of credit history (15 percent), new credit (10 percent), and types of creditin
use (10 percent). A sixty-day late payment is not as serious as one that’s ninety days
late. Frequency is also a factor: a sixty-day late payment last month will a ect your
score more than a ninety-day late payment from 2006.

: Don't slack—pay those bills on time.

Sources: moneygirl.quickanddirtytips.com, myfico.com

Reviewing your credit report is particularly important if you’re purchasing a house
or car in the near future. But here’s the catch: the free credit reports don’t include
your actual credit score. You can buy this number from the individual reporting web
sites or from myfico.com. (Google “fico coupon” to find discounts.) If the report
looks accurate, then you don’t need to buy the score unless you're curious how
you rank. If there is any incorrect credit or personal information, don’t sit on it—contact the
reporting bureau right away. Visit annualcreditreport.com for more details.

: Schedule reminders on your calendar every four months to run your credit report. You're
entitled to one free report from Equifax, Experian, and TransUnion each year.

Sources: myfico.com, money.usnews.com

: Invest the money saved by having good credit into a retirement account.

A person with score of 750 will receive lower interest rates and will pay about 100,000 clams less on a
thirty-year mortgage than someone with a score of 550. If you find yourself loan shopping, remember to
complete it within two weeks, because your credit score will be pulled multiple times by various lenders.

il

600.

Reducing your debt is another way to give your
score a boost. While it's important to be cau-
tious with credit cards, it’s equally essential

not to be scared of
them. Someone sans
credit cards is viewed
by lenders as more
risky than people who
have sensibly man-
aged their plastic.

: Pay down your
balances to raise your
score.

Sources: 1a Times, moneygirl.

quickanddirtytips.com




PROFESSIONALL
BRIEIINGS

I Wisdom and advice from the school's new NAC Lecture Series

Their remarks are as varied as their backgrounds, but the speakers share one
thing: a desire to inspire the next generation of business leaders. Whether
working in health care or in headphones, the nac lecturers gave nearly 250
students a broader understanding of the business world’s day-to-day tasks.
Enjoy the following excerpts from the lecture series’ inaugural semester.




JEREMY ANDRUS
President, Skullcandy

First days at Skullcandy

I drove from San Francisco to the Park City
o cein my old Ford Explorer. | show up at
the company’s 0 ce on day one and some-
one says, “Hey, there’s a closet over here;
it’s pretty big. | think you could fit a desk in
there.” It was a little di erent from the con-
sulting firm I'd once worked for, where I had
abeautiful o ce with a view of Malibu. But |
cleaned out the closet and bought a desk and
chair. | was thinking, “Yeah, this is kind of
fun. It's kind of unusual.”

The next day | show up at work and no
one’s there. It’s nine o’clock. It's ten o’clock.
I barely know what I’'m supposed to be doing,
so I'm setting my stu up, and | get a call
from the founder. He says, “Hey, where are
you?” | said, “Well, 'minthe o ce. Where’s
everybody else?” He said, “Look outside; it's
snowing. We’ve got a powder rule: six inches
of fresh snow, and we are on the mountain!”

Every employee still gets a season pass
to the Canyons. It’s important to the culture,
and it’s fun too.

I’d love to go back to my first days at
Skullcandy and do it again, because I'd actu-
ally have some clue about what I'd be doing,
but it was a great way to learn.

Brand management

There are two pillars in the business: brand
and product. We collaborate with other
brands because part of the way we build
authenticity is putting Skullcandy next
to other great brands. In the early days of

Skullcandy, when no one knew anything
about our brand, we partnered with Giro
snowboard helmets, and people in the action
sports community started to recognize us.
Great brands are really an outgrowth of
great company culture. The authenticity of
the Skullcandy brand is an indication of what

happens in our o ce. It’s a very authentic
culture. We win by brand, team, and prod-
uct—those are our points of differentia-
tion. However, there are other functions of
the business where we still have to be good;
we've got to be able to sell, finance, and ship
millions of units in the right mix to thou-
sands of retailers around the world, and each
unit has to be high quality.

Get your feet moving

When | was in your seat, | thought | knew
where | was going. About six months into my
first job I called home and said, “Dad, | hate
this.” With every opportunity you learn a
little about what you like and what you don't.
The best piece of advice | would give is get
your feet moving. Find something you think
you like, have a direction and a strategy, but be
willing to let that change when your gut says
you should do something di erent. | had what
I thought was my dream job in San Francisco,
but Sunday night would roll around, and I'd
think, “I don’t feel like going back totheo ce
in the morning.” At Skullcandy I've found a
place where | don’t check my watch. | just
have to make sure I'm home for dinner.

True networking

Opportunities and people are more impor-
tant than titles and compensation. Often
people go to networking events and pass
out their business cards, but that’s not really
building a network. A network is nothing
more than people who like you because
you've done the right thing—you’ve treated
them with respect and with kindness.
Reputations are powerful; you can’t get away
from them. It’s great to have a good repu-
tation, and it’s rough when you don’t. The
business world is a small place.

When people learn you went to byu, they
are a little bit intrigued and impressed by
you. It's an opportunity to live the values that
you have. When | come back | realize it’s the
greatest foundation | could have asked for,
and | feel lucky to have been a part of it.



MARK RUSSELL

President, Worthington Steel,
Worthington Industries

About Worthington Industries
Worthington Steel is Worthington Industries’
base company. We are 51 percent steel pro-
cessing, but we also have significant busi-
nesses in other areas. We're the No. 1 pres-
sure cylinders business in the world. We
have a metal framing business, which is No.
1in North America. We also have some joint
ventures, which generally are the dominant
companies in their particular market niches.

The steel processing business is part of
the United States’ seventy-five-million-ton
steel market. Of that, our particular flat-rolled
steel niche is 40 percent of that total, and that
niche itself is highly fragmented. We're the
biggest of the swarm of gnats that contends
for this business—it’s very competitive.

We pride ourselves on our joint ven-
tures. We have one with Armstrong World
Industries. The ceiling in this room [Tanner
Building] is almost certainly made of our
stu , probably an Armstrong tile, and the
white part holding it up is made from our
steel. We supply the steel, Armstrong sup-
plies the tile, and we're the market leaders in
that business worldwide.

Serviacero Worthington, our Mexican
steel-processing business, is another I'm
responsible for. The Mexican market has the
virtue of growing considerably faster than
the United States’ market in the last year,
and we’ve taken advantage of that.

Tailor Welded Blanks is another joint
venture. It makes blanks for automobiles
that have di erent grades of steel welded

together so one part has di erent character-
istics than the other, like a door that'’s rust-
resistant at the bottom and very light on top.

Three entrepreneurs
You should be entrepreneurs in everything
that interests you. Whatever you decide

to pursue will give you the opportunity to
exercise faith. Let me cite three examples
of entrepreneurs who demonstrated faith.
First, Andrew Carnegie. He was a penniless
Scottish immigrant, yet he became one of
the richest men on the planet and industrial-
ized North America. North America is built
out of steel. The car you drive, the bus you
rode in, this building we’re sitting in—all of
it is made of steel. And he was the one who
made that happen. Carnegie was constantly
borrowing and risking everything to keep

his business growing. Every time he grew he
had to exercise faith.

Second, John D. Rockefeller, who was
famous for oil. Carnegie built things, and
Rockefeller gave them the energy to move.
In fact, if his company, Standard Oil, hadn’t
been broken up in an antitrust exercise, it
would be as big as one of the largest countries
in the world. He started quite an enterprise.

Let's go to a more modern example:
Richard Branson. He’s started all kinds of
enterprises, but he’s probably most famous
for his airline. Why did he start that? He was
stuck in the Caribbean, and the regularly
scheduled flight was canceled. He’s sitting
there with a bunch of other passengers, when
he noticed a charter flight desk. He walked
to its customer service agent and asked, “Do
you have a plane | can charter?” The agent
responded, “Sure, but it'll cost you.” “How
many does it seat?” “Fifty.” Branson walked
around the terminal, asking people, “How
much would you pay to fly out in a half hour?”
People told him, and he sold fifty tickets; he
chartered the plane, made some money in the
process, and also realized that he liked the
business. That’s how he started his airline.

Not only do you have an opportunity
to exercise faith and be entrepreneurial in
whatever interests you, but you also have
opportunities to be entrepreneurial in
every situation. Even the ones that look
horrible and bad. Even the ones where your
flight has been canceled, and you're stuck
on an island and need to get home. That
was a bad thing, but did it turn into some-
thing good? Absolutely.



