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[ power and influence

Power Broker

In his new book, Power and Influence: The
Rules Have Changed (McGraw-Hill, 2007)
Robert Dilenschneider, power broker and
PR maven extraordinaire, adds to the
wealth of information from his eight pre-
vious books on how to help people in
power and how to get there yourself.

Some facts: Robert L. Dilenschneider,
founder and CEO, The Dilenschneider
Group. Degrees: University of Notre
Dame, BA; Ohio State University, MA in
Journalism. Hometown: Born in New
York City, grew up in Pittsburgh, PA.
Career history: The Center for Vocational
and Technical Education, briefly. Hill and
Knowlton, Inc., worked up the ladder to
president and CEO, 25 years. Founder
and CEO, The Dilenschneider Group, 17
years to present.

Dilenschneider, who has counseled

major corporations, professional groups,
trade associations, and educational insti-
tutions, provides frequent media com-
mentary and industry insights on major
issues of the day. He offers this advice for
when you have to give a cus-
tomer or executive bad news.

“Most powerful people are
surrounded by people who won't
tell them the truth, because
telling the truth may compro-
mise their own positions. But
powerful people who are suc-
cessful like the truth. They want
the truth. Because the truth
enables them to make better
decisions. So the challenge is to present
the truth in a way that doesn't get you
killed in the process.”

Dilenschneider suggests using a cush-
ioning technique. “You say things at the
beginning such as, ‘This is very difficult,
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but you need to know this.” Or, ‘The fate of
the company depends on what I'm about
to tell you.” Or, “You're probably not getting
this from a lot of people, but...” Dilen-
schneider adds that bad news should
come with possible remedies
or at least suggestionsg for
dealing with bad news.

He also suggests thinking
about an issue before offer-
ing suggestions. “Frequently
I print things out because I
want to think about them,”
he says. “I don’t want to
make a snap decision. For
instance, somebody sent me
an email about something they wanted
done in Washington, DC, and I could have
answetred right away, but I sat and thought
about it, and my actual answer ended up
180 degrees from my initial thought.”

It's a good thought. — Lisa GSCHWANDTNER
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The Options Giftcard is a whole new way of gift-giving. Why not reward your
employees, clients or customers with a giftcard that gives them online and in-store
access to three world-class brands? Now your gift recipients can get their favorite
Gap jeans, luxurious Banana Republic shirts, and Old Navy graphic Ts ~ with the
swipe of just one card. And best of all the Options Giftcard never expires.

For more information about the Options Giftcard program, call 1-888-427-1111
(M-F 9 a.m. — 5 p.m. ET), visit www.gapincbusinessdirect.com, or email us at
businessdirect@gapinc.com
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