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BUSINESS BOOKS COMMUNICATION

Appealing
to readers’
inner ‘you’

BUSINESS BEST-SELLERS from Amazon.com

Oct. 6-Oct. 12
1. Good to Great: Why Some Companies Make the Leap . . . and

Others Don’t, Jim Collins; Collins, $27.50
2. Now, Discover Your Strengths, Marcus Buckingham; Free

Press, $30
3. The Five Dysfunctions of a Team: A Leadership Fable, Patrick

Lencioni; Jossey-Bass, $22.95
4. The World is Flat (Updated and Expanded): A Brief History of

the Twenty-First Century, Thomas Friedman; Farrar, Straus
and Giroux, $30

5. Fiasco: The American Military Adenture in Iraq, Thomas E.
Ricks; Penguin Press, $27.95

6. Fish! A Remarkable Way to Boost Morale and Improve
Results, Stephen Lundin, Harry Paul, John Christensen;
Hyperion, $19.95

7. The Little Red Book of Selling: 12.5 Principles of Sales
Greatness, Jeffrey Gitomer; Bard Press, $19.95

8. Execution: The Discipline of Getting Things Done, Larry
Bossidy & Ram Charan; Crown Business, $27.50

9. Rich Dad, Poor Dad: What the Rich Teach Their Kids About
Money — That the Poor and Middle Class Do Not!, Robert
Kiyosaki with Sharon Lechter; Warner Business Books, $16.95

10. The E-Myth Revisited: Why Most Small Businesses Don’t
Work and What to Do About It, Michael E. Gerber; Collins,
$16.00

Some workers earn
added attention

M any people believe man-
agers are supposed to
treat every employee the

same.
Not true.
It is better to treat

everyone fairly, but def-
initely not the same.

Different employees
require different ac-
tions and words to mo-
tivate and challenge
them. Some need extra
pats on the back, while
others need the prover-
bial ‘‘kick in the butt’’
to jump-start their
efforts.

Some can handle more direct
communication, while others fold.
To say you communicate in the
same way with all of your people is
to describe an unimaginative and
inflexible manager who is bound to
fail.

But what about that exception-
ally talented team player who has
expressed her frustration and dis-
satisfaction?

Q. What’s the first thing a man-
ager should do when this really
valuable employee expresses her
dissatisfaction?
A. Don’t panic or overreact. Tal-
ented managers can blow it at
this stage by expressing resent-
ment: ‘‘After all I’ve done for you,
this is how you treat me and our
company? Go ahead, leave and
see what happens.’’

Q. How much attention should
you give to the valuable em-
ployee situation before it hurts
the rest of the organization?
A. No one in an organization is
indispensable, even though some
are less dispensable than others.
Therefore, it is essential you
cross-train at least one other per-
son who knows the key elements
of the job. You can also give the

employee more money, the
amount dependent upon the fi-
nancial health of the organization
and your salary structure. But

think carefully about that
first.

Q. But what about if the
star employee really wants
to pursue another line of
work?
A. This is tough. You owe
it to your best people to
help them pursue their pro-
fessional dreams. This will
build loyalty and bolster
your partnership when it

becomes clear that on some level
her agenda is also your agenda.

Q. What if you do these and
other things and the valuable em-
ployee still opts to go?
A. It happens all the time. Yet,
it’s not just that someone leaves,
but how they leave. It must be
done with dignity and respect
and over a time period that
makes sense for the person, the

leader and the organization. It’s
not a death or a marital divorce,
but a valuable person leaving can
be painful for everyone involved.

Write to Steve Adubato at
sadubato@aol.com.

Your Attention, Please.
How to Appeal to Today’s
Distracted, Disinterested,
Disengaged,
Disenchanted, and
Busy Audiences
Paul B. Brown and Alison Davis;
Adams Media, $14.95;
www.yourattentionpleasebook.com;
e-mail: Alison.davis@davisandco.com

BY PAULA A. PAIGE
STAR-LEDGER STAFF

For those of you who hate it
when people delete your e-mails
without reading them, discard your
letters without opening them and
don’t return voice mails, author
and public relations expert Alison
Brown has some solutions.

‘‘People pay attention when
someone says, ‘This is for you,’
‘Here’s something that can help
you,’ You can be (thinner, richer,
happier). Here’s how,’ ’’ she sug-
gests in her new book, ‘‘Your At-
tention, Please,’’ co-authored by
Paul Brown, a columnist for the
New York Times.

Davis, a Rutgers University
graduate who was born in Wald-
wick, started her career as a re-
porter at the Bridgewater Courier
News, then changed professions,
becoming a public relations consul-
tant in 1979. With more than 26
years in the PR industry, she is the
co-founder and chief executive of
Davis & Company, a communica-
tion consulting company based in
Glen Rock, where she resides.

Davis talked to the Ledger
about how she captures the atten-
tion of today’s busy audiences.

Q. Many young people commu-
nicate via text messages, cell
phones and instant messages.
How can corporate America get

their attention?
A. People who are young are in-
terested in information that
speaks to them. They don’t want
corporate blah blah blah. They
want to know that people really
understand their needs and are
communicating to them in a way
that helps them meet a need. Ev-
eryone who is smart is looking at
new media. But old media works,
too. My son is a student at Drew
(University). Like a lot of col-
leges, they have a weekly newspa-
per. A recent survey by Y2M
(which produces publications for
the college market) showed 77
percent of college students read
the print edition of their campus
newspaper; 57 percent read it on-
line. If you want to reach the
youth, be aware of their new gad-
gets, but you should know your
youth audience and be aware of
what they’re doing. It might sur-
prise you.

Q. How do you deal with ‘‘old
school’’ thinkers who refuse to
incorporate new strategies for
communicating?
A. One of the things I do is to
find out what the old school peo-
ple are reading and watching. I

bring the best examples into the
room and say, ‘‘Let’s look at how
these ways of communication
have changed.’’ Every form of
communication has gotten
briefer, more visual, more dy-
namic, more focused on the
needs of the audience. People
have a view of what’s good based
on the past, not today. The Star-
Ledger of today is much different
than years ago. If you look at TV,
it’s geared towards breaking
through the clutter.

Q. Do you think we need to get
back to the basics of
communication?
A. Yes. There are so many times
when getting up from your chair
or picking up the phone will work
for someone. Although people are
overloaded, we’re even more hun-

gry for person-to-person contact.

Q. Since, we’re ‘‘distracted, dis-
interested, disengaged, disen-
chanted and busy,’’ what do you
see for the future?
A. There will continue to be a lot
of communication choices. If your
job involves communication,
you’ll need to think hard about
the choices of what you’re trying
to communicate. An interesting
trend is the old-fashioned bul-
letin board with the push pin.
People still go to lunch and look
at the wall. Don’t discard what’s
old, look for opportunities for
what you want to get across.

Paula A. Paige is deputy business
editor for production at The Star-
Ledger. Contact her at (973) 392-1716
or via e-mail at ppaige@starled-
ger.com.

Alison Davis’ book offers ways to
capture your distracted audience’s
attention.

Different employees
require different actions
and words to motivate
and challenge them. Some
need extra pats on the
back, while others need
the proverbial ‘‘kick in
the butt’’ to jump-start
their efforts.

EVENTS����������������������������������� 

‘‘Make Mega-bucks Through Short
Sales’’: A real estate workshop
sponsored by the Metropolitan Real
Estate Investors Association will be
held at 7:30 p.m. at the Woodbridge
Hilton. Cost is $20. For more infor-
mation, call (201) 343-8629.

EARNINGS REPORTS����������������������������������� 
Company Period Estimate
American Standard Q3 2006 $0.82
Intel Q3 2006 $0.18
IBM Q3 2006 $1.35
Johnson & Johnson Q3 2006 $0.93
Merrill Lynch Q3 2006 $1.47
Motorola Q3 2006 $0.34
Office Depot Q3 2006 $0.44
Sovereign Bancorp Q3 2006 $0.37
Yahoo Q3 2006 $0.11

ECONOMIC REPORTS����������������������������������� 
Company Period Estimate
Producer Price Index September -0.3
Industrial Production September 0.0%
Capacity Utilization September 82.4%

EVENTS����������������������������������� 

Job Fair: Verizon Wireless is seeking
qualified applicants to fill its cus-
tomer service demands. The event is
10 a.m. to 3 p.m. at the Pines Manor
on Route 27 South in Edison.
Southern New Jersey Economic
Forecast: A Rutgers Quarterly Busi-
ness Outlook at the Southern New
Jersey economy will be held at 8
a.m. at the Clarion Hotel and Confer-
ence Center., Cherry Hill. To register,
call (856) 424-7776.
Computer Consultants Meet: The
Northern New Jersey Chapter of the
Independent Computer Consultants
Association will have its networking
meeting at 6 p.m. at Biagio’s Restau-
rant, 299 N. Paramus Road, Para-
mus. Call (973) 539-9880.

‘‘Starting and Managing Your Own
Business:’’ The workshop is spon-
sored by the Service Corps of Re-
tired Executives at 9 a.m. at the
SCORE office at 2 Gateway Center,
15th floor, Newark. The cost is $25.
To register, call (973) 645-3982.

EARNINGS REPORTS����������������������������������� 
Company Period Estimate
Abbott Q3 2006 $0.58
Apple Computer Q4 2006 $0.50
C.R. Bard Q3 2006 $0.77
CIT Group Q3 2006 $1.21
eBay Q3 2006 $0.24
J.P.Morgan Chase Q3 2006 $0.86
Valley National Bancorp Q3 2006 $0.35
Washington Mutual Q3 2006 $0.93

ECONOMIC REPORTS����������������������������������� 
Company Period Estimate
Housing Starts Sept. 1.625 mil.
Consumer Price Index September -0.2%

EVENTS����������������������������������� 

Business Card Exchange: The event,
for small businesses owners and en-
trepreneurs, will be held at 7 p.m. at
the Ho-Ho-Kus Inn, One E. Franklin
Turnpike, Ho-Ho-Kus. The cost is
$20. To register, call (201)
445-4115.

Tax Planning Workshop: Attorneys
from WolfBlock will discuss tax plan-
ning ideas at 7 p.m. at the Wilshire
Grand Hotel, 350 Pleasant Valley
Way, West Orange. The cost is $30.
For information, call (732) 780-1966.

Import/Export Breakfast Seminar:
The Service Corp of Retired Execu-
tives Chapter 36 will present a semi-
nar titled ‘‘Buying and Selling in For-
eign Markets’’ at 8:30 a.m. at its
main office at 12 Christopher Way,
Eatontown. The cost is $20. To regis-
ter, call (732) 219-9119.

EARNINGS REPORTS����������������������������������� 
Company Period Estimate
Bank of America Q3 2006 $1.15
Citigroup Q3 2006 $1.03
Cytec Industries Q3 2006 $0.92
Dow Jones Q3 2006 $0.10
Google Q3 2006 $2.42
Honeywell Q3 2006 $0.63
Quest Diagnostics Q3 2006 $0.77
The Bank of New York Q3 2006 $0.55
The Coca-Cola Company Q3 2006 $0.59
The New York Times Q3 2006 $0.12
Wyeth Q3 2006 $0.80

ECONOMIC REPORTS����������������������������������� 
Company Period Estimate
Leading Indicators September 0.1%

EVENTS����������������������������������� 

‘‘Strategies to Protect Workplace
Personnel and Property’’: The topic
will be discussed at the next Human
Resource Council meeting at 4:30
p.m. at the Hilton in Hasbrouck
Heights. Call (201) 703-6966.

Business Card Exchange and Net-
working Social: The event is spon-
sored by the Somerset County Busi-
ness Partnership. It will be held at 5
p.m. at the Shimon and Sara Birn-
baum Jewish Community Center, 775
Talamini Road, Bridgewater. The
cost is $10 for members and $25 for
non-members. Call (908) 218-4300.

Casino Night: The event is spon-
sored by the Traffic Club of Newark
at 6 p.m. at the Galloping Hill Inn
and Catering Service, Galloping Hill
Road and Chestnut Street, Union.
Call (908) 686-2683.

EARNINGS REPORTS����������������������������������� 
Company Period Estimate
3M Q3 2006 $1.12
Merck Q3 2006 $0.49
Schering-Plough Q3 2006 $0.15

— Cynthia Parker

SOURCE: MarketWatch

approves a different arrangement,
Plohoros said, Dolan is entitled to
severance of roughly $1 million,
based on 2.5 weeks of salary for
each year of employment.

Had Dolan been fired after the
sale of the company, he would have
been entitled to 2.99 times his an-
nual salary and bonus, amounting
to $10.4 million, under a ‘‘change of
control’’ agreement that covers
Bristol-Myers’ senior executives.
The company has long been ru-
mored to be a takeover target.

Even if Dolan gets no severance,
he remains a rich man. According
to company documents, he owns
2.4 million shares of Bristol-Myers
stock, which was worth about
$59 million as of the close of trading
Friday.

Michael Karpeles, chief of the
labor and employment group at
the law firm Goldberg Kohn in Chi-
cago, called it ‘‘remarkable’’ that
Dolan had no employment con-
tract.

‘‘I suppose they started down
the path of negotiating one and
couldn’t agree and let it sit,’’ Kar-
peles said. ‘‘It’s still the far more
common practice, and wiser prac-
tice, to have an agreement. It gives
the company considerably more
leverage than if the guy had a con-
tract.’’

CEO contracts are common
and generally provide generous
golden parachutes.

Morgan Stanley chief Philip
Purcell’s severance package was
valued at about $52 million, includ-
ing a $44 million bonus, while Hew-
lett-Packard gave fired CEO Carly
Fiorina $42 million plus perks.

Former Coca-Cola CEO Doug-
las Ivester’s golden parachute was
worth $119 million. His successor,
Douglas Daft, who lasted just three
years, got $36 million in severance.

Within the drug industry, re-
cently ousted Pfizer CEO Hank
McKinnell’s contract included a
$83 million lump-sum pension pay-
ment, or $6 million annually for life.

John Challenger, whose Chicago
c o m p a n y t r a c k s e m p l o y m e n t
trends and executive pay, said Bris-
tol-Myers’ board would be under
pressure to drop the hammer on
Dolan, who played a role in an
earlier accounting scandal.

‘‘The board may not cut him
some slack because boards have
been under pressure not to give
ousted CEOs tons of money,’’ Chal-
lenger said.

‘‘There’s not too many chief ex-
ecutive officers that don’t know
their days are numbered from the
day they start work,’’ he said.
‘‘There are not too many who don’t
have an employment contract that
guarantees (the terms of) their
exit.’’

George E. Jordan may be reached
at gjordan@starledger.com or (973)
392-1801.
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Ousted exec may
get paltry $1M

AUCTIONS

To Advertise Your Auction
in The Business Section every
Sunday, Call Pareesa Naveed

973-392-4098

RE-SCHEDULED
WEBCAST AUCTION

BY ORDER OF SECURED CREDITOR

ELECTRICAL CONTRACTOR
REAL ESTATE, (40) VEHICLES & EQUIPMENT

THURSDAY, OCTOBER 26 – 9 AM
ON THE PREMISES OF:

MCI ELECTRIC, INC.
11 QUAKERTOWN RD., PITTSTOWN, NJ

INSPECTION:
WEDNESDAY, OCTOBER 25 FROM 10 AM - 3 PM

VISIT WWW.COMLY. COM FOR MORE INFO!

COMLY Auctioneers & Appraisers
Phone: (215) 634-2500

Website: www.comly.com

G Mortgages 30 YEARS 15 YEARS

INSTITUTION (PHONE) RATE PTS. APR RATE PTS. APR
Amboy Bank
(800) 942-6269 6.25% 0.00 6.25% 6.00% 0.00 6.00%
Chase Manhattan Bank
(800) 242-7324 6.50% 0.125 6.512% 6.375% 0.00 6.375%
CitiMortgage
(908) 370-6151 6.50% 0.125 6.758% 6.250% 0.125 6.668
Columbia Bank
(800) 522-4167 6.375% 0.00 6.395% 6.00% 0.00 6.033%
Commerce Bank
(888) 751-9000 6.50% 0.00 6.585% 6.25% 0.00 6.389%
Hudson City Savings
(201) 967-1900 6.25% 0.00 6.264% 5.625% 0.00 5.647%
Investors Savings
(888) 256-4447 6.25% 0.00 6.268% 5.75% 0.00 5.779%
Provident Bank
(800) 448-7768 6.375% 0.00 6.470% 5.875% 0.00 6.030%
Sovereign Bank
(800) 215-0352 6.375% 0.00 6.448% 5.99% 0.00 5.5110%
Valley National Bank
(800) 522-4100 6.20% 0.00 6.265% 5.990% 0.00 6.097%

NOTE: Data collected Friday from bank Web sites; rates subject to change.

The rates reflect a sampling of the biggest banks in New Jersey.
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