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Mountain Biking —
Sport of Concentration
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The challenge of mountain biking is part of the sport's
appeal. This isn't a leisurely coast down the street on your
little three-speed bike.

Try sharp turns that test your arms and steep climbs that
test your legs. Try your butt ([{£1%; JE%)getting sore as
you bounce up and down on rocky, dirt trails through deep

woods and dry river beds.
Try picking yourself up after falling over your handlebars
when your tires spin out in a mud patch.

Have a need for speed? This sport probably isn't for you.
You could spend a few hours mountain biking and only go a
ew miles.

A durable bike is a must, because it's going to take a
pounding. Compared to street riding, there's a lot more
‘demands on the bike. You need good brakes, good gearing.

It's also an activity almost

exclusively done by adults. Ironic,
considering you're doing things
with your bike people told you
not to do when you were a kid.
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The art and beauty of
making light conversation
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Your holiday party schedule is sobering?! You've got
two company shindigs — yours and your spouse's3 —
and five more invitations from friends.

If you're a smooth talker, you'll find it equally effort-
less to chat up the CEO standing beside you as the
stranger waiting in line at the bar. For the 80 percent of
us who find small talk a_'wkward, however, breaking the
ice, keeping the conversation going, and Eactfully un-
loading a bore can be tough stuff.¢ But it's important.

Talking up small talk
Small talk reapss big benefits. "So much of getting
ahead® is about building relationships with people who




matter, and small talk can accomplish that better than
anything," maintains communication expert Jill Bremer.
"Ambition and expertise will only getyou so far. Charm may
be the one quality that gets you q}(e:\di"

Whether it's an elevator ride with your boss or a sit
down dinner party, social encounters offer great
personal and professional opportunities. They can
lead to networking, promotions, new jobs and
friends. That's because people feel comfortable do-
ing business with people they like and trust. Build-
ing a rapport® begins with small talk.

Re—c‘:ent research conducted at Stanford and
Harvard Universities found the top skill for the

twentieth century is the ability to talk to others.

So, can we talk?

All well and good?, you might say. But how does one do
it? Smile, be friendly, make direct eye contact, look inter-
ested, and you'll be approachable® and inviting. Also be an
equal opportunity talker. "The smart person treats the
spouse with the same warmth and interest as the boss,"
suggests Mr. Bremer.

A little flattery, unless it's flagrantly phony, can also
ingratiate you instantly." It coul,c‘i-be somethﬁlg as simple as
"I love your sweater! Did you knit it?" or "great tie!"

What's the best way to engage someone? Take holiday
parties again. Try, "What are your plans for the holidays?
Have you seen any good movies lately? I'm looking for a
book to read. Any suggestions? Have you tried any good
restaurants lately? What did you do before you came here
today? or How do you know the hostess?"

Experts instruct clients to "build on what people are inter-
ested in. One ;nversation leads to another and that third chat
may be the one that gets you the lead, the sale, the interview."

Barbara Lee of New York, who hosts and attends many
cocktail parties, finds small talk a snap. "I try to find a
connection and keep at it until I do," she says. "I _don't start




off talking about myself. I ask questions because people
love to talk about themselves."

"I think of myself as a reporter who is trying to get to
know the person and discover where our lives might
in'_t_qrsect,\" Lee explains. "The minute I find that intersec-
tion it becomes the connection upon which I build. Then
when I see the person again, I can say, 'I remember you
were telling me about your son's summer camp. What
happened? Or I loved hearing about your vacation to the
Rome. Are you going back?' Then when I see them again
there's an in_sIant rapport."

The real art in small talk is how you keep the conversa-
tion flowing. Good conversationalists don't monopolize the
conversation, they orgllestfzae it.”* That means they talk
less and listen more. If they're in a small group, they make
sure everyone is included, drawing in'3 those who may have
just walked up. They ask a question and listen actively to the
response. They elaborate on'# what was just said with
cz)—r.nments from their own experience and then — here
comes the really important part —they ask another ques-
tion! The Q & A format is what keeps the flow going.

Straight talk

If you're cursed with cement mouth, you don't have to
be stuck.’> Small talk is a skill that can be cultivated. Being
informed on local and world events and industry news
gives you infinite subjects to discuss. One way to keep
current is to read the newspaper and a newsmagazine the
day of the event. Some smooth talkers head to the news-
stand or online to peruse periodicals so they can interject
fascinating or offbeat factoids into a conversation.

It's hard to believe, but if all else fails, the weather
will work for starting a conversation, especially if it's

been unbearably hot or particularly rainy or raw.

You don't say!
Off-limit chitchat includes love affair, gossip ("Penny




put on so much weight, is she pregnant?"), money prob-

lems, marital spats, and depressing issues.® Swearing and
complaining are also no-no's. Who wants to converse with
a whiner?*

Bag?° the heavy topics, unless it's politics, and then
know your audience. If your crowd is conservative, save
discussion about the recent release of the abortion pill
for your intimate book club. If you're with a group of

hunters and bring up the virtues of gun control, you're

likely to trigger bad feeling rather than pleasant talk.*

If you bring up work, keep it light. Making a business
plug at a social event is a faux pas.2? If, for instance, a
guest is telling you about his interest in e-books, offering
your opinion on copyright and ownership are appropri-
ate. But if you launch into a discussion about how he
should upgrade to software you sell, it's not a conversa-
tion, it's a tacky pitch.*

You snooze?4, you lose

Okay, you've tried. The weather isn't changing the
dull conversational climate nor is the other person's
reflections on rare birds in Sri Lanka. If a person is
boring, you just haven't found the topic that gets them
jazzed?®. That may be, but when you're ready to move on,
it's important to be gracious. That boring person you
rudely leave could be next year's billionaire who could
have hired you!.

End game?*®

It's time to circulate.?” Excuse yourself and tell the
person you hope to see him again (okay, so it's a white
lie2®8!). Or offer your hand, which signals your departure
and say, "I hope you enjoy the rest of the conference
(party, meeting)" and move to another group or area.

Some expert advise people who want to penetrate a
group to stand close by while they're talking, wait for the
right moment, and then ask a question.

What do you think of that idea?&
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It's gratifying! to know that other
people find my children as fascinating as
I do.

Born between 1982 and the new mil-

unique selvess: personal computers and
working mothers.

In his book Growing Up Digital, au-
thor Don Scott makes much of the fact

lennium, my three sons are part of the "Y,"

//////////////////////////////

/1 gratifying. £ AREM, FAHZH.

age cohort that seems to be on every /2 =)L F 4 7E 1980 Z 2000 £ 5, 45
marketer's mind these days.? These up- BF Y—R", "‘ME—K" M "FE-—KR —

"Net," or "Millennium" generation— the

\\

and-coming3 consumers — approximately
60 to 80 million—are the current focus of
many studies and several books.

Having detected some difficulty in
marketing various ideas of my own to my
recently teen-aged eldest, I undertook a
brief review of the literature to see what
the pundits could tell me about these
strangers in our midst.4 Here's what I've
learned so far.

They're competent

The experts seem to agree on two cen-
tral phenomena that shaped the Millen-
nium Generation into their collectively
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that members of the "Net Generation," as %///////////////

he calls it, never knew life without digital %6. HF—RURABRFE—KWERY EER) HE
technology. ("That's not a mouse," my% A, MEBRHERMALER GERAR) . BEHM S
input-device-wielding toddler once told % HRBFU: BARRMAT. toddler. ZHH9)LE;
me when I showed him a picture of the % rodent: Byt Bzh¥). RXF "ER 5 Riz 2

rodent.®)

Their life-long relationship with digi-
tal equipment has given these young
people an unusual sense of competence.
There really is no historical precedent for
this generation's capacity to outshine
adults in the form of retrieving files from
Mom's crashed disk or programming the
VCR to tape Dad's game.”

The generational trait for self-suffi-
ciency has been nurtured in households
headed by dual-earner or single parents.
With 60 percent of mothers of children
under six years of age working outside the
home, these kids became proficient
microwavers at an early age. And they
have spent substantially more time than
their parents' generations did performing

tasks — cooking, cleaning, child care —
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previously relegated to stay-at-home

moms.?

They're diverse

In 1976, 85 percent of the U.S. teen-
age population was white; today that fig-
ure has shrunk to 67 percent. In a
recent poll, three-quarters of the
children surveyed reported friend-
ships with people of different eth-
nic origins than their own. This,
along with Internet access that al-
lows them to play Diablo 11* with
peers in Sweden and Brazil, has
made these kids ger;erally more tol-
erant of racial and cultural differ-

ences than were their elders.
Their tastes and ideas are equally
diverse. "In the 1970s there seemed to
be two types of teenagers: hippies and
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traditionalists'," explains Mr. Scott. "Now
you can find 10 or 20 different factions on
every issue. Choice is like oxygen to them."

They're interactive

They're interactive

When I took my boys to a special ex-
hibit at a local museum recently, a well-
meaning docent" attempted to guide their
tour of the show. While Dylan, 13, man-
aged to hide his impatience under a polite
veneer of ohs and uh-hubhs, Eliot, 7, simply
turned on his heel and walked away.*> "Not
interactive enough," Dylan explained later.

I don't think the word "interactive" was

T 4444
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10. hippie. EE+ (FEMEIK,
traditionalist. {5453 X 3.

part of my vocabulary until I was well into my
30s, but the Nintendo* Generation expects
mutual interchange in every aspect of life. In
contrast to the relatively passive entertain-
ments of their elders — sitcoms, Monday
Night Football — they participate in role-
playing games where they direct the story
line and in computer and video simulation
games in which they run their own cities and
assemble their own professional ball teams.
Educational computer programs let them
choose their own learning paths and provide
immediate feedback on their progress.

"We Boomers® turned away from our
parents, who were unable to give us advice
or gave us advice that didn't work," says a
demographer. "But our children will have
lifestyles that are much more similar to
ours. So we'll be able to help them. They'll
want to belong to us."

They're going to change the work
culture
Although the oldest members of the
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Millennium Generation are only now em-
barking on their careers, they are well
acquainted with work.*® A new study by
the International Labor Organization
found 53 percent of American teenagers
aged 16-19 working any given week. First-
hand experience, greater involvement in
household chores, and exposure to home-
working, self-employed or telecommuting
adults have combined to strongly iri-
fluence this generation's attitudes
about work.

The study showed that more than
two-thirds of young people aged 18-
24 are concerned about finding a good
job in the future. They don't worry
about being able to find work; they
worry about finding too much of it. In
a tight labor market, companies push
workers—especially energetic, eager-to-
prove-themselves younger workers —ca-
pacities to the limits.?”

figure rises to 82 percent (compared to 83
percent for women in their 20s and 82
percent for women in their 40s).

And, in an extremely recent poll, three
out of three boys say that spending time
with your kids is more important than
earning enough money to buy them a

Playstation 2.
The kids are alright.c

There is also another point: an AFL*® %///////////////5

survey of young workers found them ex-
pressing a desire to have more time to
spend with their families and supporting
government intervention to require em-
ployers to provide benefits that would
ease the load on working parents.

As a working mother of sons, I am
especially gratified to note the generational
sea change® that has occurred among the
males of the species in this study: only 67
percent of men in their 40s listed "having
a work schedule which allows me to spend
time with my family" as an important.com-
ponent of a job. For men in their 20s, that
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If you have never given much thought to
the aesthetic qualities of your dish soap, you
are not alone. What's a little more surpris-
ing is that a person who has given a lot of
thought to this subject would not be alone,
either. Two people in this category are Eric
Ryan and Adam Lowry. Three years ago
they launched Method, a brand of home-
cleaning products—dish soap, spray clean-
ers, hand wash and so on —in one shop in
San Francisco. Today Method is available in
thousands of stores from coast to coast,
including the chains Target and Linens 'n
Things.' The most noticeable thing about
Method products, and their chief selling
point, is that they look really cool.

Who cares, right? It's dish soap, for
crying out loud* — it gets stuffed under
the sink between the rusty Brillo pads and
the boric acid.

" Thatd cfeatistattitude is exactly what
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er marketer who
~;’€he Gap, Saturn
and other brands, was appalled at the
mundane state of home-care products
in general. We obviously take a great
interest in the places we live, he says,
and yet, "When you walk down the
aisle dedicated to products to take
care of your home, it's one of the most
low-interest categories in the world."
True enough, and perhaps a powerful
cue to toss a Palmolive? in the shopping
cart and get on with your life, but Ryan saw
an opportunity. What if you could do some-
thing different with home-care products?
Soon he was working with his friend Lowry,
29, a chemical engineer, creating sprays
and soaps that were environmentally safe,
smelled good and — crucially — came in
packaging that looked so striking it practi-
cally demanded to be left out in the open.
Before making the leap to national stores,
they brought in the celebrated designer
Karim Rashid, who among other things
had created a hit trash can sold at Target.
Rashid came up with a design for a dish-
soap container that squirts from the bot-
tom through a clever nonleaking spout.
Clear, filled with different, colorful soaps
and shaped like an hourglass, the bottle
looks like a sculpture and won a design-
distinction award from the magazine 7.0.4
It also looks disconcertingly large, under-
scoring its status as a proud object to be
admired, not shamefully hidden away.
Form preceded function. "Design is a
fast way to make these products more
high interest," Ryan says, to the farget
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audience of "progressive domestics." Environ-
mental safety was "a goal," one that he still sounds
_almost surprised to have achieved. But form is
’j,','what really sells some $10 million of the stuff
afinually. Much of the feedback from enthusiastic
customers boils down tos: "I kind of thought it
: dn't work, but at least I'll have this
~ cool container left over. Then I got it

home and used it, and I'm shocked at
how well it actually works."

One reaction to this is to wonder
why somebody would buy a cleaning
product that they were frankly skeptical
about simply because of its container.
Perhaps this is more evidence of the endless crav-
ing for status symbols, or of how cunning design
seduces and manipulates us. But those explana-
tions seem too easy. Virginia Postrel, an econom-
ics writer, does not address Method specifically
in her recent book 7%e Substance of Style, but her
thesis provides useful context. Praising aesthetic
pleasure as a legitimate value, she observes that
the more we see style, the more we recognize it
and want it in our lives. Ugliness stands out, she
writes, so "we demand better design."

It's the responsibility bit that gives you pause®.
Method products raise the possibility that, stylisti-
cally speaking, your dish liquid is not measuring up’.
Which is, frankly, annoying: must even the most
mundane household object rise up and join the tyr-
anny of Good Design? Ryan seems puzzled by this
line of questioning. "It just makes you get enjoyment
out of an object that you never expected to get
enjoyment from, because it makes you smile when
youlook at it, orit's fun to touch," he says politely. "So
it's not that it just looks beautiful, but when you
actually interact with it, it makes a chore a little less
of a chore. Who wouldn't want that?" @
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