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A "crazy" doctor Patch Adams firmly believes that
a hospital should be a place where doctors and
nurses not only diagnose and remedy illness and

ROBIN
WILLIAMS

PATCII
ADAMS

ASED ON
TRUE STORY

disease but als.o comfort and cheer up people who
suffer from the pfocess. Against the rules of the hospital,
Patch Adams tries every way to connect with and
understand the patients. He brings laughter to the
solemn wards and satisfies every patient's specific r—
need so that hospitalization is no longer a serious and

terrible matter to them.

The film is based on true experiences of Hunter

Doherty Adams who opened a home-based family
LAZY PERSON'S

SUCCESS
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FRNTE 9L ZEVINSK

than a decade. His book Gsunaheit: Good
Health Is A Laughing Matter influenced

ROBIN WILLIAMS

i
medical practice and treated 15,000 people in more |
|
i

people's ideas about medication. (1 /il mi J
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) | n our workaholic world,
/ \‘ we're in desperate need
/ | of reminders that the most valuable,
/ | productive, and enjoyable moments in our lives are
// / usually those we spend doing the least. Ernie J.
/ Zelinski's secret of success is so simple you'll wonder
// why you never thought of it yourself: work less, think
e more. In the best-selling 7+E JOY OF NOT WORKING,
XABHTRERFHR—EE, —MRENMIIEL Ernie extols the freedoms of joblessness; in 7HE
EEREREENYERERANEIE,. ERIERIE LAZY PERSON'S GUIDE, he shows how to make

AR —HRENFASHERAT, BR, T

BRI B, FREEBUEM, HEBIRRAIRR .
ErmshE, RNTU, SRS —L BRFEL—L &K
WE—L RFTE L, XABARRBHT E TR
EHFE—HPRT—LEWMANTT L. MRIRAR
NERBBAMA BAR—ESBHIASHEEEE
BXABAIRFE.

work more fulfilling and relaxing by redefining success
in terms of happiness. Two books in one, the first for
the lazy achiever and the second for the truly lazy
achiever, this quirky little guide combines humor and
wisdom to provide plenty of reasons to sit back, kick
your heels up, and use the power of creative loafing to
get the most out of life.
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his isn't so much a vacation as it is an expedition. For four weeks you'll be trekking ({<i& 8
T;‘%fv), driving, riding, swimming, and exploring everything from the urban jungle of Mexico
City to the steamy rainforests of Guatemala (gt &#17). Along the way you will have climbed to
the ancient Mayan Templo de las Inscripciones (12 $4%# & ), spent a week in Belize ({5%12%) to
snorkel ({&# F/K T FEIR & %5k ), swim and explore jungle rivers, and you will have befriended
your true-blooded American Indian guides and anyone else on your expedition.

If you can spare the time, this will be the experience of your life. In fact,
once you get back, you won't even know where to begin when people
ask you how it was. You'll probably just grin and say, "It was terrific."
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s it a trend or a fad?? Will it sell or wind up on the

clearance rack?3 Will it turn my customers on or off?

These are questions retailers face every day. Make the
wrong decision, and witness a sales dive. Make the right
decision, and become a retail hero.4

Assembled here are a diverse group of retailers: ESPN
Zone, Starbucks and Anthropologie.5 Each one is succeed-
ing because it has discovered an innovative solution to a
unique retail problem. Read closely to find out how to
target a fickle® customer, develop an enduring brand, cre-
ate a destination, sell a lifestyle and build a relationship

with your clientele.

ESPN Zone: The Power of the Brand
When you step foot into any of ESPN

Zone's eight locations, you know you've

entered a place like no other. Huge HDTV?

screens broadcast nonstop sports, an enor-

mous glacier wall tempts you to climb to

the top, and interactive sports games urge you to compete.
This is a world where the ESPN brand is king, and you

!

-]

— i D-] i 7)a ~Z B By Elizabeth Goodgold

how to keep them coming back for more.

. 2.fad: —BHHOSEM,

B RF#F

Wonder what makes shoppers tick? Three retail super-

stars reveal how to please customers and, more important,

" 1. talk shop: <A>=4AFABX

7. KRBECHIE (R
a),
—HEEIR
.

| 3 RAHBERREBUEECR

SEHIE? clearance: SECH
MEE.

CAHRORESSEERSA

EHRHEAENSSHRERDTE
AW EgBEE . dive: BRI TBE.

' 5.ESPN Zone: ESPN R &3k #

ZEHEBTEHEEN, ESPN
Zone BEMTUFEE M
#91% 9148 FT. Starbucks: EE
®. BRTERBERAMET &
7. Anthropologie: # & 9%
EERBIWRIEDE.

" 6. fickle: HEM, FEEH.
" 7. HDTV: = High-Definition TV,

T .



never forget it. From live ESPN TV and radio broadcasts,

from the restaurant to its aptly named Season Ticket Holder -

frequent dining card, the establishment is a veritable shrine -

to the sports-frenzied fan.®

ESPN Zone understands the connection it has with its -

core audience of males between the ages of 25 and 39. Its -

menu boasts the ESPN Burger, the
Zone Cheesesteak and a full pound of
chicken wings. Visitors, of course,
have ample opportunity to purchase
branded merchandise, allowing them ™
to become walking billboards.? |

In essence, ESPN and ESPN Zone are one, or, as a retail

expert explains, "ESPN Zone has created great synergy :

between the franchises.™"

If the ultimate goal of branding is to create an emo-
tional relationship with customers, then ESPN Zone has
succeeded admirably. It presents a case study of how you,
too, can create a retail environment where your brand is
reinforced through all five of the senses: Ensure that within

all lines of sight your brand name and colors are promi-

nently displayed, choose music appropriate for your target .

demographics', tempt your customers to touch the

merchandise, encourage sampling in a food-based estab-

lishment and (if applicable) infuse the environment witha |

compelling scent.

Starbucks: Creating a Destination Point
~ Starbucks CEO Howard Schultz often recalls the mo-

ment in Milan, Italy, when he knew he could turn his dream

of great coffee within a cafe environment into a destination '

point selling $3 cups of java'?. He has created a brand so

Starbucks consumer visits a location 18 times per month!
But how does Starbucks keep what it internally refers to as

"enthusiastically satisfied customers"?

58]

hig

* 10:

desirable and a customer base so loyal that the average ° L

Y

MESPNEHRMBEAHEMN
EE MABEASITEHRE
B'ZERHFANEEAR
., ESPNi#h# (ESPN
Zone) |ITHHERIEHZEE
EOPZRIELHNE.
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£, B, EpF ESPN
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#) thEER, HEHIER.
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gi One way is through its

§ friendly environment and e

g comfortable seating, which e

I encourages drinkers to visit

§§i with friends, catch up on

%ﬁ reading or merely relax.’s

gz The recent introduction of m
i Wi-Fi', allowing users at 2,000 stores to connect to the
! Internet, not only encourages lingering, but is relevant
ﬁgﬁ to its cosmopolitan customers.

g Just as important, Starbucks continually brews up new

¥ ideas. Earlier this year, the company announced a twist on
I the gift card: It teamed up with Bank One to create a
! Starbucks credit card that also functions as a rechargeable

store card.’ Its debut of the Artist's Choice CD series,

% featuring musical talent from Tony Bennett to Sheryl Crow

to the Rolling Stones, adds another revenue stream while

I honing its hip appeal.’®

Starbucks has adopted a saturation strategy to offer a
convenient way to connect to the brand. It has licensing
. deals with Kraft for the production and distribution of its

products to grocery stores and agree-

ments with Albertson's Inc. for

B
&
B
2
i

\ . store-within-a-store concepts. The
! company also has arrangements
| with Host Marriott International
for airport kiosks and is opening
" stores virtually next to each other to
increase brand av;rareness, create op-
erational efficiencies and provide faster

s customer service.?”

Il Anthropologie: Selling a Lifestyle

§§§ Anthropologie doesn't sell merchandise — it sells a

’ lifestyle. Founder Richard Hayne took lessons learned from

| o

L i

 16.

< JPEY

. catch up on: #5, ¥R

(RiRHIRE. THEH):

reading: (3€) F4 AR
BEEENIEME,
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his successful creation of Urban Outfitters's, which sells |
hip clothing and accessories for twentysomethings,"and |
transformed them into a concept where the focus is noton
the fashion of the moment, but on merchandise that soothes '
women's souls while getting them to open their pocketbooks. °

Anthropologie stores are a carefully orchestrated at- °
tack on the senses, from the French music to the aromatfé :
candles burning to the rough-hewn signs throughout.2° )
Each retailing quadrant® acts as its own island, displaying °
a theme and flavor all its own. Customers enter "The ‘

Washroom" and find exotic soaps, lotions, shampoos and °

even a medicine cabinet for sale. They step into "The

Boudoir" and discover sumptuous sheets, duvet covers and -
pillows luxuriously displayed on a wrought-iron bed (also -
available for purchase).* In fact, selling the props makes -

the stores seem as if the customer has uncovered a rare -

artifact — a piece that she alone can own.?

The store flies in the face of*4 traditional retailing: It :
focuses not on one category of goods, but on disparate :
merchandise that's centered around a theme. Books, .
clothing, jewelry and furniture can be found there. As a :
market expert explains, "a 'controlled clutter' design works :
because it keeps the customer interested." He advises his ,
own clients to display merchandise in an uncoventional )
way so the customer discovers the merchandise as if on a .

special treasure hunt. Anthropologie has mastered this .

strategy.

Anthropologie's
buyers are on a mis-
sion to scour the
globe fio 1
interesting, relevant
and unusual items
its

for core

customer. They see

18. Urban Outfitters: t# 574042 iR

19

20.

2T,

22;

23.

24,

iE, 1970 £/ Richard

Hayne €13z .
accessory: (ZEE#H) B

TR R (FiRE. FE
).
Anthropologie i & & —
ALTRER T HRERERIR—
MNEEERERIIREEDN
1R BE AT A HE B AR
k8. orchestrated: ¥&:/\ % %!
B, FHRHA,; rough-
hewn: $H%If9, H¥ (W
%) .

quadrant: RE&2 “BEE",
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fiE#H "FE L RHESEFE
RO ERBKEK (htd
) LHEWMNEKE. BAK
Lk, Boudoir: Z ARIL
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1RRARM.,




rEATURE /\RNCLF*"*EM

g her as a professi.(')nal woman aged 30 to 45, well-read,
p well-traveled and well-educated, with a household in-
jj come approaching $200,000.

| And she is a devout? fan. Customers spend an average
B of $80 per visit, leading to average sales per square foot of
approximately $600—not bad for a store that is all about
creating a mood.

i

Il Lessons to Be Learned

] What did each of these three retailers do exceptionally
well? They transformed their brand into an experience.
o Translating the ESPN brand to ESPN Zone has provided an
B outlet for like-minded sports fans to share the excitement
! of a game. Grabbing a cup of java at Starbucks has less to do

I with what's in your cup than with the relaxing environment.

4 And Stepping into the world of Anthropologie is like step-

@ ping into an international oasis, replete with faraway

B sounds, smells and merchandise.

Instead of trying to be all things to all people, these
| merchandisers zeroed in on a niche target and never looked

back.2® They mastered the nuances of their demographics,
[ psychographics and geographics to bring the right prod-
[ ucts to the right customer at the right time.>” |l

0

< 25,
: 26.

e,

devout: A, BRI,
XEANTRAFREADERAE
ABAK, MR INVE—TE
EHNERBEEBEXTEAN.
zero in on: [g) -+ EohiFE
51, XA niche: &R
% (HALESF) . look back:
(ZRTERESR) &, BB
ENTR

AT MEA NS ARE . H
FOEMOHXBEFMEME
BT IWMIEE, NTiREES
1E B 8] 3 & & R R SR X
BEMMEF L. nuance:
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MER.
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seven over 70"

one of us is getting any younger,

but maybe in the world of work

that does not matter these days as
much as it used to. A mood-swing is underway
in the West: after a decade that ended in the
ridiculous youth-led excesses of the dot.com
boom, there is now a new respect—which has
always been present in Eastern cultures—for
the values of experience and wisdom that
greying hair brings.* So here is our tribute to
the venerable?.

Each of our seven septuagenarian? role-

“\\ [ N8

W 8K iEE

models remains at the height of their powers,
giving their all to their businesses. They're
welcome proof that you are only as old as
you feel and that advancing years needn't
mean a gradual decline into slippers and
daytime TV.4 Some of the males are even
still fatherings children, having experienced
new leases of life with second or third wives.
Our seven ''super silvertops' are driven
people—none has any financial need to stay
in the saddle.®

With these examples it's all the more puzzling,

2. venerable:
3. septuagenarian: 70 | 79 51y,

5. father: (ERX7TME) £ (&F).

°

1. £ AMMPBEBRNSEAREENE: ANBERABROEBA—RRTHRBE+EZE,
MSHAT —MHNEE— AR X RAFE — B SFRHARNELEMNE RONE.

(A, BEERE) EEHEN, SASHM.
4. welcome: 2D, S ANERA, slipper: 58,

6. RINMLA "BAEEN" BEEHPOHA—HBNAET TEHF2LTFLEFANBE.
;"VSHOP: BREA C(RAMNEXRM) RFE XEMEMRMNBIELEA: inthe saddle: FE{,




then, that so many f:!rms balk’ at the idea of
employing those who are over a certain age.
According to Ian Florance, a consultant
to occupational psychology consultancy ASE,
there are three types of ageing. The first is
physical, the second psychological and the
third social. We have doctors to treat the
first, and our own strength of character to
deal with the second. But social ageing is
more tricky®. "One of the prime determinants
of how people act is how people treat them,"
says Florance. So if we expect our 70-some-
things to be curmudgeonly, frail stick-in-the-

muds, then they will probably behave that

Age: 76 £

Born: 13 June, 1928 ‘_,‘6

Position: Chairman, Cheung Kong (Holdings)

and Hutchison Whampoa
Career: In 1950, Li Ka-Shing started a plastic

flowers business in Hong Kong, Cheung Kong

I3IG SHOTS & smau Poratoss™ " #8" ha |

way.? Social ageing is accelerated in societies
— like ours — that have a disparaging atti-
tude towards age, but it is slower in much of
Asia.

Furthermore, adds Florance, having older
people in the workplace is immensely
beneficial. They tend to be happier than their
younger colleagues, they have years of
experience, and they are more likely to see the
bigger picture rather than focus entirely on
their own position within an organisation.
And it's a myth that you can't teach an old
employee new tricks—it might just take them

a little longer.

LI KA-SHING'!

Industries.

Today, Cheung Kong Group is a
conglomerate, its combined businesses con-
tributing to an overall market capitalisation
of £ 37.9 billion, or 11.5% of the total market
cap of the Hong Kong stock market. Ka-Shing

is a smooth operator, with close contacts

7. balk: B4E, &,
8. tricky: ¥ DIRRE, MMEXNRFH.

10. disparaging: 1KY, BHEEY.

Whampoa Limited) BB /%,

9. curmudgeonly: F##Y; stick-in-the-mud: (O) FEFIRE, BFRAE,

L EBEW, BAETFIERMN, RO —ERASEATINRYER, AT HEFY BHET. K
205 EAFEBHNA NALZE, RER. TRWICENY, QINTACHER , #H3
ST T, 19584, FRIRNFHBILAM>HiH. IRBAREFBPANF R RRBE K
ST” RBRARAFBOH—AR~RBARAL W AT, 19794, “KiT" MAZMEABT
‘FiCEE FRWERA N E LR EERBTOEA. ZRENE KIKVRAFBRAT
(Cheung Kong (Holdings) Limited) EEE T E# A LE R "MICHBAER2A T (Hutchison




among senior Chinese politicians and a nego-
tiating style that has created a company span-
ning 41 countries. His UK businesses have
included Orange'?, which he sold to
Mannesmann in 1999, and now 3%, the 3G
mobile offering from Hutchison Whampoa.
Ka-Shing's success has been attributed to his
excellent judgment — although 3 is going
through rocky times at present, and Hutchison

shares are at a low of £ 4.45. This is, however,

Age: 73
11 March, 1931

Born:

Position: Chairman and CEO, News Corpora-
tion

Career: Reviled and revered in equal measure,
Murdoch and his media holdings wield a for-
midable amount of power across the globe.’s
Prime ministers and presidents prefer not to

cross him, and although he denies angling for

a small dent in the empire.

Family: A widower for several years, Ka- Shing
has two sons, Victor and Richard.

How does he do it? He is helped by Asia's
more respectful attitude to age. He rises early
for a round of golf before work, and devotes
much of his time to a foundation that manages
his many c_haritable donations. Otherwise,
little is knoWn of what he does with his fortune,
estimated at £ 4.9 billion.

RUPERT MURDOCH'™

political favours, it is uncanny how often he
manages to thwart the competition watchdogs
in his quest for ever more acquisitions.*® In the
UK, Murdoch's influence is most strongly felt
through his newspapers, the Times, the Sun
and News of the World.” There's no doubt that
Murdoch's newspapers will make life ex-
tremely difficult for the PM if he decides to

pursue euro membership for Britain.

AT, msk. RibF. fE UBT.

°

—. BR~EL 400{z%5xT,

revere:~l! o=, R,

12. 1990 /5, FRWABAEXBRREMY, HE7T Orange BIlAE), HEXE L7,
84 {Z#5t. 200044 A, fhiBFFA MMM S Orange 4t B A EE BT,
BT, QTERFTEURKFBRBENZHLER.

13. 1999, FMMKH 2G, FHRLSANUABRFLRIG, HEHNEE, NERDRESHE. &
HEEEMB/REA 3G K, 2003410 5, MEM
‘3 WISEELEEET 1 ZRTHN, REREREESREBIFEEMICRBHNIGN

14. MB7%, HASEAT, hNFEEARSLYSNER L. m&m&ﬁnmmge&ﬁm\\'az
WA, HELKBSHFAOMNS4E,

15. REEAMACHRDXLBER L —RBANHE ANFLRES L, rovile: BE B,

16 BEABZNEREMS BRCFAGCESHBARERAE, EFIENEEIREXRS
WE SRS, RS RV RER I 4R, cross: kR, P, angle:
£ (BE. . CHEF) HLEMEM, uncanny: BAR, FTI¥H.

17. 2 RR (REBLR). (CKER) A (HRFEIR). T=HREEXEHRELM, «!Eﬂii:?ﬁ»
REERFARMAKR: (KER)VWEUBSH Y TEEEHA/E, TENETTHRMEA
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Family: Thrice-mazried, Murdoch ha{s four
adult children from his first two marriages.
His first daughter, Prudence, jokingly de-
scribed him as a "dirty old man" when word
got out about his third marriage to Wendi
Deng'®, who at 35 is younger than Prudence
herself. The ambitious Deng, who recently

gave birth to their second child, has appar-

Age: 73
Born: 20 October, 1931

Position: Executive chairman, William
Morrison Supermarkets plc

Career: Ken Morrison took over his father's
Yorkshire?* grocery stalls and shops in 1952,
opened his first supermarket in 1962 and
floated?s the company in 1967. The UK's fifth-

largest supermarket chain has since enjoyed a

IBIG SHOTS & SmawL Poratoes™ " # * s Ams |

|

ently given Murdoch a new lease of life.

How does he do it? Murdoch exercises
obsessively, running, sparring® with his per-
sonal trainer and downing vitamins to keep
himself on top form. Even prostate cancer*
hasn't knocked him off his stride, and he re-

mains as driven as ever.

SIR KENNETH MORRISON?

record-breaking 36 years of unbroken growth.
But just when everyone thought Sir Ken might
be contemplating retirement, he made a £2.9
billion bid for Safeway in January 2003. It
provoked counterbids from Tesco, Asda and J.
Sainsbury, and the outcome is still in the
balance.?s Famously tight-fisted in the best
Yorkshire tradition, Sir Ken is rumoured to
check the bins behind his stores to make sure

that fresh produce is not wasted.*® He also

FHEI3 >

19. spar: (#HH) EBHRRHSHEES
20. prostate cancer: %R .

18 WX, MREXMB=EBT, & TFRETHARME.
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B—RIEH. 1967 EEEHRAT EHFMILIRE 7S 35 EMHEEMAEAMEK, % 2001
FEALEE (SFATIRY 100355 (FTSE 100) (5F. ZIEHRUERBRBREX PR LEHHHE
100 {E T ERAMNA S HRN A EETHNIER) MERRE REHRAAE2000FE B3
RRTEVHEATMREH AR L.

22. Yorkshire: A4 B[EEEME=ZREBA].
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24. unbroken: F&HMTHY, ESLM.
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Learning is about more
than simply acquiring new knowl-
edge and insights; it is also crucial to .
unlearn old knowledge that has outlive its 5
relevance. Thus, forgetting is probably at least
as important as learning. ‘

You are educated. Your

— Gary Ryan Blair certification is in your degree. You
FIFRXBRBF MR, RETICHBLER may think of it as the ticket to the good
ERXHEFENMALREXRERM. ALk, TiT  life. Let me ask you to think of an alternative.

REFELRFI—HEER. Think of it as your ticket to change the world.
—&=h - R, WMFMEER. — 7om Brokaw
REKFBE, EF 14KGH B, RZARE . REOIEBRERAE. IRITRESR

RERMBEFEENIIR., RERBEBS—
TiESRL, IEEEBABEHRNIIER.

Do more than is required.
What is the distance between
someone who achieves their goals con-
sistently and those who spend their lives
and careers merely following? The extra mile".
— Gary Ryan Blair
MEELERNE . 2EXIMBIRHATE
EESRVIFBEERNAZENEESS
Ky —ERERME.
—& k- WRR

*extra mile: 3

— 5 - wEXH, XELEELT
(NBC)EE T HEFFA.,

A BLTFIE 3K
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saves money by recording his own instore announcements. But he
knows his market and customers inside out, and his shoppers are
; fiercely loyal to the brand.

Family: Sir Ken was widowed in the early 1990s, then remarried Lynne,
a lawyer several years younger than him. He has three children from
his first marriage, and two with his second wife.

How does he do it? If keeping busy is the secret of a long and active
life, Sir Ken should still have years to go. Rumour has it that he loves
his job so much he still spends the odd Saturday helping out on the
shop floor.?” There is no sign of a successor at Morrisons, so expect Sir

Ken to be around for some time yet.|li
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An improving U.S. economy and pent-up demand? after years of austerity? will combine to
fuel IT spending growth in 2004, research firm IDC* predicts.

According to the report, "IDC
Predictions 2004: New IT Growth
' released
recently, IT spending will grow by
between 6 percent and 8 percent in
2004, creating a "tech resurrection”
in a year that will also see a continu-

ation of trends such as off-shore

Wave, New Game Plan,’

outsourcings of IT services, wireless
technology adoption, and brisk con-
sumer spending on new media technologies.

2004, coming just as companies are setting -

their IT budgets for next year. That good news . jobs offshore, which blossomed with the burst-

will generate optimism for the coming year, * jng of the Internet technology stock bubble®,
driving an increase in enterprise IT spending -

and keeping consumer spending on track’, . of IT services provided to U.S. businesses from

" offshore labor will double to $16 billion next
- year and triple again to $46 billion by 2007,

. IDC said.
number of factors could upset plans for an IT -

IDC said.

However, companies are still wary and a

spending recovery, including a spending cur- ;
tail” due to high consumer debt or bad eco- |

l

nomic news, said Frank Gens, IDC
senior vice president, in a conference
call to discuss the report.

"If we get a string of economic
shocks, watch for the scalpels to come
out on [IT] budgets?," he said.

Hot Jobs?

A better spending environment won't nec-

" essarily translate into? a hot IT job market,

Positive U.S. economic news in recent . however.

weeks was key to IDC's rosy predictions for °

IDC predicts that the movement of IT

will continue in 2004 and beyond. The value

That could be especially hard on smaller

. IT services firms in the U.S. that haven't started



