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SAFE-CRACKING
THE FUTURE

The future belongs to those who believe in the beauty of their dreams.
—ELEANOR ROOSEVELT

wearing. Then, ever so gently, you turn the dial to the right.

With your ear pressed to the surface, you listen as the tum-
blers slip into place. Next challenge, you move it counter-
clockwise, slowly to the left. Finally, you spin it again to the right.
All your numbers seem to be on the mark. Have you cracked it?
Yes, you can hear the mechanism as it settles into the final groove.
Click. Perfect. It opens.

How many times in your life have you Clicked into place? Like
opening a safe, it’s searching and finding the right combination to
Future Fit into a new life. Mastering control, becoming clear. Too
many people spend their whole lives feeling slightly off-kilter,
slightly out-of-step with their expectations. Something doesn’t
work—a job, a place, the totality of what you’re doing.

Many times, it’s not a monumental change that’s needed.
Often it just takes a minimal adjustment of the parts—until you
get to that zoom zone of the all-over Click.

First, you lightly brush your fingertips against what you’re
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You can describe Clicking as a thunderbolt, a surge. There’s a
wonderful seismic word, “tsunami,” meaning a gigantic ocean
wave caused by an underground earthquake or volcano. That’s
how it feels when you do something that Clicks—like a
groundswell is sweeping over you and everything in your sight.

In the dictionary, “to click” literally means “to fit together,” to
become suddenly clear or intelligible. The slang definition is “to
succeed, make a hit,” such as when the older Boston Celtics
player, Robert Parish, recalled the days when he and teammate
Larry Bird “played absolutely effortlessly and clicked on the
court.” In computer-ese, Clicking is all-powerful: single clicks,
double clicks, sending commands, moving icons. Click and a light
goes on (or off).

But think of all the controls in modern life that you Click
with. Click and your television comes on. Click, Click, you play
with your remote to channel-surf when you’re restlessly looking
for something interesting to watch. You Click your camera every
time you want to capture a moment. Click, that’s the sound you
hear when a phone call gets interrupted; Click, Click, you can
switch over and talk to the caller who’s waiting.

Click, the very sound, the very word, wakes people up, shakes
people up—like snapping your fingers—and makes them aware
and alert to the chance for a brave new future.

Clicking, in that sense, is about being ready to be in synch
with what’s coming tomorrow. To survive now, one has to bend, to
be flexible. It sometimes feels like déja vu—only it didn’t happen
before. Although Clicking can make you feel at ease, it isn’t pas-
sive. It doesn’t revolve around luck (although that helps) or being
struck by lightning (that only hurts). Giving you the combination
to Safe-Crack the Future is what this book is all about. Think of it
as if you're standing at the intersection of who you are and who
you want to be. Our goal is to push you in the right direction
(only in our book, all arrows point the same way: forward) and
provide you with the right tools to Click into Next.

Where Clicking Came From

The idea for the book that you hold in your hand grew out of the
enormous outpouring in response to our first book, The Popcorn
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Report. Judging by the 40,000 people responding to the last line,
“call me, fax me, write me, beam me up,” we recognized that reg-
ular people used a “business book” to change their lives.

A similar inkling came from my seminar, TrendView.
Although the talk is geared to the business community, most of
the audience questions would invariably be personal. “What are
the jobs of the future?”, “What should my kids be studying?”, “Will
the economy be kind to small companies?” (usually a disguise for
“Should I open . . . ?”").

These queries are the modern-day equivalent of the “note in
a bottle” that shipwrecked sailors would set adrift. Except these
come from average, everyday Americans who are marooned (or
stuck) in one phase of their lives—and unsure of what tomorrow
will bring. This makes sense. Clearly, it’s getting harder to achieve
personal and professional success. Too many of us are trapped in
dead-end jobs that offer little in the way of financial or emotional
rewards. Hundreds of thousands have actually seen their positions
callously eliminated by the mergers, acquisitions, and outright
closings in the late ’80s and early '90s and haven’t yet been able
to find their personal centers of gravity.

Our answer? To show how to use the BrmchserveIIIrcnds as
concrete formulasfbr cﬁnge The same Trends that we have suc-
" cessfully applied to hundreds of small and large Fortune 500 com-
panies will work equally well with an individual. The Trends are a
way to look at the growth markets of the future and help spark
ideas for those legions of people who’ve created blueprints (on
paper or in their dreams) for starting their own business.

It seems as if we hear the same story from every part of society.

® From single-parent households who tell us they have the
imagination and energy to make a mark in society—but
don’t know where to begin.

* From the mislabeled Generation-Xers who tell us they
need help getting started on their career paths and are
desperate to find a first job. (Did you know that over 50%
of the 1993 Ivy Leaguers looking for work were still unem-
ployed six months after they graduated?)

® From a forced-into-early-retirement middle manager who
wanted to know, “Where else could my skills be needed?”

Or flippantly, “I gave 33 years to a Blue-Chip company and



