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  “I have never met anyone who has enjoyed connecting so many people without any apparent personal benefit. Being sociable is an art and Al has painted his picture/story in this easy to read book. Sometimes we just need to put the smart phone down and really be smart by networking live with actual people.”




  —Roy Vallee, Former Chairman and Chief Executive Officer, Avnet




   





  “Al Maag shows how to really be social in a world of tweets, posts, and texts—and it’s a lot more effective than 140 characters!”




  —Jeffrey Hayzlett, Primetime TV Show Host, Bestselling Author and Sometime Cowboy




   





  “If you look at the greatest media companies of all time, they've leveraged all available channels. The three-legged stool (print, digital, in-person) is more in play than ever before. In this book, Al shows us how critical the “in-person” nature of communications can be, and how we can never forget that kind of experience in our marketing.”




  —Joe Pulizzi, Founder, Content Marketing Institute and Author, Epic Content Marketing




   





  “General Electric (GE) has been active in using numerous new technologies and social media platforms. Our reputation, trust, and results are built by personal interaction with our employees, vendors, and customers. Al's views are entertaining, accurate and I can see why he is successfully helping to lead the Business Marketing Association (BMA). His advice is relevant and timely.”




  —Stephen J. Liguori, Executive Director, Global Innovation & New Models, GE




   





  “Al Maag provides a warm, funny, and provocative look back and ahead at what ‘social’ really means. For business people and human observers of all ages, Al’s views on the importance of personal interaction in a social media age are spot on and well worth the price of admission. Think of this as ‘back to the future’—from one of the great communications professionals of this era.”




  —Tom Stein, Chief Executive Officer, Stein Industrial Art Services (IAS)




   





  “As usual, Al has taken the most significant topic of our time and broken down a key challenge it creates in a way that everyone can understand and more importantly, utilize. While all the cool new marketing tools can speed up the communication cycle, they can never replace the amazing effect of face-to-face communication. There is no more genuine form of communication than listening to another person face-to-face, and you can't do that online.”




  —Elton Mayfield, Founder, ER Marketing




   





  “Al is one of the most respected community and communications leaders I know and he didn't get that reputation by tweeting. His passion and support for so many causes is well-known…now I know how he got it…the group and team environment. He is hardly old-school…and his concept of balance of social media and personal interaction is one that should be heeded.”




  —Mike Focareto, Chief Executive Officer, Veteran Tickets Foundation




   





  “I love using e-mail, text, Facebook, etc., to connect and communicate but often wonder at what cost? I used to live on the phone for business relationships and now, not so much. What I’ve observed in myself is I’m not opening as many new relationships with new media but rather just using it for maintaining old relationships already established. Perhaps at fifty-four that’s okay, but what about someone twenty-two starting out in life? How does that person establish deep, connected relationships in business without meeting regularly in person or speaking over the phone? I guess it’s the evolution of man continuing!”




  —William E. Barron, Vice President and Publishing Director, Hearst Business Media




   





  “In today’s lightning-fast information age, it is refreshing to read a social media book about the critical importance of offline communications and social interactions. Al Maag’s take on social media in the 1950s compared to today is right on and a worthy read by anyone who wants to have success in leadership and relationships.”




  —Sheila Kloefkorn, Chief Executive Officer and President, KEO Marketing and past President, Business Marketing Association Phoenix




   





  “The Internet and e-mail made the world smaller and social media now allows us to stay in touch instantly on a variety of platforms, but I believe Al Maag’s human-contact philosophy is vital to real success…phone calls and face-to-face meetings truly transcend borders and cultures.”




  —Martin P. Slark, Chief Executive Officer and Vice Chairman, Molex Inc.




   





  “I have worked with Al for many years as a customer and a partner and consider him a true friend, which is rare in today’s fast-paced business marketplace. Al gets the fact that technologies may change and have great impact on our lives but the real things that matter in business and in any relationships are communication, authenticity, and trust. This book explores how spending time building that trust is truly the promise of social business—this is not a pining for the past but a look to the future and a must-read for any business executive whether you are at the start of your career or at the top! Even better, there are plenty of laughs along the way and that is typical of Al….”




  —Paul Miller, Chief Executive Officer, UBM Media




   





  “Al is one of the funniest people I've ever met. And, oh yes, he's also an excellent communications/marketing pro. As Chief Communications Officer at Avnet, he was constantly thinking of new ways to keep the company ahead of the competition (“the bad guys”). Early on, he embraced social media as a new avenue of communication with suppliers, customers, and employees. Now as owner of MaagCommPlus, Al is helping all kinds of organizations beef up their visibility and brand awareness. Al can make up—I mean come up with—great story ideas and knows how to turn the proverbial lemons into lemonade. Even as a hard-charging professional, he also has a soft heart. He's renowned for his work in the community as well as with his charity, the Maag Toy Foundation. Al is exceedingly loyal to friends and colleagues; I'm proud to be one of them.”




  —Kathy Kerchner, Media and Speaking Expert, Master Your Message




   





  “If you truly believe you have 500 (or more) “friends” because of your social media connections, my advice would be to think again….”




  —Rick Hamada, Chief Executive Officer, Avnet




   





  “Al Maag is an innovator in marketing and communications. Having grown up in a world where social media actually meant you stood across from someone and had a conversation, Al's take on all things social is funny, poignant, and refreshingly honest. A gentle (and—sometimes not so gentle) reminder that social decorum still counts!”




  —Howard Sherman, Global Chief Executive Officer, Doremus




   





  “Al Maag’s work takes us back to the good old days, before AOL’s virtual chat rooms replaced friendly face-to-face conversations. No question, social media is an important business tool. But it’s time to swing the pendulum back toward real personal interactions. In my work with industry trade association and professional societies, I see daily the value that comes from putting down that mobile device and shaking hands, sharing a meal, visiting a trade show, attending a conference, swapping business cards, and doing business again—eye to eye! Thanks for this reminder, Al.”




  —Patrick Farrey, Group Vice President, Kellen Company




   





  “Very similar to Al, I also grew up on Chicago's Northwest side in Albany Park in the ’50s and ’60s. I didn't know Al then, but certainly did experience many of the same wonderful times. We had one telephone in our house, with limited use, so if we wanted to communicate we would have to TALK directly with that person or group to make our plans. Just like the Baggers, we had clubs and those clubs played in all sports together, hung out together, and talked about everything together—especially the girl's clubs. Knowing Al now for twenty-plus years as a friend and also in business, his glass-half-full philosophy has always picked me up when I needed it. We share the passion for so many things and our e-mails are frequent, but weekly conversations reinforce our relationship.”




  —Art Lurie, Vice President of Sales, Total Promotions
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  To the loves of my life: my wife, Michaelle and son, Zack. Michaelle has been extremely helpful with ideas and support throughout the book process and has always been vital to any successes I have had in my life. She is my voice of reason. Zack, whom I’m proud to say is sociable, created the videos to market the book. Neither one of them expects to be taking any exotic trips funded by the profits from this literary masterpiece.




   





  Thanks to my family and friends from the Baggers, Molex, and Avnet who had a hand in my personal development and enjoyment of life, especially the friends who reviewed and contributed to the book’s content. And a huge thanks to fellow baby boomer Jan Miller who counseled me, kept me in line, figured out what I meant, and corrected a lot of bad grammar and spelling.




  Foreword




  Social Media Isn’t Social




  By Michelle M. Smith, CPIM, CRP




  Past President, The Forum: Business Results Through People at Northwestern University and Vice President, O.C. Tanner Company




   





   





  The full-dress regalia of the NASCAR uniform—including helmet—was hard to miss on the conservative, professionally appointed stage. The matching race car was three floors down from the ballroom, parked strategically outside the hotel overlooking the Chicago River. It was June 1, 2011 and this Business Marketing Association (BMA) conference was getting off to an energetic, though unusual, start.




   





  That was the day I met Al Maag, the man in the uniform. Few newly minted leaders have the confidence or creativity to stand before their flock for the first time in outrageous garb to make the point that their organization will be doing things differently from now on. Al Maag had moxie and he was fearless.




   





  Al went on to describe his vision for the year. The moment he said, “We will focus on the creation of content, content, content,” our paths were destined to intertwine, and I became an advocate. Al’s BMA organization had extensive marketing reach and needed content. I belonged to the Forum: Business Results Through People at Northwestern University, and we had content—plenty of it—and were seeking greater marketing distribution. The seeds of our partnership were planted that day.




   





  Social Media Isn’t Social is the joyful story of how Al and his friends gained unwavering confidence and learned life’s invaluable lessons growing up together in Chicago—the lessons and confidence that led Al to the C-suite in his career, and many of his childhood friends to prestigious jobs as well.




   





  In many ways, the book is an exuberant love story about the city of Chicago and the generations that came of age in the 1950s, 1960s, and 1970s. As a fellow native Chicagoan who spent my formative years there, the book is a delightful and upbeat trip down memory lane. Al colorfully recounts the people, places, and activities that shaped his character and taught him the skills he has used throughout his career. I enjoyed the journey, although I would have liked to see a nod to the unique and unbelievably tasty Chicago hot dog—a treasured staple of my childhood!




   





  But make no mistake—this is a business book wrapped in an engaging story. You will learn about business skills, and the enthusiasm in the book is palpable. It’s also a cautionary tale for all generations about our overreliance on technology when being ‘social.’ And this, of course, is the heart of the book.




   





  In Social Media Isn’t Social, Al makes the case that the social and business skills that served him so well throughout his life and career were honed on Chicago’s streets and at the playgrounds, ballparks, and dances where he and his friends gathered. They didn’t recognize the significance at the time, but they were learning marketing, public relations, communication and interpersonal skills, creativity, event planning, team work, talent evaluation, negotiation skills, leadership, integrity, risk-taking, winning, losing, storytelling, joke telling, whom to trust, and who was all hat and no cattle.




   





  While a technology fan and an active social media user, Al contends that e-friends aren’t the same as real-life friends, and no matter how awesome the technology, communication tools can’t begin to replace being sociable and actually interacting with others. Technology can teach us many things, but there’s no smart phone smart enough to teach us how to build our ‘street cred.’ Siri won’t help us get picked for dodgeball, jockey for status within our group, be a good friend, make conversation with the opposite sex, handle disappointment and loss, or identify the whiners, quitters, and excuse-givers. Building personal relationships teaches us valuable skills that technology simply cannot.




   





  To have a rich and full life, we need to master—and balance—both technological communications and live social interactions. The book makes a more-than-credible case for that point. To aid us in finding that perfect balance, it includes lists of leadership lessons and sociable things we can do immediately.




   





  Relationships—especially business relationships—have real tangible value. The Forum did research on leadership a couple of years ago, and found business relationships can actually double performance results in the workplace. Since then, the Forum has been advocating for broader professional appreciation for the ‘Human Value Connections’ that help our work flow and get our projects done. We risk squandering this opportunity if we are too focused on our computer screens and mobile devices.




   





  With a firm but gentle hand, Al encourages readers—especially those tech-savvy digital natives of the millennial generation who have never known a world without the Internet—to spend more time exploring the nondigital world. He clearly states the importance of minimizing their dependence on technology and investing more time in developing long-term personal relationships. Al’s advice is heartfelt and research confirms there’s ample reason to be concerned.




   





  Forum research revealed millennials want to be connected all the time, everywhere, and their emotional attachment to their gadgets runs deep. When asked if they sleep with or next to their cell phone, 83 percent of millennials responded yes compared to 68 percent of Gen Xers and 50 percent of baby boomers. They’ve integrated their social lives into their technological devices, and are far more likely than the previous generation to say they “felt cut off from friends and missed out on a large part of life when they were disconnected.” The majority said they “couldn’t keep up with life without technologies.”




   





  Businesses are already feeling the impact of a workforce overly dependent on technology. Texting and instant messaging have produced a generation coming into the workplace with subpar skills in spelling, business communications, etiquette, and social interaction. The emergence of inexpensive communication technologies, social networking, and crowdsourcing has also increased the tendency to see organizational hierarchy as disappearing or irrelevant.




   





  In a world where any employee can tweet the CEO, the lines that traditionally delineated power and influence have been blurred. So much so in fact, when Dr. Jeffrey Pfeffer (Professor of Organizational Behavior at the Graduate School of Business, Stanford University) teaches about corporate America’s hierarchical power structure, his students (largely millennials) often push back. That model of power isn’t relevant anymore, they insist—it’s such twentieth-century thinking!




   





  But no matter what students believe, Pfeffer says the career game is still played by the old rules. Relationships with managers still matter when it comes to job tenure and career opportunities. So do networking skills. Even companies started by millennials ultimately wind up with the same organizational structure around leadership and power. “It’s easy to get diverted by the hype, or by what everyone else says is the new world order. But don’t believe you can play the game by different rules,” he says. “You can’t.”




   





  This is problematic for millennials, and more than a little ironic. According to Forum research, unlike previous generations, millennials view a strong relationship with their superiors as “foundational” to their short- and long-term satisfaction at work. They expect supervisors to be very attentive and supportive, offering ongoing, specific feedback.




   





  Despite their position on the organizational chart, millennials reject the policy of sharing information on a “need-to-know basis.” Instead, they want to be kept in the loop, expecting supervisors to freely share strategic plans and other traditionally managerial discourse. This is a completely unrealistic expectation unless there’s a deep and genuine relationship between leaders and their teams. ‘Linking’ or ‘friending’ the boss won’t suffice in getting millennials the access they so desire.




   





  But millennials aren’t the only generation both craving deeper connections with others, and perhaps being overly dependent on online relationships. Many people of different ages and in all walks of life are beginning to question the amount of time that is ‘lived’ online. Last year, Karen van Bergen, CEO of Porter Novelli, wrote this in a piece for Huffington Post titled “Where should we meet? Sustaining connection in a hyper-connected world”:




   





  These tiny but seismic additions to how we connect with each other extend so fluidly, and we incorporate them into our daily lives so quickly, that many of us never notice the extraordinary costs they extract until we have already paid them. More than we care to admit, we now pay for the ease and frequency of our communication with the depth of our relationships. And those depths are where true and meaningful human connection resides.




   





  When our communications are constant, but lacking depth and substance, our relationships become compressed, commoditized, and superficial. The irony, of course, is that our vanishing connection to each other is actually driven by our deep need to connect. We are truly compelled, in a primal way, to engage with each other.




   





  Some may argue that's a little sad, or even disturbing. I think it is a beautiful truth, and one that presents us with extraordinary opportunities to utilize these new tools, platforms, and innovations in ways that make them both right-sized within our lives and powerful facilitators of the deeper connections they reveal we need.




   





  Over the twenty-five years that I've worked in the fast-paced, always-connected-and-available public relations industry, I've found that the moments I've spent in the actual presence of clients and colleagues—whether in a brainstorm, a lunch meeting, or simply sharing a cab to the airport—have been the most valuable in strengthening relationships. In business, in friendship, and even in love, the principles of human connection remain the same.




   





  Deep, satisfying relationships require attention, focus, interest—and most of all—our actual physical presence. Whether it is with your clients, your coworkers, your partner, your children, or your friends, you must be physically and mentally present. If you want to build true connections, you must take the time and make the effort to actually be with the people to whom you wish to connect. It sounds so obvious, but it is so frequently missed.




   





  To Karen’s point, one of the nostalgic examples in this book is Chinet’s “Lost Art Exhibit” television commercial where consumers are asked to “remember a time when being social drove people to houses rather than homepages, doorbells rang more often than cell phones, and neighbors found the time to be more neighborly.”




   





  As I write this, a spoken word film by Gary Turk entitled “Look Up” has gone viral. It was published on April 25, 2014 and received more than 30 million views in its first two weeks on YouTube. “Look Up” is a lesson taught through a rhyming story, in a world where we continue to find ways to make it easier to connect with one another, but often results in us spending more time alone. It begins with this monologue:




   





  I have 422 friends, yet I’m lonely.




  I speak to all of them every day, yet none of them really know me.




  I realized this media called social is anything but,




  When we open our computers, it’s our doors we shut.




  Community, companionship, and a sense of inclusion….




  A world where we all share our best bits, but we leave out the emotion.




  We’re at our most happy with an experience we share,




  But is it the same if no one is there?




   





  We pretend not to notice the social isolation.




  So when you’re in public and you start to feel alone,




  Put your hands behind your head—step away from the phone.




  You don’t need to stare at your menu or at your contact list




  Just talk to one another—learn to coexist.




  We’re becoming unsocial.




  We’re a generation of idiots—smart phones, dumb people.




   





  And it ends with this plea from Mr. Turk:




   





  So look up from your phone, shut down those displays.




  Take in your surroundings and make the most of today.




  Just one real connection is all it can take




  To show you the difference that being there can make.




  When you’re too busy looking down, you don’t see the chances you missed.




   





  We have a finite existence, a set number of days.




  Don’t waste your life getting caught in the net,




  ’Cuz when the end comes, nothing’s worse than regret.




  Go out into the world, leave distractions behind.




  Live life the real way.




   





  Fortunately, Social Media Isn’t Social makes it easier for us to imagine that someday not too far down the road, everyone will find the right balance between optimizing technological tools and fully embracing the joys of real human connections.


   



   





  Contact Michelle Smith directly for the Forum millennial research study or to obtain a copy of the white paper about the study at michelle.smith@octanner.com.






  Prologue




  Hi, I’m Allen Wayne Maag. I go by Al, Big Al, Captain Al, and my sister-in-law Teri calls me Chief. I grew up in Chicago and experienced the ’50s, ’60s, and early ’70s with a group of kids, many of whom are still my friends today. I strongly believe that most of them, who became very successful business owners and executives, teachers and police officers, achieved their success largely as a result of the social skills they learned just by hanging out together and playing sports. I’ve asked them about this idea over the years, and they agree that it is one of the reasons for their success.




   





  Social media is all the rage now. In talking with these longtime friends, I’ve discovered that we all believe that young people are getting too comfortable with staying home and/or interacting via games, texting, Facebook, Twitter, or YouTube. We are concerned that, while these communications tools are excellent, they can’t replace the essential life skill of being sociable—actually interacting with others.




   





  In this book, I will pose the question: is social media really social? I don’t mean in the sense of staying in touch or being nice or courteous to people; I mean sociable. I’ll share some of my social experiences growing up during the first decades of rock and roll. And I’ll describe how, in my youth, my livelihood started to take shape as a result of these experiences.




   





  I have had a unique career working for tech manufacturers, distributors, and media/publishing companies, as well as owning a communications agency. Today, I’m retired, but still active in the marketing and communications arena, having restarted my consulting business. My focus is on impacting the brand and sales for companies and nonprofits, and enhancing and energizing employee engagement though interactive programs, community involvement, and social media.




   





  Looking back, my big career break came in the mid-’70s at Molex, an electronic connector manufacturer in Lisle, Illinois. I am grateful for the vision and great leadership of the Krehbiel family, who owned the company. They were building a loyal employee base that would work hard and play hard. I was given a lot of creative license with public relations, employee communications, events, and advertising. It was at Molex that I realized how positive corporate culture and strong employee engagement could impact business results. Little did I know, many of my coworkers would still be my best friends decades later.




   





  From 1998 to 2013, I was the chief communications officer (CCO) for Avnet, Inc., a Phoenix, Arizona-based global leader in technology distribution. During that time the company grew from $6 billion to $26 billion in sales and in 2013 ranked 117 on the Fortune 500. Avnet was named a Fortune magazine “Most Admired Company” from 2009-2013—every year since 2009.




   





  Molex and Avnet allowed me the opportunity to be very active locally and internationally. I moved their traditional internal and external communications into community relations and employee morale programs. As a result, their images, cultures and brands were significantly enhanced.




   





  Two personal honors for which I will always be proud were being named “Corporate Community Leader” by the Phoenix Business Journal in 2010, and being installed as the national chairman of the Business Marketing Association (BMA) for 2011-2012.




   





  The BMA began in 1922 and is the oldest marketing association focused on business-to-business networking and education, with more than 2,500 members. Our board consists of chief marketing officers or senior marketing leaders from Siemens, IBM, Motorola, General Electric, Emerson, Aon, Bloomberg BusinessWeek, UBM Tech, and Google, plus executives representing the best in business-to-business global branding and PR firms.




   





  I would have been happy just to hang out with them; leading them was more than I could have imagined. I thought my predecessor Gary Slack, Chief Executive Officer (CEO) of Slack & Co., and recent board leaders Eduardo Conrado Chief Marketing Officer (CMO) of Motorola; Kathy Button Bell, CMO of Emerson; and executive director Pat Farrey from Kellen were smarter than that. When the dust settled, during my term we established a lot of new programs, including additional communication tools, regional seminars, and global expansion. Thanks to the board, I recently accepted the exciting and challenging role of BMA executive director in tandem with my consulting efforts.




   





  In my new role, working alongside the Kellen team that supports all BMA programs, I look forward to a wonderful opportunity to make an impact, enhance the careers of our members, and increase the value of our organization.




   





  Nothing gets me charged up more than doing something for the first time. Cofounding the Chicago 16-Inch Softball Hall of Fame (16inchsoftballhof.com) in Forest Park, Illinois, allowed me to combine a passion I’ve had since grammar school: playing, and in my adult years, organizing 16-inch softball teams and programs. In my capacity as cofounder (and a board member since 1995), I’m an historian of the game that was started in Chicago in 1887.




   





  The Hall of Fame project was a blank canvas—an unfulfilled need for a museum where the passionate stories of 500 players and teams could be told. Another proud moment was when our board, with media personality Mike North and Lettuce Entertain You founder and chairman Rich Melman, created a 16-inch softball league for Chicago Public Schools. This is just one positive example of being sociable and being a leader, which is the premise of my writing this book.




   





  Another is the Maag Toy Foundation, which my wife Michaelle and I started in 1991. We collect new toys and donations for kids who need a break and a reason to smile. We’ve also sent kids to summer camps and sporting events, helped children attend school in Africa, and in the spring, we invest in prom dresses and tuxedos for teens. A portion of the net profits of this masterpiece (if any) will benefit the Maag Toy Foundation.




   





  The idea for this book came to me as the result of being asked to make the keynote speech at an awards dinner for the Phoenix chapter of the International Association of Business Communicators (IABC) in 2008.




   





  I knew my audience would want to be entertained rather than lectured. So I began to explore how I defined my marketing and communications career, and landed on how it related to growing up in Chicago as a baby boomer. Part of that discovery was noticing how subsequent generations are growing up, and how digital communications—social media included—have really changed the game.




   





  So, as I prepared my speech and my PowerPoint presentation for that IABC event, I thought about how I grew up in the neighborhood, and how real social interaction preceded all of today’s digital communications. I included some old photos of the gang and prepared to describe how we interacted socially and what we did to market our brand. When we were teens, although we didn’t realize it at the time, we were doing grown-up things like marketing, getting publicity, organizing events, and, most significantly, developing social skills and learning life lessons on the playground.




   





  My presentation seemed to go well. They laughed at my stories, but more importantly, from the body language and head nods I saw that many in the audience agreed with my assessments on social media’s shortcomings and the importance of face-to-face or on-the-phone social interaction.




   





  Later I got the bright idea to take a deeper dive into that premise and get my Chicago pals’ thoughts on the subject. I will share many of our opinions and experiences, some laughs, and a little wisdom—some of which may be more wiseass than wise—on social media and being sociable. So here we are. If you continue to read on, you do so at your own risk. You may be wasting a couple of hours you’ll never get back.




  Chapter 1


  Don’t Get Mad, Get Even




  Blog Boy, Tweeter Dee, and Tweeter Dumb—those were a few names my distinguished executive peers at my company, Avnet, called me in February, 2008.




   





  I was an early adopter of social media, charging up the social media hill with the Avnet flag. But when I turned around, only a few folks were behind me. And in this case they did shoot the messenger (me), though not fatally.




   





  It all happened by surprise when I was making a presentation to 225 global executives at our annual leadership conference at the Arizona Biltmore in our headquarters’ city, Phoenix. I worked for the leading global technology distributor, with sales of more than $26 billion. Avnet buys products from companies like HP, Intel, Oracle, Cisco, Microsoft, Texas Instruments, Molex, and AMD, and sells them to other manufacturers and to value-added resellers. Avnet buys more products from IBM than anyone else in the world—more than 3 billion dollars’ worth.




   





  Remember, I said Avnet is a technology company.




   





  I’m proud to have been the CCO, responsible for our brand and the internal and external communications for this great company. In my presentation that day I described a variety of new activities we would be undertaking to enhance our efforts, ranging from employee communications to public relations and community outreach. One new communication tactic, the business benefits of which no one really understood—yet—was social media.




   





  Six months before, I had convinced Roy Vallee, then chairman and CEO of Avnet, to do an internal blog and become one of only 12 percent of Fortune 500 CEOs in the world who were doing one at the time. A superb communicator, Roy was open to the plan. Roy’s blog was specifically designed to get weekly feedback from his 225 global leaders on various business issues we faced. This was truly an early adoption of social media.




   





  People have told me before that if I don’t want to hear the answer I shouldn’t ask the question. But, never one to heed the good advice I’m given, I asked the room full of boomer-aged corporate leaders if they liked the concept of Roy blogging. I knew that 80 percent of them were reading it, so why not ask?




   





  We used wireless voting devices at this event so we could ask a “yes” or “no” question and the attendees could push a button. The results would be immediately displayed on a screen. (In the old days we just raised our hands.)




   





  Without the Jeopardy theme music the results came in swiftly…60 percent of them voted no; 40 percent voted yes.
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