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the psychology of people of substance.
They've started to plan new projects,
and the banks have opened up a bit
where, before, the window was shut.
Small, start-up businesses will still
have a bit of a hard time. But the sense
I get from businesspeople in New York
City is there is only one New York and
they’re not going to look ahead with
pessimism at the next 10 years. So there
is a sense of optimism. New York City
under Mayor Bloomberg has a stabil-
ity that most big cities facing economic
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In light of the economic crisis, do you feel that
New York City is still strong and vibrant today?

I do. There was a great feeling of pes-
simism a year and a half ago, when people
that were solid financially yet experienced the
downturn showed signs of timidity in terms of
new investments and ideas.

Today, I have noticed a dramatic change in

crises might not have. Because of his
business experience, he has steered a very clear
path, and he has not lost his confidence.

From a communications point of view,
what advice do you give to clients during
these times?

I have always believed that it would be
a mistake for any client or aspiring client or
businessperson to overdo their publicity. Some
build themselves up and then demand even
more publicity. I always warn them to vary it.
Take the decibel level up, but only towards a
goal that you're seeking — not just as self-ag-
grandizement or an ego trip. After you achieve
a certain level of attention, ease up. If you don’t
do that, you will become a target of people who
are jealous or who are competitive with you.

So now I'm finding that more of my clients
want moderate publicity built around achieve-
ment, not predictions.

Is the message getting out there today-
about the good that business is doing?

I've always encouraged both larger and
smaller clients to do good, with or without pub-
lic attention to it. Sooner or later, without look-
ing like they’re on a publicity campaign, their
good deeds do get attention. In bad times, it’s
harder for them to focus on that. But those that
maintained a reasonable level of civic and chari-
table effort now appreciate that they didn’t bale
out because they see the results of their efforts.

Having been in this industry for a long
time, has it been hard to change?

This is my 56th year in my own business. It
is challenging to keep up with all the changes,
but my staff is very sophisticated in the use of
new media. So while I might be able to talk with
understanding about the field, T rely on their
judgment and technical know-how.

But it's your intellect that governs. Any ad
agency or PR firm that doesn’t understand and help

shape the goals and direction of a client is missing
the boat. When a client asks for something, you
have to help them understand what will help them
reach their goals. Then you bring the tools to play.

So there has to be an interrelationship and
a willingness to cooperate and help each other
reach the goal of your own firm as well as the
goals of your clients. Failing that, you're never
going to reach a height that you desire.

How do you define the key characteris-
tics that are required by CEOs today?

First is integrity. For people in those posi-
tions who don’t value integrity, sooner or later
that catches up with them.

Second is intellectual curiosity. If people
are mired in the past and will not look to the
future, they’re going to run into difficulty.

Third is how they relate to their staff. I
have seen some leaders with brutal personali-
ties. They should set an attitude and atmosphere
of appreciation of the contribution their staff is
making and could make.

Fourth is an ability to follow up on the direc-
tions you have set. Too many CEOs spell out the
direction they want to take and then they’re off
doing something else. The successful ones come
back and analyze and evaluate where it’s going
and are willing to change. Rupert Murdoch and
the late George Steinbrenner fit these qualities.

Most good CEOs will welcome the ideas of
others in their company and outside and will eval-
uate them. They may not agree with them all, but
as tough as they may be, they usually listen and
then either cast it aside or accept all or part of it.

How critical is a close working rela-
tionship within the business community in
New York City, and between the Mayor and
the business community?

It is somewhat unique, from my experience,
that competitors can work together. I've been
involved in four or five of the major organized
business groups, and when they get together,
people speak their piece, even though the com-
petition is intense when they leave the room.
But I've never seen goals that aren’t focused on
New York being successful; those groups are an
essential element for the strength of our city.

Do you think about legacy?

If T leave any legacy, it's a legacy of con-
cern for the people that helped me build our
name and build my business. I'd like to leave the
legacy of sincerity and integrity in a field that, too
often over the years, has been slammed for not
having that. @
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