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THE COMPLETE SUMMARY: THE AGE OF SPEED

by Vince Poscente

The Spea Phenomenon

We crave speedand we won't be sdisfied until we
getit. Our toleranceof slow has decreaseal dranaticdly
asour yearningfor speedchasincreaed. Today, wait
time and downtime areconsideed unacceptale. Our
toleranceis solow that23 perentof Americans say
theylose patiencewithin five minutes of waitingin line.
Thoughthis may seemimmature on the surface, the
coreof ourintolerancamay be rooted in something
quitereaonable:Five minuteswaiting is equivalentto
surrenderingfive units of our mog valued commodity
— time. We've exploredthe potental of ead minute,
andwe know just whatwe could haveaccompished in
thoselost five minutes.

Consderwhatspeedneandor busnesses. Thereis a
new standard for fast but alsoa big opporunity: awide-
spread, deeply felt, unmet demand. Peopk are desperte
to save time— even 18 secondsnakesa differencein
the Age of SpeedChaseManhatan Bank usedits abili-
ty to cutaveaageATM transactiortime from 42 seconds
to 24 asa positioning strategyto appeal to the many
speedseekersin its potential cusbmerpool.

Think aboutthe offbeatcarinsuranceproviderGeico.
Geco used SpeedRacerasa spokespersonand branded
atagline that'sbecone almog unforgettible “Fifteen
minutescould sawe you 15 pere@ntor more on carinsur
ance’ Geiwm’s direct-b-consumemodelis hardly busk
nes asusualin the slow-moving auto insurane market,
butit works — in partby emphaiing the speedand
instantgratification the modelcan bring to customers.

More Life, Please

Today, a fantasticamountof living is within read.
Not only do we havethe ability to pursuemoreoptions,
we also have moreoptionsavaiablefor pursuing.

With moreoptionsavailabk, we can chasemore
dreamsAnd sincewe havean unpreedental ability to
achievethem, we managdo cath moredreans. The
differencebetweenwhatwe can accomplishin 60 mod
ernminutesandwhatwe coud doin an hour30 years
agois agounding.

Every time we speedup thetime it takes to complete

an unimportant task, we create the possbility of more
time to spend doingwha we feel is significant. We
want to spend less time on thingswe deeminconse
quential, sowe devourevay chance to speed up the
minutiae in our lives. Why do we nesd speed? We need
it beauseit lets uslive moremeaningful lives. m

Evolution

Today, even when thereis no clea reasonto resst
spead, our insincts often tell usto proceed with caution.
Outdated perspedives, irrationd fears and incongruous
desiresareoften steering our regponsebecause negative
percepionsof sped are ingranedin both our conscious
and suboonsgous minds.

If we continueto reject speed out of hand, we’ll never
be able to get aheal of it. We'll bein condant conflict
with theworld aroundus— a world pulsing with speed.
Sowe nedl to identify the root of our resistanceand
work to changeour view sowe can seespeedfor the
postive force it can be andend our oppostion.

Smdling the Roses

Using speed to live a more meaningful life is couner-
intuitive for mod peopk, because speding up means
compromising thejourney missing out on snelling the
roses, right? Well, not necessaily. Not every experience
holdsdeg intrinsic value. The suggetion of embracing
speedistheidea of speeding up the minutiae in your
life and work.

The key isidertifying the differencebetweerrepetitive
(continuedon page3)
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Evolution
(continued from page 2)

choresard passionate pursuits If the activity is something
you love, thatyou havea passiorfor, you maywantto
immerseyourself in thefull expeience eachand every
time. But for samethingsin life, we shouldpursuespeed
with zeal.Whenwe speedup the drudgerywe hawe more
time to cherish significant experiences

In addiion to askingourselesif we needto stopand
smel theroseswe shouldalso quesion whetheror not
we’re compromisiig our satsfaction by sacrificing the
dramatic build of anticipation.

Whenchoosingthe bestopportuniies for speeling
up, condder the valueof boththe expeience leadingup
to theendand the valueof the end.Whenthe value of
bothis smdl, it is agoodopporunity to usespeedOn
the otherhand,whenthe valueof oneor both is signifi-
cant,speal may compronise the plessureyou getfrom
thatexperience.

A Lowe Triangle: Time, Quality and Cost

Ingrainedin our percepton of produds, sevicesand
activities is a very basicmicroeonomicconcet: There
is a bdancethatmustbe maintaned beweentime,
qudity ard cost;if youwantmoreof ong you haveto
sacifice anotherlt’s atime-tesedformulaandthe
founddion of mary decsionswe make in our personal
andbusinessives.

Butin the Age of Speedtherules hawe changed.
Though it is unlikely thattrade-ofs amongtime, quality
ard costwill ever ceaseo exist,theold modé is no
longer agiven Becausef technologywe have more
shortcuts availabe thaneverbefore and theseshortats
notonly sawe ustime but oftenaso sawe usmoneyand
produce equal or better quality.

If we can accept the postive potential that speed
offers, we cando more,be more, live more.We don'’t
have to assumethatif we embrae speed, our lives will
just getbusierandbusier.We neadto adapf evolveand
shedour outdatedor misguidedperceptionsof speed.
We needto reshapaheway we define, manaye andcat
egorizeourtime. m

The Big Blur

Oneof the mostcomnon side effects of the Age of
Sped is blurredboundaresbetween work andhome.
Onerean for the blur is thatdisconnetionis becom
ing extinct at a phenomenatate.Althoughwork no
longe keepsus chainedto desksor even desktops,
we’re experiencingby “always-on” phenomaon—
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whetherit's ane-mail, text messaye, instant messager
cell phonecall, we're almog always accessble.

Thebig blur between free time and work time makes
usfeel that our overall time is compromised andthatit
isn’t oursto contol. No matter how fast we think we're
going, it seams harder and harde to dedicate time to the
thingswe feel aresignifi cant.

Time hasbeen assoéated with physial boundariesor
more than a century. We got usal to theidea thatwe
work when we are in the office or at the factory. We do
chores when we are in the kitchen. We relax whenwe
arein theliving roomor at the park. This madetime
easy to define: work, home leisure

Today, however, work is no longe aplace,it’s a state of
mind. Insteadof threedistinct ssgmentsof time, we have
erded with one large pie of time filled with a constartly
morphing mixture of work, homeard leisue.

Howe\er, if we define a newalterrative to the work-
home-eisure model, we will be ableto take advartageof
all the opportunitiesavailalde to ustoday more easly, ard
we will feelthe berefits of an evolvedway of life.

(continuedon page4)

How BestBuy Usesthe
ValuesBasedTime Modé

There is a growing trend among companies to
promote boundary-free time for both employee
development and bottom-line results. Best Buy,
through its Results-Only Work Environment
(ROWE), allows employees the freedom to decide
where, when and how they work — as long as they
get the job done.

Best Buy has moved far beyond the typical
approach to flextime — allowing employees to start
and end their days around a core set of hours —
and encourages employees to break all the rules of
standard business operating procedure. It’s no
longer about how many hours you spend in the
office; it’s about productivity and outcomes. This
now leads to a totally different evaluation of how you
spend your time.

The benefits are remarkable. Employees in divisions
that are part of ROWE report that their family relation-
ships, company loyalty and focus on their work have
all improved since the program began. And these
results are affecting the bottom line. Surveys have
shown a 35 percent increase in productivity for
employees working in the ROWE program.

Perhaps Steve Hance, employee relations manag-
er, said it best: “I used to schedule my life around
my work. Now | schedule my work around my life.”
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The Big Blur
(continued from page 3)

Making a NewModel

Yvon Chouinardfounderand CEO of Paagonia,
often tells the story of atrip hetook with the leadersof
his compalty to SouthAmerica. The company had expe
riencedphenomenatrowth in the mid-1980s but the
recesion atthe endof thedeadehit them hard.In a
toughspot, they hadto do somehing radicd, sothey
headedto Argentinaandclimbeda mountan. When
theyreaded the top, theydidn't talk aboutstraegy and
bottom lines; they talked abou ther vision for anideal
future— notwha theyhadto do, but what theywanted
to do. They knew thatif theywentback to their rootsand
their passim, they could solve the prablemstheyfaced.

The Patayoniateamrealzedthatin their idealcompa
ny, there was no separaton betweenwork and homeor
leisure. They bdievedthatthey should enjoythe eightto
10 hours aday a work asmuchor morethan the other
hours of theday. They didn’t think they should haveto
recefine their values andpasson duringbusness hours.
And if their valuesdidn’t changgrom hourto houror
from Sunday to Monday,why shout the way they
focusedther time?

Whenwe stopapplying the work-homeleisureframe-
work to our time andstartapplyinga framework based
on values, we shift from a chdked perspective focused
on spatid contet and tasksto an open,consdous per
spetive basedon whatwe value and what we want to
accompish. In the Age of Speedpurtime is more fluid
— and thatshouldbe working in our favor, not making
usfeel stresse out andexhawsted.

Whenwe implementthe values-baead time modelin
our lives time becanesthetool we useto organizeour
priorities and valuesratherthanour duties and location,
andhow we spendour timereflectswho we arerather
thanwhere we are or whatwe're doing.

If we stop judging our time accordingto outdateddef
initions of work, home andleisure,we are lesslikely to
feel stressedout aboutthe blurredlines If we stopforc-
ing the separationbetweerthosethreeareasof our
lives, we won't sufferwhenthey merge— instead,
we’ll find solutions.

Regadlessof your work situation, shifting your per-
spetive of time from a focuson tasksandphysicd
location to afocuson valuescan helpyou deal with the
daly pressuresommonin the Age of Speed. m

For additional information on a new work-home-leisure model,
go to: http://my.summary.com
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Four Profiles

If you're in anenvironment tha requires speed,you
mustembrace it. And if you embraceit, you mustknow
what it takes to succeedsoyou don't crash.

When evaluating thesethreecoreissus — whethe
speedis embraced or resistal, whether it isrequired in a
specific environment or irrelevant, and whether it works
for or aganst the personor organization in question —
you will notice tha there arefour behavior paterns or
profilesthat have emerged in the Age of Speed
Zeppelins, Ball oons, Bottle Rodkets and Jds. Once you
getto know them, you'll recognize the behavias tha cat-
egorizethese profiles evaywhere you look— in your
colleagues, your family, your company the receptionist at
your denist’s office or the talking headson TV. You may
evenrecognize yourself.

Four Behavior Patternsin the Age of Speed

Profile No. 1: Haveyou eve worked with or for a
company tha requied five, seven or even 11 levelsof
approva for the simpled initiative or communicaion?
You've probaly been touched by a Zeppdin, and
chances aregoodthatyou came away from the
encounter trying not to scream in frustration.

Zeppelns proceedat a sloth-like pae and havea
toughtime maneu\ering or changing coursequickly.
Today, they are obsokte: Zeppdinscan't fly fastenough
or soa high enoughfor the Age of Speed.

Zeppeins seesped as a harbingerof impendng
doom greater stress,morework, chaos. Theyre blind to
theworld of optionsand opportuntiesthat speedoffers.
Zeppeinscommonly feel rushed, stresseal out, notin
control of thar own lives. The only option for taking
control, at least according to Zeppéins, is to slow down.
If they need somehing fast, theyfeel surethey’ll have
to sacrifice somehing for speed. They'd rathertake
therr time, whaeve the cost

Profile No. 2: Balloonsarethe happy individualsand
sucesdul organizationstha don’t seek speed anddon't
need to. Balloons hawe chosen to live outsde the Age of
Sped. Instead, they seek or create environmensin
which there are few externd pressurs demanding that
they speed up. Theyinteract with our fast culture only
from adistance.

Where Zeppdins resig speed and face inevitablefail-
ure,Balloonsresist spedal but find sucess. Like their
namesake — the hot-ar baloon— theseresisorsfloat
along, contentto reach a general deginaion eventudly.
They canchangether environment theway a hot-air
bdloon canchangeits atitude sotheycanavoid situa

(continuedon pageb)
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Four Profiles
(continued from page 4)

tionstha requirethemto moveat speedsfaste than
they arecomfortablewith.

Balloors ofteninhabitnichemarkets where thar spe
cializedskills arevaluedregardlassof thetime they
cost.Theyfind succesgrimarily becausetheyaren’t
actively resisting speedoy putting themsebesin its path
andtrying to erect a barricade Their resisanceis redly
morea form of avddance.

In their generaldetachmentrom speed, Balloonsgive
up someof their potental andsomeof their opportunt
ties But they make the sacrifce mindfully. Becaise
theyre almostalwaysconsciousof their choice and
have soughtout an environment that supportshat
choice,it usuallyworksout well for them.

Profile No. 3: You caneadly identify a Bottle Rocket
asthe endlesslyenergett co-worke who poweas
throughthe day at top speed— always moving fast, but
neer managingo achieveanythingof substancelt’s
the company thattakesoff andembracesspesd at every
turn — but either losessightof its gods andfails to
reachits once-gloious potentiad or staysstubbanly
focusead on the wrong path.

Bottle Roclets aredevotedto speed— theyembracat
in all thingsandtheir demandor it is high. Lacking
agiity, Bottle Rocke compaimes havedifficulty adjust
ing to new standardspractices newideasanddevelop
mentsin their indudry. They'resofocusedon goingfast,
they don't take time to understanavhy they’re going
fast wherethey're trying to go, or what might be hold-
ing themback.Thetrajectorytheyfollow does't nees
saily leadto therr true calling— nor to fastresults.

Profile No. 4: Like Bottle Rodets, Jetsembrace
spee and actively pursueit; unlike Bottle Rodkets, Jets
have outdandingrecordsfor reaching their destingions
safeandintact.

Jds harnessthe power of speed, turningit to their
advantageThey are agile — open to changeandinno-
vation and in constantpursuitof new opporunities.
They're aerodynant — free from the drag that slows
down others’lives, work andorganizations. And they're
aligned— in purstit of a cleargoalthatis trueto their
strenghs, passionandenvironnent, with al ther ene-
gy focusdon thatpurpose.

Like Balloons, Jetshavefoundther cdling, but
becau® they embiacespeednstead of rejecting it, they
flourishin their erwvironmentand don't neeal to place
limits on their growth. They move fag but not justto
keep up. Jds seespeedasanally, a powertha propéds
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themfurther toward their desres faste. Theyseeit asa
bendficentforce tha increases life, growth, enegy and
thevalue of what theydo. Theylet the speed of their
environment work for them

If we don't want to resist speed by limiting our poten
tial like Balloonsor risking obsolecencelike Zeppeins,
but we also don’t want to speed ahead recklessly and
explodelik e Bottle Rodkets, then we mug learnto har
ness the powver of speedlike Jets. m

For information on how Google represents a Jet,
go to: http://my.summary.com

Agility

Threats and opporunities for a busnesssurfacefaser
todaythan ever before. Globalzation and technobgy
havemultiplied the ranks of potenial compditorsand
cusomersand raised the stakesof sucess and failure.
This meansthat it’s harder to compete and keepup with
therate of change but it alsomeansthere are new
opporunities at every turn. To speed up when we feel
we cannotpossbly go any faster, we haveto openour
mindsand our organizationsto the world aroundus.We
haveto be moresenstive to new possibilities.

To master the disdpline of agility, we mug alsobe
flexible in our thoughs andactions. Being flexible is a
ted of ourwillingnessto acknowledgeweakress.To be
truly flexible or create atruly flexible culture, we have
to be willing to take risks— andwe musthavethe
courageto fail.

If we want to speed up, we also need to beresponsive
and be able to adjustquickly and correctly to changesn
our jobs,our economy our family dynanics, our cus
tomer or colleaguerelationshipsand our worlds. The
rate of changehasaccelerated to such a degeethateven
people andorganizations that want to be responsiveare
falling behind. Respondig to changein moderntimes
means being ultrasensttive to eventhe slightest shifts,
rapidly analyzing those shifts andtaking appropriae
action immediately.

We canall speal up by making adjugmentsbasedon
changes in our environment. Consder it an agility
imperatve, a requirement for going faster in aworld
thatkegpsgoingfaste. m

Aerodynamics

To beaaodynanic is to befree of clutter, to bein
your metaphorica perfect form, ensiring thatexcessive

dragdoesn’t dow you downand add chaosto your
(cortinuedon page6)
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Aerodynamics
(continued from page 5)

organiation,work, family, relationships and well-being.

Today’s mostcommonsourceof dragfor individuds
is obessive multitaking — ironicdly, somehing we do
in an effort to speedup andget moreout of each
moment.We multitaskto staveoff boredomor beause
it seemsthe only way to getevaything done

The problem is that multitaskingdoesn't neessrily
speedusup; sometimesit slowsusdown. Brain scan stud-
iesreved thatif we do two tasksatthe sanetime, we have
only half our usual brainpower to devote to each. Sowhen
we multitak, we're redly only half there for ead activity.

Multitasking isn’t the only issue A differentbut relat
edtrendis tha of acceping congant interruptons.But
ewvenif acceptinginterruptons hasa negdive effect on
produdivity, it would befoolish to suggesthatwe
should— or could— stopit altogethe. In the Age of
Spedl, theideathatwe canproceed throughour days
by focusng on oneprojectuntil conmpletion,thenanoth
er andanotheyis unrealisic, even a bit obtuse.

Today, we facerealtime demandsso the way we
work is morecomplex.We beginonetask, shift to
anotherstart sonethingelse,compléde thefirst thing we
stared, continuethethird thing we stated and soforth.

It’s gottento the point thatour activity patternsaren’t
evenlinear ary more.We can— and oftenmug —
regpondto isalesastheyarise,so our activity shifts from
taskto taskaswe raceto keepall our platesspinning.

An Exerciee in Consaousness

How do we balancethe speel bendits tha interrup-
tionsandmultitaskng canprovidewith the cleardrag
theyexet?

Theansver is to takea corsdous, analytical
approachWe needto allow the disruptonsthat add
spee but avoidthe onesthatdetract from it. To simpli-
fy ourlifestylesandcut backon unneessay drag,we
have to take control overwhatinterruptionswe accept
andwhen we choaseto acceptthem— whento multi-
taskand whento focus.

Thefirst step is to evaluateheimportane of each
taskand decidewhetherto let it beinterrupted.If we
consgoudy assessheimportanceof theinterruption
anddecice whetherit’s worth the switch, our behavior
andresuts will moreaccuragly reflect our priorities.
For decsionsaboutmultitasking, ask yoursdf whether
it's bestto stayfully engagedn the activity at hand.

Next, we needto examnethe total numberof inter-
ruptionswe allow andhow oftenwe multitask. By jug-

6
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gling too mary tasks or al owing too mary distractons,
you condition your bran to stay over-stimulated, weak
ening your ability to concentrate.

Finally, we need to asess whatkindsof taskswe’re
trying to perform simultaneoudy. Multitaking is a good
option only if whatwe're doingis unimporgantor sim-
ple enoughtha the deaeasad branpower won't nega
tively affect our produdivity or results.

Too Much of a Goad Thing

Once we've rid our workdays of unnecessary interrup
tionsand produdivity-sgpping multitasking, work
becomesless clutterad — more aerodynanic andfaser.
But if there's still justtoo muchto do, consder waysto
filter andprocess the information and work thats pour
ing onto your desk.

We drown ourseéves in trivia and excess Insteadof
simply letting this ocean of information and people
flood unchedked into our minds onto our desksand
into our lives, we hawe to limit theinflow by estblish
ing trusted souraes. Set asdetime to reviewthe volume
of information, requests, persona contects and distrac
tionstha enter your life eadh hour.How mud of that
would you be better off without?

Off the Desk and Out of the Inbox

To clearawaythe excess assign priorities to ead task
ard curtail theamount of informationthatperetratesyour
congiousnes. The nex stepis to proces the taks ard
information quickly. Notetha this is not the same ascom
pleting tasks and corsuming informatian. The differerce
isimportart. Whenyou're procesing tasks andinforma-
tion, you may endup completingor consuming same of
them but othersyou pas on to trusteddedinations.

A trusteddedinaion is someae or sometting you can
rely on to give you what you needwithout supewision.
Obviously, you have to choose your dedinations wisely,
but the system atwork is anaendynamicwonde. You
don't have to do everything on your to-do list, you just
needto get it where it needsto goto getdone.

Within organizations, deermining trused destnaions
can bediffi cult. The more boggel down employeesget
doing work thatsomebody else could do faster andbet
ter, the slower the organization runsand the longerit
takesfor individuds, teams, departments and divisions
to reach thar goak. To hdp employees feel safe passing
alongtasks,contects or ideas to othe's, leadersand
manaersmustfoster a culture of trustand implement
tools to make finding truged destinationspossible.

The goal — for individuds and organizations— is to
(continuedon page7)
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Aerodynamics
(continued from page 6)

eliminatedragand to be sleekandaerodynamicOncewe
are aeindynamic, we havethe potenial to bealigned. m

Alighment

To thrive in the Age of Sped, we ned to find our
focus point at the endof atightropetha we neverlose
sightof aswe raceacross.That focus pointis our
authenticpurposewhetherit be personal, professional
or organizdional. Whenwe areaigned with an authen-
tic purposewe getfrom beginnng to endof any course
with ease, bdanceandgreatersped.

When you purste anauthenticpurposeand your actions
are dlignedwith it, everythinghgoppendaste. Spesd
comesnatually, aimosteffortlessly,with fewer obstacles.

It's justasimportantfor anorgankation to identify its
authenticpurposeasit is for anindividual. If abusness
is trying to achie\e sonethingthatits employees, lead
ers,invegors, customerr otha stakeholdersdo not
feel pasionae abaut or atleast connededto, advane-
mentwill comeslowly, if atall. To find the authentic
purpo®, the leadersof anorganzaion neal to unde-
standits true natue.

In theend anauhenticpurposés thatthing, that
dream, thatgivespeople a sortof emotiond buzz— tha
thing thatthey know beyonda shalow of a doubtis true
ard right

But identifying the authenitc purpo® is only stepone
For bothindividuals andorganizaions it's vital to stay

Nintendo’s Alignment

The specs for Nintendo’s newest video game con-
sole, the Wii, came from an era long ago when
things were (or seemed) simpler. Released at the
end of 2006, the machine has no DVD drive, no
internal hard drive, no high-definition capability. Its
graphics are only slightly better than those of the
last generation of consoles, released around 2000.
And it costs only $250 — compared with Sony’s
$600 PS3 and Microsoft's $400 Xbox 360.

But the lower-tech design isn’t a mistake.
Nintendo understands that graphics and technologi-
cal advances are important but secondary to the pur-
suit of its authentic purpose of creating a fun,
engaging play experience for people of all ages and
skill levels. Because of its authentic alignment, even
though Nintendo is in third place in industry market
share, it’s on the fast track to success.
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focuedon the authentc purpog and make sureour
actions condstently pronmote that vision.

How do you find your own authentic vision andsup
portit throughyour decisions actionsand goals?You
haveto start with where you are and evduate your cur-
rentfocusto seeif it's locked onto a destinaion you
sincerely want, need and can g« to.

Like somary thingsin the Age of Speed achieving
alignmert reguresprofound awarerss of thethings you
doin everyday life. Take a stepbackfor amomert, exam
inethe ways you're expendng your energyandresources
ard ak yourself: Are theyalignedwith my vision?

The Aligned Organization

A busnesstha is aligned knows exadly why it exist,
is sengtive to how it fits into theworld arourd it and
acts only in ways tha promote both of thoseforces.It
has devdopead avision thatisintringcally suitedto it,
and it is focused on its destination, supporting its vision
with every single decision, action andgod. Becauseét
knows exactly where it's goingand is concentrating on
gdting there, it moves at top speed.

The Aligned I ndividual

Individuals who are aligned achievether goalsata
remarkable pace, becausethey puraie thingsthatmater
to themand make the mostof thar truetalents.

Once you haw idertified your autrentic purpose ard
committedto aligning your efforts with it, finding the path
of alignmentis eay: To becomealigned, seeksimplicity.

Simplicity is needdto achieve and maintainspeed So
thead of pursuing sped in life and businessreslttsin an
ervironmert of smplicity. Thisis cowntelintuitive,
becawsewe terd to think of dow assmple ard fastas
chadic, but fag canbe the sures way to smplicity. By its
very nature, fast is smple, so smplicity is one of the
foundations of successin theAge of Speed

Being aware of theimportance of alignmentandcon
sdousof its bendfits in the Age of Speed will motivate
usto disaver our authentc vision and putall our
efforts behind it. Withoutauthentic alignment, we can
not achievetop speeal; with it, we can accomplish phe
nomend things. m

Harnessing the Power of Speed

We canlevaagesped, using it to attain our goak.
When we do tha, we can getahead of therush,the
demandsandthe exhausion. Once and for all, we can
make speedan ally.

(continued on page8)
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Harnessng the Power of Speed
(continued from page 7)

If we don't learnto anticipatespeednow, theconse
quenceswill becane moreandmore nggative over time,
becausethedemaud for it will only continueto increase.

Our desire for speedhasalmostcompldely evolved
into full-fledgedexpectaton. As our expedation for
sped is met moreregulary andin moresituaions, that
expecation spreasto moreandmorefacds of life.

Speedis rapidly beconing a commodiy, andif we
fail to competédn the areaof speedin our environments
andmarkets, we'll haveno chane of attrecting cus
tomers clientsor investorsAnticipating speedis not
only necessaryto be wildly sucessful, it's neessaryto
survivein the busiressworld.

Howto Reach for Speed and Turn It
to Your Advantage

Whenfaceto facewith speedwe neadto reachfor it
andturnit to our advantage— as alittle Internetmail
orde businessn northernCalifornia beganto doin
1997.The companyspeciaizedin providing products
its clients could getat brick-and-mortastores around
town, but with betterprices,better selection andbetter
conveni@ce (the customeridn’t even haveto leave
homg. It was fasttoo: Cusomes’ itemsgeneally
showel up within 24 hours.

Thecompaiy had it all — price sdection, conve
nienceand speed— andits suaessin thelocd market
setit up for expansbn. Los Angeles was the obvious
seond market— a hugepool of potential customers
not far from headaiarters But the city was out of range
of thecompaiy’s warehousessoL.A. cusomers
wouldn’t get the quick deliveryits currentclients
enjoyeal. Suddenlythe compary faced a dedsion:
downplaytheimportanceof sped to its customes or
reachfor speedandturnit to its adventage

Thecompan'’s leaderdiguredthatif theymetand
evenexceededhe demandfor speel, they’d putthem
sehesin a sweetspotfor growthand markeé domina
tion. Actively seeking speedwould give the busness
momentumit could useto keepexpading. Sothe own-
ersputit all ontheline anddeddedto embrae speed.
With a strongvision towardfuture growth, the company
went$159million into debtto ensurethatit coud dis-
tributeits productsquickly to every new areait served.

Theinvegment paid off. By 2006, Netflix, theonce
smal Californiacompanybe@mea publicly tradedl cor-
poraion with 1,350enployees and $996.7million in
gross revenue
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Netflix can get DVDsto
amog 90 percentof its cus
tomersin onebushes day, and
its membership has increased
from 239,000in thefirstyear to
more than 6 million in 2006.

sclfioviw RECOMMENDED
V" READING LiST
If you liked The Age of
Speed, you’ll also like:
1. Words That Work by Dr.
Frank Luntz. To effectively

obtain the power of com-
munication, you must

AntiCipating Smed learn that it's not always
Once we anticipate speed and ‘évahyaitt_you S
L!nglefstandthat the Stakes ar_e 2. What Got You Here Won’t
rising, the nextstep in an adive Get You Thereby
approa:h to the advance of Marshall Goldsmith with

Mark Reiter. The corpo-
rate world is full of skilled
executives, but few will
ever reach the top and,
according to Goldsmith,
subtle nuances make the
difference.

3. How by Dov Seidman.
According to Seidman, in
this increasingly competi-
tive world, it's not what
you do but how you do it
that sets you apart from
the pack.

spedisto step forward and
reach for it, to seek it out

Reaching for speed itself is
straightforwaerd; the complicated
pat isfinding theright places
and theright ways to apply a
fast, innovative touch.
Anticipating spedl, reaching for
it andturning it to your advan-
tageis the ultimae soluion for
hanessng the powe of speed.
It’s a shift in perspedive anda changein behavior:
rather than reading to speed as something to combator
stop, you seek it out, constntly looking for new ways
to use spedl to your bendfit. m

Conclugon

If we want to thrive in anaccelerated world, we need
to use the power of spedal to our advantage. It’s the only
way to get ahead of the rushthatseens to be overiaking
our livesand busheses.

Take a minute to think aboutthe four profiles.If we
want to be Jets, we hawe to embrace a perspectivethat
pronotesspeed.

To bea Jetisto appredate the berefits that speed
offers— more life, more opportunities more signifi-
cance Also, it isto be conscious of how we sperd our
time, of the taks we accept, of how we embracespeed
or whenwe reject it. If we truly want to soa, we have to
undestand our authentic purpase, be nimbleand opento
opporunities befreeof clutter anddragtha canlimit
our potential, andseek speed out in unique and innova-
tive ways. These changes are key to thriving in our
more-fester-now world.

Your chdlerge isto embrae the onaming force of
speedard put theseideas to work in your life and busi-
ness— to dlow theseconceptsto inspirereal action and
extraadinary resuts. m




