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People are talking about: In a New York appearance, Bruce Springsteen unveiled a musical tribute to Amadou Diallo, an unarmed 22-year-old Guinean immigrant shot 41 times by New York police officers last year.  “The Artist Formerly Known as Prince”, having substituted a symbol for his name in 1993, will once again be known as Prince.  Kenny Rogers becomes the oldest performer to have a No.1 country single.  Minnesota Governor Jesse Ventura is slated to appear as himself in an upcoming episode of CBS-TV’s The Young and the Restless.  Died:  Bart the Bear™, 23, star of The Edge, Grizzly Adams, and Clan of the Cave Bear.
New Products: The Razor Rollerboard ($129) is the most popular of the high-tech scooters now being ridden by city commuters and nearly every 10-year old child.  PlumJack Winery of California offers a premium Cabernet ($135) in a bottle with a screw cap.  A Christian fundamentalist thriller, The Indwelling: The Beast Takes Possession, enters the NY Times fiction best-seller list at No.1.  Cybiko, a translucent, Palm-style computer for teens ($129) has a small keyboard, rechargeable batteries, date and phone books; it can download applications and games from the Web and help you find and interactively chat with anyone within walkie-talkie range. Motorola next month will launch a “cyber-assistant” named Mya, who will read email messages, stock quotes, and other online information using wireless or traditional phone connections.  General Mills tests plastic packaging for Gold Medal flour, the first change since paper replaced fabric sacks in 1930.  The U.S. Treasury rolls out updated $5 and $10 bills, rendering Abraham Lincoln and Alexander Hamilton in those larger off-center portraits designed to thwart counterfeiters.
Get Lucky:  American advertisers are focusing on the concept of good luck as a selling tool.  In addition to the new shopping magazine Lucky (JOHO, 5/00), a character called “Mr. Lucky” is the focus of an ad campaign for the Excite Web site.  Lucky Strike cigarettes will launch a new campaign that plays up the iconic “Lucky” name.  These join existing U.S. brands—Lucky jeans, Lucky Dog long distance service, and Lucky Charms cereal.  A recent survey finds that 67% of Americans consider themselves lucky.  Among respondents whose annual household income is $50,000 or more, 74% consider themselves lucky.  Adweek, NY Times.
The End of Paper?:  Business magazines that champion the paper-free Internet are bulging with the products of dead trees: Fast Company (June issue: 418 pages); Wired (June issue: 400 pages); Business 2.0 (May issue: 470 pages); Industry Standard (May 29 issue: 272 pages); Red Herring (June issue: 628 pages).

Charitable Giving Surges:  A prosperous economy led Americans to donate $190.2 billion to charity in 1999, up $16 billion, or 9.1% from 1998, and well ahead of the 5.7% growth in GDP.  This marks the fifth year in a row that donations rose, even when measured in inflation-adjusted dollars.  NY Times.
Internet Dropouts: A new survey finds that 108 million U.S. adults say they have no intention of going online.  Two-thirds of this group said they simply had no need.  Almost 28 million adults who were online during the previous 12 months had quit the Internet.  Of these, about 25% said they had planned all along to go online only temporarily.  Lack of interest, cost, or lack of access through school or job were the reasons for dropping out.  Interactive Week.
Extra—A JOHO Summer Reading List:  The second annual feature for readers who are interested in the intersection of technology, politics, business, communications and culture—the territory that JOHO attempts to explore each month.  All these books are in print and available from amazon.com or in bookstores.

How We Got Here—The 70’s: The Decade That Brought You Modern Life (For Better or Worse) by David Frum (Basic Books).  Frum sees the 1970’s as the most total transformation the U.S. has lived through since industrialization, and he makes an excellent argument.  He analyzes political events, music, opinion polls, advertising and fashion to showcase a country that became less polite, less literate, more competitive, less economically equal, more expressive and more sexual than in the 60’s.  So many of the things we take for granted today—middle-aged men in khakis, kids in daycare, and movie heroes who cry on screen—all have their roots in the seventies.  While somewhat more conservative in political outlook than my personal beliefs, Frum’s book will open your eyes and make you think.

The Tipping Point: How Little Things Can Make a Big Difference by Malcolm Gladwell (Little Brown & Co.) Why did Paul Revere succeed with his warning, when, riding through the Massachusetts countryside at the same time, William Dawes’ warning went unheeded?  Why do teenagers smoke, when everyone knows that cigarettes kill?  What makes a fashion craze “catch on” until it’s everywhere you look?  What caused crime in New York City to drop so suddenly?  In other words, how do ideas spread through society?  Gladwell believes that ideas, processed through certain people with identifiable personality traits, are like germs that can start “social epidemics”— and when they reach critical mass, or the “Tipping Point”, they can create huge waves of change.  If you are in the business of trying to affect change in people’s beliefs or behaviors, you’ll find this book both interesting and useful.

The Cluetrain Manifesto: The End of Business As Usual by Rick Levine, Christopher Locke, Doc Searls, David Weinberger (Perseus Books).  This is the book they’re reading in all the big US ad agencies and hip Web developers these days.  It is the outgrowth of a popular Web site that posits that people are interacting with business in a whole new way, and that companies that don’t “get it” are missing an unprecedented opportunity.  It’s bombastic, hyperbolic, and very irreverent, and will certainly shake up your thinking—a book that tells you that everything you know is wrong.  What more can I say about a business book that  begins, “People of earth, a powerful global conversation has begun…” and ends with the “Era of Total Cluelessness”?

Selling The Invisible: A Field Guide to Modern Marketing and The Invisible Touch: The Four Keys to Modern Marketing by Harry Beckwith (Warner Books).  These two very short books are collections of one or two page, easy-to-read strategies and ideas for marketing services.  I found many helpful ideas for improving my own business within their covers.

Sony: The Private Life by John Nathan (Houghton Mifflin).  Fluent Japanese-speaker Nathan was given unprecedented access to the top executives at Sony, and then allowed to write a non-authorized history of this extremely successful and secretive corporation.  The book covers Sony’s triumphs—like color TV, the Walkman and CDs, as well as its failures—like Betamax and the takeover of Columbia Studios.  I have never better understood the web of intense relationships that power business in Japan.  Highly recommended, regardless of which side of the Pacific you call home.

Genome:  The Autobiography of a Species in 23 Chapters by Matt Ridley (Harper Collins).  Well, the truth is that this book has nothing to do with “the intersection of technology, politics, business, communications and culture”.  Not yet, anyway.  But if the ‘90’s were the age of the networked computer and the Internet, I believe this coming decade will be the age of biotechnology.  This book is a perfect introduction to this powerful knowledge revolution that is going to change our lives in unimaginable ways.  Written for the non-scientist (confession: I flunked high school chemistry), Ridley uses each of the human’s 23 chromosomes as a springboard for essays about the genetic contribution to and influence on human personality…instinct…intelligence…

conflict…sex…even death.  Oh, there’s also lots of interesting stuff about evolution and chimpanzees and cancer and free will, too.
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