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By BRIAN MOORE  

WHEN Dave talks
about the stress his
family has caused

him over the years, he hard-
ly knows where to begin.  

Does he start with the
financial support he gave
his mother and younger
brother while his dad was
in the clink? Or should he
mention that certain rela-
tives — he’s not quite sure
who — filed false charges
against him with child pro-
tective services? Or just go
with the fact that his sister-
in-law is a “psycho”?  

“She saw there was a
bunch of gasoline around
this family, and it wasn’t very
hard to cause a spark,” says

Dave, a senior executive for
a city technology company
who asked that his real name
not be used. “I’ve had my
share of trauma.”  

All in all, Dave’s family
makes the Lohans look like
the Brady Bunch, and he
found the trauma was affect-
ing him at work. He figures
it’s contributed to losing
jobs, showdowns with man-
agement and doing drugs.  

“It’s very hard to focus at
work. It’s hard to leave your
personal problems on the
side,” he says. “My family life
makes me not so nice some-
times, because I’m angry.”  

While some workers are
successful at separating
their work life from their
family life, others are not.

Issues with parents, grand-
parents, children and sib-
lings can affect concentra-
tion and productivity — and,
in certain cases, lead to the
loss of a job. A study by the
Grief Recovery Institute
Educational Foundation
showed that businesses lose
about $9 billion annually
due to absenteeism and pro-
ductivity losses stemming
from family conflicts.  

“In theory, you’re not sup-
posed to bring this to work,
but that’s impossible,” says
Russell Friedman, executive
director of the foundation.
“You cannot park your grief
at the office door.”  

Mark Sichel, a Manhattan
psychotherapist and author
of “Healing From Family
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A family
The new book you wrote

with G. Richard Shell, “The
Art of Woo: Using Strategic
Persuasion To Sell Your
Ideas,” is all about sharpen-
ing your skills of persua-
sion. What are the best
ways to do that?  

One is making sure
your idea is really simple.
Look, most people forget
what they hear at work.
In fact, there’s a really
interesting study that
says 78 percent of all
executives slept through
a presentation in the last month. So
keep your ideas simple.  

If you can, tell a story. I think we all
know this from putting our kids to
bed. Kids love stories. It’s also true
for adults. And even really smart,
numbers-oriented people tend to
remember stories. They don’t remem-
ber statistics.  

And then, third, make sure you’re
asking the other person to take some
small action once they agree to an
idea. Action tends to deepen belief
over time. But don’t ask them to take a
big step that requires them to stretch
way outside of their comfort zone.  

You quote J.P. Morgan as saying people
have two reasons for everything they do,
“a good reason and the real reason.”
Why is that important?  

What we found in talking
to executives all over the
world is that organizations
are political. People tend to
focus on themselves, on
how they’re seen, on
whether they’re getting
support or not. So all those
issues that often go on
behind the scenes you
need to take into account
when you’re getting ready
to sell an idea.  

There’s the rational side
of work life, which we tend
to talk a lot about. And

then there’s the irrational or emotion-
al side, which we really don’t pay
enough attention to. And you need to
pay attention to both sides. You want
to make a good case for an idea — at
the same time you have to remember
you’re talking to flesh and blood
human beings about it.  

You’ve sold your idea. When are you
truly done with it?  

When you move from me to we.
That actually goes back to a poem
written by Muhammad Ali. One of the
things he’s famous for is having the
shortest poem in the English lan-
guage: “Me, we.” And that’s the
movement of persuasion. You start
with your idea, but then in the end,
others are carrying it forward.

— Brian Moore

Mario Moussa
Management consulant,

Wharton instructor
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Holiday Employment Opportunities

We’re hiring 
for the 

holidays!

Spend the holidays where the magic starts. As a Macy’s
full-time or part-time seasonal associate, you will receive:

20% discount plus two 20% wardrobe coupons for YOU!*

Overtime opportunities available prior to Christmas 

Immediate Interviews For All Positions

Apply online at:

www.macysJOBS.com
or visit the Human Resources Office of the Macy’s Herald Square.

* See store for program details.

Macy’s is an Equal Opportunity Employer, committed to a diverse 

and inclusive work environment.

@NYP Holdings, Inc.


