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accuracy, 157
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Index

221

16276-Beyond Buzz  1/9/07  1:55 PM  Page 221



boundaries, 159–160
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Brenneman, Greg, on work ethic, 122
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participants in, 99
purpose of, 98
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and rapport-like vs. report-like con-
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see also straight talk
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connecting the dots, 52
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contrarian perspectives, 117, 119, 121
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functions of, 165–167
interesting ideas needed for, 10–11
obstacles to, 12–14
purpose of good, 6–7
sense making as reason for, 17–18
steps to creating, 18–21
technology as reason for, 15–17
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and point of view, 66–69
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sales decisions influenced by, 7–8
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ear-to-the-ground research, 199, 202
Einstein, David, on Eric Schmidt and

Novell, 13
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lectures vs., 194–195
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with trust and understanding,
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on point of view, 48
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communication, 130
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McLuhan, Marshall, on medium as
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on Internet participation, 59–60
and Sun Microsystems, 57–60

meaning making, 17–18, 23–43
and context, 30–32
and desire for meaning, 24–26
and emotion, 37–41
ingredients of, 28–30
and learning, 41–43
and pattern making, 32
and relevance, 33–36
and understanding, 26–28
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National Academy of Science, 115
National Assembly of State Arts
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104
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Washor, Elliot, 158
Weiss, Alan, on flying barn metaphor,

103
Welch, Jack

on candor, 141
emotive style of, 37
and employee involvement, 160
on passion, 38

“What We Believe” questions, 96,
206–207
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