
IMAGE: The character projected to the

public, as by a person or institution, especially

as interpreted by the mass media.

After spending a couple of weeks watching the

Olympics, I was left with one question: What has

happened to the idea that image is everything, or 

at least, important? OK, two questions: where did

national pride go? But that is for another time.

I have always looked forward to the Olympics.

There is something special about watching athletes 

compete at the highest level of achievement. But it goes

beyond that. Those competing have the opportunity to join an illustrious

group and enter into history with the likes of Jesse Owens, Peggy

Fleming, Eric Heiden, and even Jim Thorpe.

The Olympics are about excellence. We send the very best our country

has to offer to compete before the world. The image of our country is on

display for those two weeks, and that national representation has always

been as much a part of the games as individual victories. That is why they

give medal counts by country. 

But there is an attitude developing among some athletes that is trou-

bling. It says, “This is me, take it or leave it. I’m here to be me, and I’ll be

me at all costs, regardless of how it affects the team.” That attitude was

prominently displayed in Torino.

In business, the way we are perceived by others determines our 

success or failure. We all try to create a positive image of our businesses,

and our long-term success depends on our ability to live up to that

image. Few consumers want to do business with someone whose idea 

of success is “me at all costs!”

Business success is never a one-way street. It brings with it responsi-

bility to and for others who are business partners, and there is always a

partnership. Somebody out there has to buy your product or service. Your

partners work for you and you work for them, and true success is never

at their expense. I suspect that several of the athletes at the Winter

Olympics and the sporting goods companies that sponsored them will 

find that this principle holds true in their fields as well. 

If you had the opportunity to watch the Olympics, did you find the 

“me at all costs” quality attractive? If you did not, I will remind you that

attitude does not look any different in your business than it did at

Torino. Your image is a picture of how you do business, and a picture is

worth a thousand words.
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Apr. 6–8 2006 PWNA Conven-

tion and Tradeshow, Memphis,

TN, Memphis Cook Convention

Center. For more information,

visit www.pwna.org.

Apr. 30–May 6 North American

Occupational Safety and Health

Week (NAOSH). For more infor-

mation on how to get involved

visit www.asse.org/naosh or

contact ASSE at 847-699-2929

or customerservice@asse.org.

May 23–25 EASTEC 2006 Ex-

position & Conference, Society

of Manufacturing Engineers

(SME) Eastern States Exposition

W. Springfield, MA. For more

information, visit www.sme.org. 

Jun. 11–14 SAFETY 2006

Washington State Convention

and Trade Center, Seattle, WA.

For more information, visit

www.asse.org/expo.

Sep.23–25 CETA 2006 Power

Clean Tradeshow, Riviera 

Hotel & Casino, Las Vegas, NV.

For more information, visit

www.ceta.org.

2007

Feb. 7–10 The American Rental

Association (ARA) The Rental

Show. For information, visit

www.TheRentalShow.com.

Feb. 11–14 PACE Paint and

Coating Expo, Dallas Convention

Center, Dallas, TX, for more

information visit www.sspc.org.

Oct. 2–4 South-Tec/Manufactur-

ing for Performance, Charolotte

Convention Center, Charlotte,

NC, for more information visit

www.sme.org.
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