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SOME PRAISES FOR
THE EARLIER EDITIONS

“It is home-spun philosophy
with an oriental twist and
like all good examples of art,
well drawn and

very instructive.

“Sophisticated” management,

if such an unlikely beast exists,

would do well to read

Atthreya’s message,

(he reduces many high flown concepts
to down-to-earth meanings.)

“Unsophisticated” management
(this includes 99 percent of us)
will find

a sound business philosophy

in its pages, and

unlike so many books of its type
it is enjoyable reading.

Atthreya says more on this subject

in one hour’s reading time

than most authors from

“more management advanced countries”
do in five...

Doug Scott in Management




“... There are many books on business management
especially on business ethics but a work like Shri Atthreya’s
The You and I in Business is rare and beyond imagination,
unless somebody has a copy before him. Simplicity and
lucidity are indeed good styles in writing but the author’s style
in this book is something more — it is rhythmic, harmonious,
sweet and musical. The way he has dealt with the abstract
subject of businessman’s relationship with the customers,
employees, public and others is unique and superb. The
author’s mode of expression, selection of thoughts, marshalling
of ideas, and novelty of style create much interest in the
readers and the readers cannot help but going through the book
from start to finish in one breath...”

R.N.B. in Finance and Commerce

“... Is very exciting and just a little difficult to describe...
The book is extremely easy to read. It is an hour’s worth of

reading and a lifetime’s worth of application ...”
From a three page review in

Training and Development Journal by Robert Doyle

“...This author has the uncanny ability to synthesize
concepts like leadership, customer service and excellence into
25 words or less. For instance, on customer service, he notes:

To please people is desirable but I can’t please people in a
mass fashion, in a routine fashion; pleasing is so personal...”

“... Irecommend this book as a very personal and unusual
holiday gift for special employees and customers...”
Susan Valaskovic in Denver Business Journal

“In a transactional Analysis seminar I attended recently
(given by Dorothy Jongeward of Born to Win fame), she read
an excerpt from your book “The You and I in Business” dealing
with how employees want to be treated. That was just
beautiful.

I look forward to reading the entire book.
John Finnerty in a personal communication.
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Dedicated te
Sir Walter Scott
A great son of Uustralia




THE AUTHOR: N. H- ATTHREYA

Dr. Atthreya describes himself as “a student of overall
well being of individuals, teams and organizations”. An
incisive thinker, post-experience educator, keynote
speaker, professional problem solver and a concerned
citizen, he has been editing a monthly, MANAGEMENT

IDEAS since 1963. His other interests include Human
Excellence, Enterprise-jobs and Patanjali Yoga.

Why Tlis Uncorwertional Pristing Formal

End to end, run-on printing we are all used to.
It has its value — it saves paper and cost. |
For the Reader, more important than cost

is the effort and the time.

Reading research shows

that reading comprehension is facilitated

when material is presented like this

in terms of thought units or whole phrases.

In places, such writing may sound poetic

but that is more a matter of substance and style.

I do not intend this to be free verse.
N.A.
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me/mA

It is an honour and pleasure

to write a foreword to a book

dedicated to Sir Walter Scott

and written by our management colleague
N. H. Atthreya

to help readers find and state their goals,
evaluate them and work towards their attainment.
The problems involved are ones

that face every country and all people.
but especially the management group
who are trying to help work out solutions.
If we share our findings

we shall make contributions

of benefit to all.

New York City
April 11, 1966 Lillian M. Gilbreth

X







This is not to explain away things.
This is to underscore a local constraint
I have no one else to blame!

In this print effort, Fr Devassy of St Paul Society
and Br Richard and Sophie of St Paul Press Training School,
have been of special help.

To them all my warm thanks.

N.y. Atthreya
Bombay / Mumbai March 2005.
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Dr. Dorothy Jongeward (author of Transactional
Analysis classics like BORN TO WIN)
says (in her letter of April 18, 1974 to this author).

I would like you to know that I have had a very fine
response to your book, THE YOU AND I IN
BUSINESS here in the U.S.A. I have read parts of it at
several of my workshops and I think you would be
interested to one in particular. On April 1, I did an
afternoon session for the American Society for Training
and Development at their national conference which was
held in San Francisco. Some 1200 people showed up
for the session. I primarily covered the concept of
“strokes” and as part of this, read two chapters from
your book. The audience was very pleased with the
session.

People have asked me if there is some way to obtain
this book for their own personal use.
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Caring for the internal customer
is thus a situational necessity
and not a favour done.

What we do and how we do by way of caring
depends largely on how we think.

It is this thinking process

that forms the essence of this book.

In the earlier editions,

I have thanked by name

the many who have thoughtfully helped me
at one stage or the other of this book.

My renewed gratitude to them.

Thanks now go to my brother Balu,
and my daughter Usha for giving
the benefit of their deft touches.

A great audience makes a great speaker,

said John Milton.

The same can be said of the audience for a book.
This title has been out of print for some time now
and I owe this edition to the enthusiastic few

who persisted in my revising and republishing it.

I hereby thank them heartily.

Bombay
April 1991 N. H. Atthreya

DA, ANIQA, AR 0w,
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He read the book and he showed his appreciation

by buying and giving two dozen copies to his friends.
One such friend is Dr. David Thornburg,

the publisher of this U.S.A. edition.

Every brick helps.

A good word is a brick.

A good word came from prominent authors like
George Morrisey, Dorothy Jongeward, Muriel James,
Helen Reynolds, Robert Blake, M. Scott Myers,
William Harney and Spencer Johnson.

The great humanist Dr. Lillian M. Gilbreth
helped me with a valuable foreword.

A special thanks I owe

to the publisher, Dr. David D. Thomburg,
who went into publishing

to give every book his personal touch,
and who has given this book

a double-dose of such a touch.

A feature consciously added to this edition
is an invitation to the Reader.

The coming pages may help

to confirm, clarify what you already know.
They may help produce an ‘aha’.

They may help you move further and faster.
Whatever it does,

you may like to record your response

and thereby become my co-author in a sense.
I have provided space

for your unique contribution.

It is as much your book as it is mine,

Nagam H. Atthreya
Cherry Hill, NJ July 1987

AODO, NI AR,
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A Word Alouwt This Book

Being in business and growing in business:
I believe these are desirable goals.

More so when we look at business
in a larger sense.

in the sense that people

give and take of themselves.

A large part of business
is transacted between two individuals,
say, you and .

If You-I relations are

not conducive to business transactions,
business does not result and,

if it does, it is inadequate.

Human relations, therefore,
is neither sentiment nor philosophy;
it is a business proposition.

This business proposition

seems to be more in the nature of an art,
and a disciplined art at that,

than a set of techniques.

Like an art, however,

it is personal

but it lends itself

to certain basic approaches.

All these approaches have one goal —
good business and growing business.
business today and business tomorrow.







And the Uou-and-I relations skill
plays a decisive role .
in such utilization.

Let me restate
the broader concept of business
as I see it.

Living together with others,
whether at work or at home,

is being in business.

For the simple reason that

unless the other person gives us,
gives us freely, gives us fully,
gives us resourcefully,

gives us continuously,

gives us gracefully,

we become perceptibly ineffective.

And this giving does not depend on us or on him
but on the continuing relationship between us two,
on the constructive climate we have brought about.

How to build such a relationship,

how to bring about such a climate,
how to build a climate

wherein people will give their best:
towards these goals

this book seeks a framework for action,
a few guidelines for action.

Bombay
January 1966 N. H. Atthreya
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SECTION |
A PROBE INTO RELATIONSHIP —

A Person 1o Pervson Approach




1  The Eddernal Customer

I am in business.
I want to be in business.

I know this is possible
only so long as people come to my 'counter'.

I once thought that

so long as I have a product or service they want,
I will be in business.

I don't think so any longer.

I am assailed by this doubt:

It is possible that my counter is deserted
even though I offer a product or service
that they want.

Will people desert that way?







Once they quit,
it is almost impossible
to get them back.

Of late, I notice, people are less tolerant.
They suffer less nonsense.

Perhaps they will suffer still less

if they have more choices;

the choices are still limited.

From the customer's point of view, however,
there is a case for more and more

competent competition in every sphere of business.

To get a customer to my shop is difficult enough;
To get one back who has turned away
is much more difficult.

If the customer has walked away
because of an act of insolence,
I fear another possibility.

He may speak to other customers about me.
I know what that could mean.

He does not merely go away himself;

he takes away others too from me.






2 The Internal Customer

I'have another type of customer:
Irefer to my staff,
my employees.

I call them 'customers' because
they can choose to do business with me,
and they can choose not to.

Perhaps I can describe them as
'internal customers'.

They can work with me
and help me meet the needs of
the external customers.

Or they can walk away and work for someone else;
they can walk away and work for no one in particular;
they are free men and women.

There is also the other possibility.







3 The Starting Point

To be in business, therefore,

I am tempted to conclude

that I will have to assure

the physical and mental presence
of my customers —

the external customers

and the internal customers.

This then is the starting point.

Negatively speaking,
I'should see that people are
not given an occasion to go away.

I have to watch out for work behaviour
which will give people the impression
that I am indifferent to them

or that I am insolent to them.

In point of fact,
I may not be indifferent to one







4G 1 Deppends

Specifically what should I do?

This seems largely a matter of
the situation, ingenuity and judgement.

What I may do in a book shop

Imay not do in a jewelery shop.

What I do in a jewelery shop

I may not do in a manufacturing shop.

Also, in one type of shop,

I will have more to do with external customers,
and, in another, with internal customers,

both in terms of number and importance.

Basically, therefore,

I should consider approaches
that are likely to assure

the physical and mental presence
of the customer

and a live climate for business.
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S ) [ Ware A Customer

If I were a customer,
I have something to give.

You are interested in me
because of what I can give.

Being human, and therefore imperfect,
while I have something to give,

I do not have everything to give,

I have plus*

and minus* too.

1t is possible that you look at my minus.

* The words 'plus' and 'minus' have been used to

mean 'merits’ and weaknesses', essentially for reasons
of flow of the language.
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If I cannot

for reasons of economics, say,

1 will stage a mental walk-out.
Iwill be there;

and still I will not be there.
Twill do

get-by-work,
just enough to keep out of trouble.

This too

only so long

as I have to.

My wish is to get away from the scene.

When I do walk away,
I'may not go alone -
I'may like company!
I'may take others with me!

When you reject me, therefore,
you are not rejecting just one:
Yyou are probably rejecting many more.

This may sound unreasonable.
The fact is, this is realistic.

15







6 | Shatll Not Reject

Let me resume the position
in which I actually am.

I am in business
and I want to be in business.

To be in business,

the customer's presence is basic.
I can't be very much in business,
if I reject my business public.

Even after a customer knows I reject him,
he may be there but that is only physically.
He will be mentally out;

he will not be enthusiastic in doing business with me.

Perhaps I will have to tell myself constantly:
I shall not reject a single member
of my customer public.

Being human,

I will notice the weakness in the other man;
but since I do not do business

17







7 Isstead

Rejecting people comes easily to me -
I can quickly spot what is wrong with any one
and can give eloquent expression to it.

This has been made easy
because of a number of factors,
mostly historical.

To recount a few:

As a people, we are clever -

and we have prided ourselves on our cleverness;
and one mark of cleverness seemingly is

to qulckly see

what is wrong with a thought,

a proposition or a person.

Another mark of cleverness

is to express our disapproval

in 'choice’ language,

in a powerful fashion,

in a way the adversary shudders!

19






To get things done

I have to depend on other people.
To get things done

I should know

to what they respond favorably.

To rejection they do not.

Rejection is likely
to keep them out of my business scene.

That is why as one who means business,
I concluded:
I shall not reject.

But the question arises:
How do I do that?
What do I do instead?

One answer is:
Tolerate people.

Another - a more positive one — is:

Accept people,

channel the energy from rejection to acceptance,
shift the focus from minus to plus.

When I think of it,
I find it is not that hard.

21
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“Acceptance tends to assure

that neither of these happen.

If T accept a person and he notes that I do,
he feels like doing business with me.

How much of business
and how well
is a different question.

Basic to it is the fact

that he should feel like
doing business with me.
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If the whole man in man walks out,

the role man can achieve pretty little.
The intangibles that could have been 'for'
turn to be 'against.’

Assuring the vibrant presence of the whole man
is the beginning of business.

Unless, however, both the 'men' —

the whole man and the role man -

are treated right,

we can't have the best from the customer.

So far we had a look at the whole man.
Let us now have a quick look at the role man.

25






What will make them do so -
what will make them

give willingly,

give liberally,

give their best?

If I were in their place,

if I were at the receiving end,
what will I think, feel and do?
Let me visualize,

let me place myself

in the other man's shoes.

27






If I do well and give well

and you do not approve,

I feel discouraged and

I tend to hold back.

I expected approval and

1did not get it;

you expected my doing or giving and
you will not get it!

When I say you will not get it,

don’t take me literally.

Iwill do just enough and no more.

1 will do the minimum to escape trouble.

If that is all you want of me,

you need not bother to approve
of my giving or doing.

29






Welcome as approval is from any quarters,
your approval has unique significance for me,
yes, if you are somebody special to me —

if you are my boss, say.

Once I know you are capable of giving approval,
and I can hope to gain approval from you
through legitimate efforts,

- you will see me making a conscious effort

to step up my plus

and step down my minus —

at least as far as we two are concerned.

While so stepping up my plus,
I may surprise myself:
I may do outstandingly.

If you notice my outstanding performance
and tell me you have noticed it,

you will see me making effort

to repeat that outstanding performance,
to outreach myself.

I see a point in repeating the performance.

I know I can’t repeat it everyday
but I will repeat it as often as I can.

Just as your approval
makes me give more of what I have,

31
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12 1] You Donl

If no response is forthcoming,

I will have second thoughts;

I will like to be back where I was,
yes, where I can well be.

If you do not notice an outstanding performance,
if you do not reveal you have noticed,

and if you do not show your appreciation,
maybe, I will repeat my outstanding performance
once more — to give you a chance,

maybe even a second time.

Or probably even a proverbial thrice.

If still you do not respond,

if you take it all for granted,

if you tell me, in so many words,

I am only doing what is expected of me,
or what I am paid for,

or that it is just my duty,

I ask myself:

33






13 What i} You Play-Pel

Perhaps you say:

"What if I don't internally approve
but show or pretend

that I approve?

Yes, to placate you."

You may please try.

We are talking of a business relationship,
not a one-time, social, party relationship.
You can’t keep up the pretense for long.
If you do not mean it,

it will out.

There is no substitute for sincerity

and insincerity becomes evident

sooner than you expect.

Once it becomes evident
do you hope to enjoy my respect for you?
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1S A Futher Clue

This gives me a further clue
to business-building action.

I should be

alert to notice,

and alive to express.

Attention, approval and appreciation

seem to be heart-warming to the other man,
and certainly response-winning.

So provided,

the average man tends to give his best,
and giving his best pleases him -

as it pleases me.

As it happens,

I do not give my attention
and show my appreciation,
probably because of

39






































































































26 Building It Negatively -

Relationship can perhaps
be looked at in many ways.

As a businessman,

I can look at it in two major ways —
one that spoils a relationship;

and the other that builds.

Spoiling a relationship
is tantalizingly easy.

You can snap it,
just like that.

But what is the cost?

Did I say spoiling the relationship?
Perhaps 'rupture' is what describes it right.
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I at times think I am clever

just because I can be offensive

and get away with it.

I do not think I really get away with it.

Apart from tone of voice,

there should be many things else;
but the point is

that I should be vigilant.

I'should not spoil relationship
because of lack of tact or judgement,
or errors of commission or omission,
or pride of purpose or power.

People did give more allowances for my Whnns

only a few years ago;
but they seem to be less tolerant today.
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has to constantly ask himself:
Am I addressing the key needs of my people?
Do I realise that ignoring one

or trying to compensate one by another
may not work?

With a wisdom window,
we can identify the items for attention.

He expects Does not expect
I give 1 3
Do not give 2 4

Window 1 refers to

what is legitimately expected or formally agreed,
and what the internal customer
gets or perceives as getting.

Window 2 refers to
what he expects and what he is not getting.

Window 3 refers to
what he does not expect
but what he is getting.
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In the next few pages, therefore,
the probe goes a little deeper.

I agree there is another side.

I agree we too are human.

I agree that we cannot do without
favorable response from the other party.
I further agree there is a section of people
who do not respond,

who mistake gentleness for weakness
and who take undue advantage

of our pleasant purposefulness.

I concede that the smaller should not be permitted
to endanger the larger.

To this minority
we should give attention.

Before we do so,
let us give the majority the attention it deserves,

let us play our role in this relationship
and let us play it fully and well.

The further probe in relationships
may, in places,

sound a little metaphysical;

but the purpose continues

to be practical.
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38 The Difficult Cuitomer

What of the difficult customer?

I have come across difficult customers.
Let me describe some of them.

Some want something for nothing.

Some would not give,

they would not let others give.

Some have an unfair sense of fairness.
Some say that business is a one way street.
Some tend to behave like rotten apples.

At one time I used to describe the following too

as 'difficult characters"

Those that do not obey me implicitly;

those that do not react to my behavior stoically;
those that do not bundle off their worries
before they reach my gate;

those that talk back to me;
those who do nof smilingly respond to my whims;
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