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THERE HAS NEVER BEEN A BETTER TIME FOR ONE'PERSON, WiTH BRAINS AND COMMITMENT.
UT HOW DO YOU MARSHAL THE RESOURCES, THE ENERGY, AND,THE ALLIES YOU:NEED TO,H

e

AND MAKE A DIFEERENCE,
BY CHERYL DAHLE {LLUSTRATIONS BY WARD SUTTON

TO HAVE A HUGE IMPACT ON'A'COMPANY, ON AN INDUSTRY—EVEN ON THE WORLD.
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5 ' ) TOHAVE THAT KIND OF EFFECT?
HERE ARE LESSONS FROM THREE IMPACT-FLAYERS WHOHAVE FIGURED OUT HOW,TO:MAKE A LIVING—
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“ALL THESE YEARS, I'VE BEEN SELLING PRODUCTS.
MAYBE IT'S TIME
TO SELL THE IDEA THAT WE CAN MAKE A DIFFERENC]

—LYNNE FRANKS [RIGHTI

WE ALL HAVE DIFFERENT APPROACHES TO

measuring our worth at work. Some of us tally success in dollars or
promotions. Others count the problems that they've wrestled to the
ground or the high-profile projects that they've led across the finish
line. For others still, it's about the best team they can build or the
coolest technologies they can invent. Butsooner or later, in one way
or another, most of us will look back on our work life and wonder,
What is my legacy? What bit of workplace graffiti did I leave behind
that says, “I was here"?

The good news is that there has never been a better time to think
big about the kind of impact you can have. “The nature of business
has changed,” declares John Hamm, 40, managing director of oper-
ations at Internet Capital Group (ICG), a B2B holding company
that has invested hundreds of millions of dollars in enlreprencurs
who are looking to make their mark in ecommerce. “It used 1o be
that making your mark meant climbing a career ladder. It was a lot
more political; it wasn't as entrepreneurial. It's nok that people today
are more ambitious. It’s just that they can express their ambitions more
openly. People get to take a shot, and that's exciting. Incidentally,
that has inspired a lot of incompetent people to take a shot as well ”
(See “Marked for Greatness?” page 224.)

Ultimately, making your mark means making a contribution—
to your company, to your professional field, to your coworkers, even
to the world—by making the best use of your talents. This story is
about three people from very different walks of life, in very different
stages of their lives. But they have each figured out how to make their
mark. The first, a PR guru tumed social evangelist, aims to mass-
market a new brand of feminism by creating a multimedia business
juggernaut. The second is an ordinary man doing extraordinary
things to help find a cure for multiple sclerosis. And the third is
an inventor who understood early on the real potential of the
Web and influenced the evolution of the dotcom economy. Their
triumphs, setbacks, and struggles—and the lessons that they've
learned along the way—reveal some of whal's required to go beyond
making a living and to make a difference.

I.Y"“E F RA“KS: ABSOLUTELY DETERMINED

¢ soundstage at Channel 2 is awash in color — Grecian
pillars sponge-painted in peach and salmon, violet-blue
backdrops with splashes of green foliage and amber
Howers. Ithasthe upscale and fussed-over look of an interiordesigner's
loft —not your bpical Tv-talk-show sctof beige chairsand matching
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carpeting. Lynne Franks, 52, the show's host, waits offstage for
cue while the studio audience chats restlessly. She is radiant ir
ochercolored, floor-length silk skirt, tunic, and frilly shawl—
perfect antisuit, a conseious rejection of any corporate uniform

Nearly three years of work has led Franks to this momen
national platform from which to share her ideas about women ;
business. In the next four hours, she will tape a Tv special to be ai
on public television throughout the United States this spring, ¢
will talk about her life as a British-bomn entrepreneur who foun
what would become 2 world-renowned PR agency at her kitc]
table when she was in her twenties, as well as about her second ca;
as a world traveler and an ardent spokeswoman for women's iss
And she'll talk about the conclusion that she has drawn from th
experiences: Women work differently from men, and to embr
those differences is to embrace an agenda of change for the w
place and for women.

Her goal is to mass-market her own brand of feminism —an«
the process, to make her mark on the world.

Frankslaid outheragenda in a recent bestselling book, The s
Handbook: The Feminine Way to Create Business (Tarcher/Putn;
2000), a blueprint for women entrepreneurs who want to start b
nesses thatare values-driven, community-minded, and family-frien
The book was the inspiration for this TV special, as well as fc
plethora of multimedia and product ventures now being develo
under the SEED (Sustainable Enterprise and Empowerm
Dynamies) brand name, including a Web site with regular radio :
video broadeasts, merchandise such as stationery and luggage, :
live events and workshops.

“SEED is the Coca-Cola of women's empowerment as far as
concemed,” Franks says. “If 1 can go into supermarkets or dep
ment stores and talk to groups of womnen about how they can t
control of their lives, whether that's through eating healthy or start
theirown businesses and finding unique waysto run them, then th
very, very exciling and different. I've been to too many conferen
where the same crowds of peaple sit around the same tables talk
about the same stuff. But the question is, How do you marketa r
way of thinking in a way that makes women feel safe without mak
men feel threatened?” (See “Network Effects” page 220.)

The producer cues the applause. Franks takes a deep bre
and steps into the spotlight. Actually, Franks has spent much of
life in the spotlight—but as a star maker, not as a star herself
age 21, when she grew bored of writing articles for fashion magazir
she founded a PR company that would later become legend:
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“I'D RATHER DO SOMETHING INTERESTING,

SOLVE AN INTERESTING PROBLEM,

THAN DO SOMETHING BORING AND GET RICH.”

—LQUIS MONIER [LEET]

Lynne Franks PR was the agency of choice for the trendiest fashion
and entertainment personalities. The company helped launch
‘Tommy Hilhger, the Spice Girls, and Swatch in the UK, and Franks
was the brains behind London Fashion Week. She became famous
for the raucous parties that she threw, where all of the glitterati were
guaranteed to show. Meanwhile, she allowed the business to push
her into a cycle of 20-hour days and endless partying. Her trendy,
high-stress life became the inspiration for a British cult-television
show called Absolutely Fabuloust—a satire that strayed significantly
from the facts of Franks's life, though it captured her frenetic pace.

In 1991, bumed out by her high-profile, punishing lifestyle, as
well as by the struggle of raising two children and reseuing a disin-
tegrating marriage, Franks stepped back. From the outside, she
appeared to have everything: wealth, fame, power, a thriving business.
But she felt hollow. Where was the meaning in her work? What
was she passionate about? How could she make time for the things
that mattered? “There was a point when I realized that I had every-
thing I had always wanted,” Franks explains. “I had a big house,
money in the bank, a huge company, and a wonderful family. But
I would just run from meeting to meeting, to events, to lunch, to
more meetings. I'd forgotten what it was like to be a human being
because I was too busy being a human doing.”

So Franks sold her business and spent five years on a spiritual
journey around the world. During that time, she organized What
Women Want, 2 musical and cultural festival featuring Sinéad
O'Conner and Chrissie Hynde; fronted a women's radio station in
the UK; and went on a spiritual trek that included Native American
sweat lodges in Washington State, a holy mountain in India, and
sacred Celtic sites in Ireland. She also did publicity for nonprofit
eventsand met with women entrepreneurs. After five years of travel-
ing and chronicling her voyage in her autobiography, Absolutely
Now! (Overlook Press, 1998), Franks felt that she had finally found
her calling—the way that she was intended to make her mark.

Franks’s idea began to germinate when she moved to southemn
California in 1998 and started to work on a manifesto. The statistics
that she uncovered during her research bolstered her belief that
she was onto something big: There were 9.1 million women-owned
businesses in the United States alone, growing at a rate of 6%
per year for the past 8 years. And she leamed that women-owned
businesses employed 35% more people in the United States than
all of the Fortune 500 companies employed worldwide.

Her book, which has sold more than 50,000 copies in the United
States and the UK alone and which has been printed so far in three

languages, is a wide-ranging guide to running a business and living
healthily. Advice about financial statements isshuffled in with sample
meditations and exercises to relieve back strain. Franks discusses
gearing up emotionally and building a network. Laced ameong the
pages of full-color illustrations are workbook exercises prodding
readers to list activities that “light up” their souls or ways that they can
make their enterprises more environmentally sound. Ultimately, the
book reflects Franks's omnivorous embrace of several major trends:
the boom in women-owned businesses, the mounting interest in
creating companies that shoulder social (as well as shareholder)
responsibilities, the increasing impertance of “feminine” skills in the
workplace, and the search for a healthy integration of life and waork.

Franks's prediction of where those trends will lead is truly visionary.
She imagines a global network of women entrepreneurs who are
actively pursuing their dreams, mentoring other women, and chang-
ing the role of business in communities all over the world. She
imagines business expertise and encouragement being available to
women of all income levels. She sees a consulting practice that helps
companies stop losing high-perfforming women to entrepreneurship
by making their environments more women-friendly. She sees a SEED
music label for female artists—an inspirational soundtrack for women-
owned businesses. She imagines a flourishing for-profit business that
will allow her to channel her energy—and that of her SEED network —
into helping women in poor nations become entrepreneurs.

“This is not about me,” Franks says. “It's about delivering 2 mes-
sage to women and men about the positive ways in which we can
change our lives by working with our communities. All these years,
I've been selling products. Maybe it's time to sell the idea that we
can make a difference.”

As studio-audience members file in to take their seats for the
PBS taping, music begins to play over the soundstage speakers. It's
the SEED theme song, written for Franks by singer Leina Marquez,
her friend and personal trainer. Marquez’s voice carries clear and
bright across the room:

Today is my day,

a brand-new beginning.

The future will blossom magnificently,
‘cause I'm planting...

d seed.

A catchy dance beat kicks in, and the chorus joins, sounding like a
gospel chair. In the mostly female audience, shoulders rock and
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“I THINK THAT'S ONE THING THAT THE
BIKE RIDE AND THE SWIM HAVE BEEN ABLE T0 GIVE PEOPLE—
HOPE THAT THERE ARE PEOPLE OUT THERE TRYING TO FIND A CURE.”

heads nod. The few people who have heard the song before are
mouthing the words or singing along. The young man in the back
feeding the seript to the TeleProm pTer rolls his eyes. “That song is
sooo cheesy,” he says. “I Buess it's marketable, though ”

His dismissal is harsh, and it suggests some of the challenges
that Franks’s idea will face. Not everyone will “get it” Some will
condemn her for “selling out” by trying to mass-market SEED, Only
time will tell if SEED becomes the Coca-Cola of women-owned
businesses—— omnipresentand powerful — or irrelevant and laughable
like the macarena.

Even Franks has no idea how things will turn out. But she is
certain that, win or lose in this bet that she’s made, she will not
confuse making her mark with making a life. “In the Ppast two years,
I've been able to write a bestsel] ing book and launch the beginnings
of a very successful multimedia-business brand that will help many
people transform their lives in a pasitive way. And I've done all of
that without feeling those same emotional highs and lows that I
felt when 1 was achieving things in the 1980s,” she says, “I don't
have the sense that the business is me anymore. I care deeply and
passionately about it, but I've gotten beyond the point where what
I'do is who I am. Work is 2 very important part of peaple, but we

T f;:fli'{g.bigger than what we do.”
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e UICI( IRIIHS: CRDINARY GUY, EXTRAORBINARY JOURNEY

..*: Théday got offto a rough start for Nick Irons. He almost

y nifs";ﬁda 6 aM phone interview with an East Coast radio
 “staign because his alarm didn’t go off. By chance, his

“bidtier and quasi—press manager, Andy, woke up moments before
the interview was to start. He shook Irons awake and tossed a cel|l-
phone to him for what was one of the 28-year-old’s decidedly groggier
interviews. Two hours later, in the lobby of rock station Kisw 99.9
in Seattle, Irons arrives for his second interview of the day looking
only slightly more alert.

He's there to talk to moming-show deejays Spike and Bob about
his current project—a five-month, 10,c00-mile bike tour of the
United States to raise money for multiple-sclerosis research. For 20
years, Irons’s father, John, has had the disease, a progressive nerve
disorder that robs people of control of their muscles. For four years,
NickIronshasbeen working full time at raising money to find a cure.
He has established his own nonprofit, Going the Distance for Ms
Research Inc., and has raised $700,000. The bike ride is just his
mostrecent effort. His two-day stop in Seattle is the Jongest break he's
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=HNICK IRONS (RIGHT)

taken since he started the tour three months ago in Washington,
DC. So far, he has cycled more than 5,000 miles, pedaling for up to
six hours a day, six days a week, It has been 2 grueling trip.

The producer takes Irons back to the studio to join Spike and
Bob. Andy listens in on the receplionist’s radio in the lobby. After
they weleome Irons to the show, Spike and Bob tell him that they
have “something special” planned for his visit. It seems that the
other guest on today's show is a woman named Lauren who is in
the running for a skin magazine’s Girl Next Door award. Spike and
Bob have challenged listeners o call in and give Lauren their best
pickup lines. Ifshe likes the line, the guy gets a disposable camera
with nude pictures of her inside of it, And they're shooting the photos
in the studio—now. Lauren takes off her shirt, and there’sa moment
of stunned silence after the deejays ask Frons to do the honors with
the disposable camera,

Back in the lobby, Andy's jaw drops, “You gofta be kidding me!”
he says. “This can’t be happening.” Andy watches the clock as callers
1ing in to woo Lauren, and the rush-hour audience slips away. It's
nearly 10 AM before the deejays interview Irons. They mention the
Going the Distance Web site, but given the timing, the interview i
not likely to bring the results that the Ironses had anticipated.

Nick Irons leaves the studio baffled but grinning. Pausing at the
elevators, he tums to Andy and starts to laugh. “That was really
weird.” Andy brandishes Lauren’s complimentary publicity photo,
which reads, “To Nick: Pm soco impressed by the work you dol Good
luck on the rest of your ridel X0X0, Lauren.” Her jean shorts are
around her ankles, and her bare derriere is turned toward the
camera. “What makes you say that?” Andy asks sarcastically.

This is not the first ime that Trons has encountered surprises
along his trek. Despite serupulous planning, his endeavor js by its
very nature chaotic. He starts each day not knowing exactly how
many miles he’ll go, where he'll sleep that night, or how his route
will change in response to traffic o construction. But it is his ability
to cope with uncertainty, to commit to 2 goal without knowing how
it will be achieved, that has allowed Irons to make his mark, An
idealist to the core, he simply believed that he could do the nearly
impossible—for no better reason than he decided that he would. For
Irons, making his mark was about taking a leap of faith,

“When I set out with this goal of helping my dad, I had no idea
what it was going to entail” he says. “I just came up with the jdea
and worried about the rest later. Dreams aren’t exactly clear some-
times. But I was just committed to the idea.”

That dream first accurred to Irons on a krip home to visit his
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parents five years ago, As he flew from 1.4 to DC, he looked out the
aitplane window and wondered what it would be like to swim the
Mississippi River. A compebitive swimmer in college, he found the
idea intriguing, When he arrived home, he saw that his dad was using
a cane for the first time to cope with his Ms, Irons instinctively
wanted to help but felt powerless. The two thoughts collided on
his return trip as he began to develop a plan for his first fund-raiser—

Four months after he began the swim, Irons arrived in Baton Rouge
on his dad’s birthday, Along the way, he'd garered coverage from
CNN, Good Morning America, and People magazine. He'd raised
more than $200,000 from corporate sponsors ang people he'd met
during the trip. None of which surprised his family one bit.

“The idea shocked me, but I never doubted from the moment
he told us that he wanted to do the swim that he would do it,” says
his mother. “He was j neredibly determined”

But others did doubt that he'd finish, and that surprised Irons.
“There were so many people who told me, "You'|| never finish,' "
he says. “Bven when [ was 5o miles from the end, someone told
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time with the idea for the bike tour, there was no smiling.”

After the swim, the National Multiple Sclerosis Saciety
Irons to its national conference and was mych more help
the bike tour in connecting his family to Joca] chapters t
sponsoring biking events. But the society is a loosely or
volunteer organization with a financial structure that disc
chapters from helping “competing” fund-misers: Each cha
lo raise enough funds to support itself and is also required
28% of what it raises to the national headquarters,

The chapters also don't
mation, so Irons often found that when he contacted local ¢]
for help, they had never heard of him. “Irs just inexcusab
no one affiliated with chapters along Nick's route knew w
was doing,” says John Guandolo, who rade three legs of th
trip with Irons and who also does part-time fund-raising f
“There isn't a sense of team where when one of us wins, we a
Everyone isso busy serapping for survival thatthe message get

For his part, Irons just took the help that he was given anc
forward. But he also made it part of his agenda to raise awa,
among MS patients of their role in the fund-raising process, I
ability to persuade People to become part of his vision is unear
much more so because he js not a particularly charismal
eloquent speaker. He is plainspoken, but his words are hea:
and his story is compélling,

“The greatthing about Nick is thathe’sa regular guy, and pe
relate to that,” says Lt. Colonel Oliver L. North, who hosts a nat
radio show and has interviewed Irons about his swim and his
ride. “He's just an ordinary guy doing something extraordinar

People along Irons's bike tour have responded in kind, In ]
when Irons passed through Deming, New Mexico, a loca] ran,
organized a livestock auction asa fund-miser. Abank in the area
athree-week-old calfto the auction and asked that the proceeds {
its sale go to Irons. Irons stood in the ring holding the calf a
bids came in. It sold for $375. Then the person who bougl
returned it to the auction to be sold again. And so did the nextper:
The calf was auctioned 16 times, raising more than $6,000.

In Cedar Rapids, Iowa, locals organized a black-tie fund-ra
and persuaded one company to buy out the seats at 2 minor-lea
Cedar Rapids Kernals game. The money went to Irons, The lo
hockey team also got in on the action, organizing a “skate-alon,

When Irons finished the bike tour in late August, he had alre:
raised more than $500,000 toward his goal of $3 milllion. Since th,
he hasbeen fund-raising in camest, speaking to the public abou;



journey. He knows that ultimately, $3 million toward researching
4 cure for MS is only 2 drop in the bucket. Byt his real impact and
mark on the world won't be measured in dollars,

To Irons, the rea effect

“Among Ms patients, there really was ng hope out there that a cure

l.ﬂl."s HUNIERI SUCCESS AT WHAT PRICE?

Louis Monierand hiswife live in a modest three-bedroom

h_ome in a suburb just off of famed Sand Hill Road in’

that by inventing AltaVista, he gotveryrich,” she says, laughing good-
natutedly. “That's not the case atall”
Its one of the ironic twists of the world of Net companies that

for him; he certainly doesn't.

From Monier’s perspective, AltaVistg was perhaps the project
of 2 lifetime 5 satisfying moment when an inspiration becamne a
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- -fomputer science, he came o the

: his

technology that affected people’s lives. Even if internet history
day records AltaVista as one of the Weh's biggest missed oppi
nities, Monier will nat Tegret the five years that he spent nurty
his invention and protecting it from the ineptitude of the compa
that owned it. His commitment to the technology, and to his te

to him than cashing in,

“I 'had a very strong sense of ownership and responsib:
for what I saw a5 my baby, my creation,” says Monier, 44. “ a)
researcher at heart, and what [ care about most is solvi ng proble
With AltaVista, [ was able to see my expertment all the way to
end. I suppose I could have just taken one of the offers and joir
another search engine or portal, and I would have been a lot ricl
today. It probably would have been less painful ~ and less inter,
ing~—than sticking with AltaVista. But | don’t think I would he
leamned as much”

Monier, a soft-spoken, teddy bear of 3 guy with unruly black hg
EreW up in a small town in B rance, where he dreamed of beeo,
ing an astronomer. After earning his doctorate in mathematics ar
United States in 1986 to ¢
.Tesearch at Carnegie Mellon Universily. Three years later, he we,
to work at the renowned Xerox PARC. He spent six years the,

building experimental tools to design silicon chips before joinir.
Digital Equipment Corp.'s (DEC) research lab in Palo Alto, whey
his mandate was to “invent the future.”

. Hedabbled in chip research for 5 few more years and then turne

In the spring of 1995, he Puthimselfthrough a two-week crash course
on the Internet, pestering researchers to teach him what they knew,

By summer of that year, he had 3 working version of what he
called a “crawler,” or “spider.” Instead of fetching pages one at 4
time, as traditiona] search engines did, his search engine, dubbed
“Scooter,” could query for thousands of Pagesat once —and not tje

another researcher’s index system, and AltaVista was bom,
Heputthe new engine up intemally at DEC, and the response was
immediate. “Through word of mouth, this thing just went crazy,”
he says. “I started getting a huge amount of feedlyack internally from
people saying, ‘I've never scen anything like that’ Salespeople were



telling me, ‘It's a competitive advantage. I can find everything about
everything. That gave me the incentive to puton a suit, flyto the East
Coast, and ask for some money to do the real thing—which meant
gelting one of those big servers and putting my idea on the Web."

Monier got his hardware. He set the launch date for December
15, 1995, and the day before, 200,000 people visited the site—even
though he hadn't announced the Web address. “This thing just
exploded,” Monier says. “We had traffic going up day by day. We had
press coverage. We had analyst coverage. We never spent a penny.
We saturated the machine in a matter of days, so we had to order
new processors, memory, and everything else, Before Christmas, we
were saying, ‘We've got to do something to get a second machine’”

For Monier, this stretch of time went by in 2 blur of adrenaline.
He was riding a creative high and Jeaming more each day about
Intemet users. He was both inventor and customerservice desk, and
he thrived on the contact that he had with real people who emailed
or called to say that AltaVista had helped them locate a long-lost
cousin or a childhood friend. Of course, not all of the feedback that
he got was positive. There was the phone call from a military agency
demanding to know how he gotaccess to its classified Web server. (As
itturned out, a sloppy supplier had publiclylisted the link on its site.}

There was also a late-night call from a panicked man in Canada
who'd realized that some postings that he'd made on a discussion
forum for gays had been indexed by AltaVista. He was frantic at
the thought that some of his coworkers might find the index and
out himn. “T felt awful,” Monier says. “There’s much more under-
standing now about the public nature of the Web. But back then,
it was not so clear, and people didn’t realize that such a powerful
technology was searching the whole Web. I didn’t want to hurt any-
body. So I'spent a good chunk of the night writing a program that
would make some pages disappear from the index.”

Monier wound up developing a bond with his users that led
him to fight ardently against on-site advertisements and non-user-
centric changes. He began to think of himself natas justa researcher
and a technical person, but also as an advocate.

That December was the beginning of four very long years for
Monier. He worked six days a week from g AM to midnight, answering
emails, tweaking the search engine, and improving the technology.
“It went on and on and on,”-says his wife, Monjoin. “I didn’t want
him to get off the projectbecause | understood what it meantto him.
At the same time, | could see the stress that he was going through
because of the lack of support.”

Meanwhile, executives within DEC mulled over what to do about
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the overnight success of an emerging business that none of them
understood. And Monier was leaming that his role as an advocate
for users carried little weight in business discussions. “I couldn’t
influence AltaVista’s future,” he says. “I could throw all of the most
amazing lechnology on it, but I couldn’t make a basic business
decision. I was not empowered to do that. Looking back, I see that
the chances of success were really slight, smaller than I realized at
the time. DEG was not exactly a stronghold of Internet luminaries.”

Jumping into the IPO mania of the time, DEC decided to spin
ofl AltaVista as a separate company with Ilene Lang, a recruit from
Lotus, at the helm. Lang picked several other pieces of Internet-
based DEC software and grouped it 21l under the AltaVista brand
name. From Monier's perspective, it was a way for bad software to
get a free ride on the brand that he'd built—a claim that he says
was borne out n the fact that the search engine generated the largest
share of the division’s revenues but required only a fraction of the
staff of the other products. Lang defends the strategy and counters
that AltaVista produced just about a third of the division's revenues.

By this time, most of Monier's energy was used up fighting over
advertising, user specs, and vision—so much so that when engineer
Eric Billingsley joined the AltaVista tearn in 1996 as a Webmaster
for one of the software sites, he was wamed that Monier was a “scary
guy” whom he should try to avoid. Butwhen Billingsley met Monier
and heard his take on what AltaVista's strategy should be, he thought
that Monier was the only one talking sense. He joined Monier as a
technical caretaker for the search engine.

In the summer of 1997, DEC pulled the plug on the planned
10 and brought AltaVista back into the company fold, in part, Lang
says, as 2 last-ditch effort to save the business by tuming it into an
“Internet-solutions company.” Frustrated by the move, Lang left DEC
and later joined a startup.

“When we were brought back into Digital, we were never given
astatus,” Monier says. “I didn't even know what to put on my business
card. Was it the AltaVista Division? Group? Soon-to-be spin-off?
Everything was totally fuzzy. Nobody at DEC really understood what
we were doing. But they were afraid to kill it, because it seemed to
get a lot of publicity. Doing nothing was definitely 2 multibillion-
dollar mistake."

Both Monier and Billingsley fell into a holding pattern, hoping
that something good would happen with the site and periodically
getting excited about rumors and apparent progress only to be dis-
appointed again. “We spent three and a half years waiting for the
next six months,” Billingsley says.
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THE BALLERY IS STIFLING. THE LAST RAYS OF AFTERNOOM SUN ARE BEATING
through the windows cfthe converted townhouse in San Francisco's
South of Market neighborhood, and the guests al the SEED receplion
are fanning therselves with invilations. Lynne Franks is {lutlering
amid the crowd like a hummingbird, atighting here and there for
brief conversations before flying off to the next person. She is
typically up-to-the-minute fashionable in a purple silk skirt with
embroidered trim that is drawing eavious glances from the twenty-
somelhing women.

Welcome lo networking. Lynne Franks style. It is a dislinctly
{eminine model, more about connection and inclusion than deals
and impressions, Before the night is aver, Franks will have recrutted
awriter toworl on SEED radio, met several potentiat contenl partners
{or herWeb sile, introduced three recent transplants to the Bayarea
loone another, and given oul mulliple restaurant suggestions. Her
ability to link {riends 1o one another as well as to herself accounts
for the strength, breadth, and warmth of her nelwork,

That ability is not surprising given her public-relations back-
ground. After all, every “spinmeister” has a great Rolodex. But what
is surprising is that there is no spin, In Franks's conversations, as
well as in her work and books, there is a bold vulnerability. She is
aspirational, to be sure, but alse trendy to a fault—likely one mement
to lout the marvels and morals of organic-cotton clothing and the
next to fawn over the latest Louis Vuittan handbag. Her willing-
ness to confess, share, and laugh at it all establishes an instant
intimacyand a ring of iruth that people—especially women—respond
to readily. Calt il the "Oprah elfect.”

That ability te link peeple from disparate parts of her world has
resulted in some unique partnerships. Two years ago, Franks
slumbled upon a World Bank project that had arganized a knit-
ting group made up of Bosnian and Serbian women. Despite their
cullural differences, the women's common pastime united them
and offered thern a chance to support their families. Franks taok
samples of Lhe knitling to several designers she knew in the
United States and in the UK. As a result, some of the world's
trendiest designers are sending patlerns to the women and
commissioning work. Before Franks connecled the greup, it was
bringing in about $2.000 per month, Now its revenues are in the
hundreds of thousands per menth.

“Can you imagine what kind of difference we could make il
we had millions of women and men laoking for apporlunilies to

connecl peaple in the same way?” Franks asks. She’s building the
nelwork lo make Lhat happen.
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In January 1948, BEC was bought by Compag, and Monier once
again entertained hopes that the sale would get AltaVista the atten-
tion that he felt it deserved. But those hopes died when Compag
announced that its strategy would be to make the AltaVista site into
a portal to compete with Yahoo! “I thought that was silly,” Monier
says. “The world did not need another Yahool This is like running
behind the fastest guy in the world, and he’s got bwo seconds on
you. Why? Do something else. Claim thatspeed is nothing. Say that
it's all about strength, and then go lift weights.”

Monier left, and more than half of his team followed. Sixteen
people, including Billingsley, tracked him down and signed on
for his next project: building the security and infrastructure for
Bigvine.com, a pre-IPO startup that's setting up a barter economy.

Monier spent a year at Bigvine and then left in June 2000 to
take a much-needed sabbalical. His theory on the futility of com-
peting with Yahoo! was eventually proven in September when
AltaVista, now owned by CMGI, announced plans to abandon the
portal race and laid off more than 200 people. Although Monier was
disappointed that AltaVista never became what it might have as a
business, he sees now that the context of the big, slow company
would never have allowed him to make a mark of a different sort.
“In my dark moments, I think that I should have just taken one of
the offers I got from other search engines or portalsand become one
of those dotcom millionaires,” he says. “But no, it doesn't stick. I'd
rather do something interesting, solve an interesting problem, than
do something boring and get rich.”

Despite AltaVista's lost business opportunities, most followers
of Internet history recognize that the search engine's effect on the
Web was profound. “It revoluticnized who looked at the Internet,”
Billingsley says. “Before AltaVista, the Net was primarily used by
people at research institutions. But once people realized how much
deep information was out there and that they had access to it, the
Net audience broadened.”

For his part, Monier is content to be known for his role in devel-
oping the sile—a status that guarantees him a continuous stream
of opportunities from venture capitalists to regain that lost chance
to strike it rich with a startup. “I don’t mind being known as the
tounder or creator of AltaVista. That's a pretiy good thing,” Monier
says. “If in 20 years I'm known only as that, I'll be alittle disappointed.
So I've got a couple of years to do something better.” %
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