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ACCORDING TO LEGEND, theZ/Yen chop — symbol of the quest for
Z/Yen enlightenment — was inherited by Chao Kli Ning's most fervent disciple, Lo
Fan. Given Lo Fan's Z/Yen, a philosophical desire to make money, he began a chain
of successive sales of the Z/Yen chop to faithful disciples through the centuries.
Legend has it that the chop was lost in a fairly messy takeover battle in the early late
Middle Ages. However, there are dark rumours that the chop still survives, wielded

by modern disciples who continue to spread the Z/Yen creed, for a quick buck.

MICHAEL MAINELLI and IAN HARRIS are founders/directors of

the risk/reward management firm Z/Yen and the modern scions of Chao Kli Ning's
dynasty. Before reaching total Z/Yen enlightenment, Michael and lan’s monastic
duties included service as management consultants and corporate strategists,
advising businesses and organisations on the one true path(s), as well as writing

and contributing to numerous business publications.



CHAO KLI NING (499BC TO 401BC?): Quasi-mythological,
proto-businessman from the late Zhou period in ancient China. Said to have
had an uncanny knack for spotting an opportunity to make a quick buck.
Legend has it that the Z/Yen business philosophy (see opposite), which later
came to dominate the Early Imperial Eastern Mercantile Period, was founded
as the result of a massive endowment from Chao Kli Ning’s stupendous
fortune (although some accounts attribute the Z/Yen Institution to Lo Fan,
protégé of Chao Kli Ning, patriarch of the powerful Lo family and holder of
Chao Kli Ning’s subsidiary rights in perpetuity). The only evidence of Chao Kli
Ning’s existence is a rich oral tradition of case studies.

Z/YEN (PRONOUNCED “ZEE-YEN"”): A mystical philosophy
that encompasses enlightenment in business and enlightenment in life. Z/Yen
is based on a unique blend of Taoism, Confucianism, Buddhism, decadent
subcultures, arrogant supra-cultures and humour. The philosophy, which
highlights the duality in all business problems and solutions, is sometimes
summarised as “a philosophical desire to make money.” Z/Yen is believed to
have been founded by Chao Kli Ning (see opposite), although only fragmentary
evidence of the origins of Z{Yen survives in its rich oral tradition. Historians
have long sought documentary evidence of Chao Kli Ning, the origins of Z/Yen
and the zest for enlightenment which made the ancient business world what

it is today.

EXCERPTS FROM THE ENCYCLOPAEDIA OF BUSINESS ARCHAEOLOGY PRIOR TO
THE DISCOVERY OF THE Z/YEN PAPERS — THE ANCIENT EASTERN BUSINESS TEXT

CONTAINED HEREIN.
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THE PEAK OF SUCCESS BEGINS IN THE
FOUR CORNERS OF A FIRM FOUNDATION

FENG SHUI FOR FUN AND PROFIT

| KNOW THAT HALF OF MY
MONASTERY DUES ARE WASTED,
THE PROBLEM IS THAT | DON'T
KNOW WHICH HALF

THE MOST LUCRATIVE THOUGHTS OF CHAO KLI NING
(FIFTY PER CENT LIKELIHOOD OF CORRECT ATTRIBUTION)




CHAPTER NINE: SALES AND MARKETING

SAVING FAITH
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LO FAN WAS HARDLY SURPRISED to hear Kli Ning complain
about costs. Chao Kli Ning always complained about costs. To listen to Kli
Ning, Lo Fan felt, was to believe that all the costs in the world were met from
Kli Ning’s pockets.

“O master, we must spend money on our monastery dues to the Brothers in
Alms or our business will suffer,” pleaded Lo Fan.

“Yes, Lo Fan, we must spend the money, but we should get more value for
our money. At least half our money is wasted. And I say this as the former
personal confessor of the Great Alm himself,” replied Kli Ning.

“But, O master, if half our monastery dues are wasted, then surely we can
find out which halfis valuable and only spend that?” suggested Lo Fan. “Why
are we wasting half our monastery dues?”

“Oh Lo Fan, you can be very trying. Get a big picture grip on the details.

You've got to try to understand the complexities of PR (paying religion). These
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monks understand the psyche of our target customers: passing pilgrims,
fervent daily worshippers, doubters, agnostics, cynics and sceptical believers
who hedge their bets. Our monks use sophisticated techniques to promote our
products to our targets,” explained Kli Ning.

“Like telling them to eat in our restaurant and wash in our laundry?”
muttered Lo Fan. “Why can’t we tell our customers ourselves?”

Kli Ning was visibly agitated, “Lo Fan, have you learned nothing from our
years of association? There are a number of complex skills in dealing with
pilgrims, worshippers and such like. For instance, there’s, well, telling them
about the um, um, restaurant and, um, laundry. As well as, um, telling them
about the benefits of the, um, um, restaurant and, um, laundry. As you see, it’s
very complex and we couldn’t possibly do it ourselves.”

Sometimes Lo Fan had a persistent, almost childlike quality to his
questions. “Kli Ning, don’t the Sisters of Mo Tzi offer the same services?”

Now Kli Ning was upset, “Lo Fan, there is simply no way that the Sisters of
Mo Tzi in their small convent could handle our sizeable account! You are well
aware that the Sisters of Mo Tzi only handle jade accounts door-to-door. But,
perhaps...” Kli Ning trailed off into thought.

A few days later, Kli Ning’s neighbours couldn’t help but notice the
strange assortment of nine monastic orders trying to stay out of the sun. The
monks and nuns sought shade along walls and under trees in Kli Ning’s
garden. Two particular monastic orders stood out from the crowd. In one

corner of the garden, by the bo tree, the highly successful local order of nuns,



the Sisters of Mo Tzi, were clearly practising some new evangelical chant
accompanied by what appeared to be cheer-leading motions and explanatory
flip-charts. Mo Tzi herself, the famed proponent of door-to-door proselyti-
sation, seemed to create new chants for her order on the spot. In another
corner, near the pagoda, the normally serene Brothers in Alms appeared
positively sullen, muttering amongst themselves and passing around detailed
analyses of the Kli Ning account gross billings and profitability.

The more curious of Kli Ning’s neighbours hung about for a while, eager
to share some of the Z/Yen enlightenment clearly about to occur in the vicinity
of Kli Ning’s house. If the locals had been any less eager to attain Z/Yen
enlightenment, some less charitable gossips in the village might have said Kli
Ning’s neighbours were eavesdropping. The neighbours heard Lo Fan call each
monastic order in turn. Several times the neighbours listened to a near
identical speech by the head of the order, a series of totally identical questions
from Kli Ning, the hastened departure of the order’s delegation, sighs of relief
from Kli Ning and earnest discussion between Kli Ning and Lo Fan.

As eavesdroppers, the neighbours were abject failures. They left the side
of Kli Ning’s house late in the afternoon thoroughly confused. These simple
village folk were unable to assimilate straightforward religious concepts such as
“the unique selling proposition”, “positioning”, “buyer purchase criteria”, “brand
extension” and “perpetual salvation that pays”. All they could ascertain was
that the Sisters of Mo Tzi had been permitted to chant for five minutes longer

than anyone else and had generated the most earnest discussion between Kli
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Ning and Lo Fan. The Sisters certainly were a most influential order, despite a
well-known reliance on door-to-door jade accounts.

The very next day, each neighbour was surprised to be greeting one of the
Sisters at their own front door. The Sisters explained that they had returned
to the neighbourhood to extol the virtues of cleanliness, a healthy diet and
value for money. The Sisters praised the Kli Ning laundry and restaurant for
exemplifying these virtues. Pilgrims to the Sisters’ convent were greeted by
large signs glorifying the excellence of Kli Ning’s establishments and its
contribution to salvation. Lo Fan was amazed at how quickly attendance at the
restaurant’s luncheon sitting increased.

“Kli Ning, I'm amazed at how quickly the number of diners has increased
this lunchtime,” remarked Lo Fan.

“Ah well, Lo Fan, you see that this is the benefit of splitting our marketing
budget between two religious establishments. Now we have both sides fighting
for us. This division is something I have long recommended, as you are well
aware.”

The Brothers in Alms were up in arms about the Kli Ning account. Within
aweek, a delegation of belligerent Brothers descended on Kli Ning demanding
the full account or nothing. The Brothers adamantly refused to share the Kli
Ning account with a bunch of brazen women, led by the garish Mo Tzi, who
insisted on using secular locations such as doorsteps to put their message
across, rather than religious premises specifically designed for that purpose.

The use of these secular locations could only lead to a decline in moral



standards, an increasing crime rate, unwanted pregnancies and encour-
agement to encyclopaedia salesmen. The Brothers were emphatic that all of
Kli Ning’s PR should be done through one account. Kli Ning was happy to
oblige. He explained to the Brothers that if it had to be only one account, then
based on recent results, the Sisters had it. Most of the Brothers may have looked
surprised at Kli Ning’s decision, but the head of the order merely bowed his
head sagely and explained to Kli Ning how joyful it must be to be so close to
Z[Yen enlightenment. While the other Brothers listened in astonishment or, as
the Z/Yen Papers later chronicled, rapture, the head of the order expressed his
undying commitment to ecumenical work with the Sisters and proclaimed
that Kli Ning had passed the head of the order’s test of unselfishness.

Thus was it written that both orders would go forth to proclaim the
message of Kli Ning’s laundry and restaurant in harmony. The Brothers
seemed to strive even harder after their awakening. Several of the Brothers
appeared to bear the marks of religious education on their backs and legs
after failing to make significant converts of passing pilgrims. Other Brothers
seemed to drop their objections to using some of the Sisters’ direct sales
techniques, as long as it was for such a worthy cause.

Both orders seemed to have benefited from the healthy debate which Kli
Ning had initiated. At least, that was what the heads of the Sisters and the
Brothers said in prayer meetings. The Sisters attributed their new-found
competitiveness directly to Kli Ning’s account and had rapidly expanded

outside just jade. In fact, the Sisters had recently won the Rice Express door-to-
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door delivery account while the Brothers had publicised their recent win of PR
for the So Li Shirt Repair service.

Lo Fan was pleased to report a continuing rise in sales. Most of these new
sales seemed to result from the passing pilgrim trade. Less satisfactorily, some of
the regular customers had begun to seek other establishments where the whirr
of prayer wheels played less havoc with digestion. Kli Ning could not be happier,
but Lo Fan had to deal with some of the religious debates in the restaurant and
at the laundry counter. The adherents of the Brothers in Alms could not abide
some of the dietary fetishes of the followers of the Sisters of Mo Tzi. The
acolytes of the Sisters could not countenance the garbs of the relatively
unwashed devotees of the Brothers. The debates became altercations, the
altercations became quarrels, the quarrels became brawls. The brawls were
expensive and hurt business. Well, the brawls hurt Kli Ning’s business. Rice
Express and So Li Shirt Repair seemed to go from strength to strength. Sometimes
passing pilgrims remarked that it was difficult to establish exactly for whom
the Brothers and Sisters worked, but if you needed a cheap rice meal or a good
shirt repair you knew where to go — and it wasn’t Kli Ning’s establishments.

Lo Fan was disappointed to report a continuing fall in sales to Kli Ning. As
Lo Fan explained to a bemused Kli Ning, “Market research appears to evince a
passing decline in correlated combined account purchases from separate PR
campaigns whilst not undermining core purchase validity, although excessive
religious affiliation could be a contributing consumer attribution.”

“What are you trying to say, Lo Fan? Is this some religious jargon Mo Tzi



has taught you?” asked Kli Ning.

“With the greatest and utmost respect, noble Sir, I believe that the
Brothers’ and Sisters’ PR campaigns are hurting business,” replied Lo Fan.

“Yes my loyal servant,” agreed Kli Ning, “they stink. But what can we do?
We need religious approval to attract the pilgrim trade. None of the towns-
people want our food, because they seem to take hot meals delivered to their
homes by Rice Express. None of the villagers want our laundry, because So Li
handles it all. But still, we can’t afford to stop paying the Brothers and Sisters.
Sometimes, I just wish the fights would stop breaking out on our premises.”

“Sir, I learned a new word when talking to a Beijing Mandarin yesterday.
This word ‘secular’ is most confusing. Apparently it means something without
religion, or a-religious or something. I am happy that I know of no restaurants
or laundries so godless as to be secular. Isn’t it frightening to have something
so atheistic?” queried Lo Fan.

“Get a detailed grip on the big picture, my humble servant. Secular is
hardly a frightening concept,” assured Kli Ning. “In fact, as a well-travelled
gentleman, I am familiar with many foreign lands where secular is not just
known, but fervently believed,” boasted Kli Ning.

“0O learned master, how happy am I that these secular foreign concepts are
banished from our lands so that we may experience the joys of intensive
religious debate within our very premises, in order to enrich our daily lives
and bring meaning to our otherwise worthless existence,” observed Lo Fan.

Kli Ning pondered these platitudes for a moment and then burst forth.
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“You are quite right Lo Fan, we shall celebrate the beauty of secularity. As I
have always said, paying religion is a poor way to promote a business. If you
can’t do-it-yourself, don’t ask a monk or nun. Let us be rid of both the Brothers
in Alms and the Sisters of Mo Tzi. Let us be rid of this tithing mumbo-jumbo.
Let us go forth the Z/Yen way, into the land of secularity where the rivers flow
with business opportunities, the pavements are paved with paying customers
and where prayer wheels never whirl.”

Lo Fan may have been secretly pleased at Kli Ning’s decision to go secular,
but he never showed it. As sales rocketed under the new secular promotion
(door-to-door sales, signs rented at nearby monasteries and a discrete blanket
coverage leaflet campaign over several weeks which included a massive
jackpot lottery), Kli Ning became more convinced of the efficacy of his do-it-
yourself strategy. Unfortunately, as the secular promotion campaign grew, the
task began to take up more and more of Lo Fan and Kli Ning’s time. The pair
began to realise the effort the Sisters and Brothers put into their marketing. In
particular, Kli Ning began to resent frequent late-night interruptions, even at
his exalted position, as they tried to rush out each last-minute campaign.

“Lo Fan,” intoned Kli Ning, “I have begun a process that others may take up
after me. And the sooner they take it up after me the better.”

“O esteemed businessman,” remarked Lo Fan, “only a fool would undertake
something as risky as marketing from an internal position. Such a fool would
be responsible for the marketing strategy and the hiring of a suitable sales

force, and be held liable for any fall in sales. Besides, if this ‘secular’ stuff turns



out to be invalid, the fool would be barred from salvation and Z/Yen en-
lightenment. Such a position would be a sure road to disaster.”

“You are quite right Lo Fan,” said Kli Ning. “I cannot fail to express every
confidence in your abilities. May you create the most powerful sales force in
the history of my restaurants and cleaning establishments. I, Kli Ning, give you
the pyramid, a powerful symbol brought from far-off lands in the West. These
western cultures are truly obsessed with sales and marketing. The pyramid is
their most potent symbol, uniting the four forces of business beneath a focal
point of stonemasonry. May you conquer many sales territories in its name.
Thus have I spoken.”

“You honour me above my humble abilities,” demurred Lo Fan. “Much as I
aspire to the role you have outlined, my other duties require me to maintain an
impartiality in the religious disputes which appear to be making increasing
interruptions to our formerly peaceful and lucrative trades. The role you
describe in sales and marketing is profoundly religious, even if performed by a
secular advocate such as myself.”

Kli Ning frowned, pondered for a moment and replied, “Yes, now that you
mention it, secular religious fervour is clearly beyond your capabilities.
Sometimes I am slightly too hasty in my desire to resolve problems quickly and
to promote loyal, albeit mediocre, staff. Yet we must seek a new organisation
to undertake our marketing or continue to do it ourselves. Perhaps we could
employ one of the Brothers or Sisters to enlist secular acolytes to perform our

marketing? If only there were another agency to whom we could turn.”
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“O master, we began this pilgrimage in order to obtain value for money from
our religious dues, half of which we believed we were wasting. Yet there seems
to be no way to pay but half of our dues and still meet our targets,” observed Lo
Fan. “On reflection, perhaps there is another perspective on this problem. Half
our dues to the Sisters of Mo Tzi go to Mo Tzi and half are wasted on the gaggle
of other nuns who merely repeat the same chants. Curious, isn’t it?”

On the following day, a press release was circulated throughout the
province. The revered nun, Mo Tzi, had suddenly abandoned the order she
had founded, taken up a secular position with a new agency, “Kli Ning Secular
Promotional Communications” and adopted the pyramid as her symbol.
Although Mo Tzi’s work for Kli Ning is clearly documented historical fact, she
and her agency achieved legendary status with their self-promotional efforts
in pyramid selling and the power of pyramids.

Without denigrating her powers, even her most fervent admirers were
surprised to see one of the most colossal, secular imperial deification campaigns
undertaken by her agency supporting Mo Tzi’s own ends so blatantly. Mo Tzi
had promised some magnificent, nay outrageous, constructions in far-off
lands to support the “pyramid campaign”. Although some critics of Mo Tzi
expressed surprise at the apparent rapidity of the construction, others
admired the seemingly perfect patina of two and a half thousand years of age
that Mo Tzi’s set designers had given to the campaign’s sets. Everyone
admitted the exotic brilliance of her concept and even Mo Tzi’s critics had to

accept that the Imperial Audit Office had travelled to a distant western land, a



region called “E-Gypt”, and had assured itself that such vast sums had actually
been spent in support of the campaign. Some of Mo Tzi’s more persistent
critics took pains to point out that the Imperial Audit Office should likewise
have verified the more remote eastern portions of Mo Tzi’s flamboyant cam-
paign in “Amer Ika”, where ludicrous sums had been expended clearing jungle
for further erections of pyramids.

Mo Tzi’s only comment on the enduring merit of the pyramid campaign
was, “We built too many of the blasted pyramids in so many places. Half of
these pyramids are wasted; the problem is that I don’t know which half.

Technology just always lets me down.”

QUESTIONS FOR STUDENTS

™ Role play a door-to-door sales encounter first as a Sister of Mo Tzi
and then as a Brother in Alms. Calculate the exact payback of each

door opening.

Using papier maché, encapsulate the entire PR strategy for Chao
Kli Ning in a work of permanent sculpture suitable for exhibition

and resale.
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