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fn»u**/ Paying the Price 
of Power Play 

Reviewed by 
William V. Thomas 

The reviewer teaches Eng
lish at Hood College. 

As the vice president of a 
New Y o r k publ ishing house, 
Michae l K o r d a has undoubt
edly l i ved through some har
r o w i n g power struggles. I n 
one sense his book is a sur
vivor 's manual on the tech
niques of corporate ski rm
ishing; i n another, i t exam
ines the ar t of se l f -conf i 
dence, not i n the style of 
Dale Carnegie b u t A l b e r t 
Camus and Carlos Casta
ñ e d a , the h e r o e s of the 
countercul ture . 

Hav ing power is largely 
a mat ter of creating the i l 
lus ion of having i t . I n a 
w o r l d where "í tppearance is 
rea l i ty , wa lk ing small never 
makes the grade. As Korda 
points out, the roots of pow
er l ie i n mi l i t an t , but con
t ro l l ed , self-interest. "Thus, 
t r i v i a l as power games may 
sometimes seem," he writes, 
" they are a means of de
f i n i n g who we are, of pre
serving both our freedom 
of act ion and our ab i l i ty to 
effect change." 

The urge to exercise con
t r o l over others, whether i t 
reveals i t se l f i n in ternat ion
al t r ad ing or a bar room ar
gument, is imbedded i n the 
l i f e of c ivi l ized man. "Wher
ever I found the l i v i n g , " 
Nietzche o n c e observed, 
"there I found the w i l l to 
power." Ye t because i t is 
also a game, the demands 
of power-playing are myth ic 
as w e l l as real . A powerfu l 
person dramatizes himself . 
His "act" is the t h ing that 
places h i m beyond anyone 
else's command. 

K n o w i n g how to succeed 
i n business, as elsewhere, 
means knowing how to per
f o r m necessary r i tua ls your
self — ra ther than having 
them performed on you. 
A l o n g these lines, K o r d a of
fers an ingenious system of 
"power spots," the most ef
fective positions to occupy 
i n open-space offices, meet
ings, and cocktai l parties. 
(Corners are desirable places 
to be; the center of the r o o m 
is for losers.) 

To extend his influence 
w i t h i n an organization a 
power-player s h o u l d l ay 
c la im to t e r r i t o ry . K o r d a 
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Book World 
POWER! How to Get It, How to Use It. By Michael Korda 

( R a n d o m House. 267 pp. $8.95) 

suggests tha t this is done 
most easily th rough sym
bolic action. For example, 
influence can be s ignif ied 
by appearing to know more 
than you do (silence is the 
best prop) ; also by color 
schemes. The object is to 
spread hints of your favor i te 
color, and at the same t i m e 
your power, a round the of
fice. 

I f the o ld stereotype of 
power d r i v i n g men mad no 
longer prevails , reaching f o r 
power and f i gh t ing to h o l d 
on to i t s t i l l have ce r ta in 
drawbacks. Bob Guccione, 
one of Korda 's "success 
stories," worked his way up 
f r o m a d ry cleaner's assist
ant to the owner of Pent
house magazine. B u t now he 
feels gloomy about the pr ice 
he's had to pay. "When a 
man rea l ly makes a success 
of his l i f e , " he says, "99 per 
cent of his friends vanish. 
I have never changed, b u t 
I feel re jected by the peo

ple I used to know and love." 
The r o o m at the top is a 
lone ly address. 

"Power!" is f u l l of help
f u l and w i t t y t ips on "mak
i n g i t " : how to use gu i l t , 
rumors , and showdowns to 
get promoted; how to w i e l d 
the symbols of achievement; 
how to "put Gucci Goafers) 
on F lorshe im feet" and get 
away w i t h i t . 

A n elementary t r u t h about 
our l ives and about mak ing 
a l i v i n g is tha t we are de
pendent much of the t i m e 
upon surfaces and appear
ances, and i t is to these that 
we must learn to at tend w i t h 
greater sympathy and Imag
ina t ion . Michae l Korda 's i n 
format ive book f i l l s the b i l l 
i n this department. Together 
w i t h "The Peter P r inc ip l e " 
and "Death of a Salesman" 
i t should be requ i red read
i n g fo r anyone interested i n 
l ea rn ing about the r ea l bus
iness of business. 
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