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‘Please introduce yourself’




There’s an old Scottish proverb that goes, ‘you don’t
make sheep any fatter by weighing them.” How, if at
all, might this thought be applied to the business of

business?
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You greatly enjoy your job with a rising film
production company. You have a younger brother
who has just graduated with an Arts degree and 1s
looking for a job. Your father assumes you’ll want to
recommend him to your own company, but you’re
- reluctant to do so; partly, you admit, because you
don’t want him invading your space, but more
importantly because, knowing both your company

@ and your brother, you don’t think he’d be a suitable

candidate. Write a letter to your father, explaining
the reasons for your reluctance.



It’s becoming increasingly common for people 1n the
middle of their careers to say that they “want to put
something back.”

Does completing a conventional career inevitably
entail taking?
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INTERESTING, INTERESTED
PEOPLE




