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When an Office Is
Not a Place—Bult
State of Mind

Paul Zane
Pilzer in a cor-
ner of his Utah
home. The
lovely Wa-
satch Range
provides a
backdrop.

“Once we get over thinking of work as a slave-factory job, mixing work
and home is a very pleasurable experience,” asserts Paul Zane Pilzer. Here’s more very

unconventional wisdom from an entrepreneur extraordinaire.

WORKING AT H O M E




A home-based local-area network: Every room

is wired for the use of electronic equipment.

Ever a pioneer, Paul Zane Pilzer has blazed
a brilliant trail through many careers —
economics professor, real estate developer,
author, adviser to Presidents, entrepreneur.
Now; from the mountaintop glass pen-
tagon he calls home, he’s breaking new
ground with advice for all home-based bus-
inesses that is, as always, unconventional:
B Don't draw a line berween work and
pleasure.

B Don 't separare your work from your
family.

W Don tser up an office in a separare room
in'your house.

W And, to network marketers: Go high
technology!

A Seamless Work-Play Weave

Pilzer started working at home, from his
New York City apartment, in 1976, after
arranging to work nights as an economics
professor at New York University and days
as a vice president for Citibank. His desk
at home looked out on the East River, and
his computer required him to put his head-
set in a cradle thac linked him into the
Citibank mainframe. In the late 1980s, he
progressed into airport industrial-park
development. He also helped uncover the
Savings-and-Loan crisis, wrote a book
about it, and became an economic adviser
to the Reagan and Bush administrations.
In this decade, he is helping ro create an
industry of CD-ROM educational disks.

His success has enabled him to build a
dozen homes— in New York, Utah, and
Texas, continually refining and updating
his home-office concept. “Always assume
thar there’s a better way now than the way
you set things up last month,”™ he says.
“Allocate a specific amount of time to
research communication and worlk tech-
nology rather than fall behind.”

Today, Pilzer’s days are a seamless weave
of work and play. A 41-year-old bachelor,
he gets down to business at 7:00 a.m. —
carrying his IBM Thinkpad around the 12
rooms of his 8,000-square-foot house in
Utah. He zaps back the answers to the 100
to 150 electronic-mail messages he gets
daily from ZCI Publishing Inc., his elec-
tronic publishing business in Dallas, and
the 30 to 50 messages he gets from others.

He breaks ar 11:00 a.m. to depart for
the ski slopes. During the 45 minutes the
lift takes to get to the top of his favorite
run, he makes private business calls on his
cellular phone. Then, after hiking to the
top and breathing in the crisp air, he skis
down — “It requires total focus, or you'd
kill yourself”— to have lunch with friends.
In the summer, he rides his bicycle a cou-
ple of miles up the mountain. Torally
refreshed, he heads back home, where he

checks the replies to e-mail messages he's
sent earlier; prints out telephone numbers;
and, taking a phone with a 25-foot cord,
climbs into a Jacuzzi that sits atop a cliff
with a panorama of ski runs in the dis-
tance, There, he malkes all of the callbacks
that require a more extended amount of
time — “I turn off the jets, so they won't
know where [ am.”

At 4:00 p.m., he knocks off work,
watches the sun ser over the Wasatch
Range, and has dinner with friends or rela-
tives, perhaps followed by a laser-disk
opera on his large-screen theater or a game
of pool. Sometimes the event of the mo-
ment will simply be the sights — a purple
storm cloud advancing, a herd of elk pok-
ing their noses against the side of his three-
story glass castle, the planet Jupiter climb-
ing high into the sky. “T'm very involved
with my brothers and their children and
my cousins. Because I have large houses in
nice places, | encourage them to visit,” says
Pilzer.

As everyone cooks, talks, and plays, he
may join in or sit off to the side, receiving
and sending more e-mail. Ar some point
during the evening, he will make a 15-
minute conference call to his key managers

W ORKING AT HOME

Pilzer works under the assumption
there's always a better way, so he
continually redefines his home-
office concept. His 8,000-square-
foot abode reflects his thinking:
There are spaces for conferences,
large and small, and a high-tech
penchant (along with pop-art fig-
ures like the saluting sailor) is dis-
played everywhere.
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in Dallas. He'll often break off from his
business tasks to chat with his guests, find-
ing their interest in his work energizing
and inspiring. “There’s nothing more
rewarding than having your family and
friends rooting you on: ‘How did things
go? How was that interview?’ Once we get
over thinking of work as a slave-factory
job,” he says, “mixing work and home isa
very pleasurable experience.”

Before he goes to bed, he spends a half
hour in an office on the third floor — the
only time he’s actually there — checking his
computer for faxes, answering more e-mail,
and, for relaxation, playing around in
Morse code on his ham radio.

What doesn’t his day include? The trap-
pings of work that would cramp his style:
on-site staff; voice-mail messages (I hate
voice mail — it goes on and on”); and a
reliance on fax machines (“Paper all over!
Yuk!™). Which brings him to network
marketing,

Network Marketers and High Tech

Despite its lead in the trend toward
home-based offices and in remaking retail-
ing, Pilzer believes “network marketing is
behind corporate America in'its use of elec-
tronic-text messages. It’s becoming too
reliant on voice mail, and that’s been slow-
ing it down,” he says. But he does see signs

WORKING AT HOME

A projection TV is one type of entertain-
ment for the friends and relatives who dine
with Pilzer at his three-story aerie. As every-
one cooks, talks, and plays, he may join in
or sit off to the side, receiving and sending
e-mail or attending a conference call with
his key managers. Opposite: A nighttime
look at the back of Pilzer’s house. The
Utah, American, and Texas flags fly promi-
nently. Inset: Pilzer's Jeep Wrangler.

of high-tech growth: “Those network mar-
keters who are developing a substantial
retail business are starting to use enhanced
communications such as e-mail and
enhanced delivery systems such as online
ordering directly from the shipper.” The
network marketing activity on Compu-
Serve, he notes, grows exponentially every
two to three months.

For Pilzer, technology is so key to his
productivity that his entire Utah home has
been designed to ease the use of his elec-
tronic-communications equipment. Every
room is wired with a 10Base-T lamp con-
nection thart links all the communications
equipment in the house into a local area
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The Best Open-Door Home Office
Pilzer believes “an office is not a place
but a state of mind that lets you work
around the house. When your office is in a
separate place, it makes what you do feel
like work, instead of something that you
love. A room with a closed door is a
pressing place to go.” In fact, hea
home-based business owners to make sure
they can plug in their terminals in their
kitchens, the heart of activity of most hous-
es: “T tell people that the Compaq Presario,
which you can get for about $1,500 with a
D-ROM, is the computer of choice f
the kitchen. The 4 I, I want a com-
puter for my offic Pur it in the

kitchen, trust me.’




