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INNOVATORS

Every innovation needs an individual willing to stand up for its value. The fol-
lowing innovators staked out this difficult ground with poise and vision for the
future. In doing so, they allowed us all to experience the world on a new level.

Michael Dell

Michasl Dell is best known for his
company's fiercely afficiant direct
marketing of build-to-order personal
computers. But Dell Inc. topped
Fovtune's list of Most Admired
Companies for other reasons, high
armong them iis customer-centric
sarvice philosophy. Dell views every
customer as a market, and Dell's
market share as the percant of that
pustomer's businass his company will
get aver a lifetime.

Mark Burnett

Az the ongoing reality television boom
spawns show after show, Bumett keeps
finding combinations that stand out. His
programs—from Sunvivor to The
Apprantice ta The Contender—all trade
on themes of competition, struggle, moti-
vation and victory, exposing whal sepa-
rates winners from losers.

Joe Trippi

He may not be so good al picking win-
ning candidates (record; 0-5), but Howard
Dean’s campaign manager just may have
brought campaign financa into the
Intarnet ara during the farmer Vermont
governor's quikotic 2004 presidential run,
Using a variety of Wab- and taxt-messag-
ing-based techniques, he raised a foriune
In small, anline donatians and EﬁErg-ZEd
notoriously apathetic young voters, Both
parfies have taken nole.

a . '
Sergel Brin

and Larry Page

Brin and Page, the cofounders of Internet search
engine Google, built

n better mouse-
trap and watched
the world beai u
path to their
door, Like most
tech company
founders, :J:r"!.'
relied on stock
options to moti-
wmte f“'l.!lll:ﬁ}'l"l"h' L]

stay and create

Ereat new |:rnr||.1|'|:sr.. Unlike most dot-com work-
ers, those who stayed got rich in the IPO. Ta lu-.r]:l
that entreprencarial spirit alive as a public com-
pany, the pair enconrage emplovess to spend o
pm'ﬁun ol Ehear hnrhdny i 11] |n|-uJ'¢-|,-r-. of their own
devising. They also created the Founders" Avward,
presenting two teams that created luerntive prod-
uces this yonr with about 51T million worth of
company stoch—not options. Between the pri-
\'.:I.M--pl'\njft'l: rmlir:, and the stock ETRnis, Beim and
FHHL‘ ]1“'\'&' IIII.IIJE i: L'IL'H.T 111!“’ I]1L'II:II 1.III!'!|' \'illll‘l'
their rn}plny:-rn“ |'-n~|.|.|i1.-i|:_$-.

James

Feldman

When it came to travel,
group awards were the
only efficient way to
reward sales
Until 1983 that is, when
James Feldman formed
Incentive Travelers Cheque
International as a resource
for individual and group
travel. Using his iTCheque t
falfill travel, he made it possible to individually
reward large staffs His product has spawned
many imitators and opened up incentive travel 1o
companies that could not absorb the cost or han-
dle the complex fulfillment,
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