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Donald Trump considers
‘The Apprentice’ the
biggest show on NBC
since ‘Friends.

AROUND THE WATERCOOLER

Irump's show

defies reality

Execs take “The Apprentice’ seriously;
comely contestants don’t hurt the ratings

BY MIRIAM KREININ SOUCCAR

In Columbus, Ohio, last month,
Stampp Corbin divided his staffers
into four teams, pitting men
against women, and asked them to
come up with strategies for his
technology company.

Each group had to choose a
leader and present its plans to an
independent judge. Where did
M. Corbin get the idea? From his
favorite new television show, The
Apprentice.

“There’s a lot you could learn
from The Apprentice,” Mr. Corbin,
chief executive of RetroBox, an in-
formation technology disposal com-
pany, remarks in all seriousness. “It’s
a microcosm of the real workplace.”

Real estate mogul Donald
Trump’s hot new show has quickly
become the leading watercooler
topic in offices from Middle

America to Wall Street. It’s easy to
see why The Apprentice is popular.
Most of the contestants look like
models, there is drama as the play-
ers duke it out to stay in the run-
ning, and it offers a glimpse into

Mr. Tr umps glitzy lifestyle.
What’s surprising is how seri-
ously it’s being taken in business
circles, when a typical episode con-
sists of two teams setting up lemon-
ade stands or selling items at a flea
market. One can now find high-lev-
el executives talking about Omarosa
and Troy as if they were colleagues.
“Out of the people I associate
with, at least two-thirds are watch-
ing it,” says Michael Berman, a
partner in  Manhattan-based
CPath Solutions, a turnaround
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