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EDITORS’ NOTE Jim Rooney, one of Dan and 
Patricia Rooney’s nine children, worked along-
side his father for decades. Dan was one of the 
most-infl uential sports executives of his genera-
tion, the man who transformed the Pittsburgh 
Steelers into one of the National Football 
League’s great dynasties. Some of his most 
important achievements, however, took place off 
the fi eld as he sought to bring about equity in the 
league’s hiring practices and peace in his ances-
tral Ireland. As a business leader, philanthropist, 
diplomat and the author of the Rooney Rule, 
Dan was known for his values, quiet strength, 
effectiveness, and willingness to talk to and hear 
from those who disagreed with him. Jim’s per-
sonal and professional view of his father’s career 
comes from having assisted his father with rela-
tionships at the State Department and the White 
House during Dan’s time as Ambassador to 
Ireland, and also being involved in the football 
enterprise and support of the Rooney Rule. In 
addition to being an author, Rooney is co-part-
ner of Rooney Consulting, which assists orga-
nizations with enhancing culture, building 
strong teams and growing businesses. He also 
founded FirstLink Research and Analytics, a 
world leader in building business analysis for 
technology transition. He serves on the Board of 
Directors for the Jewish Healthcare Foundation 
of Pittsburgh, The American Ireland Funds 
and Gilmour Academy. Rooney holds an 
Organizational Consulting certificate from 
Georgetown University and a B.A. in Political 
Science and Communications from Boston 
College. 

You recently published a new book, A 
Different Way to Win: Dan Rooney’s Story 
From The Super Bowl to The Rooney Rule.
What interested you in writing the book?

I wanted to tell my father’s story. He had 
a lot of infl uence and he wasn’t afraid of his 
infl uence. He felt that accountability to others 
or the mission – not self-gratifi cation – was 
the reason one would use that infl uence. That 
is the basis of how I relay his story.  I lay the 

book out into four main story lines: rebuild-
ing the culture of the Steelers, his infl uence on 
the NFL, peace in Ireland and the Rooney Rule, 
which is his life’s work. 

It’s a career playbook to inspire the next 
generation of leaders and centers around my 
father’s business values: consensus-building; 
diversity and inclusion; listening and respect; 
rigor; and focusing on the long game.

In regard to the Steelers, what were the 
keys to your father’s ability to transform 
the franchise and create success?

My father had an internal drive to always 
get things right, to always be organized, and to 
always have a plan. He went to business school 
and studied economics and fi nance.

He understood innovation. For example, 
the Steelers coach that he hired in the 1970s, 
Chuck Noll, was one of the most innovative guys 
in football. My father understood you always had 
to have the balance of stability and continuity, 
but that you can’t become stale. He was always 
trying to balance innovation with continuity. 

Did your father focus as much on the 
type of character a Steelers player had as 
he did the talent?

Football is a team game and you need guys 
that can play on a team. We, like every team 
does, have run into that challenge where you 
fall in love with someone’s 40-yard dash time. 
You fall in love with their tape. You fi nd some-
one that’s so good on the fi eld and then they 
can become a real challenge off the fi eld. Those 
things in the long run, I think, are harder to 
clean up. I think they take more time. 

The hard part is that intuitive notion of 
what that line is. These guys are young guys. 
They have big egos. You want big personali-
ties. You don’t want shrinking violets. The 
challenge is knowing who’s going to cross that 
line to a point where they’re detrimental to the 
locker room versus who has a strong personal-
ity. You’re always going to have to manage big 
personalities.

Your father was committed to phi-
lanthropy and supporting those in need. 
Where did this passion develop?

I think this is somehow a part of every-
one’s story. We all have some immigrant 
story. My father was born in the Depression. 
He tells a story of looking out his window 
when he was eight years old, seeing my 
grandmother feeding neighbors who had 
come to the back door. She brought them 

soup and bread. He saw that suffering and 
it certainly had an impact on him. I think he 
just felt an obligation to do it from a per-
sonal level. The Steelers had so many players 
that gave back to the community and sup-
ported worthy causes. Franco Harris is one 
of the most decent human beings I’ve ever 
met. Mel Blount spent his whole life help-
ing youth with the Mel Blount Youth Home. 
I think when you bring good people in, it’s 
not about instilling your values on them. It’s 
about creating the opportunities and as an 
organization allowing it to happen. 

The book focuses on the Rooney Rule. 
Will you elaborate on the Rooney Rule and 
the impact it has made?

Tony Dungy talks about the spirit of the 
Rooney Rule. What he means by that is that he 
saw my father with this total commitment to 
try to create fairness. From 1968 to 1976, the 
Steelers drafted more players from historically 
black colleges and universities than any other 
team. These players that were being excluded 
because of the schools they went to were con-
tributing at an increased level.

My father was really the leader who brought 
that about. We brought in one of the fi rst African-
American scouts, a man named Bill Nunn, and 
Bill was the scout that went to those schools.

The impact of the Rooney Rule is clear. 
There were seven minority hires in the NFL 
between 1920 and 2003. Since then, with 
coaches and general managers, you have 30 
hires. You have a 40 percent increase at the 
assistant coach level and those jobs don’t even 
require a Rooney Rule interview, but that’s 
what Tony Dungy was talking about when he 
referred to the spirit of the rule. The Rooney 
Rule now has extended into other industries, 
including tech and fi nance.

What was it like growing up in the 
Rooney family?

We are Irish. We had more than our share 
of fi st fi ghts. But in the end, we all knew we 
had each other’s back which is what I think 
was most important. I am very grat eful. It was a 
special experience.•

Jim Rooney

A Different 
Way to Win

An Interview with Jim Rooney
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EDITORS’ NOTE Philip White, a 39-year 
global real estate veteran, oversees Sotheby’s 
International Realty brand’s affi liate networks 
and company-owned brokerages. Under his 
leadership, the brand announced that its affi li-
ated brokers and sales professionals achieved 
a record $112 billion in global sales volume in 
2018, the highest annual sales volume perfor-
mance in the history of the brand.  In early 2019, 
White became President and Chief Executive 
Offi cer of Sotheby’s International Realty, Inc., 
taking on the responsibility of managing the 
brand’s company-owned brokerage business, in 
addition to his role as president and chief exec-
utive offi cer of Sotheby’s International Realty 
Affi liates LLC. Since his appointment as CEO, 
he has cultivated the growth of the brand into 
71 countries with nearly 1,000 offi ces and more 
than 23,000 sales associates. 

COMPANY BRIEF Sotheby’s International Realty 
Affi liates LLC (sothebysrealty.com) was founded in 
1976 as a real estate service for discerning cli-
ents of Sotheby’s auction house. Today, the com-
pany’s global footprint spans nearly 1,000 offi ces 
located in 71 countries and territories world-
wide, including 44 company-owned brokerage 
offi ces in key metropolitan and resort markets. 
In February 2004, Realogy, its parent com-
pany, entered into a long-term strategic alli-
ance with Sotheby’s, the operator of the auction 
house. The agreement provided for the licensing 
of the Sotheby’s International Realty name and 
the development of a franchise system. The fran-
chise system is comprised of an affi liate network 
where each offi ce is independently owned and 
operated. Sotheby’s International Realty supports 
its affi liates and agents with a host of operational, 
marketing, recruiting, educational and business 
development resources. Affi liates and agents also 
benefi t from an association with the venerable 
Sotheby’s auction house, established in 1744.

What have been the keys to the Sotheby’s 
International Realty brand’s success and 
industry leadership? 

The success of the Sotheby’s International 
Realty brand can be attributed to a number of 
key factors – a rich history, the best people in the 
industry, a global footprint and innovative tech-
nology. The brand’s history with the Sotheby’s 
auction house instills trust in the quality and leg-
acy of the brand among both clients and agents. 
We work with some of the best real estate profes-
sionals and sales associates in the business and 
we are the number-one brand represented in this 
year’s “The Thousand” rankings of top agents 
in America for exceptional sales achievements. 

Another key difference is our global footprint. 
The brand maintains a strong presence in 71 coun-
tries and territories around the globe, which isn’t 
something many real estate companies can claim. 
We are a leader in innovation and continue to seek 
out exclusive opportunities where we are fi rst to 
launch new initiatives. Whether it’s marketing or 
technology, we lead the industry. 

Wil l  you  d iscuss  the  Sotheby ’s 
International Realty brand’s commitment to 
building a diverse and inclusive workforce?

As a global brand, we are incredibly focused 
on diversity and inclusion. We participate in several 
trade associations which highlight the network’s 
robust diversity. For example, we maintain a brand 
presence at AREAA, which is the Asian Real Estate 
Association of America, and I have co-chaired one 
of their big events in the past. We have a great 
relationship with NAHREP, which is the National 

Association of Hispanic Real Estate Professionals. 
We also have a member of our team who is on 
their board. This year, we sponsored the event for 
the National Association of Gay and Lesbian Real 
Estate Professionals (NAGLREP), which was held 
in Palm Springs. 

How critical is it for Sotheby’s International 
Realty to be engaged in the communities 
it serves?

We have a strong sense of social respon-
sibility. We work with an organization called 
New Story, a non-profi t which aims to transform 
dangerous living environments into communi-
ties of safe, sustainable homes. About a year 
and a half ago, our network raised more than 
a million dollars to build homes in El Salvador 
and Mexico. 

This work resonates with us and we want to 
take some of the benefi ts that we’ve accrued at 
Sotheby’s International Realty and help people fi nd 
shelter and a safe home to raise their families.

What are the characteristics that make a 
successful real estate broker and can you tell 
right away if someone is going to be success-
ful in that role?

That’s a good question. I’d like to say I 
know immediately. I think their background 
helps me determine their likelihood of suc-
cess. To be a good broker, it’s advantageous 
to come into the business with what we call a 
healthy sphere of infl uence. It helps to have a 
network and to get involved with the commu-
nity you are serving. If you don’t already have 
a good network, you have to be very good 
at prospecting for business which takes a lot 
of discipline to continuously be on the phone 
connecting with people. 

A successful real estate broker needs to be 
empathetic as well. They have to understand the 
emotional issues that people deal with in buying 
or selling a house because there are emotions 
involved. It is not just a calculated investment 
transaction like selling an offi ce building, which 
is based on the numbers. It is more involved 
than that. 

What do you enjoy most about the real 
estate industry?

I love the real estate business and I get my 
energy from real estate agents. I want to see 
them succeed. I think that’s helped me in my 
career because it’s not so much about me as it is 
about them. I’m proud to be surrounded by these 
inspired individuals that come up with creative 
solutions every day on behalf of the brand.•

 Philip A. White, Jr.

Brand, People, 
Global Footprint 
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President and Chief Executive Offi cer, Sotheby’s International Realty
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