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Leadership Transformed  
by Dr. Peter Fuda

In A Nutshell
Cutting edge insight into modern leadership. 
Backed by over a decade of rigorous, first-
hand research with hundreds of CEOs, 
Fuda frames the leadership transformation 
through 7 easy to grasp metaphors.

Visuals
A 2 minute book trailer

Check out Fuda’s YouTube channel 
for a range of videos

The fire metaphor: from ‘burning 
platform’ to ‘burning ambition’

Author’s Pitch
How does a good manager 
become a great leader?

Ask around in business circles, and you’ll 
get a thousand different answers. But 
now, internationally-renowned leadership 
expert Dr Peter Fuda has created a single, 
coherent roadmap for greatness: after more 
than a decade’s research and practice, 
Fuda shares the seven common threads 
that have enabled hundreds of leaders 
across the world to transform themselves 
into effective, inspiring leaders.

Fuda has helped leaders on four continents 
achieve greatness. Previously available 
only to the select clients of his industry-
leading consultancy, now Fuda’s expert 
knowledge can help kick-start your 
own leadership transformation.

Author and Credentials
As a management consultant, Peter and his 
team at The Alignment Partnership (TAP) 
have created some 30 published case studies 
of business transformation, and more than 
500 individual case studies of leadership 
transformation around the world. Clients 
include global multinationals like MasterCard, 
Kraft, Philips, Peabody, Bayer, Xstrata, CSC, 
Luxottica, Dun & Bradstreet and Mars; ASX 
giants like Westpac, Telstra, Suncorp, Foxtel, 
Crown Casino and Promina, and the Hong 
Kong and Queensland governments. In an 
environment where 70% of all change efforts 
fail, TAP has a better than 90% success rate.

As a leadership coach, Peter has enabled more 
than 200 CEOs to measurably increase their 
leadership effectiveness and performance.

As a thought leader, Peter’s research and 
approaches to transformation have been 
published on five continents. He is the first 
Australian ever published on transformation in 
the prestigious Harvard Business Review. His 
doctoral research is now required reading at 
universities from Taiwan to the USA, including 
at Harvard. Peter is also an Adjunct Professor 
of management at Macquarie University.
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“The greatest leaders transform themselves 
before transforming others. Leadership 
Transformed is a guidebook on how to 
transform yourself and your organisation.” – 
Marshall Goldsmith, World’s Most Influential 
Leadership Thinker (Thinkers50 Global Study)

“On a global basis, transformative leadership 
is a rare asset and vital to the success 
of any organisation. In this provocative 
book, Peter has uncovered a compelling 
paradigm that will no doubt benefit leaders 
and their organisations.” – Tim Armstrong, 
Chief Executive Officer, AOL Inc

Summary
Fuda identifies five strategies for 
empowering leadership

1. From content to context 
Shift focus from the day-to-day 
detail of their world to creating a 
context for the success of others.

2. From talking to walking. 
Shift from telling others what is 
required to showing them.

3. From competing to collaborating. 
Move from politics and conflict toward 
creating genuine relationships built on 
trust and the idea of mutual success.

4. From guru to guide. 
From providing answers to coaching 
others to find answers for themselves.

5. From critic to cheerleader. 
From a focus on what is going 
wrong to what is going right.

The 7 Metaphors
At the heart of the book are 7 metaphors, as 
described @www.peterfuda.com, these are:

1. Fire
• The motivational forces that initiate 

and sustain transformation efforts; 
including a burning platform and burning 
ambition, as well as personal and 
organisational reasons for change.

• The Fire, or the big why is actually a crucial 
part of how leaders transform. As Nietzsche 
said, “he who has a why to live can bear 
almost any how”. Fire is central to the 
other six metaphors, because if the fire 
goes out, all other factors are redundant.

2. Snowball
• A virtuous snowball of accountability that 

propels the change effort forward; starting 
with the leader, and building momentum 
as others are ‘swept up’ in the journey.

• Momentum is contingent upon getting a 
critical mass of leaders on the journey, 
exiting those who are not committed, 
and embedding constructive leadership 
in the organisation’s systems and 
structures. At this point, the snowball 
is almost impossible to stop.

3. Master Chef
• Artful application of the ‘leadership 

science’ (frameworks, tools and strategies), 
which enable a leader to advance from 
amateur cook to ‘master’ chef.

• Pioneering French chef Marcel Boulestin 
once said “cooking is not chemistry, 
it’s an art. It requires instinct and taste 
rather than exact measurements”. 
Similarly, transformation is accelerated 
when leaders work fluidly within a 
recipe (change frameworks), and 
artfully deploy their utensils (tools) 
and cooking methods (strategies).

4. Coach
• A team of consultant(s), colleagues 

and supporters that collectively coach 
a leader toward their aspirations.

• The leader is likened to captain of a 
sporting team who receives coaching 
from a variety of sources, both on-field 
and off-field. Coaching is most powerful 
when all groups identify mutually 
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beneficial outcomes from the leader’s 
transformation, and create a trusting 
environment for that coaching to take place.

5. Mask 
• Concealment of imperfections, or adopting a 

persona, which is misaligned with a leader’s 
authentic self, values or aspirations.

• The mask is a heavy burden to uphold; 
it creates inner conflict with a leader’s 
deeply held values and aspirations, and 
can negatively impact on important 
relationships. When leaders drop their 
mask in favor of being their ‘authentic 
self’, the power this unleashes is atomic 
in scale; they get more done, build 
more trust, have far more enriching 
interactions and feel more fulfilled.

6. Movie
• Processes of self-awareness and 

reflection, which allow a leader ‘edit’ 
their performance, and direct a ‘movie’ 
in line with their leadership vision.

• Often, leaders find themselves in their own 
version of Groundhog Day, living the same 
reality day after day with the same result. 
After many visits to the editing suite, leaders 
can hone their reflective capacity, and 
eventually, learn how to slow down their 
movie. From this place of stillness, leaders 
can draw upon past learnings, and their ever 
expanding repertoire of tools and strategies, 
and choose a better response – in real time.

7. Russian Dolls
• A complimentary set of journeys 

that interact with a leader’s personal 
journey of transformation.

• A leader’s journey personal journey never 
exists in isolation; there is most often a 
team journey, an organisational journey, 
and a journey of the up-line environment 
such as the corporate parent. And there 
can be even more journeys, or ‘dolls’ in 
the set. When all of the dolls fit neatly 
within one another, they have the potential 
to travel well together. Conversely, 
whenever one doll tries to pull in a different 
direction, its proximity to the other dolls 
ensures that it doesn’t get very far.

Additional Information 
Fuda’s website contains a wealth of 
great articles and a brilliant blog

A summary HBR article by 
Fuda on the metaphor’s

http://www.peterfuda.com/
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In A Nutshell 
Inspiring and thought provoking insights 
into meaning from a psychiatrist and 
Auschwitz concentration camp survivor.

Publisher / Author’s Pitch
Psychiatrist Viktor Frankl’s memoir has riveted 
generations of readers with its descriptions 
of life in Nazi death camps and its lessons for 
spiritual survival. Between 1942 and 1945, 
Frankl laboured in four different camps, 
including Auschwitz, while his parents, brother, 
and pregnant wife perished. Based on his own 
experience and the experiences of others he 
treated later in his practice, Frankl argues 
that we cannot avoid suffering, but we can 
choose how to cope with it, find meaning in 
it, and move forward with renewed purpose. 

Frankl’s theory, known as logotherapy, from 
the Greek word logos (“meaning”) holds 
that our primary drive in life is not pleasure, 
as Freud maintained, but the discovery and 
pursuit of what we personally find meaningful.

Author and Credentials
Viktor Emil Frankl, M.D., Ph.D. was Professor 
of Neurology and Psychiatry at the University 
of Vienna Medical School. He was Visiting 
Professor at Harvard and at universities in 
Pittsburgh, San Diego and Dallas. The U.S. 
International University in California  
installed a special chair for logotherapy –  
this is the psychotherapeutic school founded 
by Frankl, often called the “Third Viennese 
School” (after Freud’s psychoanalysis 
and Adler’s individual psychology). He 
received 29 honorary doctorates from 
universities in all parts of the world.

At the time of Frankl’s death in 1997, Man’s 
Search for Meaning had sold more than 
10 million copies in 24 languages. A 1991 
reader survey for the Library of Congress 
that asked readers to name a “book that 
made a difference in your life” found 
Man’s Search for Meaning among the ten 
most influential books in America.

Summary
“Woe to him who saw no more sense in his life, 
no aim, no purpose and therefore no point in 
carrying on. He was soon lost. The typical reply 
in which such a man rejected all encouraging 
arguments was, ‘I have nothing to expect from 
life anymore.’ What sort of answer can one 
give to that? What was really needed was a 
fundamental change in our attitude toward life. 
We had to learn ourselves and, furthermore, 
we had to teach the despairing men that it 
did not really matter what we expected from 
life, but rather what life expected from us.”

Viktor Frankl was a Jewish psychiatrist. 
His memoir, Man’s Search for Meaning, 
is a testament of his experience of 
surviving in the Nazi death camps of the 
Second World War. More broadly, his 
work addresses the fundamental human 
question – what is the meaning of life?

Many people believe that happiness can be 
found by pursuing pleasure. However, Frankl’s 
experience in the camps led him to believe that 
an individual’s pursuit of meaning and purpose 
in their existence is what really drives humans 
and provides us with our ultimate source of 
happiness. He suggests three fairly simple 

BOOK 2

Man’s Search for Meaning  
by Viktor E. Frank
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ways for people to find meaning: accomplish 
something, experience something or encounter 
someone, and triumph over adversity.

Without a sense of purpose and meaning 
in life, we will often experience apathy, 
boredom, and emptiness. Frankl’s powerful 
message is that meaning doesn’t need to be 
linked to grandiose (and often unattainable) 
ideals, but rather that meaning can be found 
in the everyday. Despite being subjected 
to extreme suffering and losing his entire 
family in the camps, his effort to find 
meaning in his circumstances allowed him 
to persevere. He states that “all reality has 
meaning and ... life never ceases to have 
meaning for anyone”. He believes that, no 
matter what the situation we find ourselves 
in, we can still choose our reaction and 
find our own meaning and purpose.
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In A Nutshell 
10 key steps for living a happier and more 
authentic life. An invaluable guide to 
embracing vulnerability and conquering 
shame that, whilst skirting a bit close to 
the cheese limit for some, will definitely 
leave you with some key concepts to 
help improve your happiness.

Visuals
Brené’s talk on ‘The Power of 
Vulnerability’ (over 23 million views)

Publisher’s Pitch
Each day we face a barrage of images and 
messages from society and the media telling 
us who, what, and how we should be. We are 
led to believe that if we could only look perfect 
and lead perfect lives, we’d no longer feel 
inadequate. So most of us perform, please, and 
perfect, all the while thinking, What if I can’t 
keep all of these balls in the air? Why isn’t 

everyone else working harder and living up to 
my expectations? What will people think if I fail 
or give up? When can I stop proving myself?

In The Gifts of Imperfection, Brené Brown, 
PhD, a leading expert on shame, authenticity 
and belonging, shares what she’s learned 
from a decade of research on the power of 
Wholehearted Living – a way of engaging 
with the world from a place of worthiness.

Author and Credentials
Dr. Brené Brown is a research professor at 
the University of Houston Graduate College 
of Social Work. She has spent the past 
thirteen years studying vulnerability, courage, 
worthiness, and shame. Brené is the author 
of three #1 New York Times Bestsellers: 
Rising Strong, Daring Greatly and The Gifts 
of Imperfection. She is also the Founder and 
CEO of The Daring Way and COURAGEworks 
– an online learning community that offers 
eCourses, workshops, and interviews 
for individuals and organisations ready 
for braver living, loving, and leading.

“Brené Brown courageously tackles the 
dark emotions that get in the way of 
leading a fuller life; read this book and 
let some of that courage rub off on you.” 
– Daniel H. Pink, New York Times best-
selling author of A Whole New Mind.

Summary
Dr Brené Brown is a leading expert on shame, 
belonging and authenticity. Anyone who does 
not know Brené should consider skipping 
straight for the video content to get an 
idea. Members of our team have seen first-
hand exactly how profound an effect Brené 
can have – bearing witness to a session at a 
work retreat where she brought hoards of 
sceptics to tears, including a hardened CEO. 

Now this book is not for the faint hearted. As 
the book title suggests, it contains certain 
content and language that may cause the 
more sceptical reader to feel slightly uneasy. 
This is not lost on us. Levelling with you – we 
thought long and hard about including a book 
that had the potential to be so divisive and 
one that was bound to get people’s ‘touchy-
feely radar’ up. BUT – we also know what a 

BOOK 3

The Gifts of Imperfection  
by Brené Brown
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great piece of work it is. It is underpinned by 
some fascinating research and we’re sure that 
once you scratch beneath the surface there 
is something that everyone can take from 
this book. For us, some of the principles and 
concepts were so powerful that we simply 
didn’t feel comfortable leaving them out of the 
program. So we wholeheartedly recommend 
you embrace it, trust us and give it a go. 

In The Gifts of Imperfection, Brené outlines 
10 guideposts to wholehearted living, 
a way of living a full and fulfilling life, 
feeling comfortable in our own skin and 
being grateful for our imperfect self.

Throughout this book, Brené suggests 
practical ways to achieve a wholehearted 
life. She suggests that people who live 
a wholehearted life react in a distinct 
way when they face challenging 
circumstances, they “DIG Deep”, they:

• Get Deliberate;

• Get Inspired; and

• Get Going.

10 guideposts to wholehearted living

1. Cultivating Authenticity: Letting Go of 
What People Think – Be real, be honest, 
and have the courage to be imperfect.

2. Cultivating Self-Compassion: Letting Go 
of Perfectionism – Be kind to yourself and 
understand the difference between striving 
to do your best and expecting perfection, 
which is impossible to maintain.

3. Cultivating a Resilient Spirit: Letting Go of 
Numbing and Powerlessness – Resilience can 
be developed by cultivating: resourcefulness 
and problem-solving skills; a willingness 
to seek help when required; belief in 
managing your feelings; a social support 
network; and a connection with others. 

4. Cultivating Gratitude and Joy: Letting 
Go of Scarcity and the Fear of the Dark – 
Recognise the things that you are grateful 
for in life and let go of unnecessary fear.

5. Cultivating Intuition: Letting Go of the 
Need for Certainty – We are programmed 
to seek certainty, but this can disrupt our 
ability to be intuitive. Trust yourself.

6. Cultivating Creativity: Letting Go of 
Comparison – “There’s no such thing as 
creative people and non-creative people. 
There are only people who use their 
creativity and people who don’t.”

7. Cultivating Play and Rest: Letting Go 
of Exhaustion as a Status Symbol and 
Productivity as Self Worth – We often 
wear the labels of “busy” and “exhausted” 
like badges of honour, but enjoyment and 
relaxation are essential to our wellbeing.

8. Cultivating Calm and Stillness: Letting 
Go of Anxiety as a Lifestyle–Practice 
behaviours that help you to be calm; 
exercise, mindfulness, breathing techniques 
and giving yourself time to collect your 
thoughts before reacting to situations.

9. Cultivating Meaningful Work: Letting Go 
of Self-Doubt and “Supposed To” –Find 
and experience meaningful work. “There’s 
nothing that says you have to quit your 
day job to cultivate meaningful work. 
There’s also nothing that says your day 
job isn’t meaningful work – maybe you’ve 
just never thought of it that way.”

10. Cultivating Laughter, Song and Dance: 
Letting Go of Being Cool and “Always 
in Control” – Let yourself be vulnerable 
in order to experience fun and joy.
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In A Nutshell
First published in 1989, this seminal piece of 
work has been credited with shaping the habits 
of thousands of leaders across the globe.

Visuals
A couple of interesting animated 
video summaries. If you can’t put up 
with the distracting drum beat in the 
first video, then you may want to see 
how you go with the second.

Video 1

Video 2

Publisher’s Pitch
In The 7 Habits of Highly Effective People, 
author Stephen R. Covey presents a holistic, 
integrated, principle-centred approach for 
solving personal and professional problems. 
With penetrating insights and pointed 

anecdotes, Covey reveals a step-by-step 
pathway for living with fairness, integrity, 
service, and human dignity – principles that 
give us the security to adapt to change and 
the wisdom and power to take advantage 
of the opportunities that change creates.

Author and Credentials
With his pioneering work in Principle-Centred 
Leadership, Dr. Stephen R. Covey is widely 
acknowledged as one of the world’s leading 
authorities on empowerment. Thousands 
of organisations worldwide–including two 
thirds of the Fortune 500–have adopted his 
innovative techniques on quality, leadership, 
innovation, trust, teamwork, customer-focused 
service and organisational alignment.

Covey is co-founder/co-chairman of Franklin 
Covey Company, the largest management 
and leadership development organisation 
in the world, dedicated to Covey’s vision of 
empowering organisations to implement 
principle-centred leadership in their cultures.

The book has sold more than 25 million 
copies, and the audiobook became the first 
audiobook to sell more than a million copies. 

Summary
Covey does a pretty smashing job 
at summarising his book via his 
website – so we have simply included 
it below for your convenience.

Your life doesn’t just “happen.” Whether 
you know it or not, it is carefully designed 
by you. The choices, after all, are yours. You 
choose happiness. You choose sadness. You 
choose decisiveness. You choose ambivalence. 
You choose success. You choose failure. 
You choose courage. You choose fear. Just 
remember that every moment, every situation, 
provides a new choice. And in doing so, it 
gives you a perfect opportunity to do things 
differently to produce more positive results.

Habit 1: Be Proactive

Habit 1: Be Proactive is about taking 
responsibility for your life. You can’t keep 
blaming everything on your parents or 
grandparents. Proactive people recognise 

BOOK 4

The 7 Habits of Highly Effective People  
by Steven Covey
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that they are “response-able.” They don’t 
blame genetics, circumstances, conditions, or 
conditioning for their behaviour. They know 
they choose their behaviour. Reactive people, 
on the other hand, are often affected by their 
physical environment. They find external 
sources to blame for their behaviour. If the 
weather is good, they feel good. If it isn’t, it 
affects their attitude and performance, and 
they blame the weather. All of these external 
forces act as stimuli that we respond to. 
Between the stimulus and the response is 
your greatest power – you have the freedom 
to choose your response. One of the most 
important things you choose is what you say. 
Your language is a good indicator of how 
you see yourself. A proactive person uses 
proactive language – I can, I will, I prefer, etc. 
A reactive person uses reactive language 
– I can’t, I have to, if only. Reactive people 
believe they are not responsible for what 
they say and do – they have no choice.

Proactive people focus their efforts on 
their Circle of Influence. They work on 
the things they can do something about: 
health, children, problems at work. Reactive 
people focus their efforts in the Circle of 
Concern – things over which they have little 
or no control: the national debt, terrorism, 
the weather. Gaining an awareness of the 
areas in which we expend our energies in 
is a giant step in becoming proactive.

Habit 2: Begin With The End In Mind

If your ladder is not leaning against 
the right wall, every step you take gets 
you to the wrong place faster. 

Habit 2 is based on imagination – the ability 
to envision in your mind what you cannot at 
present see with your eyes. It is based on the 
principle that all things are created twice. 
There is a mental (first) creation, and a physical 
(second) creation. The physical creation 
follows the mental, just as a building follows 
a blueprint. If you don’t make a conscious 
effort to visualise who you are and what you 
want in life, then you empower other people 
and circumstances to shape you and your 
life by default. It’s about connecting again 
with your own uniqueness and then defining 
the personal, moral, and ethical guidelines 
within which you can most happily express 
and fulfil yourself. Begin with the End in Mind 

means to begin each day, task, or project with 
a clear vision of your desired direction and 
destination, and then continue by flexing your 
proactive muscles to make things happen. 

One of the best ways to incorporate Habit 2 
into your life is to develop a Personal Mission 
Statement. It focuses on what you want 
to be and do. It is your plan for success. It 
reaffirms who you are, puts your goals in 
focus, and moves your ideas into the real 
world. Your mission statement makes you the 
leader of your own life. You create your own 
destiny and secure the future you envision.

Habit 3: Put First Things First

To live a more balanced existence, you have 
to recognise that not doing everything that 
comes along is okay. There’s no need to 
overextend yourself. All it takes is realizing 
that it’s all right to say no when necessary 
and then focus on your highest priorities. 

Habit 1 says, “You’re in charge. You’re the 
creator.” Being proactive is about choice. Habit 
2 is the first, or mental, creation. Beginning 
with the End in Mind is about vision. Habit 3 is 
the second creation, the physical creation. This 
habit is where Habits 1 and 2 come together. 
It happens day in and day out, moment-by-
moment. It deals with many of the questions 
addressed in the field of time management. 
But that’s not all it’s about. Habit 3 is about 
life management as well – your purpose, 
values, roles, and priorities. What are “first 
things?” First things are those things you, 
personally, find of most worth. If you put 
first things first, you are organizing and 
managing time and events according to the 
personal priorities you established in Habit 2. 

Habit 4: Think Win-Win

Think Win-Win isn’t about being nice, nor is it 
a quick-fix technique. It is a character-based 
code for human interaction and collaboration. 

Most of us learn to base our self-worth on 
comparisons and competition. We think about 
succeeding in terms of someone else failing – 
that is, if I win, you lose; or if you win, I lose. 
Life becomes a zero-sum game. There is only 
so much pie to go around, and if you get a big 
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piece, there is less for me; it’s not fair, and I’m 
going to make sure you don’t get anymore. We 
all play the game, but how much fun is it really? 

Win-win sees life as a cooperative arena, 
not a competitive one. Win-win is a frame of 
mind and heart that constantly seeks mutual 
benefit in all human interactions. Win-win 
means agreements or solutions are mutually 
beneficial and satisfying. We both get to 
eat the pie, and it tastes pretty darn good! 

A person or organisation that approaches 
conflicts with a win-win attitude 
possesses three vital character traits:

1. Integrity: sticking with your true 
feelings, values, and commitments

2. Maturity: expressing your ideas and 
feelings with courage and consideration 
for the ideas and feelings of others

3. Abundance Mentality: believing 
there is plenty for everyone
Many people think in terms of either/or: 
either you’re nice or you’re tough. Win-win 
requires that you be both. It is a balancing 
act between courage and consideration. 
To go for win-win, you not only have to be 
empathic, but you also have to be confident. 
You not only have to be considerate and 
sensitive, you also have to be brave. To do that 
– to achieve that balance between courage 
and consideration – is the essence of real 
maturity and is fundamental to win-win.

Habit 5: Seek First To Understand, 
Then To Be Understood

Communication is the most important skill 
in life. You spend years learning how to read 
and write, and years learning how to speak. 
But what about listening? What training 
have you had that enables you to listen 
so you really, deeply understand another 
human being? Probably none, right? 

If you’re like most people, you probably seek 
first to be understood; you want to get your 
point across. And in doing so, you may ignore 
the other person completely, pretend that 
you’re listening, selectively hear only certain 
parts of the conversation or attentively focus 
on only the words being said, but miss the 
meaning entirely. So why does this happen? 
Because most people listen with the intent 
to reply, not to understand. You listen to 

yourself as you prepare in your mind what 
you are going to say, the questions you are 
going to ask, etc. You filter everything you 
hear through your life experiences, your 
frame of reference. You check what you hear 
against your autobiography and see how it 
measures up. And consequently, you decide 
prematurely what the other person means 
before he/she finishes communicating. 
Do any of the following sound familiar? 

“Oh, I know just how you feel. I felt 
the same way.” “I had that same 
thing happen to me.” “Let me tell you 
what I did in a similar situation.” 

Because you so often listen autobiographically, 
you tend to respond in one of four ways:

4. Evaluating: you judge and then 
either agree or disagree.

5. Probing: You ask questions from 
your own frame of reference.

6. Advising: You give counsel, advice, 
and solutions to problems.

7. Interpreting: you analyse others’ motives and 
behaviours based on your own experiences.
You might be saying, “Hey, now wait a minute. 
I’m just trying to relate to the person by 
drawing on my own experiences. Is that so 
bad?” In some situations, autobiographical 
responses may be appropriate, such as when 
another person specifically asks for help from 
your point of view or when there is already a 
very high level of trust in the relationship.

Habit 6: Synergise

To put it simply, synergy means “two heads 
are better than one.” Synergise is the habit 
of creative cooperation. It is teamwork, 
open-mindedness, and the adventure of 
finding new solutions to old problems. But it 
doesn’t just happen on its own. It’s a process, 
and through that process, people bring all 
their personal experience and expertise to 
the table. Together, they can produce far 
better results that they could individually. 
Synergy lets us discover jointly things we 
are much less likely to discover by ourselves. 
It is the idea that the whole is greater than 
the sum of the parts. One plus one equals 
three, or six, or sixty – you name it. 
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When people begin to interact together 
genuinely, and they’re open to each other’s 
influence, they begin to gain new insight. The 
capability of inventing new approaches is 
increased exponentially because of differences. 

Valuing differences is what really drives 
synergy. Do you truly value the mental, 
emotional, and psychological differences 
among people? Or do you wish everyone would 
just agree with you so you could all get along? 
Many people mistake uniformity for unity; 
sameness for oneness. One word – boring! 
Differences should be seen as strengths, 
not weaknesses. They add zest to life.

Habit 7: Sharpen The Saw

Sharpen the Saw means preserving and 
enhancing the greatest asset you have – 
you. It means having a balanced program 
for self-renewal in the four areas of your 
life: physical, social/emotional, mental, and 
spiritual. Here are some examples of activities:

• Physical: Beneficial eating, 
exercising, and resting

• Social / Emotional: Making social and 
meaningful connections with others

• Mental: Learning, reading, 
writing, and teaching

• Spiritual: Spending time in nature, 
expanding spiritual self through meditation, 
music, art, prayer, or service
As you renew yourself in each of the four 
areas, you create growth and change in 
your life. Sharpen the Saw keeps you fresh 
so you can continue to practice the other 
six habits. You increase your capacity 
to produce and handle the challenges 
around you. Without this renewal, the body 
becomes weak, the mind mechanical, the 
emotions raw, the spirit insensitive, and the 
person selfish. Not a pretty picture, is it? 

Feeling good doesn’t just happen. Living a life 
in balance means taking the necessary time to 
renew yourself. It’s all up to you. You can renew 
yourself through relaxation. Or you can totally 
burn yourself out by overdoing everything. You 
can pamper yourself mentally and spiritually. 
Or you can go through life oblivious to your 
well-being. You can experience vibrant energy. 
Or you can procrastinate and miss out on the 
benefits of good health and exercise. You 

can revitalise yourself and face a new day in 
peace and harmony. Or you can wake up in the 
morning full of apathy because your get-up-
and-go has got-up-and-gone. Just remember 
that every day provides a new opportunity 
for renewal – a new opportunity to recharge 
yourself instead of hitting the wall. All it 
takes is the desire, knowledge, and skill.
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In A Nutshell
Simple mindfulness techniques that, 
with just 10 minutes practice a day, 
can substantially improve your health, 
productivity and your happiness.

Video
Andy’s TED talk (over 6 million views)

Intro to the Headspace program

Publisher’s Pitch
As a former Buddhist monk with over 10 years 
of teaching experience, Andy Puddicombe 
has been acknowledged as the UK’s foremost 
mindfulness meditation expert. Like his 
readers and students, he began his own 
meditation practice as a normal, busy person 
with everyday concerns, and he has since 
designed a program of mindfulness and 
guided meditation that fits neatly into a jam-
packed daily routine-proving that just 10 
minutes a day can make a world of difference. 

Simple exercises, stories and techniques 
culled from Andy’s years of experience will 
help anyone calm the chatter in their minds. 
The result? More headspace, less stress.

Get Some Headspace also brings us 
the extraordinary science behind this 
seemingly simple cure-all. This book 
and practice will help readers positively 
impact every area of their physical and 
mental health through mindfulness, from 
productivity and focus, to stress and 
anxiety relief, sleep, weight-loss, personal 
relationships...and the list goes on and on. 

Author and Credentials
Andy Puddicombe is a meditation and 
mindfulness expert and founder of Headspace. 
In his early twenties, midway through a 
university degree in Sports Science, Andy 
made the unexpected decision to travel 
to the Himalayas to study meditation 
instead. It was the beginning of a ten year 
journey which took him around the world, 
culminating with ordination as a Tibetan 
Buddhist monk in Northern India.

His transition back to lay life in 2004 was 
no less extraordinary. Training briefly at 
Moscow State Circus, he returned to London 
where he completed a degree in Circus 
Arts with the Conservatoire of Dance and 
Drama, whilst drawing up the early plans 
for what was later to become Headspace.

Andy is the author of three books, now 
available in 25 countries and 10 languages. 
He has been featured widely in international 
press, appearing in Vogue, NYT, FT, 
Entrepreneur, Men’s Health and Esquire, 
to name but a few. He also makes regular 
appearances on TV and online, having 
been featured on BBC, Netflix and TED.

Summary
To put it frankly – we recommend you watch 
the videos and try the Take 10 program (which 
can be reached via the app – details below). 
If after trying those out, this isn’t your thing – 
reading this book is not going to convince you. 

BOOK 5

Get Some Headspace  
by Andy Puddicombe
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If it is something you are interested in – then 
dive in and get reading this book. We’re 
confident it will help your experience. 

The book itself doesn’t lend itself well to a 
summary – it’s just one of those cases where 
you need to try it for yourself to really get 
the benefit. In short the book talks about 
Andy’s own ‘meditation journey’ and guides 
you through the Headspace program. It 
contains a range of simple and powerful 
exercises and techniques, along with some 
really interesting information about alternative 
forms of meditation – such as walking, 
running, sleeping and eating. At the end of 
the day though – the book can be seen to 
supplement the headspace program, which 
is free for the first 10 sessions, but is going 
to cost you after. For us, Headspace offers 
one of the most inspiring and accessible 
ways into meditation and mindfulness, and 
for that reason we picked this as the best 
place to start your ‘mindfulness journey’. 

Additional Info
The app and the free Take10 program
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In A Nutshell
A 15 year old productivity system that is 
still widely regarded as the best around.

Visuals
Allen’s TED talk on Getting Things Done 
(GTD) and how to get more engaged

Publisher’s Pitch
In Getting Things Done, veteran coach and 
management consultant David Allen shares 
the breakthrough methods for stress-free 
performance that he has introduced to tens of 
thousands of people across the country. Allen’s 
premise is simple: our productivity is directly 
proportional to our ability to relax. Only 
when our minds are clear and our thoughts 
are organised can we achieve effective 
productivity and unleash our creative potential. 
In Getting Things Done Allen shows how to: 

• Apply the “do it, delegate it, defer it, drop 
it” rule to get your in-box to empty

• Reassess goals and stay focused 
in changing situations

• Plan projects as well as get them unstuck

• Overcome feelings of confusion, 
anxiety, and being overwhelmed

• Feel fine about what you’re not doing 
From core principles to proven tricks, 
Getting Things Done can transform the way 
you work, showing you how to pick up the 
pace without wearing yourself down.

Author and Credentials
David Allen is widely recognised as the 
world’s leading expert on personal and 
organisational productivity. His thirty-year 
pioneering research and coaching to corporate 
managers and CEOs of some of America’s 
most prestigious corporations and institutions 
has earned him Forbes’ recognition as one 
of the top five executive coaches in the U.S. 
and Business 2.0 magazine’s inclusion in their 
2006 list of the “50 Who Matter Now.” Time 
Magazine called his flagship book, “Getting 
Things Done”, “the definitive business self-help 
book of the decade.” Fast Company Magazine 
called David “one of the world’s most 
influential thinkers” in the arena of personal 
productivity, for his outstanding programs 
and writing on time and stress management, 
the power of aligned focus and vision, 
and his groundbreaking methodologies in 
management and executive peak performance. 

Summary
In Getting Things Done, David Allen examines 
behaviours and tools to master your time, 
beat procrastination, and live in the present 
moment in order to be your most productive 
self. Allen believes that people are most 
productive when they can think clearly and 
are able to focus their complete attention 
on the task at hand. To achieve this clarity 
and sense of control, Allen presents a 
five-stage process to manage workflow: 
collect, process, organise, review and do.

BOOK 6

Getting Things Done  
by David Allen
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Collect

Allan believes that, in order to be productive, 
we need to clear out mind of all of the tasks 
that we need to accomplish. The first step 
in the process is to “download” all of the 
tasks that you have in your head and record 
them in a task list. He calls these tasks “open 
loops” – incomplete commitments that we 
have made that unconsciously drag on us 
and make us feel guilty or overwhelmed.

Process

The next step is to process and prioritise 
items as they are added to your workflow. This 
doesn’t necessarily mean completing the task, 
but it does mean deciding on what action is 
required to move it towards completion. Allen 
suggests that any tasks that will take less than 
two minutes should be completed immediately, 
and any task that requires more than two steps 
should be defined as a project. The end result 
is essentially an empty inbox – you will not 
have completed all of your tasks, but all tasks 
will have been prioritised and sorted. He offers 
the following workflow for processing tasks:

• What is it? Is it actionable?

• If not, trash it or put it in a reference file.

• If so, what’s the next action? The next action 
is defined as the next physical, visible activity 
that needs to be engaged in, in order to move 
the current reality toward completion.

• Will next action take less than 2 minutes?

• If yes, do it.

• If no, delegate it or defer it.

• If it will take longer than 2 minutes, consider 
it a project (defined as requiring more than 
one action step) and put it in your project 
plans which will be reviewed for actions.

Organise

The next stage involves organising tasks 
into categories in order to manage them. 
Allen describes eight potential categories:

• Projects – anything with more 
than two steps is a project.

• Calendar items – only tasks that need 
to happen at a specific time or date 
should be added to your calendar.

• Next Actions – any work that is not 
completed straight away but can be 
looked at over the course of the day.

• Waiting For list – items that have been 
delegated to others or that you are 
waiting on more information to action.

• Reference material – Useful information 
that isn’t related to a specific action 
but might be useful in the future.

• Maybe someday list – Items that you 
might work on in the future.

• Trash – if you don’t need it, just get rid of it.

Review

Once tasks have been organised, it is essential 
that they be reviewed regularly. Allen suggests 
that calendars and next actions categories be 
reviewed daily. He also suggests scheduling a 
weekly review to review the other categories, 
ensure that you are happy with how everything 
is organised, and to ensure that any new 
tasks have been collected into the system.

Do

The final step in the process is to complete 
your tasks. Allen suggests that context, time 
available, energy available, and priority be 
considered when deciding what task to action.

Additional Information
DGT GTD & To-Do List app 
(Android) – Utilising the Getting 
Things Done methodology

Article on Why GTD is the best system around

Some neat summaries from David 
Change have been included below.



GTD

1 http://artofthinkingsmart.com/getting-things-done-efficiently-and-effectively/

1
SELECT

• Collect Everything you must/want/dream of doing – 
Finished or Unfinished.

• Do a Clean Sweep of Your Life.

2
PROCESS

• For each item – ask “what’s the next action?”

• If it takes 2 minutes – Do it. Other: Delegate it, Defer it to 
a “next action” list.

• Make a list of projects; file all reference material.

ORGANISE

3
• Put meetings and data specific actions on calendar.
• All other tasks on “next action” lists.

• Less urgent tasks go to dated tickler file or on “someday/maybe” list.

4
REVIEW

• Look over calendar & “next action” lists daily.

• Review all projects, delegated tasks, someday/maybe lists weekly 
to keep them up to do date.

5
DO

• Do it. Consider the context, your time, energy, and the urgency.

• Relax! Whatever isn’t done now will pop up in a review.
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In A Nutshell
Six key principles to help you create 
memorable stories and galvanise 
your team behind your ideas.

Visuals
2 x 3 minute animated summaries of 
the book: Video 1 and Video 2

Dan Heath’s 9 minute talk on 
making ideas stick

Dan Heath’s 3 minute tips on 
creating ‘sticky’ presentations

Publisher’s Pitch
Mark Twain once observed, “A lie can get 
halfway around the world before the truth 
can even get its boots on.” His observation 
rings true: Urban legends, conspiracy 
theories, and bogus public-health scares 
circulate effortlessly. Meanwhile, people 

with important ideas–business people, 
teachers, politicians, journalists, and others– 
struggle to make their ideas “stick.” 

Why do some ideas thrive while others die? 
And how do we improve the chances of 
worthy ideas? In Made to Stick, accomplished 
educators and idea collectors Chip and Dan 
Heath tackle head-on these vexing questions. 
Inside, the brothers Heath reveal the anatomy 
of ideas that stick and explain ways to make 
ideas stickier, such as applying the “human 
scale principle,” using the “Velcro Theory of 
Memory,” and creating “curiosity gaps.”

In this indispensable guide, we discover 
that sticky messages of all kinds–from 
the infamous “kidney theft ring” hoax to 
a coach’s lessons on sportsmanship to a 
vision for a new product at Sony– draw 
their power from the same six traits.

Made to Stick is a book that will transform 
the way you communicate ideas. It’s a fast-
paced tour of success stories (and failures)– 
the Nobel Prize-winning scientist who drank 
a glass of bacteria to prove a point about 
stomach ulcers; the charities who make use of 
“the Mother Teresa Effect”; the elementary-
school teacher whose simulation actually 
prevented racial prejudice. Provocative, eye-
opening, and often surprisingly funny, Made to 
Stick shows us the vital principles of winning 
ideas–and tells us how we can apply these 
rules to making our own messages stick.

Authors and Credentials
Chip Heath is a professor at Stanford Graduate 
School of Business, teaching courses on 
business strategy and organisations. Chip 
has consulted with clients ranging from 
Google and Gap to The Nature Conservancy 
and the American Heart Association.

Dan Heath is a Senior Fellow at Duke 
University’s CASE centre, which supports 
social entrepreneurs. At CASE, he founded 
the Change Academy, a program designed 
to boost the impact of social sector leaders. 
Previously, Dan worked as a researcher and 
case writer for Harvard Business School. 
In 1997, Dan co-founded an innovative 
publishing company called Thinkwell, 
which continues to produce a radically 
reinvented line of college textbooks.

BOOK 7
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Dan has an MBA from Harvard Business School 
and a BA from the Plan II Honours Program 
from the University of Texas at Austin. 

They have authored three New York Times 
bestsellers: Decisive, Switch, and  
Made to Stick. Amazon.com’s editors named 
Switch one of the Best Nonfiction Books 
of the Year, and it spent 47 weeks on the 
New York Times Bestseller list. Made to 
Stick was named the Best Business Book 
of the Year and spent 24 months on the 
BusinessWeek bestseller list. Their books 
have been translated into over 30 languages.

Summary
Sticky = understandable, memorable, and 
effective in changing thought or behaviour.

The Curse of knowledge

• Technical jargon, context and past experiences 
get in the way of effectively making your point.

• The more you know about the subject the 
harder it is to communicate an idea.

• We forget what it was like to not know.

The SUCCESs formula

There are six keys to making a story 
stick – and what the Heath Brothers 
refer to as the SUCCESs formula:

1. Simplicity 
• Find the Core:

 - Simplicity isn’t about dumbing down, 
it’s about prioritising. (Southwest will be 
THE low-fare airline.) What’s the core of 
your message? Can you communicate it 
with an analogy or high-concept pitch? 

 - Use the technique of the inverted 
pyramid from journalism: Tell the most 
important aspect first (the widest part 
of the pyramid is at the top). Then 
tailor. Then add details. This forces 
prioritisation. Don’t bury the lead.

• Share the core:
 - Simple = core + compact.
 - Use proverbs and profound sound bites. 
 - Schemas

 - Tap into existing schemas. E.g. it 
is hard to remember the letters J 
FKFB I but easy to remember the 
same letters arranged as JFK FBI.

 - Create a high concept pitch: Speed 
was pitched as Die Hard on a bus 

 - Generative analogies: Disney uses 
the term “cast member” to describe 
their amusement park employees. This 
tells employees how to behave: Even 
if you are just sweeping the park you 
are “on stage” and need to behave. 
Subway by contrast call their employees 
“sandwich artists”. This does not guide 
their behaviour in any way: Subway 
don’t want their employees to innovate 
when making sandwiches, they should 
instead follow the rules precisely.

2. Unexpected 
• To get attention, avoid the 

obvious – violate a schema. 
 - We like to think in patterns – the 

key is to break these patterns

• To hold attention, use curiosity gaps. 
 - Before your message can stick, 

your audience has to want it. 
 - We can engage people’s curiosity over 

a long period of time by systematically 
“opening gaps” in their knowledge 
– and then filling those gaps.

 - Don’t tell everything up front. As we 
become an expert we become increasingly 
curious about nuance and complexity.

 - Roone Arledge at ABC noted that 
most sporting events where done in a 
“facts first” way: The cameras started 
on the field and waited for things to 
happen. He called it “like looking at the 
Grand Canyon through a peep hole.” 
He changed the shows to feature the 
stadium, and the town preparing for the 
game, etc. He created “gaps” that made 
people not from the area interested 
in the outcome from the game.

3. Concrete 
• Try to hook into multiple types of memory.

 - Use sensory language. 

• Write with the concreteness of a fable.

• Provide a concrete context and 
paint a mental picture. 
 - Find common ground and a shared 

level of understanding. 
 - E.g. Movie popcorn contains 20 g fat 

-this is too abstract. Instead it is far 
more powerful to say it contains more 
fat than a bacon-and-eggs dinner, a 
Big Mac, and fries for lunch and a steak 
dinner will all the trimmings – combined
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4. Credible
• A counterbalance to the unexpected. 

An idea has to be believable. 
 - As much as it is a surprise to people, we 

have to believe that the idea is true.

• Help people believe

• Use authorities – to improve credibility. 
 - If this isn’t possible – use anti-authorities

 - Using dying smokers to show 
smoking isn’t good for you

• Details – use convincing details. 
Make use of vivid stats.

• The Sinatra Test
 - “If I can make it there, I can 

make it anywhere.” 
 - One test case that makes your 

idea completely credible.
 - For example, if you had the security 

contract for Fort Knox then any security 
idea you put forward would be credible. 

• Testable credentials 
 - Challenges the listener to 

test for themselves 
 - E.g. U.S. “Where’s the Beef” 

commercials in the 1980s from 
Wendy’s – highlighting the size 
advantage of the burgers and 
encouraging the viewer to question 
the competitor’s burger to bun ratio. 

 - Ronald Reagan in the 1980 
debate against Carter – instead of 
focusing on statistics of inflation, 
employment rate, interest rates, 
he deferred to his audience and 
asked them – Are you better off now 
than you were four years ago?  

5. Emotional
• Make people care

 - People care about people, not 
numbers. For people to take 
action, they have to care.

• Appeal to self-interest
 - Don’t forget to tell people 

about the benefits and remind 
them what’s in it for them.

• Appeal to their identity
 - Texas had a problem with roadside 

garbage. Signs requesting “Please don’t 
litter” or to “Pitch in” weren’t working. The 
‘typical Texan male’ wasn’t responding. 
To make them care the state developed 
a campaign that used distinctive “Texas” 
spokesmen – George Foreman, Stevie 
Ray Vaughan, Willie Nelson – to record 
ads that said “Mama, tell you baby’s, 

don’t mess with Texas”, implying that 
tossing trash out the window of a moving 
car violated the macho ethos of Texas.

 - N.B. Australia has put this into practice 
with great effect with the NSW EPA’s 
‘Hey Tosser’ anti-littering campaign.

6. Stories 
• Stories drive action through 

simulation (what to do) and inspiration 
(the motivation to do it). 
 - The Challenge Plot – these are 

your rags to riches stories and 
the classic underdog tales

 - The Connection plot – a relationship 
that bridges a gap, such as 
class, racial, religious etc

 - The Creativity Plot – an 
innovation, creative breakthrough 
or solving of an issue.

• Use stories to overcome the 
Curse of Knowledge.
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In A Nutshell
Seth Godin provides a master-class in telling 
stories. A great book to help you create 
an inspiring shared vision for your team.

Visuals
Whilst not strictly sticking to the
content in the book – these two talks
still come highly recommended.

Godin’s TED talk on: How To Get Your
Ideas To Spread (>5m views)

Godin’s TED talk on: The Tribes
We Lead (>1.5m views)

Publisher’s Pitch
This book is about worldviews—the biases 
and expectations and shortcuts we use to 
get through the world. Here’s a punchline: 
when you try to change someone’s worldview 
forcibly, they get a headache. People become 
defensive in the face of a frontal assault on 
their worldview. Cunning is far more effective. 

All marketers tell stories. And if they do 
it right, we believe them. We believe that 
wine tastes better in a $20 glass than 
a $1 glass. We believe that an $80,000 
Porsche is vastly superior to a $36,000 
Volkswagen that’s virtually the same car. 
We believe that $125 sneakers make our 
feet feel better—and look cooler—than a 
$25 brand. And believing it makes it true.

As Seth Godin shows in this controversial book, 
great marketers don’t talk about features or 
even benefits. Instead, they tell a story—a 
story we want to believe, whether it’s factual 
or not. In a world where most people have 
an infinite number of choices and no time to 
make them, every organisation is a marketer, 
and all marketing is about telling stories.

Marketers succeed when they tell us a 
story that fits our worldview, a story that 
we intuitively embrace and then share with 
our friends. Think of the Dyson vacuum 
cleaner, or Fiji water, or the iPod.

But beware: If your stories are inauthentic, 
you cross the line from fib to fraud. Marketers 
fail when they are selfish and scurrilous, 
when they abuse the tools of their trade 
and make the world worse. That’s a lesson 
learned the hard way by telemarketers, 
cigarette companies, and sleazy politicians.

But for the rest of us, it’s time to embrace 
the power of the story. As Godin writes, 
“Stories make it easier to understand the 
world. Stories are the only way we know 
to spread an idea. Marketers didn’t invent 
storytelling. They just perfected it.”

Author and Credentials
Seth Godin is the author of 18 books that 
have been bestsellers around the world 
and have been translated into more 
than 35 languages. He writes about the 
post-industrial revolution, the way ideas 
spread, marketing, quitting, leadership 
and most of all, changing everything. You 
might be familiar with his books Linchpin, 
Tribes, The Dip and Purple Cow.

BOOK 8

All Marketers Are Liars  
by Seth Godin



23BOOK 8

All Marketers Are Liars  
by Seth Godin

In addition to his writing and speaking, 
Seth founded both Yoyodyne and 
Squidoo. His blog (which you can find 
by typing “seth” into Google) is one 
of the most popular in the world.

He was recently inducted into the Direct 
Marketing Hall of Fame, one of three 
chosen for this honour in 2013.

Recently, Godin once again set the book 
publishing industry on its ear by launching 
a series of four books via Kickstarter. The 
campaign reached its goal after three 
hours and ended up becoming the most 
successful book project ever done this way.

“[Godin] is a demigod on the Web, a 
best-selling author, highly sought-after 
lecturer, successful entrepreneur, respected 
pundit and high-profile blogger. He is 
uniquely respected for his understanding 
of the Internet.” – Forbes.com

Summary
• Two keys to success for most businesses 

1. Inventing stuff worth talking about, and; 

2. Telling stories about what you’ve invented. 

• Seth Godin’s three essential 
questions for every marketer:

1. “What’s your story?”

2. “Will the people who need to 
hear this story believe it?”

3. “Is it true?

4. “Successful marketers are just the providers 
of stories that consumers choose to believe”

• “Make your story bigger and bigger until 
it’s important enough to believe”

Great stories

• Are true

• Make a promise

• Are trusted

• Are subtle, 

• Happen very fast

• Often appeal to the senses 
rather than the mind

• Are rarely aimed at everyone

• Don’t contradict themselves

• Are in synch with the customer’s world view

5 Steps – How Marketing Works When It Works

Step 1: Their worldview and frames 
got there before you did. 
• Our worldview consists of rules, 

values, beliefs and biases – this affects 
the way we understand things.

• If a story is framed in terms of 
that worldview, the consumer 
is more likely to believe it. 

• Identify a group of people with a 
certain worldview and frame their 
story in terms of that worldview. 

• People of similar worldviews 
“clump together” 
 - Successful marketers find a previously 

undiscovered clump and frame a story 
in the words, images and interactions 
that reinforce these people’s biases.

• Frames are elements of story that are 
used to paint the customer’s world view.

• Be careful when trying to change 
people’s worldviews.

• Example world views:
 - If it’s a prescriptive medicine, then it’s safe
 - All car salesmen are liars

Step 2: People only notice the 
new and then make a guess. 
• Consumers notice things when they change. 

As soon as they notice something new, they 
start guessing about what to expect next.

• We focus our attention on how often we’re 
right and tend to ignore when we’re wrong.

Step 3: First impressions start the story. 
• First impressions are vital.

• Consumers make snap decisions 
which are very hard to overcome. 

• “Almost every important buying decision is 
made instantaneously. These snap decisions 
affect everything we do, and we’ll bend 
over backward to defend them later”.

• “Storytelling works when the story actually 
makes the product or service better”

• E.g. I believe a home-cooked meal is better 
for my family. (Banquet used this to sell 
frozen crockpot dinners to busy mums)
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Step 4: Great marketers tell stories we believe. 
• A story changes the way the consumer 

experiences a product or service. 

• Consumers make predictions about what 
will happen next and rationalise anything 
that does not match the prediction. 

• “Authentic marketing, from one human 
to another, is extremely powerful.” 

• Win-win = when the marketer tells a 
story authentically and the company 
creates a product or service that does 
what the marketer says it will do.

Step 5: Marketers with authenticity thrive.
• “The authenticity of the story 

determines whether it will survive 
scrutiny long enough for the consumer 
to tell the story to other people”. 

• No marketing succeeds if it cannot 
find an audience that already wants 
to believe the story being told.

Additional Info
Seth’s blog 

Interesting mindmap summary

Godin says of the book:

“I wasn’t being completely truthful with you 
when I named this book. Marketers aren’t liars. 
They are just storytellers... I was trying to go 
to the edges. No one would hate a book called 
All Marketers Are Storytellers. No one would 
disagree with it. No one would challenge 
me on it. No one would talk about it”.
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In A Nutshell
One of the best executive coaches 
in the business looks at the habits 
holding leaders back from the top and 
provides a clear path forward.

Visuals
8 Minute animated video summary 

4 minute video of Goldsmith explaining 
the ‘feedforward’ feedback process

Publisher’s Pitch
America’s most sought-after executive 
coach shows how to climb the 
last few rungs of the ladder.

The corporate world is filled with executives, 
men and women who have worked hard 
for years to reach the upper levels of 
management. They’re intelligent, skilled, and 
even charismatic. But only a handful of them 

will ever reach the pinnacle – and as executive 
coach Marshall Goldsmith shows in this book, 
subtle nuances make all the difference. These 
are small “transactional flaws” performed 
by one person against another (as simple 
as not saying thank you enough), which 
lead to negative perceptions that can hold 
any executive back. Using Goldsmith’s 
straightforward, jargon-free advice, it’s 
amazingly easy behaviour to change.

Executives who hire Goldsmith for one-
on-one coaching pay $250,000 for the 
privilege. With this book, his help is 
available for 1/10,000th of the price.

Author and Credentials
Marshall’s global professional 
acknowledgments include: Harvard Business 
Review – World’s #1 Leadership Thinker, 
Institute for Management Studies – Lifetime 
Achievement Award (one of only two ever 
awarded), American Management Association 
– 50 great thinkers and leaders who have 
influenced the field of management over 
the past 80 years, BusinessWeek – 50 great 
leaders in America, Wall Street Journal 
– top ten executive educators, Forbes – 
five most-respected executive coaches, 
Leadership Excellence – top ten thinkers on 
leadership, Economic Times (India) – top CEO 
coaches, Harvard Business Review(Poland) 
– Leadership Thinker of the Decade, CEO 
Global (Canada) – World’s #1 Leadership 
Speaker, Economist (UK) – most credible 
executive advisors in the new era of business, 
National Academy of Human Resources – 
Fellow of the Academy (America’s top HR 
award), World HRD Congress – global leader 
in HR thinking, Tata Award (India) for Global 
HR Excellence, Fast Company – America’s 
preeminent executive coach, and Leader to 
Leader Institute – Leader of the Future Award. 
His work has been recognised by nearly 
every professional organisation in his field.

Dr. Goldsmith’s Ph.D. is from UCLA’s 
Anderson School of Management where 
he was recognised as the Distinguished 
Alumnus of the Year. He teaches executive 
education at Dartmouth’s Tuck School of 
Business. He is one of a select few executive 
advisors who have been asked to work with 
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over 150 major CEOs and their management 
teams. He served on the Board of the 
Peter Drucker Foundation for ten years.

Goldsmith is the author or editor of 35 
books, which have sold over two million 
copies, been translated into 30 languages 
and become bestsellers in 12 countries. He 
has written two New York Times bestsellers, 
MOJO and What Got You Here Won’t Get 
You There – a Wall Street Journal #1 business 
book and winner of the Harold Longman 
Award for Business Book of the Year. 

Summary

The Trouble With Success

The success delusion – The more we 
succeed the more we develop a set of 
beliefs around what caused this success. 

• Often these beliefs are simply not accurate – 
and can inhibit our ultimate rise to the top. 

• Because we get positive reinforcement of our 
success, we tend to overlook our failures. 

• The higher your level of success, the more 
destructive your bad habits become.

4 key beliefs of Successful People 

1. I have succeeded

2. I can succeed

3. I will succeed

4. I choose to succeed

These beliefs can also make it hard for 
us to change. Goldsmith advocates you 
start questioning these set of beliefs.

The 20 Habits That Hold You 
Back From The Top

1. Winning too much: The need to win 
at all costs and in all situations. 

2. Adding too much value: The overwhelming 
desire to add our 2 cents to every discussion. 

3. Passing judgment: The need to rate others 
and impose our standards on them. 

4. Making destructive comments: The 
needless sarcasm and cutting remarks 
that we think make us witty. 

5. Starting with NO, BUT, HOWEVER: The overuse 
of these negative qualifiers which secretly say 
to everyone that I’m right and you’re wrong. 

6. Telling the world how smart we 
are: The need to show people we’re 
smarter than they think we are. 

7. Speaking when angry: Using emotional 
volatility as a management tool. 

8. Negativity, or “Let me explain why that 
won’t work”: The need to share our negative 
thoughts even when we weren’t asked. 

9. Withholding information: The refusal 
to share information in order to 
maintain an advantage over others. 

10. Failing to give proper recognition: The 
inability to give praise and reward. 

11. Claiming credit that that we don’t deserve: 
The most annoying way to overestimate 
our contribution to any success. 

12. Making excuses: The need to reposition 
our annoying behaviour as a permanent 
fixture so people excuse us for it. 

13. Clinging to the past: The need to deflect 
blame away from ourselves and onto 
events and people from our past; a 
subset of blaming everyone else. 

14. Playing favourites: Failing to see that 
we are treating someone unfairly. 

15. Refusing to express regret: The inability 
to take responsibility for our actions, 
admit we’re wrong, or recognise 
how our actions affect others. 

16. Not listening: The most passive-aggressive 
form of disrespect for colleagues.

17. Failing to express gratitude: The 
most basic form of bad manners. 

18. Punishing the messenger: The misguided 
need to attack the innocent who are 
usually only trying to help us. 

19. Passing the buck: The need to 
blame everyone but ourselves. 

20. An excessive need to be “me”: 
Exalting our faults as virtues simply 
because they’re who we are. 
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The 21st Habit: Goal Obsession

Goldsmith sets this apart from the 
other 20 habits – claiming it to be the 
root cause of a negative behaviour. 

• We become so obsessed with the goal 
that we lose sight of the overall mission. 

• We think we will be happier if we lose 10 kilos 
or make more money – and pursue those 
goals relentlessly at the expense of other 
aspects in our life that bring us happiness. 

• We lose focus on the here and now.

How We Can Change For The Better

7 Step plan includes:

1. Feedback – Embrace feedback. The best 
method for identifying areas of strength 
and weakness is 360-degree feedback. 
Don’t be afraid to ask for it and never 
argue about it. Once you receive it write 
it down and consider it when you have 
a cooler head. Always thank them. 

2. Apologising – When you are in the wrong own 
up and apologise for it. It does 3 things 1) It 
claims responsibility for past mistakes 2) It 
announces your commitment to change. 3) It 
works as an agreement between both parties.

3. Show your intent to change. 
Let people know about it. 

4. Telling the world, or advertising – After you 
apologise, you need to advertise. To tell people 
exactly how things are going to change and 
what is going to be different next time around. 

5. Listening – Develop good listening skills. Think 
before you speak. Don’t interrupt people. 
Try to fully understand what they’re saying 
before formulating a response. Don’t judge. 

6. Thanking – Thank people often. Thank 
them directly and publically. Don’t withhold 
praise. Be authentic and sincere.

7. Following up – Measure progress and remind 
people of your commitment to change. Wait 
a few months, then follow-up with the person 
you’ve apologised to and see if you are on 
track for your “advertised” plan of attack. 

8. Practicing “feedforward” – Four step process. 
I. Choose a behaviour you 

would like to change. 

II. Have a one-on-one conversation 
with someone to explain your 
desire for making this change. 

III. Ask that person for two suggestions 
about how you can make the change. 

IV. Listen and say thank you. Keep 
repeating this process.

Pulling Out the Stops

8 rules to help you change:

1. You might have a disease that a behavioural 
change can cure – it might be a skill problem

2. Pick the right thing to change – Don’t try 
and focus on too many things at once

3. Don’t mislead yourself about 
what needs to change

4. Don’t hide from the truth you need to hear

5. There is no ideal behaviour – don’t let the 
desire to be ‘perfect’ get in the way of ‘better’

6. If you can measure it, you can achieve it

7. 7Monetize the result, then create a solution

8. The best time to change is now
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In A Nutshell
A funny, insightful and brilliant 
book on behavioural economics and 
‘choice architecture’. Jam-packed 
with examples to help nudge you and 
your staff in the right direction.

Visuals
A short 3 minute overview of 
Nudge by Richard Thaler

18 minute talk by Richard Thaler on Nudge

Publisher’s Pitch
Every day, we make decisions on topics 
ranging from personal investments to 
schools for our children to the meals we eat 
to the causes we champion. Unfortunately, 
we often choose poorly. The reason, the 
authors explain, is that, being human, we 
all are susceptible to various biases that 
can lead us to blunder. Our mistakes make 

us poorer and less healthy; we often make 
bad decisions involving education, personal 
finance, health care, mortgages and credit 
cards, the family, and even the planet itself.

Thaler and Sunstein invite us to enter 
an alternative world, one that takes our 
humanness as a given. They show that by 
knowing how people think, we can design 
choice environments that make it easier for 
people to choose what is best for themselves, 
their families, and their society. Using colourful 
examples from the most important aspects 
of life, Thaler and Sunstein demonstrate 
how thoughtful “choice architecture” can be 
established to nudge us in beneficial directions 
without restricting freedom of choice. Nudge 
offers a unique new take—from neither the 
left nor the right—on many hot-button issues, 
for individuals and governments alike. This 
is one of the most engaging and provocative 
books to come along in many years.

Authors and Credentials
Thaler is the director of the Centre for 
Decision Research, and is the co-director (with 
Robert Shiller) of the Behavioural Economics 
Project at the National Bureau of Economic 
Research. He has published numerous articles 
in prominent journals such as the American 
Economics Review, the Journal of Finance 
and the Journal of Political Economy. In 2015 
he served as the President of the American 
Economic Association. Before joining the 
University of Chicago faculty in 1995 (where 
he has remained to this day) Thaler taught 
at the University of Rochester and Cornell 
as well as visiting stints at The University 
of British Columbia, the Sloan School of 
Management at MIT, the Russell Sage 
Foundation and the Centre for Advanced 
Study in Behavioural Sciences at Stanford.

Cass R. Sunstein is currently the Robert 
Walmsley University Professor at Harvard. 
From 2009 to 2012, he was Administrator 
of the White House Office of Information 
and Regulatory Affairs. He is the founder 
and director of the Program on Behavioural 
Economics and Public Policy at Harvard Law 
School. He has testified before congressional 
committees on many subjects, and he has 
been involved in constitution-making and 
law reform activities in a number of nations.
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“How often do you read a book that is both 
important and amusing, both practical 
and deep? This gem of a book presents the 
best idea that has come out of behavioural 
economics. It is a must-read for anyone 
who wants to see both our minds and our 
society working better. It will improve 
your decisions and it will make the world a 
better place.” – Daniel Kahneman, Princeton 
University, Nobel Laureate in Economics

“Fundamentally changes the way I think 
about the world … Academics aren’t 
supposed to be able to write this well.” – 
Steven Levitt, co-author of Freakonomics

Summary
The authors don’t buy into the theory 
that we always make perfectly rational 
decisions, but believe that we are prone 
to many predictable mistakes. As such, 
our decisions are affected by biases, 
mental shortcuts and fallacies such as:

• Herd mentality – people are heavily influenced 
by others, and will make decisions under peer 
pressure that they would not otherwise make. 
They describe a study where people incorrectly 
answer a basic measurement question after 
listening to a number of other people answer in 
the same way. Allowed to answer anonymously, 
they are far more likely to answer correctly.

• Availability heuristic – a mental shortcut 
whereby people assign the likelihood of an 
event occurring based on how easily the event 
can be brought to mind. We tend to be able to 
bring to mind recent or traumatic events easily, 
so we assign these with a greater likelihood. An 
example given in the book is that many people 
incorrectly believe that homicides and more 
common than suicides because homicides 
are frequently publicised in the media.

• Status quo bias – people are likely to 
continue with a course of action or accept a 
default option, rather than change it – even 
if change would be in their best interest. 
One example is the Save More Tomorrow 
program. Firms offer employees who are 
not saving very much the option of joining 
a program in which their saving rates are 
automatically increased whenever the 
employee gets a raise. This plan has more 
than tripled saving rates in some firms, and 
is now offered by thousands of employers. 

• Tendency towards overconfidence and 
optimism that protects our ego, but overlooks 
our faults. For example, 90% of people 
believe they are better than average drivers.

• We tend to be more concerned with avoiding 
loss than achieving gain, and so will often 
avoid change even if it is in our best interest.

• Anchoring – The perceived value of 
something can be steered (or ‘anchored’) 
by an initial, sometimes irrelevant activity. 
For example, people will donate more if the 
options range from $100 up to $5,000 than 
if the options range from $50 up to $150.
The authors use the theory of behavioural 
economics to explore how small and 
often insignificant things can influence (or 
‘nudge’) behaviour across a range of social 
issues such as personal finances, health and 
marriage. These nudges do not change the 
available outcomes, or prohibit choice, but 
encourage people towards better decisions.

Choice architecture describes a way of 
organising environments to nudge decision 
making. For example, placing healthy 
foods in a school cafeteria at eye level, 
while putting junk food in harder to reach 
places, can decrease the consumption 
of junk food and increase consumption 
of healthier foods without restricting 
people’s ability to choose either.

Some tips for effective nudges

• Incentives – Often people do not notice 
incentives, so it is important to make them 
more noticeable. For example, nudging 
people to reduce their electricity usage 
through feedback on the cost of their 
usage could be more effective than simply 
increasing the price of electricity.

• Understand mappings defaults – people 
are more likely to choose the default 
setting, especially if they are perceived 
to be the recommended setting.

• Give feedback – feedback is a powerful 
change agent. A California utility company 
gave customers feedback by printing 
neighbourhood comparisons on energy 
bills, along with a “smiley face” for bills with 
relatively low energy usage and a frown for 
those with high usage. The simple nudge 
was enough to ensure that high usage went 
down, without driving low usage up.
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• Expect error – errors will occur, so error 
reduction should be built in wherever possible. 
For example, to stop people from forgetting 
their cards, ATM machines force users to 
reclaim their cards before getting their cash.

• Structure complex choices – choices 
should be simplified to aid decision 
making and to increase transparency. 

• Norms – People are more likely to change if 
they are reminded of an accepted norm than 
a problem behaviour. Colleges have found 
that it’s easier to reduce binge-drinking 
by highlighting that a majority of students 
does not drink excessively than by focusing 
on the problematic minority that does.

And finally – Thaler’s favourite 
example of a nudge

• The urinals in the Amsterdam airport. 

• After images of flies were etched into the 
urinals in the men’s bathroom “spillage” on 
the men’s-room floor dropped by 80%. 

• As Thaler puts it: “Men evidently 
like to aim at targets”. 
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In A Nutshell 
Firsthand lessons on fostering a creative 
culture from inside Pixar – one of the most 
innovative and creative companies on earth. 

Visuals
8 minute animated video summary 

Publisher’s Pitch
From Ed Catmull, co-founder (with Steve 
Jobs and John Lasseter) of Pixar Animation 
Studios, the Academy Award–winning studio 
behind Inside Out and Toy Story, comes an 
incisive book about creativity in business—
sure to appeal to readers of Daniel Pink, Tom 
Peters, and Chip and Dan Heath. Fast Company 
raves that Creativity, Inc. “just might be the 
most thoughtful management book ever.”

Creativity, Inc. is a book for managers who 
want to lead their employees to new heights, a 
manual for anyone who strives for originality, 
and the first-ever, all-access trip into the 
nerve centre of Pixar Animation—into the 
meetings, postmortems, and “Braintrust” 
sessions where some of the most successful 
films in history are made. It is, at heart, a book 
about how to build a creative culture—but it 
is also, as Pixar co-founder and president Ed 
Catmull writes, “an expression of the ideas 
that I believe make the best in us possible.”

Author and Credentials
New York Times Best Seller, named one 
of the best books of the year by The 
Huffington Post, Financial Times, Success, 
and Inc. Forbes said: “Just might be the 
best business book ever written.”

Dr. Ed Catmull is co-founder of Pixar Animation 
Studios and president of Walt Disney and Pixar 
Animation Studios. He is one of the architects 
of the RenderMan rendering software, which 
has been used in 44 of the last 47 films 
nominated for an Academy Award in the 
Visual Effects category. He himself has been 
nominated for five Academy Awards. Awarded 
the 2008 Randy Pausch Prize from Carnegie 
Mellon University’s Entertainment Technology 
Centre (ETC), a prize awarded to individuals 
in the entertainment technology industry 
who best embody the coming together of 
technical expertise and creative thinking. 

Summary
Creativity Inc is the story of the rise of Pixar 
Animation over four decades as told by 
Ed Catmull, co-founder and President of 
Pixar and Walt Disney Animation Studios. 
Through his story, Catmull delivers a 
masterclass on how to lead a creative 
organisation, complete with war stories of 
Pixar’s struggles and eventual successes.

Honesty and Candour

Communication is key to Pixar’s success. They 
have a policy of “bracing, candid feedback” 
and of “reworking, reworking, and reworking 
again, until a flawed story finds its through 
line or a hollower character finds its soul.”
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• Know that you don’t have all the answers, 
and that you can’t achieve success alone.

• Make use of the “brainpower” available 
to you in the organisation to solve 
problems and gain feedback.

• Don’t be afraid of other peoples’ views 
and critiques, feedback needs to be 
honest and open or it is useless.

• Have an open communication policy, 
where anyone in the organisation can 
talk to anyone else about their work.

• Foster trust within the organisation

“If people in an organisation don’t trust 
one another, they will never speak their 
minds openly. They end up agreeing 
with whatever the boss says. People are 
genuinely afraid to say what they think 
for fear of offending someone”.

“You are not your idea, and if you identify 
too closely with your ideas, you will take 
offense when they are challenged. To set 
up a healthy feedback system, you must 
remove power dynamics from the equation 
– you must enable yourself, in other words, 
to focus on the problem, not the person.”

Fear and Failure

One of the major blockers standing in the way 
of innovation and creativity is fear. Pixar has 
created a culture of innovation by banishing 
fear of failure, criticism, change and blame: 
“Unleashing creativity requires that we loosen 
the controls, accept risk, trust our colleagues, 
work to clear the path for them, and pay 
attention to anything that creates fear.”

• “Rather than trying to prevent all errors, 
we should assume, as is almost always the 
case, that our people’s intentions are good 
and that they want to solve problems. 
Give them responsibility, let the mistakes 
happen, and let people fix them.”

• Show and tell –don’t wait for things to be 
perfect before you share, gain feedback early.

• Fail early, fail fast, fail fearlessly – Understand 
that failure is inevitable and valuable, but 
reducing the cost and learning from failure 
is important. Trying to avoid failure at all 
costs kills creativity and creates fear.

• Getting to the final product takes work: “I call 
the early mock-ups of our films ‘ugly babies’. 
They are not beautiful, miniature versions of 
the adults they will grow up to be. They are 
truly ugly: awkward and unformed, vulnerable 
and incomplete. They need nurturing – in the 
form of time and patience – in order to grow.”

Change and Randomness

We can become blinded by past success and 
“how we’ve always done things” and closed 
off to change and new opportunities.

Be Opportunistic – Don’t fear the unknown, 
realise that successful innovation owes a lot 
to random opportunity and random events.

“If we allow more people to solve problems 
without permission, and if we tolerate (and 
don’t vilify) their mistakes, then we enable a 
much larger set of problems to be addressed.” 

Don’t stay inside your safe bubble, get 
out and experience the world that you are 
working in. Catmull tells how a team of 
Pixar staff travelled to Paris to prepare for 
the film Ratatouille to experience what it 
is like in restaurant kitchens, and even the 
sewers, of Paris where the film is set.

Broadening Our View

Catumull shares eight strategies 
that help staff to think about things 
from different perspectives:

• Daily check-ins to see how everybody is doing 
and to workshop any challenges as a group

• Research trips to gain real world 
experience, and to soak in the detail

• The Power of Limits: Setting parameters helps 
us refocus our efforts on what’s important

• Integrating Technology and Art

• Short Experiments: When you have a new 
idea, try it out in a small way first. It’s okay 
if a toy train gets destroyed, it’s not okay 
when a full size locomotive gets derailed.

• Learning to See: “…learn to set 
aside preconceptions.” Don’t let 
preconceptions precede problems.
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• Postmortems: Self evaluate! “Measure 
what you can, evaluate what you measure, 
and appreciate that you cannot measure 
the vast majority of what you do.” 

• Continuing to Learn.
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In A Nutshell
Stanford professors Robert Sutton and Huggy 
Rao look at how to spread innovation, best 
practices, and a success attitude across 
organisations. Most companies will have 
“pockets of excellence”, areas where people 
are outperforming the rest of the organisation. 
This book looks at how to scale that excellence.

Visuals
6 Minute clip of the authors
explaining the book

Huggy’s TED talk on Scaling Excellence

Publisher’s Pitch
In Scaling Up Excellence, bestselling author 
Robert Sutton and Stanford colleague Huggy 
Rao tackle a challenge that determines every 
organisation’s success: scaling up farther, 
faster, and more effectively as a program or an 
organisation creates a larger footprint. Sutton 
and Rao have devoted much of the last decade 
to uncovering what it takes to build and 

uncover pockets of exemplary performance, 
to help spread them, and to keep recharging 
organisations with ever better work practices. 

Drawing on inside accounts and case 
studies and academic research from a 
wealth of industries – including start-ups, 
pharmaceuticals, airlines, retail, financial 
services, high-tech, education, non-profits, 
government, and healthcare – Sutton and 
Rao identify the key scaling challenges that 
confront every organisation. They tackle 
the difficult trade-offs that organisations 
must make between “Buddhism” versus 
“Catholicism” – whether to encourage 
individualized approaches tailored to local 
needs or to replicate the same practices 
and customs as an organisation or program 
expands. They reveal how the best leaders 
and teams develop, spread, and instil the right 
mindsets in their people – rather than ruining 
or watering down the very things that have 
fuelled successful growth in the past. They 
unpack the principles that help to cascade 
excellence throughout an organisation, as well 
as show how to eliminate destructive beliefs 
and behaviours that will hold them back. 

Scaling Up Excellence is the first major 
business book devoted to this universal 
and vexing challenge. It is destined to 
become the standard bearer in the field

Authors and Credentials
Stanford Professor Huggy Rao has published 
widely in the fields of management and 
sociology and studies the social and 
cultural causes of organisational change. 

He serves as the Editor of Administrative 
Science Quarterly, and has been a member 
of the editorial boards of American Journal 
of Sociology and Organisation Science 
and Academy of Management Review. He 
has been a Member of the Organisational 
Innovation and Change Panel of the National 
Science Foundation. He is a Fellow of the 
Centre for Advanced Study in Behavioural 
Science, a Fellow of the Sociological Research 
Association and also a Fellow of the Academy 
of Management, at Stanford University.

Robert Sutton is Professor of Management 
Science and Engineering and a Professor of 
Organisational Behaviour (by courtesy) at 
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Stanford. Sutton has been teaching classes on 
the psychology of business and management 
at Stanford since 1983. He is co-founder of the 
Centre for Work, Technology and Organisation, 
which he co-directed from 1996 to 2006. He 
is also co-founder of the Stanford Technology 
Ventures Program and the Hasso Plattner 
Institute of Design (which everyone calls 
“the d school”). Sutton studies innovation, 
leadership, the links between managerial 
knowledge and organisation action, scaling 
excellence, and workplace dynamics. He has 
published over 100 articles and chapters on 
these topics in peer-reviewed journals and 
the popular press. Sutton was named as one 
of 10 “B-School All-Stars” byBusinessWeek, 
which they described as “professors who are 
influencing contemporary business thinking 
far beyond academia.” Sutton is a Fellow 
at IDEO and academic director of three 
Stanford executive education programs: 
Leading for Strategic Execution, Customer-
Focused Innovation, and the new online 
Stanford Innovation and Entrepreneurship 
Certificate. He also blogs at Harvard Business 
Review and was recently names in the Top 
10 Most Influential Leaders by AMA.

Scaling Up Excellence received the following 
awards: Amazon Best Books of the Year list, 
Business & Investing, Inc.com 10 Best Business 
Books of 2014, Financial Times – The Pick of 
2014’s Management Books, The Globe & Mail’s 
list of 5 Best Business Books in 2014, Library 
Journal’s list of 5 Best Business Books in 2014

Summary

Five Principles of Scaling Excellence

1. Hot Causes, Cool Solutions. 

• Change management.

• Through engaging people in the story and 
changing their beliefs and mindset (hot 
causes) and by implementing behaviour 
change solutions (cool causes). 

• E.g. A Stanford student who shares her 
emotional story of her bike accident and 
subsequent difficult recuperation. The story 
resonated with her classmates; it was a hot 
cause. To change day-to-day behaviour, 
wearing a helmet needed to become a 
cool thing to do, which it did as students 
pledged in public to wear helmets.

2. Cut the Cognitive Load: But Deal 
with Necessary Complexity. 

• Scaling up is not necessarily about 
“more”, it is about “more and better”.

• Whilst scaling up will usually mean new 
processes, procedures and ways of 
working, it should also mean reducing 
old practices that are no longer 
required in the new way of working. 

• E.g. a growing company will reach a 
size where all-staff meetings are no 
longer productive but are unwieldy.

3. The People Who Propel. 

• Having the right people with the 
right skills is key to organisational 
success and is key to scaling. 

• The “people who propel scaling” love a 
challenge, they embrace new information 
and change, and are keen to improve. 

4. Connect People and Cascade Excellence. 

• As well as having the right people, 
making sure those people connect is 
also key in spreading excellence. 

• Rather than trying to create change in a top-
down way, people from across the organisation 
in different departments across the hierarchy 
need to be engaged and connected to break 
down silos and propel the scaling effort.

5. Bad Is Stronger Than Good. 

• Bad attitudes, beliefs and behaviours 
are destructive and will undermine 
attempts to scale the good. 

• It is essential to eliminate all 
destructive attitudes, beliefs and 
behaviours from the organisation.

Seven lessons for scaling up 
without screwing up

Lesson 1: Start Where You Are, 
Not Where You Hope to Go

Start your scaling journey where you 
are and do the best with what you 
have, regardless of the size of your 
available staff, budget and resources.

Lesson 2: Scale, Don’t Just Swarm

Don’t put all of your energy into launching 
your initiative. It’s great to start with energy 
and excitement, but it is more important 



36BOOK 12

Scaling Up Excellence  
by Robert Sutton and Huggy Rao

to focus on enabling and encouraging 
people in your organisation to live the 
scaling mindset or it will not spread.

Lesson 3: Use Your Mindset as a 
Guide, Not as the Answer

“Mindsets are double-edged swords. You 
need them, but never stop asking whether 
the time is ripe to cast them aside” 

Lesson 4: Use Constraints as 
Guardrails that Channel, Rather than 
Derail, Ingenuity and Effort

You will always face constraints, find 
ways to work around your constraints 
and turn them into virtues.

Lesson 5: Use Hierarchy to Squelch 
Unnecessary Friction, Instead of 
Creating and Spreading Hierarchy

Reduce unnecessary bureaucracy (“rules, 
tools and fools”), and instead focus 
getting rid of friction and complexity.

Lesson 6: Work with People You 
Respect, Not Your Friends

“Hire people whom you respect and who 
bring new thinking to the organisation; 
whether you like them should be secondary. 
… Diversity of style, thought, and culture 
can sometimes generate friction. But if it is 
productive friction, and if your team frames 
it that way, it can help build resilience … 
like allergy shots for your organisation”.

Lesson 7: Make Sure that Accountability 
Prevails and Free Riding and 
Other Bad Behaviours Fail

Ensure that everyone feels accountable, “like 
they own the place and the place owns them”.

Additional Info
The authors actually offer a free MOOC 
via the Stanford Business School 
on the subject of ‘Scaling Up Your 
Venture Without Screwing Up’

Bob Sutton’s well respected blog
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In A Nutshell
If you want to really understand how our mind 
works and what influences us to behave the 
way we do – this is your book. Kahneman 
is a Nobel Prize Winner and the man many 
consider to have invented behavioural science.

Visuals
10 minute animated book summary

5 minute Inc. Magazine Interview with 
Kahneman on Thinking Fast vs Thinking Slow

Kahneman’s TED Talk on ‘the riddle 
of experience vs memory

Publisher’s Pitch
In the international bestseller, Thinking, Fast 
and Slow, Daniel Kahneman, the renowned 
psychologist and winner of the Nobel Prize 
in Economics, takes us on a groundbreaking 
tour of the mind and explains the two systems 
that drive the way we think. System 1 is 
fast, intuitive, and emotional; System 2 is 

slower, more deliberative, and more logical. 
The impact of overconfidence on corporate 
strategies, the difficulties of predicting what 
will make us happy in the future, the profound 
effect of cognitive biases on everything 
from playing the stock market to planning 
our next vacation―each of these can be 
understood only by knowing how the two 
systems shape our judgments and decisions. 

Engaging the reader in a lively conversation 
about how we think, Kahneman reveals where 
we can and cannot trust our intuitions and 
how we can tap into the benefits of slow 
thinking. He offers practical and enlightening 
insights into how choices are made in both 
our business and our personal lives and how 
we can use different techniques to guard 
against the mental glitches that often get us 
into trouble. Winner of the National Academy 
of Sciences Best Book Award and the Los 
Angeles Times Book Prize and selected by 
The New York Times Book Review as one 
of the ten best books of 2011, Thinking, 
Fast and Slow is destined to be a classic.

Author and Credentials
Daniel Kahneman is Professor of Psychology 
and Public Affairs Emeritus at the Woodrow 
Wilson School, the Eugene Higgins Professor 
of Psychology Emeritus at Princeton University, 
and a fellow of the Centre for Rationality at 
the Hebrew University in Jerusalem. Often 
credited with launching the field of behavioural 
economics and widely regarded as the world’s 
most influential living psychologist, Kahneman 
has won an array of awards including the 
Nobel Prize in Economic Sciences (2002), the 
Lifetime Contribution Award of the American 
Psychological Association (2007), and the 
Presidential Medal of Freedom (2013). 

Thinking Fast and Slow awards: Winner 
of the National Academy of Sciences 
Best Book Award in 2012, Selected by 
the New York Times Book Review as one 
of the best books of 2011, A Globe and 
Mail Best Books of the Year Winner 2011, 
One of The Economist’s 2011 Books of 
the Year, One of The Wall Street Journal’s 
Best Nonfiction Books of the Year 2011.
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Summary
Kahneman not only shows how the mind 
works, and offers practical and enlightening 
insights into how choices are made in both 
our business and personal lives – but he 
also shows us how we can guard against the 
mental glitches that often get us into trouble.

The book is absolutely filled with examples 
and theories. So much so that we can 
barely even touch the side in this summary. 
Here is a very brief overview, and just a 
smattering of the key concepts discussed. 

‘System 1’ = The instant, unconscious, 
automatic, emotional, intuitive thinking.

‘System 2’ = The slower, conscious, 
rational, reasoning, deliberate thinking.

• Avoiding biases as individuals or as 
organisations requires a great deal of effort. 

• S1 cannot be trained. 

• We can learn to recognise situations which 
are prone to certain errors. Pause. And 
give time for S2 to come to the rescue.

• It is easier for organisations to 
avoid errors than individuals

• Can implement procedures and procedures.

• E.g. checklists, reminders, workflows. 

• Most of what we (our System 2) think & 
do originates in our System 1, but System 
2 takes over when things get difficult

• S2 normally has the last word. 

• S1 & S2 usually work well together 

• However, S1 has biases, leading to 
systematic errors in certain circumstances 

• S1 cannot be turned off

• S 1 relies on general rules and 
guidelines (called heuristics). 

• Designed to work in the environment in which 
we evolved – not our modern day environment

• Primarily geared to protect us from danger 
and help us in the current moment. 

• S1 useful for the present moment 
but not for long-term planning. 

• S2 is capable of overriding the impressions 
of S1, and of avoiding the errors. 

• However, S2 also not very good 
at correcting these errors. 

• S2 is often completely unaware that it is 
being influenced (and misled) by S1

• We are pattern seekers by nature. 
And it is because of this, we are 
not able to think statistically.

• S2 is naturally very poor with 
probabilities and statistics. 

• Can be trained to improve.

Characteristics of System 1

• Generates impressions, feelings, & inclinations; 

• When endorsed by S2 these become 
beliefs, attitudes, & intentions

• Automatic

• Little or no effort, no sense 
of voluntary control

• If trained, can execute skilled responses 
& generate skilled intuitions

• Links cognitive ease to illusions of truth, 
pleasant feelings, reduced vigilance

• Distinguishes the surprising from the normal

• Infers and invents causes and intentions

• Neglects ambiguity and suppresses doubt

• Is biased to believe & confirm

• Exaggerates emotional 
consistency (halo effect)

• Focuses on existing evidence, 
ignores absent evidence

• Computes more than intended 
(mental shotgun)

• Sometimes substitutes an easier 
question for a difficult one

• Gives no warning when it’s 
answers are unreliable

• More sensitive to changes than 
to states (prospect theory)

• Overweights low probabilities

• Responds more strongly to losses 
than to gains (loss aversion)

• Frames decision problems independently 
and in isolation from one another

• Heuristics and Biases

• Why it is so difficult for us to think statistically

• Statistics requires thinking about many 
things at once and S1 is not designed for that
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• Priming effect 

• Once exposed to a word or idea we become 
prepared to detect associated words

• E.g. “the Florida effect,” students in Florida 
who were primed with words suggesting 
old age walked slower. The idea of old age 
subconsciously primed their behaviour 

• S1 is also the origin of many of the 
systematic errors in our intuitions

• S2 monitors & controls suggestions of S1 

• E.g. puzzle: A bat & ball cost $1.10. The 
bat costs one dollar more than the 
ball. How much does the ball cost?
 - Intuition (S1) suggests easy, 

incorrect answer, 10 cents 
 - Fails to check answer.

• E.g.2 syllogism: 
 - All roses are flowers. Some 

flowers fade quickly. Therefore 
some roses fade quickly. 

 - Seems intuitively valid, but it’s invalid.
 - Checking the logic requires S2.

• The Lazy Controller

• Sometimes cognitive thinking achieves 
flow (“state of effortless concentration 
so deep that we lose sense of time, 
of self, of personal problems”)

• In a state of flow, self-control is not required 
to maintain focused attention on intense 
activities. The resources of self-control are 
freed to be directed to the task at hand

• Self-control (S2) takes mental effort, 
so when cognitive effort (S2) is 
high, self-control is reduced

• We are more prone to give in to 
temptation, to S1 choices, selfish choices, 
and superficial social judgments

• Andrew Bird: ‘Lazy Projector’
 - This may not help you to learn the 

concept – but it’s a cracking song.

• Cognitive ease

• The mind constantly measures cognitive 
ease and whether extra effort from S2 
is needed due to ‘cognitive strain’

• To reduce cognitive strain we can 
use techniques such as printing in 
large letters of using contrasting 
colours and simple language

• E.g. a puzzle with obvious but wrong 
answers fools people less when 
printed in small font because the 
cognitive strain awakens S2

• Ease, mood and intuition

• Good mood – brain tells us we 
can let our guard down
 - Intuition, creativity and gullibility increase
 - Reliance on S1
 - More creative but more 

prone to logical error

• Bad mood – brain tells us to be on guard
 - Vigilance, suspicion, and need 

for analytic approach
 - Reliance on S2

• Neglect of ambiguity & suppression of doubt
 

•  If provided a context S1 will suppress
doubt and not look for alternatives.

• The same middle terms are in the
left hand box and the right hand
box but we automatically assume
the left hand box is ABC

• Halo effect

• S1 likes a simple world view.

• Therefore if we like someone we have
a tendency to find positive traits in
them that support that view.

• Sequencing can also come into play

• E.g. What do you think of Alan and Ben?
- Alan: intelligent – industrious – impulsive

– critical – stubborn – envious
- Ben: envious – stubborn – critical –

impulsive – industrious – intelligent
- We automatically tend to prefer Alan

because our first impressions lead
our responses to the other traits.

- Ben’s intelligence will be interpreted
by many in a sinister way.

Additional Info
If you like what you’re reading,
want more, but still aren’t ready to
commit to the book – try this:

An extensive shorthand summary
of the main concepts
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In A Nutshell
A guide to help you foster a growth mindset 
– enabling you to develop your skills, 
achieve more and fulfil your potential.

Visuals
10 minute TED talk by Dweck on ‘The 
power of believing that you can improve’

Publisher’s Pitch
World-renowned Stanford University 
psychologist Carol Dweck, in decades of 
research on achievement and success, 
has discovered a truly groundbreaking 
idea—the power of our mindset.

Dweck explains why it’s not just our abilities 
and talent that bring us success—but whether 
we approach them with a fixed or growth 
mindset. She makes clear why praising 
intelligence and ability doesn’t foster self-
esteem and lead to accomplishment, but may 

actually jeopardize success. With the right 
mindset, we can motivate our kids and help 
them to raise their grades, as well as reach 
our own goals—personal and professional. 
Dweck reveals what all great parents, teachers, 
CEOs, and athletes already know: how a 
simple idea about the brain can create a love 
of learning and a resilience that is the basis 
of great accomplishment in every area.

Author and Credentials
Carol S. Dweck, Ph.D., is one of the 
world’s leading researchers in the field of 
motivation and is the Lewis and Virginia 
Eaton Professor of Psychology at Stanford 
University. Her research has focused on why 
people succeed and how to foster success. 
She has held professorships at Columbia 
and Harvard Universities, has lectured all 
over the world, and has been elected to the 
American Academy of Arts and Sciences. 
Her scholarly book Self-Theories: Their Role 
in Motivation, Personality, and Development 
was named Book of the Year by the World 
Education Federation. Her work has been 
featured in such publications as The New 
Yorker, Time, The New York Times, The 
Washington Post, and The Boston Globe, 
and she has appeared on Today and 20/20. 

“Everyone should read this book.” 
– Chip and Dan Heath, authors of 
Switch and Made to Stick

“Will prove to be one of the most influential 
books ever about motivation.” – Po 
Bronson, author of NurtureShock

“A good book is one whose advice you 
believe. A great book is one whose advice 
you follow. I have found Carol Dweck’s 
work on mindsets invaluable in my own 
life, and even life-changing in my attitudes 
toward the challenges that, over the years, 
become more demanding rather than less. 
This is a book that can change your life, 
as its ideas have changed mine.” – Robert 
J. Sternberg, IBM Professor of Education 
and Psychology at Yale University, director 
of the PACE Centre of Yale University, 
and author of Successful Intelligence
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Summary
• “Research has shown that the view 

you adopt of yourself profoundly 
affects the way you lead your life.”

• Our mindset is our view of our qualities 
and characteristics, where they come 
from and whether we can change them. 

• It is a very simple belief about ourselves, 
specifically our ability to change and 
improve, that guides and permeates 
nearly every part of our lives and affects 
our career and relationship success. 

• This belief limits our potential or enables 
our success. It often marks the difference 
between excellence and mediocrity. It 
influences our self-awareness, our self-
esteem, our creativity, our ability to face 
challenges, our resilience to setbacks, our 
levels of depression, and our tendency to 
stereotype, and our reaction to life events.

2 Mindsets

Through her research, Dweck has 
identified the following two mindsets:

• A fixed mindset comes from the belief 
that your qualities are carved in stone 
and you cannot change who you are. 

• People with a fixed mindset believe 
that intelligence, personality, and 
creativity are fixed traits and that they 
cannot be developed or improved.

• People with a fixed mindset have trouble 
dealing with criticism and failure – they see 
it as a personal attack on their characters, 
and something that they cannot fix. 

• They are also more judgemental 
of others and do not believe that 
others can grow and improve. 

• A growth mindset comes from the belief 
that your basic qualities are things 
you can cultivate through effort. 

• People with a growth mindset believe 
that, although people differ in innate 
abilities, talents and interests – everyone 
can improve and change through effort.

• Having a growth mindset encourages 
learning and effort. If you believe that you 
can improve at something – you will be 
much more driven to learn and practice. 

• Criticism is seen as valuable feedback 
and openly embraced. The hallmark 
of the growth mindset is the passion 
for sticking with it, especially when 
things are not going well.

• Those with the growth mindset do 
not label themselves and throw 
up their hands in defeat.

• They confront challenges and keep 
working. The growth mindset enables the 
converting of life’s setbacks into future 
successes. The fixed mindset, however, often 
results in little or no effort, and therefore 
little or no growth and development.

The good news is that Dweck believes 
that we can change our mindset.

The following image from the book gives 
an excellent summary of the concepts
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In A Nutshell
They don’t get more classic than this. 
Originally published in 1936, yet still 
astonishingly relevant. The book (which is 
more authentic and genuine than the title 
suggests) provides an incredible guide 
for how to understand and get along with 
people, how to make people like you, and 
how to win others to your way of thinking. 

Visuals
A 9 minute animated video that breaks down 
one key concept from each section of the book

Publisher’s Pitch
Since its release in 1936, How to Win Friends 
and Influence People has sold more than 15 
million copies. Dale Carnegie’s first book 
is a timeless bestseller, packed with rock-

solid advice that has carried thousands of 
now famous people up the ladder of success 
in their business and personal lives.

As relevant as ever before, Dale Carnegie’s 
principles endure, and will help you 
achieve your maximum potential in the 
complex and competitive modern age.

Learn the six ways to make people like you, 
the twelve ways to win people to your way 
of thinking, and the nine ways to change 
people without arousing resentment. 

Author and Credentials
Perhaps the most well-known author in the 
field of communication and public speaking. 
Founder of Dale Carnegie Training, which 
is now represented in over 90 countries. 
More than 2700 trainers present Dale 
Carnegie Training programs in more than 25 
languages. Approximately 8 million people 
have completed Dale Carnegie Training.

How To Win Friends and Influence People 
has sold over 15 million copies.

Summary
Taken from @dalecarnegie.com – 
here’s a summary of some of the 
key elements of the book.

Part One – Fundamental Techniques 
in Handling People

• Don’t criticize, condemn or complain. 

• Criticism is often futile and merely puts 
people on the defensive. Instead try to 
understand why people do what they do.

• Give honest and sincere appreciation. 

• If you can arouse enthusiasm in people 
and a sense of good will, you can begin to 
realise the true power of appreciation.

• Arouse in the other person an eager want. 

• Henry Ford said that “If there is any 
one secret of success, it lies in the 
ability to get the other person’s point of 
view and see things from that person’s 
angle as well as from your own.”

BOOK 15

How To Win Friends and Influence People  
by Dale Carnegie
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Part Two – Six Ways to Make People Like You

• Become genuinely interested in other people. 

• Care about them and their interests. Do 
things for others that require “time, energy, 
unselfishness and thoughtfulness.”

• Smile. 

• It’s been said that “People who smile 
tend to manage, teach and sell more 
effectively, and to raise happier children.” 

• Be a good listener and encourage 
others to talk about themselves. 

• A young boy once said to his mother, 
“Mom, I know you love me very 
much because whenever I talk to you 
about something you stop whatever 
you are doing and listen to me.” 

• Make the other person feel 
important – and do it sincerely. 

• William James said, “The deepest 
principle in human nature is the 
craving to be appreciated.” 

Part Three – How to Win People 
to Your Way of Thinking

• The only way to get the best of 
an argument is to avoid it. 

• Sure, you may achieve a victory sometimes; 
but it will be an empty victory because you 
will never get your opponent’s good will.

• If you are wrong, admit it 
quickly and emphatically. 

• Any fool can try to defend his 
mistakes, but it raises one above the 
herd to admit one’s mistakes.

• Get the other person saying 
“Yes, yes” at the outset.

• And keep your opponent, if possible, 
from saying “No.” Use the “Socratic 
method” to garner trust and agreement.

• Be sympathetic with the other 
person’s ideas and desires. 

• Just because they may not be consistent 
with your own, it doesn’t mean they are 
wrong and you are right. Strive to be open 
to others, you may learn something.

Part Four – Be a Leader: How to 
Change People Without Giving 
Offense or Rousing Resentment

• Ask questions instead of giving direct orders. 

• No one likes to take direct orders, 
so give people the opportunity 
to do things themselves.

• Give the other person a fine 
reputation to live up to. 

• If you want to improve a person in a 
certain respect, act as though that 
particular trait were already one of his 
or her outstanding characteristics.

• Make the other person happy about 
doing the thing you suggest. 

• Be sincere. Be empathetic and match 
the benefits of doing the thing you 
suggest to the other person’s wants.

For a complete list of all the principles 
covered in the book – see the below page.

Additional Information
An interesting article by Forbes on 
‘How To Win Friends and Influence 
People In The Digital Age’
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How to Win Friends and Influence People

PART ONE

Fundamental Techniques in Handling People
1. Don’t criticize, condemn or complain.

2. Give honest and sincere appreciation.

3. Arouse in the other person an eager want.

PART TWO

Six ways to make people like you
1. Become genuinely interested in other people.

2. Smile.

3. Remember that a person’s name is to that person the sweetest 
and most important sound in any language.

4. Be a good listener. Encourage others to talk about themselves.

5. Talk in terms of the other person’s interests.

6. Make the other person feel important – and do it sincerely.

PART THREE

Win people to your way of thinking
1. The only way to get the best of an argument is to avoid it.

2. Show respect for the other person’s opinions. Never say, “You’re wrong.”

3. If you are wrong, admit it quickly and emphatically.

4. Begin in a friendly way.

5. Get the other person saying “yes, yes” immediately.

6. Let the other person do a great deal of the talking.

7. Let the other person feel that the idea is his or hers.

8. Try honestly to see things from the other person’s point of view.

9. Be sympathetic with the other person’s ideas and desires.

10. Appeal to the nobler motives.

11. Dramatize your ideas.

12. Throw down a challenge.

BOOK 15
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PART FOUR

Be a Leader: How to Change People Without 
Giving Offense or Arousing Resentment
A leader’s job often includes changing your people’s attitudes 

and behaviour. Some suggestions to accomplish this.

1. Begin with praise and honest appreciation.

2. Call attention to people’s mistakes indirectly.

3. Talk about your own mistakes before criticizing the other person.

4. Ask questions instead of giving direct orders.

5. Let the other person save face.

6. Praise the slightest improvement and praise every improvement. Be 
“hearty in your approbation and lavish in your praise.”

7. Give the other person a fine reputation to live up to.

8. Use encouragement. Make the fault seem easy to correct.

9. Make the other person happy about doing the thing you suggest.
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In A Nutshell
A science-backed schooling in the art 
and psychology of persuasion.

Visuals 
Animated summary of the 6 
principles (narrated by Cialdini)

Publisher’s Pitch
Influence, the classic book on persuasion, 
explains the psychology of why people say 
“yes”—and how to apply these understandings. 
Dr. Robert Cialdini is the seminal expert 
in the rapidly expanding field of influence 
and persuasion. His thirty-five years of 
rigorous, evidence-based research along 
with a three-year program of study on what 
moves people to change behaviour has 
resulted in this highly acclaimed book.

You’ll learn the six universal principles, 
how to use them to become a skilled 
persuader—and how to defend yourself 

against them. Perfect for people in all walks 
of life, the principles of Influence will move 
you toward profound personal change and 
act as a driving force for your success.

Author and Credentials
Dr. Robert Cialdini has spent his entire career 
researching the science of influence, earning 
him an international reputation as an expert 
in the fields of persuasion, compliance, and 
negotiation. Cialdini received his Ph.D from the 
University of North Carolina and post doctoral 
training from Columbia University. He has 
held Visiting Scholar Appointments at Ohio 
State University, the University of California, 
the Annenberg School of Communications, 
and the Graduate School of Business of 
Stanford University. Currently, Dr Cialdini is 
Regents’ Professor Emeritus of Psychology 
and Marketing at Arizona State University.

Cialdini’s clients include Google, Microsoft, 
Cisco Systems, Bayer, Coca Cola, KPMG, 
AstraZeneca, Ericsson, Kodak, Merrill Lynch, 
Nationwide Insurance, Pfizer, AAA, Northern 
Trust, IBM, Prudential, The Mayo Clinic, 
GlaxoSmithKline, Harvard University – Kennedy 
School, The Weather Channel, the United 
States Department of Justice, and NATO.

Influence has sold over 3 million copies, 
is a New York Times Bestseller and has 
been published in twenty-seven languages. 
It’s also listed in Fortune Magazine’s 
’75 Smartest Business Books’. 

Summary
Dr Robert Cialdini is a Professor of Marketing 
and Psychology and researches in the field 
of social psychology, and a specialist on 
the topic of persuasion. In this book he 
teaches that the skill of influencing others 
isn’t luck or innate personal charisma, but 
is something that a) is underpinned by 
hard science, and b) can be learned. 

Through his research, Cialdini has identified 
six principles that direct human. When 
we face a new situation or decision, we 
rely on mental shortcuts to decide on a 
course of action. By understanding these 
shortcuts and how to work with them, we 
are better equipped to persuade others 
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to act in a desired way. It is worth noting 
that Dr Cialdini emphatically promotes the 
importance of using this knowledge ethically.

The six principles that Dr Cialdini describes 
as forming the basis of persuasion are:

1. Reciprocity
People are likely to treat us in the same 
way that we treat them. When we 
receive something, a physical item or a 
favour, we feel an obligation to repay 
the debt – so it is a good idea to get into 
the habit of helping other people.

For marketers, Cialdini says: “The implication 
is you have to go first. Give something: 
give information, give free samples, give a 
positive experience to people and they will 
want to give you something in return.”

Social scientist Randy Garner published a 
2005 experiment that tested whether sticky 
notes could persuade people to respond 
to a marketing survey. He sent one-third 
of the surveys with a hand-written sticky 
note requesting completion, one-third 
with a blank sticky note, and one-third 
without a sticky note. Results: – Hand-
written note: 69% response rate – Blank 
sticky note: 43% response rate – No sticky 
note: 34% response rate. “The principle 
of reciprocation was born out in the fact 
that not only did those who received the 
hand-written note have twice as much 
compliance, the quality of the answers they 
gave was significantly better” Cialdini says.

2. Commitment & Consistency
We tend act in a way that is consistent with 
our previous actions. If we make a promise 
it is more likely that we undertake an action, 
especially if the commitment is made 
voluntarily and explicitly such as in a public 
forum or in writing. We are also more likely to 
undertake an action if we have done something 
similar in the past. For example, if we make 
a small donation to a charity, we are more 
likely to make a bigger donation when asked.

In 1987, social scientist Anthony Greenwald 
approached potential voters on the eve of 
election day to ask whether they would vote, 
and to provide reasons for their answer. 100% 
said they would vote. On election day, 86.7% 

of those asked went to the polls compared to 
61.5% of those that were not asked. Those who 
publicly committed to voting on the previous 
day proved far more likely to actually vote.

3. Social Proof
We are a social species – so we are more 
likely to do something if we observe other 
people doing it. We are also more likely to 
not do something if no one else is. This is 
especially true where we see the people 
around us as similar to ourselves.

4. Authority
People have a natural tendency to 
defer to authority. So people are 
more likely to listen to someone who 
appears to be an expert or a leader.

The classic example is Stanley Milgram’s 
1974 experiment. Milgram, an illustrious Yale 
Psychologist, conducted an experiment 
where ordinary people were asked to shock 
‘victims’ when they answered questions 
incorrectly. Those in charge were dressed 
in white lab coats to give the appearance of 
high authority. The participants were told 
that the shocks they gave increased 15 volts 
in intensity each time the person answered 
incorrectly. In fact, the shocks were completely 
imaginary. Respondents were acting. As 
participants continued to shock their victims, 
the respondents feigned increasing discomfort 
until they let out agonized screams and 
demanded to be released. Astoundingly, 
about two-thirds of participants ignored 
these cries of pain and inflicted the full 
dose of 450 volts. “According to Milgram, 
the real culprit in the experiments was the 
[participants’] inability to defy the wishes 
of the boss, the lab-coated researcher who 
urged and, if necessary, directed them to 
perform their duties, despite the emotional 
and physical mayhem they were causing.”

If you find this hard to imagine 
– you can see the video
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5. Liking
We are more influenced by people that we like. 
We tend to like people who are similar to us, 
who are attractive and who we believe like us.

6. Scarcity
If something is scarce we are more likely to find 
it appealing, persuasive, or attractive – and we 
want more of it. We are also more likely to take 
action to get it. Our behaviour is also impacted 
more by the threat of losing something 
than by the promise of what we can gain.
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In A Nutshell
5 key principles and a stack of case 
studies that show you how to do ‘great 
work’ and make a difference.

Visuals
2 minute clip of Sturt’s talk on Great Work

14 minute clip of Sturt’s talk on Great Work

Sturt’s TEDx talk on ‘Can talking to 
strangers boost your creativity?’

Publisher’s Pitch
The question is: Do we make the 
contributions we’re capable of? Is our best 
work getting out there? Breaking through? 
Creating a difference the world loves?

We’ve long been told our ability to succeed 
depends on our IQ, talent, education 
level, gender, job title, or when and 
where we were born. “Great Work” turns 

that conventional thinking on its head 
to reveal that innovation can come from 
anyone, anywhere. Especially you.

With insights from the largest-ever study 
of award-winning work, “Great Work” 
reveals five practical skills that will help 
you ideate, innovate, and deliver work 
that gets noticed and appreciated.

“Great Work” is filled with stories of real 
people in real jobs who did what was 
asked and then added something extra – a 
personal touch all their own – to deliver 
better-than-asked-for results. Their 
stories will inspire you to write your own 
page in the book of human progress.

Author and Credentials
David Sturt is a New York Times bestselling 
author and an Executive Vice President of 
the O.C. Tanner Company. His career began 
in market research, where he analysed 
the impact of recognition on people and 
their work. In the two decades since, he 
has developed products and services that 
engage employees, inspire contribution, and 
reward outstanding results in organisations 
around the world. He regularly consults 
with Fortune 1000 leaders and speaks to 
audiences worldwide. He has been interviewed 
by the Wall Street Journal, MSNBC, Human 
Capital, and is a contributor to Forbes.com.

“Outstanding! A must read. Great 
Work will give you a whole new toolkit 
for success.” – Larry King, Legendary 
International Radio and TV Broadcaster

Summary
• “If you look at how your work affects others, 

at how relationships work, at what others want 
and need, you will see things you don’t see 
when you are just going through the motions.”

• Many people go to work to do what is 
required. They may do a good job, and fulfil 
the requirements of their job description and 
task list competently, but doing great work 
makes a difference in the lives of others. 

• It means viewing your role as an opportunity 
to make a difference, to do “great work”. 

BOOK 17

Great Work  
by David Sturt
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• According to David Stuart, anyone can do 
great work. Even if your job is not a traditional 
“helping” job, like nursing, teaching or 
aid work, you can make a difference. 

The book is filled with examples, 
such as Moses’ story.

• Moses works as a hospital janitor. Through 
his work he comes into contact with sick 
people and their families. He makes an effort 
to engage with people, to be kind, optimistic 
and to brighten their day. Patients and their 
families take comfort in his words and actions, 
and in this way Moses is doing great work. 

• “Moses took his innate talents (his sensitivity) 
and his practical wisdom (from years of 
hospital experience) and combined them into 
a powerful form of patient and family support 
that changed the critical-care experience 
(of the patients and their families).”

5 Keys to Great Work

People who do great work tend to do 
the following five things, they:

1. Ask the right question 

• Don’t just do what is always done, 
or the minimum of what is asked of 
you, but look at how you can make a 
difference and question the status quo. 

• They don’t just do what has always 
been done, but look for ways 
to make the future better.

2. See for themselves

• Look around at your environment at 
the challenges and the solutions.

3. Talk to their outer circle

• Don’t just talk to your friends, 
get outside perspectives

4. Improve the mix 

• Think about what needs to be added and 
taken away from their job and making 
sure that everything is in balance

5. Deliver the difference

• Continue to work until they have 
improved their environment and made 
a difference for those around them
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In A Nutshell
The modern bible on networking. 
Ferrazzi examines why networks and 
relationships are the key ingredient 
to achieving a successful career.

Visuals
20 minute interview with Ferrazzi 
on ‘how to never eat alone

1 minute clip on networking from Ferrazzi

2 minute clip on why ‘relationships 
are core to your success’

Publisher’s Pitch
Do you want to get ahead in life? Climb 
the ladder to personal success? The 
secret, revealed by master networker Keith 
Ferrazzi, is in reaching out to other people. 
As Ferrazzi discovered early in life, what 
distinguishes highly successful people from 
everyone else is the way they use the power 
of relationships – so that everyone wins. 

In Never Eat Alone, Ferrazzi lays out the 
specific steps – and inner mindsets – he uses 
to reach out to connect with thousands of 
colleagues, friends, and associates. People 
he has helped and who have helped him.

The son of a small-town steelworker and 
a cleaning lady, Ferrazzi first used his 
remarkable ability to connect with others 
to pave the way to a scholarship at Yale, 
a Harvard MBA, and several top executive 
posts. Before he was out of his thirties, he 
developed a network of relationships that 
stretched from Washington’s corridors of 
power to Hollywood’s A-list, leading to him 
being named one of Crain’s 40 Under 40 and 
selected as a Global Leader for Tomorrow 
by the Davos World Economic Forum.

Ferrazzi’s form of connecting to the world 
around him is based on generosity, helping 
friends connect with other friends. Ferrazzi 
distinguishes genuine relationship-building 
from the crude, desperate glad-handling 
usually associated with “networking.” 
In Never Eat Alone he distils his system 
of reaching out to people into practical, 
proven principles. Among them:

• Don’t keep score: It’s never simply about 
getting what you want. It’s about getting what 
you want and making sure that the people who 
are important to you get what they want, too.

• “Ping” constantly: The Ins and Outs of reaching 
out to those in your circle of contacts all the 
time – not just when you need something.

• Never eat alone: The dynamics of status 
are the same whether you’re working at a 
corporation or attending a society event – 
“invisibility” is a fate worse than failure.

In the course of the book, Ferrazzi outlines 
the timeless strategies shared by the world’s 
most connected individuals, from Katherine 
Graham to Bill Clinton, Vernon Jordan to the 
Dalai Lama. Chock full of specific advice on 
handling rejection, getting past gatekeepers, 
becoming a “conference commando,” and 
more, “Never Eat Alone” is destined to take 
its place alongside “How to Win Friends and 
Influence People” as an inspirational classic.

BOOK 18

Never Eat Alone  
by Keith Ferrazzi



53BOOK 18

Never Eat Alone  
by Keith Ferrazzi

Author and Credentials
Widely regarded as world’s foremost expert 
in professional relationship development. 
He has transformed the lives and careers 
of clients and readers worldwide, bringing 
20 years of research and experience to the 
art and science of business relationship 
development. His signature focus on 
success through relationships – a deeply 
energizing passion – has fuelled his 
own incredible rise to prominence. Both 
Forbes and Inc. have called him one of the 
world’s most “connected” individuals.

Ferrazzi has been named a “Global Leader of 
Tomorrow” by the World Economic Forum, 
one of the top “40 Under 40” business leaders 
by Crain’s Business, and one of the most 
creative Americans in Who’s Really Who.

“A business book that reads like a story 
– filled with personal triumphs and 
examples that leave no doubt in the 
reader that success in anything is built 
on meaningful relationships”– James H. 
Quigley, CEO, Deloitte & Touche USA LLP

Summary

Section One: The Mind-Set

Build a network:
• In order to succeed you will need the 

help of the people around you. 

• Relationships should be mutually beneficial

• People help those who help them – so help 
other people to succeed and give generously 
to those around you and don’t keep score.

• Have a plan – write down your short 
and long-term goals and how you 
are going to achieve them. 

• Work out who you need to help you to 
achieve them and think about how you can 
build relationships with those people.

What to avoid when networking:
• Don’t schmooze 

• Have something to say and engage in a 
genuine and meaningful way. Seek fewer 
but more meaningful conversations.

• Don’t gossip

• Be trustworthy and genuine

• Don’t come to the party empty handed

• Be generous with the information, 
contacts and assistance you give out

• Don’t mistreat those under you

• Treat everyone with respect

• Be transparent

• People will trust you – be genuine and 
don’t hide your passion and enthusiasm.

• Don’t be too efficient

• Be genuine in your interactions.

Section Two: The Skill Set

• “Preparation is – if not the key to genius 
– then at least the key to sounding 
like a genius” – Winston Churchill

• Before you meet someone, find out 
about them. Try to learn something 
about their interests, priorities and 
passions so that you can connect over 
common ground that is deeper than the 
usual small talk about the weather.

• Keep a record of all of the people in your 
network, and all of the “aspirational” 
contacts who you would like to meet.

• Take the risk to call people 
rather than emailing. 

• Try to find a mutual acquaintance 
to “warm” a cold call.

• Try to get gatekeepers like 
secretaries on your side

• They stand between you and the 
people you want to know. Always 
treat them with respect and offer 
tangible thanks for their assistance

• Reach out to others, be social and mix 
your work and personal life to ensure that 
you are regularly networking, making new 
contacts and maintaining old ones.

• Be open and share your interests 
and passions with others. 

• Shared passion is a basic building block 
for intimacy, taking part in activities that 
you are passionate about gives you the 
opportunity to meet like-minded people, 
and you can share you passions with others

• Bring people along to things 
you will be doing anyway.

• It is essential to follow up within 24 
hours of meeting someone. 
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• Remind them of what you can do for 
them. And don’t forget to follow up with 
and thank those who have acted as the 
go-between for you and someone else.

• Include “super-connectors” in your network.

• People like head-hunters, lobbyists, 
fundraisers, politicians, and journalists, 
restaurateurs, and public relations 
specialists. People in these professions know 
many other people and provide a link to 
many contacts from many different fields.

• Acquaintances are as important 
as strong connections. 

• In one study, 56% of people surveyed 
found their jobs through personal 
connections, however most of these 
connections were general acquaintances 
rather than close friends.

• The purpose of small talk is to start a 
conversation and create a bond. 

• To achieve this, small talk needs to 
move beyond the mundane – so you 
need to be willing to be genuine, share 
personal information like your ambitions 
and passions, and have empathy for 
the other person. Power comes from 
sharing information, not withholding it.

• You have approximately 10 seconds 
before a person decides, subconsciously, 
whether they like you. 

• First impressions are important so you 
should take the initiative, smile and be the 
first to say hello, demonstrate confidence 
and show your interest in the other person.

Section Three: Turning Connections 
Into Compatriots

• The three things that are most personal 
and most motivating to people are 
health, wealth, and children. 

• Taking a genuine interest, or assisting 
someone, in one of these areas will 
foster gratitude and genuine bonding.

• Recognise that no one succeeds in life 
without help from other, so connecting 
and networking is essential. 

• Every person met is an opportunity to help 
and be helped, and the more you help others 
the more likely you are to be helped.

• Knowledge is power. 

• Learn as much as you can on your area of 
expertise, keep up to date and well read 
on changes in your industry and what the 
top thinkers in your area are publishing.

• 80% of relationships are spent 
keeping in touch. 

• Keep in touch regularly. Use “pinging” – 
quick, casual contact to keep in touch. 
This should be done across different 
mediums (face to face, phone, email) and 
can include phone calls just to catch up, 
sending articles, emailing your opinions 
and advice, recognising good news out of 
their company, a promotion, and birthdays.

Section Four: Trading Up and Giving Back

• Be interesting, and be someone 
worth talking to

• Keep up to date with what is going on 
in the world and in your industry, and 
make sure that you understand how you 
can be of benefit to other people. 

• Become an authority in your area – 
immerse yourself in it, know all of the 
leaders and stay familiar with all of the 
important literature, then talk, write 
and speak about your expertise.

• Build your brand

• Be credible, distinctive and trustworthy 
– then promote yourself (graciously). 
Get involved in activities and projects 
across your organisation, meet 
people, and grow your network.

• Consider writing articles about the 
leaders in your industry that you 
would like to get close to

• It is a great way to meet important 
new people and to spread your 
ideas and personal brand.

• Find mentors and mentees

• Mentors help to guide us and to broaden our 
horizons. Finding a talented, experienced 
mentor who is willing to invest their time 
and effort to develop you is far more 
important than making career decisions 
based purely on salary or prestige. We 
are more likely to succeed if we are 
surrounded by successful people. 

Additional Info
Ferrazzi’s blog
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In A Nutshell 
Fascinating insight into what really motivates 
us – the desire to direct our own lives, to 
learn and create new things, and to do 
better by ourselves and our world.

Visuals
RSA Animate summary of the book

Pink’s TED talk on ‘The puzzle of
motivation’ (>15 million views)

Author’s Pitch
Twitter Summary: Carrots & sticks 
are so last century. Drive says for 21st 
century work, we need to upgrade to 
autonomy, mastery & purpose.

Cocktail Party Summary: When it comes 
to motivation, there’s a gap between what 
science knows and what business does. Our 
current business operating system–which 
is built around external, carrot-and-stick 

motivators–doesn’t work and often does harm. 
We need an upgrade. And the science shows 
the way. This new approach has three essential 
elements: 1. Autonomy – the desire to direct 
our own lives. 2. Mastery — the urge to get 
better and better at something that matters. 
3. Purpose — the yearning to do what we do in 
the service of something larger than ourselves.

Author and Credentials
Daniel Pink is the author of five provocative 
books – including three long-running New 
York Times bestsellers – A Whole New Mind, 
Drive, and To Sell is Human. Pink’s books have 
been translated into 34 languages and have 
sold more than 2 million copies worldwide. 
He regularly contributes to publications 
such as Harvard Business Review, the New 
York Times, Fast Company and Wired.

Pink’s TED talk on the Science of  
Motivation is one of the 10 most-watched 
TED talks of all time. In 2015, London-based 
Thinkers 50 named him, alongside Michael 
Porter and Clayton Christensen, as one of 
the top 10 business thinkers in the world.

Along with being a Wall Street Journal, 
Boston Globe, Los Angeles Times, San 
Francisco Chronicle, and Publishers 
Weekly bestseller, Drive spent 159 weeks 
on the New York Times bestseller lists. 

Summary
A provocative and persuasive book that 
challenges conventional wisdom about 
what it is that truly motivates us. Daniel 
Pink suggests that when it comes to 
motivation, there is a gap between what 
science knows and what business does. 

The three pillars of the book are:

• Autonomy – the desire to direct our own lives

• Mastery – the urge to get better and 
better at something that matters

• Purpose – to contribute and do something 
meaningful for ourselves and the world
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A brief history of the evolution of motivation

• Motivation 1.0 – survival and basic 
biological drivers. Hunger, thirst, 
shelter, and reproduction. 

• Motivation 2.0 – rewards and punishment 
to manipulate the behaviour. If you do 
this, then you will get that. Carrots and 
sticks approach that influences peoples’ 
behaviour using external rewards.

• Motivation 3.0 – the three elements of 
true motivation are autonomy, mastery, 
and purpose. People will be most creative 
when they feel motivated to learn, to 
create, and to better the world.

What’s wrong with extrinsic motivation?

• Extrinsic motivation is based on the idea 
that if we want to increase a behaviour we 
need to reward it and if we want to decrease 
a behaviour, we must use punishment.

• Most people are motivated more by 
internal factors (Type I personality) 
than external drivers (Type X). 

• Science is proving that using external 
factors to ‘control’ people rarely 
proves successful in the long-run.

The 7 deadly flaws of extrinsic motivators

1. They can extinguish intrinsic motivation
• Harlow (1949) found that monkeys 

enjoyed the intrinsic experience of solving 
puzzles. However, once rewards such 
as food were introduced, the monkeys 
got slower and made more mistakes.

2. They can diminish performance 
• In 2009, LSE analysed 51 studies of 

corporate pay-for-performance plans. 
They concluded, “We find that financial 
incentives…can result in a negative 
impact on overall performance”

• Dan Ariely conducted experiments where 
simple tasks were rewarded by different 
sized incentives. Results highlighted that 
those with significantly high incentive 
levels (equivalent to 5 months pay) 
actually fared worse. The high stakes 
led to many participants ‘choking’.

3. They can crush creativity
• Bonuses drive functional fixedness – the 

incentive focuses attention and action and, 
in doing so, blocks out other perspectives.

• Artists commissioned to do work for 
people to set briefs often produce less 
creative work than when given free reign.

4. They can crowd-out good behaviour
• Sociologist, Richard Titmuss concluded 

that paying citizens to donate blood 
would actually lead to a reduction in 
donation rates as it would move the 
donation from a socially responsible 
act of altruism to a more transactional 
act tainted by financial imperatives.

5. They can encourage cheating, 
shortcuts and unethical behaviour

6. They can become addictive
• The study of drug abuse can be applied 

to extrinsic motivators – the more 
frequently they are given, the more 
we expect them. This leads to two 
consequences: 1) The same amount loses 
its motivational impact, requiring ever 
larger sums to be paid to extract a similar 
motivational effect. 2) When withdrawn, 
they lead to a slump in behaviour.

7. They can foster short-term thinking
• Researchers have found that companies 

that spend the most time guiding 
quarterly earnings deliver significantly 
lower long-term growth rates than 
other companies that do not.

The book doesn’t suggest that external 
rewards no longer have a place. What it does 
do however is suggest that once people are 
being paid enough to get the question of 
money off the table, companies need to look 
beyond reward based motivation and be a 
bit more sophisticated in their approach. 

Autonomy
Perceived control is an important 
component of both happiness and 
performance. It promotes greater conceptual 
understanding, better grades, higher 
productivity, less burnout, and greater 
levels of psychological well-being. 
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• Control leads to compliance. 
Autonomy leads to engagement. 

• People want autonomy in four areas: 
Task, time, techniques and team.

• There is an increase in results oriented 
working environments – where, as long 
as employees get their work done they 
have a degree of freedom around when 
they have to ‘show up’ at the office . 

• “Encouraging autonomy doesn’t mean 
discouraging accountability. Whatever 
operating system is in place, people 
must be accountable for their work. But 
there are different ways to achieve this 
end, each built on different assumptions 
about who we are deep down”.

Examples

• At Whole Foods, the people who are 
nominally in charge of each department 
don’t do the hiring. That task falls to a 
department’s employees. After a job candidate 
has worked a thirty-day trial period on a 
team, the prospective teammates vote on 
whether to hire that person full-time.

• William Knight, 3M’s past president said, “Hire 
good people and leave them alone”. They 
pioneered the idea of allowing staff to spend 
up to 15% of their time pursuing their passion 
projects. Many companies, such as Google and 
Atlassian have adopted the same principles 

• Once a quarter, Atlassian (an Australian 
software company) run a Fed-Ex day. The 
staff are given 24 hours to work on anything 
they want – new ideas, new products, 
whatever they are interested in. They just 
need to deliver the next day and show what 
they’ve been working on. Their Fed-Ex days 
have been cited as a major contributor in 
solving many of their software issues.

• Autonomy can work even for simple and 
repetitive tasks. In the US and UK call centres 
which have heavily scripted responses and 
carefully monitored response call times have 
turnover rates of around 35% – double that 
of other jobs. Zappos, the online US shoe-
retailer doesn’t monitor its customer service 
employees’ call times or require them to use 
scripts. The reps handle calls the way they 
want. Their job is to serve the customer well; 
how they do it is up to them. They often use 
“homeshoring” (where can have the calls 
diverted to their own homes). Turnover is 

minimal. They are part of a growing trend 
of companies looking to restore individual 
freedom to roles that traditionally lack it.

Mastery
Mastery means that people want to get 
better at what they do as long as it matters 
to them. The three rules of mastery:

1. Mastery is a mindset. It requires the 
capacity to see your abilities not as 
finite, but as infinitely improvable.

2. Mastery is a pain. It demands effort, 
grit, and deliberate practice.

3. Mastery is an asymptote. It’s impossible 
to fully realise, which means that there 
is always room for improvement.

• We have an innate desire to grow and develop 
– to become really good at something. And 
this mastery leads to a sense of personal 
fulfilment. But without passion and 
engagement, mastery will not happen.

• Mastery can be found in unexpected places. 
Wrzesniewski and Dutton found that many 
hospital cleaners, nurses and hairdressers 
were finding surprising areas of personal 
mastery that engaged them at work.

• Sawyer Effect – A weird behavioural alchemy 
inspired by the scene in The Adventures 
of Tom Sawyer in which Tom and friends 
whitewash Aunt Polly’s fence. This effect 
has two aspects. The negative: Rewards can 
turn play into work. The positive: Focusing 
on mastery can turn work into play.

• Goldilocks tasks – Pink suggests that 
smart workplaces supplement day-to-day 
activities with Goldilocks tasks – The sweet 
spot where tasks are neither too easy nor 
too hard. Essential to reaching the state 
of “flow” and to achieving mastery.

Purpose
• “Autonomous people working toward mastery 

perform at very high levels. But those who do 
so in the service of some greater objective 
can achieve even more. The most deeply 
motivated people—not to mention those who 
are most productive and satisfied—hitch their 
desires to a cause larger than themselves.”



58BOOK 19

Drive  
by Dan Pink

• “Humans, by their nature, seek 
purpose—a cause greater and more 
enduring than themselves”. 

• Purpose can be used in three main ways

1. In goals that use profit to reach purpose 

2. In words that emphasize 
more than self-interest 

3. In policies that allow people to pursue 
purpose on their own terms 

• “Words matter. And if you listen carefully, 
you might begin to hear a slightly 
different— slightly more purpose-oriented—
dialect. Gary Hamel (“The world’s leading 
expert on business strategy,” according 
to BusinessWeek), says, “The goals of 
management are usually described in 
words like ‘efficiency,’ ‘advantage,’ ‘value,’ 
‘superiority,’ ‘focus,’ and ‘differentiation.’ 
Important as these objectives are, they lack 
the power to rouse human hearts.” Business 
leaders, he says, “must find ways to infuse 
mundane business activities with deeper, 
soul-stirring ideals, such as honour, truth, love, 
justice, and beauty.” Humanize what people 
say and you may well humanize what they do.”
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In A Nutshell
One of the leading modern business 
thinkers dissects how science can be 
applied to leadership – imploring: “let us 
all be the leaders we wish we had.” 

Visuals
20 minute talk on Why Leaders Eat Last

45 minute in-depth talk on 
Why Leaders Eat Last

And here’s two great, if slightly 
unrelated, TED talks from Sinek:

How Great Leaders Inspire
Action (>30 million views)

Why Good Leaders Make You
Feel Safe (>5 million views)

Publisher’s Pitch
Why do only a few people get to say “I love 
my job”? It seems unfair that finding fulfilment 
at work is like winning a lottery; that only a 
few lucky ones get to feel valued by their 
organisations, to feel like they belong.

Imagine a world where almost everyone 
wakes up inspired to go to work, feels trusted 
and valued during the day, then returns 
home feeling fulfilled. This is not a crazy, 
idealized notion. Today, in many successful 
organisations, great leaders are creating 
environments in which people naturally 
work together to do remarkable things. 

In his travels around the world since the 
publication of his bestseller Start with Why, 
Simon Sinek noticed that some teams were 
able to trust each other so deeply that they 
would literally put their lives on the line for 
each other. Other teams, no matter what 
incentives were offered, were doomed to 
infighting, fragmentation and failure. Why?

The answer became clear during a 
conversation with a Marine Corps general. 
“Officers eat last,” he said. Sinek watched as 
the most junior Marines ate first while the most 
senior Marines took their place at the back of 
the line. What’s symbolic in the chow hall is 
deadly serious on the battlefield: great leaders 
sacrifice their own comfort—even their own 
survival—for the good of those in their care.

This principle has been true since the 
earliest tribes of hunters and gatherers. 
It’s not a management theory; it’s 
biology. Our brains and bodies evolved 
to help us find food, shelter, mates and 
especially safety. We’ve always lived in a 
dangerous world, facing predators and 
enemies at every turn. We thrived only 
when we felt safe among our group.

Our biology hasn’t changed in fifty thousand 
years, but our environment certainly has. 
Today’s workplaces tend to be full of cynicism, 
paranoia and self-interest. But the best 
organisations foster trust and cooperation 
because their leaders build what Sinek calls 
a Circle of Safety that separates the security 
inside the team from the challenges outside.

BOOK 20

Leaders Eat Last  
by Simon Sinek
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The Circle of Safety leads to stable, 
adaptive, confident teams, where everyone 
feels they belong and all energies are 
devoted to facing the common enemy 
and seizing big opportunities. 

As he did in Start with Why, Sinek 
illustrates his ideas with fascinating true 
stories from a wide range of examples, 
from the military to manufacturing, from 
government to investment banking.

The biology is clear: when it matters most, 
leaders who are willing to eat last are 
rewarded with deeply loyal colleagues 
who will stop at nothing to advance their 
leader’s vision and their organisation’s 
interests. It’s amazing how well it works.

Author and Credentials
Sinek’s unconventional and innovative views 
on business and leadership have attracted 
international attention and have earned him 
invitations to meet with an array of leaders 
and organisations, including: Microsoft, MARS, 
SAP, Intel, 3M, the United States Military, 

He speaks around the globe and has 
commented for local and national press, 
including The New York Times, Wall 
Street Journal, The Washington Post, 
Houston Chronicle, FastCompany, CMO 
Magazine, NPR and BusinessWeek. Sinek 
is a regular contributor to The Huffington 
Post, writes his own blog, simonsinek.com 
and makes regular guest appearances on 
MSNBC’s Your Business, among others.

Sinek is an adjunct staff member of the 
RAND Corporation, one of the most highly 
regarded think tanks in the world. He is also 
active in the arts and not-for-profit world, 
working with Education for Employment 
Foundation to help create opportunities for 
young men and women in the Middle East 
region. When not in hotels, he lives in New 
York, where he teaches graduate level strategic 
communications at Columbia University.

Summary
The tone of the book is summed up nicely in 
the foreword from retired Marine Lt. General 
George J. Flynn: “A good number of our 

educational institutions and training programs 
today are focused not on developing great 
leaders, but on training effective managers. 
Short-term gains are viewed as the mark 
of success and long-term organisational 
growth and viability are simply the bill payers. 
Leaders Eat Last is an effort to change 
this paradigm. [Sinek’s] vision is simple: to 
create a new generation of men and women 
who understand that an organisation’s 
success or failure is based on leadership 
excellence and not managerial acumen.”

Circle of Safety

• By creating a Circle of Safety leaders help 
their team forget the stress and fear and focus 
more time and energy on the work at hand.

• This leads to greater innovation 
and a better foresight.

Science and Chemicals 

• Sinek examines the profound effect 
chemicals play in leadership and 
the culture of an organisation. 

• “A close study of high-performing 
organisations, the ones in which the 
people feel safe when they come to work, 
reveals something astounding. Their 
cultures have an eerie resemblance to 
the conditions under which the human 
animal was designed to operate”.

• There are four primary chemicals in our body 
that contribute to all our positive feelings.

• Selfish chemicals push us forward and 
unselfish chemicals (when we are around 
people we trust) allow us to feel belonging 
and inspired to work for the cause.

Selfish chemicals

• Endorphins: The Runner’s High

• Endorphins serve one purpose and one 
purpose only: to mask physical pain. 

• Light heatedness can be used during 
tense times to help reduce stress and 
relax those around us – allowing us to 
better focus on getting the job done. 

• Dopamine: An Incentive For Progress

• This is the progress chemical. 

• It is responsible for the feeling we get 
when we accomplish something, or 
tick something of our to-do list. 
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• The flood of dopamine on a brain can 
operate as an incentive for progress.

• Organisations that focus on performance 
and hitting the targets to get bonuses 
rely heavily on dopamine. 
 - This isn’t necessarily a bad thing, but 

there is a catch — it’s highly addictive. 
Think cocaine, nicotine, alcohol and 
gambling (which all release dopamine).

 - The drawback is we can become 
addicted to the numbers rather than the 
thing that matters most: the people.

• A variety of activities can hijack our 
dopamine reward system, activities 
such as social media, texting, e-mail, 
the number of likes we collect, the ding, 
the buzz or the flash of our phones 
that tell us “You’ve got mail”. 

Unselfish chemicals

• Serotonin: The leadership chemical

• Serotonin is the feeling of pride. It 
is the feeling we get when we sense 
that others like or respect us. 

• It boosts our confidence and 
helps raise our status. 

• Serotonin helps strengthen 
relationships and reinforce bonds
 - As the university graduate receives 

their diploma their body floods with 
serotonin. At the same time, their 
parents, sitting in the audience, get a 
similar burst of serotonin and pride.

 - Serotonin attempts to reinforce the 
bond between parent and child, teacher 
and student, coach and player, boss 
and employee, leader and follower.

 - There is no part of the crocodile’s 
reptilian brain that rewards any 
cooperative behaviour.

 - We’re just not strong enough to 
survive alone, let alone thrive. Whether 
we like to admit it or not, we need 
each other. That’s where serotonin 
and Oxytocin come in. They are the 
backbone of the Circle of Safety.

• Oxytocin: Chemical Love

• Responsible for the feeling of love, 
friendship and deep trust. 

• We get this in the company of our 
closest friends and trusted colleagues.

• Oxytocin is also contagious – and works 
to encourage us to strengthen our social 
bonds, work together and cooperate. 

• Without this there would be no empathy. 

• This is the science behind ‘paying it 
forward’ – and the reason simply hearing 
about acts of human kindness and 
generosity motivates us to react in kind.

• Whilst dopamine focuses on instant-
gratification – oxytocins is long lasting.

How to use chemicals to our advantage

Balance
• Dopamine shouldn’t be the primary 

driver, otherwise people will not 
be first in an organisation. 

• Whilst your team may hit their goals 
and achieve their targets, they will be 
left feeling empty and unfulfilled.

Cortisol 
• Is responsible for the stress and anxiety, 

and activates our fight or flight response. 

• It inhibits our release of oxytocins. 

• So when there is a weak ‘Circle of Safety’ 
and people must invest time and energy to 
guard against politics and other dangers 
inside the company, it actually makes 
us even more selfish and less concerned 
about one another or the organisation.

• Stress and anxiety at work have less to 
do with the work we do and more to do 
with weak management and leadership.

• It’s not the nature of the work we do or the 
number of hours we work that will help us 
reduce stress and achieve work-life balance; it’s 
increased amounts of oxytocin and serotonin.

• Boosting serotonin boosts self-confidence 
and inspires us to help those who work for us 
and make proud those for whom we work.

• Oxytocin relieves stress, increases our 
interest in our work and improves our 
cognitive abilities, making us better 
able to solve complex problems.

Other Key Principles and Soundbites

• Trust is not formed across a screen, 
it is formed across a table. 

• Emails and intranets may help 
efficiency but they don’t help build 
deep and trusting relationships. 

• There is no virtual trust – it takes 
a handshake to bind humans and 
technology can’t replace that.
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• Good leadership is like exercise. 

• “We do not see any improvement to our 
bodies with day-to-day comparisons. It’s 
only when we compare pictures of ourselves 
over a period of weeks or months that we 
can see a stark difference. The impact of 
leadership is best judged over time”

• Meet the people you help. 

• We work harder and better when we 
can see our potential impact. 

• Focusing purely on names and 
numbers means that morale drops 
and the organisation suffers.

• Give them time, not just money. 

• We place a higher value on time than money. 

• Giving time, attention, and energy 
builds relationship, fosters community, 
creates trust, and encourages loyalty.

• Be patient

• Building trust takes time. 

• Gauging someone’s fit in an organisation 
or in a relationship takes longer than 
the time that we typically give it

• Leaders need to show love and trust. 

• Leaders should create environments 
where staff feel safe and are able to 
relax and focus on being productive. 

• Should model and focus on developing 
strong relationships underpinned 
by empathy and caring. 

• “Building trust requires nothing 
more than telling the truth. That’s 
it. No complicated formula”.

• “Great leaders truly care about those they 
are privileged to lead and understand that 
the true cost of the leadership privilege 
comes at the expense of self-interest”.

• “If our leaders are to enjoy the trappings of 
their position in the hierarchy, then we expect 
them to offer us protection. The problem is, 
for many of the overpaid leaders, we know that 
they took the money and perks and didn’t offer 
protection to their people. In some cases, they 
even sacrificed their people to protect or boost 
their own interests. This is what so viscerally 
offends us. We only accuse them of greed and 
excess when we feel they have violated the 
very definition of what it means to be a leader.”

• “You can easily judge the character 
of a man by how he treats those 
who can do nothing for him.” 

• “Leadership is not a license to do less; 
it is a responsibility to do more”.
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In A Nutshell
We are only just starting to realise the 
importance of emotional intelligence in 
the role of leaders. Goleman is the world’s 
foremost authority on the subject – and this 
book draws on scientific research and real 
world case studies to tell you exactly how to 
develop and harness emotional intelligence to 
become a more effective and inspiring leader.

Visuals
5 minute interview with Goleman 
on Primal Leadership

Goleman’s TED talk on ‘Why aren’t 
we more compassionate’

Publisher’s Pitch
This is the book that established “emotional 
intelligence” in the business lexicon – and 
made it a necessary skill for leaders.

Managers and professionals across the 
globe have embraced Primal Leadership, 
affirming the importance of emotionally 
intelligent leadership. Its influence has also 
reached well beyond the business world: the 
book and its ideas are now used routinely in 
universities, business and medical schools, 
and professional training programs, and by 
a growing legion of professional coaches.

This refreshed edition, with a new preface by 
the authors, vividly illustrates the power—and 
the necessity—of leadership that is self-aware, 
empathic, motivating, and collaborative in a 
world that is ever more economically volatile 
and technologically complex. It is even timelier 
now than when it was originally published.

From bestselling authors Daniel Goleman, 
Richard Boyatzis, and Annie McKee, this 
groundbreaking book remains a must-read 
for anyone who leads or aspires to lead.

Author and Credentials
Daniel Goleman is an internationally known 
psychologist who lectures frequently to 
professional groups, business audiences, 
and on college campuses. As a science 
journalist Goleman reported on the brain 
and behavioural sciences for The New 
York Times for many years. His 1995 book, 
Emotional Intelligence was on The New 
York Times bestseller list for a year-and-
a-half, with more than 5,000,000 copies 
in print worldwide in 40 languages, and 
has been a best seller in many countries.

The Financial Times, Wall Street Journal and 
Accenture Institute for Strategic Change have 
listed Goleman among the most influential 
business thinkers in the world. Goleman’s 
work as a science journalist has been 
recognised with many awards, including the 
Washburn Award for science journalism, a 
Lifetime Career Award from the American 
Psychological Association, and he was made 
a Fellow of the American Association for the 
Advancement of Science in recognition of his 
communicating science to the general public.
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Summary
• Uses research in the areas of leadership, 

emotional intelligence and brain function 
to explore the role of a leader. 

• The term “primal leadership” refers to 
“prim(ing) good feelings in those we lead”.

• Primary role of a leader is to create positive 
emotions in the team to empower the 
team, what they refer to as “resonance”, 
which in turn motivates and inspires and 
impacts the effectiveness of the team. 

• The mood of the leader is picked 
up by those around them

• Negative emotions such as anxiety 
and anger reduce mental ability 
and damage productivity

• Positive emotions support creativity, 
flexibility and engagement.

• The most important role of a leader 
is to act as an “emotional guide”. 

• Great leaders move people by channelling 
emotions in the right direction.

The Four Domains of Emotional Intelligence

The authors define four domains of 
emotional intelligence – self-awareness, 
self-management, social awareness 
and relationship management. 

1. Self-Awareness

• Emotional self-awareness: 

• Leaders high in emotional self-awareness 
are attuned to their inner signals, 
recognising how their feelings affect 
them and their job performance. 

• They are attuned to their guiding values and 
can often intuit the best course of action, 
seeing the big picture in a complex situation. 

• They can be candid and authentic, able to 
speak openly about their emotions or with 
conviction about their guiding vision.

• Accurate self-assessment:

• Accurate self-assessment lets a leader know 
when to look for help and where to focus 
in cultivating new leadership strengths.

• Leaders should know their strengths 
and limitations and exhibit a sense 
of humour about themselves. 

• They demonstrate a gracefulness in learning 
where they need to improve and welcome 
constructive criticism and feedback. 

• Self-confidence: 

• Knowing their strengths allows 
leaders to play to their strengths. 

• Self-confident leaders welcome 
a difficult assignment. 

• Such leaders have a sense of 
presence and self-assurance that 
lets them stand out in a group.

2. Self-Management

• Self-control: 

• Find ways to manage their disturbing 
emotions and impulses, and 
channel them in useful ways. 

• Stay calm and clear headed in high stress 
or emergency situations or who remains 
unflappable in trying situations. 

• Transparency:

• They live their values. 

• Transparency is the authentic openness 
to others about one’s feelings, beliefs, 
and actions which allows integrity. 

• Openly admit mistakes or faults and 
confront unethical behaviour in others 
rather than turn a blind eye. 

• Adaptability: 

• Juggle multiple demands without losing 
their focus or energy, and are comfortable 
with ambiguities of organisational life. 

• Flexible in adapting to challenges, nimble in 
adjusting to fluid change and limber in their 
thinking in the face of new data or realities. 

• Achievement: 

• High personal standards that drive them 
to seek performance improvements both 
for themselves and those they lead. 

• Set measurable but challenging goals 
and are able to calculate risk so that 
their goals are worthy but attainable. 

• Continually learning – and 
teaching ways to do better.

• Initiative: 

• Believe they control their own 
destiny and seize opportunities or 
create them rather than waiting. 

• Bend the rules when necessary to create 
better possibilities for the future. 

• Optimism: 

• See opportunities in challenges and 
setbacks rather than threats. 

• Expect the best in people. 
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3. Social Awareness 

• Empathy: 

• Attune to a wide range of emotional 
signals, letting them sense the felt, but 
unspoken, emotions in a person or group. 

• Listen attentively and understand 
other perspectives. 

• Able to get along well with people of diverse 
backgrounds or from other cultures. 

• Organisational awareness: 

• Politically astute, able to detect crucial social 
networks and read key power relationships. 

• Understand the political forces at 
work in an organisation, as well as the 
guiding values and unspoken rules that 
operate among the people there. 

• Service: 

• Foster an emotional climate so that people 
in direct touch with the client will keep 
the relationship on the right track. 

• They are readily available. 

4. Relationship Management 

• Inspiration: 

• Create resonance and move people with 
a compelling vision or shared mission. 

• Embody what they ask others to do and 
are able to articulate a shared mission 
in a way that inspires others to follow. 

• Offer a sense of common purpose beyond 
the day-to-day tasks, making work exciting. 

• Influence: 

• Know the right people and course 
of action to gain for the task. 

• Know how to gain buy in.

• Persuasive and engaging when 
they address a group. 

• Developing others: 

• Show a genuine interest in those they 
are helping – understanding their 
goals, strengths, and weaknesses. 

• Give timely and constructive feedback 
and are natural mentors and coaches.

• Change catalyst: 

• Recognise the need for change, challenge 
the status quo, and champion the new order. 

• Are able to argue compellingly 
in the face of opposition. 

• Find practical ways to overcome 
barriers to change. 

• Conflict management: 

• Bring parties together, understand the 
issues and find common ground.

• Teamwork and collaboration. 

• Generate cooperative environments and 
model respect, helpfulness, and cooperation. 

• Encourage active, enthusiastic 
commitment to the collective and 
help forge team spirit and identity.

They pose the following questions

• What emotional resources do leaders 
need in order to thrive amidst 
chaos and turbulent change? 

• What gives a leader the inner strength to 
be honest about even painful truths? 

• What enables a leader to inspire 
others to do their best work and to 
stay loyal when other jobs beckon? 

• And how do leaders create an emotional 
climate that fosters creative innovations, 
all-out performance, or warm and 
lasting customer relationships?

Making Leaders

From theory to practice – illustrates 
how potential leaders can acquire EI. 
Focuses on 3 key areas, supported by 
case studies and scientific research:

1. Becoming a Resonant Leader

2. Motivation to Change

3. Metamorphosis: Sustaining 
the Leadership Change

Building Emotionally Intelligent Organisations

How EI can and should be spread 
more broadly throughout business 
organisations. Focuses on 3 key areas:

1. The Emotional Reality of Teams

2. Reality and the Ideal Vision

3. Creating Sustainable Change

Additional Info
Goleman et al’s HBR article on 
‘Primal Leadership: The Hidden 
Driver of Great Performance



66BOOK 22

The Road To Character  
by David Brooks

In A Nutshell
An enlightening and thought-provoking 
piece of work that challenges you to reflect 
on your own character and priorities.

Visuals
2 minute animated intro on 
The Road To Character

Brooks’ TED talk on ‘Should you live 
for your resume... or your eulogy?’

Brooks’ TED talk on ‘The Social Animal’

Publisher’s Pitch
With the wisdom, humour, curiosity, and 
sharp insights that have brought millions of 
readers to his New York Times column and 
his previous bestsellers, David Brooks has 
consistently illuminated our daily lives in 
surprising and original ways. In The Social 
Animal, he explored the neuroscience of 
human connection and how we can flourish 

together. Now, in The Road to Character, he 
focuses on the deeper values that should 
inform our lives. Responding to what he calls 
the culture of the Big Me, which emphasises 
external success, Brooks challenges us, and 
himself, to rebalance the scales between our 
“résumé virtues”—achieving wealth, fame, 
and status—and our “eulogy virtues,” those 
that exist at the core of our being: kindness, 
bravery, honesty, or faithfulness, focusing on 
what kind of relationships we have formed.

Looking to some of the world’s greatest 
thinkers and inspiring leaders, Brooks explores 
how, through internal struggle and a sense of 
their own limitations, they have built a strong 
inner character. Labour activist Frances Perkins 
understood the need to suppress parts of 
herself so that she could be an instrument in 
a larger cause. Dwight Eisenhower organised 
his life not around impulsive self-expression 
but considered self-restraint. Dorothy Day, 
a devout Catholic convert and champion 
of the poor, learned as a young woman the 
vocabulary of simplicity and surrender. 
Civil rights pioneers A. Philip Randolph and 
Bayard Rustin learned reticence and the 
logic of self-discipline, the need to distrust 
oneself even while waging a noble crusade.

Blending psychology, politics, spirituality, 
and confessional, The Road to Character 
provides an opportunity for us to rethink 
our priorities, and strive to build rich inner 
lives marked by humility and moral depth.

“Joy,” David Brooks writes, “is a byproduct 
experienced by people who are aiming 
for something else. But it comes.”

Author and Credentials
Canadian-born American journalist and 
cultural and political commentator. Widely 
regarded as a moderate conservative, he was 
best known as an op-ed columnist (since 2003) 
for The New York Times and as a political 
analyst (since 2004) for The NewsHour with 
Jim Lehrer, a television news program on the 
U.S. Public Broadcasting Service (PBS).

“A hyper-readable, lucid, often 
richly detailed human story.” – The 
New York Times Book Review
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Summary
David Brooks wrote this book to personally 
reflect on his own character, to tackle his 
self-reported shallowness and to explore the 
path to true fulfilment. The central tenant of 
the book revolves around two opposing sides 
of human nature that Brooks believes exist in 
everyone, and which he names “Adam I” and 
“Adam II”. He suggests that we must struggle 
to cultivate the latter to build character, 
achieve balance and live meaningful life.

• Adam I – is shallow and concerned with 
extrinsic success; status and recognition. 

• Focuses on “resume achievements” 
and getting ahead in the world.

• Adam II – is internally motivated and 
humble, he is concerned with moral 
action, the betterment of others 
and finding deeper meaning. 

• Focuses on the positive character 
traits that would be mentioned in a 
eulogy, like honestly, consistency, 
self-discipline and bravery.

Brooks goes on to analyse a number of 
significant figures, such as the American 
president Dwight Eisenhower, gay civil 
rights activist Bayard Rustin and novelist 
George Eliot. People who experienced 
tragedy and struggle, and through this 
triumphed over superficiality and personality 
weaknesses to develop strong characters 
and cultivate their “Adam II” traits. 

Now as you’ll see below – there is a religious 
bent that may make some slightly uneasy. 
However, the importance and relevance 
of the ideals discussed remain universal. 
Ultimately – we included this one because we 
felt that, behind the religious overtones, is a 
book that really forces the reader to answer 
character defining questions in such a powerful 
way – that few other books come close.

The Humility Code

Brooks summarises his work by laying 
out the following “humility code”:

1. We don’t live for happiness, 
we live for holiness. 

• Day to day we seek out pleasure, 
but deep down, human beings are 
endowed with moral imagination. 

• We seek to lead lives not just of pleasure, 
but of purpose, righteousness, and virtue.

• The meaningful life is the same eternal 
thing, the combination of some set of 
ideals and some man or woman’s struggle 
for those ideals. Life is essentially a 
moral drama, not a hedonistic one.

2. Proposition one defines the goal of life. 

• We are flawed creatures. We 
have an innate tendency toward 
selfishness and overconfidence. 

• We have a tendency to see ourselves 
as the centre of the universe, as if 
everything revolves around us. 

• We resolve to do one thing but end up 
doing the opposite. We know what is deep 
and important in life, but we still pursue 
the things that are shallow and vain. 

• We overestimate our own strength 
and rationalise our own failures. 

• We give in to short-term desires even when 
we know we shouldn’t. We imagine that 
spiritual and moral needs can be solved 
through status and material things.

3. Although we are flawed creatures, 
we are also splendidly endowed. 

• We are divided within ourselves. 

• We do sin, but we also have the capacity to 
recognise sin, to feel ashamed of sin, and to 
overcome sin. We are both weak and strong, 
bound and free, blind and farseeing. We thus 
have the capacity to struggle with ourselves. 

• There is something heroic about a person in 
struggle with herself, strained on the rack of 
conscience, suffering torments, yet staying 
alive and growing stronger, sacrificing a 
worldly success for the sake of an inner victory.

4. In the struggle against your own weakness, 
humility is the greatest virtue. 

• Humility is awareness that you are an underdog 
in the struggle against your own weakness.

• Humility reminds you that you are 
not the centre of the universe, but 
you serve a larger order.

5. Pride is the central vice. 
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• Pride blinds us to the reality of our divided 
nature. Pride blinds us to our own weaknesses 
and misleads us into thinking we are better 
than we are and makes it hard for us to be 
vulnerable before those whose love we need.

6. Once the necessities for survival are 
satisfied, the struggle against sin and 
for virtue is the central drama of life. 

• No external conflict is as consequential 
or as dramatic as the inner campaign 
against our own deficiencies. 

• This struggle against, say, selfishness or 
prejudice or insecurity gives meaning and 
shape to life. It is more important than the 
external journey up the ladder of success. 

• Contending with weakness often means 
choosing what parts of yourself to develop 
and what parts not to develop. The 
purpose of the struggle against sin and 
weakness not to “win,” because that is not 
possible; it is to get better at waging it. 

• It doesn’t matter if you work at a hedge 
fund or a charity serving the poor. There 
are heroes and schmucks in both worlds. 
The most important thing is whether you 
are willing to engage in this struggle.

7. Character is built in the course of 
your inner confrontation. 

• Character is a set of dispositions, 
desires, and habits that are slowly 
engraved during your struggle. 

• You become more disciplined, considerate, 
and loving through a thousand small 
acts of self-control, sharing, service, 
friendship, and refined enjoyment. 

• If you behave with habitual self-discipline, 
you will become constant and dependable.

8. The things that lead us astray are short 
term—lust, fear, vanity, gluttony. The 
things we call character endure over the 
long term— courage, honesty, humility. 

• People with character are capable of a long 
obedience in the same direction, of staying 
attached to people and causes and callings 
consistently through thick and thin. 

• People with character also have scope. They 
are not infinitely flexible, free-floating, and 
solitary. They are anchored by permanent 
attachments to important things. 

• In the realm of the intellect, they have a set 
of permanent convictions about fundamental 
truths. In the realm of emotion, they are 
enmeshed in a web of unconditional 
loves. In the realm of action, they have 
a permanent commitment to tasks that 
cannot be completed in a single lifetime.

9. No person can achieve self-
mastery on his or her own. 

• Individual will, reason, compassion, 
and character are not strong enough 
to consistently defeat selfishness, 
pride, greed, and self-deception. 

• Everybody needs redemptive assistance 
from outside—from God, family, friends, 
ancestors, rules, traditions, institutions, 
and exemplars. If you are to prosper in the 
confrontation with yourself, you have to put 
yourself in a state of affection. You have 
to draw on something outside yourself to 
cope with the forces inside yourself. You 
have to draw from a cultural tradition that 
educates the heart, that encourages certain 
values, that teaches us what to feel in certain 
circumstances. We wage our struggles in 
conjunction with others waging theirs, and 
the boundaries between us are indistinct.

10. We are all ultimately saved by grace. 

• The struggle against weakness often has a 
U shape. ‘You are living your life and then 
you get knocked off course—either by an 
overwhelming love, or by failure, illness, 
loss of employment, or twist of fate. 

• The shape is advance-retreat-advance. 
In retreat, you admit your need and 
surrender your crown. You open up 
space that others might fill. 

• And grace floods in. It may come in the 
form of love from friends and family, in the 
assistance of an unexpected stranger, or 
from God. But the message is the same. 
You are accepted. You don’t flail about in 
desperation, because hands are holding you 
up. You don’t have to struggle for a place, 
because you are embraced and accepted. 

• You just have to accept the fact that you 
are accepted. Gratitude fills the soul, and 
with it the desire to serve and give back.

11. Defeating weakness often 
means quieting the self. 
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• Only by quieting the self, by muting the sound 
of your own ego, can you see the world clearly. 

• The struggle against weakness requires the 
habits of self-effacement, reticence, modesty, 
obedience to some larger thing – and a 
capacity for reverence and admiration.

12. Wisdom starts with epistemological modesty. 

• The world is immeasurably complex and 
the private stock of reason is small. 

• We are generally not capable of understanding 
the complex web of causes that drive events. 
We are not even capable of grasping the 
unconscious depths of our own minds. 

• We should be sceptical of abstract 
reasoning or of trying to apply universal 
rules across different contexts. 

• The humble person understands that 
experience is a better teacher than pure 
reason. He understands that wisdom is 
not knowledge. Wisdom emerges out 
of a collection of intellectual virtues. 
It is knowing how to behave when 
perfect knowledge is lacking. 

13. No good life is possible unless it is 
organised around a vocation. 

• If you try to use your work to serve yourself, 
you’ll find your ambitions and expectations will 
forever run ahead and you’ll never be satisfied. 

• If you try to serve the community, you’ll always 
wonder if people appreciate you enough. 

• But if you serve work that is intrinsically 
compelling and focus just on being 
excellent at that, you will wind up serving 
yourself and the community obliquely. 

14. The best leader tries to lead along the grain 
of human nature rather than go against it. 

• He realises that he, like the people he 
leads, is likely to be sometimes selfish, 
narrow-minded, and self-deceiving. 

• He prefers arrangements that are low 
and steady to those that are lofty and 
heroic. As long as the foundations of an 
institution are sound, he prefers change 
that is constant, gradual, and incremental 
to change that is radical and sudden. 

• The goal of leadership is to find a 
just balance between competing 
values and competing goals. 

• He seeks to be a trimmer, to shift weight 
one way or another as circumstances 
change, in order to keep the boat moving 
steadily forward on an even keel. He 
understands that in politics and business 
the lows are lower than the highs are high. 

• The downside risk caused by bad decisions 
is larger than the upside benefits that 
accrue from good ones. Therefore the wise 
leader is a steward for his organisation 
and tries to pass it along in slightly 
better condition than he found it.

15. The person who successfully struggles 
against weakness and sin may or may 
not become rich and famous, but 
that person will become mature. 

• Maturity is not based on talent or any of the 
mental or physical gifts that help you ace 
an IQ test or run fast or move gracefully. 

• It is not comparative. It is earned not by 
being better than other people at something, 
but by being better than you used to be. It 
is earned by being dependable in times of 
testing, straight in times of temptation. 

• The mature person has moved from 
fragmentation to centeredness, has 
achieved a state in which the restlessness 
is over, the confusion about the meaning 
and purpose of life is calmed. 

• The mature person can make decisions 
without relying on the negative and positive 
reactions from admirers or detractors 
because the mature person has steady 
criteria to determine what is right. 



70BOOK 23

The Essential Drucker   
by Peter Drucker

In A Nutshell
A tome of management. Covering 26 core 
principles and spanning decades, this is 
akin to a greatest hits collection from the 
father of modern management theory.

Publisher’s Pitch
Father of modern management, social 
commentator, and preeminent business 
philosopher, Peter F. Drucker analysed 
economics and society for more than 
sixty years. Now for readers everywhere 
who are concerned with the ways that 
management practices and principles affect 
the performance of organisations, individuals, 
and society, there is The Essential Drucker—an 
invaluable compilation of essential materials 
from the works of a management legend.

Containing twenty-six core selections, The 
Essential Drucker covers the basic principles 
and concerns of management and its problems, 
challenges, and opportunities, giving 

managers, executives, and professionals the 
tools to perform the tasks that the economy 
and society of tomorrow will demand of them.

Author / Credentials
Peter F. Drucker was a writer, professor, 
management consultant and self-described 
“social ecologist,” who explored the way 
human beings organise themselves and 
interact much the way an ecologist would 
observe and analyse the biological world.

Hailed by BusinessWeek as “the man who 
invented management,” Drucker directly 
influenced a huge number of leaders from 
a wide range of organisations across all 
sectors of society. Among the many: General 
Electric, IBM, Intel, Procter & Gamble, Girl 
Scouts of the USA, The Salvation Army, 
Red Cross, United Farm Workers and 
several presidential administrations.

Drucker’s 39 books, along with his countless 
scholarly and popular articles, predicted 
many of the major developments of the late 
20th century, including privatisation and 
decentralisation, the rise of Japan to economic 
world power, the decisive importance of 
marketing and innovation, and the emergence 
of the information society with its necessity 
of lifelong learning. In the late 1950s, Drucker 
coined the term “knowledge worker,” and he 
spent the rest of his life examining an age in 
which an unprecedented number of people 
use their brains more than their backs.

In 2002, he received the Presidential 
Medal of Freedom, the nation’s highest 
civilian honour. He died in November 
2005, just shy of his 96th birthday.

Summary
During our data collection we found a great
summary of the book. It summarises the key
points so succinctly in fact that, unlike previous
summaries, we’re pretty much going to cite
it verbatim. As we’ve learnt throughout our 
work – sometimes when you see a job
done well – you just need to stop fiddling,
praise the efforts of others and focus your
own efforts elsewhere. So thanks to David
M. Shedd for the great summary of key
points (and there are quite a few of them).
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Sales and Marketing

• The purpose of a business is to 
create and serve a customer.

• The result of a business is a satisfied customer.

• Key to sales and marketing

• What does the customer want to buy?

• What are the satisfactions that the 
customer looks for, values and needs?

Human Resources

• The first sign of decline in an industry 
is the loss of appeal to qualified, 
able and ambitious people.

• What do our jobs have to be to attract and 
hold the kind of people we need and want?

• One does not manage people: the task 
is to lead people; and the goal is to 
make productive the specific strengths 
and knowledge of each individual.

• Workers need motivation; motivation 
comes from having a “challenge.”

• Pick people well: the decisions about 
people are the most important

• If I put a person into a job and he or she 
does not perform, I have made a mistake.

• In assigning people for a job, build on 
strengths. You cannot build on weaknesses.

• Make sure that the employee 
understands what the job is about.

• The only person in abundant supply 
is the “universal incompetent.”

• Thus, you need staff who excel 
at one ability, but may have only 
modest endowments in others.

• Build the organisation in such a manner 
that anybody who has strength in 
one important area is capable of 
putting their strengths to work.

• At the same time, the scarcest resources in 
any organisation are performing people

Face Reality and Focus on the Important

• Do not expect the conditions to change 
to what they should be or what you want 
them to be; deal with them as they are.

• Beware that the bigger an organisation gets, 
the more events tend to engage the interests, 
energies, and abilities of the executives.

• Organisational politics

• Unless executives make a conscious 
effort to perceive the outside, the inside 
may blind them to the true reality.

Manage by Objectives

• Emphasis should be on teamwork 
and team results

• Objectives should be on tangible business 
objectives and intangible objectives such 
as organisational and people development, 
worker performance and attitude, etc.

Process is Important

• The less an organisation has to do to produce 
its results, the better it does its job.

• Beware of exceptional, non routine situations

• Do not bend the process to 
subjugate these situations

• These situations may require special 
handling independent of the process

• Minimise reports and procedures

Create Entrepreneurship Within a Company

• Entrepreneurship requires discipline

• Separate the new, entrepreneurial 
business from the old and existing

• Give it significant management attention

• Don’t over-burden at the start

• Beware of being entrepreneurial by 
buying entrepreneurial businesses

• Do not mix entrepreneurial units with 
established “managerial” units

Innovation

• Innovation should not be diversification

• Diversification rarely works unless it is built 
on commonality with the existing business

• Common market (customers)

• Common technology
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• With innovative products be open to 
other uses for the technology

• Examine any unexpected interest in your 
product or technology and evaluate whether 
it might be a new market potential

• Innovation results from the purposeful 
analysis, systems, and hard work

• To be effective, it has to be simple and focused

• It needs to start small

• Don’ts of Innovation

• Don’t try to be too clever

• Don’t diversify, splinter or try to 
do too many things at once

• Don’t innovate for the future; in almost 
all cases, it is just too difficult.

• Instead, innovate for the present – present 
problems, present needs, presents wants

• Successful innovators are conservative

• They are not risk takers

• They are focused on opportunities

• They work hard on innovating

Strategy

• Being fustest with the mostest

• Your product can be imitated – but always 
be one step ahead of the curve.

• Hitting them where they ain’t

• Creative imitation – look at product and 
services from the viewpoint of the customer

• Entrepreneurial judo – use real thinking 
to combat competitors suffering 
from any of the following:

• Not invented here

• Tendency to “cream” the high profit 
part of the market (e.g. Xerox)

• Belief in quality

• The illusion of “premium” price

• Find and occupy a specialised niche

Individual Success in Business

• The knowledge worker (employee) is 
expected to get the right things done

• The effective person focuses on contributions

• Contribution in own work

• Contribution in relationships with others

• Looking outward toward goals

• Emphasis is on responsibility 
and accountability

• The most common cause of failure is 
the inability or unwillingness to change 
with the demands of a new position

• Effectiveness is a habit; a complex of practices

• Build on strengths

• Know strengths via feedback analysis – 360 
reviews, a trusted advisor or mentor

• Concentrate on your strengths

• Place yourself where your strengths can 
produce performance and results

• Work on improving your strengths

• Remedy your bad habits

• Things you fail to do

• Things that inhibit your effectiveness 
and performance

• Waste as little effort as possible on 
improving areas of low competence

• Focus on strengths instead (see above)

• Objectively know yourself

• How do you really perform?

• Are you a reader or listener?

• How do you learn?

• Learn by hearing themselves talk

• Learn by writing

• Learn by doing

• Do you work well with others 
or are you a loner?

• How do you perform under stress?

• Again, do not try to change yourself. But, 
work hard to improve the way you perform.

• At all times, however, your values need to be 
compatible with the organisation’s values

Manage Time

• Know what you do with your time

• The effective person knows that to manage 
time, he has to know where it actually goes
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• Realise that a large part of the time 
in a job is wasted on things that 
contribute little or nothing

• Time Diagnostic

• Eliminate the things that need 
not be done at all

• Which activities are better 
done by someone else?

• Beware of the time of others that you waste

• Good question to ask:

• What do I do that wastes your time without 
contributing to your effectiveness?

• Prune the Time Wasters

• Organisational time wasters result 
from lack of system or foresight

• The symptom of where you have organisational 
time wasting is to look for the recurrent 
crisis that has to be met “heroically”

• A well-managed plant is a quiet 
place, not dramatic

• Time waste results from over-staffing

• Time waste results from malorganisation 
with the symptom of an excess of meetings

• Time waste results from a poor 
flow of information

• In your time prioritisation, do the 
most important things first

Effective Decisions

• Focus on the important decisions

• Solve the problem not the symptom

• Beware of the most dangerous decisions 
to make – the one that might – just might 
– work if nothing whatever goes wrong

• Bay of Pigs

• Start out with what is right rather than 
what is acceptable because one always 
has to compromise in the end

• A decision will not become effective 
unless the action commitments have been 
built into the decision from the start

• Build a feedback into the decision 
to provide a continual testing of the 
expectations underlying the decision

• A military commander never relies on what 
he is told by the subordinates to whom 
the order was given. Not that he distrusts 
the subordinate; he has learned from 
experience to distrust communications.

• To go and look for yourself is the best, if not 
the only way, to test whether the assumptions 
on which the decision is based are still valid

• In short, trust but verify

• In decision making

• Start with opinions, untested hypothesis

• The understanding for the right decision 
requires a clash and conflict of divergent 
opinions; thus develop disagreements

• One alternative is the decision to do 
nothing; is the decision really necessary?

• De minimis non curat praetor (the 
magistrate does not consider trifles)

• As a business leader, do not discredit yourself 
and waste time by making trivial decisions

• Only act if (on balance) the benefits 
greatly outweigh the cost and risk.

• Act or do not act, but do not hedge or 
compromise when making a decision

• Knowledge workers are not getting paid for 
doing things they like to do. They are paid 
for getting the right things done – most of all 
in the task of making effective decisions.

Functioning Communications

• It is the listener who communicates

• The person who emits the communication 
(the “communicator”) does not 
communicate. He utters.

• One can communicate only in the 
recipient’s language or in his terms.

• We need to know what the 
listener can see and why

• The unexpected is usually not received at all

• Thus, the need to plant a seed, 
especially in managing upward

• The human mind attempts to fit impressions 
and stimuli into frames of expectations

• Thus, the effectiveness of starting 
off with a hypothesis (above)
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Leadership

• Keys to effective leadership

• Set goals

• Set priorities

• Set and maintain standards

• Leaders must see that leadership is about 
responsibility rather than rank and privilege

• The effective leader is not afraid of 
strength in associates and subordinates.
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In A Nutshell
A MBA course condensed into 
an accessible book.

Visuals
Video Summaries of each topic are provided

Author / Publisher’s Pitch
A world-class business education in a single 
volume. Learn the universal principles behind 
every successful business, then use these 
ideas to make more money, get more done, 
and have more fun in your life and work.

Author and Credentials
Josh Kaufman is an acclaimed business, 
learning, and skill acquisition expert. He is 
the author of two international bestsellers: 
The Personal MBA and The First 20 Hours. 
Josh’s research and writing have helped 
millions of people worldwide learn the 
fundamentals of modern business.

Before creating PersonalMBA.com, he 
worked for Proctor and Gamble. 

“No matter what they tell you, an MBA is 
not essential for landing or handling a good 
business job. If you combine reading this 
book with actually trying stuff, you’ll be 
far ahead in the business game.” – Kevin 
Kelly, founding executive editor of Wired 
& author of What Technology Wants

“A creative, breakthrough approach to 
business education. I have an MBA from a top 
business school, and this book helped me 
understand business in a whole new way.” – 
ALI SAFAVI, Executive Director of International 
Sales & Distribution, The Walt Disney Company

Summary
The book contains 226 mini essays on topics, 
such as marketing, finance and the human 
mind. The book is informed by Josh’s analysis 
of ‘thousands of books’. He recommends 
you “Browse, skim, and scan” until you 
find a section that grabs your attention – 

and then commit to it. The idea is to give 
you an overview of the most important 
business topics in as little time as possible.

Josh summarises the chapters pretty 
well on his website – so we’ve just copied 
them here for your convenience. Follow 
the links for more detail on any of the 
below subjects that spark your interest. 

Chapter 1: Value Creation

Every successful business creates something 
of value. The world is full of opportunities 
to make other people’s lives better in some 
way, and your job as a businessperson is 
to identify things that people don’t have 
enough of, then find a way to provide them. 

Key Ideas in Chapter 1

The 5 Parts of Every Business

Economically Valuable Skills

The Iron Law of the Market

Core Human Drives

Status Seeking

10 Ways to Evaluate a Market

The Hidden Benefit of Competition

The Mercenary Rule

The Crusader Rule

12 Standard Forms of Value

Form of Value #1: Product

Form of Value #2: Service

Form of Value #3: Shared Resource

Form of Value #4: Subscription

Form of Value #5: Resale

Form of Value #6: Lease

Form of Value #7: Agency

Form of Value #8: Audience Aggregation

Form of Value #9: Loan

Form of Value #10: Option

Form of Value #11: Insurance

Form of Value #12: Capital

Hassle Premium

Perceived Value
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Modularity

Bundling and Unbundling

Prototype

Iteration Cycle

Iteration Velocity

Feedback

Alternatives

Trade-offs

Economic Values

Relative Importance Testing

Critical Assumptions

Shadow Testing

Minimum Viable Offer

Incremental Augmentation

Field Testing

Chapter 2: Marketing

Offering value is not enough. If no one knows 
(or cares) about what you have to offer, it 
doesn’t matter how much value you create. 
Without marketing, no business can survive 
– people who don’t know you exist can’t 
purchase what you have to offer, and people 
who aren’t interested in what you have to 
offer won’t become paying customers.

Key Ideas in Chapter 2

Attention

Receptivity

Remarkability

Probable Purchaser

Preoccupation

End Result

Qualification

Point of Market Entry

Addressability

Desire

Visualization

Framing

Free

 

Permission

Hook

Call-to-Action

Narrative

Controversy

Reputation

 

Chapter 3: Sales

Every successful business ultimately sells what 
it has to offer. Having millions of prospects 
isn’t enough if no one ultimately pulls out 
their wallet and says, “I’ll take one.” The sales 
process begins with a prospect and ends with 
a paying customer. No sale, no business.

Key Ideas in Chapter 3

Transaction

Trust

Common Ground

Pricing Uncertainty Principle

Four Pricing Methods

Price Transition Shock

Value-Based Selling

Education-Based Selling

Next Best Alternative

Exclusivity

Three Universal Currencies

Three Dimensions of Negotiation

Buffer

Persuasion Resistance

Reciprocation

Damaging Admission

Barriers to Purchase

Risk Reversal

Reactivation
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Chapter 4: Value Delivery

Every successful business actually 
delivers what it promises to its customers. 
There’s a term for a person who takes 
other people’s money without delivering 
equivalent value: “scam artist.”

Key Ideas in Chapter 4

Value Stream

Distribution Channel

Expectation Effect

Predictability

Throughput

Duplication

Multiplication

Scale

Accumulation

Amplification

Barrier to Competition

Force Multiplier

Systemization

 

Chapter 5: Finance

Finance is the art and science of watching 
the money flowing into and out of a 
business, then deciding how to allocate it 
and determining whether or not what you’re 
doing is producing the results you want.

Key Ideas in Chapter 5

Profit

Profit Margin

Value Capture

Sufficiency

Valuation

Cash Flow Statement

Income Statement

Balance Sheet

Financial Ratios

Cost-Benefit Analysis

Four Methods to Increase Revenue

Pricing Power

Lifetime Value

Allowable Acquisition Cost

Overhead

Costs: Fixed and Variable

Incremental Degradation

Breakeven

Amortization

Purchasing Power

Cash Flow Cycle

Opportunity Cost

Time Value of Money

Compounding

Leverage

Hierarchy of Funding

Bootstrapping

Return on Investment

Sunk Cost

Internal Controls
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Chapter 6: The Human Mind

Businesses are built by people for 
people. Understanding how we take in 
information, how we make decisions, and 
how we decide what to do or what not 
to do is critical if you want to create and 
sustain a successful business venture.

Key Ideas in Chapter 6

Caveman Syndrome

Performance Requirements

The Onion Brain

Perceptual Control

Reference Level

Conservation of Energy

Guiding Structure

Reorganisation

Conflict

Pattern Matching

Mental Simulation

Interpretation and Reinterpretation

Motivation

Inhibition

Willpower Depletion

Loss Aversion

Threat Lockdown

Cognitive Scope Limitation

Association

Absence Blindness

Contrast

Scarcity

Novelty

 

 

Chapter 7: Working With Yourself

In today’s busy business environment,  
it’s easy to get stressed about everything  
that needs to be done. Learning how to  
work effectively and efficiently can 
be the difference between a fulfilling 
career and a draining one.

Key Ideas in Chapter 7

Akrasia

Monoidealism

Cognitive Switching Penalty

Four Methods of Completion

Most Important Tasks

Goals

States of Being

Habits

Priming

Decision

Five-Fold Why

Five-Fold How

Next Action

Externalization

Self-Elicitation

Counterfactual Simulation

Parkinson’s Law

Doomsday Scenario

Excessive Self-Regard Tendency

Confirmation Bias

Hindsight Bias

Performance Load

Energy Cycles

Stress and Recovery

Testing

Mystique

Hedonic Treadmill

Comparison Fallacy

Locus of Control

Attachment

Personal Research and Development

Limiting Belief
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Chapter 8: Working With Others

Working with other people is an ever-present 
part of business and life: you can’t escape it, 
even if you want to. If you want to do well in 
this world, it pays to understand how to get 
things done with and through other people.

Key Ideas in Chapter 8

Power

Comparative Advantage

Communication Overhead

Importance

Safety

Golden Trifecta

Reason Why

Commander’s Intent

Bystander Apathy

Planning Fallacy

Referrals

Clanning

Convergence and Divergence

Social Signals

Social Proof

Authority

Commitment and Consistency

Incentive-Caused Bias

Modal Bias

Pygmalion Effect

Attribution Error

Option Orientation

Management

Performance-Based Hiring

 

 

Chapter 9: Understanding Systems

Businesses are complex systems that exist 
within even more complex systems: markets, 
industries, and societies. A complex system 
is a self-perpetuating arrangement of 
interconnected parts that form a unified whole.

Key Ideas in Chapter 9

Gall’s Law

Flow

Stock

Slack

Constraint

Feedback Loop

Autocatalysis

Environment

Selection Test

Uncertainty

Change

Interdependence

Counterparty Risk

Second-Order Effects

Normal Accidents
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Chapter 10: Analysing Systems

Before you can improve a system, you must 
understand how well it’s currently operating. 
Unfortunately for us, that’s tricky business: it’s 
not possible to stop the world however long 
you want while you take careful measurements. 
Systems must be analysed as they’re working.

Key Ideas in Chapter 10

Deconstruction

Measurement

Key Performance Indicator

Garbage In, Garbage Out

Tolerance

Analytical Honesty

Context

Sampling

Margin of Error

Ratio

Typicality

Correlation and Causation

Norms

Proxy

Segmentation

Humanization

Chapter 11: Improving Systems

Creating and improving systems is the 
heart of successful business practice. The 
purpose of understanding and analysing 
systems is to improve them, which is 
often tricky: changing systems can often 
create unintended consequences.

Key Ideas in Chapter 11

Intervention Bias

Optimization

Refactoring

The Critical Few

Diminishing Returns

Friction

Automation

The Paradox of Automation

The Irony of Automation

Standard Operating Procedure

Checklist

Cessation

Resilience

Fail-safe

Stress Testing

Scenario Planning

Sustainable Growth Cycle

The Middle Path

The Experimental Mindset


