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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful businesses 

compete and manage their organisations. It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken 

in professional markets as well as in markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home 

business; and on how people are being equipped with new skills and techniques. In short, it offers expert inspiration for a better business. 
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But most marketers don’t even 
know about it!  

   

This may be the most important 

calculation in business.  
   

Yet very few businesses grasp or 

even know of it.  

   

It is the calculation upon which 

Amazon was built.  

   

Yet it has nothing to do with 

content or copy, branding, 

leadership or all the stuff that’s 

rammed down your throat every 

day.  

   

It is: how much is a customer 

worth to you?  

   

Not just from the first sale, but 

during the entire time that 

customer keeps buying from you.  

   

Once you know you can work out 

the answer to another important 

question.  

   

It is: how long can you afford to 

wait to make a profit – to break 

even on your investment.  

   

Amazon waited for years, 

patiently losing money.  

   

Why did that make Jeff Bezos the 

richest man on earth – until his 

divorce?  

   

Let me explain…  

   

The aim of marketing – and 

business - is to make and keep 

customers. 

 

Those with the courage and 

knowledge to wait longer 

can outspend their competitors to 

do so.  

   

So, they end up with more 

customers.  

   

What’s more the greater the 

number of customers, the 

stronger the brand, revealed my 

friend the late Professor Andrew 

Ehrenberg of London Business 

School.  

   

And the less you pay to get a 

customer and keep that customer 

spending, the more customers 

you can afford to acquire … and 

the longer you keep them.  

   

That’s where we come in.  

   

Because when you’ve been as long 

as I have at this game, you know 

more.  

   

And knowledge is power.  

   

Let us put it to work for you.  

   

If you want to profit from 

ours, put your email address here 

and my colleague Gerald will be in 

touch.   

   

Do it now. This very minute.  

   

 

 

Because - knowledge is only 

power if you apply it before your 

competitors.  

 

Best,  

   

Drayton 

 

© Copyright, Drayton Bird 
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When I walked into the boardroom, I 

knew something was seriously off key 

here. The new CEO was sitting with 

his back to his team. Some leaders 
were juggling with their phones, 

others were answering emails. This 

was supposed to be a breakthrough 

meeting about the strategy for the 

coming two years. It was one of their 
biggest challenges yet. What was 

going on? 
 

The need for intuition is increasing 

as we are faced with more 

situations where there is a high 

level of uncertainty, with little 

precedent. Facts are unavailable or 

unreliable and the timeframe to 

act is limited or scarce. Intuition is 

part of the looping process and it 

entails forming a circuit of intuitive 

sensing and data collection – 

aggregating many touch points.  

 

The intuitive nature of looping is 

important when trying to 

anticipate the future and make 

good business decisions. So how 

do we make rapid, viable decisions 

in this increasing turbulence? 

 

It pays to have good intuition: 

successful executives score far 

above average on extrasensory 

perception tests. There is a 

significant correlation between 

these precognitive abilities and 

profit ratings of their companies 

(Mihalasky & Dean, Agor 1986).  

 

 

 

 

 

Many people feel their intuition is 

lacking or they can’t rely on it. In 

The Nature of Intuition Berne 

identified that the chief requisite 

for accurate intuition is an active 

and concentrated state of 

alertness and receptiveness. With 

practice intuitive mood can be 

attained more easily and the 

accuracy of intuition increases 

with accumulated experience. 

 

Some people are better at being 

intuitive: experts are better at 

recall and recognition than novices 

because they acquire habits that 

help them process information 

more quickly e.g. chunking 

information more efficiently. 

 

 

 

 

 

 

 

 

Experts also use different 

problem-solving strategies; they 

take in details then create a 

framework that best fits the data 

they have and then they work 

forwards to explore possible 

solutions. Novices, on the other 

hand, identify specific solutions 

and work backwards to find a way 

to reach that solution.  

 

The skill of recall involves 

recognizing patterns, and this is 

easier for experts because they 

already know a lot about the 

context in which the object of 

recall is embedded. For example, 

when I walk into a new 

organisation, I look at the way 

employees and managers interact, 

and can already see patterns 

emerging.  

 

 

Sari van Poelje 

Can you teach intuition? 
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Recognition is based on noticing 

similarity. To determine if two 

things are similar you must know 

which features to consider. 

Recognition is easier for experts 

because they limit the complexity 

of what they observe to salient 

points. For example, I use an easy 

way to recognize patterns of 

communication:  Are they close or 

distant? Do they talk from a 

dominant or submissive position? 

 

Women are better at intuition 

than men due to their greater 

empathic accuracy and nonverbal 

skills. This is partly evolutionary as 

differentially selected as primary 

caregivers for their ability to 

decipher nonverbal cues. Women 

developed their intuition in part as 

a minority group to observe how 

others acted before taking action 

themselves, and to be adaptable to 

circumstances. 

 

Improving your intuition can help 

you and your team make better, 

faster decisions. 

 

RATE: Radical Agile 

Transformation Exercise 
Consider how you can help your 

team members improve their 

intuition. The following seven 

steps help you educate yourself 

and your team in intuition: 

 

1. Select or create a good 

learning environment, that is 

relevant and exacting. 

How are you providing the 

right environment for 

yourself and your team?  

 

2. Seek feedback actively and 

systematically. 

What is your process for 

eliciting feedback? Have 

you systemised it? 

 

3. Impose circuit breakers, 

become mindful of automatic 

reactions. 

How do you avoid jumping 

to conclusions or making 

2+2 equal 5? 

 

 

 

 

 

 

 

 

4. Make scientific method 

intuitive: observe better, 

speculate consciously about 

what you see, test ideas, 

generalize carefully. 

What process do you have 

for testing ideas? How are 

you taking the learning 

back into the team? 

 

It pays to have good intuition – how 

are you training yourself and your 

team to develop your intuitive skills? 
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Negotiating can be terrifying, 

emotional, and frustrating. But don’t 

let that lead you to making this one 

crucial mistake. 

 

Negotiation has a reputation 

problem. Most people see it as a 

way to manipulate others to do 

their bidding. Much of that comes 

from the way negotiation is 

portrayed in popular media. The 

quintessential negotiator is the 

one who cleverly plays his or her 

opponent into a corner from 

which the only out is capitulation. 

While this winner-take-all 

portrayal may appeal to our egos 

it does nothing to promote 

resolutions to really tough 

problems that require negotiation 

in the true sense of the word, 

where each party has a well-

defined objective that they believe 

constitutes success.  

 

Negotiation is actually a very 

straightforward process of 

problem solving. You need to be 

objective, listen carefully, and 

follow some basic rules. But, 

before I get into what those rules 

are, here’s what you absolutely 

shouldn’t do. 

 

Fine, Be That Way! 
The tactic we are all familiar with 

when negotiating is to get up and 

walk away from the table if we 

don’t get what we want. So, let’s 

play that out in the simple 

scenario of negotiating for a car in 

a dealership.  

 

Picture this. You’ve just spent 30-

60 minutes of your time using 

every ounce of negotiating skill 

you have to get the salesperson to 

what they claim is a rock bottom 

price. You’ve exhausted all your 

tactics, you really want the car, 

but you need to get the price 

down even further. What do you 

do? If your answer is to walk then 

you’re in good company. That’s 

what most people would do when 

they reach a negotiation impasse.  

 

The expectation, of course, is that 

the salesperson will come after 

you. The problem is that once 

you’ve walked you’re no longer in 

a negotiation. If the salesperson 

doesn’t come after you there is 

no recourse but to go back with 

your tail between your legs.  

 

The cardinal rule in negotiation is 

to never walk away from the table 

unless you have no intention of 

coming back. In the example I just 

gave you’ll likely have many more 

opportunities to negotiate 

elsewhere. And you can keep 

walking out until you find the one 

out of ten salespeople who will 

come after you.  

 

But what about those situations 

where the only person you can 

strike a deal with is the one 

across the table? Walking out in 

those cases means that you’ll just 

have to come back to the table 

again later. Unless you’re hiding all 

the cards, in which case this isn’t a 

negotiation at all, all you’ve done 

is lost credibility and undermined 

your position. 

 

I know that there is a certain 

dramatic appeal to walking away. I 

was once notorious for doing just 

that. But what I learned over the 

years was that walking away from 

a deal that I wanted to do, 

although the terms were not what 

I wanted, was at best lazy and at 

worst hurting me just as much as 

the other party. Think of it as the 

equivalent of hitting the nuclear 

button knowing full well that 

nobody survives.  

 

So, what’s the alternative? A very 

simple process that you should 

use in every negotiation. I call it 

the DNA of negotiation – 

Discover, Negotiate, Agree. 

Here’s how it works. 

 

Discover 
No negotiation should begin 

without your first spending time 

understanding who you are 

negotiating with, their patterns of 

behaviour, their context, their 

constraints, and their drivers. 

Clearly, not all of that can be 

found just by researching the 

other party, but you’d be amazed 

at how much you can discover 

before even starting a negotiation.  

 

Tom Koulopoulos 

The one thing never to do when you negotiate 
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Discovery is also the first phase of 

the face to face negotiation 

process. You should constantly be 

looking for insights that help you 

better understand the other 

party.  

 

The biggest challenge most of us 

face in a negotiation is that we 

create such a rock solid rational 

behind what we want and why we 

want it that we instantly discount, 

if we even hear, the other party’s 

needs. This is especially 

challenging if you have a Type A 

assertive and aggressive 

personality.  

 

My suggestion? Shut up. I mean 

really shut up, until the silence is 

painful. I’ve found that saying 

nothing is almost always the best 

way to learn about someone else.  

 

When you do talk ask questions 

that help you better understand 

the other party’s position. These 

are often best phrased in a way to 

help elaborate on points that may 

seem obvious “Can you explain 

more…” or “Help me understand 

that…” Most people refrain from 

asking questions of this sort 

because they are so stuck on 

getting what they want.  

 

The best negotiators invest in 

understanding the needs and 

drivers of the other party. Do 

enough of this and one of two 

things happens, either you learn a 

great deal about the other party’s 

motivations and constraints or 

you challenge them enough that 

they start to questions their 

constraints. In both cases you’re 

making progress. 

 

Negotiate 
Once you have the insights 

needed to understand what the 

other party wants and why, it’s 

time to start the process of 

negotiation. Don’t rush this. 

Jumping into a negotiation without 

adequate discovery almost always 

leads to posturing, this is the 

classic case in which both parties 

hunker down in their respective 

diametrically opposite positions 

and only drive what soon 

becomes an irreconcilable wedge 

into the negotiation.  

 

 

As a way to find a middle ground 

we then make the mistake of 

giving away things of no value to 

the other party. Rather than 

deliver ultimatums or toss a bone, 

try testing the waters by once 

again resorting to questions. In 

this case use trial scenarios such 

as “What if we did….” or “What 

would you be willing to do if we 

did…” Never give anything away 

that the other party doesn’t value 

and never give anything away 

without getting something in 

return. The only fairness in a 

negotiation is an exchange of 

agreed upon value.  

 

The key during the negotiation 

phase is to problem solve in order 

to find ways to meet the goals of 

all parties. The Pawn Stars 

technique of splitting the 

difference should only be used as 

a method to close the deal. Don’t 

get into the habit of splitting the 

difference on everything. That’s a 

sure fire way to make sure 

nobody ends up happy and it can 

easily lead to remorse on the part 

of one or both parties that 

undermines the negotiation. The 

colloquial win-win isn’t about 

splitting the baby down the 

middle. It’s about figuring out 

what each party values. 

 

Agree 
I’ve yet to be party to a 

negotiation that didn’t involve 

multiple items on which the 

parties had to agree. The 

challenge in these cases is 

separating the items being 

negotiated into distinct categories. 

“But wait,” you say, “it’s all linked 

together!” Yes, and that’s exactly 

why you never get to a point of 

agreement 

 

Once you agree on a category 

make sure all parties have 

indicated their agreement 

explicitly.  

 

 

 

 

 

 

 

 

 

 

 

This may mean using an actual 

checklist that everyone initials as 

each item is agreed to. This isn’t 

binding and you can always go 

back and change an agreed upon 

item if needed. But there is a 

finality about putting pencil to 

paper that helps to avoid revisiting 

every previously agreed upon 

point. 

 

If you get stuck on a particularly 

touchy item just set it aside by 

saying, “Okay, lets’ come back to 

that later.” The more you agree 

the easier it becomes to agree on 

a subsequent point. Suddenly an 

item that you had been stuck on 

becomes much easier to agree to 

if you have a track record of prior 

agreement on less consequential 

items. 

 

If you follow the DNA process 

the likelihood of coming to an 

agreement that works for 

everyone involved is much higher. 

Is it bulletproof? No method of 

negotiation is. But one thing is 

certain. If you walk away you’ve 

just put the fate of the negotiation 

entirely into the hands of the 

other party. Stay at the table, as 

tough as it may be, stick to these 

basics and the negotiation 

continues. 
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“Decoupling” the value chain is the 

next big strategy for digital innovation 

and business models. 
 

Digital disruption isn’t just about the 

internet or mobile technology. It’s 

about the digitally-driven business 

models that forever transform 
business as usual no matter what 

you’re doing. 
 

I recently had a chance to connect 

with Harvard Business School 

professor, Thales Teixeira, whose  

most recent book,   

Unlocking the Customer Value Chain, 

highlights the dynamics of 

“decoupling” and why it will drive 

even more disruption than we’ve 

seen in the world. Teixeira’s 

thinking closely matches what I’ve 

been exploring in my other 

articles on disruption across 

industries like packaging,  

manufacturing, safety, and travel. 

 

Teixeira says the seeds of digital 

disruption originally started 

with unbundling as the internet 

became widely accessible. In the 

physical world, print-based 

newspapers bundled articles, 

restaurant reviews, and classified 

ads. Google unbundled the 

newspaper by offering readers 

one news article at a time. Yelp 

did the same for restaurant 

reviews, and Craigslist took on 

classifieds.  

Similarly, Apple iTunes unbundled 

the CD one song at a time, 

Netflix unbundled cable TV 

networks one show at a time, and 

Amazon Kindle unbundled 

textbooks selling one chapter at a 

time. 

 

Around the 2000s, a second wave 

of business model innovation 

appeared: Disintermediation. This 

time, it was the intermediaries– 

travel agents, industrial equipment 

distributors, and full-service 

stock-brokers that got disrupted. 

In the case of the travel industry, 

hotels, airlines, and tour 

operators decided to bypass the 

travel agencies and offer their 

services directly to consumers 

over the internet. 

Disintermediation wreaked havoc. 

 

In the past few years, a third wave 

of business model disruption has 

been gaining strength. Instead of 

breaking apart products or supply 

chains–as in unbundling and 

disintermediation, respectively–

the customer’s journey, or value 

chain, is being torn apart. What’s 

a “value chain?” Your customer’s 

value chain consists of all the 

activities they do to satisfy their 

needs and wants. Whereas it used 

to be that established companies 

“owned” all aspects of the 

customer’s experience (aka value 

chain), we’re starting to see new 

players take over pieces of the 

experience, something Teixeira 

calls decoupling. 

Take the consumer value chain in 

the beauty products industry: 

Purchase, trial, and replenish (or 

dispose). These activities used to 

be done in conjunction at or by 

Sephora, the leader in the beauty 

retailing industry. A few years ago, 

a start-up chose to excel at one of 

these activities: the process of 

trailing a new product. By offering 

to ship samples of beauty 

products direct to consumers in a 

subscription model, Birchbox 

made the act of trying out 

products before buying them 

dramatically easier. In the process, 

it took away a step within 

Sephora’s customer experience. 

 

Decoupling can now be seen 

across industries. PillPack, for 

example, helps people with 

multiple prescriptions organize 

them based on when they need to 

take each medication. However, it 

does not fill the medications–

that’s still done by CVS (though 

Amazon recently purchased the 

company for $1 billion so that 

may change). Trōv allows 

insurance customers to turn their 

insurance on and off at any time 

for each of their possessions from 

their mobile app. It doesn’t, 

however, underwrite insurance 

policies–traditional companies like 

Geico and Allstate do this on the 

client’s behalf. 

 

  

Soren Kaplan 

Decouple the value chain to drive digital 

disruption 
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Today’s most dangerous 

disruptors are not stealing 

customers, but rather 

stealing customer activities from 

incumbents. Sephora never lost 

the customer to Birchbox, it 

merely lost the customer activity 

of trial. Now, both companies 

share the customer. PillPack 

shares customers with CVS, and 

Trōv shares customers with 

Allstate. 

 

But sharing customers does not 

make decoupling any less 

threatening to established 

companies. Losing a customer 

activity in the value chain can 

create a domino effect. 

 

More and more start-ups will use 

decoupling to steal customer 

activities from large and powerful 

incumbents. Decoupling helps 

entrepreneurs to home in on one 

activity in the customer value 

chain that is currently being 

poorly delivered by the leading 

companies in the market. Start-

ups that are the biggest threats do 

one of three things: 

1. Add value to value-creating 

activities (i.e. manage pill 

intake). 

2. Reduce value-charging 

activities (i.e. pay insurance 

only for the days you need it). 

3. Eliminate value-eroding 

activities (i.e. no need to visit 

a store to sample beauty 

products). 

 

Usually “cost” reductions at each 

stage–time, money and effort–

dictate whether consumers will 

choose to decouple or not. 

 

Decoupling may ultimately disrupt 

the concept of the customer 

experience itself. If you agree with 

the adage that you need to disrupt 

before being disrupted, it may be 

time to look at decoupling what 

you do and how you do it – 

before someone decouples you by 

meeting your very own 

customers’ needs better than 

you’re doing it yourself today. 

 

© Copyright, Soren Kaplan 
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Every single industry has a “digital 

destiny” – an inevitable and 
unavoidable future that will be 

shaped by the forces of digital 

technology. 
 

There are no exceptions here. 

There’s no chance of escaping and 

somehow clinging on to the past. 

Just like previous waves of 

disruptive technological change 

throughout human history, 

nothing can possibly impede the 

accelerating momentum and 

destructive power of this digital 

tsunami. The choice therefore for 

every company is simple: find a 

way to ride the rising wave or be 

completely washed away by it. If 

there is one burning priority for 

your organization today it is how 

to drive digital innovation and 

transformation in everything your 

company does. 

 

Creating Value in a New 

Age 
Make no mistake: everything that 

can be digitized will be digitized. 

Everything that can be connected 

will be connected. Everything that 

can be automated will be 

automated. Robots and AI are 

already taking over many of the 

mundane tasks that have 

traditionally been performed by a 

human workforce. And data has 

undoubtedly become the new oil 

– the precious fuel that drives 

everything we do.  

 

Today’s customers – both in B2C 

and B2B industries – expect and 

demand to be digitally empowered 

to the max. Therefore, businesses 

of every stripe will need to be 

driven by this new kind of 

customer primacy across their 

entire value chain. Or, put more 

appropriately, their ‘value web’ – 

the new industry ecosystems they 

have to build and maintain for 

delivering their particular value 

proposition to customers in a 

digital age. 

 

Is your organization successfully 

transforming itself to adapt to the 

need for completely new kinds of 

value creation through digital-

driven innovation? 

 

 

 

 

 

Understanding the Digital 

Imperative 
The sense of urgency in the C-

Suite is already acute. According 

to recent research by Forrester, 

93% of corporate executives 

believe digital technologies will 

disrupt their existing business 

model in the next year or two! 

Yet, only 15% of those executives 

believe their companies currently 

have the requisite digital skills to 

succeed in today’s transformation 

economy.  

 

Thus, the race is on for every 

organization to understand the 

deeply disruptive implications of 

digital change while simultaneously 

building the appropriate digital 

capability to potentially reinvent 

themselves from the ground up.  

 

 

 

 

Rowan Gibson 

Embracing your company’s ‘digital destiny’ 
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The risks of not doing so are 

becoming strikingly apparent to 

leaders across all industries. In 

one MIT survey, board members 

estimated that at least one third 

of their company’s revenues were 

under threat from digital 

disruption. A similar survey, 

conducted globally by Dell EMC, 

revealed that 53% of the 

respondents had already 

experienced significant disruption 

in their industries in the last 2 

years, and 47% said their 

industries could be unrecognizable 

in just 3 years! 

 

In fact, according to a survey by 

the Global Center for Digital 

Business Transformation, many 

senior business executives believe 

that nearly half of the top-ranked 

companies in their industries 

might be gone in just two or three 

years. Pierre Nanterme, former 

CEO of global consulting firm 

Accenture, stated that digital was 

the main reason why over half of 

the companies on the Fortune 

500 have disappeared since the 

year 2000. 

 

Gearing Up for Digital 

Transformation 
Clearly, digital transformation 

cannot be treated as just another 

project or corporate initiative – a 

mere adjunct to the everyday 

business that can somehow be 

bolted on to what the company 

already does. Rather, it must be 

baked into the very DNA of the 

organization, driving a deep and 

transformational change – often 

to the core business itself – 

before the company’s existing 

business model becomes obsolete. 

 

This kind of transformation 

doesn’t happen overnight. It’s a 

protracted journey that requires 

time, commitment, and 

perseverance. However, so were 

the learning journeys that 

organizations went through to 

institutionalize things like Total 

Quality Management, lean 

manufacturing, Six Sigma, or 

innovation itself. There is no quick 

fix for digital transformation. But 

it can be achieved. 

 

 

 

 

Learning from 

Caterpillar’s Journey 
For most organizations, digital 

transformation is so urgent and 

all-encompassing that it’s difficult 

to know where to start, how to 

clearly define the destination, and 

how to make sure you have a 

coherent plan for actually getting 

there over time.  

 

One company that sheds light on 

how to lead this critical 

transformation is Caterpillar, the 

world’s largest construction 

equipment manufacturer. Over 

the last five or six years, 

Caterpillar has managed to make 

the strategic shift from “selling 

iron” to “selling smart iron”, 

rethinking and reinventing itself as 

a digital-centric organization. 

 

To find out how this major 

company embraced its digital 

destiny, and to learn more about 

how to lead your own 

transformational journey, 

download my free eBook – Five 

Proven Steps for Driving Digital 

Transformation: Learning from 

Caterpillar’s Journey – and start 

moving things forward today. 

 

Also, why not join me at our next 

exclusive 3-day TLN masterclass 

on Leading Digital 

Transformation” in association 

with Alibaba Group? You’ll gain 

insights into exactly how Alibaba 

is pushing the frontiers of digital 

technology across their entire 

ecosystem, and you’ll learn how 

to apply these lessons in practical 

ways inside your own organization 

to drive digital innovation and 

transformation. Don’t miss this 

unique opportunity to network 

with other executives like yourself 

who are pushing the digital agenda 

forward inside some of the 

world’s top companies. Together, 

you’ll discover the secrets of 

success that can help you hone 

your skills as a digital leader and 

gain better traction in your efforts 

to make digital innovation and 

transformation happen across 

your company. 
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Every once in a while I get a 

comment from an audience member 
after a keynote speech or from 

someone who read my book, 

Mapping Innovation, about why so few 

women are included. Embarrassed, I 
try to explain that, as in many male 

dominated fields, women are 

woefully underrepresented in science 

and technology. 
 

This has nothing to do with 

innate ability. In fact, you don’t 

have to look far to find women at 

the very apex of innovation, such 

as Jennifer Doudna, who 

pioneered CRISPR or Jocelyn Bell 

Burnell, who recently received the 

Breakthrough Prize for her 

discovery of pulsars. In earlier 

days, women like Grace Hopper 

and Marie Curie made outsized 

impacts. 

 

The preponderance of 

evidence shows that women can 

vastly improve innovation efforts, 

but are often shunted aside. In 

fact, throughout history, men have 

taken credit for discoveries that 

were actually achieved by women. 

So, while giving women a larger 

role in innovation would be just 

and fair, even more importantly it 

would improve performance. 

 

 

 

 

 

The Power of Diversity 

Over the past few decades 

there have been many efforts to  

increase diversity in organizations. 

Unfortunately, all too often these 

are seen more as a matter of 

political correctness than serious 

management initiatives. After all, 

so the thinking goes, why not just 

pick the best man for the job? 

 

The truth is there is abundant 

scientific evidence that diversity 

improves performance. For 

example, researchers at the 

University of Michigan found that 

diverse groups can solve problems 

better than a more homogenous 

team of greater objective ability. 

Another study that simulated 

markets showed that ethnic 

diversity deflated asset bubbles. 

 

 

 

While the studies noted 

above merely simulate diversity 

in a controlled setting there is 

also evidence from the real world 

that diversity produces better 

outcomes. A McKinsey report 

that covered 366 public 

companies in a variety of 

countries and industries found 

that those which were more 

ethnically and gender diverse 

performed significantly better than 

others. 

 

The problem is that when you 

narrow the backgrounds, 

experiences and outlooks of the 

people on your team, you are 

limiting the number of solution 

spaces that can be explored. At 

best, you will come up with fewer 

ideas and at worst, you run the 

risk of creating an echo chamber 

Greg Satell 

Why we need more women in Innovation 

                                                                                                                                             

https://amzn.to/2OJymVs
https://en.wikipedia.org/wiki/Jennifer_Doudna
https://en.wikipedia.org/wiki/Jocelyn_Bell_Burnell
https://en.wikipedia.org/wiki/Jocelyn_Bell_Burnell
https://www.nature.com/articles/d41586-018-06210-w
https://en.wikipedia.org/wiki/Grace_Hopper
https://en.wikipedia.org/wiki/Marie_Curie
https://www.thisisinsider.com/inventions-by-women-credited-to-men-2018-9#margaret-knight-thought-of-the-mass-produced-square-bottomed-paper-bag-first-but-her-idea-was-stolen-by-a-man-5
https://www.thisisinsider.com/inventions-by-women-credited-to-men-2018-9#margaret-knight-thought-of-the-mass-produced-square-bottomed-paper-bag-first-but-her-idea-was-stolen-by-a-man-5
https://sites.lsa.umich.edu/scottepage/wp-content/uploads/sites/344/2015/11/pnas.pdf
http://www.pnas.org/content/early/2014/11/13/1407301111
https://www.mckinsey.com/business-functions/organization/our-insights/why-diversity-matters


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2019 

  

 
16 

where inherent biases are 

normalised and groupthink sets in. 

 

How Women Improve 

Performance While 

increasing diversity in general 

increases performance, there is 

also evidence that women 

specifically have a major impact. In 

fact, in one wide ranging study, in 

which researchers at MIT and 

Carnegie Mellon sought to identify 

a general intelligence score for 

teams, they not only found that 

teams that included women got 

better results, but that the higher 

the proportion of women was, 

the better the teams did. 

 

At first, the finding seems 

peculiar, but when you dig 

deeper it begins to make more 

sense. The study also found that 

in the high performing 

teams members rated well on a 

test of social sensitivity and took 

turns when speaking. Perhaps not 

surprisingly, women do better on 

these parameters than men do. 

 

Social sensitivity tests ask 

respondents to infer someone’s 

emotional state by looking at a 

picture (you can try one here) and 

women tend score higher than 

men. As for taking turns in 

conversation, there’s a reason 

why we call it “mansplaining” and 

not “womansplaining.” Women 

usually are better listeners. 

 

The findings of the study are 

consistent with something I’ve 

noticed in my innovation research. 

The best innovators are nothing 

like the mercurial, aggressive 

stereotype, but tend to be quiet 

geniuses. Often, they aren’t the 

kinds of people that are 

immediately impressive, but those 

who listen to others and 

generously share insights. 

 

Changing The Social Dynamic 

One of the reasons that 

women often get overlooked, 

besides good old-fashioned 

sexism, is that that there are vast 

misconceptions about what makes 

someone a good innovator. All 

too often, we imagine the best 

innovators to be like Steve Jobs—

brash, aggressive and 

domineering—when actually just 

the opposite is true. 

 

Make no mistake, great 

innovators are great 

collaborators. That’s why the 

research finds that successful 

teams score high in social 

sensitivity, take turns talking and 

listening to each other rather, 

rather than competing to 

dominate the conversation. It is 

never any one idea that solves a 

difficult problem, but how ideas 

are combined to arrive at an 

optimal solution. 

 

So, while it is true that these 

skills are more common in 

women, men have the capacity to 

develop them as well. In fact, 

probably the best way for men to 

learn them is to have more 

exposure to women in the 

workplace. Being exposed to a 

more collaborative working style 

can only help. 

 

So, besides the moral and just 

aspects of getting more women 

into innovation related fields and 

giving them better access to good, 

high paying jobs, there is also a 

practical element as well. Women 

make teams more productive. 

 

Building The Next Generation 

Social researchers have found 

evidence that that the main 

reason that women are less likely 

to go into STEM fields has more 

to do with cultural biases than it 

does with any innate ability. For 

example, boys are more 

encouraged to play with building 

toys during childhood and develop 

spatial skills early on, while girls 

can build the same skills with the 

same training. 

 

Cultural bias also plays a role 

in the amount of encouragement 

young students get. STEM subjects 

can be challenging, and studies 

have found that boys often 

receive more support than girls 

because of educators’ belief in 

their innate talent. That’s probably 

why even girls who have high 

aptitude for math and science are 

less likely to choose a STEM 

major than boys of even lesser 

ability. 

 

 

 

 

 

Yet cultural biases can evolve 

over time and there are a number 

of programs designed to change 

attitudes about women and 

innovation. For example Girls 

Who Code provides training and 

encouragement for young women 

and UNESCO’s TeachHer 

initiative is designed to provide 

better educational opportunities. 

 

Perhaps most of all, initiatives 

like these can create role models 

and peer support. When young 

women see people like the 

Jennifer Doudna, Jocelyn Bell 

Burnell and the star physicist Lisa 

Randall achieve great things in 

STEM fields, they’ll be more likely 

to choose a similar path. With 

more women innovating, we’ll all 

be better off. 

 

© Copyright, Greg Satell 

 

About the Author 
Greg Satell is an international 

keynote speaker, adviser and 

bestselling author of Cascades: 

How to Create a Movement that 

Drives Transformational Change. His 

previous effort, Mapping 

Innovation, was selected as one of 

the best business books of 2017.  

 

Co-ordinates 
LinkedIn: LinkedIn profile  

Twitter: @DigitalTonto 

Website: www.digitaltonto.com/ 

and www.GregSatell.com 

 
 
 

 

http://science.sciencemag.org/content/330/6004/686.full#aff-1
https://www.theatlantic.com/business/archive/2015/01/the-secret-to-smart-groups-isnt-smart-people/384625/
https://www.theatlantic.com/business/archive/2015/01/the-secret-to-smart-groups-isnt-smart-people/384625/
https://socialintelligence.labinthewild.org/mite/
https://www.digitaltonto.com/2018/why-the-biggest-breakthroughs-often-come-from-the-quiet-geniuses/
https://www.digitaltonto.com/2018/why-the-biggest-breakthroughs-often-come-from-the-quiet-geniuses/
http://theconversation.com/beliefs-about-innate-talent-may-dissuade-students-from-stem-42967
http://theconversation.com/beliefs-about-innate-talent-may-dissuade-students-from-stem-42967
http://theconversation.com/beliefs-about-innate-talent-may-dissuade-students-from-stem-42967
https://www150.statcan.gc.ca/n1/en/pub/81-595-m/81-595-m2013100-eng.pdf?st=n6D4Bqm1
https://www150.statcan.gc.ca/n1/en/pub/81-595-m/81-595-m2013100-eng.pdf?st=n6D4Bqm1
https://girlswhocode.com/
https://girlswhocode.com/
https://unesco.usmission.gov/teachher/
https://unesco.usmission.gov/teachher/
https://en.wikipedia.org/wiki/Lisa_Randall
https://en.wikipedia.org/wiki/Lisa_Randall
https://amzn.to/2PB6Fym
https://amzn.to/2PB6Fym
https://amzn.to/2PB6Fym
https://www.amazon.com/Mapping-Innovation-Playbook-Navigating-Disruptive/dp/1259862259/ref=as_li_ss_tl?ie=UTF8&linkCode=sl1&tag=digitont-20&linkId=196b1e4488b4002951de269e5a41848c
https://www.amazon.com/Mapping-Innovation-Playbook-Navigating-Disruptive/dp/1259862259/ref=as_li_ss_tl?ie=UTF8&linkCode=sl1&tag=digitont-20&linkId=196b1e4488b4002951de269e5a41848c
https://www.linkedin.com/in/gregsatell
http://twitter.com/Digitaltonto
http://www.digitaltonto.com/
http://www.gregsatell.com/


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2019 

  

 
17 

  

Important Notice 
© Copyright 2019, Martin Pollins, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 
published by Bizezia Limited (“the publisher”). 
It is protected by copyright law and 

reproduction in whole or in part without the 
publisher’s written permission is strictly 
prohibited. The publisher may be contacted at 

info@bizezia.com  
 
Some images in this publication are taken 
from Creative Commons – such images may 

be subject to copyright. Creative Commons is 
a non-profit organisation that enables the 
sharing and use of creativity and knowledge 

through free legal tools. 
 
The article is published without responsibility 
by the publisher or any contributing author 

for any loss howsoever occurring as a 
consequence of any action which you take, or 
action which you choose not to take, as a 

result of this article or any view expressed 
herein.  
 
Whilst it is believed that the information 

contained in this publication is correct at the 
time of publication, it is not a substitute for 
obtaining specific professional advice and no 

representation or warranty, expressed or 
implied, is made as to its accuracy or 
completeness.  
 

Any hyperlinks in the article were correct at 
the time this article was published but may 
have changed since then. Likewise, later 

technology may supersede any which are 
specified in the article. 
  
The information is relevant within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 

 
Publication issued on 1 June 2019 

  

  

 

http://www.bizezia.com/
mailto:info@bizezia.com
https://creativecommons.org/


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2019 

  

 
18 

Experience and knowledge are 

rapidly losing their relevance to 

success in the workplace. Harvard 

economist David Deming studied 
workplace tasks from 1980 to the 

present day and found that those that 

emphasize social skills grew by a 

whopping 24%, while tasks requiring 
technical know-how and intelligence 

experienced little growth. Deming 

also found that salaries increased the 

most for jobs that place extra 

emphasis on social skills. 
 

With the increasing emphasis on social 

skills, those who lack them stand out 

like a zebra in a field of horses. We all 

know the types: the person who 

won’t stop talking when you’re trying 

to meet a deadline, the one who 

blatantly takes credit for your ideas, 

or the one who callously leaves you to 

pull an all-nighter to fix their mistake. 

The list goes on. 

 

There are a lot of otherwise intelligent 

people out there who can’t stop 

shooting themselves in the foot. Sadly, 

their lack of self-awareness and social 

skills are massive detriments to their 

careers. 

 

Social skills and self-awareness are 

matters of emotional intelligence 

(EQ), and TalentSmart’s research with 

over a million people has shown that 

emotional intelligence is responsible 

for 58% of job performance. Those 

who lack emotional intelligence are at 

a significant disadvantage. 

 

 

There are certain types of people 

whose lack of emotional intelligence 

harms their careers more than others. 

By studying them, you can avoid 

becoming one of them, and, if your 

reading experience is anything like my 

writing experience, you’ll see bits of 

yourself in some of these profiles. Use 

that knowledge to build your self-

awareness, make adjustments, and 

grow as a person. 

 

1. The coward. Fear is an extremely 

powerful motivator. This is why 

presidential candidates tell people that 

their opponent will “destroy the 

economy” and advertisements warn 

that “smoking kills.” In the workplace, 

people overcome by fear resort to 

irrational and damaging behaviour. 

Cowardly colleagues are quick to 

blame others and to cover up 

important mistakes, and they fail to 

stand up for what is right. 

 

2. The Dementor. In J. K. Rowling’s 

Harry Potter series, Dementors are 

evil creatures that suck people’s souls 

out of their bodies, leaving them 

merely as shells of humans. Whenever 

a Dementor enters the room, it goes 

dark and cold and people begin to 

recall their worst memories. Rowling 

said that she developed the concept 

for Dementors based on highly 

negative people—the kind of people 

who have the ability to walk into a 

room and instantly suck the life out of 

it. Dementors suck the life out of the 

room by imposing their negativity and 

pessimism upon everyone they 

encounter. Their viewpoints are 

always glass half empty, and they can 

inject fear and concern into even the 

most benign situations. 

 

3. The arrogant. Arrogant people 

are a waste of your time because they 

see everything you do as a personal 

challenge. Arrogance is false 

confidence, and it always masks major 

insecurities. A University of Akron 

study found that arrogance is 

correlated with a slew of problems in 

the workplace. Arrogant people tend 

to be lower performers and more 

disagreeable and to have more 

cognitive problems than the average 

person. 

 

4. The group-thinker. Group-

thinkers choose the path of least 

resistance and are famous for 

propagating the “this is how we’ve 

always done it” mentality. If you find 

yourself getting brainwashed with 

what everyone else believes, be 

careful; the status quo never leads to 

greatness. 

 

5. The short-changed. The short-

changed are quick to blame their lack 

of accomplishment on a lack of 

opportunity. While a lucky break may 

put a little wind in a successful 

person’s sails, they got where they are 

through hard work. What the short-

changed don’t realize is that their 

attitude is what’s short-changing them, 

not their circumstances. 

 

6. The temperamental. Some 

people have absolutely no control 

over their emotions. They will lash 

out at you and project their feelings 

onto you, all the while thinking that 

you’re the one causing their malaise. 

Temperamental people perform 

poorly because their emotions cloud 

their judgment and their lack of self-

control destroys their relationships. 

Be wary of temperamental people; 

when push comes to shove they will 

use you as their emotional toilet. 

 

7. The victim. Victims are tough to 

identify because you initially empathize 

with their problems. But, as time 

passes, you begin to realize that their 

“time of need” is all the time. Victims 

actively push away any personal 

responsibility by making every speed 

bump they encounter into an 

uncrossable mountain. They don’t see 

tough times as opportunities to learn 

and grow from; instead, they see them 

as an out. 

Travis Bradberry 

9 types of people who never 

succeed at work 

 

 

                                                                                                                                                 

 
 

“Failure isn’t fatal, but failure 

to change might be” 

– John Wooden 
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8. The gullible. You can’t help but 

feel sorry for the gullible type. They’re 

the ones who find themselves 

babysitting the boss’s kids the morning 

after pulling a late night of work ... on 

a Sunday! For whatever reason, 

gullible people (often newbies) go with 

the flow until the gentle river 

becomes a tumultuous ocean. It’s okay 

to negotiate your salary, it’s okay to 

say no, and it’s okay to question the 

way things are done. You’ll earn a lot 

more respect if you stand up for 

yourself when the time is right. 

 

9. The apologizer. For every person 

out there who owes an apology, 

there’s another who apologizes too 

often. People who lack confidence are 

always apologizing for their ideas and 

actions. They fear failure and believe 

that apologizing will act as a safety net. 

Instead, unnecessary apologies 

cheapen their ideas and make them 

less likely to stick. It’s important that 

your tone of voice and body language 

reflect the importance of your ideas. 

Stating an idea or opinion as a 

question is just as bad as apologizing. If 

you really believe something is worth 

sharing, then own it and share it with 

confidence. 

 

Bringing It All Together 

None of these behaviours are a career 

death sentence because they can be 

eradicated through improved 

emotional intelligence. All it takes is a 

little self-awareness and a strong 

desire to change. 

 

© Copyright, Dr. Travis Bradberry 

 

About the Author 
Dr. Travis Bradberry is the award-

winning co-author of the No. 1 best-

selling book Emotional Intelligence 2.0, 

and co-founder of TalentSmart, the 

world's leading provider of emotional 

intelligence tests and training, serving 

more than 75 percent of Fortune 500 

companies. 

 

Co-ordinates 
Web: www.talentsmart.com 

Twitter: @talentsmarteq 

 

 

 

 

 

 

 

 

 

 

 

 

  
Important Notice 
© Copyright 2019, Martin Pollins, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 
published by Bizezia Limited (“the publisher”). 
It is protected by copyright law and 

reproduction in whole or in part without the 
publisher’s written permission is strictly 
prohibited. The publisher may be contacted at 

info@bizezia.com  
 
Some images in this publication are taken 
from Creative Commons – such images may 

be subject to copyright. Creative Commons is 
a non-profit organisation that enables the 
sharing and use of creativity and knowledge 

through free legal tools. 
 
The article is published without responsibility 
by the publisher or any contributing author 

for any loss howsoever occurring as a 
consequence of any action which you take, or 
action which you choose not to take, as a 

result of this article or any view expressed 
herein.  
 
Whilst it is believed that the information 

contained in this publication is correct at the 
time of publication, it is not a substitute for 
obtaining specific professional advice and no 

representation or warranty, expressed or 
implied, is made as to its accuracy or 
completeness.  
 

Any hyperlinks in the article were correct at 
the time this article was published but may 
have changed since then. Likewise, later 

technology may supersede any which are 
specified in the article. 
  
The information is relevant within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 

 
Publication issued on 1 June 2019 

  

  

 

http://www.talentsmart.com/products/emotional-intelligence-2.0/
http://www.talentsmart.com/
http://www.talentsmart.com/
http://www.twitter.com/talentsmarteq
http://www.bizezia.com/
mailto:info@bizezia.com
https://creativecommons.org/


 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  June 2015 

 

 

 

 
 

 

 

 

          Better Business Focus  June 2019 

  

 
20 

While the very mention of Brexit 

sends tempers flaring and many 

stomachs churning with absolute 

chaos, one thing is certain: change is 
coming to the UK and it’s arriving 

soon. 
 

Although many companies have 

placed immediate concern for our 

departure from the EU on the 

back burner – according to a 28 

September, 2018 article in the 

Standard, the British Chamber of 

Commerce reported that two out 

of three businesses were wholly 

unprepared for the UK departure. 

As PM May and Parliament 

continue to battle through the 

official details and tensions rise in 

Northern Ireland, a collective 

wave of panic has crested above 

the United Kingdom. 

 

There is one thing to do now in 

this tsunami of uncertainty while 

the government hammers out the 

details: relentless reinvention. 

 

Now is the time for a relentless 

focus on innovation. This is the 

time to discover where 

opportunities lie within the 

discomfort. This is not meant to 

diminish real concerns around 

lorries, tariffs, expats, recruitment 

and economic expansion. Far from 

it.  

 

But now is the time to step 

outside what we know and save 

our collective skins by getting 

comfortable with the discomfort 

and drive forward into a whole 

new expanse of pioneering 

thinking and problem solving. 

 

It’s been said that you never quite 

know the location of a weak spot 

until something is broken. Now is 

the time to take a look at 

everything – EVERYTHING – in 

your business to discover where 

you can retool, repurpose, or 

scrap entirely and start anew. 

While we cannot anticipate 

everything, times of disruption call 

for intense focus on where the 

next opportunity lies, not 

necessarily just how to make it 

through tough times. 

 

That said, disruption does not 

have to mean disruption. It could 

mean embracing a whole new 

means of doing business. 

 

W. Chan Kim and Renée 

Mauborgne, authors of Blue Ocean 

Strategy: How to Create Uncontested 

Market Space and Make the 

Competition Irrelevant (Harvard 

Business Review Press; January 20, 

2015) and Blue Ocean Shift: Beyond 

Competing – Proven Steps to Inspire 

Confidence and Seize New Growth 

(Hachette Books; September 26, 

2017), are darlings of business 

leadership based on their “Blue 

Ocean concept”: since the field of 

business is quite literally 

overcrowded with corporations 

competing for the same clients in 

the same waters using the same 

means, the resulting fierce 

competition leaves the water red 

with bloodied in battle. The 

authors encourage a new concept: 

go to another ocean, one where 

there is little competition. In 

other words, enter a new market. 

Innovate. Go where the water is 

open. 

 

The authors have released an MIT 

article which explains their 

concept of non-disruptive 

creation, which, in their words 

“offers a new way of thinking 

about what’s possible.” The article 

explains how we often conflate 

the words “disruption” and 

“innovation” these days, that 

something has to be destroyed in 

order for something new to be 

created. When it comes to a 

relentless commitment to 

reinvention during these uncertain 

times of Brexit, this is critical to 

remember: we don’t have to think 

of everything that’s changing as a 

destruction or a possible 

dismantling; this can be a time of 

creation instead of destruction. 

We must merely focus on 

creativity and agility. 

 

Businesses first have a relentless 

reinvention opportunity when it 

comes to their purpose. Think 

about why you do what you do 

and how that could be retooled. Is 

why you got into business still the 

reason you should be in business? 

Why do you serve your 

customers? Does this need to be 

reshaped? When performing 

cultural readiness assessments, it’s 

always important to start with 

why you want to do something. 

This impacts everything you do, 

and it should never be so sacred 

that it can’t withstand some 

inquiry. 

 

The next item of business when 

considering a new stance of 

relentless reinvention is to then 

take a look at your processes. 

How do you do what you do? 

Brexit is going to impact supply 

chains on an extraordinary scale, 

so think about different ways to 

distribute.  

 

Could you consider outsourcing 

production and distribution within 

the EU so customs are not so 

much of a problem? Is there a 

means of preparing declaration 

paperwork in advance or 

electronically? Is this an 

opportunity for AI and robotics to 

come into play as the Brexit 

process becomes more clear? Can 

Rita Trehan  

The Brexit breakthrough: how 

to apply relentless reinvention 

in uncertain times 
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the production of goods and 

services be somehow tightened or 

assets redeployed? Based on 

predictions, is there a way to get 

ahead of the change? Do you have 

the organizational agility to shift 

your processes to be more 

flexible to a possible drop in 

Sterling or tariffs? Better to be 

flexible ahead of when it’s 

necessary. 

 

Be sure to always apply this 

concept of relentless reinvention 

to your people. There has never 

been a time where we should 

look at our human capital with 

more creativity.  

 

Could individuals be retrained, 

upskilled, or redeployed? Is the 

organization created around 

flexible work teams more so than 

rigid top-down org chart 

structures? If so, rethink these 

antiquated means of management: 

by the time the decision is made 

up the ladder, the bottom has 

most likely fallen away. Spreading 

autonomy, trusting decision 

making across the organization, 

flattening your structure, and 

structuring work teams that are 

gathered and disbanded around 

initiatives vs. old organizational 

silos might be your saving grace 

during this time. Is this the time to 

contract the company vs. plans for 

expansion?  

 

Have you thought through your 

expat population and their 

concerns? How can you grow 

your bench of talent from within 

through on-demand education and 

stretch opportunities? There are 

plenty of ways to think of human 

resources as more of a fluid asset 

than rigid boxes on a chart. It 

might just be the change that 

creates capacity you never even 

knew you had. 

 

As the calendar ticks down to the 

time period between now and 31 

December, 2020 (or possibly 

later), businesses must consider 

what needs to be in place for new 

post-Brexit rules between the UK 

and the EU.  

 

 

 

 

 

Relentless reinvention will not 

only ease the transition during the 

time of free movement but could 

allow UK businesses to emerge 

victorious. But it is with a mindset 

of creativity and business 

innovation that we must approach 

these times of uncertainty. 

 

Rest assured, the business who 

focus on new paradigms and drive 

for new markets and strategies 

will weather the Brexit storm. 

What’s to become of those who 

cling to the ways of the past? No 

one can rightly say, but their 

survival is tenuous at best. 

Relentless reinvention is our 

pathway through Brexit and 

beyond. Embrace the change to 

savour the spoils of the future.  
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If you explore the different parts of 

who you are, you will be able to cope 

better with depression, failure, and 

stress. 
 

Beyond providing exceptional pay 

and unique benefits, any ideal job 

must compel you to care. When 

your work is meaningful, you care 

deeply about what you do. You 

actually want to come to the 

office. Your energy and 

motivation levels remain high as 

the work you do feels more 

rewarding. 

 

But is it possible to care too much 

about your work? At what point 

does caring become harmful, rather 

than advantageous? 

 

It may come as a surprise but 

becoming too attached to your 

work can become a serious 

problem. However, when you 

master emotional detachment 

from your job, you will see 

exceptional benefits in both the 

short and long-term, at home and 

in the office. 

 

When you strive to become less 

attached to work, you become 

skilled at setting boundaries 

necessary for maintaining good 

mental health. The chances of you 

experiencing work exhaustion or 

fatigue decrease after you decide 

to completely refrain from 

checking email after 7pm, for 

example. If your work - and the 

frustrations, worries, and issues 

associated with it--follows you 

around, it will be rare that you 

ever find a moment of true rest 

and relaxation. 

 

Emotionally detaching and setting 

boundaries also allows you to 

spend time on the things in your 

life that really matter, whether 

this is family, friends, or personal 

interests you are passionate 

about. Shifting away from work--

even just a little bit--allows you to 

shift towards the things that bring 

you joy and happiness, and re-

prioritizing gives you the chance 

to enjoy the small things in life 

too. 

 

And, last but not least, 

emotionally detaching from work 

can lead you to a new identity 

truer to you. Remember you are 

more than your office cubicle and 

checking e-mails. Although a job is 

something you do, it is not 

necessarily who you are. A 

psychological concept called self-

complexity suggests that your 

identity is multi-faceted. If you 

explore the different parts of who 

you are, you will be able to cope 

better with depression, failure, 

and stress. 

 

Author Ron. W. Rathbun once 

remarked, "True detachment isn't 

separation from life but the absolute 

freedom within your mind to explore 

living." 

Deriving value from your job is 

valid but being consumed by work 

leaves little room to enjoy your 

life. Set boundaries, shift your 

priorities, and consider caring a 

little less. 
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Are you a Perfectionist? Do you work 

for a Perfectionist? If yes to either, I’m 

here to help you make a perfection 

paradigm shift. 
 

Perfectionism is a difficult 

thing.  Working for a perfectionist 

boss can be a very challenging 

endeavour as you struggle to please 

them. They may embody challenging 

traits like frequent criticism or 

resistance to opposing ideas. 

 

It can rob you of confidence because 

their standards are so high, you are 

more likely to fall short of their 

expectations.  A perfectionist boss 

may often be stingy with recognition 

and may micro-manage. You may 

crave acknowledgment for doing a 

great job where your boss may see it 

as just acceptable. 

 

Now, I’m not suggesting 

that perfectionism is always bad, but 

when it robs you of job satisfaction, 

you need to explore the value and 

consequences of this need. 

 

Where does the desire for 

perfection come from? 
Often perfectionism stems from the 

fear of failing or not meeting 

expectations.  People who strive for 

perfection live with anxiety because 

true perfectionism is not attainable.  

It’s a double-edged sword.  Yes, they 

probably do a great job, but they tend 

to set inflexible and excessively high 

standards. To make matters even 

more complicated, they often are 

their own worst enemy because 

they believe their self-worth depends 

on how perfectly they perform. If you 

are the perfectionist:  

 

The shift can be made!  Pick and 

choose where you need to be 

perfect.  Recognize your team for 

their contributions even when they 

are not up to your idealist 

standards.  Accept excellence over 

perfectionism.  Check to see that your 

quest for things to be done your way 

doesn’t impact negatively on others or 

rob people of their own creativity. 

Give others permission to do their 

best based on their capabilities.   

Productivity increases when people 

enjoy their working relationship with 

their boss, rather than feel they have 

to continuously achieve impossible 

standards. 

 

Realize that performance and 

perfectionism are not related to each 

other. 

 

If you work for a perfectionist: 

The shift can be made!  Study your 

boss to determine what style of 

communication they prefer, what their 

values are around time and efficiency, 

and areas where they demand 

“perfection”. Micromanagers tend to 

be meticulous so plan for those areas 

which you know are not 

negotiable.  Choose the right moment 

to disagree or to offer another 

perspective for completing a task. 

Avoid direct criticism. Reinforce that 

you have their best interests in mind. 

Sell them on the benefits of your ideas 

to their personal success. Know your 

boundaries, and don’t personalize. 

 

It’s okay to reinforce positive 

behaviour in your boss.  When you 

notice that they are backing off, tell 

them how much you appreciate the 

hands-off approach. 

 

In conclusion, there’s no magic pill for 

shifting away from perfectionism.  

Follow these rules to create success in 

your life with minimal pressure: 

• Set realistic goals: Identify success 

pillars that will define success, not 

perfection. 

• Do reality checks: Ask your 

colleagues/boss how they perceive 

your effort and the quality of your 

work. 

• Hold yourself up to standards that 

are achievable. Take your 

workload into consideration to 

know when excellence has been 

achieved. 

• Focus on relationships. Choose to 

be someone people like working 

with. In this way, others will come 

to your rescue when you need 

help. And meaningful relationships 

never have to be perfect!!!! 
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Leaders are readers! EVERY 

outstanding leader dedicates hours 

each week to reading 2 books/month 
or more. 

 

While attending a conference for 

some of the world’s top CEOs 

and business coaches, I heard an 

idea that I still think about to this 

day. 

 

Verne Harnish was speaking. 

Verne is the founder of the 

world-renowned Entrepreneurs’ 

Organization (EO), with over 

14,000 members around the 

world, and is the Founder and 

CEO of Gazelles, a global 

education and coaching company 

for mid-market CEOs in which he 

has spent the past thirty years 

helping companies scale up. 

 

During his talk, he asked us if we 

could read. 

 

I thought, “What an odd question 

to ask CEOs!” Everyone raised 

their hands. 

 

After everyone put down their 

hands, he asked, “How many are 

currently reading a book that will 

enable you to lead your business 

more effectively?” Only about 

50% raised their hands. 

 

To that, the following statement 

revealed Verne’s genius: 

“Those who don’t read are just a 

little better than those who can’t 

read at all.” 

 

Let that sink in. 

 

To sustainably scale up a 

company, a CEO on leadership 

team must master four key areas: 

People, Strategy, Execution, and 

Cash. 

 

Here are Verne’s favourite books 

that focus on these key areas, 

presented in his own words: 

  

PEOPLE 
Outrageous Empowerment: 

The Incredible Story of Giving 

Employees Their Brains Back by 

Ron Lovett. 

 

  

Lovett went from private security 

guard to the rich and famous — 

to founder of his own security 

company with 1,500 employees 

(which he recently sold for 24x 

earnings). His secret: Getting rid 

of all middle managers and letting 

frontline employees think through 

decisions for themselves.  

Employees do not quit companies. 

They quit bad bosses. And the 

best way to fix this problem is to 

eliminate all the bosses! Lovett 

will help you find the courage to 

pare away that non-essential layer 

of bureaucracy, which is costing 

you 30% of your payroll, and free 

your team to excel. 

  

STRATEGY 
Prediction Machines: The 

Simple Economics of Artificial 

Intelligence by Ajay Agarwal, 

Joshua Gans and Avi Goldfarb. 

 

Artificial Intelligence was the #1 

biz topic of 2018. Yet how do 

“mere mortal” mid-market firms 

think through how to put it to 

work in a practical way. The key is 

in the title of this powerfully 

practical book – prediction.  

 

Where would knowing something 

more quickly make or save you 

significant money/time, like when 

Rob Garibay 

4 best books for CEOs to read 
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you’re about to lose a big 

customer or your best employees 

are ready to jump ship. 

  

EXECUTION 
Great at Work: How Top 

Performers Do Less, Work 

Better, and Achieve More by 

Morten Hansen 

 

Hansen, a leading management 

thinker and professor at UC 

Berkeley, was also the co-author 

of what I consider Jim Collins’ 

best book, Great by Choice. Now 

Hansen has written a book of his 

own, delivering a significant 

update to the 7 Habits of Highly 

Effective People. Every company 

needs not just a few top 

performers producing but 

everyone knocking it out of the 

park. This book will show leaders 

how to educate everyone on their 

team to execute better. 

  

CASH 
Blitzscaling: The Lightning-Fast 

Path to Building Massively 

Valuable Companies by Reid 

Hoffman and Chris Yeh 

  

 

Blitzscaling details the “hacks” you 

need to grow really, really fast to 

capture a market quickly with a 

paradigm shifting idea. And 

because of this need for speed, 

you need a really strong culture. 

There are blitzscaling 

opportunities in every company. 
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A year ago, Claire joined the NGO 

where she currently works; inspired by 

the vision and sense of purpose that this 
organisation promised. At last she felt 

she had found a meaningful environment 

in which she could use her 

communications experience. Even 

though she took a pay cut, she therefore 
resigned her role in a communications 

agency and excitedly informed all her 

friends that she had finally found her 

dream blend of success and meaning at 
work.  

 

Then, six months later, a new manager 

arrived. Anna was just three years 

older that Claire and arrived with a 

glittering array of management 

achievements and experience.  

 

Right from the first week, Anna made 

clear that she wanted to create a 

super-performing team and she 

intended to do just that. Her brusque, 

no-nonsense style does not shy away 

from being critical. In every 

interaction with Claire, she makes 

clear who is the boss. Every week, 

there are performance assessments 

and Anna keeps tight control of 

workflow.  

 

Claire feels she is no longer valued: 

that she is just a passenger in 

someone else’s Ego Trip. She is 

starting to regret her decision to leave 

that better-paid job, and ruefully 

reflects that old adage that “she joined 

for the vision and may be about to 

leave because of the manager”.  

 

Sound familiar? The scenario I have 

painted will be painfully recognisable 

to many readers. And it’s often a 

classic illustration of low self-worth 

shows up in leadership. Anna’s self-

worth that is… not Claire’s.  

 

Managers with low self-worth are not 

always timid people-pleasers or 

introverted technocrats. On the 

surface, they may even appear to have 

high self-esteem. They are often 

assertive, action-oriented, 

performance-driven, ratings-obsessed 

individuals.  

 

Sometimes, they are deeply suspicious 

of everyone around them, even to the 

point of paranoia. They are frequently 

workaholic and often perfectionists. 

They often get early promotion in the 

belief that their performance-driven 

nature will “keep the rest on their 

toes”. 

 

Sadly, it does.. often tip-toeing around 

them… until people step right out the 

door. Here are some of the classic 

behaviours that drive talent away: 

 

While at times it’s exciting to play 

Christopher Columbus – exploring 

new worlds – it’s often scary.  Self-

worth can be called into question with 

alarming regularity. There are several 

forces that compound the problems 

faced by our four friends above: 

• Constant assessments: often an 

exercise of power, even with the 

assessment is “positive”; 

• Frequent references to their own 

working past and “genius 

solutions”; 

• Inability to tolerate (or even listen 

to) any feedback of criticism of 

them: often interrupting this with 

self-justification or counter-attack;  

• Obsession with what others think 

about them, bordering on 

paranoia;  

• The constant imperative to prove 

themselves and oblige others to 

do likewise;  

• Use of fear and threat to control 

people, creation of insecurity; 

• Many references to “I” – rather 

than “we”;  

• Talking about others behind their 

back;  

• A surface-level positivity, which is 

mandatory for all…. or else;  

• Telling senior-managers what they 

want to hear, less-than-honest 

conversations;  

• Insecure over-achievement, 

compelling others to do the same. 

 

Notice how low self-worth sits at 

the root of most of these issues. For 

this reason, much of the investment in 

Anna’s people-management skills will 

probably miss the mark, if it does not 

get to that root issue of her low self-

worth.  

 

Unfortunately, Anna’s behaviour turns 

Claire’s work-life into a daily 

nightmare, which sadly is the lot of far 

too many people. So, can the Anna’s 

change? Is there any hope?   

 

Emphatically yes. First of all, they are 

invariably intelligent people. Once 

they are equipped with the distinction 

between self-worth and self-esteem, 

they can often get rid of the burden of 

proving themselves… at least some of 

the time. They learn to lighten up a 

bit. They can learn skills like non-

violent communication and most of all, 

become aware of the Inner Tyrant 

that constantly craves assessment in 

the first place. They often suffer as 

much as their own staff. 

 

Anna does not want to be a tyrant. 

She’s caught in a vortex of trying to 

prove herself. She usually believes 

she’s acting in Claire’s best interests. 

She’s trapped inside a conditional 

relationship with herself. 

 

John Niland 

Self-worth in leadership 
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One of my hopes in writing “The Self-

Worth Safari” is to introduce self-

worth into Leadership. There are 

many people like Claire that deserve a 

better working week. And many like 

Anna, too.  
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In 1970, Roger Hargreaves’ 6-year-

old son Adam asked his father a 

question.  It was a question that only 

a child could ask.  No adult would 
ever conceive of it.  Adam said, 

‘Daddy, what does a tickle look like?’ 
 

In response Hargreaves, a 

cartoonist, drew a picture of a 

round orange blob with a face and 

long rubbery arms.  It became the 

central character in Hargreaves’ 

first book, Mr Tickle.   

 

He had difficulty finding a 

publisher willing to take on the 

work but eventually the book was 

published and went on to be the 

start of the Mr Men series of 

books which have sold over 90 

million copies.  They are 

favourites of children all over the 

world. 

 

Hargreaves was the Creative 

Director at a London agency but 

in 1976 he left his job to 

concentrate on his writing.  He 

and his wife had four children but  

tragically he died at the age of a 

53 following a stroke. 

 

His great creations came because 

he listened to what on first 

hearing sounds like a very silly 

question. 

 

One which Mr Silly might have 

asked.  But silly questions 

challenge conventional ideas and 

prompt lateral thinking. 
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the Mr Men Books 
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What motivates you, might not motivate 

others. In fact, it’s more likely that what 

motivates you doesn’t motivate others. 

Here are some things to consider when 
you’re trying to motivate others - either 

the individuals on the team you lead or 

other teammates you work closely with. 
 

Framing the project or task 

First off, don’t try to motivate me 

with what works for you. For 

instance, if you tell me the project 

I'm about to work on will help me 

connect with others and dig into 

problems, I'm mildly in. But if you 

frame it as an opportunity to be 

bold and chart new territory with 

new solutions I am TOTALLY IN! 

Everybody gets jazzed about stuff 

in different ways, even when it’s 

the same project, so framing a 

project or task really does matter. 

It’s one way to motivate others 

that works quite well and doesn’t 

take a whole lot of additional 

effort. 

 

Different teammates 

have different 

motivators. 
For years, we’ve studied what 

motivates people, specifically what 

motivates them to be more 

innovative. And over those years, 

we’ve discovered that people are 

motivated by different things. For 

instance:  

 

I’m a Risk Taker – Experiential. I’m 

motivated by bold opportunities 

and the ability to build something.   

 

 

 

 

 

 

 

 

Laura, our Business Manager at 

LaunchStreet, is a Collaborative-

Tweaker. Building connections 

with others and problem-solving 

motivate her. 

 

When I go to Laura with a new 

task, I make sure to find ways that 

allow her to work with others. I 

also go to her with sticky 

challenges. These challenges 

motivate her to dig in and figure 

out how to solve them. She gains 

a lot of satisfaction from not only 

solving these problems but also 

through the process of solving 

them. 

 

A recent real-world 
example from our team 

meetings: 
“Laura, we need to find a way to 

better track inquiries so we can 

see not just what we are working 

on but how we can track them 

through the process. Here’s my 

start to it but I can’t figure out 

how to make it work. Can you 

figure this out? You may want to 

talk to Josh and Kory about how 

they might approach the challenge 

too.” 

 

In 24 hours, we had a tracking system 

up and running that we still use today. 

 

 

And Laura’s only one 

example.  
One of my business partners who 

manages our digital marketing is an 

Instinctual-Collaborative. Connecting 

the dots in his work and building new 

connections with people and 

information motivates him. Whenever 

we meet up, I’m sure to always give 

him a chance to flex those innovation 

muscles. 

Learn what motivates 
each team member 
When we work with teams inside 

organizations, we get to know 

how we each one of them works 

best and they get to know how 

each other works best. To do 

this, we use our IQE PRO 

INNOVATION TOOLKIT. Each 

person discovers their Innovator 

Archetype and gets access to the 

tools that help them understand 

what motivates them best in 

order to ignite innovation daily. 

When they have these tools, they 

not only understand themselves 

better but feel empowered to 

work better with others and solve 

challenges. 

 

Specific Archetype 

Motivators 
The chart below gives you a high-

level overview of what motivates 

different Innovator Archetypes.  

  

Tamara Ghandour 

Ways to motivate others 
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Knowing these about yourself and 

each other gives you the power 

to engage each other deeply.  

 

When you discover your team's 

Innovator Archetypes and the 

motivators that go hand-in-hand 

with them, you'll engage your 

team’s high-performance 

innovation potential.  
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Interviews are daunting at the best of 

times. There are countless 
contributing factors that go into a 

successful interview and, if you’re not 

at your sharpest, it can be easy to 

miss the mark. The reality is that 

everybody, no matter how confident 
or qualified, has off-days on which 

they won’t be able to grasp that 

golden opportunity. That’s just life - 

the trick is learning how to respond 
to it.  

 

If you feel strongly that you are 

perfect for the role that’s escaped 

you, there are a couple of things 

you can do to get yourself back 

on track - if not for that specific 

position, then certainly the next.  

 

Step 1 
Gather all your relevant 

qualifications, experience, 

research etc. into one place. 

Analyse this carefully - where are 

the gaps? Where did you fall 

down in the interview? Give 

yourself a brutally honest 

appraisal, annotating your script 

so that by the end of the process, 

you will have a visual one-pager of 

what went right and what went 

wrong.  

 

Step 2 
Find a way to contact your 

interviewer. You can do this by 

email, or by phone - but be 

prepared for them not to answer 

you. During a recruitment project 

employers tend to be extremely 

busy, and perhaps reluctant to 

spend time on past candidates. 

That being said, in my experience 

I have found that many employers 

are happy to give feedback - and 

what they say can prove 

invaluable.  

 

Step 3 
Dive in. Ask them the 3 things 

that prevented you from being 

shortlisted. If it happens that these 

3 qualities are simply things that 

you did not have the chance to 

demonstrate during the interview, 

then draft a summary of how you 

display those qualities with 

relevant, concrete examples to 

support your case. If you have 

already been rejected for a 

position, there is no time to deal 

in abstracts. Get specific and get 

to the point.  

 

There is a chance, albeit slim, that 

the employer might reconsider 

your application. Refusing to 

accept defeat could help the 

employer to see your 

commitment to the role and, 

having had a second look, they 

might even notice what they 

missed at first glance.  

 

There is no reason to be pushy, 

but persistence has its own value. 

 

I want to hear how you’ve dealt 

with rejection in the past. Did you 

follow it up or just let it be? 
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I recently wrote a couple of articles 

for Innovation Excellence that 

explored innovation insights we can 

glean from science fiction writers.  In 
this article, I want to further expand 

on that topic, and ask how other 

authors, including William Gibson, 

Jules Verne and James Burke may be 

able to help us stretch our 
thinking.  And given that we are in 

the throws of “Game of Thrones” 

fever, I couldn’t resist asking if there 

is also something we can learn from 
that somewhat unlikely source? 

 

Science and Art: Innovators 

& SF writers share a common 

challenge – to envision and create 

the future.  The two I wrote 

about, Arthur C Clarke and Isaac 

Asimov were both accomplished 

scientists and inventors in their 

own right. 

 

This places them in a unique space 

at the interface of science and 

creative arts. Interfaces between 

disciplines are always ripe for 

innovation, as they force us to 

step outside of our comfort zone 

and explore and embrace new 

knowledge.  This can occur at 

interfaces between similar 

disciplines, such as biochemistry 

and genetics, or at more 

disconnected interfaces like those 

that blend art and science.  More 

disconnected disciplines require 

more learning, as well as bigger 

mental stretches, and so are more 

challenging.  But that mental yoga  

 

also has the potential to trigger 

more diverse thinking, and so 

potentially trigger more disruptive 

ideas. 

 

The richness of the art-science 

interface in particular has a long 

history of delivering truly 

disruptive ideas, going all of the 

way back to Leonardo da Vinci, 

punch cards used in early 

computers which were derived 

from tapestry looms, medical 

suturing techniques derived from 

embroidery, or even the very 

recent example of using computer 

games to help in the restoration 

of Notre Dame. 

 

Submarines, The Internet 

and K-Pop: While a science 

background helps to ground future 

visions in technically likely realities, 

science fiction has a track record of 

creating ‘sparks’ of innovation that 

go well beyond the work of ‘hard 

scientists’ like Asimov and 

Clarke.  Jules Verne’s books were 

littered with ideas such as 

submarines that later became 

reality.  William Gibson, and several 

others envisaged the internet long 

before it came to pass, while 

Gibson’s insights into marketing, 

branding, and even K-Pop have 

proven to be almost disturbingly 

prescient. 

 

 

 

 

The Final Frontier:  Perhaps 

the biggest source of inspiration of 

all is Star Trek.  So many of today’s 

technologies, from voice activated 

computers, to flip phones (OK 

they’ve come and gone, but you get 

the idea), medical scanners, and 

tablets were anticipated in Star 

Trek.  We may still be a long way 

from warp drives and teleportation 

(although worm holes and particle 

entanglement are at least on the 

quantum mechanical radar), but 

much of what seemed wildly 

futuristic when Star Trek first aired 

has now come to pass, and in some 

cases, come and gone.  It is all too 

easy in hindsight to dismiss the 

vision in those early TV shows, but 

at the time, the idea of a talking 

computer, or an African American 

female bridge officer for that matter, 

were pretty radical.  Why was Star 

Trek so good at predicting the 

future? Perhaps it was a function of 

the extraordinary insight of 

Rodenberry, it’s creator.  Or 

perhaps so many innovators 

watched Star Trek in their youth 

that it primed them to create many 

of the innovations we take for 

granted today.  We’ll probably never 

know, but most likely it’s a mixture 

of both. 

 

  

Pete Foley 

Game of Thrones, Star Trek and Innovation
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Game of Thrones: This 

brings me to Game of Thrones, a 

complex, fantasy based science 

fiction story that couldn’t be more 

distant from the ‘hard’ science 

fiction of Clarke, or even Star 

Trek.  But it is extraordinarily 

popular, so will it influence the 

thinking of future innovators? 

 

Clearly, it’s unlikely to have the 

direct influence of something as 

directly anticipatory as Star 

Trek.  But as innovators, I 

passionately believe we need to 

stretch our thinking, so what 

could we potentially learn by 

having a little fun with this 

addictive story? 

 

1. A Magic Mind Set. Magic is 

often used in science fiction as 

a mechanism to deliver what 

we cannot deliver via science. 

You could argue that this is 

simply a ‘lazy’ plot device, but 

it is one that frees up the 

imagination, and the kind of 

‘what if’ thinking that if 

leveraged carefully, can 

provide a pathway to truly 

disruptive innovation.  It can 

help us explore bold goals, 

and temporarily remove the 

feasibility constraints that as 

scientists and engineers, we 

often automatically evoke 

when ideating.  I’m not 

suggesting that we abandon 

constraints, or spend time 

searching for chemically 

unlikely dilithium crystals.  But 

to come full circle, and quote 

Arthur C Clarke, “Any 

sufficiently advanced 

technology is indistinguishable 

from magic”, so in many ways, 

as innovators, we are in the 

business of creating magic, but 

then making it real. 

 

2. Let There Be Dragons. 

The origin of dragons in 

Game of Thrones may be 

shrouded in magic, but what if 

we ask how would we create 

dragons using science?  I‘d 

suggest genetic 

engineering.  At present, we 

tend to think of genetic 

engineering in terms of what 

it can deliver in disease 

management, and more 

controversially in agriculture. 

But from there it is a short 

step to think about how we 

bioengineer nature to create 

tools and technologies we can 

use.  It’s a controversial area 

for sure, but as we seek to 

reduce our environmental 

footprint, the concept of using 

‘organic engineering’, 

modifying organisms (or 

ourselves) to take the place of 

the plastic, metal and 

concrete tools and devices we 

create today becomes 

compelling.  Why couldn’t we 

‘grow’ houses, or create 

organic, photosynthetic 

power sources?  Or what 

about the other AI, 

augmented intelligence?  It is 

science fiction today, but so 

were Star Treks flip phones in 

the 1960’s.  As our 

sophistication in genetic 

engineering grows, it is an 

area that will present real 

opportunities, and probably 

some real ethical dilemmas as 

well. And it’s an area that has 

already been explored 

extensively in science fiction, 

by authors including Jules 

Verne, Harry Harrison, and 

brilliantly prescient William 

Gibson in his latest novels. 

 

3. Deconstructing the past 

often gives us insight into 

how to create the future. It’s 

well documented that George 

RR Martin is a student of 

history, and many of the events 

and story lines in game of 

thrones can appear to be 

derived from actual historical 

events, in particular the War of 

the Roses. Ed West’s book, 

“Iron, Fire and Ice: The Real 

History that Inspired Game of 

Thrones” covers this in far 

more detail than I can here. 

But it’s a fairly common 

technique for future or fantasy 

writers to draw on real historic 

events.  For example, the 

contemporary biopic on J R R 

Tolkien explores exactly this as 

it examines the influence of his 

experiences in the First World 

War on the plot development of 

Lord of the Rings.  Similarly, the 

title of George Orwell’s 

landmark novel 1984 was 

actually a play on 1948, the year 

it was written, and was as much 

an observation of contemporary 

events as it was a prediction of 

the future.  It may have been 

prescient in its treatment of 

linguistic contraction, fake news, 

and meaning reversal, concepts 

that now play out in Facebook 

memes, fake news, texts and 

emojis, but its foundation lies in 

an understanding of 

history.   This is a critical point 

for us as innovators.  We 

cannot create the future 

without understanding the 

past.  We need to deeply 

understand how incumbents 

work, how they have evolved, 

and where they both fail and 

succeed if we are to create 

either incremental or disruptive 

interventions that stand on their 

shoulders.  Again, to come full 

circle, artists understand 

this.   Van Gogh, for example, 

early in his career learnt by 

copying other masters, and later 

in life while in an asylum, painted 

numerous variations on existing 

masterpieces. Recreating 

someone else’s song, painting, 

or a competitive product can be 

incredibly insightful, and provide 

a way to blend the best of theirs 

and ours. As innovators, we all 

stand on the shoulders of giants, 

no matter how radical our 

innovations may be.  As a 

related example, perhaps the 

earliest influence on my path as 

an innovator was the series 

“Connections’, by James 

Burke.  James is a brilliant 

historian and journalist, who 

traced inventions back through 

history to show how one idea 

led to another, and how via 

analogy, our knowledge of 

historical inventions could be 

reapplied to create new ones. 

 

So referencing Game of Thrones 

at this time may have an element 

of ‘click bait’ associated with it, 

but it also illustrates some really 

important insights, both around 

how we can learn from artists, 

and science fiction authors in 

general, as well as how important 

it is to reach outside of our 

existing knowledge domains if we 

truly want to create breakthrough 

and disruptive innovation.  If we 

only network with innovators, 

we’ll likely never be truly 

innovative!  
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After their experiences in the first 

World War the British and French 

assumed that any new war with 
Germany would be similar to WW1 – a 

massive static engagement between two 

huge armies.   

 
So, the French built the Maginot Line, 

named after the French Minister of 

War, André Maginot.  It ran along the 

entire French border with Italy, 

Switzerland, Germany, and 

Luxembourg and consisted of massive 

defensive fortifications.  It did not 

extend to the English Channel as it 

was assumed that Belgium could be 

defended.  The Maginot Line was 

designed to resist attacks by aerial 

bombardment, artillery and ground 

forces.  It even included air 

conditioning and underground railways 

for reinforcements.  The strategy was 

that the Maginot Line would blunt any 

invasion and allow time for 

mobilisation and counterattack by 

allied forces. 

 

However, when the Germans 

attacked in 1940, they did some lateral 

thinking.  They discarded the tactics of 

the previous conflict and came up with 

a new kind of war, blitzkrieg.  It 

involved fast-moving armoured 

divisions led by concentrations of 

tanks.  They also used paratroopers 

and gliders. They invaded through the 

Low Countries, bypassing the Line to 

the north. The French and British had 

anticipated this and placed strong 

armies along the Belgian border. 

Unfortunately, there was a fatal 

weakness in the Allied plan.  The 

Ardennes forest was lightly defended 

because it was assumed that this 

rough terrain would be unsuitable for 

tank attack.  The Germans, aware of 

this flaw, advanced rapidly through the 

forest and across the river Meuse. 

They encircled and cut off the British 

and French forces in the north.  The 

Allies were forced to retreat to 

Dunkirk where they were evacuated.  

The Maginot line proved useless. 

France fell in a matter of days. 

 

Very often in business the market 

leader builds a Maginot Line to defend 

against competitors.  The successful 

challenger is generally the one who 

finds a way around the bulwark. 

Insurance in the UK was sold through 

high street insurance brokers until a 

small start-up called Direct Line 

started.  The founder Peter Wood set 

up a telephone only service which 

used computer databases to give fast 

accurate quotes over the telephone. 

It came to dominate the market.  In a 

similar fashion the upstart Amazon 

bypassed all the retail giants with their 

huge investments in city centre stores. 

 

Never assume that a Maginot Line will 

protect you against an agile opponent. 
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The sleep category is growing rapidly. 
 

Sleep, or more pertinently, the lack 

thereof, is increasingly an issue for 

more and more people. Levels of 

anxiety, stress and insomnia are on 

the rise. Consumers are looking for 
solutions, and willing to spend money 

on them. 30% of the UK and US 

population report symptoms of 

insomnia (The GoodBody, Aviva). 
The Global Sleep Aids Market was 

valued at $49,543 million in 2016 and 

is estimated to reach $79,851 million 

by 2022 (Allied Market Research). 
 

Traditionally the market has been 

dominated by supplements and 

OTC drugs and there has been 

little innovation in the category. 

Sleep products have looked the 

same, felt the same and promised 

the same thing for years. 

 

Such a rapidly growing category is 

ripe for innovation and a huge 

opportunity for brands. 

 

Now is the perfect time for your 

brand to get a slice of the sleep 

category. But how? 

 

It’s time to throw out the old 

“innovating in sleep” rulebook and 

start writing the new category 

playbook… 

  

Product Format / Pack 

Structure 

 

OLD 

Up until recently, sleep aids came 

almost exclusively in the form of 

supplement tablets in jars or 

cardboard packs.  

 
Image 

Source: 
Restful 

Sleep & 
Unisom 

 

 

NEW 

Now, driven in part by the 

functional food and beverage 

trend, we’re seeing sleep aid 

drinks, in slimline 

cans, cartons and shot bottles, ice 

cream in tubs and even sleep 

snack bars. 

Image Source: Sleep Well, Rebloom & 

Nightfood 

 

Naming / Product 

Descriptors 

 

OLD 

The category norm doesn’t 

employ a huge amount of 

imagination. Products “do what 

they say on the tin” for instance, 

ZzzQuil’s “Pure Zzzs”, or “natural 

sleep aid” 

Image Source: ZzzQuil & Physician’s 
Choice 

 

NEW 

Foodie & Playful – as the 

category moves more into edibles 

and potables, product descriptors 

are inevitably more foodie. Not so 

predictable is the playful ToV 

that’s being used. Moon 

Juice’s “edible rest” and All 

Natural’s “Berry Sleepy” are 

perfect examples.  

Image Source: Moon Juice & All Natural 

 

Emotional versus Functional – 

brands, such as Altrufuel 

and goodnight are using much 

more emotional language like 

“Drink’n’Dream”, “relaxing”, 

“chill” and “unwind” over the 

purely functional “sleep”. 

Image Source: atrufuel & goodnight 

 

Functional – other brands are 

using sciencey sounding language 

to talk about their products, like 

“everyday optimal” and “sleep 

formula”. This approach to 

efficacy claims may seem like old 

hat, but in this category, it’s rather 

new. 

  

Visual Positioning 

 

OLD 

There is only one visual 

positioning for the sleep category. 

It’s purple and blue, it’s calm, 

Shelly Greenway 

Sleep Innovation: the new rules 
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there are moons and stars, maybe 

a sprig or two of lavender. And 

the positioning is the same for 

drug-based and drug-free 

supplements. 

Image Source: Sleep-eze & Serenity 

 

NEW 

Minimal contemporary – The 

category was first stirred out of 

its reverie by This Works’ pillow 

spray. The boxes were clean, 

minimal, modern, chic even. 

Although, still blue. Other brands 

have since adopted this minimal, 

urban cool positioning. Som 

drinks and Organic Olivia’s Sleep 

Juice are prime examples. 

 
Image Source: Organic Olivia, This 

Works & Som 

 

Fun – Nightfood, with their 

every-colour packs, childlike 

monster illustrations and fun 

fonts, are almost unrecognisable 

as sleep products. Completely 

changing up the calm, sleepy visual 

positioning for a fun, cheeky look, 

the sleep message is conveyed 

through the naming.  

Image Source: Nightfood 

 

Sciencey – equally as 

unrecognisable are the brands 

like Neuro drinks and Dr. Barbara 

Sturm. Neuro drinks could sit 

quite easily in the sports nutrition 

aisle, with its bright colours and 

bold, block fonts. Dr. Barbara 

Sturm on the other hand uses 

futuristic lettering and molecular 

imagery to convey science and 

efficacy. 

Image Source: Neuro Drinks & Dr. 

Barbra Sturm 

  

RTBs / Ingredients 

OLD 

We all know lavender and 

camomile help you sleep, and a 

quick look at the sleep aid shelf in 

the chemist will give you a tried 

and tested recipe for a successful 

sleep innovation… valerian root, 

passionflower, hops, lemon balm, 

etc. Or, for your OTC sleep aid, 

some melatonin and lavender 

should do the trick. 

Image Source: Twinings, CVS & Clipper 

 

NEW 

CBD – CBD is a hot topic right 

now and the sleep category could 

be huge market for CBD 

products. Everyday 

Optimal and Hemp Bombs, among 

others, are capitalising on the 

ingredient’s well-known relaxing 

qualities. 

Image Source: Everyday Optimal & Hemp 

Bombs 

 

Reishi mushrooms – Four 

Sigmatic, the mushroom-based 

functional beverage brand, have 

even created a hot cacao sleep 

drink with the calming reishi 

mushroom as the star of the 

show. 

 

Image Source: Four Sigmatic 

 

So, how can your brand innovate in 

the sleep category and win a piece of 

this growing market? 

 

Harness the power of an 

innovative new ingredient. 

Consumers have heard it all before 

with lavender blah, blah, blah. So, give 

them something new! CBD and resihi 

mushrooms are just the beginning. 

There is a wealth of food ingredients 

that promote sleep which could be 

the star ingredient for your brand’s 

sleep innovation. 

 

Forget the sleepy category 

visual positioning. 

The vast majority of the category 

looks the same, so tap into a visual 

positioning that will give your brand 

instant stand out. 

 

Don’t bore your potential 

customer with functional names. 

Engage them with emotional 

product descriptors or convince 

them with sciencey sounding 

language. 

“Sleep” should be a given. Speak to 

their emotions with words like 

“relaxing, calming, unwind, chill”. Or, 

do like Dr. Barbara Sturm and Neuro 

drinks and go with the science. 

 

Think outside the supplement 

jar. 

If Night food can do sleep ice cream 

and sleep snack bars, then what can’t 

you do? Blow the category doors off, 

why don’t you? 

 

© Copyright, Shelly Greenway 
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Humans, the old saying goes, are 
creatures of habit. Some of our habits 

our productive, while others are less 

than ideal. Many times, we are prone to 

attributing our habitual behaviours to 

external forces, when they are really the 
product of our internal selves and 

instinctive response. Believe me, I’ve 

experienced this for myself.  
 

Personally, I have a habit of expressing 

too much emotion at times I don’t 

want to, later regretting the way I’ve 

handled a situation. I know this about 

myself, but it still takes work for me 

to change these habits before they 

have a negative effect in my workplace 

or on my relationships outside of 

work. 

 

What makes this behaviour all the 

more ironic is that I coach others on 

bad habit correction all the time. 

When I view behaviours as an 

impartial third party, I have a “sixth 

sense” for discovering what makes 

people tick and pointing out ways they 

can improve their practices and 

responses for more effective 

professional performance.  This 

analysis usually involves identifying and 

fixing habits that are holding a person 

back. In the words of Benjamin Hardy, 

“If you cannot admit you have a 

problem, you’re not ready to make 

the change. If you still don’t believe 

you have a problem, then the negative 

consequences of your behaviour 

haven’t become real enough for you.” 

You don’t want to have to experience 

these negative consequences over and 

over again before doing something 

about the habits keeping you from 

being your best self. It’s hard work to 

look at yourself, assess fault, and 

earnestly attempt to do better. But 

then again, if you’re reading this blog, I 

already know you are not afraid of 

doing the self-work. 

 

What is a habit? 

Merriam-Webster defines “habit” as 

follows: 

• A settled tendency or usual 

manner of behaviour 

• An acquired mode of behaviour 

that has become nearly or 

completely involuntary 

• An addiction 

• A behaviour pattern acquired by 

frequent repetition or physiologic 

exposure that shows itself in 

regularity or increased facility of 

performance 

 

What all of these definitions have in 

common is that they describe the 

somewhat involuntary nature of our 

habitual behaviours. That’s why they 

can be so hard to change. We can 

pinpoint the behaviour we want to 

correct and still struggle to do so. 

Without understanding the why 

underlying a behaviour, it becomes 

very difficult to stop it.  

 

How to replace a bad habit 

In his best-selling book The Power of 

Habit (which I encourage everyone to 

read), Charles Duhigg describes a 

“habit loop” consisting of three parts: 

cue, routine, and reward. “First, there 

is a cue, a trigger that tells your brain 

to go into automatic mode and which 

habit to use,” Duhigg writes. “Then 

there is the routine, which can be 

physical or mental or emotional. 

Finally, there is a reward, which helps 

your brain figure out if this particular 

loop is worth remembering for the 

future.”  

 

If we only single out the routine, we 

are still powerless to react when the 

cue prompts us into behaviour, and 

still lacking the reward the original 

behaviour gave us.  

 

To really change ourselves, we need 

to recognize the emotional cues and 

situations that make us act habitually 

in the first place, as well as the 

emotional rewards that come from 

these behaviours. When you do that, 

you’ll be able to replace routines or 

habits that correspond to specific cues 

with better ones. Habits are perfectly 

natural and our psyche’s way of 

responding to specific situation. The 

key is to make sure those habits aren’t 

keeping you from achieving everything 

you are capable of. When you regret 

the behaviour more often than not, 

you know that you’re dealing with a 

bad habit. 

 

A future of better habits 
There is no chance in pretending we can 

eliminate habitual behaviour entirely. 

These automatic responses make up 

much of our daily lives in and outside of 

work. If you had to consciously think 

out every single decision, life would 

become insufferable in a hurry. Don’t 

waste your time trying to pretend you 

can avoid habits altogether, because it 

will only be counterproductive and 

insanely frustrating. What we can do, 

though, is craft better habits that will 

allow us to perform and interact in a 

way that leaves us feeling satisfied and 

fulfilled, rather than rueing our rash 

impulses. Seeking out a mentor can be 

hugely helpful in this regard. They can 

often see what we are unwilling to look 

at and guide us down a path toward self-

improvement.  So yes, we are in fact 

creatures of habit. The question I have 

for you is: What impact will your habits 

have on yourself and those around you? 
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In our digital age, all companies must 

change how they think, how they 

interact with customers, partners, 

and suppliers, and how their business 
works on the inside. Customer, 

partner, and supplier expectations 

have changed, and a gap is opening 

between what they expect from their 

interaction with companies and what 
those companies are currently able 

to deliver. Companies must 

immediately work to close this 

expectation gap, or their entire 
business is at risk. 

 

If digital natives attack, they will 

do it with a collection of digital 

strategies that utilize the power of 

the digital mindset to more 

efficiently and effectively utilize 

the available people, tools, and 

technology, and to design better, 

more seamlessly interconnected, 

and automated processes that can 

operate with only occasional 

human intervention. 

 

To defend your company’s very 

existence, you must start 

thinking like a technology 

company or go out of 

business. Part of that thinking is 

to fundamentally re-imagine how 

you structure and operate your 

business. You must look at your 

business and your industry in the 

same way that a digital native 

start-up will if they seek to attack 

you and steal your market. To 

make this easier, ask yourself 

these five foundational 

questions: 

1. If I were to build this business 

today, given everything that I 

know about the industry and 

its customers and the 

advances in people, process, 

technology and tools, how 

would I design it? 

2. From the customers’ 

perspective, where does the 

value come from? 

3. What structure and systems 

would deliver the maximum 

value with the minimum 

waste? 

4. What are the barriers to 

adoption and the obstacles to 

delight for my product(s) 

and/or service(s) and how will 

my design help potential 

customers overcome them? 

5. Where is the friction in my 

business that the latest usage 

methods of people, process, 

technology, and tools can help 

eliminate? 

 

There are, of course, other 

questions you may want to ask, 

but these five should get you most 

of the way to where you need to 

go in your initial strategic planning 

sessions. What questions do you 

think are key for enterprises to 

ask themselves if they are to 

survive and thrive in the digital 

age? 

 

Digital Strategy vs. Digital 

Transformation 

How much appetite for digital 

change do you have? 

 

Understanding how your 

management and your enterprise 

is likely to answer this question 

will help you identify whether 

your business should pursue a 

digital strategy or a digital 

transformation. The two terms 

are often misused, in part by being 

used interchangeably when they 

are in fact two very different 

things. 

 

A digital strategy is a strategy 

focused on utilizing digital 

technologies to better serve one 

group of people (customers, 

employees, partners, suppliers, 

etc.) or to serve the needs of one 

business group (HR, finance, 

marketing, operations, etc.). The 

scope of a digital strategy can be 

quite narrow, such as using digital 

channels to market to consumers 

in a B2C company; or broader, 

such as re-imagining how 

marketing could be made more 

efficient using digital tools like 

CRM, marketing automation, 

social media monitoring, etc. and 

hopefully become more effective 

at the same time. 

 

Meanwhile, digital 

transformation is an intensive 

process that begins by effectively 

building an entirely new 

organization from scratch, 

utilizing: 

• The latest best practices and 

emerging next practices in 

process (continuous 

improvement, business 

architecture, lean start-up, 

business process management, 

or BPM, crowd computing, 

and continuous innovation 

using a tool like The Eight I’s 

of Infinite Innovation™) 

• The latest tools (robotics, 

sensors, etc.) 

• All the latest digital 

technologies (artificial 

intelligence, predictive 

analytics, BPM, etc.) 

Braden Kelley  

Are you ready to run a digital 

business for the digital age? 
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• The optimal use of the other 

three to liberate the people 

who work for you to spend 

less time on bureaucratic 

work and more time creating 

the changes necessary to 

overcome barriers to 

adoption and obstacles to 

delight through better 

leadership methods, 

reward/recognition systems, 

physical spaces, collaboration, 

and knowledge management 

systems, etc. 

 

It ends with a plan of how to 

transform from the old way of 

running the business to the new 

way. 

 

The planning of the digital 

transformation is all done 

collaboratively on paper, 

whiteboards, and asynchronous 

electronic communication 

(definitely not email) powered by 

a collection of tools like the 

Change Planning Toolkit™.  

 

The goal is to think like a digital 

native, to think like a start-up, to 

approach the idea of designing a 

company by utilizing all the 

advances in people, process, 

technology, and tools to kill off 

the existing incarnation of your 

company. Because if you don’t re-

invent your company now and set 

yourself up with a new set of 

capabilities that enable you to 

continuously reinvent yourself as a 

company, then a venture capitalist 

is going to see an opportunity, 

find the right team of digital 

natives, and give them the funding 

necessary to enter your market 

and reinvent your entire industry 

for you. 

 

What do you want to 

re-invent? 
Our team at Oracle was created 

to use design thinking, innovation 

and transformation tools and 

methods to help Oracle 

customers tackle their greatest 

business challenges, to re-imagine 

themselves for the digital age, and 

to discover and pursue their 

greatest innovation, 

transformation and growth 

opportunities.  

 

 

 

We call this human-centric 

problem-solving and together we 

create plans to make our 

customers’ solution vision real in 

just weeks. And along the way, this 

new Oracle approach helps 

increase collaboration across 

business functions and accelerate 

future decision-making. 

 

Find out more about how to 

protect your business from digital 

disruption, building upon these 

five foundational questions with 

additional questions and 

frameworks contained in my latest 

success guide Riding the Data 

Wave to Digital Disruption. 

 

–> CLICK HERE TO 

DOWNLOAD THE SUCCESS 

GUIDE 
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Some form of leadership has 
probably been around since the dawn 

of time. The early cave man with the 

largest club became the leader of the 

clan. Sometimes this type of 
leadership can still be found in 

businesses today – accountants and 

lawyers have just replaced the club 

with a book of business or 

rainmaking skills. 
 

We have all been exposed to 

positional leadership. People have 

this because of a position or title 

that hold in a business. Being 

president of a company or 

managing partner of a firm does 

not make one a real leader. Few 

employees would follow these 

people into the breach as the 

soldiers of Henry V willingly did. 

 

True leaders influence, instill and 

capture the hearts and minds of 

those who work with them. In 

order to have that kind of impact 

on others, the leaders need to 

know who they are and what they 

are to do. Knowing who you are 

means being a role model for 

others.  

 

What leaders really do is to 

search for solution, align their 

resources and empower others to 

get things done. If you are not 

doing this, you are not a leader – 

at least by my definition. 

 

While there are countless 

definitions of leadership, one of 

my favourites comes from my 

favorite author – Peter Drucker 

who writes in “The Leader of The 

Future” that. “The only definition 

of a leader is someone who has 

followers. Some people are 

thinkers. Some are prophets. Both 

roles are important and badly 

needed.  

 

But without followers, there can 

be no leaders.” He goes on to say 

. . . “An effective leader is not 

someone who is loved or 

admired. He or she is someone 

whose followers do the right 

thing. Popularity is not leadership. 

Results are.” 

 

If we think about Drucker’s 

words, it becomes obvious that 

there needs to be several leaders 

in any successful organization 

since it takes more than one 

person to get results! 

 

No one individual single-handedly 

turns a firm around. This would 

imply that everyone else is merely 

following the leader – a sort of a 

Pied Piper 

 

Think about your 

firm/department/practice group 

for a minute. How does your firm 

stifle or encourage people to be 

leaders? 

 

Leaders and Managers 
What makes a great leader often 

makes a poor manager and vice 

versa. Real leaders and real 

managers fall at the opposite ends 

of spectrums. For example, 

leaders are original while 

managers copy, leaders develop 

and managers maintain, leaders 

are people focus and managers 

system focus. Leaders inspire and 

managers control. Leaders will ask 

what and why, while managers ask 

how and when.  

 

There are several other 

differences, but I think you are 

getting the point. If you are a 

great leader, find someone to 

manage the firm, if you are a great 

manager, find a leader for your 

firm. 

If you still aren’t sure who you 

are, think about where you spend 

your time. Managers like to 

operate, maintain and upgrade 

systems, they are great 

scorekeepers, and they keep their 

eye on the bottom line. Leaders, 

on the other hand, make things 

happen, are thinking about 

tomorrow not today, leverage 

their time to create multiple 

hours of work for others and 

create an environment for 

success. Where are you spending 

your time? 

 

True Leadership 
True leadership comes from 

within us. Nearly all books on 

leadership cite various 

characteristics that leaders need 

to develop. Here are my favourite 

characteristics: 

• Vision. Leaders are 

concerned with a guiding 

purpose. Think of John F. 

Kennedy’s vision to put a man 

on the moon, Lance 

Armstrong’s guiding purpose 

to win more Tour de France 

races than anyone else. Vision 

by itself is not enough. What 

good is being a great visionary 

if nothing gets implemented? 

What’s your guiding vision? 

• Passion for what you do. 

David Maister often asks 

professionals, “What 

percentage of what you do, do 

you truly love? Tolerate? 

Hate?” How would you 

answer this question? 

• Integrity. A colleague of 

mine often uses the 

expression “There is no right 

way to do a wrong thing.” 

And it is often said that 

integrity cannot be learned, 

but it must be earned. 

Personal integrity is the basis 

for all trust in an organization. 

What is the level of trust in 

yours? 

August J. Aquila  
The Eternal Riddle of being an 

effective Leader 
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• Continual desire to learn. 

Leaders always want to learn 

new things. They are not 

afraid to experiment and fail. 

This is how they grow. What 

was the last new thing you 

tried? 

 

The list could go on and on, but if 

you have these four characteristics 

you are on your way to becoming a 

leader. 

 

© Copyright, August Aquila 
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