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O
ne of the world’s foremost thinkers on 
creativity and innovation, Sir Ken Robinson 
has worked with education systems around 

the world, Fortune 500 companies, and some of 
the world’s leading cultural organizations. Sir Ken 
believes the current educational system is not 
effectively equipping students for success in the 
modern world. He wants us to rethink outdated 
assumptions about intelligence and innovation to 
initiate a creative revolution that releases the full 
potential of people and organizations.

Sir Ken argued that human culture has always been 
driven by its relationship with technology. Fire, the 
wheel, the jet engine, the printing press, television – 
human innovation has been expressed and facilitated 
by our tools and technology. But he believes “digital 

technology is moving us up another step in the 
evolutionary ladder. We’re connected in a way we never 
were before. These devices affect how we think, what 
we think about, the work we do, what we think about 
and how we feel about each other. We’re developing a 
different relationship with technology, and the prospects 
are entirely unpredictable.” Robinson believes that one 
never knows where our relationship with technology will 
take us and that because of technology we are living in 
revolutionary times. 

Executives struggle with creating a culture that can 
handle the rate of change we are experiencing. They 
also find allowing for systematic creativity within their 
employees that is necessary for business success to 
be a major obstacle. He said humans are biologically 
evolving at a similar rate as other animals, but culturally 
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we are light years ahead. Robinson said, “We create the 
world in which we live. We live in world of ideas, values, 
feelings, theories, philosophies, cultural systems. We 
don’t live in the world directly; we live in a virtual world 
of our creation. That’s true be it a national community, a 
local community or a company. A culture is about what’s 
allowable and what’s not.” 

What stimulates a culture and what can hold it back are:
•	 Imagination - To anticipate the future or another 

point of view, the ability to bring to mind what is 
not present to our senses. It’s the foundation of all 
human achievement.

•	 Creativity - Putting the imagination’s concepts to 
work in a practical way. Doing something with the 
imagination’s ideas.

•	 Innovation - Putting good ideas into practice. 

Create the conditions for growth and growth will 
happen. “One of the roles of leaders is to attend to the 
development of individual talent. People have multiple 
talents and are often unaware of it,” said Robinson. 

Talent can be buried quite deep and must be identified 
and brought out by leaders who want to have a culture 
of innovation. “Leaders must understand the conditions 
in which individuals can think creatively.” Creativity is not 
limited to creative job functions; anything that requires 
intelligence is an opportunity for creativity. 

“The job of a creative leader is not to have all the ideas. 
It is to create a culture where everybody feels free to 
have ideas,” said Robinson. “Creative thinking is often the 
function of groups. Diversity is the heart of innovation, 
people thinking differently and bringing their ideas 
together from different perspectives,”

Robinson said you can determine if you are in a 
company that encourages creativity by looking at 
new products, adaptability, profitability, sustainability, 
and if ideas move up and down through the 
organization. “We have a very narrow view of 
creativity. It needs to be demystified.” This is because 
creativity is not limited to the arts. “Creativity is an 
operational idea and not an aspiration.” n

“Leaders must understand the conditions in which individuals 
can think creatively.” 

—Sir Ken Robinson
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R
ita McGrath, a professor at 
Columbia Business School 
and a globally recognized 

expert on strategy in uncertain 
and volatile environments 
spoke on businesses no longer 
needing to strive for sustainable 
competitive advantage. McGrath 
believes “we need to think 
differently about strategy, how 
we’re going to compete.” 
She believes forces in today’s 
turbulent business environment 
have rendered sustainable 
competitive advantage irrelevant. 
Instead companies need a 
portfolio of multiple transient 
advantages – advantages that can 
be built quickly and abandoned 
just as rapidly. 

She advised focusing on arenas 
rather than industries. “An area 
is an addressable space that 
you are contesting along with 
other players who may be from 
other industries,” said McGrath. 
“If the money is being spent on 
something else it won’t be there 
for what you’d like to sell.”

In a world of sustainable competitive advantage, the 
assumption is that stability is the normal thing and 
change is the oddity. But what you want is to be 
continually making small proactive changes that adjust 
your talent and operations so you are never forced into 
uncomfortable change.

Healthy disengagement is an area of weakness for most 
companies. McGrath believes it is vital for companies 
to have a nimble structure in place to pull back 

resources from areas which have gone into erosion. 
She cited Kodak as an example of a company that had a 
sustainable advantage, until it did not, and was unable to 
shift direction with the changing environment. 

Deft resource allocation is necessary in today’s business 
world. Businesses need to separate their power structure 
from the resource allocation process. Otherwise, if the 
person in charge of a business controls the resources 
that business generates you’ll tend to be in defensive 
mode. They will want to preserve that advantage for 
perfectly understandable reasons.
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“We need to start thinking about innovation as a 
proficiency, not as something that happens once 
in a while,” said McGrath. It should have a budget, 
accountability, responsibility, and an actual process. “this 
puts new pressure on leaders as the world shifts around 
them to make adjustments.”

McGrath suggested that we need to go from a mindset 
where the assumption is stability and your job is to 
make your numbers and run your quarter and pretty 
much keep doing what you have been, to a mindset 
where you are frequently asking about change, asking 
about innovation and new technologies that can affect 
your industry. Actually watching your end customers in 
their world will help stimulate innovations and a better 
understanding of what is going on and anticipating 
future trends. 

Being precise and “right” is no longer a priority in 
business. Being curious, fast and roughly right is the 
way to go... otherwise the analysis will have passed you 
by. “The better companies in this turbulent environment 
are really going to be focused on what’s happing 
outside their boundaries, in places we don’t normally 
look at,” said McGrath. The key is forging a new path 

to winning based on capturing opportunities fast, 
exploiting them decisively, and moving on even before 
they are exhausted.

“Think about your workforce,” said McGrath. “They are 
looking for a different deal. They want to know that 
they are going to be better off when we part ways than 
I am now.” Simply coming to work every day is not 
enough anymore. They are worried they will get stuck 
in a place where they can’t increase their skills and 
make them known. 

Increasingly, there are greater entrepreneurial 
opportunities because companies cannot hang on to 
assets or move with agility. Today, it’s all about access 
to assets, not owning assets. A few decades ago, 
business had to buy servers, lease large office space and 
warehouses, and logistical equipment. Today, much of 
that is available in markets. Real opportunities can be 
created without crushing levels of investment. 

McGrath also sees much less rigidity in how careers are 
being evaluated due to the large networks people have 
and the increasingly flexible way of working. “This gives 
us the ability to carve out more gratifying careers.” n

“The better companies in this turbulent environment are 
really going to be focused on what’s happing outside their 
boundaries.” 

—Rita McGrath
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Recognized as one of the most 
influential designers of the 
past 50 years, Philippe Starck 
pushes the boundaries of 
design, incorporating everything 
from commercial products to 
interior design to architecture. 
An engaging speaker, Starck 
offered insight to his work that 
was subversive, intelligent and 
entertaining. He discussed 
the role of creativity in driving 
innovation, the origins of his 
creativity and the secrets behind 
his legendary productivity.

Starck doesn’t think of himself 
as a disruptor. That, he said, 
takes time and thought. Instead, 
Starck is simply interested in 
many things and has ideas, 
unencumbered by limitations. 
He believes people and 
companies limit themselves by 
seeking to conform to what 
is possible and acceptable 
socially. He prefers to bring 
shock and surprise. 

“Everything that is really well 
done is disruptive,” said Starck. 
He advised approaching ideas 
from a different perspective. Rather than go around a 
problem he said “to go at the center of the subject and 
not around.” Starck offered his own pair of glasses as 
an example. He created biomechanical joints rather 
than the traditional mechanical hinge joints. He used 
the human clavicle as his inspiration for a more human-
friendly design. After six years in development and four 
million dollars, he has glasses on the market that are 
interesting, easy and affordable. 

Do not be afraid of imperfection, advised Starck. He 
cited the Darkside Collection Glasses by Baccarat as an 
example of looking at things from another perspective. 
He wanted the classic crystal maker to produce black 
glasses, but they balked. He flew to the factory, told 
them their business needed an infusion of creativity and 
inquired why they thought black crystal glasses would 
not work. They explained that they had seven imperfect 
glasses for every perfect glass. Because the level of 
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imperfection was so small, Starck had the very simple 
idea of packaging five imperfect glasses with every one 
perfect glass. And just like that, the “Imperfect Darkside 
Collection” was born, going on to huge success. It was 
the result of “a different angle of view.”

Unique has been impossible with mass production, 
but he is creating furniture called TOG – All Creators 
TOGether, in which mass produced furniture can be 
completed by the consumer to create a unique piece. 
This merges the best of industry with humanity. 

With a different angle in mind he created a water 
faucet which moves the visual emphasis to the water 

spilling forth, rather than on shiny metal concealing 
pipes. The faucet creates a vortex, spinning the water 
in a pleasing manner. It is Starck’s hope that this shift 
in perspective will inspire people to appreciate water 
more and therefore conserve it. Again, a matter of 
perspective. 

Starch says he tries to serve his community by bringing 
ideas. He believes “an idea that brings surprise deserves 
to exist.” Everyone in all walks of life “is obliged to bring 
what they can.” They do not need to be a genius, a 
Galileo or Einstein, but they must bring new ideas to 
demonstrate their worth to a community. n

“Everything that is really well done is disruptive.” 
—Philippe Starck
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P
eter Diamandis is a brilliant innovator and 
entrepreneur who believes that rather than a 
future defined by growing scarcity and strife, 

the exponential development of technology is 
leading us into an age of ever-greater abundance. 
He believes insights on commercially viable solutions 
to big challenges such as health care, clean water, 
transportation, energy and education are possible and 
represent huge growth opportunities for business.

In 2008, along with author, inventor and futurist Ray 
Kurzweil, Diamandis founded Singularity University. SU is an 
interdisciplinary university whose mission is to assemble, 
educate and inspire a cadre of leaders to understand and 
facilitate the development of exponentially advancing 
technologies to address humanity’s grand challenges, as 
well as incentivizing innovation to dramatically accelerate 
their business objectives.

Diamandis offered four critical insights:
•	 The only constant is change... and the rate of 

change is increasing. 
•	 You either disrupt your own company/products, or 

someone else will. Standing still is not an option.
•	 Competition is no-longer the multinational 

overseas... it is the explosion of exponentially 
empowered entrepreneurs who will takes risks you 
will not.

•	 If you are dependent on innovation solely from 
inside your company, you will lose.

A big believer in crowdsourcing, Diamandis founded 
the X-Prize in 1994, an organization that creates and 
motivates large-scale, high-profile, incentivized prize 
competitions that stimulate investment in research 
and development worth far more than the prize itself. 
It motivates and inspires brilliant innovators from all 
disciplines to leverage their intellectual and financial 
capital to find solutions to some of the world’s most 
intractable problems.

The way it works is he offers a $10 million dollar prize 
for the solution of a problem. The people working on 
the challenge spend tens of millions more than the prize 
money in developing the solution, but the competition 
attracts many contestants, nonetheless. He started with 
spaceflight, but now he and his board ask what grand 
challenges there are that should be solved but are not 
being solved? Challenges in the areas of life sciences, 
exploration, energy, environment, education, and global 
development are all areas they are looking to draw 
innovators in to stimulate the next big advance, for the 
betterment of all mankind. 
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Other new X-Prizes:
•	 Turning carbon dioxide from a waste into an asset. 

Teams will be challenged to take the harmful gas out 
of the smokestacks and turn it into something more 
valuable than the cost of capturing it. 

•	 Organogenesis: Going from a skin cell to a 
transplantable heart, lung, liver or kidney

•	 Revolutionary Battery: The watt hours per kilogram 
of a battery is tripled 

•	 Transporter: A point-to-point autonomous personal 
electric transportation system

“What is the challenge you have in your business that 
you need to solve? Today you can have a bold vision of 
where you want to go and ask the world to help you. 
You can crowdsource a solution,” said Diamandis.

To keep an innovative company mindset, Diamandis 
suggests company executives invite leading young 
minds to present how they would disrupt their company. 
The ideas will seem crazy, but he said all new ideas seem 
crazy. Instead of limiting one’s thinking, he suggests 
backing those young minds. Funding startups in the 

industry is a similar way of funding innovation, but it 
allows the parent company to continue operations as a 
separate entity. 

Diamandis believes we are heading at an exponential 
rate toward a world of abundance, where product 
cycles go from years to months to days. Despite the 
rapid change, he does not think technology will put 
people out of work. Instead, he says technology will 
create more, better quality jobs. He cited a 1964 letter 
to President Eisenhower claiming automation would 
put Americans out of work. Advances in technology 
always bring concerns. According to Diamandis, the 
exponential growth of technology is going to allow 
more people to do work they want to do rather than 
put people out of work. 

We are in an age of increased opportunities, and no 
one anywhere in the work world needs to be wanting. 
The opportunities are all around us, and Diamandis’ 
prediction for the future is very optimistic. “The best 
way to become a billionaire is to help a billion people,” 
he said. n

“Today you can have a bold vision of where you want to go and 
ask the world to help you.” 

—Peter Diamandis



Malcolm Gladwell

11

O
ne of the most influential researchers and 
writers in the world, bestselling author Malcolm 
Gladwell discussed how to make disadvantages 

work in your favor and why the underdog often prevails 
over better resourced rivals. He believes agile companies 
with new solutions to old problems can beat the giants. 

“When discussing transformation, we talk about 
technology, resources, and knowledge, but the 
attitudes, the frame of mind, of the people who 
change our world does not receive enough attention,” 
according to Gladwell. He proceeded to share the story 
of Malcom McLean, a man who started to revolutionize 
the shipping industry in the 1950s by using large 
shipping containers that were not opened in transit 
from shipper and recipient. These containers were 
able to move by ship, trucks and railcars. This required 
a great deal of standardization and negotiation with 
longshoremen and unions. 

Despite many obstacles, including many years of 
tradition and organized crime, McLean was able to 
provide a faster way to transport goods, one which was 
cheaper and got the ships out of port and back on the 
waterways transporting more goods. This inexpensive 
movement of freight stimulated the world’s economy, 
including China and the automobile industry. 

Gladwell identified three characteristics of entrepreneurs 
we can learn from Malcom McLean and other 
innovators:
•	 Openness. Must be one who is open to different 

ways of doing things. New ideas are appealing and 
stimulating. They are creative people. 

•	 Conscientiousness. They must be disciplined and 
have a relentless focus to follow through on their 
ideas with a sense of urgency.

•	 Disagreeableness. Disagreeable people don’t 
need approval of their peers. Everyone thought 
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he was crazy when he sold a hugely successful 
trucking business to experiment with container 
shipping. The concept was not new, but because 
of different container sizes and weight and 
longshoremen opposition, it never progressed. 
McLean’s ideas of standardized containers and 
port procedures were not welcomed. But McLean 
was completely indifferent to what people said 
about him and his ideas. 

“To be someone who shakes up the world around you 
requires courage. The road to true rebellion is not filled 
with beautiful rewards; it’s a lonely road,” said Gladwell. 

McLean was able to look at the whole shipping 
problem to make the entire process harmonious. 
He saw each component was only looking at their 
area. Seeing the challenge of getting something from 
point A to point B using whatever means would do 
the job, rather than as a shipping industry problem, 
he reframed the entire process and disrupted the 
industry... and the world. 

Entrepreneurs are not necessarily smarter. They 
do not have greater insight into the future or have 
greater resources. The difference is a sense of 
urgency. They rethink assumptions, reveal hidden 

truths and shape our everyday experiences because 
they are set apart by what is in their heart driving 
them. “This is the most overlooked lesson of those 
who disrupt our world. What differentiates them from 
everyone else is their attitude.” n

“To be someone who shakes up the world around you requires 
courage.” 

—Malcolm Gladwell
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C
hairman and CEO of The Container Store, 
Kip Tindell has a vision. The trailblazing 
creator of the first ever store devoted 

solely to storage and organization products has 
developed a profitable, sustainable and fun way of 
doing business. His approach for building a business 
is centered around the concept that everyone 
associated with it thrives through embodying the 
tenets of Conscious Capitalism. 

The four principles of Conscious Capitalism:
•	 Higher Purpose. Yes, making a profit is vital 

for any business, but it is not the only reason a 
business exists. There must be purpose beyond 
profit. When there is communal meaning and 
purpose for all stakeholders they are motivated 
and sustained when times get tough. 

•	 Conscious Leadership. They understand that their 
role is to serve the purpose of the organization and 
to support the organization’s stakeholders. They 
recognize the importance of culture and truly care 
about their people, well beyond the bottom line. This 
leadership seeks to actively inspire employees. 

•	 Stakeholder Orientation. There are many 
interconnected relationships in any business – 
employees, customers, vendors, communities. By 
focusing on the whole ecosystem to create value for 
all involved, stakeholders are healthy, engaged and 
active.

•	 Conscious Culture. Culture is the embodied values, 
principles and practices underlying the social fabric 
of a business. It connects stakeholders to each other 
and to the company. 

Conscious Capitalism is a way of thinking about 
capitalism and business that is more evolved than simple 
capitalism. As a race we have outgrown simply grabbing 
as much as possible and can now understand and apply 
higher purposes for the betterment of all. Conscious 
companies have cultures that make employment there 
fulfilling – both personally and professionally. 

When one equals three... “One great employee is 
equal to three good employees in terms of business 
productivity. Great people are harder to find. With this 
hiring philosophy you can afford to pay 50 to 100 
percent higher than industry average.”

“We’re fully committed to caring for their whole 
being, not just as workers,” said Tindell. Putting your 
employees first is not only the right thing to do, it 
happens to be much more successful than any other 
business methodology. You can’t go around calling 
yourself an employee-first culture and then start laying 
people off.” 

A business has to be conscious of its wake – just as 
a boat in a harbor must be. “People and business,” 
said Tindell, “tend to underestimate the impact of 
the power of their wake.” According to Tindell, being 
mindful of their wake gives businesses an unassailable 
business advantage. 

Tindell says that Conscious Capitalism, when 
companies look beyond focusing on maximizing 
profits, can positively change the world so that billions 
of people can flourish. n
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C
o-founder and CEO of Endeavor, the world’s 
leading organization dedicated to supporting 
fast-growing entrepreneurs, Linda Rottenberg 

delivered practical advice on how companies and 
individuals can apply entrepreneurial thinking to prepare 
them for today’s disruptive economy.

Considered one of the world’s most dynamic experts 
on entrepreneurship, innovation and leadership, 
Rottenberg believes, “If you’re not called crazy when 
you’re starting something new, you’re probably not 
thinking big enough.”

“It’s time to update our image,” said Rottenberg. 
“Entrepreneurship is not just for entrepreneurs anymore. 
We focus on high-flying tech companies led by boys 
in hoodies, but the two fastest growing groups starting 
business today are women and Baby Boomers over 55. 
You don’t need a hoodie to be an entrepreneur!” 

Entrepreneurship is no longer just about starting a new 
business. It is about building a skillset to tackle any 
problem to reinvent any organization. It is about giving 
ourselves permission to take chances. 

“Most entrepreneurs are not risk maximizers; they are 
risk minimizers.” Half of the fastest growing companies 
started with less than $5,000. Wager enough to get 
into the game and then stop planning and start doing. 
“Today, everyone needs to be nimble, adaptive, daring, 
and maybe even a little crazy, or risk being left behind,” 
said Rottenberg.

Three phases of an entrepreneur’s journey:
Get going: The biggest hurdle at this stage is 
giving yourself permission to be contrarian, to flout 
convention, to zig when everyone else zags. Ideas 
are fragile and require knowing something in your 

gut without supporting data. Workers need a safe 
place to try new ideas. Most ideas never even get 
verbalized or explored. 

Go big: Recruit others to support your ideas and 
accept and encourage failure. Insist on “failure reports” 
– where employees share both positive and negative 
results of their efforts, with no repercussions for the 
failures. Rottenberg cited the story of Norm Larson, 
creator of WD-40. The company name stands for Water 
Displacement 40th Formula. It took 40 attempts to 
create the miracle product that’s still used today. The 
great success was a product of more than three dozen 
failures.

Go home: “Leaders today need to be less super and 
more human.” Make sure you can answer: 
•	 What am I trying to achieve?
•	 What values do I want to represent?
•	 What do my employees want? 

Your employees want to have a life – they deserve a life. 
“You can either empower and enable your employees 
to have a life outside of work, or you can watch them 
walk out the door to find a place that will or to make 
something of their own.”

“The best entrepreneurs focus obsessively on culture. 
Meaning matters more than money.” People want 
purpose and meaning in their work; Millennials 
especially feel this way. One way to achieve this for 
places that aren’t hospitals or government agencies, 
said Rottenberg, is to offer “psychic equity” – inclusive 
meetings, fun fact traditions, quarterly reviews, buy one 
give one programs. 

“The biggest barriers to making change are not financial 
or structural... they are psychological.” n
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C
laudio Fernández-Aráoz, 
senior adviser of leading 
executive search firm Egon 

Zehnder, is a regular guest lecturer 
at Harvard Business School and 
frequently advises CEOs of many of 
the world’s largest corporations and 
governments. He believes the most 
successful leaders are incredibly 
focused on people decisions, 
and that these decisions are quite 
challenging. Great appointments 
are not the result of intuition or gut 
feeling; it is a craft and discipline that 
can be learned and should be learned 
for career success. 

More than anything else it is people 
decisions that determine the success 
or failure of an organization. He cited 
Amazon’s Jeff Bezos as saying “having a high hiring bar 
has been key to Amazon’s success.”

The new era for talent spotting includes competencies 
but more important is potential. The world, businesses, 
technology, our very way of life is changing faster than 
it ever has before. Past performance is not indicative of 
future success. Jobs are changing too fast now, making 
potential the critical factor in future performance. It is 
one’s ability to grow and adapt that allows for career 
and ultimately business success. “Even if someone is a 
good competency fit today, the job will change and that 
person’s success will be short-lived. What got you here 
won’t even allow you to stay here if you don’t have high 
potential, said Claudio.

Uncovering executive potential comes down to four 
hallmarks:
•	 Curiosity: Asking questions and constantly seeking 

feedback, an insatiable desire to learn.
•	 Insight: Making connections and seeing possibilities. 

•	 Engagement: The ability to sell new possibilities, 
gathering necessary support and momentum. 

•	 Determination: The ability to strive toward 
challenging objectives in good times and in bad. 

Claudio advised leaders to surround themselves with the 
best, the high-potentials, and to help them excel. Help 
them thrive and in turn thrive yourself. The people who 
are asking questions are the ones you want to surround 
yourself with and help move into positions of influence 
in your organization. People who ask many questions 
and are able to envision possibilities are halfway to being 
the best. If they also have the ability to pitch an idea and 
keep working when the chips are down... hire them and 
help them find the right challenges.

Having worked with and advised leaders from companies 
around the globe, Claudio believes everything managers 
achieve depends on the people they choose. He said, 
“Look for fierce commitment combined with deep 
humility in the people you hire.” n
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F
ew businesses are today immune to the many risks 
that transcend borders in the global marketplace. 
Business executives in this volatile and fast-moving 

world need to understand the factors that will potentially 
determine success or failure. 

Ian Bremmer is one of the world’s shrewdest analysts 
of political economy and the risks and opportunities 
associated with today’s rapidly changing geopolitical 
landscape. As founder of the Eurasia Group, the leading 
global political risk research and consulting firm, no 
one is better qualified than Bremmer to help business 
leaders navigate the uncertain waters in which they are 
operating today. Bremmer believes that changes in the 
geopolitical landscape are resulting in a lack of global 
leadership that has the potential to provoke uncertainty, 
volatility, competition, and, in some cases, open conflict. 

There are three challenges to how the world conducts 
business that are structural and are not going to change 
any time soon. 

The United States has become less interested in 
providing global leadership.
•	 The President was elected for domestic skills. 

Obama was not elected for his foreign policy 
acumen. 

•	 Energy revolution. Americans do not believe conflict 
in the Middle East affects them, and that it is not a 
useful use of American resources.

•	 Divisions in Congress. Little interest in passing 
legislation that might promote a more active 
American role on international trade and 
immigration.

•	 Divide between US rich and poor. Most Americans 
do not believe US-led globalization benefits them 
because their income has been flat for decades.

•	 Hangover from Iraq. Americans don’t believe the 
war was worth the cost in dollars and lives. 

The United States’ allies are more divergent in their 
interests. 
There has been a change in their interest in supporting 
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US global policies. “A Germany led 
Europe is harder for the Americans to 
engage with than a France or Brittan 
led Europe.” The Germans are more 
interested in economics than security 
issues and geo-politics. Multilateral 
coalitions and policies are not of 
much interest to them. “It’s hard to 
say the Americans are leading from 
behind when the allies are further 
behind,” said Bremmer. 

Emerging markets are changing the 
economic and geopolitical world 
order. 
The emerging market footprint 
presence is becoming so much 
greater, especially China. Emerging 
markets are not following the United 
States and Europe. Instead they are acting in what is in 
their own economic best interests. This is especially true 
for China, who instead of responding to international 
cries for sanctions against Russia, is actively exploiting 
business opportunities without competition. China is also 
actively involved in Iraq. The emerging markets are not 
allied with the United States politically or economically. 

Geopolitically, the United States is in fantastic shape, 
so this policy of withdrawal is a smart market response. 
Said Bremmer, “In a world where uncertainty is small, the 
economists win.” Economists go for the growth. The US 
is not about short-term growth right now, but its stability 
and resilience promise long-term growth. When the 
geopolitical mix leads to massive uncertainty, stability is 
very attractive. 

“Economies in the world that are more stable and 
resilient will look comparatively more attractive; that 
is a reason why we’re going to continue to see 
comparatively better bets on the United States going 
forward,” stated Bremmer. Because of the political chaos 
in the world, the US is a good bet – even with its recent 
down economy. International investors are looking to 
invest their money into opportunities in the United States 
where the political climate is stable. 

“When volatility grows, when uncertainty grows, when 
the geopolitical mix has led us to a world order where 
we can no longer predict or map the way we could 10 
to 20 years ago, then you don’t desire growth. Then you 
desire stability and resilience.” n

“In a world where uncertainty is small, the economists win.” 
—Ian Bremmer



Blake Mycoskie
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F
ounder of TOMS, Blake Mycoskie 
is a visionary social entrepreneur, 
whose idea of One for One is 

changing how companies view their 
corporate social responsibilities and how 
consumers can use their purchasing 
power to make conscious and impactful 
choices. Mycoskie has developed one of 
the most emblematic companies in the 
social business space; One for One is 
recognized as one of the most innovative 
and engaging business models to emerge 
in recent years.

Social entrepreneurship reflects a new 
way of thinking about success, defined 
by work that fulfils gaining material 
accomplishment along with philanthropic 
impact and personal meaning.

Mycoskie shared the story of the creation 
of the socially conscious company 
and how the principles that provide 
the foundation to TOMS are relevant 
to organizations of every type. On 
an extended vacation in Argentina to 
recharge himself after successfully launching the United 
States’ first online drivers’ education website, he chanced 
into helping some volunteers collecting used shoes 
from wealthy families for redistribution to the poor. 
Struck by the need for something as simple as shoes and 
concerned about what would happen when the shoes 
were outgrown or worn out, Mycoskie connected with 
local shoemakers and had 250 enhanced versions of 
the local shoe made. He brought them back to the US, 
shared the shoes and his One for One idea with friends 
and family, and worked on selling his shoes. 

It was then that he learned the power of having a higher 
purpose. As he got the story behind his product out, 
people went out of their way to help him. The Calendar 

section of the LA Times, its most read section, featured 
his shoes and the One for One concept behind them. 
Within hours of the article he’d sold 2,200 pairs, and he 
had only 140 pairs in inventory... at his apartment!

Vogue picked up the story, leading him to getting calls 
from top tier retailers all around the world, and his 
business, which he was running out of his apartment 
with three unpaid interns, took off. Mycoskie sold his 
portion of his driving school company and went all in 
with TOMS. He hired people in the shoe marketing and 
shoe manufacturing arenas, and started designing more 
shoes to keep the momentum. As of today, TOMS has 
placed 35 million pairs of shoes on the feet of people in 
need all around the world. 
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This model of a for-profit 
business that is dedicated 
to helping people is a huge 
success. Mycoskie saw the 
opportunity to expand the 
model into other areas. In 2011 
he launched TOMS Eyewear, in 
which every pair of glasses sold 
results in a pair of glasses for 
an impoverished child in need. 
Additionally, he has recently 
launched TOMS Roasting 
Company, which provides fresh 
water for a week with every 
bag of coffee sold. This helps 
support the coffee farmers, 
helping the economy as a 
whole, as well as the people in 
need of clean water. 

“I believe our One for One 
model can appeal to many different industries. My dream 
is that we would partner with many great companies 
that already have the supply chains built, already know 
these businesses, and figure out a way that TOMS can 
help people incorporate giving and the many different 
products and services besides the ones we’re in today,” 
said Mycoskie.

When you’re about more than profit other businesses 
and people will want to help you succeed and be a part 
of it. Mycoskie shared how Ralph Lauren offered to help 
design shoes for him and other designers have offered 
store windows during the holiday season. People are 
drawn to the higher purpose. “They saw an opportunity 
to connect to their customers in a new way.”

You will also, when you create a higher purpose in your 
business, attract and retain amazing talent, and the 
shared purpose diffuses the petty office politics that 
happens in any business.

“When you incorporate giving or a higher purpose 
beyond profit, your customers become your greatest 
marketers.” They become evangelists for your product 
and speak about it with a passion no marketing 
department can every create. 

“Giving feels really good. That in itself is a reason to do it, 
but what I have learned is that giving not only feels good 
but it’s really good for business... and there’s nothing 
wrong with that.” n

“When you incorporate giving or a higher purpose beyond profit, 
your customers become your greatest marketers.” 

—Blake Mycoskie



Linda Hill
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L
eadership scholar and 
professor at the Harvard 
Business School, Linda Hill 

has been recognized as one of 
the world’s top management 
thinkers. Her current work 
focuses primarily on leadership, 
innovation, managing cross-
organizational relationships, and 
talent management. It is her 
belief that today’s knowledge-
intensive global economy 
demands innovation – not just 
as a competence, but also as a 
much deeper part of the culture 
of the enterprise.

She said, “If we want to 
build organizations that can 
innovate, not just once but 
time and again, we have to 
unlearn our conventional 
notions of leadership. Leading 
innovation is not about being 
the visionary. It is not about 
creating a vision and inspiring 
people to execute that 
vision. Leading innovation is 
about shaping the context in 
which all the people in your 
organization will be willing and 
able to do the very hard work of innovation.” 

For Hill, innovation is that which is new and useful. It can 
be a product, a service, a process, a way of organizing, 
or a business model. Innovation can be incremental or 
it can be breakthrough. “Innovation is not about solo 
genius; it’s about collective genius,” said Hill. Innovation 
does not just happen in an “aha” moment. Instead it is 
the result of an idea developed over time by a diverse, 
collaborative, problem-solving group. Innovation is filled 

with missteps and false starts, and is often more of a 
reconfiguration of an existing idea in a new context than 
something completely new. 

Hill’s research unveiled innovative companies as having a 
community culture and three capabilities:
•	 Creative Abrasion: Being able to create a 

marketplace of ideas through debate and discourse. 
Differences are amplified not minimized. “This is not 
about brainstorming. This about having heated but 
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constructive debates about ideas to create a robust 
portfolio of ideas. people are taught how to inquire 
and how to actively listen, but they are also taught 
how to advocate for their point of view, because 
they understand that you rarely get innovation 
without diversity and conflict. 

•	 Creative Agility: Testing and refining the portfolio 
of ideas through quick pursuit, reflection and 
adjustment. These organizations rely on discovery 
driven learning. They do not plan their way to 
a solution; they act their way to a solution very 
much like design thinking. They run a series of fast 
experiments to learn what can work.

•	 Creative Resolution: This is the hardest. Combining 
opposable ideas. No one group dominates, not 
the experts and not the bosses. There is a patient 
decision making process that allows for both ends 
and not just either or. 

People have been taught to look up for the answers. 
But that is not how innovation occurs, not if you want 
to have an organization that can innovate every day. 
The traditional pyramid must be inverted for innovation 
to be a true part of a company’s culture. “You have to 
let talented, passionate people pursue their point of 
view. Hire people who will argue with you... you want to 
encourage debate.” The leader sets the stage... they do 
not perform on it. n

“Innovation is not about solo genius; it’s about collective 
genius.” 

—Linda Hill



Daniel Gilbert
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H
arvard psychologist Dan 
Gilbert, the bestselling 
author of Stumbling on 

Happiness, offers brilliant insights 
into how and how well the 
human brain can imagine its own 
future, and about our capacity to 
predict which of those futures it 
will most enjoy.

Listed as one of the fifty most 
influential social psychologists of 
the decade by the Personality and 
Social Psychology Bulletin, Gilbert 
contends that one of the features 
that makes human beings unique 
is the interest we take in predicting 
our future. He believes it is by 
trying to exert some control over 
our futures that we attempt to be 
happy. Drawing on psychology, 
cognitive neuroscience, philosophy 
and behavioral economics he 
offers fascinating facts about the 
way our minds work and how we 
can start to better predict what will 
make us happy.

In recent years, the study of 
happiness has moved from the 
realm of philosophers and poets to 
the realm of psychology, economics and neuroscience. 
Whether as individuals concerned for our own well-
being or as managers concerned with the well-being 
of our employees, the topic of how to achieve and 
maintain happiness has become relevant for leaders 
today. Gilbert contends that humans are particularly 
inept at predicting the emotional impact of future events.

“The most likely outcome of any decision you make is 
a function of two things: the odds that this decision will 

get you what you want and the value of getting what 
you want,” said Gilbert. How much will you enjoy getting 
what you want? According to Gilbert, humans do not 
think this way. Ease of memory recall influences people’s 
perception of frequency of events. For example, we all 
think we frequently get in the slowest lane at grocery 
store checkout lines. In truth we really do not. We simply 
don’t have any reason to remember all the times we 
were in an average or fast checkout line because that is 
not as memorable as a slow line. 
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When it comes to the odds of a desired event occurring, 
people tend to be optimistic. He cited studies involving 
sports teams, longevity, avoiding accidents, maintaining 
good health. The same is true in business he said, 
citing engineers’ construction completion estimates in 
Boston Massachusetts. “The main reason psychologists 
have found that people are overly optimistic in their 
predictions is because most of us think about the ways 
in which our plans can succeed, and we think very little 
about how they can fail,” said Gilbert. 

When people calculate odds they are wildly optimistic. 
We have an aversion to uncertainty, such an aversion 
that we will pay to avoid it. But Gilbert says as tough as 
it is to calculate odds, calculating value is much more 
difficult than calculating odds. 

Always ask yourself: “What else could I do with this 
money?” Because this is so difficult, people instead 
compare with past experience. If something looks like 
a bad deal based on what the price used to be most 
people will not buy it, no matter how much they want it. 

The difficulty of comparing with the possible is that our 
brains work on a comparison basis. People prefer to 
buy in the middle of a range. There is no rational reason 
to do so, but our brains are wired to compare to other 
possibilities. The problem is the items being compared to 
disappear before enjoyment of the purchase can be had. 
Gilbert cited a study where people would rather have a 

job where they earned $90,000 while their co-workers 
earned $85,000 than the same job where they earned 
$100,000 while their co-workers earned $105,000. The 
study showed most people would choose to earn less 
rather than be paid less than their co-workers, despite 
the fact that the job is the same and they could have 
more money for doing the same job. 

Gilbert offered these questions to ask yourself as 
guidance on how to start making better personal and 
professional decisions:
Errors in Odds
•	 The Imaginability Error: Have I used my imagination 

or have I let it use me?
•	 The Optimism Error: Have I contemplated failure as 

well as success?
•	 Uncertainty Aversion: Am I paying more for certainty 

than uncertainty would cost me?

Errors in Value
•	 The Change Bias: Does yesterday really matter 

today?
•	 Disappearing Comparisons: Will today really matter 

tomorrow?

“Our brains are adapted for a world in which we no 
longer live,” said Gilbert. The world is wildly complex 
and our intuitions are not designed for it. We must 
navigate by thinking simply, clearly and rationally 
advised Gilbert. n

“Our brains are adapted for a world in which we no longer live.” 
—Daniel Gilbert



Simon Sinek
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S
imon Sinek is fascinated by leaders and companies 
that make the greatest impact in the world, 
discovering some remarkable patterns of how they 

think, act and communicate. He applies evolutionary 
theory to management in order to teach leaders and 
organizations how to inspire their people. Through his 
analysis of the evolutionary roots of leadership he has 
arrived at a greater understanding as to how we go 
about creating environments in which people naturally 
work together to do remarkable things. 

Human biology has not changed in thousands of years, 
but our environment certainly has. In workplaces where 
cynicism, paranoia and self-interest can be rife, great 
leaders sacrifice their own comfort for the good of those 
in their care. Sinek cited examples of where the military 
could teach corporations a great deal about leadership. 
The first example was the story of a pilot who flew into 

conditions no one would expect him to fly into. The 
pilot’s reasoning was simply, “They would have done it 
for me.” The second example was how in the Marines 
the higher one’s rank, the further back in the food line 
they go. The reasoning is that the officers make sure 
their men are cared for before they are. They believe 
leadership is a responsibility, not a perk. 

Sinek said, “In the military they give medals to people 
who are willing to sacrifice themselves so that others 
may gain. In business we give bonuses to people who 
are willing to sacrifice others so that we may gain.” 
Sinek wondered why we don’t get to work with people 
with the mindset of the military. Initially, he figured they 
were simply better people and they were drawn to the 
military’s notion of service. But the more he studied the 
question he realized it was not the people – it was the 
environment. “We are social animals and we respond 
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to the environments we’re in. You can take a good 
person and put them in a bad environment and they’ll 
be capable of doing bad things. Likewise, you can take 
somebody that society has given up on, someone who 
may have even done bad things, and if you put them in a 
good environment, they’re capable of doing remarkable 
things,” said Sinek.

As social animals, we need each other, and we tend 
to conform to the group’s ideals. We behave in ways 
that lead to acceptance by the group and therefore 
feel safe with that group. “When we feel we are in a 
circle of safety we naturally combine our efforts, face 
the dangers and seize the opportunities together,” said 
Sinek. This feeling of safety is a product of environment. 
Leaders set the environment. Leaders set the tone. “If 
you work in a company where it is standard practice to 
send CYA emails. This means you work in a company 
where people don’t feel safe in their own company and 
feel forced to spend time and energy out of their day to 
protect themselves... from each other.” These feelings 
cause us to take time and energy away from protecting 
the company from outside dangers and instead protect 
ourselves from our own leadership. Ultimately, this hurts 
the entire organization. 

Corporate vision statements are useless, according to 
Sinek. The problem is they are not specific enough. 
People need to be able to see progress toward a 
goal, but abstract vision statements do not allow for 
that. People want the dopamine hit that comes with 
achievement. “In an unbalanced corporate environment 
in which the only means in which we incentivize our 
people is to give them the goal and give them a bonus, 
we can create an environment where people are actually 
addicted to performance. These are the unhealthiest 
environments in the world for human beings to work. 
We become so obsessed with making the numbers and 
getting that dopamine hit that we, like all addicts, will 
beg, borrow and steal to get it. We will stab each other in 
the back, and we certainly don’t trust each other and we 
certainly don’t cooperate,” said Sinek. 

Serotonin is the leadership chemical and can be created 
through face-to-face public recognition that makes one 
feel valuable to the group. When leaders look to create 
serotonin enhancing moments the recipient will feel 
grateful and will seek to repeat the behavior to receive 
more. Leaders who lead this way are viewed as selfless 
and are much more appreciated by the group. This type 
of leader is viewed as sacrificing their interests by not 
taking the credit for themselves and giving it to another. 
The recipient of this “gift” will want to make the giver 
proud and will feel protective of them. 

“The cost of leadership is self interest,” said Sinek. The 
leader is expected to protect the group from danger. 
Historically, the danger would be from a ferocious 
animal, but in today’s world the danger would be from 
another business or a loss of revenue. Great leaders 
are expected to sacrifice their own bonus or salary to 
protect the jobs and salaries of their employees. The 
employees never begrudged the leaders their higher 
wages and better offices because the understanding was 
the leader would step in the way of danger if it came. 
The leader who, when times are tough, steps aside 
and allows his employees to get sacrificed violates the 
human definition of what it means to be a leader. Great 
leaders would never sacrifice people for the numbers. 
They sacrifice the numbers to save the people.

The choice to be a leader is a lifestyle decision; it 
means you are willing to take care of others. “When the 
environment is that we feel our leaders would sacrifice 
their interests to look after us, we reward them with our 
love and loyalty, and we will work with blood, sweat and 
tears to see their vision come to life. But if we suspect 
that leader operates for self-interest and self gain and 
would throw us under the bus to get it... we respond 
exactly the same way to protect ourselves.” n



Gary Kasparov

26

A 
legend in the world of chess, Gary Kasparov came 
to international fame as the youngest world chess 
champion in history in 1985 at the age of 22, and 

spent 20 years as the world’s top ranked player and is 
regarded by many as the greatest chess player in history. 
Since retiring from chess in 2005, he has become an 
outspoken voice in the pro-democracy movement in 
Russia and a powerful advocate of education and human 
rights around the world.

Kasparov offers unique perspectives on effective strategic 
and creative thinking along with the state of strategic 
leadership today, and how to maintain peak mental 
performance under intense pressure. He said, “There is 
no universal recipe. It is very personal based on personal 
assessment. But when under threat, one must understand 
the old ways aren’t working and new ways are needed.” 
History will portray the United States as lacking strategic 
leadership in what is occurring in Russia and in other 
countries who are opposed to the values of the free world. 

In general, Kasparov is calling for a return to what he 
calls “old ways,” which is why he advocates for a return 
to an explorer’s mentality. “We’ve stopped looking 
for new frontiers,” he said. Kasparov lamented that 
today’s creative minds are focused on making a better 
smartphone. “We have to show everyone that we are 
still leaders and not just consumers,” said Kasparov. 
Instead, he wants them focused on revitalizing the space 
program and alleviating world hunger. Also, he believes 
there are many necessary advances in education to be 
made. The classroom is not moving fast enough from 
the teachers as the disseminators of knowledge. “We 
still have the same classroom as in the 19th century, and 
for the kids from under-privileged class, the long break 
in the summer is unproductive. Drastic changes are 
needed to meet the challenges of the 21st century.”

Kasparov does not believe one segment is responsible 
for the shift in what we consider innovation. It is more 
of a cultural shift he said. Simply looking at the science 
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fiction genre shows the shift said Kasparov. Science 
fiction is no longer showing positive and utopian 
futuristic just societies that are based on scientific 
developments. Instead, it is magic and dystopias. 
Kasparov believes in the 1960s and 1970s energy was 
shifted from exploration to righting our social problems, 
and in the post Cold War era the focus moved to 
building better gadgets. “The only way to guarantee 
failure is to stand still,” said Kasparov, and he believes in 
terms of innovation we are standing still, too focused 
on gadgets and software at the expense of exploration, 
human intuition, and world leadership. 

The political problems the world is facing will not 
be solved by better smartphones. The dictators and 
terrorists do not need these things. We are distracted 
from chasing advances which will actually help the 
world’s problems. Pursuing space exploration Kasparov 

said is something we must get back to. The periphery 
advances of getting people to Mars and back is where 
we can actually help the world.

“We have replaced the values of risk and innovation 
with the values of safety and incremental change,” said 
Kasparov. Economically, scientifically, and culturally we 
have turned into a culture of maintaining the status quo. 
Companies are more interested in protecting the existing 
patterns than in R&D to create revolutionary ideas. “Not 
taking risks is riskier today. The longer you postpone 
taking risks, the harder it gets,” said Kasparov. “Everything 
which is brand new is risky by definition.”

“I believe we can change our course and rediscover the 
path of innovation and risk,” said Kasparov, “We must. We 
have no other choice. We need to fight for the future.” n

“We have to show everyone that we are still leaders and not just 
consumers.” 

—Gary Kasparov
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