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Synopsis:  Profiles successful entrepreneurs who are promoting their companies by challenging outdated practices, revealing how they have developed large-scale ideas, promoted products and services of high value, and consistently increased their own knowledge bases.
PART 1: RETHINKING COMPETITION Not Just a Company, a Cause: Strategy as Advocacy:
What ideas is your company fighting for? • Can you play competitive hardball by throwing your rivals a strategic curveball? • Changing the channel: The one-of-a-kind network that transformed television. Competition and Its Consequences: Disruptors, Diplomats, and a New Way to Talk about Business:  Can you be provocative without provoking a backlash? • Why strategic innovators develop their own vocabulary of competition. • Winning on purpose: The values-driven ad agency that carves its beliefs into the floor. Maverick Messages (I): Sizing Up Your Strategy: Why “me-too” won’t do: Make-or-break questions about how you and your organization compete.

Five Questions about your Company’s Strategy:

1) Do you have a distinctive and disruptive sense of purpose that sets you apart from your rivals?

2) Do you have a vocabulary of competition hat is unique to your industry and compelling to your employees and customers?

3) Are you prepared to reject opportunities that offer short term benefits but distract your organization from its long term mission?

4) Can you be provocative without provoking a backlash?

5) If your company went out of business tomorrow, would really miss you, and why?

PART 2: REINVENTING INNOVATION Ideas Unlimited: Why Nobody Is as Smart as Everybody: How to persuade brilliant people to work with you, even if they don't work for you. • Why grassroots collaboration requires head-to-head competition. • Eureka! How one open-minded leader inspired the ultimate Internet gold rush. Innovation, Inc.: Open Source Gets Down to Business: Have you mastered the art of the open-source deal? • Why smart leaders “walk in stupid every day.” • Bottom-up brainpower: How a 170-year-old corporate giant created a new model of creativity. Maverick Messages (II): Open-Minding Your Business: Shared minds: The design principles of open-source leadership.

· Many minds are smarter than one. A system that rewards an influx of ideas from all workers would tap the highest percentage of available brain power. Creating the next great intellectual property is not the big prize... the big prize is figuring out a system through which to consistently access the next great IP from the guy down the hall and reward him for his work.

1) Keep the focus narrow and tightly defined: Free form brainstorming can often be vague and unproductive. Define problems concisely and identify specific goals.

2) Keep broadening the range of participants: Lots of different kinds of people will yield up useful ideas. Don’t limit your inquiries to specialists within your industry.

3) Keep it Fun: Creativity is as much about emotion as invention. Keep participants charged up through stimulation, incentive and competition.

4) Don’t keep all the Benefits to Yourself: You won’t get the best ideas unless you are willing to give back. Rewards can come in many forms: a) Money b) Recognition c) Career Advancement d) Opportunity for interaction with the best and brightest. E) Skills advancement.

5) Keep Challenging Yourself to be More Open to New Ideas and New Ways of Leading: Open source innovation does not diminish the importance of executive leadership. Ask yourself: a) Am I the kind of person with whom smart people want to work and contribute ideas? Can I conduct myself as openly and transparently as the participants in my project? Can I demonstrate personal strength and charisma along with intellectual humility?

· Discovering what incentivizes employees is just as important as discovering how they work. Creating incentives based on supposition is a bad practice.
· It is also important to constantly remind workers of incentives and to visibly reward when you promise to do so.
· Imagination is contagious. Space should be set aside for people to display whatever it is that inspires them. Giving workers a public forum to display creative work would imbue the company with creative energy. One person's exhibit of art might spark another person's next big idea. 

PART 3: RECONNECTING WITH CUSTOMERS From Selling Value to Sharing Values: Overcoming the Age of Overload
If your products are so good, why are your customers so unhappy? • How to build a cult brand in a dead business. • “Our customer is our category”—the retailer that sells a sense of identity. Small Gestures, Big Signals: Outstanding Strategies to Stand Out from the Crowd • Do you sell where your customers are—and your competitors aren’t? • Warm and scuzzy: How Howard Stern became the world’s most unlikely teddy-bear salesman. Why the company with the smartest customers wins. Maverick Messages (III): Building Your Bond with Customers • Brand matters: The new building blocks of cutting-edge marketing.  

· Customer Service – Three realities persist among all business models: Over supply, over capacity and total sensory overload. Companies are selling too much of everything. “The foundation of the Brand is a psychological contract – the contract between the company and it’s employees and the contract between the employees and the customers” 

· It is a good practice to maintain an underground culture that shares a knowledge base of secrets that your Company does not advertise. This creates community, a sense of inside scooping and gets the customer to sell an experience of your Company that is personal and meaningful to them. 

· The customer is a friend of the company. We should never build anything to sell to them. Rather, we should be building an experience we would want to share with our friends.

· Success can’t be achieved if it not measureable. Metrics for success must be defined at the beginning of every endeavor to keep every team member on target.

· A social online environment must exceed our customer’s desire to emotionally connect with other members. Exceed means that we must anticipate how to facilitate relationships when they become emotionally charged. How can we help customers to express playfulness, friendship, love? Or frustration, anger or loathing? If the customer can express all of these emotions outwardly through actions, clothing, and decorations, we will build a community that truly loves the product and will become advocates of the product.

· Cranium designs games around moments: they envision the context in which the game is played and then engineer to meet that circumstance. E.G.: a15 minute rainy day interaction between mother and child. A “turn off the TV moment for the whole family. 

· Design elements in games rely on Touchstones: icons that are emotionally charged with memories. Cupcakes are touchstones that remind us of birthdays. Corn on the cob is a touchstone that reminds us of childhood. Tickets are touchstones that remind us of concerts. 
· Building a bond with your Customers:

1) There’s always a demand for something distinctive. Don’t worry about what other companies are doing – worry about what you can do for your customers.

2) Not all customers are created Equal. You can’t appeal to all customers. The key to success is to identify and focus on a narrow band of customers. In fact, a measureable test of commitment to your most important customers is how fearless you are about ignoring customers who aren’t central to your company’s mission.

3) Brand is Culture, Culture is Brand. There is a direct connection between a company’s identity in the marketplace (how it relates to customers) and its performance in the workplace (how it relates to employees). You can measure the health and success of a company by measuring the growth of the company culture. 

4) Advertising to the Customer is not the same as connecting with the customer. Advertising will not allow you to send meaningful messages to the marketplace. Connecting to customers and inspiring viral word of mouth avocation of your company will surpass the benefits of most advertising campaigns for a fraction of the cost. 

5) When it comes to creating brand value, dollars and cents thinking doesn’t always make sense. Maximizing value to the customer is more important than minimizing expenses.  
PART 4: REDESIGNING WORK   The Company You Keep: Business as if People Mattered: Can you attract more than your fair share of the best talent in your field. • How to find great people who aren’t looking for you. • Building the character of competition: Why the world’s friendliest airline unleashes the “warrior spirit” in its workforce. People and Performance: Stars, Systems, and Workplaces That Work - The first law of leadership: “Stars don’t work for idiots.” • How free agents become team players. • From bureaucracy to adhocracy: The many merits of a messy workplace. Maverick Messages (IV): Practicing Your People Skills: Hiring test: Is your design for the workplace as distinctive as your designs on the marketplace?

· Business as if people mattered means giving your employees a path towards excellence. Creating an arena for innovation and career mobility will create a viral company culture of vitality that will translate to your products. 

· The Character of Competition: “Why would great people want to work here? (Money excluded)” What is it about the ideas your company stands for, its point of view in the marketplace, the ways in which employees interact with customers or collaborate with one another, that becomes irresistible to the best people in the industry?  

· The best companies focus on both Stars and Systems. Malcolm Gladwell on the topic of Systems: “The broader failing of McKinsey and its acolytes at Enron is their assumption that an organization’s intelligence is simply a function of the intelligence of its employees. They believe in stars, because they don’t believe in systems. In a way, that’s understandable, because our lives are so obviously enriched by individual brilliance. Groups don’t write great novels, and a committee didn’t come up with the theory of relativity. But companies work by different rules. They don’t just create; they execute and compete and coordinate the efforts of many different people, and the organizations that are most successful at that task are the ones where the system is the star.” Not every great performer is a great fit with the ideas that animate an organization. But organizations that are content to fill their ranks with unremarkable performers aren’t likely to achieve remarkable performances. 

· Humbition: (n., etym. IBM’s Extreme Blue) – The subtle blend of humility and ambition that drives the most influential innovators in the business. “Be ambitious, be a leader, but do not belittle others in your pursuit of your ambitions.”

· Rule of Crappy People: Passing on Bad candidates is easy. The hard part is passing on Good people when you should be waiting for Great people.

· Rule of Stars: Stars don’t work for idiots. As you raise the quality of your talent, you must also raise the quality of your management and improve the conditions under which they can do great work. 

· How do you do art as a team sport? Pixar University created an organization in which employees from different levels and disciplines get the chance to learn together, experiment together and solve problems together. It creates conditions under which people can do their best work without embracing a destructive culture of overwork. 

· Power does not reside in position – it comes from influence and the ability to engineer consensus in terms of the participation and support required to get things done.

· SEI’s embrace of managed chaos of team oriented production makes implicit what everyone in a large organization already knows: Formal lines of authority rarely determine how things actually get done. Most creativity happens in spite of the organization, not because of it. Successful innovators don’t ask for the most resources or the strictest oversight; they ask for the most room to maneuver and the fewest bureaucratic hurdles.

· Teach your employees the nuts and bolts of your business. Not only should they know what game they are making, they should know what business they are in. Advertise progress and promote transparency.

Maverick Messages IV:

1) Why should great people join your organization? Here are Google’s answers (note the absence of monetary reward):

1. Lend a helping hand. With millions of visitors every month, Google has become an essential part of everyday life - like a good friend - connecting people with the information they need to live great lives.

2. Life is beautiful. Being a part of something that matters and working on products in which you can believe is remarkably fulfilling.

3. Appreciation is the best motivation, so we've created a fun and inspiring workspace you'll be glad to be a part of, including on-site doctor and dentist; massage and yoga; professional development opportunities; on-site day care; shoreline running trails; and plenty of snacks to get you through the day.

4. Work and play are not mutually exclusive. It is possible to code and pass the puck at the same time.

5. We love our employees, and we want them to know it. Google offers a variety of benefits, including a choice of medical programs, company-matched 401(k), stock options, maternity and paternity leave, and much more.

6. Innovation is our bloodline. Even the best technology can be improved. We see endless opportunity to create even more relevant, more useful, and faster products for our users. Google is the technology leader in organizing the world’s information.

7. Good company everywhere you look. Googlers range from former neurosurgeons, CEOs, and U.S. puzzle champions to alligator wrestlers and former-Marines. No matter what their backgrounds Googlers make for interesting cube mates.

8. Uniting the world, one user at a time. People in every country and every language use our products. As such we think, act, and work globally - just our little contribution to making the world a better place.

9. Boldly go where no one has gone before. There are hundreds of challenges yet to solve. Your creative ideas matter here and are worth exploring. You'll have the opportunity to develop innovative new products that millions of people will find useful.

10. There is such a thing as a free lunch after all. In fact we have them every day: healthy, yummy, and made with love.

2) Do you know a great person when you see one? Do you know what values make our star performers tick – and how to find more performers who share those attributes? Can you write a manual (Staying Extreme) that explains the most productive way for stars to make a difference in our organization?

3) Can you find Great People who aren’t looking for you? Can you fashion a want ad that captures the new-fangled ideas around how your workplace is organized? 

4) Are you great at teaching great people how your organization works and wins? “Measure and Display” a) Project level b) Company Financial level c) Company Social level (bios). Make a company Intranet with great tools!

5) Does your organization work as distinctively as it competes? As you fill your organization with stars, it’s up to you to keep them aligned – to master the interaction between stars and systems that define everyday life at your organization.

