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Transformational	
  Stories	
  
Start	
  with	
  Why	
  –	
  By:	
  Simon	
  Sinek	
  
The	
   goal	
   was	
   ambitious.	
   Public	
   interest	
  
was	
   high.	
   Experts	
   were	
   eager	
   to	
  
contribute.	
  Money	
  was	
  readily	
  available.	
  
	
  
Armed	
  with	
  every	
  ingredient	
  for	
  success,	
  
Samuel	
   Pierpont	
   Langley	
   set	
   out	
   in	
   the	
  
early	
  1900s	
  to	
  be	
  the	
  first	
  man	
  to	
  pilot	
  an	
  
airplane.	
   Highly	
   regarded,	
   he	
   was	
   a	
  
senior	
   officer	
   at	
   the	
   Smithsonian	
  
Institution,	
  a	
  mathematics	
  professor	
  who	
  
had	
   also	
   worked	
   at	
   Harvard.	
   His	
   friends	
  
included	
  some	
  of	
  the	
  most	
  powerful	
  men	
  
in	
   government	
   and	
   business,	
   including	
  
Andrew	
  Carnegie	
  and	
  Alexander	
  Graham	
  
Bell.	
   Langley	
  was	
   given	
   a	
   $50,000	
   grant	
  
from	
   the	
   War	
   Department	
   to	
   fund	
   his	
  
project,	
  a	
  tremendous	
  amount	
  of	
  money	
  
for	
  the	
  time.	
  He	
  pulled	
  together	
  the	
  best	
  
minds	
  of	
  the	
  day,	
  a	
  veritable	
  dream	
  team	
  
of	
  talent	
  and	
  know-­‐how.	
  Langley	
  and	
  his	
  
team	
   used	
   the	
   finest	
   materials,	
   and	
   the	
  
press	
   followed	
   him	
   everywhere.	
   People	
  
all	
   over	
   the	
   country	
   were	
   riveted	
   to	
   the	
  
story,	
   waiting	
   to	
   read	
   that	
   he	
   had	
  
achieved	
  his	
   goal.	
  With	
  his	
   team	
  he	
  had	
  
gathered	
   ample	
   resources;	
   his	
   success	
  
was	
  guaranteed.	
  

Or	
  was	
  it?	
  
	
  
A	
   few	
   hundred	
   miles	
   away,	
   Wilbur	
   and	
  
Orville	
   Wright	
   were	
   working	
   on	
   their	
   own	
  
flying	
  machine.	
   Their	
   passion	
   to	
   fly	
  was	
   so	
  
that	
   it	
   inspired	
   the	
   enthusiasm	
   and	
  
commitment	
   of	
   a	
   dedicated	
   group	
   in	
   their	
  
hometown	
   of	
   Dayton,	
   Ohio.	
   There	
   was	
   no	
  
funding	
   for	
   their	
   venture.	
   No	
   government	
  
grants.	
   No	
   high-­‐level	
   connections.	
   Not	
   a	
  
single	
  person	
  on	
  the	
  team	
  has	
  an	
  advanced	
  
degree	
   or	
   even	
   a	
   college	
   education,	
   not	
  
even	
  Wilbur	
  or	
  Orville.	
  But	
  the	
  team	
  banded	
  
together	
  in	
  a	
  humble	
  bicycle	
  shop	
  and	
  made	
  
their	
   vision	
   real.	
   On	
   December	
   17,	
   1903,	
   a	
  
small	
   group	
   witnessed	
   a	
   man	
   take	
   a	
   flight	
  
for	
  the	
  first	
  time	
  in	
  history.	
  
	
  
How	
   did	
   the	
   Wright	
   brothers	
   succeed	
  
where	
   a	
   better-­‐equipped,	
   better-­‐funded	
  
and	
  better-­‐educated	
  team	
  could	
  not?	
  
	
  
It	
  wasn’t	
  luck.	
  Both	
  the	
  Wright	
  brothers	
  and	
  
Langley	
  were	
  highly	
  motivated.	
  Both	
  had	
  a	
  
strong	
  work	
   ethic.	
  Both	
  had	
   keen	
   scientific	
  
minds.	
  They	
  were	
  pursuing	
  exactly	
  the	
  same	
  

goal,	
   but	
   only	
   the	
   Wright	
   brothers	
   were	
  
able	
   to	
   inspire	
   those	
   around	
   them	
   and	
  
truly	
   lead	
   their	
   team	
   to	
   develop	
   the	
  
technology	
   that	
  would	
   change	
   the	
  world.	
  
Only	
   the	
   Wright	
   brothers	
   started	
   with	
  
Why?	
  
	
  
What	
  if	
  we	
  could	
  all	
  learn	
  to	
  think,	
  act,	
  and	
  
communicate	
   like	
   those	
   who	
   inspire?	
   I	
  
imagine	
   a	
   world	
   in	
   which	
   the	
   ability	
   to	
  
inspire	
   is	
   practiced	
   not	
   just	
   by	
   a	
   chosen	
  
few,	
   but	
   by	
   the	
   majority.	
   Studies	
   show	
  
that	
  over	
  80	
  percent	
  of	
  Americans	
  do	
  not	
  
have	
  their	
  dream	
  job.	
  If	
  more	
  knew	
  how	
  to	
  
build	
   organizations	
   that	
   inspire,	
   we	
   could	
  
live	
  in	
  a	
  world	
  in	
  which	
  that	
  statistic	
  could	
  
be	
   reversed.	
   People	
   who	
   love	
   going	
   to	
  
work	
   are	
   productive	
   and	
   more	
   creative.	
  
They	
   go	
   home	
   happier	
   and	
   have	
   happier	
  
families.	
   They	
   treat	
   their	
   colleagues	
   and	
  
clients	
   and	
   customers	
   better.	
   Inspired	
  
employees	
   make	
   for	
   stronger	
   companies	
  
and	
  stronger	
  economies.	
  	
  
	
  
For	
  those	
  who	
  have	
  an	
  open	
  mind	
  for	
  new	
  
ideas,	
   who	
   seek	
   to	
   create	
   long-­‐lasting	
  
success	
  and	
  who	
  believe	
  that	
  your	
  success	
  
requires	
   the	
   aid	
   of	
   others,	
   I	
   offer	
   this	
  
challenge.	
  From	
  now	
  on,	
  start	
  with	
  Why.	
  
	
  

Michael	
  J.	
  Stabile,	
  Ph.D.	
  	
  	
  
mstabile@futurenowed.com	
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the	
  inside	
  and	
  out,	
  the	
  WHY	
  is	
  offered	
  as	
  the	
  reason	
  to	
  buy	
  
and	
  the	
  WHAT	
  serves	
  as	
  the	
  tangible	
  proof	
  of	
  that	
  belief.	
  	
  
	
  
Consumers	
  and	
  investor	
  are	
  completely	
  at	
  ease	
  with	
  Apple	
  
offering	
  so	
  many	
  different	
  products	
  in	
  so	
  many	
  categories.	
  
It’s	
   not	
   WHAT	
   Apple	
   does	
   that	
   distinguishes	
   them.	
   It	
   is	
  
WHY	
  they	
  do	
  it.	
  Their	
  products	
  give	
  life	
  to	
  their	
  cause	
  and	
  
everything	
  they	
  do	
  works	
  to	
  demonstrate	
  their	
  WHY.	
   
	
  
Apples	
   competitors	
   lost	
   their	
   cause;	
   they	
   turned	
   from	
  
companies	
  with	
  a	
  cause	
  into	
  a	
  company	
  that	
  sold	
  products.	
  
And	
   when	
   that	
   happens,	
   price,	
   quality,	
   service	
   and	
  
features	
   become	
   the	
   primary	
   currency	
   to	
   motivate	
   a	
  
purchase	
   decision.	
   At	
   that	
   point	
   a	
   company	
   and	
   its	
  
products	
  have	
  become	
  commodities.	
   
	
  
A	
   company	
   doesn’t	
   have	
   to	
   have	
   the	
   best	
   product;	
   they	
  
just	
   need	
   to	
   be	
   good	
   or	
   very	
   good.	
   Better	
   or	
   best	
   is	
   a	
  
relative	
   comparison.	
  Without	
   first	
  understanding	
  of	
  WHY,	
  
the	
  comparison	
  itself	
  is	
  of	
  no	
  value	
  on	
  the	
  decision	
  maker.	
   
	
  
Macs	
   are,	
   in	
   practice,	
   only	
   better	
   for	
   those	
   who	
   believe	
  
what	
  Apples	
  believe.	
  Those	
  people	
  who	
  share	
  Apple	
  ́s	
  WHY	
  
believe	
  they	
  their	
  products	
  are	
  objectively	
  better.	
   
If	
  a	
  customer	
  feels	
  inspired	
  rather	
  than	
  manipulated	
  to	
  buy	
  
a	
  product,	
   they	
  will	
   be	
   able	
   to	
   verbalize	
   the	
   reasons	
  why	
  
they	
  think	
  what	
  they	
  bought	
  is	
  better.	
   
It	
   is	
  the	
  cause	
  that	
  is	
  represented	
  by	
  the	
  company,	
  brand,	
  
product	
  or	
  person	
  that	
  inspires	
  loyalty.	
  	
  
 
Instead	
  of	
  asking	
  “WHAT	
  should	
  we	
  do	
   to	
  compete?”	
   the	
  
questions	
  must	
  be	
  asked,	
  “WHY	
  did	
  we	
  start	
  doing	
  WHAT	
  
we	
   ́re	
   doing	
   in	
   the	
   first	
   place,	
   and	
  WHAT	
   can	
  we	
   do	
   to	
  
bring	
   our	
   cause	
   to	
   life	
   considering	
   all	
   the	
   technologies	
  
and	
  market	
  opportunities	
  available	
  today?”	
   
	
  

The	
  Golden	
  Circle	
  
	
  

By:	
  Simon	
  Sinek	
  

	
  
The	
   golden	
   circle	
   finds	
   order	
   and	
   predictability	
   in	
   human	
  
behavior.	
  Put	
  simply,	
  it	
  helps	
  us	
  understand	
  why	
  we	
  do	
  what	
  
we	
  do.	
   

	
  
WHAT:	
   every	
   single	
  
company	
  on	
  the	
  planet	
  
knows	
  what	
  they	
  do.	
  	
  
 
HOW:	
   are	
   often	
   given	
  
to	
   explain	
   how	
  
something	
   is	
   different	
  
or	
   better,	
   like	
   USP	
   or	
  

value	
  proposition.	
  	
  
 
WHY:	
   very	
   few	
   people	
   can	
   clearly	
   articulate	
   why	
  
they	
  do	
  what	
  they	
  do	
  –	
  what	
  is	
  your	
  purpose,	
  cause	
  
or	
  belief?	
  When	
  most	
   companies	
  and	
  people	
   think,	
  
act	
  or	
  communicate	
   they	
  do	
  so	
   from	
  the	
  outside	
   in	
  
from	
  WHAT	
  to	
  WHY.	
  	
  
 

Apple	
  if	
  they	
  were	
  like	
  everyone	
  else:	
   
We	
   make	
   great	
   computers.	
   They	
   are	
   beautiful	
   designed,	
  
simple	
  to	
  use	
  and	
  user-­‐friendly.	
  Want	
  to	
  buy	
  one?	
   
	
  
How	
  Apple	
  actually	
  communicate:	
   
Everything	
  we	
  do,	
  we	
  believe	
   in	
   challenging	
   the	
  status	
  quo.	
  
We	
  believe	
  in	
  thinking	
  differently.	
  The	
  way	
  we	
  challenge	
  the	
  
status	
   quo	
   is	
   by	
  making	
   our	
   products	
   beautifully	
   designed,	
  
simple	
   to	
   use	
   and	
   user-­‐friendly.	
   And	
   we	
   happen	
   to	
   make	
  
great	
  computers.	
  Want	
  to	
  buy	
  one?	
   
	
  
Apple	
  simply	
  doesn’t	
  reverse	
  the	
  order	
  of	
  information;	
  their	
  
message	
  starts	
  with	
  WHY,	
  a	
  purpose,	
  cause	
  or	
  belief	
  that	
  has	
  
nothing	
   to	
   do	
   with	
   WHAT	
   they	
   do.	
   What	
   they	
   do	
   –	
   the	
  
products	
   that	
   they	
   make,	
   from	
   computers	
   to	
   small	
  
electronics	
   –	
   no	
   longer	
   serves	
   as	
   the	
   reason	
   to	
   buy,	
   they	
  
serve	
  as	
  the	
  tangible	
  proof	
  of	
  their	
  cause.	
  People	
  don’t	
  buy	
  
what	
  you	
  do;	
  they	
  buy	
  why	
  you	
  do	
  it.	
   
	
  
Organizations	
  use	
  the	
  tangible	
  features	
  and	
  benefits	
  to	
  build	
  
a	
  rational	
  argument	
  for	
  why	
  their	
  company,	
  product	
  or	
  idea	
  
is	
  better	
  than	
  another.	
  Companies	
  try	
  to	
  sell	
  us	
  WHAT	
  they	
  
do,	
  but	
  we	
  buy	
  WHY	
  they	
  do	
  it.	
  When	
  communicating	
  from	
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In	
  short,	
  they	
  must	
  develop	
  the	
  leader	
  in	
  everyone.	
  	
  
	
  
•	
  Tension	
  Between	
  Definitions	
  of	
  Success.	
  	
  
Leadership	
   is	
  both	
   local	
  and	
  global.	
  Acts	
  of	
   credible	
   leadership	
  
come	
  in	
  all	
  sizes.	
  You	
  can	
  lead	
  people	
  to	
  change	
  the	
  world,	
  the	
  
state,	
   the	
   community,	
   the	
  work-­‐	
   place,	
   the	
   neighborhood	
   and	
  
the	
  family.	
  Or	
  you	
  can	
  just	
  lead	
  yourself	
  to	
  change.	
  Leadership	
  is	
  
also	
   transitory	
   and	
   most	
   often	
   lasts	
   a	
   relatively	
   short	
   time.	
  
There	
   are	
   those	
   whose	
   influence	
   has	
   spanned	
   centuries	
   and	
  
crossed	
  continents,	
  but	
  they	
  are	
  not	
  the	
  only	
  ones	
  who	
  have	
  led.	
  
Those	
  whose	
   influence	
  has	
  spanned	
  only	
  a	
   few	
  days	
  and	
  a	
   few	
  
blocks	
   can	
   still	
   have	
   taken	
   people	
   to	
   places	
   they	
   have	
   never	
  
been	
  before.	
  	
  
	
  
So	
  what	
  defines	
  success?	
  When	
  it	
  comes	
  to	
  leadership,	
  perhaps	
  
the	
   most	
   appropriate	
   response	
   is	
   the	
   one	
   adopted	
   by	
   such	
  
organizations	
  as	
   the	
  Scouts	
  and	
   the	
  Sierra	
  Club.	
  Whether	
  your	
  
leadership	
   is	
   confined	
   to	
   your	
   own	
   25	
   square	
   feet	
   of	
  
campground	
  or	
  extends	
  to	
  the	
  plant’s	
  250,000	
  square	
  feet	
  or	
  to	
  
the	
   corporation’s	
   2,500,000	
   square	
   feet,	
   success	
   is	
   leaving	
   the	
  
place	
  better	
  than	
  you	
  found	
  it.	
  	
  
	
  
The	
  more	
  we	
  study	
   leadership,	
   the	
  more	
  we’re	
  persuaded	
   that	
  
leadership	
  development	
   is	
  not	
   simply	
  about	
   skill	
   development.	
  
It’s	
   also	
   about	
   character	
   development.	
   Building	
   upon	
   previous	
  
wisdom,	
  we	
  offer	
  this	
  poetic	
  inspiration:	
  	
  
	
  

Be	
   careful	
   of	
   your	
   thoughts,	
   for	
   your	
   thoughts	
   become	
  
your	
  words;	
  	
  
Be	
   careful	
   of	
   your	
   words,	
   for	
   your	
   words	
   become	
   your	
  
deeds;	
  	
  
Be	
   careful	
   of	
   your	
   deeds,	
   for	
   your	
   deeds	
   become	
   your	
  
habits;	
  	
  
Be	
   careful	
   of	
   your	
   habits,	
   for	
   your	
   habits	
   become	
   your	
  
character;	
  	
  
Be	
  careful	
  of	
  your	
  character,	
   for	
  your	
  character	
  becomes	
  
your	
  destiny.	
  	
  
Be	
  careful	
  of	
  your	
  leadership,	
  for	
  your	
  leadership	
  becomes	
  
your	
  legacy.	
  	
  

	
  
Read	
   these	
   six	
   simple	
   lines	
   at	
   the	
   start	
   of	
   every	
   day.	
   They	
  will	
  
remind	
   you	
   that	
  what	
   you	
  do	
   as	
   a	
   leader	
   begins	
   in	
   your	
  mind,	
  
gets	
  expressed	
  in	
  your	
  words	
  and	
  then	
  gets	
  translated	
  into	
  your	
  
actions.	
   Over	
   time	
   those	
   actions	
   become	
   who	
   you	
   are,	
  
determine	
   the	
   credibility	
   you	
   earn	
   and	
   shape	
   the	
   legacy	
   you	
  
leave.	
  	
  
	
  

	
  
	
  

	
  

The	
  Struggle	
  To	
  Be	
  Human	
  

By:	
  James	
  Kouzes	
  &	
  Barry	
  Posner	
  

	
  
Organizational	
   life	
   is	
  full	
  of	
  struggles	
  and	
  tensions.	
  Leaders	
  feel	
  
these	
  tensions	
  acutely	
  because	
  of	
  their	
  responsibilities	
  to	
  set	
  the	
  
example	
   and	
   inspire	
   others	
   to	
   work	
   collaboratively	
   toward	
   a	
  
shared	
   vision	
   of	
   the	
   future.	
   The	
   leaders	
   who	
   are	
   the	
   most	
   in	
  
touch	
  with	
   their	
   constituents	
   ––	
   and	
   therefore	
   likely	
   to	
   be	
   the	
  
most	
  credible	
  —	
  will	
  experience	
  the	
  pain	
  most	
  intensely.	
  	
  
	
  
Let’s	
   acknowledge	
   these	
   tensions	
   and,	
   furthermore,	
   let’s	
   even	
  
suggest	
  that	
  leaders	
  would	
  do	
  well	
  to	
  learn	
  to	
  love	
  the	
  struggles.	
  
Where	
  there	
   is	
   tension	
  there	
   is	
  also	
  energy.	
  And	
  where	
  there	
   is	
  
energy,	
   there	
   is	
   also	
   the	
   possibility	
   of	
   movement.	
   And	
   where	
  
there	
   is	
   movement,	
   there	
   is	
   the	
   chance	
   for	
   progress.	
   Making	
  
forward	
   progress	
   is	
   the	
  measure	
   of	
   leadership.	
   So	
   let’s	
  wrestle	
  
with	
  three	
  of	
  the	
  tensions	
  and	
  dilemmas	
  that	
  leaders	
  experience	
  
as	
  they	
  stretch	
  to	
  strengthen	
  credibility:	
  	
  
	
  
•	
  Tension	
  Between	
  Freedom	
  and	
  Constraint.	
  	
  
Leaders	
   demonstrate	
   their	
   commitment	
   to	
   a	
   consistent	
   set	
   of	
  
expectations	
   by	
   clarifying	
   meaning,	
   unifying	
   constituents	
   and	
  
intensifying	
   actions.	
   This	
   process	
   tugs	
   at	
   an	
   uneasy	
   tension	
  
between	
   liberty	
   and	
   limits.	
   Be	
   clear	
   about	
   the	
   fact	
   that	
   people	
  
will	
   have	
   choices,	
   but	
   be	
   equally	
   clear	
   that	
   choices	
   are	
  
constrained.	
   They	
   are	
   constrained	
   by	
   the	
   owners,	
   the	
  
shareholders,	
   the	
   customers,	
   the	
   economic	
   system,	
   the	
  
idiosyncrasies	
  of	
   the	
   founders,	
   the	
  executives	
   in	
  power	
  and	
  the	
  
people	
  in	
  the	
  room	
  at	
  the	
  time,	
  along	
  with	
  a	
  host	
  of	
  other	
  forces,	
  
seen	
  and	
  unseen.	
  	
  
	
  
It	
   is	
  the	
  leader’s	
  responsibility	
  to	
  make	
  sure	
  that	
  every-­‐	
  one	
  has	
  
the	
   opportunity	
   to	
   express	
   opinions	
   and	
   get	
   a	
   fair	
   hearing.	
  
Provide	
  the	
  forum	
  for	
  discussion,	
  debate	
  and	
  reconciliation.	
  	
  
	
  
•	
  Tension	
  Between	
  Leading	
  and	
  Following.	
  	
  
There	
   is	
  a	
  crucial	
  difference	
  between	
  a	
  pioneering	
   leader	
  and	
  a	
  
dependable	
   colleague.	
   While	
   success	
   in	
   both	
   is	
   founded	
   on	
  
personal	
   credibility,	
   leadership	
   requires	
   the	
   realization	
   of	
   a	
  
unique	
   and	
   ideal	
   image	
   of	
   the	
   future.	
   Teamwork	
   requires	
  
cooperation	
   and	
   reliable	
   adherence	
   to	
   that	
   common	
   vision.	
  
Leadership	
  and	
  teamwork	
  are	
  certainly	
  not	
  mutually	
  exclusive	
  —	
  
in	
   fact,	
   exemplary	
   leaders	
   foster	
   collaboration	
  —	
   yet	
   there	
   is	
   a	
  
dynamic	
  tension	
  between	
  them.	
  	
  
	
  
In	
  these	
  uncertain	
  times	
  it	
   is	
  absolutely	
  necessary	
  for	
  leaders	
  to	
  
encourage	
   and	
   tolerate	
   more	
   internal	
   conflict	
   than	
   has	
   been	
  
allowed	
   in	
   the	
   past.	
   If	
   organizations	
   expect	
   people	
   to	
   show	
  
initiative	
  in	
  meeting	
  today’s	
  business	
  challenges,	
  then	
  they	
  have	
  
to	
   relax	
   their	
   expectations	
   of	
   abiding	
   devotion.	
   Instead,	
   they	
  
must	
   support	
   efforts	
   of	
   honest	
   and	
   competent	
   people	
   to	
   find	
  
solutions	
  to	
  the	
  problems	
  that	
  are	
  confronting	
  their	
  companies.	
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Coaching	
  reminders:	
  

Mike	
  is	
  available	
  for	
  individual	
  
leadership	
  coaching.	
  	
  

	
  
Call	
  or	
  email	
  for	
  
appointments.	
  

	
  
www.futurenowed.com	
  

mstabile@futurenowed.com	
  
513-­‐460-­‐1015	
  

	
  

“Everything rises or falls with leadership.”   

Cultivating the Viox work Culture 
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