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WHY IS THIS BOOK WORTH OUR TIME

• #1 – It always helps to know the why underneath the what.  This book will remind 

us of, and explain, the why that is the foundation for all marketing.

• #2 – There are dramatic changes in the marketing landscape with the arrival of all the 

technological changes.  This book will help you understand these changes.

• #3 – One’s tribe; one’s hierarchy; one’s place on the hierarchy; these are critical 

understandings for your marketing efforts. It really almost does start with this: “People 

like us do things like this.”



What Is The Point? 

Identify your smallest 

viable audience. Figure 

out the problem they 

have that you can solve. 

Solve their problem. 

This is marketing.

1. You spend your time and your money in response to what 

marketers have paid to put in front of you. pg. xi 

2. The answer to just about every question about work is 

really the question, “Who can you help?” pg. xi 

3. Each of us is a marketer. pg. xii 

4. This is a book about roots. And it’s about being a driver 

of the market, not simply being market driven. pg. xiii 

5. The market decides. pg. xiv 

SAMPLE EXCERPTS FROM THE BOOK



MORE …

6. Marketing is the act of making change happen. Making is insufficient. You haven’t 

made an impact until you’ve changed someone. pg. xiv 

7. If you see a way to make things better, you now have a marketing problem. 

pg. xv 

8. Marketing has changed, but our understanding of what we’re supposed to do next 

hasn’t kept up. pg. 1

9. What you say isn’t nearly as important as what others say about you. pg. 14



MORE …

• We sell feelings, status, and connection, not tasks or stuff. It’s our job to watch people, figure 

out what they dream of, and then create a transaction that can deliver that feeling. pg. 78 

• The race to be slightly famous is on. pg. 202 

• As people work their way through the funnel—from stranger to friend, friend to customer, 

customer to loyal customer—the status of their trust changes. …You can fix your funnel. … 

Everything gets better once you earn that trust. pg. 204

• The best marketers are farmers, not hunters. Plant, tend, plow, fertilize, weed, repeat. pg. 237  

(interestingly enough, most Sales Rep are hunters --- kill and move on to the next target)



NOT IN THE BOOK, BUT WORTH DISCUSSING



THE STEPS – IN SETH’S OWN WORDS: 

1. The first step is to invent a thing worth making, with a story worth telling, and 

a contribution worth talking about.

2. The second step is to design and build it in a way that a few people will 

particularly benefit from and care about.

3. The third step is to tell a story that matches the built-in narrative and dreams 

of that tiny group of people, the smallest viable market. 



THE STEPS – IN SETH’S OWN WORDS: 

1. The fourth step is the one everyone gets excited about: spread the word. 

2. The last step is often overlooked: show up — regularly, consistently, and generously, 

for years and years—to organize and lead and build confidence in the change you seek 

to make.



PAY VERY CAREFUL ATTENTION TO “TRIBES”

• “People like us do things like this” is how each of us understands culture. - “Do 

people like me do things like this?” 

• Pay attention to status and respect - “Choosy mothers choose Jif,” is a promise 

about status and respect. This is what tension feels like. The tension of being left 

behind. 

• When you say “People like us donate to a charity like this one,” -- The right answer is not 

“The people who give are people like us.”

• And the reason is status.  Where do we stand? What does the tribe think of us? 

Who’s up, and who’s down?



PAY ATTENTION TO STRATEGY FIRST AND FOREMOST –
AND THEN,  AND ONLY THEN,  TO TACTICS… 

• Your tactics can make a difference, but your strategy — your commitment to a way of 

being and a story to be told and a promise to be made — can change everything. 

• If you want to make change, begin by making culture. 

• Begin by organizing a tightly knit group. Begin by getting people in sync. Culture beats 

strategy—so much that culture is strategy. 

• A strategy, if successful, gets you closer to your goal.  And the tactics? The tactics 

are the dozens or hundreds of steps you’ll take on behalf of your strategy.



AIM FOR THE SMALLEST VIABLE MARKET – YOUR 
____ (1000) TRUE FANS

• “I made this for you. Not for the other folks, but for you.” -- My 

product is for people who believe _________________.        

I will focus on people who want _________________.           

I promise that engaging with what I make will help you get 

_________________. 



KEY MESSAGES

• Be humble; and curious 

• Humility and curiosity.  A marketer is curious about other people. 

• Marketing as a calling --Yes, you have a calling: to serve people in a way that they need (or want).

• Always play your role as the professional -- A professional plays a role, doing the best possible 

work, regardless of the day or the patient or the client.

• It’s OK to jolt people.  That’s how some people wake up and get the message. On pattern 

matching and pattern jolting … A pattern interrupt, on the other hand, requires some sort of jolt. 

• • Aim for a good “reminds me of” memory.



AND,  ABOUT  YOUR BRAND … 

• How do we know that brands like Verizon and AT&T are essentially worthless? Because if 

we switched someone from one to the other, they wouldn’t care. … If people care, 

you’ve got a brand. 

• A simple guide to brand marketing. -- Everything you do, from the way you answer the 

phone to the design of your packaging, from your location to the downstream effects of 

your work, from the hold music to the behavior of your executives, and even the kind of 

packing peanuts you use—all of it is a form of marketing your brand. … 

• You’re already spending money on brand marketing. No doubt about it.



SOME STORIES: 

• About that quarter inch drill bit… nobody wants one of those; they also don’t want a  

quarter inch hole, either… They want to put a shelf up on the wall.  People don’t want what 

you make They want what it will do for them. 

• Why the leader from Apple did not do so well at JCPenney -- Johnson took that action based 

on his worldview, on his bias about how to shop. He tried to transform JCPenney into his kind 

of store. As a result, sales plummeted by more than 50 percent. …Johnson saw the world of 

retail through a lens of elegance, of quiet, mutual respect. As a result of his worldview, he 

abandoned Penney’s true fans: people who loved the sport of bargain hunting. Or the urgency. 

Penney’s customers were playing a game, one that made them feel like they were winning. 



NOT IN THE BOOK, BUT WORTH MENTIONING



KEY POINTS

1. You can’t market to everyone.  But you can market to some-ones.  Who are the ones 

you will market to? 

2. Start here:  what is the problem frustrating that small viable group of ones you will 

market to?  Identify that problem.  Make sure that your solution is genuinely suited to solve 

that problem.  Never offer a solution without fully, deeply grasping the problem it solves. 

3. “They” are part of a tribe; a specific tribe.  Understand the tribe that your small 

viable audience is a part of.  They will only accept your marketing efforts if it enhances and 

solidifies their place in their tribe.  They will not ever accept your marketing if it jeopardizes 

their place in their tribe. 



KEY POINTS

4. Really cultivate that small viable audience – your “1000 true fans.” 

5. Keep aiming at better; better product/service/solution(s) for your smallest 

viable audience. 

6. And…market, market, market!  Keep marketing!



SOME STORIES: 

• Who is the customer for dog food?  (Hint:  It’s not the dog.)  Is there innovative dog 

food? 

• How to choose a piano teacher… choose for fun; for rigor; for competition? 

• Google is better. -- It was better than Bing and better than Yahoo! What was better was 

that the search box didn’t make people feel stupid. 

• The Maasai Warriors and the coming of age Lion Hunt – from hunting the lion to prove 

their manhood to protecting the lion by adding tracking devices



TEN THINGS THAT GOOD STORIES DO: 

1. Connect us to our purpose and vision for our career or business. 

2. Allow us to celebrate our strengths by remembering how we got from there to 

here. 

3. Deepen our understanding of our unique value and what differentiates us in 

the marketplace. 

4. Reinforce our core values.

5. Help us to act in alignment and make value based decisions. 



TEN THINGS THAT GOOD STORIES DO: 

6. Encourage us to respond to customers instead of react to the marketplace. 

7. Attract customers that reflect or represent your values.

8. Build brand loyalty and give customers a story to tell. 

9. Attract the kind of like-minded employees we want. 

10. Help us to stay motivated and continue to do work we’re proud of. pg. 69 







• #1 – This is the #1 best seller (New York Times, December, 2018, business 

books).  Her TED talk is the #5 most viewed. In other words, Brené Brown is 

trending, and we should know who she is and what she has to say.

• #2 – We live in a beat-around-the-bush culture. This book calls us to not beat 

around the bush any longer.

• #3 – It takes real courage to be brave. And it takes our whole hearts.  This book 

will help us bring our whole heart into our work and into our life

.

WHY IS THIS BOOK WORTH OUR TIME



1. Experience keeps me from being scared, but I’m 

still nervous.  Before I go onstage, I whisper the 

word people, three or four times to myself. 

“People. People, people, people.” 

2. For the first several years of my doctoral work, I 

focused on systems change management and 

organizational environmental scanning. … What 

would it look like to combine courage, 

connection, and meaning with the world of work? 

SAMPLE EXCERPTS FROM THE BOOK

What Is The Point? 

We dance around, but don’t dance 

with, the people at work, and all 

the other people in our lives. It is 

time for true connection.  This 

book will help us make such 

genuine connection; will help us 

make connecting the center of 

our life…



MORE …

3. The courage to be vulnerable is not about winning or losing, it’s about the courage to 

show up when you can’t predict or control the outcome. 

4. I have one deceptively simple and somewhat selfish goal for this book: I desperately 

want to share everything I’ve learned with you. pg. 3

5. I want to live in a world with braver, bolder leaders, and I want to be able to pass that 

kind of world on to my children. pg. 4 

6. I define a leader as anyone who takes responsibility for finding the potential in people 

and processes, and who has the courage to develop that potential. pg. 4



MORE …

• Too much shame and blame, not enough accountability and learning. pg. 8 

• If the culture in our school, organization, place of worship, or even family requires armor 

because of issues like racism, classism, sexism, or any manifestation of fear-based 

leadership, we can’t expect wholehearted engagement. pg. 13

• Trust is the stacking and layering of small moments and reciprocal vulnerability over time. 

Trust and vulnerability grow together, and to betray one is to destroy both. pg. 34 



MORE …

• I am not a proponent of oversharing, indiscriminate disclosure as a leadership tool, or 

vulnerability for vulnerability’s sake. There is no daring leadership without vulnerability. pg. 

35 

• Simply put, psychological safety makes it possible to give tough feedback and have difficult 

conversations without the need to tiptoe around the truth. …This belief comes about 

when people both trust and respect each other. …Thus psychological safety is a taken-

for-granted belief about how others will respond when you ask a question, seek feedback, 

admit a mistake, or propose a possibly wacky idea. pg. 36



• The words we use really matter. But words like loneliness, empathy, compassion, are not 

words often discussed in our leadership training, nor are they included in our leadership 

literature. pg. 64 

• In the past, jobs were about muscles, now they’re about brains, but in the future they’ll be 

about the heart. —MINOUCHE SHAFIK, director, London School of Economics pg. 71 

• I’ve always talked about living with an unarmored heart as wholeheartedness. I define 

wholeheartedness as “engaging in our lives from a place of worthiness. Wholeheartedness 

captures the essence of a fully examined emotional life and a liberated heart, one that is free 

and vulnerable enough to love and be loved. And a heart that is equally free and vulnerable to 

be broken and hurt. pg. 72



KEY TAKEAWAYS

• 1. You’ve simply got to have those tough conversations. First, with yourself. Then, with 

your team.  You cannot, you must not, avoid them! 

• 2. Identify your core values; and then, live into them. Practice them!  Live them! 

• 3. Aim for mastery. (Mastery; not perfection).  Thus, get very good at giving, and receiving, 

feedback. 

• 4. Breathe. Practice taking breaths in and out.  (Use the count of four: inhale through 

nose; hold; exhale through mouth; hold). 



KEY TAKEAWAYS (CONT’D)

• 5. Pay careful attention to the stories you tell – to and about yourself; and your team; and 

your company; and our world. 

• 6. Be brave enough to be vulnerable. This opens the path to growth and mastery.



THE BIG ISSUES

• Shame – “Fess up to experiencing shame or admit that you’re a sociopath.” -- Shame is 

the intensely painful feeling or experience of believing that we are flawed and therefore 

unworthy of love, belonging, and connection. 

• Armor --You can’t fully grow and contribute behind armor. -- The Vulnerability Armory:  

The first three— perfectionism, foreboding joy, and numbing—

• Vulnerability --Vulnerability is not winning or losing. It’s having the courage to show up 

when you can’t control the outcome. -- TO FEEL IS TO BE VULNERABLE. •

• Courage



THE BIG ISSUES

• Listening

• Clarity – set clear standards; expectations 

• Feedback -- We avoid tough conversations, including giving honest, productive feedback. 

– Never sit across from someone when giving feedback!  And, get very good at receiving 

feedback. “I’m brave enough to listen.”

• Diversity and Inclusion -- People are opting out of vital conversations about diversity 

and inclusivity because they fear looking wrong, saying something wrong, or being wrong. 

• Choosing our own comfort over hard conversations is the epitome of privilege



THE BIG ISSUES

• Problem identification -- When something goes wrong, individuals and teams are 

rushing into ineffective or unsustainable solutions rather than staying with problem 

identification and solving.

• Create a safe container  -- by asking the team what they need to feel open and safe in 

the conversation. (psychological safety; a recurring theme for successful teams). 

• Setting boundaries -- we teach that setting boundaries is making clear what’s okay and 

what’s not okay, and why. 

• Resentment



THE SIX MYTHS OF VULNERABILITY: 
(NOTE:  I CLARIFY THAT I’M TALKING ABOUT RELATIONAL VULNERABILITY, NOT 
SYSTEMIC VULNERABILITY)

• Myth #1: Vulnerability is weakness. 

• Myth #2: I don’t do vulnerability. 

• Myth #3: I can go it alone. 

• Myth #4: You can engineer the uncertainty and discomfort out of vulnerability.

• Myth #5: Trust comes before vulnerability. -- We need to trust to be vulnerable, and we 

need to be vulnerable in order to build trust. 

• Myth #6: Vulnerability is disclosure



THINGS TO SAY AND DO: 

• Ask:  “Say more”; “Tell me more…” 

• Practice gratitude… -- Something as simple as starting or ending meetings with a 

gratitude check, when everyone shares one thing they’re grateful for, can build trust and 

connection, serve as container-building, and give your group permission to lean into joy. 

• Practice giving recognition! 














