The Fortune Cookie
Principle: The 20 Keys To
A Great Brand Story And

Why Your Business Needs
One

This book is designed for the sales
professional that is ready to get paid
what they are worth. Commission-
based salespeople don't have time to
waste on old sales lines and slick
tactics. Business owners cannot afford
to sacrifice sales productivity,
including repeat clients, when their
clients receive less than an A+
presentation. Today's clients demand
professionals who can teach them

more about the product than they
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could learn from the internet.
Principle Centered Selling addresses
these issues and introduces current
and relevant sales practices. Principle
Centered Selling is about helping
people buy though a moral, value-
based approach with a compass
always pointing towards the highest
level of customer service and closing
the sale. Lack of training leads to high
rates of turnover, and to financial
stress for all parties involved in the
sales process. When a salesperson
becomes invested in their own
education, they can use their new
skills as well as their increased aptitude
and efficiency to give themselves a pay
raise.

Enduring Success addresses a key
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question in business today: How can
companies succeed over time? To
learn the source of enduring
greatness, author Christian Stadler
directed a team of eight researchers in
a six-year study of some of Europe's
oldest and most stellar companies,
targeting nine that have survived for
more than 100 years and have
significantly outperformed the market
over the past fifty years. Readers may
wonder, "Why European
companies?” Yet, Europe is the ideal
place to seek the key to long-term
success; half of the Fortune Global
500 companies that are 100 years old
or older can be found in Europe, as
can 72 of the 100 oldest family

businesses in the world. Fifteen years
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after Collins and Porras' Built to Last,
this new book incorporates fresh
insights from management science
and provides the first non-US
perspective on long-range success.
Through Stadler's study, a
counterintuitive story emerges: the
greatest companies adapt to a
constantly changing environment by
being intelligently conservative.
Enduring Success provides a coherent
framework, grounded in five
principles and practical concepts, for
business leaders who are prepared to
learn from the history of some of the
world's greatest institutions. View the
author's YouTube channel for more
discussion of the book.

“The most important book for your
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boss to read this year." -SETH
GODIN "Empathy, relevance, and
affinity-three great concepts to help
you make a dent in the universe. Jiwa
explains a whole new way to innovate
and change the world." -GUY
KAWASAKI "A must read for any
entrepreneur or marketer. It's full of
lots of "aha" moments with a concrete
tool that you can implement
immediately. This book should be
added to every marketer's toolkit!"
-DIANE DIAZ, Instructor Digital
Storytelling & Branding, FULL SAIL
UNIVERSITY "This book and the
Story Strategy Blueprint inside are
invaluable for anyone who wants to
disrupt their industry and to know

and genuinely matter to their
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customers. Bernadette's unique views
andteachings will give you the most
important, empathetic tools to know
the consumer and be a successful
storyteller." -ANTONIO ZEA,
Global Director, Football Footwear,
UNDER ARMOUR "As marketers
our future value and success relies on
using our customers as our Compass.
Through inspiring case studies, learn
about the Innovation Trifecta and
how affinity that is earned, rather than
attention that is bought can power
your business growth. Bernadette digs
deep to explain why brands that give a
damn make a difference and win in
terms of profits, people and the
planet." -LEE TONITTO, CEO,
AUSTRALIAN MARKETING
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INSTITUTE One of Inc Magazine's
Top Business Books of 2015. Our new
digital landscape has spawned an
entrepreneurial culture and the belief
that anyone with a laptop and an
Internet connection has the power to
change the world-to create an idea
that flies. But for every
groundbreaking business that started
this way, a thousand others have
stalled or failed. Why? What's the
secret to success? What do Khan
Academy, the GoPro camera, the
Dyson vacuum cleaner and
Kickstarter have in common? After
years of consulting with hundreds of
innovators, creatives, entrepreneurs
and business leaders to help them tell

the stories of their ideas, | have
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discovered something: every business
that flies starts not with the best idea,
the biggest budget or better
marketing, but with the story of
someone who wants to do something-
and can't. We don't change the world
by starting with our brilliant ideas, our
dreams; we change the world by
helping others to live their dreams.
The story of ideas that fly is the story
of the people who embrace them, love
them, adopt them, care about them
and share them. Successful ideas are
the ones that become meaningful to
others-helping them to see what's
possible for them. Our ideas fly when
we show others their wings.

A guide on how to influence people

without coercion or fear explains how
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to get people to respect who you are,
what you stand for, and where you
want to get in life

The Story of Ideas That Fly

The Fortune Café

Good to Great

My Life in Advertising and Scientific
Advertising

The Innovator's Solution

The Live Enterprise: Create a
Continuously Evolving and Learning
Organization

The Seeker and the Monk

Where will your next big idea
come from? Analyzing hard
data? A corporate
brainstorming session?
Customer focus groups? Or

closer to home? Successful
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entrepreneurs don't wait for
proof that their idea will work.
They learn to trust their gut
and go. In Hunch, bestselling
author and business adviser
Bernadette Jiwa shows you
how to harness the power of
your intuition so you can
recognize opportunities others
miss and create the
breakthrough idea the world is
waiting for. She explores
inspired hunches, from one
that led to the launch of the
breakout Goldiblox brand, to
another that helped a doctor
reduce infant mortality around
the world. Filled with success

stories, reflection exercises
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and writing prompts, Hunch is
the indispensable guide to
embracing your unique
potential and discovering your
own winning ideas.

Overall WINNER - CMI
Management Book of the Year
2014 WINNER - Innovation &
Entrpreneurship Category at
the CMI Awards 2014 Create a
great customer experience
whoever you are. Customers
are powerful. They have a loud
voice, a wealth of choice and
their expectations are higher
than ever. This book covers
ten principles you can use to
make real world improvements

to your customers’
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experiences, whatever your
business does and whoever
you are. For managers,
leaders and those starting a
new business, the book shows
that making improvements
customers will appreciate
doesn’t need to be
complicated or cost a fortune.
Transform your organization
into a constantly learning, ever-
evolving industry leader with
the proven operating model of
leading global firms. For
decades, leaders of large,
complex organizations have
been rightfully encouraged to
run their organizations like

lean, agile startups. More often
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than not, they place their bets
on trends like digital
transformation or design
thinking. Well-intended, yet in
isolation they are not enough.
There’s another, better way to
drive durable, effective change
in your organization, and it’s
been proven effective by
global IT and business
consulting leader Infosys. The
Live Enterprise operating
model provides a clear path to
transform large complex
businesses into agile, digital
ecosystems that evolve with
changing market needs and
scale to any size. You’ll learn
how to apply the benefits of
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the startup operating
model—but go much further.
This groundbreaking guide
addresses issues critical to
transform large organizations,
such as: Create an
organizational structure that
drives collaboration,
innovation, strategic
alignment, and new culture
across distributed
interconnected teams
Respond quickly yet
thoughtfully—and
scientifically—to opportunities
to create valuable new
employee and customer
experiences Reengineer your

value chain to see what’s
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missing, what can be
improved, and what can be
eliminated to generate
exponential value Automate
systems so routine decisions
can be acted upon with
maximum human intuition and
minimum human intervention
Groundbreaking in theory and
long-term strategy, this game-
changing guide includes
practical steps you can take
now?for immediate, concrete
results?while laying the
groundwork to operate with
agility in the future. The
application of Live Enterprise
enabled Infosys to make the

kinds of changes during the
Page 15/79



COVID crisis to not only
survive but drive outstanding
financial results. Now, you can
use this innovative approach
to position your company for
the highly unpredictable future
ahead.

Can we align global
production and consumption
systems with sustainability?
Can business growth actually
lead to a healthier planet? Can
companies innovate through
the circular economy to create
competitive advantage and
genuine impact? Waste to
Wealth proved that the
emerging circular economy

advantage exists — now Lacy,
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Long and Spindler show you
how to realize it at speed and
scale in The Circular Economy
Handbook. We stand at a
crossroads, with rising
geopolitical and geo-economic
tensions, massive
technological change and a
host of social and
environmental challenges. We
are pushing planetary
boundaries to their limits, with
climate change and threats to
biodiversity and oceans as
just a few examples.
Significant impacts are already
being felt, and both people and
planet face potentially

catastrophic and irreversible
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consequences if we don’t
urgently change our global
model and systems. Our
current linear “take, make,
waste” models of production
and consumption will not be
sustainable in a world of some
9 billion people by 2050,
especially with ever-expanding
rates of consumption. Thriving
within these dynamics
demands more than
incremental adjustments to
business-as-usual. The
circular economy offers a
powerful means to decouple
growth from use of scarce and
harmful resources, enabling

greater production and
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consumption with fewer
negative environmental
impacts—at the same time,
making companies more
innovative and competitive. In
fact, this book shows that $4.5
trillion in economic value is at
stake. Delivering on the
promise of a circular economy
demands impact and scale,
extending through value
chains and, ultimately,
disrupting the entire economic
system. In The Circular
Economy Handbook, the
authors illuminate the path
from insight to action, from
linear to circular. With case

studies, advice and practical
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guidance, they show leaders
how to pivot towards a holistic
circular organization,
embedding circularity
internally and delivering broad-
based system change. With
unique insights across
business models,
technologies, and industries —
featuring stories and real-
world examples from circular
pioneers — this book is the
essential guide to help
companies become leaders in
the movement to secure the
circular economy advantage.
The Heart of Business

the god cookie

Make Your Idea Matter
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Realizing the Circular
Advantage

Scale

The People Principle

How to Uncover the Hidden
Gems in Your Business

With Dwight attending Tippett
Academy this semester, the kids
of McQuarrie Middle School are
on their own- no Origami Yoda
to give advice and help them
navigate the treacherous waters
of middle school. Then Sara gets
a gift she says is from Dwight- a
paper fortune-teller in the form
of Chewbacca. It' saFortune
Wookiee, and it seems to give
advice that’ sjustas good as

Yoda' s- evenif, in the hands
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of the girls, it seems too
preoccupied with romance. In
the meantime, Dwight is fitting
in a little too well at Tippett. Has
the unimaginable happened?
Has Dwight become normal?

It" sup to hisold friends at
McQuarrie to remind their kooky
friend that it’ sin his weirdness
that his greatness lies. This is the
third case file in the blockbuster
bestselling Origami Yoda series,
written by Tom Angleberger,
author of Star Wars: Return of
the Jedi: Beware the Power of
the Dark Side, showcasing his
proven knack for authentically
capturing the intrigues, fads,

and dramas of middle school in
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“ asatisfying tale of friendship
and just resistance to

authority” (Kirkus Reviews,
starred review). Praise for The
Secret of the Fortune
Wookieehas crafted a worthy
follow-up to his break STARRED
REVIEW "Angleberger’ s third in
the series continues the fun. A
chorus of spot-on middle school
voices and plenty of laughs are
wrapped around this tale of
friendship and seasoned with
Star Wars references."— Kirkus
Reviews, starred review "Tom
Angleberger offers a hilarious
third book in his best-selling
series starring origami Star Wars

characters. Angleberger’ S
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grasp of middle-school
emotions, humor and behavior
Is spot-on, and parents who
want to get a sense of what it’ s
like be a preteen these days
might consider reading this
book. But you'll likely have to
pry it out of your young

reader’ s hands first."~ Scripps
Howard News Service Award
2013 ReadKiddoRead Kiddos -
FINALIST

A management consultant
argues that more than 75% of
companies who have downsized
have not seen an improvement
In their bottom line because
they need to realize that, when

treated correctly, employees are
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their most valuable and
motivated resource. 20,000 first
printing.

A 90-day journal for self-
reflection

* An absorbing, brilliantly
paced book; | didn't want it to
end.' Roddy Doyle People were
forever telling her how lucky she
was. But what did people
know? Dublin 1966. When
Joan Quinn, a factory girl from
the Cranmore Estate, marries
Martin Egan, it looks like her
dreams have come true. But all
Is not as it seems. Joan lives in
the shadow of a secret — the
couple’ sdecision to give up
their first daughter for adoption
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only months before. For the
next three decades, Joan’ s
marriage and her relationship
with her second child Carmel
suffer as a consequence. Then
one day in 1996, a letter arrives
from their eldest daughter.
Emma needs her birth parents’
help; it sa matter of life and
death. And the fragile facade of
Joan’ slife finally begins to
crack. 'The Making of Her sucked
me in from the very first page,
and didn’ tletupuntill’ d
turned the last. Heart-warming
and heart-breaking, itis an
exquisite examination of the
secrets that haunt us. | cried

several times. A stunning debut.’
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Sally Hepworth *  Bernadette
Jiwa writes with compassion
and grace about what it means
to be a mother, a daughter and
asister.” Pip Williams'A
beautifully crafted, thought-
provoking novel that ultimately
celebrates the strength of
women. A true pleasure to read.’
Ashley Audrain

How to Build Word of Mouth in
the Digital Age

Stand Out with a Better Story
Contagious

Why Some Companies Make the
Leap ... and Others Don't
Principle Centered Selling

Big Debt Crises

Zag
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“"Every one of us-- regardless of
where we were born, how we were
brought up, how many setbacks
we've endured or privileges we've
been afforded-- has been
conditioned to compete to win.
Ironically, the people who create
fulfilling lives and careers--the
ones we respect, admire and try
to emulate--choose an alternative
path to success. They have a
powerful sense of identity. They
don't worry about differentiating
themselves from the competition
or obsess about telling the right
story. They tell the real story
instead. Whether you're an
individual or you're representing
an organisation or a movement, a
city or a country, 'Story Driven'
gives you a framework to help you

consistently articulate, live and
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lead with your story. This book is
about how to stop competing and
start succeeding by being who
you are, so you can do work
you're proud of and create the
future you want to see"--Page 4 of
cover.

Can a good company become a
great one and, if so, how?After a
five-year research project, Collins
concludes that good to great can
and does happen. In this book, he
uncovers the underlying variables
that enable any type of
organization to

Lynda Resnick's marketing
triumphs read like an
encyclopedia of branding. In
Rubies in the Orchard, she
divulges her secrets for creating
some of the world's most

memorable and iconic brands,
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and the bull's-eye strategies to
sell them.

The Fortune Cookie PrincipleThe
20 Keys to a Great Brand Story
and Why Your Business Needs
OneCreatespace Independent Pub
Jane Eyre

The Fortune Cookie Principle
Hunch

The Power Principle

Let Your Stories Guide You
Where's My Fortune Cookie?

The Making of Her

Charlotte Bronté made a
daring choice for her 1847
novel. Jane Eyre possesses
neither the great beauty nor
entrancing charm that her
fictional predecessors used to
make their way in the world.
Instead, Jane relies upon her

powers of diligence and
Page 30/79



perception, conducting
herself with dignity animated
by passion. The instant and
lasting success of Jane Eyre
proved Bronteé's instincts
correct. Readers of her era
and ever after have taken the
impoverished orphan girl into
their hearts, following her
from the custody of cruel
relatives to a dangerously
oppressive boarding school
and onward through a
troubled career as a
governess. Jane's first
assignment at Thorn field,
where the proud and cynical
master of the house harbors a
scandalous secret, draws
readers ever deeper into a
compelling exploration of the

mysteries of the human heart.
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Sometimes bad ideas succeed,
and we can't stop them.
Sometimes good ideas fail and
we can't save them. But we
can learn from those failures
and improve our chances of
success in the future. In the
intervening years, I've
realised that there is no such
thing as a bad idea or a good
idea. There is only the wrong
story or the right story. The
right story is one that is
trusted. It is believed because
it is told by the right person,
for the right reasons, in the
right way, at the right time, to
the right people. The success
or failure of our ideas
depends on us telling the
right story. We can only do

that by being clear about the
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change we want to create, and
why-and then bringing
enough of the right people
with us on the journey. It's up
to us, the changemakers of
today and tomorrow, to
galvanise those people we
hope to bring on the journey
with us. That's what this book
is about. It's not just about
helping you to change
someone's mind. It's about
how you can get better at
articulating the change you
want to create and
understanding the people you
want to influence-so you can
build upon what they already
believe and ultimately shape
the future you and they want
to see.

Though the revised edition of
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A Theory of Justice, published
in 1999, is the definitive
statement of Rawls's view, so
much of the extensive
literature on Rawls's theory
refers to the first edition. This
reissue makes the first edition
once again available for
scholars and serious students
of Rawls's work.

"Difference lifts the lid on
how brands like Airbnb, Uber,
and Apple have succeeded by
creating difference and gives
you a new one page method
for reimaging your business
and reinventing your
marketing, It helps you to
recognize opporunities that
create value, to develop
products and services that

people want, and to matter to
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your customers" -- Provided
by publisher.

You Don't Need to Compete
When You Know Who You Are
Difference

Influence

A Theory of Justice
Meaningful

Turn Your Everyday Insights
into the Next Big Thing

When a cash—-strapped mother
agrees to cook for a prickly
widow, she discovers
remnants of a tragic past.
As she unearths decades-old
history, she is forced to
confront the secret her
gifted but troubled son has
been keeping from her.

Hard Times illustrated

Charles Dickens - Hard
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Times: For These Times
(commonly known as Hard
Times) 1is the tenth novel by
Charles Dickens, first
published in 1854. The book
surveys English society and
satirises the social and
economic conditions of the

era. "Now, what I want is,
Facts. . . . Facts alone are
wanted in life.'" Thus begins

Superintendent Mr.
Gradgrind—a wealthy, retired
merchant—addressing a group
of young students at his
school in the industrial
town of Coketown, England. A
rigid man of fact, rational
self-interest and realities,
he not only teaches his
pupils according to the

utilitarian principles, but
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also raises his children
with the same philosophy.
When they grow up, as their
lives begin to turn chaotic,
they reproach their father
for their upbringing. Will
Mr. Gradgrind realize his
flaws and become a humble
man? Satirizing the laissez-
faire system, Dickens' Hard
Times lays bare the wide gap
between the rich and the
poor. Criticizing the
materialistic world, this
Victorian novel throws 1ight
on the value of emotions and
the human heart. It has
undergone several film and
theatre adaptations.

Why are some products and
ideas talked about more than

others? Why do some articles
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make the most emailed 1ist?
Why' do''some’ YouTube videos
go viral? Word-of-mouth.
Whether through face-to—-face
conversations, emails from
friends, or online product
reviews, the information and
opinions we get from others
have a strong impact on our
own behaviour. Indeed, word-
of-mouth generates more than
two times the sales of paid
advertising and is the
primary factor behind 20-50%
of all purchasing
decisions.It is between 8.5
and 30 times more effective
than traditional media.But
want to know the best thing
about word-of-mouth? It's
available to

everyone.Whether you're a
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Fortune 500 company trying
to lincrease sales, a corner
restaurant trying to raise
awareness, a non-profit
trying to fight obesity, or
a newbie politician running
for city council, word-of-
mouth can help you succeed.
And you don't have to have
millions of dollars to spend
on an advertising budget.
You just have to get people
to talk.The challenge,
though, 1is how to do that.
This book will show you how.
John Rawls 1is widely
regarded as one of the most
influential philosophers of
the twentieth century, and
his work has permanently
shaped the nature and terms

of moral and political
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philosophy, deploying a
robust' 'and specialized
vocabulary that reaches
beyond philosophy to
political science,
economics, sociology, and
law. This volume 1is a
complete and accessible
guide to Rawls' vocabulary,
with over 200 alphabetical
encyclopaedic entries
written by the world's
leading Rawls scholars. From
'basic structure' to
'"burdened society', from
'Sidgwick' to 'strains of
commitment', and from 'Nash
point' to 'natural duties’',
the volume covers the
entirety of Rawls' central
ideas and terminology, with

illuminating detail and
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careful cross—-referencing.
Tt will 'be 'an ' essential
resource for students and
scholars of Rawls, as well
as for other readers 1in
political philosophy,
ethics, political science,
sociology, international
relations and law.
Everyday Conversations with
Thomas Merton

The Secret of the Fortune
Wookiee (Origami Yoda #3)
Hard Times illustrated
Enduring Success

The Cambridge Rawls Lexicon
A Novel

Paula Scher: MAPS

Your concrete road map to
rapidly grow your business
and get your life back! Have

you ever wanted to grow your
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business but held back
because of fear that it would
take over your life? As an
owner, it’s all too common to
feel you have to choose
between your personal life
and the success of your
business. But the surprising
truth is that the only way to
truly scale and grow your
company is to reduce its
reliance on you. This means
that, done right, scaling
ensures that you can grow
your business without
sacrificing your life. Jeff
Hoffman, a serial
entrepreneur and former CEO
in the Priceline.com (Priceline
Yardsale) family of companies,
and David Finkel, CEO of

Maui Mastermind, a business
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coaching company with
thousands of clients
worldwide, offer a concrete
road map for rapidly growing
your business while also
gaining more personal
freedom. You’ll not only learn
the best strategies to
generate growth, but you’ll
also get proven insider tips to
sustain that growth through
sound systems, empowered
teams, and intelligent internal
controls. Hoffman and Finkel
will also show you how to
overcome predictable
obstacles in any pillar of your
business—including sales,
operations, and finance—with
insight for building better
lead-generation systems,

managing cash flow, and
Page 43/79



retaining talent. You'll learn
how to: ¢ Escape the Self-
Employment Trap and build a
business, not a job. °
Systematize your business to
reduce costs and increase
capacity. * Ensure your
company survives the “Hit by
a Bus” test. * Uncover your
company’s top leverage points
(and execution strategies to
implement what you discover).
¢ Fund your growth with the
seven cash flow
commandments. * And much
more. Scale offers a game
plan to work less and get your
business to produce more.
Written by two worldclass
entrepreneurs who have
started, scaled, and

successfully exited from
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multiple businesses, which
collectively have generated
tens of billions of dollars in
sales, it gives you their
bottom-line best ideas to
effectively grow your
company. If you have ever felt
stuck in your business, not
knowing the best way forward,
this book is your mustread
guide.

An innovation classic. From
Steve Jobs to Jeff Bezos, Clay
Christensen’s work continues
to underpin today’s most
innovative leaders and
organizations. A seminal work
on disruption—for everyone
confronting the growth
paradox. For readers of the
bestselling The Innovator’s

Dilemma—and beyond—this
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definitive work will help
anyone trying to transform
their business right now. In
The Innovator’s Solution,
Clayton Christensen and
Michael Raynor expand on the
idea of disruption, explaining
how companies can and
should become disruptors
themselves. This classic work
shows just how timely and
relevant these ideas continue
to be in today’s hyper-
accelerated business
environment. Christensen and
Raynor give advice on the
business decisions crucial to
achieving truly disruptive
growth and propose
guidelines for developing your
own disruptive growth engine.

The authors identify the
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forces that cause managers to
make bad decisions as they
package and shape new
ideas—and offer new
frameworks to help create the
right conditions, at the right
time, for a disruption to
succeed. This is a must-read
for all senior managers and
business leaders responsible
for innovation and growth, as
well as members of their
teams. Based on in-depth
research and theories tested
in hundreds of companies
across many industries, The
Innovator’s Solution is a
necessary addition to any
innovation library—and an
essential read for
entrepreneurs and business

builders worldwide.
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What if we truly belong to
each other? What if we are all
walking around shining like
the sun? Mystic, monk, and
activist Thomas Merton asked
those questions in the
twentieth century. Writer
Sophfronia Scott is asking
them today. In The Seeker
and the Monk, Scott mines
the extensive private journals
of one of the most influential
contemplative thinkers of the
past for guidance on how to
live in these fraught times. As
a Black woman who is not
Catholic, Scott both learns
from and pushes back against
Merton, holding spirited, and
intimate conversations on
race, ambition, faith, activism,

nature, prayer, friendship,
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and love. She asks: What is
the connection between
contemplation and action? Is
there ever such a thing as a
wrong answer to a spiritual
question? How do we care
about the brutality in the
world while not becoming
overwhelmed by it? By
engaging in this lively
discourse, readers will gain a
steady sense of how to dwell
more deeply within--and even
to love--this despairing and
radiant world.

Think and Grow Rich is a
motivational personal
development and self-help
book by Napoleon Hill. The
book was heavily inspired by
the work of Andrew Carnegie.

While the title focuses on how
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to get rich, the author
explains that the philosophy
taught in the book can be
used to help people succeed in
all lines of work and to do or
be almost anything they want.
A Tangerine Street Romance :
a Novel in Three Parts

The Right Story

Seven Proven Principles to
Grow Your Business and Get
Your Life Back : Book Review
The 20 Keys to a Great Brand
Story and Why Your Business
Needs One

A Revolutionary Redefinition
of Leadership

Influence With Honor

Think and Grow Rich

Wul d you know i f he

did, if God really spoke
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to you— would it be
boom ng from the heavens
or just in your head? If
it was in your head, how
woul d you know if it was
God or wasn't? |Is God
speaki ng ri ght now but
we’'re just not

i stening? And if God
does tell you
sonet hi ng.what woul d you
do about it? Meet
Parrish. He's a requl ar
guy, owns a coffee shop.
He happens to be
shooting the breeze with
hi s buddi es at the

nei ghbor hood Chi nese
buffet, talking about
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the dents in golf balls
and such, when the

di scussi on devel ops into
a debate on whet her or
not God still speaks to
peopl e. When his friends
skip out and he is left
al one, Parrish tells CGod
he's “all in.” Ready to
|isten, do what he’s
told, and see what
happens. Only nonents

| ater, back at his
tabl e, he opens his
fortune cookie to find a
surprise -- instead of a
proverbi al statenent, he
reads a directive from
God. “Take the corner.”
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God, via cookie, sends
himon this first step
of a seem ngly absurd
adventure. H s quest
sends himto the corner
bus stop, where he finds
a dropped and forgotten
letter, witten in a
desperate tone, to help
those God brings across
his path. There, Parrish
befriends Audra, a
nur si ng student who
rides the bus hone. And
t oget her they begin to
foll ow the god cookie
nmessage, pursuing the
random t hr eads of the

experinment, tying them
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t ogether and di scoveri ng
nore about thenselves
than either ever

| magi ned possi bl e.

A Wall Street Journal
Bestsel l er Naned a

Fi nancial Tines top
title How to unl eash
“human magi ¢c" and

achi eve i nprobabl e
results. Hubert Joly,
former CEO of Best Buy
and orchestrator of the
retailer's spectacul ar
turnaround, unveils his
per sonal pl aybook for
achi evi ng extraordi nary
out cones by putting

peopl e and purpose at
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t he heart of business.
Back in 2012, "Everyone
t hought we were going to
die," says Joly. Eight
years | ater, Best Buy
was transforned as Joly
and his teamrebuilt the
conpany into one of the
nation's favorite

enpl oyers, vastly

| ncreased custoner
satisfaction, and
dramatically grew Best
Buy's stock price. Joly
and his team al so
succeeded i n nmaki ng Best
Buy a | eader in
sustainability and

i nnovation. In The Heart
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of Business, Joly shares
t he phil osophy behind

t he resurgence of Best
Buy: pursue a noble

pur pose, put people at
the center of the

busi ness, create an

envi ronnent where every
enpl oyee can bl ossom
and treat profit as an
out cone, not the goal.
Thi s approach is easy to
under stand, but putting
it into practice is not
so easy. It requires
radi cal |y rethinking how
we view work, how we
defi ne conpani es, how we

noti vate, and how we
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|l ead. I'n this book Joly
shar es nenor abl e
stories, |essons, and
practical advice, all
drawn from his own
personal transformation
from a hard-charging
McKi nsey consultant to a
| eader who believes in
human magi c. The Heart
of Business is a tinely
gui de for | eaders ready
t o abandon ol d paradi gns
and | ead with purpose
and humanity. It shows
how we can rei nvent
capitalismso that it
contributes to a

sust ai nabl e future.
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The hilarious, startling
bi ogr aphy of Phi

Proctor, the co-founder
of the | egendary
satirical conedy group,
the Firesign Theatre.

I ncl udes over 120 rare
photos, illustrating his
wor k in conedy
recordings, TV, filmand
even the Broadway Stage.
"Ray Dalio's excellent
study provi des an

I nnovative way of

t hi nki ng about debt
crises and the policy
response." - Ben

Ber nanke ?"Ray Dalio's

book is nmust reading for
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anyone who aspires to
prevent or manage

t hrough t he next
financial crisis.”
Larry Sunmers "A
terrific piece of work
fromone of the world's
top investors who has
devoted his life to
under st andi ng mar ket s
and denonstrated that
under st andi ng by

navi gati ng the 2008
financial crisis well."
- Hank Paul son "An

out st andi ng history of
financial crises,

I ncl udi ng the

devastating crisis of
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2008, with a very
val'uabl e framework for
under st andi ng why t he
engi ne of the financi al
system occasi onal | y
breaks down, and what
types of policy actions
by central banks and
governnents are
necessary to resolve
system ¢ financi al
crises. This should
serve as a play book for
future policy nmakers,

Wi th practical guidance
about what to do and
what not to do." - Tim
Geithner "Dalio's

approach, as in his
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| nvest nent nmanagenent,
I's 'to synthesize

i nformation, and to
convert a sprawling and
multi-faceted issue into
a clear-cut process of
cause and effect.
Critically, he
sinplifies wthout over-
sinplifying."”

Fi nanci al Tines For the
10t h anniversary of the
2008 financial crisis,
one of the world' s npst
successful investors,
Ray Dalio, shares his
uni que tenplate for how
debt crises work and

principles for dealing
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with themwell. This
tenpl ate allowed his
firm Bridgewater

Associ ates, to

antici pate events and
navi gate themwell while
ot hers struggl ed badly.
As he explained in his
#1 New York Ti nes
Bestsel l er, Principles:
Life & Wrk, Dalio
bel i eves that nost
everyt hi ng happens over
and over again through
time so that by studying
their patterns one can
under st and t he cause-
effect relationships

behi nd them and devel op
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princi ples for dealing
with themwell. I'nthis
3-part research series,
he does that for big
debt crises and shares
his tenplate in the
hopes reducing the
chances of big debt

cri ses happeni ng and
hel pi ng them be better
managed in the future.
The tenplate cones in
three parts:: 1) The
Archetypal Bi g Debt
Cycl e (which expl ains
the tenplate), 2) 3
Det ai | ed Cases (which
exam nes in depth the

2008 financial crisis,
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the 1930's G eat
Depressi on, and the
1920's inflationary
depression of Germany's
Wi mar Republic), and 3)
Conpendi um of 48 Cases
(which is a conpendi um
of charts and bri ef
descriptions of the

wor st debt crises of the
| ast 100 years). Whet her
you're an investor, a
policy maker, or are
sinply interested, the
unconvent i onal
perspective of one of
the few peopl e who

navi gated the crises

successfully, Principles
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for Navigating Big Debt
Crises will help you
under stand t he econony
and nmarkets in revealing
new ways.

The Ten Principles

Behi nd G eat Custoner
Experi ences

The G rcul ar Econony
Handbook

Story Driven

The Wallet of Kai Lung
An Enqui ry Concer ni ng
the Principles of Mirals
The Fortune Cookie
Witer

Creating and Sustai ni ng
Successful G owth

"This should be the next book you
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read. Urgent, leveraged and
useful, it will change your
business like nothing else." SETH
GODIN —Author The Icarus
Deception It's not how good you
are. It's how well you tell your
story. Big corporations might
have huge marketing and
advertising budgets but you've
got a story. Your brand story isn't
just what you tell people. It's
what they believe about you
based on the signals your brand
sends. The Fortune Cookie
Principle is a brand building
framework and communication
strategy consisting of 20 keys
that enable you to begin telling
your brand's story from the
inside out. It's the foundation
upon which you can differentiate

your brand and make emotional
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connections with the kind of
clients'and customers you want
to serve. The most successful
brands in the world don't behave
like commodities and neither
should you. A great brand story
will make you stand out, increase
brand awareness, create
customer loyalty and power
profits. Isn't it time to gave your
customers a story to tell? The
Fortune Cookie Principle will
show you how. ADVANCE
PRAISE FOR THE FORTUNE
COOKIE PRINCIPLE "It's so easy
to overcomplicate what great
brands and new businesses need
to do to resonate with their
consumers. The simple questions
asked in this book help you to de-
mystify that process. It

encourages you to think beyond
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what you do to why you do it and
why that matters to your
customers. Had this been
available when I was driving
Sales and Marketing Capabilities
in my past corporate life at
Cadbury Schweppes, this would
have been recommended
reading. Now I'm an
entrepreneur I simply apply
these principles each and every
day." Wendy Wilson Bett—Co-
Founder Peter's Yard "Yes, you
need a great product, but without
a compelling story, success is
improbable. The 'Fortune Cookie
Principle' is an easy-to-read
guide that will help any marketer
or business owner begin to ask
the right questions about the
stories they tell. Bernadette

includes dozens of examples and
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questions to get your storytelling
ship in the right order. Let's face
it...telling compelling stories to
attract and retain customers is
not easy. Most brand marketers
are not great storytellers. This
book will give you a new
perspective on your marketing,
and help you move from talking
about yourself to talking about
things your customers actually
care about. Then, and only then,
will your marketing actually work
in today's consumer-led
economy." Joe Pulizzi—Founder
Content Marketing Institute "The
wisdom in this book is better
than any fortune. Read and
apply!" Chris Guillebeau—Author
$100 Startup “This book is an
inspiration. Bernadette ignites

real-world experience with a true
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passion for helping businesses
move to the next level.” Mark
Schaefer—Author Return on
Influence "Full of inspiring
stories about what makes
businesses unique (and
successful) in today's
supersaturated markets." David
Airey—Author Work For Money,
Design For Love. “If you're
someone who cares about why
you do what you do and how you
do it, this book is for you.” Tina
Roth Eisenberg—Founder of
Tattly

Welcome to Tangerine Street
Tangerine Street is a must-see
tourist stop with a colorful mix of
one-of-a-kind boutiques, unique
restaurants, eclectic museums,
quaint bookstores, and exclusive

bed-and-breakfasts. The Fortune
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Cafe, situated in the middle of
this charming collection of shops
and cafés on Tangerine Street, is
a Chinese restaurant unlike any
other because, well, to be honest,
the fortunes found in the cookies
all come true...

In the early 1990s, celebrated
graphic designer Paula Scher
(Make It Bigger, 2002) began
painting maps of the world as she
sees it. The larger her canvases
grew, the more expressionistic
her geographical visions became.
Displaying a powerful command
of image and type, Scher
brilliantly transformed the
surface area of our world.
Paintings as tall as twelve feet
depict continents, countries, and
cities swirling in torrents of

information and undulating with
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colorful layers of hand-painted
boundary lines, place-names, and
provocative cultural commentary.
Collected here for the first time,
Paula Scher MAPS presents
thirty-nine of Scher's obsessively
detailed, highly personal
creations.

In an age of me-too products and
instant communications, keeping
up with the competition is not a
winning strategy. Today you have
to out-position, outmanoeuvre,
and out-design the competition.
The new rule? When everybody
zigs, zag. In the recent bestseller,
The Brand Gap (AIGA/New
Riders), Neumeier showed
companies how to bridge the
distance between business
strategy and design. In his latest

book Zag, he illustrates the first
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big step in building a high-
performance brand-radical
differentiation.

The Number-one Strategy of
High-performance Brands : a
Whiteboard Overview

A Compass for the Heart

The One-Page Method for
Reimagining Your Business and
Reinventing Your Marketing
Leadership Principles for the
Next Era of Capitalism
Science and Practice

What We Can Learn from the
History of Outstanding
Corporations

Rubies in the Orchard

Gain a lifetime of experience
from the inventor of test
marketing and coupon
sampling -- Claude C.
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Hopkins. Here, you'll get two
landmark works in one, and
discover his fixed principles
and basic fundamentals that
still prevail today.

The path to success is
littered with great ideas
poorly marketed. Don't let
yours be one of them. "A
little book with a very big
message. Your idea is worth
a great story, well told."
SETH GODIN— Author of All
Marketers Tell Stories Make
Your Idea Matter is a call to
action for entrepreneurs,
emerging brands and anyone
with a great idea, who knows
that to stand out in today's
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noisy world they need to tell
a better story. It is full of
bite-sized business and
brand storytelling ideas
originally sparked on
Bernadette Jiwa's award-
winning business blog
TheStoryofTelling.com. Use
this book as both inspiration
and guide to help you tell
the best stories you can tell
about your business, your
ideas and the work that
matters to you. You don't
have to start on page one
and work your way through,
or even read it from front to
back. Each topic stands on

its own so dip in and out.
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Reawaken a thought or an
idea you've already had.
Spark new ones. Discover
different ways of thinking
about your business, what
you do and how you tell your
story. Then go make your
idea matter. ADVANCE
PRAISE FOR MAKE YOUR
IDEA MATTER "Every story
you tell is a choice, and the
choices you make matter.
For best results make the
choice to read this book."
CHRIS GUILLEBEAU—
Author of The $100 Startup
“Make Your Idea Matter' is a
book that's easy to get into

and hard to escape. Full of
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valuable, original, engaging
content.Bernadette Jiwa has
been likened to 'a female
Seth Godin' and I have to
agree." ROBERT GERRISH—
Director of Flying
Solo,Australia's Micro
Business Community "The
most brilliant people I have
known have the rare ability
to distill complexity to an
essence. This is what
Bernadette Jiwa does for
entrepreneurs in Make Your
Idea Matter." MARK
SCHAEFER— Author of
Return on Influence & The
Tao of Twitter "If I discover

one useful insight in a
Page 77/7



business book, I consider the
time well spent. This
surprising little book
delivers them in spades!”
TOM ASACKER — Author of
A Clear Eye for Branding
“Now is your time to make a
difference, your time to be
the best at what you love
doing, your time to use your
skills to enrich not only your
own life, but the lives of
each and every individual
you do business with. More
and more small businesses
are taking impressive leads
in their industries, making
giant multinationals look

cumbersome and unfriendly
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in comparison. You can do
the same, and the first thing
on your "to do" list should be
to read this book.
Bernadette has written a
fantastic collection of stories
to inspire, to provoke, to
make you think, to generate
ideas, and to bring your
business to the next level.It
doesn't matter if your idea
has been done before,
because as Bernadette
rightly points out, it hasn't
been done by you." DAVID
AIREY — Author of Logo
Design Love
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