
- Instead of selfish mass, effective marketing now relies on empathy and service. 

- Marketing is the generous act of helping someone solve a problem. Their problem. 

- Marketing involves very little in the way of shouting, hustling, or coercion. It’s a chance to 

serve, instead. 

- It’s easier to make products and services for the customers you seek to serve than it is to find 

customers for your products and services. 

- Marketing is the generous act of helping others become who they seek to become. It involves 

creating honest stories—stories that resonate and spread. Marketers offer solutions, 

opportunities for humans to solve their problems and move forward. 

- You can learn to see how human beings dream, decide, and act. And if you help them become 

better versions of themselves, the ones they seek to be, you’re a marketer. 

- The first step is to invent a thing worth making, with a story worth telling, and a contribution 

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

particularly benefit from and care about. 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 fourth 

step is the one everyone gets excited about: spread the word. 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. To earn permission 

to follow up and to earn enrollment to teach. 

- Marketers don’t use consumers to solve their company’s problem; they use marketing to 

solve other people’s problems. 

- 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. 

- We can group people into stereotyped groups that often (but not always) tell themselves 

similar stories, groups that make similar decisions based on their perceived status and other 

needs. 

- “Do you want us to take away what you have, or do you want to pay to keep the glasses that 

are already working for you?” Desire for gain versus avoidance of loss. 

- But it’s not helpful to imagine that everyone knows what you know, wants what you want, 

believes what you believe. 

- Marketing is our quest to make change on behalf of those we serve, and we do it by 

understanding the irrational forces that drive each of us. 

- Harvard marketing professor Theodore Levitt famously said, “People don’t want to buy a 

quarter-inch drill bit. They want a quarter-inch hole.” The lesson is that the drill bit is merely 

a feature, a means to an end, but what people truly want is the hole it makes. But that doesn’t 

go nearly far enough. No one wants a hole. What people want is the shelf that will go on the 

wall once they drill the hole. 



- People don’t want what you make They want what it will do for them. They want the way it 

will make them feel. And there aren’t that many feelings to choose from. 

- worthwhile. The thing you sell is simply a road to achieve those emotions, and we let 

everyone down when we focus on the tactics, not the outcomes. Who’s it for and what’s it for 

are the two questions that guide all of our decisions. 

- When you’re marketing-driven, you’re focused on the latest Facebook data hacks, the design 

of your new logo, and your Canadian pricing model. On the other hand, when you’re market-

driven, you think a lot about the hopes and dreams of your customers and their friends. You 

listen to their frustrations and invest in changing the culture. Being market-driven lasts. 

- Your promise is directly connected to the change you seek to make, and it’s addressed to the 

people you seek to change. 

- But which market? Which people? If you have to choose a thousand people to become your 

true fans, who should you choose? Begin by choosing people based on what they dream of, 

believe, and want, not based on what they look like. In other words, use psychographics 

instead of demographics. 

- We can make pretty good assumptions about how someone will react or respond to a piece 

of news or a work of art if we have evidence about their worldview. When Ron Johnson was 

hired as CEO of JCPenney in 2011, one of his first acts was to end the constant stream of 

discounts and urgent sales that the store was always pitching to its customers. Johnson took 

that action based on his worldview, on his bias about how to shop. He didn’t think it was 

possible that a quality retailer, a store he’d like to shop in, would be constantly pitching 

clearances, coupons, and discounts, and so he tried to transform JCPenney into his kind of 

store. As a result, sales plummeted by more than 50 percent. 

- If you could only change thirty people, or three thousand people, you’d want to be choosy 

about which people. If you were limited in scale, you’d focus your energy on the makeup of 

the market instead. When the Union Square Cafe opened in New York, its founder, Danny 

Meyer, knew that he could only serve six hundred people a day. That’s all the dining room 

could serve. If you can only delight six hundred people, the best way to begin is by choosing 

which six hundred people. Choose the people who want what you’re offering. Choose the 

people most open to hearing your message. Choose the people who will tell the right other 

people … The magic of Union Square Cafe wasn’t the real estate (it was in a lousy 

neighborhood when it opened) or in the famous chef (they didn’t have one). No, the magic 

was in the guts it took to carefully curate the customers. Choose the people you serve, choose 

your future. 

- But what if you committed to the smallest viable audience? What if you were specific about 

who you were seeking to serve and precisely what change you were trying to make? 

- Once you’ve identified the scale, then find a corner of the market that can’t wait for your 

attention. Go to their extremes. Find a position on the map where you, and you alone, are the 

perfect answer. Overwhelm this group’s wants and dreams and desires with your care, your 



attention, and your focus. Make change happen. Change that’s so profound, people can’t help 

but talk about it. 

- Lean entrepreneurship is built around the idea of the minimal viable product. Figure out the 

simplest useful version of your product, engage with the market, and then improve and 

repeat. 

- Entrepreneur and Silicon Valley pioneer Steve Blank introduced a focus on the customer as 

the only project of a startup. Customer development is the act of gaining traction with 

customers, of finding a fit between what you make and what they want. This traction is worth 

far more than fancy technology or expensive marketing. That, and only that, separates 

successful projects from unsuccessful ones. Are there people in the world who want you to 

succeed so badly that they’re willing to pay you to produce the change you seek to make? 

- The goal of the smallest viable audience is to find people who will understand you and will 

fall in love with where you hope to take them. Loving you is a way of expressing themselves. 

Becoming part of your movement is an expression of who they are. That love leads to traction, 

to engagement, and to evangelism. That love becomes part of their identity, a chance to do 

something that feels right. To express themselves through their contributions, their actions, 

and the badge they wear. You can’t hope that everyone will feel this way, but you can do your 

work for the people who do. 

- I did a little research and discovered that in the last primary in that district, only twenty 

thousand people voted, which means that in a contested primary, getting five thousand 

people to the polls is the difference between winning and losing. The district has 724,000 

residents; five thousand people is less than 1 percent of that. There’s a very big difference 

between five thousand and “everyone.” And for your work, five thousand of the right people 

might well be more than enough. 

- Here’s a template, a three-sentence marketing promise you can run with: 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 

_________________. 

- Focus on the smallest viable market: “How few people could find this indispensable and still 

make it worth doing?” 

- Match the worldview of the people being served. Show up in the world with a story that they 

want to hear, told in a language they’re eager to understand. 

- Offer ways to go deeper. Instead of looking for members for your work, look for ways to do 

work for your members. 

- At every step along the way, create and relieve tension as people progress in their journeys 

toward their goals. 

- Show up, often. Do it with humility, and focus on the parts that work. 



- Which means, going back to the hapless fundraiser, that if you’re unwilling to have empathy 

for the narrative of the person you seek to serve, you’re stealing. You’re stealing because 

you’re withholding a valuable option. You’re keeping someone from understanding how much 

they’ll benefit from what you’ve created … such a significant benefit that it’s a bargain. If they 

understand what’s on offer and choose not to buy it, then it’s not for them. Not today, not at 

this price, not with that structure. 

- It turns out that the right formula is to make a dog food that dog owners want to buy. The 

purpose of this example isn’t to help you market dog food better. It’s to understand that 

there’s almost always a disconnect between performance and appeal. That the engineer’s 

choice of the best price/performance combination is rarely the market’s choice. 

- Who’s it for? The people you seek to serve—what do they believe? What do they want? 

- What’s happening is that these theorists are taking comfort in their standing as outliers and 

they’re searching for a feeling, not a logical truth. Imhoff writes, “Adherence to conspiracy 

theory might not always be the result of some perceived lack of control, but rather a deep-

seated need for uniqueness.” 

- A lifeguard doesn’t have to spend much time pitching to the drowning person. When you 

show up with a life buoy, if the drowning person understands what’s at stake, you don’t have 

to run ads to get them to hold on to it. 

- It’s easier for those we seek to serve simply to shut down and not even try to solve their 

problems. If it feels like any choice is going to be wrong, it’s better to do nothing. 

- The alternative is to build your own quadrant. To find two axes that have been overlooked. 

To build a story, a true story, that keeps your promise, that puts you in a position where you 

are the clear and obvious choice. 

- But what would better look like? Not for you, but for the customer? 

- If we can accept that people have embraced who they have become, it gets a lot easier to 

dance with them. Not transform them, not get them to admit that they were wrong. Simply 

to dance with them, to have a chance to connect with them, to add our story to what they see 

and add our beliefs to what they hear. 

- Effective marketers don’t begin with a solution, with the thing that makes them more clever 

than everyone else. Instead, we begin with a group we seek to serve, a problem they seek to 

solve, and a change they seek to make. 

- If you can’t deliver quality yet, this book isn’t much help to you. If you can, great, 

congratulations. Now, let’s set that aside for a minute and remember that nearly everyone 

else can too. 

- Knowing that this is the story your customer tells himself is insufficient. You still have to act 

on it, open the door to the possibility, and organize the entire experience around that story. 

This is the work that helps people understand that you are special, and this is the work that 

makes things better. 



- If you need to be authentic to do your best work, you’re not a professional, you’re a fortunate 

amateur. Fortunate, because you have a gig where being the person you feel like being in the 

moment actually helps you move forward. For the rest of us, there’s the opportunity to be a 

professional, to exert emotional labor in search of empathy—the empathy to imagine what 

someone else would want, what they might believe, what story would resonate with them. 

- “Here, I made this.” The goal isn’t to personalize the work. It’s to make it personal. 

- The same is true of your product or service. You may say you’re offering a widget, but don’t 

believe it. When you’re marketing change, you’re offering a new emotional state, a step closer 

to the dreams and desires of your customers, not a widget. 

- Find the things you think that those you engage with will be attracted to and will trust. The 

typefaces, the pricing, the offers, the images, the interfaces … and cut them up, break them 

down into the original indivisible memes within. Then rebuild something new on top of these 

pieces. You can do the same thing when you put together your website, your podcast, or your 

new project. Find the essential beacons (the extremes) that matter to you and to your 

audience, and weave them together in a new thing. 

- If you run everything through a spreadsheet, you might end up with a rational plan, but the 

rational plan isn’t what creates energy or magic or memories. 

- Every very good customer gets you another one. 

- What if, instead, we seek advice? Seek it like this: “I made something that I like, that I thought 

you’d like. How’d I do? What advice do you have for how I could make it fit your worldview 

more closely?” That’s not criticism. Or feedback. That sort of helpful advice reveals a lot about 

the person you’re engaging with. It helps us see his or her fears and dreams and wants. It’s a 

clue on how to get even closer next time. Plenty of people can tell you how your work makes 

them feel. We’re intimately familiar with the noise in our own heads, and that noise is often 

expressed as personal and specific criticism. 

- Based on who they are and what they want and what they know, everyone is right. Every 

time. When we find the empathy to say, “I’m sorry, this isn’t for you, here’s the phone number 

of my competitor,” then we also find the freedom to do work that matters. 

- You can’t get someone to do something that they don’t want to do, and most of the time, 

what people want to do is take action (or not take action) that reinforces their internal 

narratives. 

- For most of us, though, changing our behavior is driven by our desire to fit in (people like us 

do things like this) and our perception of our status (affiliation and dominance). Since both 

these forces often push us to stay as we are, it takes tension to change them. 

- If it’s not genetic, if we’re not born with a predetermined feeling about crickets versus beef, 

if there are no clear-cut rational reasons to eat one or the other, why do crickets make us 

squirm while cows make us hungry (or vice versa)? Because people like us eat things like this. 



- Even when we adopt the behavior of an outlier, when we do something the crowd doesn’t 

often do, we’re still aligning ourselves with the behavior of outliers. 

- We don’t make decisions in a vacuum—instead, we base them on our perception of our 

cohort. So we buy a $700 baby stroller because we’re smart (or we don’t, because it’s stupid). 

- When we’re comfortable realizing that our work is to change “a culture,” then we can begin 

to do two bits of hard work: 1. Map and understand the worldview of the culture we seek to 

change. 2. Focus all our energy on this group. Ignore everyone else. Instead, focus on building 

and living a story that will resonate with the culture we are seeking to change. That’s how we 

make change—by caring enough to want to change a culture, and by being brave enough to 

pick just one. 

- The essence of political change is almost always cultural change, and the culture changes 

horizontally. Person to person. Us to us. 

- Elite is an external measure. Does the world you care about respect this badge? 

- Harvard Business School is both elite and exclusive. So are the Navy Seals. 

- In fact, though, it’s exclusive institutions that change things. We have no control over our 

elite status, and it can be taken away in an instant. But exclusive organizations thrive as long 

as their members wish to belong, and that work is something we can control. 

- Work that matters for people who care is the shortest, most direct route to making a 

difference. 

- When life interferes, new patterns are established. This is why it’s so profitable to market to 

new dads, engaged women, and people who have recently moved. They don’t have a pattern 

to match, so it’s all an interrupt. On the other hand, the purchasing manager at a typical 

organization has been taught that matching the pattern is the best way to keep a steady job 

with no surprises. 

- marketers who cause change cause tension. 

- Fear’s a dream killer. It puts people into suspended animation, holding their breath, 

paralyzed and unable to move forward. Fear alone isn’t going to help you make change 

happen. Tension might, though. 

- If all it took to upend the status quo was the truth, we would have changed a long time ago. 

- The status quo doesn’t shift because you’re right. It shifts because the culture changes. And 

the engine of culture is status. 

- The smart marketer begins to realize that some people are open and hungry for a shift in 

status (up or down), while others will fight like crazy to maintain their roles. 

- Six things about status 1. Status is always relative. Unlike eyesight or strength or your bank 

balance, it doesn’t matter where you are on the absolute scale. Instead, it’s about perception 

of status relative to others in the group. 6 is bigger than 4, but lower than 11. There is no 

highest number. 2. Status is in the eyes of the beholder. If you are seen as low status by 



outsiders but as high status in your own narrative, then both things are true, at different times, 

to different people. 3. Status attended to is the status that matters. Status is most relevant 

when we try to keep it or change it. For many people, status is upmost in our minds in every 

interaction. But it only matters when the person we’re engaging with cares about status. 4. 

Status has inertia. We’re more likely to work to maintain our status (high or low) than we are 

to try to change it. 5. Status is learned. Our beliefs about status start early. And yet the cohort 

we are with can influence our perception of our status in very little time. 6. Shame is the status 

killer. The reason that shame is used as a lever is simple: it works. If we accept the shame 

someone sends our way, it undermines our entire narrative about relative status. 

- The idea of status isn’t nearly as simple as it appears. Consider, for those you seek to serve, 

their external status (how they are seen by their chosen community) and their internal status 

(who they see when they look in the mirror). Next, work through how they maintain or seek 

to change that status. Do they belittle others? Seek approval? Help in selfless ways? Drive 

themselves to achieve more? What sort of wins and losses do they track? Consider the 

following two XY 

- Before we do the analysis, though, there’s one more grid: 

- People are intensely aware of their relative status. We can move up or down. We can do that 

by helping/pushing others up or down. We can open the door for others and enable them to 

increase their status, or we can spend time denigrating others or increasing our own status. 

- in order to bring our change to the world, we need to make some assumptions about what 

others believe. We can’t hear the noise in their heads, but we can watch what they do and 

make some guesses. 

- Affiliation: The questions that someone who cares about affiliation asks himself and those 

around him: 

- Dominion: The questions and statements that someone who cares about dominion offers to 

himself and those around him: 

- In the jazz band, someone is keeping track of how many solos he gets, and someone else 

wants to be sure she’s helping keep the group in sync. 

- Modern society, urban society, the society of the internet, the arts, and innovation are all 

built primarily on affiliation, not dominion. This type of status is not “I’m better.” It’s “I’m 

connected. I’m family.” And in an economy based on connection, not manufacturing, being a 

trusted member of the family is priceless. 

- Dominion is a vertical experience, above or below. Affiliation is a horizontal one: Who’s 

standing next to me? 

- I’d divide the modern business plan into five sections: Truth Assertions Alternatives People 

Money 

- Truth can take as long as you need to tell it. It can include spreadsheets, market share 

analysis, and anything else I need to know about how the world works. 



- The assertions section is your chance to describe how you’re going to change things. We will 

do X, and then Y will happen. We will build Z with this much money in this much time. We will 

present Q to the market, and the market will respond by taking this action. 

- This is the heart of the modern business plan. The only reason to launch a project is to make 

change, to make things better, and we want to know what you’re going to do and what impact 

it’s going to have. Of course, this section will be inaccurate. You will make assertions that 

won’t pan out. You’ll miss budgets and deadlines and sales. So, the alternatives section tells 

me what you’ll do if that happens. How much flexibility does your product or team have? If 

your assertions don’t pan out, is it over? 

- The people section rightly highlights the key element: Who is on your team, and who is going 

to join your team. “Who” doesn’t mean their resumes; it means their attitudes and abilities 

and track record in shipping. You can go further here. Who are the people you’re serving? 

Who are the champions? What do they believe about status? What worldview do they have? 

The last section is all about money. How much you need, how you will spend it, what cash flow 

looks like, profit and loss, balance sheets, margins, and exit strategies. 

- Once you adopt a posture of service, of engaging with the culture to make change, the shift 

happens. Now, instead of asking, “How can I get more people to listen to me, how can I get 

the word out, how can I find more followers, how can I convert more leads to sales, how can 

I find more clients, how can I pay my staff …?” you can ask, “What change do I seek to make?” 

- We don’t care about you, or how hard you worked on it. We want to know if it’s for us, and 

if you’re the real deal. This is semiotics. Flags and symbols, shortcuts and shorthand. 

- Send a signal that feels like a sign we already trust, then change it enough to let us know that 

it’s new, and that it’s yours. 

- The lesson: Apple’s ad team only needed a million people to care. And so they sent a signal 

to them, and ignored everyone else. It took thirty years for the idea to spread from the million 

to everyone, thirty years to build hundreds of billions of dollars of market cap. 

- Good marketers have the humility to understand that you shouldn’t waste a minute (not of 

your time or of their time) on anyone who isn’t on the left part of the curve. If someone is 

satisfied with what they have, you’re unlikely to have the time or the money to reach out to 

them directly and cause them to become dissatisfied—that is, interested enough and open 

enough to changing and becoming a customer. It’s not for them. Not right now. With 

persistence and smarts, you’ll get to them, perhaps. One day. Horizontally. Person to person. 

Through earned media. But not right now. It’s the neophiliacs, the folks with a problem that 

you can solve right now (novelty and tension and the endless search for better), that you can 

begin with. 

- There’s no such thing as mandatory education. It’s almost impossible to teach people against 

their will. The alternative is voluntary education: gaining enrollment. 



- Lazy marketers try to buy enrollment with flashy ads. The best marketers earn enrollment by 

seeking people who want the change being offered. And they do it by connecting people to 

others who want the change as well. And that change is precisely what marketers seek. 

- If you tell your competition your tactics, they’ll steal them and it will cost you. But if you tell 

them your strategy, it won’t matter. Because they don’t have the guts or the persistence to 

turn your strategy into their strategy. Your goal is the change you seek to make in the world. 

It could be the self-focused goal of earning money, but it’s more likely to be the change you 

seek to make in those you serve. The goal is your shining light, the unwavering destination of 

your work. 

- There are three elements to the magic of online advertising: 1.You can reach people more 

precisely online than in any other medium. Not just the demographics of what they look like, 

but the psychographics of what they believe and what they’re looking for. 2. You can reach 

people instantly. You can decide to run an ad at 10 a.m. and have it reach people beginning at 

10:01 a.m. 3. You can measure everything. 

- Direct marketing is action oriented. And it is measured. Brand marketing is culturally 

oriented. And it can’t be measured. 

- The approach here is as simple as it is difficult: If you’re buying direct marketing ads, measure 

everything. Compute how much it costs you to earn attention, to get a click, to turn that 

attention into an order. Direct marketing is action marketing, and if you’re not able to measure 

it, it doesn’t count. If you’re buying brand marketing ads, be patient. Refuse to measure. 

Engage with the culture. Focus, by all means, but mostly, be consistent and patient. If you 

can’t afford to be consistent and patient, don’t pay for brand marketing ads. 

- The ad exists to get a click. The click exists to either make a sale or earn permission. The sale 

exists to lead to another sale, or to word of mouth. Permission exists to lead to education and 

to a sale. That’s it. 

- The most important lesson I can share about brand marketing is this: you definitely, certainly, 

and surely don’t have enough time and money to build a brand for everyone. You can’t. Don’t 

try. Be specific. Be very specific. And then, with this knowledge, overdo your brand marketing. 

Every slice of every interaction ought to reflect the whole. Every time we see any of you, we 

ought to be able to make a smart guess about all of you. 

- All the storytelling you do requires frequency. You’ll try something new, issue a statement, 

explore a new market … and when it doesn’t work right away, the instinct is to walk away and 

try something else. But frequency teaches us that there’s a very real dip—a gap between when 

we get bored and when people get the message. Lots of people start a project. They give a 

talk a few times, maybe even on the TED stage, and then they go off to do the next thing. They 

launch a new freelance business, get a few clients, then it sputters and they quit. Or they open 

a company, raise money and spend it fast, hitting the wall just before the good stuff happens. 

The market has been trained to associate frequency with trust (there, I just said it again). If 

you quit right in the middle of building that frequency, it’s no wonder you never got a chance 

to earn the trust. 



- When you’re the cheapest, you’re not promising change. You’re promising the same, but 

cheaper. 

- Low price is the last refuge of a marketer who has run out of generous ideas. 

- Free is not simply a penny less than a penny, a dollar less than a dollar. It’s an entirely 

different category of transaction, because like dividing by zero, it scales to infinity. A free idea 

is far more likely to spread, and spread quickly, than an idea that’s tethered to money. 

- The road out of this paradox is to combine two offerings, married to each other: 1. Free ideas 

that spread. 2. Expensive expressions of those ideas that are worth paying for. When a chef 

gives away her recipes, or appears on a podcast, or leads an online seminar, she’s giving her 

ideas away for free. It’s easy to find them, engage with them with frequency, and share them. 

But, if you want to eat that pasta served on china on a white tablecloth at her restaurant, it’s 

going to cost you twenty-four dollars. 

- When people are heavily invested (cash or reputation or effort), they often make up a story 

to justify their commitment. And that story carries trust. Every con man knows this. The irony 

is that marketers who need to be trusted often don’t understand it. Lowering your price 

doesn’t make you more trusted. It does the opposite. 

- What your customers want from you is for you to care enough to change them. To create 

tension that leads to forward motion. To exert emotional labor that will open them up to 

what’s possible. And if you need to charge a lot to pull that off, it’s still a bargain. 

- Dining in a restaurant is rarely a solo endeavor. USHG gives hosts a chance to gain status 

through virtue signaling. They give diners a story they can tell themselves (and others)—a 

story about how the small act of choosing a restaurant turns the ratchet on a much larger 

issue around race, gender, and income disparity. That story isn’t for everyone, but for the right 

people, it transforms the experience. Who’s it for, what’s it for, and how is status changed? 

What will I tell the others? 

- If it sounds like you need humility and patience to do permission marketing, that’s because 

it does. That’s why so few companies do it properly. The best shortcut, in this case, is no 

shortcut at all. How many people would reach out and wonder (or complain) if you didn’t send 

out that next email blast? That’s a metric worth measuring and increasing. 

- Shortly after Permission Marketing was published, Dany Levy started an email newsletter 

called DailyCandy. It was a city-focused email alert for young women looking for local sales, 

parties, and connections. The asset was so valuable that she ended up selling it for more than 

a hundred million dollars. And every podcaster has an asset like this, a subscriber base that 

regularly listens to the latest show. And every successful politician has an asset like this, a 

group of activist voters eager to hear the next riff and share it or take action. Protect it. It’s 

more valuable than the laptops or chairs in your office. If someone walked out the door with 

those, you’d fire them. Act the same way if someone on your team spams the list just to make 

a metric go up. 



- Spotify doesn’t need to own radio spectrum, or a magazine. They own a permission asset 

instead. Permission, attention, and enrollment drive commerce. 

- The best reason someone talks about you is because they’re actually talking about 

themselves: “Look at how good my taste is.” Or perhaps, “Look at how good I am at spotting 

important ideas.” 

- Ideas travel horizontally now: from person to person, not from organization to customer. We 

begin with the smallest possible core and give them something to talk about and reason to do 

so. 

- The hard work of creating the change you seek begins with designing evangelism into the 

very fabric of what you’re creating. People aren’t going to spread the word because it’s 

important to you. They’ll only do it because it’s important to them. Because it furthers their 

goals, because it permits them to tell a story to themselves that they’re proud of. 

- We remember what you did long after we forget what you said. 

- Everyone is famous to fifteen hundred people. Some people are even famous to three 

thousand. And that’s a fascinating new phenomenon. When there are three thousand or ten 

thousand or five hundred thousand people who think you’re famous … it changes things. Not 

simply because they’ve heard of you, but because people they trust have heard of you as well. 

If you’re a business consultant, a designer, or an inventor, being famous to the right three 

thousand people is plenty. 

- Public relations is the art of telling your story to the right people in the right way. 

- If you can’t see the funnel, don’t buy the ads. If you can measure the funnel and it costs too 

much for you to afford ads, don’t buy the ads. Fix the funnel first. 

- Half of Amazon’s sales are books that are not in the top five thousand. Half! Half of the music 

consumed on streaming sites isn’t available in stores. Not half the titles, half the volume. 

- We hear about the outliers, the kids who make millions of dollars a year with their YouTube 

channel or the fashionista with millions of followers. But becoming an outlier isn’t a strategy. 

It’s a wish. 

- Yes, the internet is a discovery tool. But no, you’re not going to get discovered that way. 

Instead, you will make your impact by uniting those you seek to serve. 

- That’s the simple ratchet power of network effects. Connected tribes are more powerful than 

disconnected ones. Individuals who get in early have an incentive to bring others along, and 

so they do. 

- The bridge is built on two simple questions: 1. What will I tell my friends? 2. Why will I tell 

them? It is never the case that people will tell their friends because you want them to, or 

because you ask them to, or because you worked hard. Give them a why. And that usually 

involves changing what you offer. Make things better by making better things—things that 

have a network effect, a ratchet, a reason for sharing. 



- Marshall Ganz is the brilliant Harvard professor who has worked both with Cesar Chavez and 

Barack Obama. He has articulated a simple three-step narrative for action: the story of self, 

the story of us, and the story of now. 

- In Rules for Radicals, noted labor organizer Saul Alinsky laid out thirteen principles that can 

be used in zero-sum game political settings to discourage and defeat enemies: “Power is not 

only what you have but what the enemy thinks you have.” “Never go outside the expertise of 

your people.” “Whenever possible, go outside the expertise of the enemy.” “Make the enemy 

live up to its own book of rules.” “Ridicule is man’s most potent weapon.” “A good tactic is 

one your people enjoy.” “A tactic that drags on too long becomes a drag.” “Keep the pressure 

on.” “The threat is usually more terrifying than the thing itself.” “The major premise for tactics 

is the development of operations that will maintain a constant pressure upon the opposition.” 

“If you push a negative hard and deep enough, it will break through into its counterside.” “The 

price of a successful attack is a constructive alternative.” “Pick the target, freeze it, personalize 

it, and polarize it.” 

- The best marketers are farmers, not hunters. Plant, tend, plow, fertilize, weed, repeat. Let 

someone else race around after shiny objects. 

- The method isn’t to go out and find an agent. The method is to do work so impossibly magical 

that agents and producers come looking for you. 

- This luxury car owner went to sleep the night before, delighted that the car in the garage was 

shiny, new, and state of the art. That it was safe, efficient, and worthy. And then he or she 

woke up to discover that the story was no longer true. Tesla understood that no one who 

bought one of the first fifty thousand Teslas actually needed a car. They all had perfectly fine 

cars. 

- They have bent a corner of the culture in significant ways, and they’ve done it not by changing 

worldviews but by embracing them. The NRA isn’t my version of “better,” but it clearly 

resonates with those that they seek to serve. 

- But if you can dig deep and see the status roles, can decode dominion versus affiliation, and 

can use trust to earn enrollment, the process can change. 

- The tyranny of perfect Perfect closes the door. It asserts that we’re done, that this is the best 

we can do. Worse, perfect forbids us to try. To seek perfection and not reach it is a failure. The 

possibility of better Better opens the door. Better challenges us to see what’s there and begs 

us to imagine how we could improve on that. Better invites us in and gives us a chance to seek 

dramatic improvement on behalf of those we seek to serve. The magic of good enough Good 

enough isn’t an excuse or a shortcut. Good enough leads to engagement. Engagement leads 

to trust. Trust gives us a chance to see (if we choose to look). And seeing allows us to learn. 

Learning allows us to make a promise. And a promise might earn enrollment. And enrollment 

is precisely what we need to achieve better. Ship your work. It’s good enough. Then make it 

better. 

- If we’re going to take it personally every time someone doesn’t click on a link, every time 

someone doesn’t renew, we can’t possibly do our work as professionals. And thus we get stuck 



in search of perfect. Stuck without empathy. Stuck in a corner, bleeding and in pain, because 

we’ve been personally maligned. One way to avoid that is to realize that marketing is a process 

and a craft. 

- We bring value to the world when we market. That’s why people engage with us. If you don’t 

market the change you’d like to contribute, then you’re stealing. Here you are offering more 

value than you’re charging. It’s a bargain. A gift. If you hesitate to market your offering 

properly, it’s not that you’re being shy. It’s not that you’re being circumspect. It’s that you’re 

stealing, because there’s someone who needs to learn from you, engage with you, or buy from 

you. 

- A Marketing Reading List (in no particular order) 


