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3M model 94, 160
The 7 Habits of Highly
Effective People 25

abundance mindset 24-25,27
accountability
—implementation of your
ideas and 141-142
—scheduling meetings to
ensure 148-149
active listening 83-89
advertising, emotional
manipulation and 9627
Ali, Muhammad 40
alien mindset 22--2.3
allies, identifying, 51
Amazon 104
An Inconveient Truth 113
Anna Karenina 43
Apple 107
Aristotle 71
Atkinson, Rowan 65
Atlassian 147
audience
—adjusting to suit your
78-80
—calculating the value of
your idea for your 121

—emotional response of
your 96

—making a positive
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89-91

—shaping the mood of
your-8-115

autherticity, storytelling and
113106

Bain & Company 47

bandwagon effect,
building 55

Bezos, Jeff 104

bias to yes 73-80, 98
—creating 99-115

Big So What 35-37
—keeping connected with

37-39

body language, monitoring
your 88-89

BP 68

Buffett, Warren 120

building rapport 77

buy-in 7
— benefits of 18
—catalysts for 34
—champions of 18, 74
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—conditions that affect
likelihood of 60-62
—costs of lack of 5-7
—culture of 18
—example of 8-9
— hands-on experience
and 108-110
—intentionality and 74-75
— mastering the art of 13
—model for 94
— persistence and 67
—reputation and 72
—see also logical yes
timing and 65-67

catalysts for buy-in 34-35
Chanel, Coco 106
champions of buy-in 18, 74
clichés, negative effects of 108
clinical listening skills 84-85
commitment to your project,
ensuring 149
communication
—adjusting the pace of
your 77-78
— maintaizing with your
key stalzeholders 56
communities of practice
— building 155
—sustaining progress
through encouraging
154-155
conflict, constructive
responses to 26—28
connection, creating an
emotional 96-98

conviction 32-33
— building up 35, 40
—see also Big So What
Conviction: How Thought
Leaders Influence
Commercial Conversations
132
Cook, Peter 132-133
Corleone, Don 55
courier-style influencers 33
Covey, Stephen R. 25, 85
Crowley, Dermot 148
Cuddy, Amy 75,77
Cultivating Communities of
Practice 157
culture-oi buy-in 18

Daimasio, Antonio 98

decision makers, identifying
48

decision making, role of
emotion in 98

decree vs win me 9-11, 15-17

Deepwater Horizon 68

Descartes’ Error 98

difference, reacting to 24

disagreement, reacting to 24

discussions, framing for
implementation of ideas
139-141

Dolan, Gabrielle 102

Eikmeier, Andre 112

Einstein, Albert 160

Emerson, Ralph Waldo 15,
34,95
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employees, workplace
expectations of 11

emotional connection,
creating an 96-98

emotions
—creating positive 98-115
—jolting 111-115
—logic vs 118-119
—playing to 96-98
—resetting in between

meetings 101-102
—role of in decision
making 98

engaged listening skills 85-89

environments for
implementation of ideas
149-150

Ertel, Danny 140

Expedia 124

experience, buy-in and
108-110

Fabius, Laurent 134
Fink, Ronnie 9-10
Fiske, Susan 75, 77
Ford, Henr7 1% 163
Fox, Dr Jason 153
Franklin, Benjamin 157

The Game Changer 153

Gandhi, Mahatma 157

Generating Buy-In:
Mastering the Language of
Leadership 102

Getting Past No 135
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Gladwell, Malcolm 55

Glick, Peter 75,77

The Godfather 55

Godin, Seth 155

Goethe, Johann Wolfgang
von 138

Gore, Al 113

Gregg, Peter 17

hackathons 147

handovers, identifying purpose
of initiatives in_32—40

Hayward, Tony 48

Heath, Chip 1338, 149-150

Heath, Dan 118, 150

Hemingvray, Ernest 84

ideas
—as currency 10
—audience’s emotional
response to 96
—conveying the value of
your 120-124
—implementing your
139-152
—proving the value of
your 121-124
—sustaining your 152-
156
—testing your 124
identifying
—allies 51
—decision makers 48
—key influencers 44-45,
49
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Ignite 102
implementation of your ideas
—accountability and
141-142
— breaking tasks down
into chunks for better
143-145
—clarity of instruction
and 145-146
—creating infrastructure
for the 147-152
—creating the environment
for 149-150
— framing discussions for
139-141
—kicking off with an
event 146-147
—rewards and
punishments in 151-152
—three stages of 142-156
inclusive mindset 21-24
influence
— by decree 10
— listening and"§9
—self-belief and 31-32, 34
influencers
—catalyst-style 34-35
—courier-style 33
—identifying key 44-435,
49
infrastructure, creating for
the implementation of
ideas 147-152
intentionality
—buy-in and 74-75
—relationships and 82

Jetsmart program 5

Jobs, Steve 109

judgements, how people
form 75-76

Kahneman, Daniel 55
Kanban 153
Khosrowshahi, Dara 124
Kotter, John 5,138

Leading Change 5
The Lean Start-Up. iS5
listening skills 83
—clinical 8455
—engaged 35-89
logic, creaving alignment
betwéen emotions and 119
logica! yes
——creating a 120-124
—steps to 125-133

managing projects see
implementation of your
ideas

McDermott, Richard 155

meetings, scheduling to
ensure accountability
148-149

Men in Black 21-22

metaphors, effective use of in
presentations 107-108

mindsets 18-19
—abundance 24-25,27
—alien 22-23
—inclusive 21-24
—scarcity 25-26,27
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27-29
model for buy-in 94
moods
—shaping your audience’s
98-115
movement see
implementation of your
ideas

naysayers, nurturing 53
nemawashi 46
Noél, David 11

O’Keeffe, Dunigan 47
Oliver, Jamie 113
organisational politics see
social landscape
patience 66
—buy-in and 9, 46
perceptions, others’ of you
75-76, 80-81
persistence, buy-in anda 67
Picasso, Pablo 136
Plato 119
Plutarch 117/
Pomodorc. Technique 144
Pope Francis 90
presentations
—establishing the mood
of your 98-102
—hands-on experience
and 108-110
—metaphors and similes
in 107-108

—shock tactics in 111-115

—storytelling in 102-106
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progress, sense of in
sustaining initiatives
152-154

projects, ensuring commitment
to your 149

punishment in implementation
of ideas 151-152

purpose of initiatives,
identifying in project
handover 39-40

Qantas 5,17
quarterly reviews, ensuring
commitment with 149

rappert, buiiding 77
readiiig the play 62-64
reiacability, storytelling and
106
relationships, intentionality
and 82
reputation, importance of in
gaining buy-in 72
resistance
—adjusting in the face of
62-64,129-130
— consequences of 6-7
—conviction and 32-33
—dealing with 127-129
—engaged listening as
solution to 85
— inclusive mindset as
way of overcoming
21-24
rewards in implementation
of ideas 151-152
Ries, Eric 155
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Rocky Horror Picture Show
145

Rogers, Will 108

Roosevelt, Theodore 31

Rumsfeld, Donald 49

scarcity mindset 25-26, 27

scheduling meetings to
ensure accountability
148-149

Schultz, Howard 90

SEEK Limited 10

self-belief, influence and
31-32, 34

sequence of engagement,
determining 53-55

Shakespeare, William 124

Sheen, Fulton 66

shock tactics in presentations
111-115

similes, effective use of in
presentations 107-18

Sinek, Simon 35-36

Siver, Derek 155

Smart Work 145

Smith, Will 24222

Snyder, Wiliiain M. 155

social capital, traits for high
75-76

social landscape
—navigating 44-45
—noticing changes in 56

social maps, creating
47-56

SoundCloud 11

stakeholders
—identifying 47, 48-50

—maintaining
communication with
your 56

Starbucks 90
storytelling

—authenticity and
105-106

—power of 102-105

—relatability and 106

—tips for effective
105-106

sunk cost fallacy 15¢
sustaining your iatgiatives

152-156

—assessing whether to
continue 155-156

—qicating a sense of
progress in 152-154

——through communities of
practice 154-155

Suzuki, Shunryu 20

Switch: How to Change
When Change Is Hard
118, 150

tasks, breaking down
into chunks for better
implementation143-145
testing your ideas 124
thin slicing 72
timing, buy-in and 65-67, 134
tipping point, people who
can help you reach the 55
Tolstoy, Leo 43
top-down vs buy-in
approach 9-11
—see also decree vs win me
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Tribes 155 — proving your idea’s
Twain, Mark 122 121-124
Tzu, Lao 137 —Vinomofo 112
Tzu, Sun 55 —Virgin Australia 114
Ury, William 135 Walton, Mark S. 102-103
us vs them see mindset, Weinstein, Paul 51
alien Wells, H. G. 59, 68
Wenger-Trayner, Beverly 154
validating others, active Wenger-Trayner, Etienne 154,
listening and 86-87 155
value what’s possible mindset
—components of 19-21,27-2%2
120-121 White, Barry 163

—conveying 120-124
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