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How Bob Iger digitalised Disney 
 
Disney stands out as one of the few corporations to have managed to transform themselves, 
not just to survive but to thrive, in today’s world of digital disruption and incredible change. 
Usually we turn to start-ups to learn how to embrace digital platforms and the new zeitgeist, but 
Disney is a shining example of how large and established organisations can do it too. 
 
Bob Iger could easily have let the childlike dreams of his Magic Kingdom hide the need for 
significant change in his Disney empire.  As a teenager he dreamt of becoming a news reader, 
or if not a weather presenter, for a local TV station. Instead he developed a love of production 
with ABC in gameshows and soaps, then joined Disney in 1996, becoming COO 4 years later. 
 
Stepping up to the CEO job in 2005, replacing Michael Eisner might have seemed daunting. But 
the old Disney had lost its way, many of the most talented people had gone, and Disney was 
becoming a dinosaur of the digital age. In fact Iger was a key factor in Eisner’s demise, creating 
a “Save Disney” campaign. 

As CEO he acquired Pixar Animation Studios, Marvel Studios’ superhero factory, the “Star 
Wars” franchise of Lucasfilm, and 21st Century Fox (for $71bn in 2019). Over the past 15 years, 
he has overseen 11 of the top 20 box office hits of all time, including “X-Men” and “Black 
Panther”. Disney’s parks are eight of the busiest 10 theme parks in the world. 

In late 2019 he launched the Disney+ streaming platform, attracting 28 million subscribers in 3 
months, with the help of his latest character Baby Yoda. This was particularly significant as it 
signalled Disney’s desire to retain a direct relationship with consumers, like Netflix, rather than 
becoming a content producer for other distributors. Time magazine made Iger their 2019 
Businessperson of the Year for his leadership in transforming Disney. 

On 25 February, after 15 years, Iger decided to step down, and hands over to Bob Chapek who 
becomes Disney’s 7th CEO in 100 years. Disney’s market value has grown 5 times under Iger’s 
leadership, from $48bn to $257bn. He leaves an incredible legacy of digital transformation and 
profitable growth, making Disney the most innovative company in entertainment again. 
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10 things that happened in February 2020 
 
Whilst the world’s economies hold their breath over the impact of Covid-19, or Coronavirus (not 
as some people have suggested, anything to do with Corona beer, and not responsible for the 
recent fall in its owner’s share price), what else has been happening? 
 

1. Tesla’s share price growth has been quite incredible over the last 12 months ... and a 
great example of changing markets and future confidence: Toyota worth $200bn sold 
9m vehicles last year, whilst Tesla worth $135bn sold 0.4m vehicles, and Volkswagen 
worth $95bn sold 11m vehicles. Market value is about much more than sales results. 
 

2. Adidas has engaged Japan’s legendary shoe designer Toshiaki Omori in the challenge 
to create an even better running shoe, for record breakers and everyday runners. Now 
that World Athletics has agreed to allow the new spring-like carbon plates within 
midsoles, Omori has crafted the new Adizero Pro, launching in March. 
 

3. Yo! Sushi has teamed up with genetic testing company DNAFit to offer its restaurant 
customers the opportunity to profile their DNA. The simplified version of the test focuses 
on individual dietary profiles – from cholesterol levels to lactose intolerance - enabling 
Yo! Sushi to personalise menus to each customer. 

 
4. Jack Welch, best known for his 20 years as CEO of GE, died recently. The chemical 

engineer transformed GE into the world’s most admired business, and growing its value 
from $14bn to $410bn. I remember once watching him shout “DYB DYB DYB” to his 
managers, meaning Destroy Your Business (and create a better one, before others do). 
 

5. Mikkeller Running Club has been voted the world's best running community by 
Runner's World magazine. Mikkeller is the world's largest craft beer brand, with a 
platform business model, which brings together the beers of microbreweries across the 
planet. It was founded by Danish physics teacher Mikkel Bjergso, a running fanatic. 
 

6. The UAE’s Leadership Model has an interesting structure, built on three themes and 
seeking leaders who take a more enlightened, future-thinking perspective: Spirit 
(openness, role model, enabler of people), Outlook (futuristic, innovative, technical, 
learner), and Impact (fast, smart decisions, focused on goals). 
 

7. PwC's 2020 CEO Survey is entitled "Navigating the rising tide of uncertainty" and has 4 
major themes: 1. Uncertainty dominates (and is here to stay) … 2. Rethinking 
cybersecurity (and openness) … 3. Upskilling is essential (to be more human) … and 4. 
Climate as opportunity (to innovate). 
 

8. The Long-Term Stock Exchange, or LTSE, is set to launch next month, as Silicon 
Valley’s answer to the NYSE and Nasdaq. It’s the ambitious project of Eric Ries, author 
of The Lean Start-Up who hopes it will create a fundamental shift in capital markets, 
enabling businesses to focus on long-term innovation, sustainability and value creation. 
 

9. “From/To” is a new report on the future of work by Cognizant, exploring the 
transformation of business, as technologies disrupt and enhance the workplace. Its big 
shifts include “from hierarchy to wirearchy … from jobs to tasks … from 8x5 to 10x4 … 
from buying to leasing … from bad robots to good humans” 
 

10. “We can save Earth” declared Amazon's Jeff Bezos as he pledged $10bn to launch 
Earth Fund for combating climate change with “big and small companies, nations and 
individuals working together”. In January, Amazon’s share price surged 12%, adding 
$13.2bn to Bezos’ fortune, now with a personal net worth of around $129bn. 
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Tan Le … The refugee brainwave innovator 
 
Tan Le was only 4 years old when she fled 
Vietnam with her mother and sister, crowded on 
board a fishing boat with 162 other people, in 
search of a better life. It was a difficult choice, 
leaving her father behind and heading out on the 
uncertain seas.  
 
For 5 days they sailed, and then after losing 
power, drifted across the South China Sea. She 
remembers the long dark nights and rough seas, 
and everyone becoming desperate once food 
and water ran out. Fortune came in the shape of 
a British oil tanker, which offered to rescue 
them. After 3 months in a refugee camp, the 
family were offered a flight to Australia. As the 
plane flew across the unknown country, she was 
struck by the huge emptiness of the land, and 
later reflected on it as symbolising the new 
opportunities which she could never have 
imagined. On landing, her mother told her to kiss 
the ground, as this was a special place. 
 
At 8 years old, her mum says she was a 
dreamer, and particularly liked to pretend she 
had the power of telepathy, as inspired by a 
movie she had seen. In reality, she called herself 

a curious nerd, desperate to work hard and seize her opportunity. At the same time she was 
very conscious about being different – her looks, her accent, her background. Then when she 
was 20, she won Young Australian of the Year for her work in helping other immigrants to settle 
locally, to learn the English language, and to find jobs. She was astonished that somebody like 
her could win such an award. It was the moment that really opened her mind. 
 
She started to look beyond her mum’s dream of her becoming a doctor or lawyer. With a 
degree from Monash University she qualified as a lawyer, but quickly turned her attention to 
software engineering, exploring how brainwaves can control digital devices. It was all about 
understanding the brain in context, and how it could be directed to do more productive work, to 
engage consumers more deeply with brands, to help people with disabilities. Her early work 
included the development of EEG (electroencephalography) headsets by which you can control 
a car, or drone, or game, with your brain. 
 
“When the neurons in your brain interact, they emit electrical impulses, which we can then 
translate into patterns that become commands, by using machine learning” she explained. She 
founded Emotiv, a bio-informatics company. It was all about understanding the brain in 
context, and how it could be directed to do more productive work, to engage consumers more 
deeply with brands, to help people with disabilities. 
 
Chosen to be part of the World Economic Forum’s Young Business Leaders in 2009, she sat at 
a dinner held in Buenos Aires with fellow participants. Opposite her sat a wheelchair-bound 
Brazilian called Rodrigo Hübner Mendes. He introduced himself as a Formula One racing car 
driver, who used a specially developed brain interface to control the vehicle.  Mendes explained 
how he would turn left by imagining eating tasty food, turn right by imagining he was riding a 
bike, and accelerate by imagining he had just scored a World Cup goal for Brazil. He explained 
how the technology for the car was developed by a small innovative company called Emotiv. 
She smiled, deeply moved by his story. 
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Today Emotiv is a world-leader in brain interface software, with technology that is cheaper 
than a gaming console, but has the ability to fundamentally disrupt and improve our lives. With 
offices around the world, Le spends much of her time back in the Vietnamese capital, Hanoi, 
where her ground-breaking technology is being developed by young local technologists. 
 
Le reflects on her journey saying “Like my mum, I took a leap of faith into the world of 
technology, and particularly into a completely new area for which I had no qualifications or 
experience.”  She freely admits that she doesn’t have all the answers, with “I try to make the 
right choices, but you never know exactly where you are going, or if doing your best” but is also 
an infectious optimism “The future is not hear yet. We have the chance to create it, to co-
create it.” 
 
As for Mendes, he recently found himself at a conference in Dubai listening to world champion 
F1 driver Lewis Hamilton. When it came to questions at the end, Mendes’ hand immediately 
sprung up. He challenged the world champion to a race, using brainwave controlled cars. 
Hamilton, a lover of new technologies, accepted. The race awaits. 
 

Ban Ki-moon … on BTS and Boon Joon-ho 
 
“The Korean Wave” (sometimes known as the “Hallyu”) describes the global popularity of 
South Korea’s cultural economy – from fashion and film to music and cuisine. Last month I was 
privileged to speak at the Global Soft Power Summit, organised by Brand Finance, alongside 
some great names like Ban Ki-moon, former Secretary General of the United Nations. 
 
It wasn’t long before he was talking about the 
recent movie Parasite which swept the top 
awards at this year’s Oscars. But it is far from 
being the first example of Hallyu.  
 
Back in 2012, Psy’s “Gangnam Style” 
persuaded the world to participate in a ludicrous 
horse dance. It’s spread was massively 
accelerated by social media, and in particular 
huge amounts of user-generated content, people 
imitating Psy on YouTube, Snapchat and more. 
Today, South Korea, with a population of 51 
million, is a cultural powerhouse. 
 
You could argue that Ban Ki-moon is himself an 
icon of soft power, passionately arguing for more 
collaboration between nations. “Soft power 
matters more than ever amidst nationalism, 
uncertainty and transnational issues. It builds 
bridges and brings the world together to create 
peaceful, inclusive, resilient societies.” He said 
Donald Trump “has been reckless and irresponsible in choosing not to embrace some of the 
biggest issues in the world today” and argued that the UN’s 17 SDGs are the best platform for 
nations and organisations to act. 
 
He talked about how South Korea is riding high on the “big three Bs”: 
 
Bong Joon-ho … The director and the movie “Parasite” swept the Academy Awards and took 
four Oscars, including best film and best director. It is the first foreign-language film to win an 
Oscar for best film in the 92 year-history of the Academy Awards.  The production costs of the 
movie, described as a black comedy thriller, are estimated at $12m, but the movie has already 
raked in over $255m from box offices in 105 countries around the world. 
 



 
peterfisk@peterfisk.com 

BTS … The seven-member band BTS, also known as Bangton Boys, formed in 2010 and is now 
the biggest boy band in the world. In 2019, BTS became only the third group in 50 years to have 
three number one albums on the Billboard 200 charts in less than 12 months, joining the ranks 
of The Beatles and The Monkees. K-pop is an incredibly competitive $4.7bn market based in 
Seoul, auditioning thousands of teen hopefuls, with rigorous rock schools, and frenetic agents. 
 
Baby Shark … The Korean children’s song was first uploaded to YouTube in November 2015, 
and went on to get 4.58 billion views, the third-most-viewed online video in history. The catchy 
song from Pinkfong, an education brand within Korean media startup SmartStudy, has been 
translated into 19 languages and is a favourite of parents who want to silence their youngsters 
around the world. It has made a fortune for Kim Min-seok, the founder of SmartStudy 
 

10 years at the Moonshot Factory 
 

10 years ago, Astro Teller was asked by Google’s 
Larry Page and Sergey Brin to run a great 
experiment, to build a “moonshot factory”. They 
called it “Google X”, and eventually simply “X” as 
part of Alphabet. 
 
Astro (his real name is Eric, but his friends thought 
his spiky hair reminded them of astroturf) was born 
in Cambridge, England then grew up just outside 
Chicago, Illinois. He had great pedigree, his 
grandparents include French economist and 
mathematician Gérard Debreu and Hungarian-born 
American theoretical physicist Edward Teller. 

Teller followed a similar path, studying computer 
science at Stanford, and then gained a PhD in AI. 
He wrote a novel, Exegesis, when he was 27 about 

an AI program that develops consciousness and begins to correspond with its creator. His early 
career saw him co-found BodyMedia, a maker of wearable devices that measure sleep, 
perspiration and calories burned. At X, he became known as “Captain of Moonshots”. This is 
Astro’s story of the last decade: 
 
In 2010 he was recruited by Google to create “something far beyond an innovation lab.” Ideas 
were initially fuzzy, but they knew they wanted to create an organisation that could invent and 
launch breakthrough technologies that would make the world a radically better place. 

They also recognised that X could play an important role in Google’s future development, 
reaching beyond its core business and beating what many called the innovator’s dilemma, to 
create the future business whilst still focused on today’s. 

Teller was motivated to create an organisation that could repeatedly generate breakthrough 
innovations filled with hyper-creative people and weird, extreme thinking. He says “humanity is 
choosing to keep much of its potential off the table, underemployed, and under-utilised. Many 
people go to work at jobs that aren’t designed to be fulfilling, and many more don’t get the 
chance to contribute at all.” 

 “Most organisations are forced to focus on their own profitability and short term goals at the 
expense of everything else, leaving the status quo intact, or at best only making the world 
incrementally better. Yet the massive problems facing us this century need the widest array of 
minds, the wildest imaginations, and enormous commitments of time, resources, and attention.” 

X itself was a prototype solution to this need. In particular Teller hoped to prove that “good for 
the world” can be financially rewarding, so that more organisations would be inspired to 
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operate like in a similar way. He says “what I’ve come to realise is that our main cultural battle 
is against fear and the strong gravitational pull toward conventional ways of thinking and 
behaving. All of us have been conditioned for years not to fail, not to be vulnerable, and to 
minimise risk.” 

 

Teller says that 7 big lessons have emerged: 

#1 Don’t think you can predict the future. Few people are better than random at knowing 
which ideas will succeed in the long run. Instead, try audacious things and decide quickly when 
you’re wrong. Most ideas will demand many iterations. 
 
#2 Take a long term view. Work on hard problems with a 5–10 year horizon. This gives space 
to explore and experiment and learn more deeply. Taking the long view also enables you to 
think through the implications not just the applications.  
 
#3 Find space for weirdos. Willy Wonka had to build a chocolate factory to house the Oompa 
Loompas, because they struggled to survive in the wild. Most innovators and dreamers are too 
disruptive for most organisations. 
 
#4 Dream like a child, test like a grown-up. Be optimistic. People enjoy ridiculously hard 
problems, and the possibility of magical solutions. This is “10 times not 10%” can sometimes 
be easier. Leaders, in particular need to believe in the possibilities, or they will never happen. 
 
#5 Seek extraordinary results. Most X projects don’t have quantified goals, but most people 
like some kind of plan and result. Teams are asked to drive many experiments and come back 
when they’ve found something that makes everyone say “holy s**t.” 
 
#6 Be passionately dispassionate. Inventing the future requires the ability to ruthlessly let go 
of ideas that aren’t good enough, and move on to better projects. Some ideas could change the 
world, but if they are never going to be commercially possible, then move on. 
 
#7 Create fearless teams. The lone inventor having a eureka moment is a myth; innovation 
comes from great teams. This doesn’t mean innovation by committee or consensus. X has 
incredible diverse teams – rocket scientists and concert pianists, physicists and artists. 
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Extreme marketing and mouldy Whoppers 
 
Brands are swamped by noise in a world of frenetic marketing, and even more chaotic social 
media-driven chat. It’s not easy to stand out in a world of obsessive clutter. 
 
Innovation should be the answer, but most creative ideas still struggle to rise up, so brands try 
even harder to create ideas that will become talked about, spread rapidly, and become desired. 
Yes, it encourages gimmicks, trivial creativity that has a shelf life of days, but it also creates a 
story, which the brand and its more enduring products and services can potentially ride off. 

The challenge of course is to ensure that the gimmick, and the creative execution, has some 
form of strategic logic behind it – understanding the mindset of the target audience (typically 
the mobile hugging, viral Tiktok messaging, young audience), and the values which the brand 
seeks to identify itself with. I’m not sure this is always the case. 

4 examples from the last few weeks include: 

Supreme Oreos … Oreo last week became the latest brand to link up with fashion superbrand 
Supreme, and follows many other Supreme collaborations including with Louis Vuitton, 

Commes des Garcons, Nike, and many others. The 
Supreme Oreos cost $8 for three cookies, a considerable 
mark-up on a normal Oreo pack of 39 which sells for 
around $3.50. However things have gone crazy on eBay 
with bidding reaching $92,000.   
 
Supreme started as an American skateboarding shop 
and clothing brand in New York City, launched by James 
Jebia in 1994. The brand’s shoes, clothing, and 
accessories are sold extensively in the secondary market, 
meaning that huge queues wait for new lines to be 
launched, before immediately rushing to upload them to 
eBay and sell for many times what they cost. 
 

Crystal Pepsi Diamond Ring … Pepsi has released an engagement ring made of a 1.53 carat 
lab-grown diamond and infused with Crystal Pepsi. Pepsi fans can tweet their ideas for the 
perfect marriage proposal for a chance to win the ring, said to be worth around $3000.  
 
Entries must include the hashtags #PepsiProposal and #Contest, and the @Pepsi Twitter 
account must be tagged. They can include up to four photos 
and one 30 second video. A winner will be announced on 
March 16. 
 
McDonalds Burger-Scented Candles … McDonalds launched 
a collection of 6 burger-scented candles to celebrate the 
Quarter Pounder’s 50th anniversary of being on the menu.  
 
Each candle is made to replicate the scent of the ingredients 
that make up its quarter pounder: 100% fresh beef, ketchup, 
pickle, cheese, onion and sesame seed bun. The fan club 
website recommends burning all the scents at once for 
“maximum deliciousness.”  
 
Other items include a Quarter Pounder “with love” locket, 
couples Quarter Pounder matching mittens, the 2020 Quarter 
Pounder calendar, and the essential Quarter Pounder fan club 
t-shirt.  
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Burger King’s Mouldy Whopper … Burger 
King is using a mouldy Whopper in its new ad 
campaign, seeking to demonstrate that its 
products are now free of artificial 
additives. The global TV ads begin with 
someone making a fresh burger to the sound of 
Dinah Washington’s song What Difference A 
Day Makes, and then uses a time-lapse 
showing it rotting over 34 days.  
 
In a tweet, Burger King said “The beauty of 
real food is that it gets ugly.” However it has 
now been removed in several countries – 
including France, Spain and Sweden. Some 
commentators have said that it is more about 

CMO Fernando Merchado’s award-seeking ego. To me it looks disgusting, and I wouldn’t want 
my brand to leave such a negative image in consumers’ minds. 
 

99% … mass impoverishment and how we can end it 
 
Mark Thomas, a friend and co-author, has just written a fantastic new book, 99%: Mass 
Impoverishment and How We Can End It.  He says that the median wage earner is poorer today 
than they were in 2007. This, he says, is mass impoverishment. 
 
The Financial Times called his book one of the best books of the year, with Martin Wolf saying 
“This book makes three main arguments. First, the middle class is under extreme pressure and 
may vanish. Second, many of the constraints on purposive action in response, such as 
presumed fiscal limits or the view that taxes should never be raised, are myths. Finally, the 
needed reset is possible without revolutionary change. We can ensure a growing economy 
from which everybody benefits. The time for assessing such arguments has now arrived.” 
 
Mark is an economist by nature, so it is no surprise that he has meticulously analysed this 
situation, and strategically thought through what we need to do about it.  

He argues that if you are part of the 99% – and there is a 
99% chance that you are – then you are one of the first 
generation in living memory who can expect to be poorer 
than your parents, even as the economy continues to 
grow. And you could be quite a lot poorer. If we continue 
as we are going, the civilisation we enjoy today will not last 
until 2050. Buying their own house is a distant dream for 
most young people; wages are failing to keep pace with 
inflation; more and more people rely on food banks. Our 
age is one of chronic anxiety. 
 
If economies continue to grow, he asks, how can most 
people not be doing well? If the pie is growing, why aren’t 
we all getting bigger slices?  
 
Mark’s book shows what we, the 99%, can do to end mass impoverishment and build a 
society worth living in an age of abundance, in which everyone benefits.  
 
However this is not an anti-capitalist message. Mark’s answer is to build “clean, competitive 
markets”. He argues that too many leaders, under pressure to deliver short-term profits, 
“externalise” their costs – they take from society without giving back, in many forms ranging 
from low wages to environmental damage. What is needed, he argues, is a new form of positive 
regulation, like in sport where a referee seeks to ensure fair play, and that the best team wins.  
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He has also launched a movement, The 99% Organisation, to address the inequalities of our 
rapidly changing world: 

“The 99% Organisation exists to help end mass impoverishment. The 99% Organisation is an 
inclusive grass-roots movement, inspired by the Occupy movement, of people who want to end 
mass impoverishment using peaceful means. Its members come from all parts of society; they 
are people like you who are determined to help. If you are young, gifted and black, we want 
you. If you are male, pale and stale, we want you. Whether you are a beggar, a barber, a banker 
or a billionaire, we want you.  The 99% Organisation aims to make mass impoverishment a key 
issue for Government, and to drive serious policy change. We want to build a world in which by 
2050, everyone is at least 50% better-off than today.” 
 

Corporate rebels and pirates in the navy 
 
Two more books for you this month, both are written by great authors, who will be joining me to 
deliver the updated Global AMP at IE Business School later this year.  
 
Corporate Rebels … Joost Minnaar and Pim de Morree say that 
“Today’s workplaces are broken. Badly broken. With 85% of 
employees disengaged, 23% feeling burned out and 37% believing 
that their job makes no useful contribution to society, work as we 
know it today is simply not working.”  
 
The good news? There is a better way, built around 8 trends: 
 

• From profit    to purpose and values 
• From hierarchical pyramids  to network of teams 
• From directive leadership  to supportive leadership 
• From plan and predict   to experiment and adapt 
• From rules and control   to freedom and trust 
• From centralised authority  to distributed decision making 
• From secrecy    to radical transparency 
• From job descriptions   to talents and mastery 

 
And it's not just theory. It's already practiced in pioneering organisations around the globe, about 
which they tell incredible stories. The young Dutch duo believe that you can make work 
enjoyable and rewarding, while boosting performance and success. 
 
Pirates In The Navy … Tendayi Viki describes how innovators lead transformation. He starts 

by remembering that faced with the choice of starting a 
company or joining a large corporation, Steve Jobs believed 
that it was “more fun to be a pirate than to join the navy”. But for 
innovators inside established companies, distinguishing 
between being a pirate and joining the navy is a fallacy, he says. 
“We have to figure out a way to become pirates in the navy.” 
 
Tendayi, who is a psychology-driven innovator, and also part 
of the Strategyzer team, believes there is nothing harder in 
business than trying to innovate within large corporations.   
 
He says “Innovators in big companies often face internal 
opposition as well as their external competitors. It is the 
management of the core business that tends to get in the way 

of innovation. Most intrapreneurs recognise that innovation can’t be carried out as a series of 
one-off projects that always have to jump through political hurdles. They realise that there is a 
need for innovation to happen as a repeatable process.” 
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Paradigms to provoke you 
 
In writing my next book, I’ve explored many fascinating stories of our changing business world. 
I’ve also come across quite a few quirks of the system – some people call them effects and 
paradoxes – which, whether they are true or not, make you think. Here are a few: 
 

• The 90/9/1 Rule … 90% of social network users read content, 9% contribute a little 
content, 1% contribute almost all the content. Therefore most of the content which you 
read on social media typically only 
represents a very few people. 

• Abilene Paradox … A group decides to 
do something that no one in the group 
wants to do because everyone 
mistakenly assumes they’re the only ones 
who object to the idea and they don’t 
want to rock the boat by speaking up.  
 

• Boomerang Effect … Trying to persuade 
someone to do one thing can make them 
more likely to do the opposite, because 
the act of persuasion can feel like someone stealing your freedom and doing the 
opposite makes you feel like you’re taking your freedom back. 
 

• Cobra Effect … Attempting to solve a problem makes that problem worse. The name 
comes from an Indian story about a city infested with snakes offering a bounty for every 
dead cobra, which caused entrepreneurs to start breeding cobras for slaughter. 
 

• Depressive Realism … Depressed people have a more accurate view of the world 
because they’re more realistic about how risky and fragile life is. The opposite of 
“blissfully unaware.” 
 

• Emotional Contagion … One person’s emotions trigger the same emotions in other 
people, because evolution has selected for empathizing with those in your social group 
whose actions you rely on. 
 

• Fluency Heuristic … Ideas that can be explained simply are more likely to be believed 
than those that are complex, even if the simple-sounding ideas are nonsense. This 
happens because ideas that are easy to grasp are hard to distinguish from ideas which 
you’re familiar with. 
 

Get ready to recode! 
 
My new book Business Recoded comes out in September, built on extensive research into the 
leaders and companies who are shaping the world, right now. From Aquaborge to Zagazig, % 
Arabica to Agua Bendita, Ari Weinzeig to Jos de Blok, Daniel Ek to Kendra Scott … how do they 
make sense of the megatrends shaping our world, embrace a purpose beyond profit, unlock the 
power of intelligent technologies, reinvent their organisations, engage new demanding 
consumers, and rise up to lead the future?   
 
All the best 

Peter 


