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INTRODUCTION
What was isn’t.
What is wasn’t.
What will be is a multifaceted glimmer.
Disruption is everywhere.
It interrupts and destabilizes our systems and norms,
impacting individuals, organizations, and indeed, all
of our society. We face cultural, environmental, and
technological disruptions on a daily basis. Rarely do we
recognize them before they slap us in the face, either
because we try to ignore them, or because we simply
don’t see them coming until it’s too late.
The more technology advances, the faster change occurs,
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and the easier it becomes to proliferate information, deluging our world with so much noise, it’s a wonder we
haven’t all gone deaf.
We are drowning in data, and the amount of new information we’re expected to absorb each day is unmanageable
without methodologies in place.
These disruptions have become staples of our lives, the
rapid rate of societal change often hindering progress
rather than helping it. Decision-makers in every field
can barely keep up with today’s challenges, much less
plan and prepare for tomorrow. Navigating it all feels like
sprinting through a labyrinth.
Our challenges are not limited in scope either. They are
as small as figuring out how you’re going to squeeze in
grocery shopping this week when every minute already
seems accounted for. They are as stressful as figuring
out how to take your small business to a medium-sized
one without compromising your family time. They are as
enormous as being the head of a multibillion-dollar organization that answers to shareholders but has an equal
responsibility to take care of its workforce.
Trying to figure this out without a process in place can
feel like trudging through muck versus gliding through
your “hero’s journey” as the main character in your movie
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called Life. At times, the journey is filled with pitfalls and
setbacks that seem insurmountable, and the challenges
laid before you can get pushed into a box labeled “too
hard” because you lack an executable solution set to
resolve them. Yet within every hero’s journey there are
eye-opening moments that will guide you through the
darkness, changed for the better, with a new approach
and mindset.
Two such approaches are holistic thinking and campaigns,
which provide the backbone of this book. They lend themselves to a strategy that will help you overcome the many
obstacles you face—that will allow you to move them from
the “too hard” box to the “to solve” box, and then show you
how to solve them and, quite simply, how to get shit done.
The truth in all of this is that no matter how big or small
your challenges, there are ways to manage the disruptions of our world, but we need tools to do so—tools I’ve
discovered through failure, through success, and, of all
places, in fifteenth-century Italy.

LOOK TO THE PAST TO SOLVE THE PRESENT

It was Florence, twenty-first century, though for all I knew,
I could have fallen into the 1400s. The city’s rooftops
were crimson red, its stone ancient, stories buried in their
fissures.
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I’d just spent the past few weeks biking and eating my way
through Italy with my wife, marveling at the enormity of
the Colosseum, the splendor of the Vatican, the serenity
of Tuscany’s careening hills, and now Florence.
The city was beautiful, sure.
But that’s not what captivated me.
Florence embodied ingenuity and forward thinking at a
time when everyone was backward. It embodied holistic
thinking, which we need today more than ever. Vestiges
of such brilliance remind at every corner. You don’t need
to visit the Leonardo da Vinci Museum or the Palazzo
Medici Riccardi to appreciate that this city was once an
epicenter of cultural change embracing vast disciplines
of thought.
This was the city that created the Renaissance.
This book isn’t about the Renaissance, and it isn’t about
Florence. I’m no expert in either, but I am inspired by
them.
It’s a book about thinking and doing—big difficult things
worth doing, sure, but also making day-to-day life more
navigable and manageable.
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The first people in recent history to encapsulate this mentality were those born out of the Renaissance. Responsible
for both instigating the movement and responding to the
swell of humanism and interconnected thinking sweeping through Europe, the Renaissance greats cultivated a
new methodology of thinking we still use, albeit unconsciously, to this day. (To pay homage to the Renaissance
greats is to bow to the Greeks, for classic history inspired
their movement, but for the sake of simplicity, we will
remain in fourteenth- to sixteenth-century Italy and
England.)
As we today are drowning in technology and data, they
then were drowning in pages. Johannes Gutenberg’s
invention of the printing press in 1439 revolutionized the
written word. In the Middle Ages, information flowed
directly from the church and nobility to the people, so
the masses had to rely on others for their information.
The Gutenberg press changed that. Reading was no
longer for the elite. The widespread distribution of texts
bolstered a brand-new middle class and, for the first
time, allowed for a true convergence of thinking across
disciplines. People were beginning to think for themselves in a way society had never permitted. It created
a renaissance—a rebirth—that shifted the foundations
of cities across Europe, permanently altering the course
of history.
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A NEW APPROACH

The invention of the computer chip and then the internet
spurred a shift analogous to what Gutenberg procured
with the printing press.
Data and news used to stem from a finite number of sources,
with the rate of progress moderate enough to learn, assimilate, and adapt before the next massive disruption. This is
no longer the case. It hasn’t been the case for years.
Now, anybody with a computer and access to the internet can supply their own content. (Whether that content
is truthful or factual is an entirely different challenge.)
Thus, the vertical means by which we used to receive
information has fundamentally changed. Today, it can
be vertical, horizontal, circular, linear, and nonlinear. As
the adage goes, knowledge is power, and access to information grants such power. Today, more than ever before,
people can access information and fact-check sources in
a manner that alters the hierarchies of society.
The digital age certainly recalls the fifteenth century’s
transcendental shift of how people navigated society;
whether we revert to the dark ages or spur a new Renaissance remains to be seen. Unlike during the times of da
Vinci, we seem to have become more inundated with
information yet less deferential toward the importance
of facts and holistic thinking.
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And it’s a problem.
The challenge is that the old way of solving diverse problem sets no longer works. Organizations and individuals
need an additional way of thinking about things, an
additional way of approaching challenges, and a model
to ensure that they can execute effectively through it all.
The process should be able to absorb complexity but still
operate with simplicity and clarity in order to be effective.
Unlike during the Renaissance, we live in a hyperspecialized society. We tend to confront challenges using
specialized lenses and a narrow point of view. Over the
past few centuries, the funnel of our education system
and our approaches to problem-solving have narrowed to
a needle-sized point. We are encouraged to have a laser
focus in our expertise rather than study broadly. Thus,
people who possess great expertise in very specific areas
but a limited breadth of experience frequently grapple
with complex challenges they are only partly suited to
tackle.
Of course, specialization is important. You want a brain
surgeon performing brain surgery. You want an engineer designing your bridge. However, some challenges
call for broader knowledge. To find a cure for Parkinson’s disease, you need not only neurologists, but also
gastroenterologists, pulmonologists, kinetic movement
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specialists, and maybe a brain surgeon. You might also
add stem cell researchers, big-data analysts, geneticists,
and psychiatrists.
If you’re building a smart city and an ecosystem around a
new transportation system, you not only want engineers,
but policy makers, sociologists, and other academics, as
well as the public, employers, employees, vehicle manufacturers, and transportation companies. At the core,
what you need for solving complex problems is creative
thinking to spur that vision forward—a vision that can be
checked in real time by subject-matter experts.
Too often, we default to one specialization at a time when
more and more problem sets are interconnected and
require both a right-brained and a left-brained approach—
tapping into both creative and logical networks, whether
that be our own neural network or the networks of those
we know.

HOLISTIC THINKING TODAY

If you’re like me, you’re probably not knowledgeable
about everything. I sometimes like to think I am, but my
wife and kids assure me otherwise. So few people in the
history of written society have been true innovators in
all fields, their mastery equally permeating the arts and
sciences, but true brilliance stems from this convergence.
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To compensate for our lack of knowledge, we need holistic thinking in the form of what I call mixed tables, which
I’ll cover in the first half of the book where I delve into
how to solve problem sets.
Throughout my life, I’ve found holistic thinking (and, by
consequence, mixed tables) to be one of the most effective methods of problem-solving.
This holistic perspective, emboldened through the
Renaissance, embraces a diversity of thought so you can
navigate challenging waters in a different and more effective way.
Though many leaders feel overwhelmed these days, I contend that solution sets are not beyond our reach, even for
the most complex problems. I’m not suggesting that all
problems are solvable—they’re not. We can’t always find
answers to ambiguous questions, and we won’t obtain
easy answers to the most difficult questions of our time
just because we put together a mixed table.
With this in mind, I like to say there are no universal
truths other than that there are no universal truths. Ask
a physicist about the origins of black holes. If you put sixteen of them in a room, you might get sixteen different
answers. That differentiation of opinion is where true
gold lies. With a holistic perspective brought about by
I n t r o d u c t i o n · 17

assembling a variety of people, you have an exponentially
better chance of finding a way to overcome any challenge.
I am reminded of a friend who worked for DARPA
(Defensive Advanced Research Projects Agency), which
was established in the 1950s in response to the Soviet
launch of the man-made satellite Sputnik. DARPA is a
unique organization in that it values failure just as much
as success. In a certain way, failure is considered success
in that the mantra is to seriously push the envelope—to
boldly go where no one has gone before. If the various
components (program managers) of DARPA are constantly “succeeding,” they aren’t pushing the envelope
far enough.
DARPA has accomplished some incredibly remarkable
things. Remember when Al Gore invented the internet?
Well, the internet was originally called ARPANET and
nobody at the time thought it would serve any useful purpose. DARPA also created or had a significant impact on
technologies such as the original version of Siri, the GPS,
and touchscreens. All one has to do is look at a smartphone to spot DARPA fingerprints.
My buddy, a former project manager for DARPA who
prefers to remain anonymous, was interested in social
media networks, which are vastly complex. Social media
networks sometimes have an inception point, as in the
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case of Russian interference with the 2016 presidential
election, but often they don’t. Sometimes they are simply
organic, as in the case of the Arab Spring. My colleague
was interested in understanding the ways in which social
media networks connect, operate, and influence, as there
are now huge national-security applications related to
their predictive and postscriptive abilities.
He came up with a theory that cancers and social networks operate in the same way. This was not to say that
social networks are negative in and of themselves, only
that the informational flow may be similar. This inspired
him to think about all the scientific databases around the
world—diverse pockets of information in disparate locations across the globe. What if these databases could all
be tapped into through open-source capabilities to understand what solutions might already exist?
Consider cures for cancer. If the databases weren’t
communicating with one another, they wouldn’t be
discovered. In a similar way, information not seen on
a social network could contain key pieces of information vital to national security. This realization prompted
him to create a program to look at understanding and
coming up with a breakthrough for cancer—using one
model to look at another and, at the same time, taking
a swing at solving one of the great medical mysteries
of our lives.
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How great is that?
If you can tap into pockets of information and bring
them together, you can find connections that lead to
solutions you might never have thought of otherwise.
This is the essential idea behind a mixed table: thinking
holistically.
However, a conceptual solution is merely an answer, not
a solution. It has to become real, and making answers real
requires a campaign mindset to bring them to life.

YOUR LIFE IS A CAMPAIGN

Humans have been running campaigns since the dawn
of consciousness.
Get food. Find shelter. Create tribes for protection. Even
as civilizations developed, people acted in accordance
with societal expectations.
But in Renaissance England, where the movement truly
ignited during King Henry VIII’s reign, the Renaissance
took on a somewhat different form than Italy’s holistic thinking: humanism. To put it simply, people began
to think and act for themselves in an unprecedented
manner. They began running individual life campaigns,
which I’ll explore more in the second part of the book, as
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it revolves around execution and implementing strategies
to solve your problem.
A campaign is simply an organized course of action to
achieve a particular objective. It has six distinct elements
that provide you, the campaign manager, a structured
way to accomplish your goals. It’s a chassis. It always has
the same frame. What you do is change what’s on the
outside and inside, just like you do when designing cars.
Let’s break the chassis down step by step.
• First, intentionally identify your desired outcome.
• Second, understand the context in which you are
operating.
• Third, map out the individuals, groups, and organizations you need to navigate on your way to success.
• Fourth, create and articulate a strategy for getting
from start to finish.
• Fifth, develop and understand the tactics that move
you along.
• Sixth, execute.
That’s it. That’s a campaign.
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Over the course of your life, you will run thousands, if
not millions, of campaigns. When you work hard to get
your kid into a prestigious private school? That’s a campaign. When you attempt to close a sales deal, using every
sales tactic in the book, that’s also a campaign. How about
losing ten pounds?
The list is endless. Campaigning is how you get things
done. It works for military leaders as well as it does for
politicians, marketers, corporate trainers, schoolteachers,
and you and me in our daily lives.
Running campaigns is not unlike The Matrix. Here’s the
red pill or the blue pill.
You can choose to do one of two things: keep your eyes
closed and continue to operate the way you’ve been operating, without understanding structure, or open your eyes
and recognize that everything you’re doing is a campaign,
whether you call it one or not.
That’s the difference. The choice is yours.
Do you want to just wing it, or do you want to create a
structure to achieve your goal more effectively? And are
you using all of the tools at your disposal to achieve your
objectives?

I n t r o d u c t i o n · 23

CUTTING THROUGH THE CLUTTER

In this book, I want to help you develop new approaches
to finding answers by thinking holistically. Then, I want
to help you effectively implement them.
The world moves really frickin’ fast, and the competing
priorities fighting for your time are more pervasive than
ever. It can feel like it’s hard to get anything right, much
less everything right.
That’s why so many leaders of the past century have tried
to minimize the number of decisions they need to make
every day. Think of Steve Jobs wearing the same “uniform” on a daily basis.
These methodologies are intended to provide a more
effective way to cut through the clutter, quiet the noise,
and achieve your objectives.
You can have holistic thinking without running a campaign, or you can run a campaign without holistic thinking
backing it up. The power is when you combine them.
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most challenges can be solved by holistic thinking
coupled with an effective HIGH-IMPACT campaign.
The results of this approach speak for themselves and
demonstrate the flexibility of Rogers’s technique. From
protecting twenty-thousand jobs in the mobility sector
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by much more than simply achieving desired outcomes.
They have made a difference in the world and can make
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