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主题广告牌



人人都能成为赢家


每
 个人都希望成为人生的赢家，享受成功的光环。但为什么有些人平步青云、成果辉煌，有些人却始终庸庸碌碌、平凡一世？赢家究竟有什么本事，能够在自己的专业领域中出类拔萃？答案就在于一个人的成就动机是否强烈，是否愿意精益求精、追求完美，勇敢燃烧心中的热情，而且永不放弃目标，不轻易接受失败。本期作者详述赢家的九个本事，强调成功者绝不会满足于现状。更重要的是，他们不是单打独斗，懂得寻找适合的合作伙伴，组织一流的团队。而且他们都拥有一种难能可贵的能力，那就是以人为本，去倾听人们的心声，找出人们的需求，了解人们的恐惧、希望与动机。不过，所谓的赢家却不是只会汲汲营营追求事业上的成就，因为在职场上成为赢家但却输掉自己的人生，是没有意义的。真正的赢家有一套指引自己生活的原则，让自己各方面达到平衡，将生命发挥到极致，进而改变世界，让世界更美好。赢家的本事人人都学得来，不妨透过这九大原则检视自我，你我都可以抓住成功的契机，让人生有所不同！
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5分钟摘要



赢家的九个本事：从平凡到卓越的秘密 
英




每
 个人都想要成功，但最成功的人士拥有9个本事，他们会在生活中实践这些原则，并让自己的人生有所不同。最显而易见的一件事，就是赢家从来都不满足于现状。他们永远都会让自己所参与的每一件事，能够从“平凡”到达“卓越”。一个人在追求更高的成就时，很自然地就会这样做。成功者想要比所有的人爬得更高、跑得更快、表现更杰出，而且做得更好。成功者不会满足于自己与生俱来的能力，他们会努力学习让自己卓越的方法。
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你“可以”也“应该”跟成功者做到一样的事。你应该把这9项原则用在自己的人生与事业上。不论这些原则容不容易达成，只要你持续努力，有一天必定会成功。你愈熟练这些原则，就愈有可能制胜，从原本的“平凡”到达“卓越”的境界。







MAIN IDEA



Win The Key Principles to Take Your Business from Ordinary to Extraordinary 
中



Everyone wants to win, but the most successful people have nine principles by which they live and that makes all the difference.

The simple fact is winners are never satisfied with the status quo. They're always trying to move everything they're involved with from the ordinary to the extraordinary. This just comes naturally with the territory when you're aiming for high achievement. High achievers want to go higher, faster, more impressively and better than anyone else. Rather than being satisfied with the skills they are born with, these people get to work learning what it takes to excel.
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You can and should do like they do and get to work incorporating these nine principles into your own life and career. It doesn't matter whether these principles come easy or not as long as you're consistently working on them. The more you master, the more likely you are to win, and the greater your chances become to move from the ordinary to the extraordinary.







本事1 | 以人为本 
英



不论你的职业是什么，不论你销售的产品是什么，你的事业全都跟“人”有关。成功者永远都会问一个关键的问题：“这对一般人有何影响？”让自己了解什么东西对人有效，并且找出好办法，解决人们每天必须面对的问题。



美国前总统柯林顿是个绝佳的范例，他正是一位“以人为本”的领袖。身为一位心怀大志的政治家，他在面对满屋子的人群时，他跟人建立关系的方式，不仅仅只是递名片而已。他每参加完一次活动，都会在回家后把每一段对话，仔细地记在一迭累积得愈来愈厚的小卡片上。他会回想每个人是谁、他们在哪里工作、他们对什么东西有兴趣。下次他再看到那个人的时候，他会问“最近如何？”让那个人知道他认识他，而且也看重他。只要你见过柯林顿一次，下次他就会记得你，而且他在说话的时候，即使是在电视上，你也会觉得他就像是在跟你说话。他花工夫与人进行真正的互动，而他的这项能力（以及其他的领导能力），让他得以在美国政坛中脱颖而出。



人在内心深处都不只是想要被人注意到而已，人人都想要被重视。喜欢跟人相处的人善于人际关系，而且也很会交朋友，但真正的“以人为本”则要更进一大步。如果你能掌握“以人为本”的技巧，你将拥有很大的优势。你是“以人为本”的人吗？请试着回答以下的问题：



1.跟人说话的时候，你会直视对方的眼睛吗？如果你是“以人为本”的人，除了听到人们在说些什么之外，你也会思考他们是怎么说那件事的，以及他们内心里的情绪。

2.你会常常问“为什么”吗？如果你是“以人为本”的人，你自然会好奇别人是怎么想的。你会知道他们的人生故事，并了解其中的所有大小细节。

3.你是否会分析，从每一次的互动之中你能够学到什么？如果你是个真正“以人为本”的人，每一次跟人互动的时候，你都会从中寻找什么东西对他们来说是有意义的，并且深入了解更多。你会试着从他人身上了解信息，并且找到机会，让自己的产品与服务能够满足他们的需求。



4.你是否会主动为了他人，而让自己做得更好？“以人为本”的人是解决问题的人。如果你找出问题，并且想办法解决那些问题，也可以看出你是一个“以人为本”的人。



5.你会运用自身的经验吗？换句话说，你会把你从某个状况中所学到的东西，运用在其他的地方吗？你的经验将会是你制胜的资本。如果你是一个“以人为本”的人，每当遇到情况的时候，你都会设想各种办法，运用那项资本帮助他人。



简单来说，当一个“以人为本”的人代表着你了解人们，而且也了解如何引导他们、如何接触他们。你知道他们需要什么，也知道要往哪个方向努力，才能解开他们对于新事物的压抑渴望。苹果公司的总裁史帝夫•贾伯斯这几年让苹果发表了iPod、iPhone跟iPad，自信、完美地做到了这一点。对于想要更加“以人为本”的你，以下是几点建议：



■让自己习惯运用意象、隐喻与故事，并且让它们发挥良好的效用。赢家会带领自己的听众踏上“应许之地”的旅程。请学习如何成功做到那一点。



■请找出听众相信什么，挖掘他们对于事物有何看法，以及他们过去的经历如何让昨日的他们，变成了今日的他们。唯有了解这些事之后，才有办法进入人们的内心，找出他们真正想要什么。



■多问问题――然后真正听进去人们在说什么。了解他们的观点，并从他们的角度出发，深入挖掘跟他们最切身相关、影响他们最深的事。



■养成习惯，随时都要努力找出人们的生活里缺了什么，然后找出你可以用什么方法来补足那个空缺。能够了解人们的恐惧、希望与动机，将会是你一辈子最具有价值的能力。请把握每一个能够增进这项能力的机会。



■在对话里加入以下的字词，例如：“我在听”、“我听见你所说的，而且我重视你的意见”、“我对于你的承诺是……”，以及“由你掌控，由你来决定。”





Principle1 | People-centeredness 
中



No matter what you do or what you sell, your business is really all about people. Winners always ask one key question: How does this effect real everyday people? Get to know what makes people tick and then work to provide genuine solutions to the problems they face everyday.



Bill Clinton is the perfect example of a people-centered leader. When he worked a room as an aspiring politician, he didn't just hand out his business card to network with people. He would go home after each event and meticulously write on a growing stack of index cards every conversation. He would then commit to memory who each person was, where they worked and what they were interested in. The next time he saw that person, he would then ask "How have you been?" showing people they were known and valued. If you met Clinton once, he remembered you the next time and when he spoke, even if he was on TV, you felt like he was talking to you personally. He managed to created authentic connections with people and that skill (among others) propelled him to the top of the heap in national politics.

An undeniable truth is at a deep level, people want to be acknowledged and not just noticed. A people person will be good at networking and making friends but being genuinely people-centered goes much deeper. If you can master the skill of being people-centered, you'll have an advantage that will serve you well. Are you people-centered? See how you answer these questions:

1. Do you look others right in the eye when you're talking to them? If you're people-centered, not only will you hear what people say but you'll also be thinking about how they say it and what emotions are bubbling beneath the surface.

2. Do you ask "why" again and again? If you're people-centered, you'll be naturally inquisitive about how others think. You'll get to know their back story and understand all the nuances and twists.

3. Do you analyze what you can gain from each and every interaction? If you are genuinely people centered, you'll be looking for personal meaning and benefit each time you interact with someone. You'll be trying to learn from others so you can identify an opportunity to align your product or service with that person's need.

4. Are you actively trying to improve the results you achieve for others? People-centered people are problem solvers. If you're looking for problems and then getting busy fixing them, that' s a good indicator you're people-centered.

5. Do you apply your experiences? That is, do you take what you've learned from one situation and apply it to other areas as well? Your experiences can be considered the capital resources you have available for winning. If you're people-centered, you'll be seeking to put that capital to work however and wherever you can for those you meet.

In everyday terms, being people-centered means you understand people and how to lead them and how to reach them. You know what makes people tick and therefore what to look for in order to unleash an unrealized pent-up demand for something new. This is what Apple' s CEO Steve Jobs has done with such aplomb and polish in recent years with the release of the iPod, the iPhone and the iPad. To become more people-centered in the future, a few suggestions:

■Get into the habit of employing imagery, metaphors and stories to good effect. Winners take their listeners on a journey to the Promised Land. Learn how to do that well.

■Figure out the beliefs of your listeners, the assumptions they make and how past experiences shape what they do today. Until you know this, you won't be able to get into people's minds or figure out what they really want.

■Ask lots of questions — and then really listen to what people are saying. Understand and take on their perspective. Dig deep to uncover their most relevant, transcending truths.

■Get into the habit of always trying to figure out what's missing in people's lives — and then figure out ways you can fill that void. Your ability to understand people's fears, hopes and motivations will be the most valuable skill you could ever possess. Take every opportunity to fine-tune this skill.

■Work into your conversation words like "I'm listening," "I hear what you're saying and respect that," "My commitment to you is" and "You're in control, you decide."



本事2 | 突破典范 
英



赢家不单单是改进事物，而是改变游戏规则的人。想要获胜的话，你就必须勇敢采取行动，让事情能够以安全、可靠的方式变得更好。说服人们并让他们脱离现况并不只是一件“好事”，而是一件完全必要的事。



赢家在思考的时候会跳脱框架。他们拥有远大的梦想，他们会想出更新更好的法则，然后努力把真实世界的规则，应用到这些理想之中。想要增加获胜的频率，就不能接受这个世界的现况，而是要有“世界应该要是什么样”的愿景，并且把达成这个愿景当作自己的使命。

这个世界的样貌，永远都是由那些谋而后动的人所塑造出来的。波兰天文学家哥白尼提出地球是绕着太阳转的，而不是太阳绕着地球转，结果人们对于天文的认识就在一夕之间改变。雷•克洛克曾经是奶昔机的推销员，他听说李查与莫瑞斯•麦当劳兄弟在加州拥有一家卖汉堡的小店，而且那家店的奶昔销售量非常惊人，所以他在1954年时过去了解原因，结果麦当劳兄弟雇他为代理人。克洛克跟麦当劳兄弟的合作关系，最后改变了世界上数百万人每日的饮食。亨利•福特在决定生产福特T型车，并把这个车款定位为工人阶级消费者的平价车款之前，也曾历经惨淡经营的时期。他找出以合理的价格大量制造汽车的方式，打破了马车的典范。

过去已经有许许多多打破典范、改变这个世界的人士，但在未来会有更多人加入这个名人榜。新的典范之所以有趣又吸引人，是因为它们提供了新颖的方式来让人了解与体验这个世界。不过，话虽如此，突破典范仍然是一件具有风险的事，因为你是在要求人们脱离主流，改变思考方式，而且要采取行动解决自己的问题。此外，破除典范的赢家也必须拥有能够说服他人、让他人加入自己行列的能力。他必须让点子能够吸引人，并且被人们所接受。

如果要能成功突破既有的典范，你一定要让人们觉得自己变得更棒了。如果只是为了要跟别人不一样而不一样，那只是“怪”而已。突破典范的时候，你必须进入人们的脑子里，把他们想要的东西给他们，而且你的方式必须胜过所有人目前所采取的方式。

那么你要如何突破典范并且获利？突破之路的规则很简单：

1.拥抱风险――接受你很可能会失败的可能性，但努力本身就是一件有趣的事。有的时候就算是一个非常棒的新点子，也可能会因为你无法控制的原因而遭到拒绝。如果你无法接受这一点的话，“典范突破”便不适合你。

2.探索可能性的时候，要有专注的目标――专注可以让你的努力变成真正的行动。把一切都蒸馏到最纯的形式，组合出更新、更好的解决方案，并且让方案成真。突破典范的人是化学家，也是艺术家。

3.你在努力突破典范的时候，请确认你把“人”摆在第一位――赢家不会单纯为了有趣而破坏典范，他们会试着改善人类的生活。请找出今日的人们有什么烦恼，并提出：“为什么不……”

4.宣传你的理念，让他人觉得你代表着进步与向上提升，而不只是一个十足的反叛者――你用来沟通的语汇，要让人能够以非常缓慢的速度接受新点子。赢家会谈论他们的新点子会带来什么“改变生活的影响”，并解释：“你值得或你有权……”。他们会提到“消费者导向的科技”带来了“大突破”，“从新打造”其他所有人的做法，让人们“发出惊奇的赞叹声”。所有的人都喜欢为自己的需求所量身打造的“客制化”产品。



5.准备好战斗――你将会需要勇气来为信念而战，因为人们会攻击你更新、更好的方法。破除典范的人永远都会遭受抗拒、质疑与嘲笑，事情就是这样。如果你不能承受痛苦的话，你就无法得到坚持走下去的报酬。





大师观点



“如果赢家的数百种DNA模型里有一个共通之处，那就是他们拥有特殊的直觉，能够注意到别人注意不到的地方，而且他们知道要去到哪里，才能在未来三年间持续成功。每个人都可以在今日成功，因为我们全都知道今天的事。能够不断持续成功的人，则是那些了解他们必须在未来三年去哪里的人。我认为大家都已经提出了所有能够增加效率的策略，也采取了企业瘦身、调整企业规模，还有许许多多方法。我们已经没有办法再缩减规模以求发展，我们必须用发展来发展。今日的创新就是这样。”

――汤姆•哈里逊，宏盟集团



“萧伯纳曾经说过：你看见事情，然后你问‘为什么’，但我却梦想着从未有过的东西，然后问：‘为什么不……’许多年后，美国参议员罗伯特•肯尼迪的总统大选演讲，也以类似的叠句结尾：有些人看着事情现在的样子然后问‘为什么’；我则梦想着从未有的事物并问‘为什么不’？赢家不会接受世界的现况，他们对于世界的样貌有着理想，而且被这些理想所驱动。他们的愿景变成了使命，而那个使命则会重新打造人类的历史。如果你不问‘为什么不……’那你就不是在用赢家的方式思考。”

――法兰克•伦兹







Principle2 Paradigm Breaking 
中



Winners are not improvers; they are game changers. To win, you've got to take bold approaches which make things better in a safe and reliable way. Convince people moving away from the status quo isn't just something that would be nice to do but it is something which is absolutely necessary.

Winners think outside the square. They dream big, come up with new and better benchmarks and then get busy applying the rules of the real world to those philosophical markers. To win more often, don't accept the world for what it is. Have a vision of what it should be and make that your mission.

The world has always been shaped and molded by those who thought and then acted differently. Polish astronomer Nicolaus Copernicus suggested the earth revolved around the sun rather than the other way around and the world' s understanding of astronomy changed overnight. Ray Kroc, a milkshake-mixer salesman, heard Richard and Maurice McDonald had a small hamburger stand in California where they sold an incredible amount of shakes. He went there to discover why in 1954 and the McDonalds hired him as their agent — a relationship which ultimately led to a change in the daily diet of millions of people around the world every day. Henry Ford struggled until he decided to produce the Model-T and position it as an affordable car for the working class consumer. He broke the horse-and-buggy paradigm by figuring out how to mass produce cars at a reasonable price.

The list of paradigm breakers who changed the world is already long but it will be joined by others in the future. New paradigms are fun and alluring because they provide fresh ways of thinking about, understanding and ultimately experiencing the world. For all of that, however, paradigm breaking is risky because you're asking people to step outside the mainstream and change the way they think and act about their problems. Winners who break paradigms also need the ability to persuade others to get on the bandwagon because that' s what it will take for an idea to gain traction and acceptance.

Paradigm breaking only works if you make people feel better about themselves. Being different for the sake of being different is merely odd. To break a paradigm, you' ve got to get inside a person' s head and give them more of what they want in a batter way than everyone else is doing at present.

So how do you break a paradigm and profit by doing that? The road rules for breaking the rules are simple:

1. Embrace risk — accept the truth that you probably will fail but the fight will be interesting in its own right. If you're uncomfortable with the notion that sometimes even a great new idea won't be accepted for reasons beyond your control, paradigm breaking is not for you.

2. Get better at focused exploration — because focus will translate your activity into action. Distill everything down to its purest form, synthesize a new and better solution and make it happen. Paradigm breakers are chemists and artists.

3. As you strive to break a paradigm, make sure you put people first — winners don't shatter paradigms for the fun of it. They're trying to improve the human condition. Look for problems people have today and ask, "Why not?"

4. Communicate like you're an incremental progressive rather than an out-and-out business rebel — use communication terms that allow people to adopt new ideas at a snail' s pace. Winners talk about the "Life changing impact" of their new idea and then explain it in terms of "You deserve or have the right to......" They mention "Consumer-driven technology" which has generated a "breakthrough" which "re-engineers" what everyone else does to "wow and amaze" people. Everyone likes the idea of a "customized" product which fits their needs like a glove.

5. Be prepared for a fight — you'll need to have the courage of your convictions because people will attack your new-and-better approach. Paradigm breakers are always resisted, questioned and ridiculed. This comes with the territory. If you cannot endure the pain, you will never get the payoff that will come further down the track.



Key Thoughts



"If there was a characteristic thread that might run through the one hundred different models of DNA among winners, it would be the ability to intuit, the ability to think around corners, and to know where you will need to be in three years to be successful. Anyone can be successful today, because we all know what's going on today. The people who are going to continuously make it and be successful are the people who understand where they need to be in three years. I think everyone has already created all the efficiencies and downsized and right-sized, and done all that stuff. So we can't shrink to grow. We have to grow to grow. That's what innovation is about now."

— Tom Harrison, Omnicom



"George Bernard Shaw once said, 'You see things; and you say "Why?" but I dream things that never were; and I say "Why not?" Years later, Senator Robert F. Kennedy ended his presidential campaign speeches with a similar refrain: "There are those who look at things the way they are, and ask why. I dream of things that never were, and ask why not?" Winners don't accept the world for what it is. They're driven by their ideas of how the world should be. Their vision becomes a mission, and that mission reshapes the human experience. If you're not asking 'Why not?' you're not in the winning mentality."

— Frank Luntz





本事3 | 找出优先级 
英



赢家拥有非凡的能力，他们永远都可以找到重点，专注在必须完成的事物上。如果要达到卓越，你所说的话跟你所做的事，都必须尽量达到“简洁”与“清楚”两个原则，永远都要抓住事情最重要的部分。



你如果想要一次又一次地制胜，就必须拥有一步一步建立信心的能力。赢家会区分“一定得做的事”跟“应该要做的事”，然后把所有的精力与资源，都投注在排好的优先级上，以求“说得少，做得多”。能做到这一点的人，永远都会出类拔萃。



所以要怎么做，才能有效排列事情的优先级？关键在于以下几点：



1.把“简单扼要”当作最重要的事――试着以快速、简洁的方式说明自己的重点。人们喜欢讲者去芜存菁，直接切入真正重要的事，而你永远都应该这么做。“简洁”是有效沟通的特征，但却很少有人能做到。



2.优秀的时间管理――这是成就出众人士的另一个特点。请找出方法，让自己能用比所有人更短的时间，更快把事情做完。



3.不管你做什么，都要让人感觉到稳健，而且可以预期接下来会发生什么事――在今日瞬息万变的市场上，排出优先级的重要技巧之一，就在于提供更稳健的服务。

4.排出优先级之前要先分析――也就是要花时间好好想一想“我们有什么看法？”以及“我们知道什么？”，然后依据“我们可以证明什么？”以及“我们究竟想要达成什么”来排出事情的优先级。无论要到达哪一个目的地，你都必须先知道自己究竟想要去哪里，以及“那个地方”到底看起来是什么样子。请先定义成功对你来说是什么，通常这样一来，你的优先级马上就会变得很清楚。

5.要清楚明确――列举出你最重要的3件事后，要能够为最终的成果负责。成功的人会清楚知道自己正在做什么，并把自己所做的事限制在成功的方向里。此外，成功的人只有在出现事先未预期的戏剧性情况时，才会改变已经定好的优先级。



要能够克服所有的杂音跟背景噪音，本身是一件困难的事，不过如果你能专注在应该优先达成的事物上，这件事就会变得容易许多。人们喜欢看到有人站出来说：“嗯，这整件事其实可以归结成2个重点”，或是“我今天的简报内容，如果大家只记得住2件事的话，那请记住……”。



在商场上，你可以在对话中加入各种关键词词，让别人知道你有花时间找出事情的优先级。你可以谈论“最重要的原则”或是“重要的事先做”；你可以提到“预防”或“让我们的公司井然有序”；你也可以说“如果你记得一件事……”，或是“如果要做到……直截了当的做法是……”。你也可以提到“优化”跟“可扩展性”。这些关键词都可以表现出你排列的优先级，你没有试着要当所有人的万能机器。





Principle3 | Prioritization 
中




Winners always have an uncanny ability to cut to the chase and focus on what must be done. To achieve the extraordinary, strive for brevity and clarity in everything you say and do. Stick to the essentials.

You must have the ability and capacity to create confidence one step at a time in order to win again and again. Winners separate what must be done from what should be done and then focus all their energy and resources into those priorities so they can ideally under-promise and over-deliver. Anyone who does that consistently will always stand out.

So how do you prioritize effectively? The keys are:

1. Value brevity above all — try and articulate your points quickly and concisely. People love it when a speaker cuts the fluff and gets to the real underlying issues and this is something you should be doing all the time. Brevity is the hallmark of great communication and it is almost always in short supply.

2. Get very good at time management — another distinguishing feature of all high achievers. Find ways you can get things done quicker and faster than other people.

3. Deliver stability, predictability and above all "no surprises" in whatever you're doing. Part of the real art of prioritization for today's dynamic marketplace is to deliver a greater degree of stability.

4. Analyze before you prioritize — in other words, take time to consider "what do we think?" and "what do we know?" but then ultimately set your priorities based on "what can we prove?" and "what exactly do we want to achieve?" To arrive at any destination, you need to know exactly where you want to go, what "there" really looks like. Define what success means to you and your priorities will usually become clearer right away.

5. Have clarity — if you can enumerate your top three priorities, then you invite people to hold you accountable for the results you achieve. Successful people make what they're doing obvious, limit their activities to actions that work in those directions and change those priorities only in the event of dramatic unforeseen developments.

Breaking through all the clutter and background noise is a challenge in and of itself. This becomes easier to do, however, when you focus on priorities. People will love it if you stand and say: "Well, this whole debate really can be boiled down to just two key issues" or "If you remember just two things from my presentation today, it should be....."

From a business perspective, there are loads of phrases you can work into your conversations which send the signal you have taken the time to prioritize. You can talk about "first principles" or "first things first." You can mention "prevention" or "getting our house in order." A well-used phrase is: "If you remember one thing" or its alternative "A straightforward approach to this is." Other worthwhile phrases are "optimize" and "scalable." All of these words signal you've prioritized and you're not trying to be everything to everyone.





本事4 | 追求完美 
英



不可否认的是，如果你不努力追求完美，那你就永远不会达到卓越的境界。赢家充满着热情，他们会尽一切的努力来做到最好。想要出类拔萃的话，你就必须追求完美，因为如果你不追求，你的竞争者就会迎头赶上。

所以到底什么是完美主义呢？大部分的人都以为完美主义就是“永远都不满意自己所做的事情”，但其实不只是如此。完美主义者永远不会说：“那已经够好了！”完美主义者日复一日都会努力，直到胜过全世界的每一个竞争者。完美主义就是在脑子里督促自己，一遍又一遍地做，直到事情几乎做到人类可及的完美程度。

除非你对于你正在做的事怀抱热情，否则你是无法追求完美的。热情会让人努力想要超越卓越、与完美靠近，热情跟努力不懈是完美主义者的特质。这样说来，究竟追求完美的法则是什么呢？

1.“完美”的精神，在于你试着要让每一次都比上一次更好，也就是说没有终点。完美是永不终止的追求，不是这次努力完就结束了。

2.不要忘了，每位赢家追求完美的方式都不一样，也因此重点在于动力有多强，而不在于采取了什么性质的行动。有些人采取大胆的步骤来追求完美，有的人则是慢慢来，有决心、有毅力地来做事。只要你知道要怎么前进，而且永远都不要停下来，那么这两条路都可行。

3.永远不要满足于“够好了”――要毫不懈怠、热情地追求完美。

4.了解完美会让你出类拔萃――消费者看到的时候，他们会知道你努力追求完美。如果你仔细留意小细节，人们会发现你的努力。

5.当领头羊――为你的员工示范所谓的完美“看起来”跟“尝起来”是什么感觉。他们致力达到完美的时候，请跟他们一起辛苦努力。如果你做出示范，拒绝接受最低的工作标准，你将可鼓舞其他人一起向完美前进。

汽车工业可能是这方面最恰当的例子。通用汽车十多年来都采取“够好了”的政策，结果在2008年的时候深受其害，经济衰退的时候，公司惨遭破产。不过后来通用汽车洗心革面，今日已经从破产的谷底走出来，重新朝向卓越迈进。通用汽车学到残酷的一课：就算是瞄准低价商品市场（例如想买2万美元而非4万美元轿车的消费者），你仍然必须在2万元的范围内做出最好的车，否则你会被其他更努力的厂商打败。

要让别人了解你正在追求完美，不妨采用以下的说法：



大师观点



“我们不找借口。”

“我们要努力追求卓越。”

“我们的座右铭是追求卓越。”

“你可以放心交给我们，我们会帮你解决一切麻烦事，让你轻松自在。”

“我们会立即提供成效持久的解决方案，让你百分之百满意！”

“要做到完美是不可能的，但如果我们不追求完美的话，我们就没有办法抓住卓越。”

――美式足球传奇教头隆巴迪



“我不在乎什么MVP，但我想要当世界上最好的――也就是世界第一。你认识的人当中，有多少人在做的事被视为世界第一？那就是我想要的，那对我来说太重要了。我打球是因为我爱打球。我让自己忍受一切，因为我想要达成最高的成就，而且我想要让我的同伴认为，我做的事情是世界第一。我早上6点起床，知道自己要出去努力跑8公里。我不想跑，可是为了达成我为自己设的目标，我就必须去跑。我想听魔术强森对我说：‘嘿，你是最棒的，你是今年的MVP，你在我心目中是我们联盟的MVP。’如果你是我们联盟里最棒的，那你就是世界上最棒的。”

――大鸟•波士顿塞尔提克队



“不管你的产品是什么，也不管你的销售对象是谁，如果你的标准不是追求完美的话，你就会被其他追求完美的人打败。为了要表现出众，你就必须让自己的企业在每个方面、每个环节都朝着完美前进。如果你对于自己在做的事没有热情的话，你将永远无法达到完美。”

――法兰克•伦兹





Chapter4 | The Millionaire Messenger Mindset 
中



The undeniable fact is if you're not driven to perfection, you'll never reach excellence. Winners are passionate and do whatever it takes to be the best they can be. To excel, you must pursue perfection because if you don't, your competitor will.

So what exactly is perfectionism? Most people assume it's simply a matter of never being satisfied with what you're doing but there' s more to it than that. A perfectionist never walks around saying, "That's good enough!" Instead, perfectionists are on a personal quest to outdo every competitor on the planet day-in and day-out. Perfectionism is the mental discipline to keep doing things over and over until they are as near to perfect as is humanly possible.

You can't chase perfection unless you're passionate about what you do. Passion is the driving force for exceeding excellence and approaching perfection. Passion and perseverance are always found in someone who's going for perfection. So what are the rules for a pursuit of perfection?

1. The essence of perfection is you're trying to make every experience better than the last — so there is no finish line. Perfection is an ongoing quest, not a one-time event.

2. Keep in mind every winner approaches perfection differently — and therefore what matters most is the depth of the drive rather than the nature of the action taken. Some people approach perfection in bold moves while for others it is quiet, steely determination that counts. Both paths are fine as long as you understand how to channel it and never stop doing so.

3. Never settle for good enough — but pursue perfection relentlessly and passionately.

4. Acknowledge that perfection will set you apart from the crowd — and that consumers will know the pursuit of perfection when they see it. Pay close attention to the details and people will notice.

5. Lead the way — model for your employees what perfection looks like and tastes like and then get into the trenches with them as they work towards that. If you lead by example in refusing to accept the bare minimum performance standard, you will inspire others to reach for perfection too.

Probably the most relevant example of the pursuit of perfection is in the automotive industry. By 2008, General Motor's decades of following a "good enough" approach caught up with them. When the Great Recession hit, the company went bankrupt. That process caused an overall clean out within GM and today the company has reemerged from bankruptcy with a renewed commitment to excellence. GM learned the hard way even when you're appealing to a down-market niche (say those shopping for a $20,000 car rather than a $40,000 car), you still have to be making the best car you can for $20,000 or you'll get beaten by someone else who is more committed.

The terminology you can use to communicate to others you're engaged in the pursuit of perfection would include:



Key Thoughts



"We make no excuses."

"We're engaged in the pursuit of the extraordinary."

"Continuous improvement is our mantra."

"We offer no surprises, no hassles and no worries."

"We deliver lasting solutions in real time. Total satisfaction!"

"Perfection is not attainable, but if we chase perfection, we can catch excellence."

— Vince Lombardi



"I didn't care about the MVP, but I wanted to be the best in the world — the best in the world. How many people do you know who are considered the best in the world at what they do? That's what I wanted. It mattered the whole world to me. I played because I loved it. The things I put myself through were because I wanted to achieve the highest goal possible and to be considered by my peers as the best in the world at what I did. I would get up in the morning at six o' clock knowing I had to go out and run five miles as hard as I could. I didn't want to do that, but I had to do it to achieve the goals I wanted to achieve. I wanted Magic Johnson to say, 'Hey, you are the best, you are the MVP this year, you are MVP of our league in my mind.' If you are the best in our league, you are the best in the world."

— Larry Bird, Boston Celtics



"No matter what your product is, or who you sell it to, if you don't make perfection your standard, you're going to get beat by someone who does. To become great, you have to strive for perfection in every aspect of your business and every element of your calling. If you're not passionate about what you do, perfection will always be just out of reach."

— Frank Luntz











本事5 | 建立伙伴 
英



我们都需要他人的帮助才能完成目标。如果要达到卓越的成果，就要组织一个能创造成就的团队。请为团队注入诚实与开放的沟通，并让小组内部达成良好的平衡。

建立伙伴关系的时候请言行一致。赢家知道他们需要其他伙伴才能抵达目的地，因此他们会跟能够提供帮助的人，达成伙伴关系或结盟。正所谓“三个臭皮匠胜过一个诸葛亮”。

在伙伴的重要性方面，运动界有许多商业界可以学习的地方。在透过与明星运动员结盟来增加销售方面，Nike是很出色的范例。Nike成立于1964年，1980年股票上市的时候，其运动鞋的市占率达50％。4年之后，Nike跟乔丹达成了职业篮球史上最赚钱的代言案。其实比起Nike的鞋，乔丹更喜欢Converse甚至是爱迪达的篮球鞋，但Converse已经跟大鸟还有魔术强森合作，而爱迪达没有兴趣合作。

乔丹跟Nike签了5年约，但2年后他想解约，因为他不喜欢Air Jordan的设计。Nike的响应是安排他跟设计团队见面。乔丹欣赏Nike这个做法，认为Nike对于他的想法很尊重，所以最后决定继续跟Nike合作。从那个时候开始，所有挂着乔丹名字的产品，在设计方面都有乔丹的参与。很快的，Air Jordan全被抢购一空，店家根本来不及补货。即使到了今天，乔丹已经从NBA退休很久了，Air Jordan仍然是世界上售价最高、但销售量最佳的球鞋。



大师观点



“Nike为运动服饰产业的合伙关系设立了典范。他们抢在所有人之前看到了结盟的重要性，而这也就是为什么他们能够崛起并纵横市场。没有乔丹的话，Nike无法成为全世界最知名的品牌。没有Nike的话，人们大概仍然会觉得乔丹是史上最伟大的篮球员，但他大概不会成为全球知名的人物。Nike跟乔丹的合作带来了数十亿美元，而且创造了千千万万忠诚的顾客。”

――法兰克•伦兹





伙伴关系可以有很多种形式，但一般来说有3大类：

1.个人结盟――两个人一起增加影响的力道跟范围。柯林顿跟布什两位美国前总统在海地发生严重大地震后，曾携手劝募，帮助海地重建。这个例子说明了这类型的结盟可以成就什么样的美事。

2.企业结盟――公司之间形成伙伴或结盟关系，以增加彼此的销售。Nike跟Apple的合作就是一个好例子，两家公司连手让iPod跟Nike+fitness运动配备的销量增加。企业结盟可以建立信誉，因为理论上双方的技术可以互通有无，而伙伴关系则可以让人安心，并让更多的消费者认识另一间公司。

3.第三方背书――个人或公司寻求有公信力的人士或公司的正面评价。如果你卖的是汽车产品，而你可以得到美国汽车协会的背书，那你就立即赢得了美国汽车协会在美加地区5千多万名会员的信任。同样的，如果《居家杂志》让你的产品贴上他们的信任标章，或是《消费者评价》喜欢你所提供的服务，数以百万计的人将会留意到这件事。第三方的认证，可以让消费者安心选购你所提供的产品与服务。

建议你在描述希望建立的伙伴关系时，可以这样说：



大师观点



“我们完全专注于这个领域。”

“我们正在努力提供一个万无一失又新鲜的方案。”

“我们自己说不算，你可以问问……。”

“这个伙伴关系让人可以大为放心。”

“这次合作将可带来重大成果。”

“我们注重员工，也提供员工协助。”

“我们对于结果会负起责任。”

“开始合作是起头，保持合作是进展，一起合作是成功。”

——亨利•福特



“观察、倾听并学习，因为你不可能什么都知道。以为自己什么都知道的人，注定是个平庸的人。”

——唐纳•川普







Principle5 | Partnership 
中



We all need other people to help us achieve what we want to achieve. To generate extraordinary accomplishments, create a team of partners who can help make it all come together. Inject into that partnership honest and open communication and have a good balance within your team.

The aim of forming any partnership is to create alignment in words and actions. Winners understand they need other people to get to where they want to go and therefore they form partnerships or alliances with those who can help. The aim is to create something that is greater than the sum of its parts.

When it comes to understanding the value of partnerships, the business world has lots to learn from the sports world. The standout leader in forming partnerships with star athletes in order to boost sales has been Nike. Founded in 1964, Nike had a 50 percent market share for athletic shoes by 1980 when the company went public. Four years later, Nike entered into the most lucrative endorsement deal in the history of professional basketball with Michael Jordan. Jordan actually preferred Converse shoes and even Adidas basketball boots before Nike, but Converse already had deals with Larry Bird and Magic Johnson and Adidas wasn't interested.

Two years into Nike's five-year deal, Jordan wanted out because he didn't like the design of the Air Jordan shoes so Nike brought him in to meet with the design team. Michael Jordan appreciated. Partnership this gesture and saw it as a mark of respect for what he thought and decided to remain with Nike. From then on, Michael Jordan had input into the design of all products bearing his name and soon Air Jordans were moving off the shelves faster than stores could stock them. Even today, long after Michael Jordan has retired from the NBA, Air Jordans still rank among the highest priced but best selling sneakers in the world.



Key Thoughts



"When it comes to partnerships in the sportswear industry, Nike set the standard. Their ability to see the importance of collaboration before anyone else has played an integral part in their rise to dominance. Without Michael Jordan, Nike would not have become one of the most recognizable brands on the planet. Without Nike, Michael Jordan would probably still be considered the greatest basketball player ever, but probably not a global icon. By working together, Nike and Jordan have made billions of dollars and created billions of loyal customers."

— Frank Luntz





Partnerships can take a variety of formats but can generally be grouped three ways:

1. Personal partnerships — where two or more people get together to increase their impact and reach. Bill Clinton and George Bush working together to raise funds for the rebuild of Haiti after its devastating earthquake illustrates how well this kind of partnership can work.

2. Institutional partnerships — where corporations forge a partnership or alliance in order to increase their sales. An example is how Nike and Apple work together to increase sales of iPods and Nike + fitness equipment. Institutional partnerships are excellent vehicles for building credibility because it is assumed the know-how of each partner will be available to the other partner. Partnerships can provide peace of mind and enhanced reach to consumers.

3. Third-party endorsements — where individuals or companies seek positive feedback from trusted people or institutions. If you sell an automotive product and you get an endorsement from the American Automobile Association, you have immediate credibility with AAA's more than 50 million members in the United States and Canada. Similarly, if Good Housekeeping gives you their Seal of Approval or Consumer Reports loves what you offer, millions will take notice. Third-party endorsements can provide a healthy dose of reassurance and peace of mind.

The kind of language you should be using to describe the partnerships and endorsements you're trying to build include:



Key Thoughts



"We are fully aligned in this area."

"We're working towards an inclusive and fresh approach."

"Don't take our word for it. Ask the folks at ..."

"This partnership provides tremendous peace of mind."

"This link will provide measurable results."

"What we're doing is employee focused and helpful."

"We take personal responsibility for the results generated."

"Coming together is a beginning; keeping together is progress; working together is success."

— Henry Ford



"Watch, listen, and learn. You can't know it all yourself. Anyone who thinks they do is destined for mediocrity."

— Donald Trump







本事6 | 点燃热情 
英



各领域出类拔萃的人士，会对自己的事业投入热情，在沟通的时候也一样。永远都要根据你将提供的成果与解决方案，表达出你对于自己与自家产品的信心。还有不要忘了，在说明的最后，要提出清楚明确的行动方案，呼吁大家采取行动。

成就重要的事时，热情可以让你专注。有了热情之后，你就可以克服逆境，忍受早期的失败，并且永不放弃。热情会让你有办法长时间工作，你甚至甘愿冒很大的风险，只为了要达成你所追求的突破。简单来说，热情是制胜不可或缺的要素。

广告商了解热情的真谛，他们会在30秒之中制造出热情，并且搭配令人印象深刻的广告语：

Nike：Just Do It

凌志：追求完美，永无止境

Visa：无所不在

BMW：终极汽车

纽约时报：提供所有适合刊登的新闻

美国陆军：实现自我

员工看到与感受到热情的时候，他们也会了解到什么是热情，而且做出正面的响应。长期担任西南航空首席执行官的凯勒赫，可以说是用热情鼓舞员工的范例。凯勒赫一直都是马戏团老板P.T•巴纳姆与股神华伦•巴菲特的综合体。他毫不迟疑地拒绝了沉闷的公司体制，选择让工作充满着令人难以置信的欢乐气氛，而他的员工也响应了他的做法。凯勒赫很有名的一件事，就是他举办了一场众所瞩目的比腕力比赛，以争取“聪明搭飞机”这句口号的使用权，并把收益捐给慈善机构。他在工作中所投入的热情，赢得了员工的高度尊敬，并为他的航空公司带来大量的免费宣传，造就了死忠的客户群，让西南航空从只有德州3个据点的小公司，变成了跨越全美66个城市的大企业。

大型量贩店好市多的共同创办人暨首席执行官吉姆• 辛尼格，是另一个以热情著称的企业领导人。好市多在27年间拓展了400多家分店，而辛尼格每年都会到所有分店亲自走一趟。他坚持每样商品的加价不能超过14％，此举虽然惹恼了分析师跟股东，但5千5百多万名一年付45到100美元会费的好市多会员，则爱死了这项政策。



大师观点



“许多零售业者会看着一项商品并说：‘这个东西卖10美元，我要怎么做才能卖到11美元？’我们则看着商品说着：‘我们要怎么样才能卖9美元？’然后是‘我们要怎么样才能卖8美元？’这跟零售商的想法恰好相反。零售商看的是如何从商品中获得更多利润，我们则永远着眼于我们可以拉大多少跟竞争者的距离。所以最后我们的竞争者会说：‘去他们的，这些人疯了，我们到别的地方竞争。’”

――吉姆•辛尼格•好市多首席执行官



“赢家在吃饭、呼吸、说话、睡觉的时候，都会活出热情。工作对于他们来说，是人生的一部分，有时候甚至是他们人生的全部。赢家会努力达到完美，因为他们不仅仅是有兴趣或有好奇心，而是被更深层、更强大的东西所驱使着。他们永远不会停止找出更好的做事方法，他们会找出自己还能多做些什么，以及他们可以在什么方面更进一步。他们会超乎所有人的想象与预期。”

――法兰克•伦兹





热情是很难假装的，有热情就是有热情。热情是很难培养也很难描述的，但如果你想要赢的话，你就必须学习如何鼓舞他人，让别人跟着你走。以下是几种在语言中注入热情的方式：

1.直接解释你对于眼前的主题为何满怀热情――你可以用一些不证自明的问句开头，引出听众深层的情绪反应，然后解释为什么你的人生使命，也应该成为对方的人生使命。

2.注意肢体语言――不要躲在讲台后面，要站到听众之间，让他们感受到你的活力。手不要放在口袋里，伸出你的双手拥抱所有的听众，让他们感觉到你的存在。不要死板板地念着准备好的讲稿，要跟听众面对面地真心交流。

3.巧妙利用音量――很奇怪的，大部分最充满热情的演讲都很安静。快要提到重点的时候，请把音量放低，然后渐强，直到你描述完某个想法。不要从头到尾都很语气激昂――那很不真实，人们会看穿的。

4.不要忘了演说要有抑扬顿挫――如果你用了押韵或字数一样的字词，或是反复强调某些重点，你的演说就会更能引人入胜，更能激发人心。请努力推敲与琢磨你的说话内容。

5.最重要的是，请用“说故事”的方式呈现――多多利用口语生动的例子跟隐喻，提供一场心灵之旅。让人印象深刻的好故事很有人味，请带着你的听众一起走过这趟旅程。

跟听众分享你心中的热情时，你可以这样说：



大师观点



“想想看……”

“让我为你打你的仗。”

“要相信更好的明天是可能的。”

“我们在日常生活与各处让你更轻松自在。”

“生命是一场冒险，愿意加入我吗？”

“没有任何事情比……更重要。”

“没有热情的话你就会失去活力，少了活力的话你就什么都不是。”

――唐纳•川普



“不发挥自己的能力、只谨小慎微地活着的生活方式，是找不到热情的。”

――曼德拉



“在打造品牌的过程中，我们要建立的是一个高度积极的团队。这个团队唯一的重要任务就是服务顾客，我期望每个人都能精神抖擞地达成任务。不管我们现在已经有多棒了，我们希望明天还能更好。我不要站在原地，我想知道我还能多为你做些什么。”

――史蒂芬•克鲁贝克，钻石度假集团首席执行官







Principle6 | Passion 
中



Those at the top in any field bring passion into what they do and how they communicate. Always express confidence in yourself and in your products based on the results and the solutions you will deliver. And don't forget to end what you say with a clear and definitive call to action.

Passion generates intensity when it comes to achieving anything of significance. With passion, you can and will overcome adversity, endure multiple early failures and never give up. Passion will empower you to work long hours and even to put your neck on the line to create the kind of break you're after. Simply put, passion is essential for you to win.

Advertisers understand passion. They manufacture it in thirty-second sound bites and embed it into slogans:

Nike: Just Do It

Lexus: The Relentless Pursuit of Perfection

Visa: it's Everywhere You Want To Be

BMW: The Ultimate Driving Machine

The New York Times: All the News That's Fit to Print

U.S. Army: Be All You Can Be

Employees also understand passion and respond positively to it when they see it and feel it. Probably the poster child for this kind of motivation is Herb Kelleher, the former longtime CEO of Southwest Airlines. Kelleher was always part- P.T. Barnum and part-Warren Buffett. He quickly rejected a stuffy corporate style in favor of injecting an outrageous sense of fun into the job and his employees responded in kind. Kelleher was famous for settling a battle over rights to use the slogan "Just Plane Smart" with a highly publicized arm-wrestling match with the proceeds going to charity. The passion he brought to the job resulted in unbelievable levels of employee's respect, huge amounts of free publicity for his airline and a loyal customer base which has allowed Southwest to grow from serving three cities in Texas to sixty-six cities right across the United States.

Another business leader who is well known for passion is Jim Sinegal, cofounder and CEO of Costco. In twenty-seven years, Costco has grown to four-hundred-plus stores and Sinegal manages to personally visit almost every one of them each year. Sinegal refuses to mark up any item by more than 14 percent, even though that policy irritates analysts and shareholders — but Costco's more than 55 million members who pay between $45 and $100 a year love it.



Key Thoughts



"Many retailers look at an item and say, 'I' m selling this for ten bucks. How can I sell it for eleven?' We look at it and say, how can we get it to nine bucks? And then, how can we get it to eight? It is contrary to the thinking of a retailer, which is to see how much more profit you can get out of it. We always look to see how much of a gulf we can create between ourselves and the competition. So that the competitors eventually say, f--k 'em, these guys are crazy. We'll compete somewhere else."

— Jim Sinegal, CEO, Costco



"Winners eat, breathe, talk, sleep, and live passion. Their work is part of them, and in some cases it completely defines who they are. Winners strive for perfection because they're driven by something deeper and more powerful than mere interest or curiosity. They never stop looking for ways to do things better and for where they can do more, where they can go that extra mile — and more — to blow away expectations and people."

— Frank Luntz





Passion is almost impossible to fake. Passion just is. it's something that' s difficult to develop and challenging to communicate but if you aspire to win, you need to learn how to inspire others to follow your lead. Some ideas on how you can inject passion into your presentations:

1. Explain right upfront why you're passionate about the topic at hand — most likely by starting with highly rhetorical questions which elicit some deep emotional responses and then go on to explain why your mission in life should become the listener' s mission in life as well.

2. Pay close attention to your physical delivery — don't hide behind a podium but get out in the middle of your listeners so they can feel your energy. Keep your hands out of your pockets. In fact, stretch out your arms to visually embrace and envelop the entire audience. Don't use a prepared text but talk off the cuff person to person.

3. Use your voice volume astutely — most of the highly passionate presentations are eerily quiet. Drop your voice when you reach a key point and then rise to a crescendo at the end of an idea. Don't shout though — that's fake and people will know it.

4. Remember speech must have a cadence — if you use words that rhyme, have the same number of syllables or repeat some key word over and over, your speech will be engaging and more motivational. Be a wordsmith.

5. Above all, tell a story — offer a mental journey that's rich with verbal illustrations and metaphors. Great and memorable stories have an underlying human context. Bring your listeners along with you as you move forward.

Words that will work for you as you try to share your passion with listeners will include:



Key Thoughts



"Imagine…"

"Let me fight your fight for you."

"Believe in better."

"We promote freedom in day-to-day life and elsewhere."

"Life is an adventure. Will you join me?"

"Nothing is more important than ___"

"Without passion you don't have energy, without energy you have nothing."

— Donald Trump



"There is no passion to be found playing small — in settling for a life that is less than the one you are capable of living."

— Nelson Mandela



"As we go through the branding process, we are seeking to build a highly motivated group of individuals with one primary mandate — customer care — and I expect everyone fully on board. No matter how good we are now, we want to be even better tomorrow. I refuse to stand still. I want to know what else I can do for you."

— Stephen Cloobeck, CEO, Diamond Resorts







本事7 | 说服人心 
英



赢家不会说教――但他们会说服你。你必须熟练说话的技巧，让人们接受你的观点，但又觉得是他们自己想出那个结论。记住：重点不是你说了什么，而是人们听到了什么。请想办法了解你的听众并说服他们。

你真正的工作是为自己的公司建立起信誉，让人们相信这间公司。赢家不会发号施令，他们会发挥自己说服他人的能力，让人们心甘情愿地跟随，而不是被迫做某件事。赢家会让人坐起来专心听他说话，并且让人采取行动。

说服通常是一个“过程”而不是“目的地”。说服分为几个层次：
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1.拒绝――这些人会拼命让你失败，因为你的点子很危险。不要浪费力气希望赢得这些人的认同：了解他们是什么样的人，然后就继续往前。如果有可能的话，最好让这些人安静。

2.不同意――这些人看世界的方法跟你不一样，但他们不会想办法让你失败。请了解他们有哪些顾虑，并且给他们3个好理由，告诉他们为什么他们应该重新思考自己的立场。这样一来，你不但可以展现出你尊重他们的看法，还开启了一道门，提供有事实依据的理由，让他们日后有可能改变自己的看法。

3.中立的态度――这些人对于究竟是这样或那样并不关心。遇到这种情形的时候，最好的推进办法就是介绍崭新的想法给他们，并展开令人耳目一新的对话，让他们自己决定，你所说的东西是否该坐起来专心聆听，借此让他们站到你这一边。

4.同意――喜欢你的提议的支持者。此时的挑战在于让他们为你说话，成为你的拥护者。你可以告诉他们“如果……，那么就会……”，你只需要解释如果不行动的话会有什么结果，然后他们就会有动力确保那样的事不会发生。

5.行动――为你大声疾呼并广为宣传的人。他们会愿意为了你的愿景而努力，让愿景成真。你只需要肯定他们的贡献，不要妨碍他们，让他们能够做他们的事就行了。

从所有实际的目的来看，说服就是一种“改变”的艺术。拥有说服力的关键，在于了解一开始的时候，对方是位于光谱的哪个部分。你要让他们在未来前进到不同的阶段，为你带来更多的帮助。

实际上并没有一种简单的方法，可以每次都让听众从“说服光谱”的一端移到另一端。比较可行的做法是让自己具备以下的能力：

■有能力响应人们反对的理由并澄清误会。

■拥有足够的同理心来消除人们的疑虑，让对方能够接受你的建议。

■清楚明白地提出事实。

■运用引人入胜并跟听众切身相关，可以引起听众共鸣的故事。

■愿意“恳求”以达成长远的合作关系。

说服他人的时候，你可以使用这些字词：

“稳定与可预测性。”

“领域专家的洞察力。”

“以绩效为本的方法与诱因。”

“我们会让麻烦事全部消失。”

“便利。”

“成果。”



Principle7 | Persuasion 
中



Winners don't preach — they persuade. You've got to develop a knack for getting people to accept your point of view in a way which makes them feel like they reached that conclusion on their own. Remember it's not what you say that counts, it's what people hear that matters. Know your audience and persuade.

Your real job is to build reputation and earn trust for your firm. Winners don't lay down the law to their followers — they use their powers of persuasion so people end up following willingly rather than being coerced into doing something. They say things that make people sit up and take notice and which galvanize them into taking action.

Persuasion is generally more of a process than a destination. There is a continuum when it comes to persuasion:
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1. Rejection — people are hell-bent on making sure you fail because your ideas are dangerous. Don't even bother trying to win these people over — acknowledge them and move on. Let them go silent if possible.

2. Disagreement — where people see the world differently to you but don't want to actively plot your downfall. Acknowledge their concerns and give them at least three solid reasons why they should rethink their position. That demonstrates respect, opens the door for them to change in the future and gives them fact-based reasons to do so.

3. Neutrality — people who don't care one way or another. The best way forward here is to introduce a brand new idea to them and start a fresh conversation. Let them make up their own mind whether this is something they should sit up and pay attention to or not. You can then move them to your side of the discussion.

4. Agreement — supporters who like what you're proposing. The challenge is to get them to speak up and become your advocates. You'll achieve that by providing an "if/then" context to them. Explain what the consequences of inaction will be in enough detail and they will get motivated to make sure that doesn't come about.

5. Action — people who are your advocates and your evangelists. They're willing to get out there working to make your vision become a reality. With these people, all you need to do is affirm their contribution and get out of their way and let them do their thing.

For all practical intents and purposes, persuasion is nothing more than mastering the art of change. The key to being persuasive is to understand what stage of the spectrum people are at when you start out and then finding ways to move them to a different and more helpful part of the spectrum in the future.

There's no foolproof blueprint which will work every time to move people from one end of the persuasion spectrum to the other. More than likely, it will take:

■An ability to answer their objections and clear up misunderstandings.

■Sufficient empathy to enable you to allay their fears so they can buy in to what you're suggesting.

■A clear and unambiguous presentation of the facts.

■A compelling and engaging story which resonates with the audience because of its relevance and applicability.

■Your willingness to beg if that's what's required to put together a deal that sticks.

The language of persuasion will often include phrases like:

"Stability and predictability."

"Insight of specialists in this field."

"Performance-driven measures and incentives."

"No hassles reliability."

"Convenience."

"Results."



本事8 | 永不放弃 
英



赢家永远都不会只看一场比赛、一次表现，或是一个产品或服务。是否是赢家，要从长期来看。请养成永不放弃的人格特质，胜利永远是看能否一直有优秀的表现，并且不断进步。永远都不要放弃，而且永远、永远不要接受失败。

没有坚持就不可能成功。除非你有办法从失败中学到教训，并且不断地努力，否则你是不可能成功的。“坚持”不只是努力而已――你必须要付出之后，才能了解“知道”跟“做”之间的差别。

赢家都是一样的，他们有一个关键的态度，就是他们知道“不”的意思其实是“不是现在”，而且他们会坚持下去，不断地做一件事，直到他们抵达终点。坚持跟很多事一样，这是一种态度，也是一种生活方式。你必须为自己的行动负起责任，而不是责怪他人，否则你将无法持之以恒。

赢家不在乎一开始的失败是谁的错，他们不会花时间或精力为错误辩护，而是继续努力，直到把事情做对为止。

这并不是说，赢家会一次又一次地犯下同样的错误。赢家善于分析自己的错误，他们能够找出是什么地方出错，然后会用那一次的经验，让自己日后做得更好。他们会改变，让失误不再发生。他们会拒绝放弃，一直努力直到把事情做对为止。他们会让打击只是暂时的，而不是永久的挫败。他们会坚持下去，直到下一次冲过终点线为止。



大师观点



“坚持就是要执著于自己的信念，并且拒绝接受‘不’这个字。‘不’实际上的意思是‘不是现在’，因为只要你有足够说服力、够坚持的话，你会让原本说‘不’的人说‘好’。对方之所以到现在还没说‘好’，是因为我自己没有好好聆听，没有办法让他们说‘好’。一旦我真的打开耳朵，听到他们的需求，我就可以把他们的需求跟我在做的事结合起来，然后我就可以让他们说‘好’。我们需要‘坚持’，并且重新定义‘不’这个字。”

――汤姆•哈瑞森，百益通市场顾问有限公司



“在我的职业生涯里，我失误了9千多球，输了近3百场比赛。我有26次被委以重任，负责投那关键的一球，而我没有投进。在我的人生里，我一次、一次、又一次地失败，而那就是为什么我成功了。”

――迈克尔•乔丹



“坚持指的是不管发生什么事，都永远不要放弃，也就是你必须把每次的情形，以及每次沟通的机会，都视为独立的事件。以每天的日常生活来说，就是要把每一天都当成是崭新的一天。即使你前一天已经沟通过某个讯息，你明天仍然必须再说一次，后天也要再说一次，然后大后天也是。如果昨天某件事失败了，你必须把那件事当作跟今天完全无关，让自己明天更不可能失败。”

――法兰克•伦兹





你必须跟你周围的人解释，为什么坚持下去是很重要的。你不能假设他们都跟你一样，有相同的干劲跟心态。你必须清楚地说明，成功对他们来说将代表着什么意义。你必须帮助他们，让他们知道成功的样貌，让他们了解，为什么坚持下去直到把事情做对非常重要。如果要让身边的人坚持下去，你就必须清楚告诉他们终点线在哪里，以及终点的那头有什么东西在等着他们。

你可以怎么说，让人知道你会坚持下去，直到成功为止？以下的句子可能会带来最大的帮助：



大师观点



“我们会努力不懈，达成我们正在努力的目标。”

“我这个人非常坚持一定要把事情做对。”

“我们一心一意要获胜。”

“我们会亲自处理这件事。”

“让我们来做好这件事。”

“我们一起努力吧。”

“人生会带来最大报酬的事，通常是那些看起来不可能做到的事。”

――阿诺•帕玛



“如果你在纽约布鲁克林区长大，你一定常听到‘明年再来’这句话。它的意思是：‘我们已经尽力了，我们把吃奶的力气都挤出来了，我们会回来，然后再来一次。’‘输’这件事就像莎士比亚所说的：‘宁愿爱过、失去过，也不要从来没爱过。’‘输’这件事就像是‘我们奋斗过，我们打了一场好仗，我们使出浑身解数，我们有一点小失败，但我们会回到体育场，我们明年会再回来。’用正面的语言来说‘输’这件事，而不是说什么‘那群流氓’或‘我们会报复回来’。”

――戴维•史登，NBA理事长







Principle8 | Persistence 
中



Winning is never based on a single game, one performance or even one product or service. To win, you've got to succeed over the long haul. Get in the habit of never giving up because winning is always defined by repeat performances and increasing achievements. Never give up and never, ever accept defeat.

Without persistence, winning is impossible. There' s no feasible way you can succeed unless you're able to learn from your failures and keep going. Persistence isn't just effort — it's the price you must pay to understand the difference between knowing and doing.

The concept that "no" means "not now" and having the tenacity to do things over and over until you get over the finish line is a key mental attitude of all winners. Persistence is a mindset and a way of life as much as anything else. You won't be able to persist unless and until you take responsibility for your own actions rather than blaming others.

Winners don't care whose fault an initial failure is. They don't spend time or energy justifying their failures but instead keep going until they get things right.

That isn't to say winners keep repeating the same mistakes over and over. They're smart about analyzing their failures and figuring out what went wrong and then using that feedback to do things better in the future. They change to make sure glitches don't happen again and then refuse to quit until they get it right. By reframing defeat as a temporary rather than a permanent setback, they hang in there until they get across the finish line the next time around.



Key Thoughts



"Persistence is about sticking to convictions and not understanding what the word no means. 'No' actually means 'Not now.' Because if you are persuasive enough and persistent enough, you will get the person who said no to say yes. And the reason he or she has not already said yes is because I haven't listened well enough to get them to the yes. But once I have really opened my ears and listened to what their needs are, I can marry what I' m doing to their needs, and I can get them to yes. So it's persistence and redefining the word no."

— Tom Harrison, Diversified Agency Services



"I have missed more than nine thousand shots in my career. I have lost almost three hundred games. On twenty-six occasions, I have been entrusted to take the game-winning shot and missed. And I have failed over and over and over again in my life. And that is why I succeed."

— Michael Jordan



"Persistence is about never giving up, no matter what. That means you must view every event, and every opportunity for communication, as a separate entity. The practical implication of that is approaching each day as something entirely brand new. Even if you communicated one message the day before, you have to say it again the next day, and the next, and the next. Or if something failed yesterday, you must treat it as wholly independent from today, making it no more or less likely that you're going to fail tomorrow."

— Frank Luntz





It's vital that you explain to your people why persistence matters. You can't just assume they share the same motivations and mindset as you. Instead, you have to make clear what winning will mean for them. You have to help them see what success will look like and therefore why it's important to hang in there until you get it right. To get your people to persist, give them a clear vision of the finish line and what's waiting on the other side.

So what kind of language can you use to signal that you will persist until you succeed? The most useful phrases will probably include some like these:



Key Thoughts



"We will be relentless in what we're attempting to do."

"I am personally very determined to make good things happen."

"We have a single-minded focus on winning."

"We will take a hands-on approach to this issue."

"Let's get it done."

"Let's get to work."

"The most rewarding things you do in life are often the ones that look like they cannot be done."

— Arnold Palmer



"If you grew up in Brooklyn, it was 'Wait until next year,' which was a way of saying, 'We gave it our best, we busted our butts, and we're gonna come back and do it again.' The language of losing is something out of Shakespeare, 'Better to have loved and lost, than not to have loved at all.' it's 'We fought our way in, we fought the good fight, we gave it our best, and we fell modestly short. But we're going back to the gym and we're coming back next year.' That's the most positive language of losing. Not 'We were robbed,' or 'We'll get them.' "

— David Stern, NBA Commissioner







本事9 | 有原则的行动 
英



在职场上是赢家但却输掉人生，是没有意义的。请找出在实际人生中，究竟什么东西对你来说才是重要的。真正的赢家会有一套指引自己生活的原则，请找出你的原则，然后把生命发挥到极致。

赢家会用对的方式获胜。他们有一套遵循的原则，让他们一路上有耐力走下去。如果你的心中没有一套健全的原则，然后就试着要达到目的，那么很快的所有的一切都会瓦解。

“过程比结果重要”这个想法，听起来不像是一般商场上会说的话，但长远来说，这样的做法将会带来丰厚的报酬。首先，这代表着你的努力不会像一堆纸牌一样，一有麻烦出现时，就会一下子崩塌；你是把事情建立在稳固的基础上。不过更重要的是，做“对”的事对生意来说永远都是好的，你或许能“躲的了一时”，但如果你抄快捷方式的话，最终还是得承担后果。或是换一个说法来说，荣耀只是一时的，但做对的事将是长远的。



大师观点



“希腊哲人德谟克利特说过，要当一位好的演说家，首先你必须是个好人。有力量的不只是言语而已，而是言语后面的那个人有力量。”

――韦斯利•克拉克将军





没有人能宣称赢家是完美的，但赢家永远都遵循着范例前进。事实上，赢家会赢正因为他们有原则，他们改变世界是为了让世界更美好，而不只是要牟利，更重要的是要帮助别人。赢家成功把梦想变成事实的时候，社会变得更美好，人们更有机会改善自己的生活。赢家的愿景是崇高的，可以带给别人力量。

要如何表达有原则的行动呢？以下的说法可以帮忙传达：



大师观点



“为结果负责。”

“每日遵循的严格标准。”

“崭新、开创的企业文化。”

“重要的道德指标。”

“公正客观的信息，没有公关人员的操作。”

“决不妥协的廉洁与正直。”

“真心诚意，说到做到。”

“‘超级成功的人’跟‘只有一点成功的人’之间的差异，不在于他们是如何响应问题的，而在于找出哪些问题是值得问的。能够找出真正值得问的问题，才是真正可以做大事的人。”

――吉姆•戴维森，银湖首席执行官



“发生在你身上的事只占了人生成败的10％，而90％则是要看你如何面对因应。另外还有一件事，我没有什么困苦的童年，我从来不觉得自己很穷。我不抱怨，我从不抱怨。要记得，大多数人并不在乎你的问题，而剩下的人则会幸灾乐祸。”

――卢•霍兹，巴黎圣母院大学美式足球教练



“‘想要成为某种身份地位的人’跟‘想要成就某件事的人’之间，有很大的差异。大约95％的美国人，都是‘想要成为某种身份地位的人’，而他们制造了各式各样的麻烦，必须由其他那5％‘想要成就某件事的人’来帮忙解决。”

――罗杰•艾利斯，福斯新闻频道创始人暨首席执行官



“获胜没有单一的标准，也没有秘密食谱，可以让你在一瞬间变成赢家。然而，赢家有许多共同的特点，你必须配合自己的风格跟目标，来学习那些特点。你必须权衡‘热情’与‘说服的重要性’、‘优先级’与‘原则’，以及‘人’与‘利润’。如果你能够用有原则的方式，运用赢家的原则，那么你将可取得真正的胜利。如果你懂得把别人放在自己之前，把自己跟别人提升到更高的境界，那么你就是一位真正的赢家。”

――法兰克•伦兹











Principle9 | Principled Action 
中



There's no point winning at work but losing at life. Have a vivid and realistic perspective about what really counts in your life. True winners have a set of guiding principles by which they live. Discover yours and then live life to the fullest.

Winners win the right way. They have a set of principles they live by and operate by which holds it all together and provides enduring strength. If you try and achieve without sound underlying principles, it's only a matter of time before everything comes crashing down.

The notion that how you get there matters more than where you end up may sound outside the normal business lexicon but it is an approach that pays handsome dividends over the long haul. For one thing, it means that what you build won't come crashing down like a deck of cards at the first sign of trouble because you're built on a solid foundation. But more importantly, doing the right thing is always good for business. You may be able to get away with things for a while but in the end, things have a way of catching up with you if you cut corners. Or put another way, glory is fleeting but doing the right thing always endures.



Key Thoughts



"Democritus wrote that to be a good speaker, first you must be a good man. It's not just the words that have the power, but it's the person behind them that has the power."

— General Wesley Clark





Nobody should ever claim winners are perfect but they always lead by example. In practice, winners win in a principled way. They change the world for the better not just to make a profit but more importantly to help others. As they succeed in turning their dreams into realities, society moves to greater heights and others have the opportunity to get active in improving their own lives as well. Winners tend to have visions which are broadly based and empowering.

So what is the language of principled action? The phrases which communicate this are:



Key Thoughts



"Accountability for results."

"A set of strict standards which are upheld daily."

"A corporate culture which is innovative and disruptive."

"A strong moral compass."

"Objective and unbiased information, free of spin doctors."

"Uncompromising integrity."

"Say what you mean and mean what you say."

"The difference between people who are wildly successful and the people who are just plain successful is not in answering the question, it's in figuring out which questions are worth asking. The guys that actually figure out what problems are worth asking, are the ones that actually make it big."

— Jim Davidson, CEO, Silver Lake



"Life is ten percent what happens to you and ninety percent how you respond to it. And one more thing. I didn't have it tough growing up. I never thought of myself as poor. I didn't complain. Never have. Remember, most people don't care about your problems, and the rest are glad you have them."

— Lou Holtz, Notre Dame football coach



"There' s a big difference between those who want to be something and those who want to do something. About 95 percent of America is made up of people who want to be something, and they cause all the problems that have to be solved by the 5 percent who want to do something."

— Roger Ailes, founder and CEO, Fox News Channel



"There is no single standard of winning. No secret recipe that — presto! — makes you a winner. However, there are many common traits of all winners. Together, they are factors you must incorporate in ways that suit your own style and objectives. You must weigh your passion against the importance of persuasion, priorities against principles, and people against profits. If you can apply the principles of winning in a principled way, then you'll have truly won. If you can put others before yourself, and in doing so lift yourself and others to a higher place, then you are indeed a winner."

— Frank Luntz











延伸阅读

《大师轻松读•成功的心智密码》

The Secret Code of Success

7 Hidden Steps to More Wealth and Happiness


本期重点




步骤1　提出启发性的问题

提出当你实现目标时心中会浮现的问题，借此改变潜意识的思考模式，从负面思考转向正面思考。随着心智寻找答案的过程，你会发现自己对人生和事业有了一套全新的想法，并得以采取不同的行动。

步骤2　争取无条件的支持

要达到你应有的成就，你需要其他人的无条件支持。多多结识能够在你人生和职涯中成为有力支柱的人，如果身边的人相信你，你就能对自己有更强烈的信心。

步骤3　建立支持系统

要让人生和事业发光发热，必须建立以下5个操作系统：人际系统、行动系统、环境系统、自省系统和简化系统。让这5个系统顺利运作，才能以最少的努力达到最大的成果。

步骤4　胸怀真正远大的目标

在你的人生和事业当中，目标确实很重要。然而你必须确定所追求的目标，真的是自己想要的，而不是别人想要的。为了让自己恢复活力，可以每天安排一个时段，让自己在种种和目标相关的活动中稍微休息一下。定期帮自己充电，可以达到更高的成就。

步骤5　排除潜藏的障碍

一不注意，你就可能会为了保护或是惩罚别人而羁绊自己。从这些隐藏的阻碍中抽身，你就可以勇往直前。让自己去追求卓越，你的心智就会努力达成令人惊讶的成就。

步骤6　更常说“不”

要奋力保卫你向其他人说“不”的能力，不要让你的目标受制于其他人的计划。学会向无关紧要的项目和工作说“不”，让大家知道你的梦想就和任何人的梦想一样重要，事实上也是如此。

步骤7　找到真正的人生目标

大多数人从来不曾试着去了解自己为什么到这个人世间，因此会感到无趣、挫折及愤怒，却毫不自知。不要让自己也变成这样。找出自己真正的目标或使命，然后允许自己将人生奉献于这个使命，这会带来极大的成就感。

精彩内容

提出启发性的问题（Ask Empowering Questions）

《CSI犯罪现场：拉斯韦加斯》是一部极受欢迎的美国影集，除了剧情悬疑刺激，也不乏充满智慧的隽永小语。夜班主管葛瑞森对于鉴识科的工作曾下过一个很好的批注：“我一直犯错，但正因如此，我才能找到对的方法。”（I'm wrong all the time. It's how I get to right.）求证的过程，需要不断提出疑问，才能抽丝剥茧找出真相。葛瑞森用询问自己的方式，从自我对话中找出问题征结，同样的方法也适用在每个人身上。好的问题会激励人心，发现自己的问题，或者找到自己的目标，提问型的文化甚至可以激励整个组织。

《问题的艺术》（The Art of the Question）作者玛瑞丽•古登伯格（Marilee Goldberg）发现大多数人不懂得问自己问题，就算这些疑问实际上控制着人们的思维、感觉、行动和所产生的结果。如果处在一个鼓励提问的文化环境中，将有助于人们更了解自己、更清楚知道有哪些选择，也更能经由深思熟虑后再做决定。潜意识里会自省的人比较清楚自己的内在感受，因此也更能察觉到这些感受如何影响他们。自省促使人们了解自身的价值观，也更清楚自己的短处和长处，而因此有更准确的自我定位。

提出好问题也具有驱策力，如果能感染员工，要他们不断问自己如何向上提升，就能塑造强有力的企业文化。以美国麻州水电商温特斯铅管（Winters Plumbing）为例，其他公司的水电工可能只会问：“要怎样尽快修好漏水的水槽？”然后努力修好水槽；但是温特斯的水电工却会问：“要怎样给顾客最棒的服务？”因此他以整洁仪容赴约、修好水槽，甚至把周边环境清理干净，给顾客最满意的服务。这就是启发性问题所带来的进步。

争取无条件的支持（Gain Unconditional Support）

《富爸爸》系列作者罗勃特•清崎，曾在他的理财课程中要求大家做一个小测验，要每个人写下10位最亲近的朋友、他们的财务状况，以及他们对金钱的看法。等大家作答完毕，清崎才问大家是否发现，你和所写的人财务状况差不多。他所要传达的，就是中国古老的重要思想：“物以类聚，人以群分，近朱者赤，近墨者黑。”

想要达到成功，需要其他人的无条件支持，所以应该尽可能结识能在人生和职涯中成为自己有力支柱的人。有了身边人的信任，会使自己的信心更强烈。任何人都无法客观公正地看待自己，要找出自己的优点和缺点，必须寻求他人公正无私的意见。能够做这种评断的最佳人选，就是愿意无条件支持你、希望你成功的人。

激励大师安东尼•罗宾曾说：“想要减肥的人，千万不要跟胖子在一起。”金氏世界纪录保持人乔•吉拉德也说：“每个人都有250位朋友，而这些朋友有80％对你毫无帮助；只有20％的朋友生活态度积极，会给人正面的影响；而5％的朋友则会帮助你，为你的一生带来重大改变。”我们应该结交的，就是这5％的朋友。只有无条件支持的朋友，才能够直言无隐，提出客观公正的意见，使我们不再为自己未达优越的表现找借口。真正的朋友能为我们指点迷津，清楚点出前进的方向。
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