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Hospitality Enterprise Leadership

Please be aware that this is an Authentic Leadership Develop-
ment course.  And as such, this course will entail a certain 
level of personal development.  For when we speak of Authen-
ticity, we are also speaking of transparency and vulnerability.

The purpose of Authentic Leadership Development (ALD) is to 
enable students to prepare themselves to become leaders of 
organizations and to embark on paths of personal leadership 
development. 

ALD requires personal curiosity and reflection from students 
as well as personal openness and sharing in class discus-
sions, in anonymous online social situations (private), and 
one-on-one sessions with the professor. 

Leadership development concepts used in the course will be 
immediately applicable for students and useful for the rest of 
their lives.

_____ 

• To enable students to understand their leadership journeys 
and their crucibles by reflecting upon and framing their life 
stories and experiences to date.

• To participate fully in open, class discussions about the re-
flective exercises they have completed on their own. 

• To understand why leaders lose their way and the self-
awareness needed to avoid derailment.
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You have your way, I 

have my way; as for 

the right way, the 

correct way, and the 

only way...  
 
it does not exist.  
 
- Nietzsche



• To gain clarity about their leadership principles, values, and ethical boundaries, and how 
they will respond under pressure when challenged. 

• To understand what is motivating them, both extrinsically and intrinsically, and to find 
leadership paths that will enable them to utilize their motivated capabilities.

• To explore how to build support teams and lead an integrated life.

• To understand the purpose of their leadership and empower other leaders, while they are 
optimizing their leadership effectiveness. 

• To create Personal Leadership Development Plans to guide them throughout their lives. 

_____

The premise of ALD is that leaders who know themselves well and consciously develop 
their leadership abilities throughout their lifetimes will be more effective and more success-
ful leaders and will lead more satisfying and fulfilling lives. To do so, leaders must take re-
sponsibility for their own development, rather than relying entirely on their organizations for 
leadership development. 

ALD will provide students with ideas, techniques, and tools to assist them in their leader-
ship development journeys, exploring concepts such as lifelong leadership development, 
the power of your life story, the impact of your crucibles, discovering your authentic self, 
knowing your values, leadership principles, and ethical boundaries; understanding your 
motivated capabilities, building support teams, leading an integrated life, purpose-driven, 
empowering leadership, and improving leadership effectiveness through your style and 
use of power. 

ALD is designed for students desirous of becoming effective authentic leaders, committed 
to developing themselves, who want to understand their motivations and the purpose of 
their leadership. 

Students must be open to sharing personal insights, experiences, ambitions, and fears. 
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Each student will be required to participate in the three streams of learning.  There is an in-
dependent online learning stream.  There is the classroom discussion and debate of case 
study stream (with various supporting materials).  And there is the guided lab-work ses-
sions where students are put into small collaborative groups (learning development 
groups) while working within the entire class project (a learning organization).  

The learning development groups (LDGs) are a crucial element of the course and represent 
the third class meeting of the week. These groups enable students to discuss personal ma-
terials in a more intimate group setting and to encourage a higher level of openness and 
reflection than may be possible in the classroom setting. Specific assignments for each 
week’s group meeting will have the same theme as the classes but different preparation 
materials. 

In other words, each class day is based upon the multimedia ‘textbook’ you are now read-
ing.  So these materials must be  reflected upon BEFORE the class begins.  Then the pro-
fessor will show the pictorial summary of the module (two times) five minutes before class 
begins.  Then the professor will give a short introduction to the day’s lessons, while person-
ally greeting each student with a dynamic and diverse methodology.

Following the introductory greeting, the professor will typically show 5-20 minutes of perti-
nent video, then begin a challenging class session involving the subject matter found 
within the case studies.  And there will typically be two case studies per week, with some 
variance due to the Professor’s preferences, as well as his or her personal experiences.

Finally, there are different educational materials being presented throughout this class.  
This is not a regimented system.  This is an enlightened framework designed to be both 
flexible and strong.  To that end, a certain level of chaos must be embraced so as to allow 
room for the natural ebb and flow of life.  This means that each and every student must be 
‘on their toes’ if they are going to get the coveted A+ from the professor.  

But please be aware, the professor doesn’t just want you to work hard.  The professor 
wants you to work both hard and smart, while demonstrating compassion and humility in 
everything you do.  Meaning, the A+ is a grade no one may ever receive.  For our cultural 
transmissions have corrupted our innate empathy.  And empathy is the golden chalice!
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Harvard Business School Professor Bill George discusses the 
dramatic change to leadership in the 21st century

Movie 1.1  New Leadership



Wolf Medicine

Wolf is the pathfinder, the forerunner of new ideas who returns to the clan to teach and 
share medicine. Wolf takes one mate for life and is loyal like a Dog. If you were to keep 
company with Wolves, you would find an enormous sense of family within the pack, as 
well as a strong individualistic urge. These qualities make Wolf very much like the human 
race. As humans, we also have an ability to be a part of society and yet still embody our 
individual dreams and ideas. 

In the Great Star Nation, Wolf is represented by the Dog Star, Sirius, which legend tells us 
was the original home of our teachers in ancient times. Sirius was thought to be the home 
of the gods by the ancient Egyptians, and is still considered so by the Dogan tribe in Af-
rica. It stands to reason that Native American peoples would formulate this same connec-
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tion and adopt Wolf people as the clan of 
teachers. 

The senses of Wolf are very keen, and the 
moon is its power ally. The moon is the 
symbol of psychic energy, or the uncon-
scious that holds the secrets of knowledge 
and wisdom. Baying at the moon may be 
an indication of Wolf's desire to connect 
with new ideas which are just below the 
surface of consciousness. Wolf medicine 
empowers the teacher within us all to 
come forth and aid the children of Earth in 
understanding the Great Mystery and life. 

If you have drawn Wolf's card, you may be 
able to share your personal medicine with 
others. Your intuitive side may also have 
an answer or teaching for your personal 
use at this time. As you feel Wolf coming 
alive within you, you may wish to share 
your knowledge by writing or lecturing on 
information that will help others better un-
derstand their uniqueness or path in life. It 
is in the sharing of great truths that the con-
sciousness of humanity will attain new 
heights. Wolf could also be telling you to 
seek out lonely places that will allow you 
to see your teacher within. In the alone-
ness of a power place, devoid of other hu-
mans, you may find the true you. Look for 
teachings no matter where you are. Wolf 
would not come to you unless you re-

quested the appearance of the tribe's 
greatest teacher. 

Contrary 

If Wolf is reversed, you are being asked to 
expand you limited view of the present 
situation. Doing this may entail a great deal 
of courage and willingness to look at new 
ideas. It could also required that you de-
lete some old ideas to make room for the 
expansiveness that always comes when 
you are willing to learn. The gift of wisdom 
comes to you when you have walked 
enough pathways and found enough dead 
ends truly know the forest. In the discovery 
and rediscovery of every inch of ground 
comes the knowledge that nothing ever re-
mains the same. 

Contrary Wolf may also be telling you that 
stagnation or fear of asserting your view-
point has bogged down the flow of change 
in your life. Wolf reversed is always urging 
you to seek the teachers of pathfinders 
that will show you the way to new life expe-
riences. Remember, the teacher or path-
finder may be the small still voice within, 
as well as a person, a leaf, a cloud, a 
stone, a tree, a book, or the Great Spirit. 
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To live is to grow, and growing comes through accepting all 
life forms as your teachers. Become Wolf, and take up the 
sense of adventure. You may just stop howling and learn to be-
come the moon. 

Overview 

In American Indian cosmology, Wolf is not regarded as a lethal 
animal but as a teacher and pathfinder - one who leads the 
way. The Wolf has highly developed senses: its nose, for in-
stance, is a hundred times more sensitive than the human's. It 
can sense the difference between real and imagined dangers. 

The confrontation of Wolf as a power animal is an indication of 
being taken to meet your inner Teacher and to receive direct, 
personal teaching. Wolf will reveal to you that anyone and any-
thing can be a teacher. You can learn from trees, plants, ani-
mals, birds, rocks, and stones, and even from the wind and 
the rain. You just need to be alert and learn to listen. 

Wolf thus indicates a coming forth of knowledge that is be-
neath the level of consciousness and within the unconscious. 
Be teachable. 

Find new paths and options. Break through. Be a role model. 
Share your inner knowing. 

Source: Sams, Jamie and Carson, David. Medicine Cards (Santa 
Fe: Bear and Company, 1988).

Be strong enough to 

stand alone, be 

yourself enough to 

stand apart... 
 
But be wise enough to 

stand together when 

the time comes. 
 
- Wolf Medicine
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"When we try to pick out anything by itself, we find it hitched to 
everything else in the Universe." - John Muir

When wolves were reintroduced to Yellowstone National Park 
in the United States after being absent nearly 70 years, the 
most remarkable "trophic cascade" occurred. What is a trophic 
cascade and how exactly do wolves change rivers? George 
Monbiot explains in this movie remix.

Movie 1.2  How Wolves Change Rivers



Critical Analysis

How to Write a Critical Analysis 

A critical essay is type of essay which is 
aimed to evaluate and analyze facts that 
pertain to theories events and other infor-
mation in order to get a better understand-
ing. 

Critical in itself does not mean only seeing 
the negative aspects of the subject of 
analysis. 

When you are writing a critical essay, there 
is a need to indicate positive aspects as 
well.

A critical essay is a good tool for develop-
ing students’ ability to analyze and see is-
sues from different points of view, because 
it is oriented on a thorough analysis of the 
topic, not just on presenting the author’s 
opinion.
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Write a Critical Essay in Several Steps

The first stage of writing a critical essay is 
presenting your topic. Think of the main 
idea you want your readers to remember 
and write it down in your thesis statement. 
In your introductory paragraph, you are 
free to indicate the way you are going to 
analyze the issue of your essay.

When writing your body paragraphs, con-
centrate on analysis. This means you have 
to look at your topic from several perspec-
tives, see its weaknesses and strength. 
Write 3 to 5 paragraphs to provide enough 
supportive arguments for your thesis.

Write down your conclusion. Restate your 
thesis statement and sum up all your ideas 
in 2-3 sentences.

Complete your analysis by checking your 
work several times. Ask yourself whether 
your main thoughts are presented in your 
essay. If not, add lacking details. 

Also it is important to correct all spelling 
and syntactical mistakes: there’s no doubt 
that people do not like reading texts full of 
mistakes. 

If you leave technical errors in your essay, 
your readers are liable to take you less seri-
ously.

Useful Tips for Critical Essay Writing

The first tip is to remember that critical es-
says are always informative. You have to 
present as much information as you can to 
allow your readers make their own judg-
ments and, at the same time, prepare 
them for a proper understanding of your 
own thoughts.

Try to be objective when doing your evalua-
tion. Of course, everyone has their own 
feelings, but you have to put them aside, 
at least for a while – leave them for the last 
part of your essay.

Also keep in mind that criticism is not 
about attacking the subject of your essay 
from different sides – it only means you 
have to use your critical thinking in your 
analysis.

And finally, make sure your essay is well-
organized. Each paragraph should present 
its own thought (except the first and the 
last ones, of course). Your audience should 
not find it hard to follow your thoughts 
while reading your essay. For this reason, it 
is recommended to take a little break after 
you complete your writing and then read it 
as if you’re a reader.
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A critical essay is an analysis of a text 
such as a book, film, article, or painting. 

The goal of this type of paper is to offer a 
text or an interpretation of some aspect of 
a text or to situate the text in a broader 
context. 

For example, a critical analysis of a book 
might focus on the tone of the text to deter-
mine how that tone influences the meaning 
of the text overall. 

Or, a critical analysis of a film might focus 
on the significance of a recurring symbol in 
the film. 

Regardless, a critical essay should include 
an argumentative thesis about the text and 
plenty of textual evidence sources to help 
support your interpretation of the text.

___

Make sure that you understand the assign-
ment. As soon as your teacher assigns the 
paper, read the guidelines and highlight 
anything that you do not understand. 

Ask your teacher to clarify the instructions 
if anything seems unclear or if you just 
don’t understand the assignment

Perform critical reading of your source(s)

A critical essay assignment asks you to 
evaluate a book, an article, a movie, a 
painting, or some other type of text. In or-
der to perform a critical analysis of any 
text, you need to become very familiar with 
the primary text.

- Get to know the text inside and out by 
reading and rereading it. If you have been 
asked to write about a visual text like a 
film or piece of art, watch the film multi-
ple times or view the painting from vari-
ous angles and distances.

___

Take notes as you read your text. Taking 
notes as you read will help your to remem-
ber important aspects of the text, and it 
will also help you to think critically about 
the text. 

Keep some key questions in mind as you 
read and attempt to answer those ques-
tions through your notes.

What is the text about?

What are the main ideas?
What is puzzling about the text?
What is the purpose of this text?
Does the text accomplish its purpose? If 
not, why not? Is so, how so?
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Review your notes to identify patterns and 
problems. After you have finished reading 
and taking notes on your text, look over 
your notes to determine what patterns are 
present in the text and what problems 
stand out to you. Try to identify a solution 
to one of the problems you have identified.

For example, if you have noticed that 
Frankenstein's monster is often more lik-
able than Frankenstein, you could make an 
educated guess about why this is.

Remember that you do not need to specu-
late about the author's or creator's inten-
tions. In fact, many teachers frown on this 
line of argument because you are not a 
mind-reader and cannot know what the 
author intended. 

Keep your analysis limited to your own per-
spective on why a particular element is ef-
fective or functional, and provide evidence 
to support that.

For example, here is an example that relies 
on mind-reading: "Mary Shelley intended 
Frankenstein's monster to be more likable 
than Frankenstein because she wanted 
people to think about the problems of un-
limited scientific experimentation." You 
don't actually know what Mary Shelley 
wanted.

You can easily keep the emphasis on your 
critical interpretation instead: "Often, Frank-
enstein's monster is more sympathetic 
than his creator. Because the monster is 
more likable than Frankenstein himself, the 
reader must question whether he actually 
is the monster Frankenstein claims him to 
be, or whether Frankenstein himself is the 
true monster."

Your solution to the problem should help 
you to develop a focus for your essay, but 
keep in mind that you do not need to have 
a solid argument about your text at this 
point. As you continue to think about the 
text, you will move closer to a focus and a 
thesis for your critical analysis essay.

___

The steps below are only in a suggested 
order...

Please adapt these directions to fit your indi-
vidual writing style as well as your assign-
ment guidelines. 

Prepare by reading all material thoroughly. 
Understanding what you have to analyze is 
crucial. 

As you read, make notes of the following: 

• Identify the author’s thesis. What is she 
arguing for/against?
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• Identify the context of the argument. Why 
is he arguing this?

• Do they offer a solution to the problem(s) 
they raise? Does it seem plausible?

• Note any supporting evidence and all of 
the main ideas. How does the author sup-
port her argument?

• What kind of appeals does the author 
make in order to persuade the reader? 

• For example, does he use: pathos (ap-
peal to emotion), logos (appeal to 
reason/logic), &/or ethos (appeal to credi-
bility)?

• Note your responses to the reading. Do 
any questions arise? 

• How effective does the article appear? 

Writing the Analysis:

Introduce what you are analyzing with all 
pertinent information about the work (don’t 
forget the title!) and the author. You may 
want to begin with a brief summary.

It can be helpful to insert somewhere early 
on in your analysis (probably 1st para-
graph) a clear and explicit statement of the 

author’s argument. For example, “The 
author argues...”

In the following sentences of your introduc-
tion hit all the main points. Then, in subse-
quent paragraphs, describe each of the 
author’s main supporting points/evidence 
as topic sentences and evaluate them.

Support your evaluation with detailed evi-
dence from the text. Do not forget to use 
proper citation for quotes and para-
phrases. 

Keep in mind: A critical analysis is different 
from a summary. It may include a sum-
mary, but should go beyond this. You are 
providing an informed critique of the mate-
rial.

Remember that the purpose of a critical 
analysis is to evaluate. What about this 
text is worthwhile, useful, important, signifi-
cant, valid, or truthful? 

 
Other questions you may want to consider:

Does the subject matter have contempo-
rary relevance? Is there a controversy sur-
rounding the text?

What are the strengths and weaknesses of 
the choice of topic, the methodology, the 
evidence, and the author’s conclusions? 
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Did you ever wonder how it is that kids spend 13 years from 
kindergarten to high school supposedly being prepared for life, 
yet when they get out they don't have any real skills?

Movie 1.3  The Truth About School



Literary Analysis

Writing the Literary Analysis Essay 

The first paragraph in your essay: 

It begins creatively in order to catch your 
reader’s interest, provides essential back-
ground about the literary work, and pre-
pares the reader for your major thesis. 

The introduction must include the author 
and title of the work as well as an explana-
tion of the theme to be discussed. 

Other essential background may include 
setting, an introduction of main characters, 
etc. 

The major thesis goes in this paragraph 
usually at the end. Because the major the-
sis sometimes sounds tacked on, make 
special attempts to link it to the sentence 
that precedes it by building on a key word 
or idea. 
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Opening Hook

The beginning sentences of the introduc-
tion that catch the reader’s interest. 

Ways of beginning creatively include the 
following: 

A startling fact or bit of information.

Example: 

Nearly two hundred citizens were arrested 
as witches during the Salem witch scare of 
1692. Eventually nineteen were hanged, 
and another was pressed to death. 

A snatch of dialogue between characters.

Example: 

“It is another thing. You cannot know 
about it unless you have it.”  “Well,” I said. 
“If I ever get it I will tell you priest.”

With these words, the priest in Ernest Hem-
ingway’s A Farewell to Arms sends the 
hero, Frederic, in search of the ambiguous 
“it” in his life. 

A meaningful quotation (from the book 
you are analyzing or another source)

Example: 

“To be, or not to be, that is the question”. 

This familiar statement expresses the 
young prince’s moral dilemma in William 
Shakespeare’s tragedy Hamlet, Prince of 
Denmark. 

A universal idea

Example: 

The terrifying scenes a soldier experiences 
on the front probably follow him through-
out his life, if he manages to survive the 
war. 

A rich, vivid description of the setting

Example:

Sleepy Maycomb, like other Southern 
towns, suffers considerably during the 
Great Depression. 

Poverty reaches from the privileged fami-
lies, like the Finches, to the Negroes and 
“white trash” Ewells, who live on the out-
skirts of town. 
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Harper Lee paints a vivid picture of life in 
this humid Alabama town where tempers 
and bigotry explode into conflict. 

Thesis

A statement that provides the subject and 
overall opinion of your essay. 

For a literary analysis your major thesis 
must elate to the theme of the work and 
suggest how this theme is revealed by the 
author. 

A good thesis may also suggest the organi-
zation of the paper. 

Example: 

Through Paul’s experience behind the 
lines, at a Russian prisoner of war camp, 
and especially under bombardment in the 
trenches, Erich Maria Remarque realisti-
cally shows how war dehumanizes a man. 

Sometimes a thesis becomes too cumber-
some to fit into one sentence. In such 
cases, you may express the major thesis 
as two sentences. 

Example: 

In a Tale of Two Cities, Charles Dickens 
shows the process by which a wasted life 
can be redeemed. Sidney Carton, through 
his love for Lucie Manette, is transformed 
from a hopeless, bitter man into a hero 
whose life and death have meaning. 

Body Paragraphs

The support paragraphs of your essay. 
These paragraphs contain supporting Ex-
ample: (concrete detail) and analysis/
explanation (commentary) for your topic 
sentences. 

Each paragraph in the body includes a 
topic sentence, textual evidence (a.k.a. 
quotes from your reading) and commen-
tary (a.k.a. explanation), and a concluding 
sentence. 

In its simplest form, each body paragraph 
is organized as follows: 

1. topic sentence
2. lead-in to textual evidence one
3. textual evidence one
4. commentary
5. transition to textual evidence
6. textual evidence
7. commentary
8. concluding or clincher sentence
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Topic Sentence

The first sentence of a body or support 
paragraph. 

It identifies one aspect of the major thesis 
and states a primary reason why the major 
thesis is true. 

Example:

When he first appears in the novel, Sidney 
Carton is a loveless outcast who sees little 
worth in himself or in others. 

Textual Evidence

A specific example from the work used to 
provide evidence for your topic sentence. 

Textual evidence can be a combination of 
paraphrase and direct quotation from the 
work. 

Example: 

When Carlton and Darnay first meet at the 
tavern, Carlton tells him, “I care for no man 
on this earth, and no man cares for me” . 

Commentary

Your explanation and interpretation of the 
textual evidence. 

Commentary tells the reader what the 
author of the text means or how the tex-
tual evidence proves the topic sentence. 

Commentary may include interpretation, 
analysis, argument, insight, and/or reflec-
tion. 

Helpful Hint

in your body paragraph, you should have 
twice as much commentary as textual evi-
dence. In other words, for every sentence 
of textual evidence, you should have at 
least two sentences of commentary.

Example: 

Carton makes this statement as if he were 
excusing his rude behavior to Darnay. Car-
ton, however, is only pretending to be po-
lite, perhaps to amuse himself. 

With this seemingly off-the-cuff remark, 
Carton reveals a deeper cynicism and his 
emotional isolation. 
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Transitions

Words or phrases that connect or “hook” 
one idea to the next, both between and 
within paragraphs. 

Transition devices include using connect-
ing words as well as repeating key words 
or using synonyms. 

Example

Finally, in the climax...  
Later in the story...  
In contrast to this behavior... 
Not only...but also...  
Furthermore... 

Lead-In

Phrase or sentence that prepares the 
reader for textual evidence by introducing 
the speaker, setting, and/or situation. 

Example

Later, however, when the confident Sidney 
Carton returns alone to his home, his al-
ienation and unhappiness become appar-
ent: “Climbing into a high chamber in a 
well of houses, he threw himself down in 
his clothes on a neglected bed, and its pil-
low was wet with wasted tears”.

Clincher/Concluding Sentence

last sentence of the body paragraph. It 
concludes the paragraph by tying the tex-
tual evidence and commentary back to the 
thesis. 

Example

Thus, before Carton experiences love, he 
is able to convince himself that the world 
has no meaning. 

Conclusion

Last paragraph in your essay. This para-
graph should begin by echoing your major 
thesis without repeating the words exactly. 

Then, the conclusion should broaden from 
the thesis statements to answer the “so 
what?” question your reader may have af-
ter reading your essay. 

The conclusion should do one or more of 
the following: 

- Reflect on how your topic relates 
- Evaluate how successful the author is 
- Give personal statement about the topic
- Make predictions
- Connect back to your creative opening 
- Give your opinion of the novel’s value
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“The Story of the Chinese Farmer” is a parable about life and 
nature that helps us to stay grounded in truth.

Movie 1.4  The Story of the Chinese Farmer



Sample Essay: Symbolism of the Conch 

For centuries philosophers have debated 
the question of whether man is innately 
evil. William Golding poses this question in 
his realistic novel Lord of the Flies. Set on 
a tropical island during World War II, the 
novel begins when schoolboys from Great 
Britain are being flown to safety and their 
plane is shot down. No adults survive, and 
the boys are left to govern themselves and 
get rescued. William Golding uses symbol-
ism in the form of the conch to represents 
the concept of society. The boys’ evolving 
relationship with the conch illustrates Gold-
ing’s theme that humans, when removed 
form the pressures of civilized authority, 
will become evil. 

In the beginning, the boys view the conch 
as an important symbol that unites them 
and gives them the power to deal with 
their difficult situation. When the conch is 
first found and blown, it brings everyone 
together: “Ralph found his breath and blew 
a series of short blasts. Piggy exclaimed, 
‘There’s one!’”. Here Piggy observes one 
boy emerging from the jungle but soon 
boys conform all around. Each comes for 
hisown reason: some for plain curiosity, 
other for the prospect of rescue. They all 
form the first assembly thanks to the 
conch. The first job of this assembly is to 

unite even further and choose a leader or 
chief. Once again the conch plays an im-
portant part. It is Ralph who is chosen to 
be chief, and the main reason for this is be-
cause he holds the conch. When it is put 
to a vote, the boys exclaim, “Him with the 
shell. Ralph! Ralph! Let him be chief with 
the trumpet-thing”. Because Ralph pos-
sesses the conch, a symbol of power and 
authority, he is chosen chief. Thus, at first 
the conch is an important object bringing 
civilizing influences to the boys as they 
work together to make the best of a bad 
situation. 

Gradually, however, the conch becomes 
less important to the boys, signifying their 
gradual turn to evil. When the boys first 
start a fire on top of the mountain, Piggy 
holds the conch and attempts to speak. 
But Jack rebukes him by saying, “The 
conch doesn’t count on top of the moun-
tain, so you shut up”. Boys like Jack begin 
to place limitations on the conch and lose 
respect for it and one another. Then one 
day at an assembly, Jack places even less 
importance on the conch excluding more 
of the boys and thus diminishing the demo-
cratic order and authority that the conch 
provides. He says, “We don’t need the 
conch any more. We know who ought to 
say thins...It’s time some people knew 
they’ve got to keep quiet and leave decid-
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ing things to the rest of us”. Jack’s asser-
tion here clearly connects the demise of 
the conch to a change in the social order. 
Jack is slowly becoming a power-hungry 
dictator, and we wee the orderly influence 
of the conch replaced by man’s evil im-
pulses. 

In the end, the conch loses significance to 
all but Piggy, and most of the boys turn 
into evil savages. Piggy tells Ralph to call 
an assembly, and Ralph only laughs. Fi-
nally, after Piggy’ glasses are stolen, he 
tells Ralph, “Blow the conch, blow as loud 
as you can.” The forest reechoed; and 
birds lifted, crying out of the treetops, as 
on that first morning ages ago”. Piggy be-
lieves that the authority of the conch will 
once again bring the boys together, but 
only four boys meet in this assembly. The 
rest have joined Jack’s savage tribe. The 
goal of their last assemble is to get Piggy’s 
glasses back form Jack. Therefore, the as-
sembly moves to Castle Rock where 
Roger, the torturer and executioner of 
Jack’s group, rolls a boulder off the moun-
tain and puts an end to the conch and its 
one true supporter: 

The rock struck Piggy a glancing blow 
form chin to knee; the conch exploded into 
a thousand white fragments and ceased to 
exist. Piggy, saying nothing, with no time 

for even a grunt, traveled through the air 
sideways form the rock, turning over as he 
went...Piggy fell forty feet and landed on 
his back across the square red rock in the 
sea. His head opened and stuff came out 
and turned red.

It is fitting here that the destruction of the 
conch accompanies the boys’ first inten-
tional act of murder on the island. Thus 
their final descent into evil is complete. 
Now, with the authority of the conch de-
stroyed, Jack’s group is given license to be-
come total savages. The next day, they 
would hut Ralph to kill him, thus leaving be-
hind the civilizing influences of the conch 
forever. 

Golding uses the conch shell to show the 
slow slide of the boys into savagery, 
thereby exemplifying the theme that hu-
mans have the capability to turn evil. At 
first, the conch brings everyone together; 
then, as its power erodes, the group 
breaks into two. Finally, the destruction of 
the conch signals the plunge into total sav-
agery. By following the role of the conch in 
the story, we see how Golding uses it to 
unify the central events of the story around 
his theme of inevitable evil. Golding is an 
artist, not a philosopher, but through his 
art he answers the question debated by 
philosophers: Is man innately evil?
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“The Myth of Human Nature” dispels the idea that human be-
ings are greedy and self-interested by nature by introducing 
the notion that we have certain human needs that if met will 
lead to positive social outcomes and, if unmet, will lead to more 
negative outcomes.

Movie 1.5  The Myth of Human Nature



Human Motivation

What Maslow’s Hierarchy Won’t Tell You About Motivation 

by Susan Fowler 

At some point in their careers, most leaders have either consciously — or, more likely, un-
wittingly — based (or justified) their approach to motivation on Maslow’s Hierarchy of 
Needs. Maslow’s idea that people are motivated by satisfying lower-level needs such as 
food, water, shelter, and security, before they can move on to being motivated by higher- 
level needs such as self-actualization, is the most well-known motivation theory in the 
world. There is nothing wrong with helping people satisfy what Maslow characterized as 
lower-level needs. 
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Improvements in workplace conditions and safety should be applauded as the right thing 
to do. Seeing that people have enough food and water to meet their biological needs is 
the humane thing to do. Getting people off the streets into healthy environments is the de-
cent thing to do. But the truth is, individuals can experience higher-level motivation any-
time and anywhere. 

Despite the popularity of Maslow’s Hierarchy, there is not much recent data to support it. 
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Amos Yee – A teenage YouTuber and blogger insulted Singa-
pore's former leader and was arrested. He's facing up to 3 
years in prison or 18 months of juvenile detention. Supporters 
are calling for his release. #FreeAmosYee

Movie 1.6  Singapore Teen Gets Arrested



You and Your Team 

Engaging Employees 

Best practices for keeping your team focused and motivated. 

Contemporary science — specifically Dr. Edward Deci, hundreds of Self-Determination 
Theory researchers, and thousands of studies — instead points to three universal psycho-
logical needs. If you really want to advantage of this new science – rather than focusing on 
a pyramid of needs – you should focus on: autonomy, relatedness, and competence. 

Autonomy is people’s need to perceive that they have choices, that what they are doing is 
of their own volition, and that they are the source of their own actions. The way leaders 
frame information and situations either promotes the likelihood that a person will perceive 
autonomy or undermines it. 

To promote autonomy: 

Frame goals and timelines as essential information to assure a person’s success, rather 
than as dictates or ways to hold people accountable. 

Refrain from incentivizing people through competitions and games. Few people have 
learned the skill of shifting the reason why they’re competing from an external one (win-
ning a prize or gaining status) to a higher-quality one (an opportunity to fulfill a 

Don’t apply pressure to perform. Sustained peak performance is a result of people acting 
because they choose to — not because they feel they have to. 

Relatedness is people’s need to care about and be cared about by others, to feel con-
nected to others without concerns about ulterior motives, and to feel that they are contrib-
uting to something greater than themselves. Leaders have a great opportunity to help peo-
ple derive meaning from their work. To deepen relatedness: 
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Validate the exploration of feelings in the workplace. Be willing to ask people how they feel 
about an assigned project or goal and listen to their response. All behavior may not be ac-
ceptable, but all feelings are worth exploring. 

Take time to facilitate the development of people’s values at work — then help them align 
those values with their goals. It is impossible to link work to values if individuals don’t 
know what their values are.

Connect people’s work to a noble purpose. 

Competence is people’s need to feel effective at meeting every-day challenges and oppor-
tunities, demonstrating skill over time, and feeling a sense of growth and flourishing. Lead-
ers can rekindle people’s desire to grow and learn. 

To develop people’s competence: 

Make resources available for learning. What message does it send about values for learn-
ing and developing competence when training budgets are the first casualty of economic 
cutbacks?

Set learning goals — not just the traditional results-oriented and outcome goals.

At the end of each day, instead of asking, “What did you achieve today?” ask “What did  
you learn today? How did you grow today in ways that will help you and others tomor-
row?” 

Unlike Maslow’s needs, these three basic needs are not hierarchical or sequential. They 
are foundational to all human beings and our ability to flourish. 

The exciting message to leaders is that when the three basic psychological needs are satis-
fied in the workplace, people experience the day-to-day high-quality motivation that fuels 
employee work passion — and all the inherent benefits that come from actively engaged 
individuals at work. To take advantage of the science requires shifting your leadership fo-
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cus from, “What can I give people to motivate them?” to “How 
can I facilitate people’s satisfaction of autonomy, relatedness, 
and competence?” 

Leaders have opportunities every day to integrate these moti-
vational practices. For example, a leader I coach was about to 
launch a company-wide message to announce mandatory 
training on green solutions compliance. Ironically, his well-
intentioned message dictated people’s actions — undermin-
ing people’s sense of autonomy and probably guaranteeing 
their defiance rather than compliance. His message didn’t pro-
vide a values- based rationale or ask individuals to consider 
how their own values might be aligned to the initiative. 

Don’t underestimate 

your people’s 

capacity... 
 
Indeed, their longing, 

to experience high-

quality motivation at 

work anytime and 

anywhere.  
 
- Susan Fowler
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33 minutes with Robert Sapolsky, Gabor Mate, James Gilligan 
and Richard Wilkinson.  Exerted from ZEITGEIST: MOVING 
FORWARD

Movie 1.7  The Truth about Human Nature



Ishmael

Ishmael 

by Daniel Quinn

Daniel Quinn's philosophical novel Ishmael: An Adventure of the Mind and Spirit opens 
with the narrator reading the newspaper and finding himself both disgruntled and intrigued 
by a personal advertisement. The ad indicates that a teacher is looking for a student inter-
ested in saving the world. For most of the narrator's early life, he had searched for such a 
teacher, and he's angry that only now is one looking for him. He's sure the ad is a hoax, 
but he goes to the indicated address, only to find an empty office space with a gorilla in 
one of the rooms, looking at him through a glass pane. The gorilla is able to speak with the 
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narrator telepathically, and the narrator 
quickly realizes that this is the teacher he's 
been searching for.

The gorilla's name is Ishmael. He was 
caught in the jungles of Africa at a young 
age and has lived his life in captivity ever 
since. He started out in a zoo, then ended 
up in a traveling carnival, and finally was 
purchased by Walter Sokolow, with whom 
he learned to communicate telepathically. 
Through his telepathic connection, Ishmael 
was able to have Mr. Sokolow get him 
books and help him educate himself. Ish-
mael's primary investigation began with 
the issue of captivity but grew into a more 
comprehensive exploration of humanity 
and the shape of the world. Ishmael, hav-
ing been apportioned part of Sokolow's es-
tate after Walter's death, is mostly inde-
pendent and lives his life in the city, trying 
to find students to help spread his teach-
ings.

Ishmael and the narrator begin a series of 
meetings wherein Ishmael helps the narra-
tor understand his cultural history. Ishmael 
divides humans into two groups: Leavers 
and Takers. Takers are members of the 
dominant culture, which sees humans as 
rulers of the world, whose destiny is to 
grow without check and dominate first the 
planet, then the universe, through techno-

logical innovations. Leavers are members 
of tribal cultures that live more simply, fol-
lowing the same basic rules that govern 
other populations on Earth. Ishmael helps 
the narrator see that while it may seem 
that Taker culture has outwitted the eco-
logical rules that govern other life-forms, in 
many ways Taker culture is in freefall, 
doomed to crash once it has depleted the 
planet of its biological and environmental 
resources.

In addition to helping the narrator see the 
traits of Taker and Leaver cultures, Ishmael 
shows the narrator how various cultural 
myths have helped shape both cultures. 
One of the main myths he discusses is the 
story of Adam and Eve. Ishmael helps the 
narrator see that while Taker culture, 
through the dominance of Christianity, 
sees this myth as explaining its own crea-
tion, historically this myth was used by 
Leaver cultures to explain the expansion of 
Taker cultures. Leavers were trying to un-
derstand why Takers had turned to agricul-
ture and were trying to force their way of 
life on the Leavers. Leavers used the myth 
to explain that it was because Takers had 
eaten of the Tree of the Knowledge of 
Good and Evil — the tree the gods must 
eat from in order to know who should live 
and die. Thus, the Takers were acting like 
the gods because they believed they'd 
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gained the gods' knowledge, when in reality, such knowledge 
does not belong to any life-form on Earth.

Toward the end of their discussions, the narrator gets caught 
up with personal matters, forcing him to miss several days of 
meetings with Ishmael. When he finally returns to Ishmael's of-
fice, Ishmael is nowhere to be found. He tracks Ishmael down 
to a traveling carnival and visits him at night, so they can fin-
ish their lessons. The narrator comes up with a plan to rescue 
Ishmael from the circus by buying him from the circus's 
owner. By the time he gets the cash together, however, Ish-
mael has died from pneumonia. The narrator gathers up a few 
of Ishmael's remaining belongings and starts contemplating 
how he'll fulfill Ishmael's command to become a teacher him-
self and help other people see the problems with Taker culture 
and find a new way to live in balance with other life on the 
planet.

I have amazing news 

for you... 
 
Man is not alone on 

this planet.   
 
He is part of a 

community, upon 

which he depends 

absolutely.  
 
- Daniel Quinn
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FOUR HORSEMEN is an award winning independent feature 
documentary which lifts the lid on how the world really works. 

FOUR HORSEMEN is free from mainstream media propa-
ganda -- the film doesn't bash bankers, criticise politicians or 
get involved in conspiracy theories. It ignites the debate about 
how to usher a new economic paradigm into the world which 
would dramatically improve the quality of life for billions.

Movie 1.8  The Four Horseman: Empire



Service Expectations

Customer Service Expectations and How They are Formed

by David H Moore

 
Disclaimer

For the purposes of this paper, service will be a synonym for the product of the Hospitality in-
dustry.  The relation of service to the hospitality industry does not necessarily mean that this 
paper has a limited scope.  Service expectations and how they are formed can be related to 
the entire field business and humanistic interaction.
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Why Expectations?

The importance of customer expectations is seen throughout all of our daily lives as a con-
sumer.  For instance, upon entering most situations, we have preconceived expectations.  
And whether or not those expectations are good or bad, we still have expectations about 
what our overall satisfaction will be.  This becomes especially critical when we have time 
and money invested into the experience.

Furthermore, in this era of fierce competition, we must acknowledge the importance of 
quality service and its long-term marketability for building reputation and repeat clientele.  
With that said, what lies beneath this imperative, is the fundamental implication of expecta-
tions and its universal application to service.  So, the question is, how did we as consum-
ers get those expectations?  And more importantly, how do we as managers insure the 
proper formation of those expectations so they are congruent with the quality of service 
we provide?

Services

Before we can begin on the question of expectations, we must decide upon the object of 
our expectations.  Since we have already established the service industry to be our focus, 
we must first identify the innate characteristics of the service industry…

The unique aspects of a service include the intangibility of the product (can’t touch), the in-
separability of the employee and the customer, the heterogeneity, and the perishability. 
(Bowen, 1994)

1. The intangibility of a service creates a perceived high risk by the consumer.  Service is a 
deed, a performance, an effort; the customer can’t physically consume the actual product.  
We all know that services include tangible actions: sitting in an airline seat, eating a meal, 
sleeping in a room, etc..  However, it is the service performance itself that is intangible.
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2. The inseparability of the product refers to how the customer is a part of the product and 
how the employee is a part of the service.  In the service delivery system, both the cus-
tomer and the employee interact.  This also means that customers are frequently involved 
in helping to create the service product itself.  In addition, in high contact services, custom-
ers may also ‘rub elbows’ with other customers.  So, there is no final ‘product’ without 
both the customer and the employee.

3. In services, the product cannot be inventoried.  That is what is meant by perishability; 
the product is simultaneously produced and consumed.  So, there is a ‘real time’ assem-
bly process.

4. The heterogeneity of the product refers to how no two service experiences are the 
same.  This means that quality control is difficult due to the lack of consistency.  This lack 
of consistency is caused by the immense amount of human interaction during the real time 
assembly; thus making mistakes are harder to conceal.  These factors make it difficult to 
control quality and maintain consistency.

How are Expectations Formed?

Now that the differences of the service industry have been emphasized, the question of ex-
pectations can be addressed.  But first, what are expectations?

According to Webster, when one expects something they are looking forward to that some-
thing with either anticipation or apprehension.  With that in mind, here is a definition for 
customer service expectations:  “Expectations are preconceived opinions a person estab-
lishes and develops prior to and throughout the entire service delivery process about what 
to expect next.”  The use of opinions in the definition stresses the point that each individ-
ual may have different expectations according to the many factors that affect their opinion.

Upon entering a restaurant a person expects not to see roaches scampering across the 
floor.  This expectation has been formed by a complex number of factors.  To begin with, 
we are talking about a unique individual who uses many facets for judging a product.  A 
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study by Berry, Zeithaml and Parasuraman identifies the principal dimensions used to 
judge a company’s service (Berry, 1990).

These principal dimensions are:

The RATER Scale

Reliability

	 - the ability to perform the promised service dependably and accurately.

Assurance

	 - the knowledge and courtesy (and their ability) to convey trust and confidence

Tangibles 

	 - the appearance of physical facilities, equipment, personnel and materials

Empathy

	 - the provision of caring, individualized attention to customers.

Responsiveness

	 - the willingness to help customers and to provide prompt service.

These are the basic principles used to judge a single company’s service.  However, one 
must recognize that there are other influences which contribute to that judgment.

First, the meaning of each principle will vary among each individual.  This is the reason 
market segments were created; to capitalize on the differences of people.
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Let’s begin with reliability; some may expect different degrees of reliability.  For example, 
when making a reservation someone may expect the reservationist to know who they are, 
know what room they like, and know when was the last time they had visited.  If the reser-
vationist knows this, then the person perceives the individual, and therefore the company, 
to be reliable.  Others may just want to know that a room is reserved in their name so they 
have a place to sleep that night.

To continue with the reservation scenario, let’s look at assurance.  Some may just expect a 
confirmation number.  Others may expect you to repeat the entire reservation, give them a 
confirmation number, and send them a confirmation letter in the mail.  One could go 
through the entire RATER scale in this manner (see next page).

The point is though, that each person has different expectations for each principle.  These 
expectations are created by other experiences a person has had throughout their lifetime, 
AND, what outer influences a prospective company, or similar company, has had on that 
person.

The influences a company has on a person are shown in the service marketing system fig-
ure below.  The outer influences consist of advertising, sales calls, market research sur-
veys, billing/statements, miscellaneous letters and phone calls, random exposure to 
facilities/vehicles, chance encounters with service personnel, word of mouth, and other 
customers outside the service delivery process.  Again, these are the outer influences 
which help form the expectations by which the company is partly judged.

To reiterate the point, the right two quadrants of the figure below (other contact points & 
other customers) are the outer influences that set up and help create the expectations.  
You combine the right and center quadrants with other service experiences  and you get 
other experiences & outer influences.  When this underlies the left and center of the figure 
below, which in essence are the producers of the RATER scale, you get the total formation 
of expectations. 
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The Service Marketing System

(from:  A Basic Toolkit for Service Managers by Christopher H. Lovelock)

 
In essence, the figure on the previous page represents all of the different ways in which the 
customer may encounter, or learn, about the service organization in question.

All of these different ways help create customer expectations.  And inconsistency between 
the different elements of the model may weaken the organization’s credibility; which 
means expectations may not be met.  This in turn means that overall satisfaction may 
lessen, and perceived quality will most probably lessen as well.
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Expectations, Satisfaction, and Quality are all interrelated.  You cannot discuss one with-
out discussing the others.  This point will be illustrated next.

As discussed earlier, there are two main parts to expectation formation.  The judgment 
principals of the organization which consists of the RATER scale, and the producers of 
that scale; and the other experiences & outer influences. The latter is the common denomi-
nator in all service judgment.

The two combined (see figure below) are the sum total of expectation formation prior to, 
and during, the entire service delivery process.  Once the service delivery process is com-
plete, then the two parts equal overall satisfaction of a single service experience.  And 
again, this is shown in the figure below.

The figure implies that satisfaction is transaction based.

When a total service experience is repeated by a person several times, then the person 
makes a judgment, or considered evaluation, on the total quality of the organization (as 
shown on the next page).
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The figure implies that quality is long-term.

All of what has been presented here implies that expectation formation lies upon a continu-
ous finite line that begins at birth, and ends with death.  

In a one hour period of this finite line, your expectations may remain constant, or change, 
depending upon the extremely diverse factors that have been described above.  

But no matter how it is looked at, the expectations of a consumer are constantly changing.  

There will be a minimal expected standard that may increase or decrease as life goes on, 
but the possibility of exceeding people’s expectations, may never cease.
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Environmental factors determine the varying degrees of expectations.

To continue on this point; the literature of today seems to think that expectations serve as 
standards; with which subsequent experiences are compared, resulting in evaluations of 
satisfaction or quality (Zeithaml, 1993).  

Expectations do result in evaluations of satisfaction, and eventually quality.  For example, 
if the expectations remain consistent prior to, and throughout, the service delivery proc-
ess; then you are most likely satisfied.

Expectations also have minimal standards but ARE NOT standards themselves.  For in-
stance, a restaurant customer does not expect to have roaches scampering across the 
floor (a minimal standard).  However, the expectations of the customer are continually be-
ing re-enforced or changed throughout a service delivery process.  

For example, upon pulling into the parking lot a customer may notice beautiful landscap-
ing with rare plant life.  This may begin the expectation formation.  The same customer 
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comes upon the front door, which is then opened for them by a man in a tuxedo, but who 
reeks of body odor.  Now the expectations are either re-enforced or changed in either a 
positive or negative direction.  It depends upon so many factors in which some are control-
lable.  

More examples…  a meal – the first bite sets expectations for the second bite;  a hotel 
room – the drapery and size of the window sets expectations for the view, and the bed 
spreads set expectations for the sheets underneath.

The point is though, that service expectations are formed by many uncontrollable, and con-
trollable factors; from the experience of customers with other companies, to a customer’s 
psychological state throughout the entire service delivery process.  What customers ex-
pect is as diverse as their education, values, and experiences.  The same advertisement 
that describes ‘personal service’ to one person. tells another person that the advertiser 
has promised more than it possibly can deliver (Zeithaml, 1993).  

However, there are expectation standards which can be measured prior to the service de-
livery process.  These expectation standards are stable in the short-term.  This means that 
a service firm can develop marketing and operational plans based on measures of these 
expectations.  And marketing plans can be developed, which suggest to consumers, what 
to expect from the firm.  This can also be ensured with operational plans that meet or ex-
ceed consumer expectations.  (Clow, 1993)

So, the question remains, how can we as managers help form the proper expectation with 
the quality of service we provide?

To do this we must recognize the controllable factors and create a quality management 
system that helps ensure that the controllable factors are consistently sending the same 
message.
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Exceeding & Meeting Expectations

As managers, we may believe that all factors of the organization are controllable.  The fact 
is though, you can only create a system that provides elements of control.  This is because 
of the ‘human dynamic’.  

Once a human enters the equation, we have included the indefinable, and the fallable.  
That is to say, we have begun the process of creating a controllable system within an un-
controllable environment (otherwise known as ‘planet earth’).  This system we are trying to 
create is the essence of our service.  

So by striving to create a ‘perfect’ service… we hope to portray this ‘perfect’ service, so 
ALL may see the defining QUALITY of the service, we have created.  In essence, we are 
trying to guarantee that our ‘world’, at the very least, satisfies the customer’s expectations; 
while hoping we exceed them.

The Controllable Factors

The controllable factors are all those elements that the company produces and manages.  
One could argue that even the employees and guests are controllable, but that is not a 
fact.  

You can create and environment which encourages a certain type of feel/behavior, but you 
are not guaranteed to get the warranted response from all.  So, we will deal with the tangi-
bles and intangibles which can create, if combined & designed properly, an enlightening 
image & vibe.

One last point, it is a waste of time to segment customers, research their expectations, 
and develop a strategy; unless you also consider how to control the levels of expectation.  
The key to the successful execution of a highly effective service… is NOT to create expec-
tations, greater than the service, your company can deliver.  Keeping the expectations at 
just the right level - slightly below perceived performance - is a constant challenge (Davi-
dow, 1990).
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Tangibles

Now, it is important to remember that the service provider must show tangible evidence of 
the intangible product.  These tangibles that are associated with the service serve as cues 
(Zeithaml, 1993).  They include uniforms, the physical appearance of the property, and 
how the service is communicated (advertising), etc...  {All of the tangible components are 
presented in the Service Marketing System (fig. 1) shown on page four.}  From the choice 
of china, to the choice of music, all are essential elements in the forming of expectations.

Intangibility

That which has a value not dependent on its physical makeup or inherent worth...

The intangibility of ‘service’ plays off the tangibles to create the entire image of the service.  
Even the sincerity of a waiter’s smile, is as important as the deliciousness of the cake.  
Maybe even more important (MacNeil, 1991).  

So you see, the entire service experience is the intangible.  The ambiance created by the 
structure and the people, the image portrayed by the outer influences; all of these are the 
tangibles that create the intangible vibe!

Now to suggest a quality management system that will help insure the proper formation of 
the customer’s expectations, so they are congruent with the quality of ‘service’ you wish 
to provide.

Total Quality Management

According to W. Edwards Deming, Total Quality Management is the organization-wide prac-
tice of meeting and exceeding customer expectations.  This concept has several compo-
nents.  First, you must find what the customer wants and needs (Lloyd, 1993); and I call 
these their ‘expectation standards’.  
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Then we must implement a TQM program, while monitoring and measuring consumer ex-
pectations.  Monitoring and measuring the expectations is essential in fine tuning the op-
erational implementation of a TQM program (Clow, 1993).  A ten-point model that was cre-
ated by Kenneth Heymann for the intended use of the hospitality industry, and it seems to 
cover all the bases (Heymann, 1992).

Quality Management:  A Ten-Point Model

1.	 Establish a culture of quality

2.	 Develop a team orientation

3.	 Develop leadership skills

4.	 Develop customer-driven policies and procedures

5.	 Set standards

6.	 Develop human resources

7.	 Plan for quality

8.	 Build systems to measure achievement (SERVQUAL)

9.	 Evaluate performance to improve performance

10.	 Build reward and recognition systems.

A point that should be stressed in this model, is that while improving any single compo-
nent may lead to better performance, a comprehensive organizational transformation re-
quires positive action on ALL ten.

It may be fitting to end this section with a quote that signifies today’s element for exceed-
ing expectations:  “It takes teamwork and initiative to meet and exceed expectations.  
While it takes a team effort to effectively meet guest expectations, it generally takes an indi-
vidual’s effort to exceed them” (Zurbrug, 1993).
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When are Expectations Critical?

Always, Always, Always!  Expectations are preconceived opinions a person establishes 
and develops prior to, and throughout, the entire service delivery process.  Essentially, ex-
pectations are the cause of disappointment.  And to be apprehensive about what to ex-
pect next, creates an atomsphere, and vibration, of fear.

So we must effectively apply Maslow’s Hierarchy of Needs, to a holistic service delivery 
system, so as to manipulate people’s expectations, for the purpose of qualifying satisfac-
tion and joy.  The will then eventually lead to the individual’s perception of quality.  And sim-
ply put, expectations determine a customer’s decision to select one service over another.

You see, it is whether or not the formed expectations have been met or exceeded that de-
cides whether or not the customer has been satisfied.  And, as demonstrated in this paper, 
satisfaction is a result of expectations, and quality is a result of repeated satisfaction.  
They are all a piece of the other… originating with expectations!  And by developing expec-
tations prior to the service delivery process, you help control their overall satisfaction.

And while there are short-term ‘expectation standards’ you can use in the creation of an 
effective TQM system, you still must continually monitor and measure expectations.  And 
this is because expectations lie on a continuously changing finite line.  Finally, the levels of 
expectation standards are why two organizations in the same business can offer far differ-
ent levels of service quality, and still keep customers happy.

And no matter how we may look at it, the long-term success of ‘service firms’ depends on 
the skillful management of the service expectation component.  A successful service firm 
cannot survive without the constant monitoring, and the constant measuring, of that com-
ponent.  And ultimately, all of this will ensure the repeat customer.

The one unseen bonus here, is that it actually costs less to service repeat customers, be-
cause their expectations levels are established, and they know the roles they are to play. 

Successfully manipulating expectations are the key to the success of the intangible service!
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In “Reimaging Investment,” Tim Jackson breaks down how tra-
ditional investment focused solely on material needs and has 
failed to meet our emotional, social, and spiritual needs, con-
cluding in a heart-warming and emotional vision for a future 
where we begin to invest in meeting all of our needs.

Movie 1.9  Reimagining Investment



Hubble Deep Field

The Hubble Deep Field (HDF) is an image of a small region in the constellation Ursa Ma-
jor, constructed from a series of observations by the Hubble Space Telescope. It covers an 
area 2.5 arcminutes across, about one 24-millionth of the whole sky, which is equivalent in 
angular size to a 65 mm tennis ball at a distance of 100 metres. The image was assembled 
from 342 separate exposures taken with the Space Telescope's Wide Field and Planetary 
Camera 2 over ten consecutive days between December 18 and December 28, 1995.

The field is so small that only a few foreground stars in the Milky Way lie within it; thus, al-
most all of the 3,000 objects in the image are galaxies, some of which are among the 
youngest and most distant known. By revealing such large numbers of very young galax-
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ies, the HDF has become a landmark image in the study of the early universe, with the as-
sociated scientific paper having received over 900 citations by the end of 2014.

Three years after the HDF observations were taken, a region in the south celestial hemi-
sphere was imaged in a similar way and named the Hubble Deep Field South. The similari-
ties between the two regions strengthened the belief that the universe is uniform over large 
scales and that the Earth occupies a typical region in the Universe (the cosmological princi-
ple). 

A wider but shallower survey was also made as part of the Great Observatories Origins 
Deep Survey. In 2004 a deeper image, known as the Hubble Ultra-Deep Field (HUDF), was 
constructed from a total of eleven days of observations. The HUDF image was at the time 
the most sensitive astronomical image ever made at visible wavelengths, and it remained 
so until the Hubble Extreme Deep Field (XDF) was released in 2012.
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A recently discovered animation was rendered using the meas-
ured redshift of all 10,000 galaxies in the Hubble Ultra Deep 
Field image.

Movie 1.10  Hubble Ultra Deep Field Animation 3D



Supervisor Bias

If Your Boss Thinks You’re Awesome, You Will Become More Awesome

by Jack Zenger and Joseph Folkman

If your boss thinks you’re awesome, will that make you more awesome? This question 
came to us recently, when we were working with the top three levels of management in a 
multinational. When asked to rate their direct reports on 360 evaluations, some managers 
consistently rated everyone higher, and others consistently lower, than the average. We 
wondered if this was a result of bias, and what effect it had on the people who worked for 
them?
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To understand this better we looked at a larger set of 360 data to identify 50 of the com-
pany’s managers who rated their direct reports significantly more positively than everyone 
else on a five-point scale (that is, they gave a higher percentage of their subordinates top 
marks than their colleagues did, skewing the curve to the right, 

as in Lake Woebegone, where everyone is above average). We also identified 31 managers 
who consistently rated their direct reports significantly lower than their colleagues, skew-
ing their curves to the left. 

The difference is stark: Only 18.4% of the people working for the “positive-rating” manag-
ers, or the easy graders, were judged as merely “competent” (that is, just average) com-
pared with fully 51.4% of those working for the “negative-rating” managers, clearly the 
harder graders. While neither group judged even 1% of their workers as truly problematic 
and in need of significant improvement, almost 14% of those working for the negative- rat-
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ing managers were judged to need some improvement compared with only 3% of those 
working for the positive-rating bosses. 

It’s hard to parse the meaning of these data. Are the positive-rating managers indulging in 
grade inflation? Do the lower ratings actually represent a more objective and deserved 
analysis of a subordinate’s performance? (After all, it does follow the standard bell curve.) 
Or perhaps the ratings are in some way self-fulfilling, and the leaders who see the best in 
their people actually make them better, while those who look more critically make their sub-
ordinates worse. 

We favor that second interpretation, since whether deserved or not, the psychological ef-
fect of these ratings was dramatic. Anyone who joined us in the discussions with the subor-
dinates of these two sets of managers would have instantly seen the impact. The people 
who’d received more positive ratings felt lifted up and supported. And that vote of confi-
dence made them more optimistic about future improvement. Conversely, subordinates 
rated by the consistently tougher managers were confused or discouraged— often both. 
They felt they were not valued or trusted, and that it was impossible to succeed. 

These feelings directly translated into higher or lower levels of engagement: engagement 
scores for those working under the negative raters averaged in the 47th percentile, 
whereas scores for those reporting to the positive raters averaged in the 60th percentile. 
This difference is statistically significant. 

It’s possible that the negative-rating managers simply had more than their share of less- 
engaged employees, but we believe the far more likely explanation is that everyone’s en-
gagement levels started out roughly the same and that widely different daily interactions, 
culminating in extremely divergent performance reviews, had a strong impact on engage-
ment levels. 

This is a particularly alarming possibility when you consider the seemingly reasonable mo-
tives of those who gave consistently lower ratings. We frequently heard them say some-
thing like, “I want my people to get the message that I have high expectations.” Those 
who gave high marks to their people also had high expectations, but they were more fo-
cused on sending the message that they had confidence in their people. They truly felt 
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that they had selected the best people for those positions, and they expected them to suc-
ceed. 

And did they? To see, we looked at the overall leadership ratings the two groups’ 360 
evaluations. We were not surprised, by now, to see that the bosses who rated everyone 
lower on their performance also rated them lower on their leadership abilities, while the 
bosses who gave the highest marks to their teams in general gave high marks on leader-
ship as well. The degree of difference was startling, though—with leadership ratings aver-
aging only in the 19th percentile for the low raters and 76% for the high raters. 

And the thing is, the peers, subordinates, and other associates also rated the leadership 
skills of the employees working for the low-rating managers lower than those working for 
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the high raters. The gap was not nearly as great, as you can 
see in the chart below, but it was consistent and significant. 

The fact that the ratings given by both the low- and high-
rating managers were so different from the ratings given by 
others suggests that both sets of managers are biased (or that 
managers trying to force rank their staffs are judging them un-
fairly). And it also shows that these biases and rankings have 
become self-fulfilling, influencing subordinates’ behavior to 
the extent that others ultimately can see it. 

If this is so, these tough graders aren’t doing the organization 
any favors. There’s an interesting study that is related to this 
issue called “Predicting non-marital romantic relationship dis-
solution: A meta-analytic synthesis.” This was a meta-analysis 
of 137 studies collected over 33 years with 37,761 partici-
pants. These studies were looking at factors that cause non-
married couples to break up or stay together. The number one 
factor that kept people together was something they called 
“positive illusion” – essentially that the person you’re dating 
thinks you’re awesome. 

Is it possible, then, that if a boss thinks you’re awesome you 
will become more awesome? On a personal level, it’s hard to 
dismiss. We’ve spoken with hundreds of leaders whose 
bosses thought they were awesome, we know the impact is 
real.

Rational thought is 

knowledge without 

bias. 
 
- Mickaveli
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Infographics

Stand up against governments, 
against God. 
 
Stay irresponsible. 
Say only what we know & imagine. 
Absolutes are Coercion. 
Change is absolute. 
 
Ordinary mind includes eternal percep-
tions. 
 
Observe what’s vivid. 

Notice what you notice. 
Catch yourself thinking. 
Vividness is self-selecting. 
 
If we don’t show anyone, we’re free to 
write anything. 
 
Remember the future. 
Freedom costs little in the U.S. 
Advise only myself. 
 
Don’t drink yourself to death. 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Two molecules clanking us against each other require an ob-
server to become scientific data. 
 
The measuring instrument determines the appearance of the 
phenomenal world (after Einstein). 
 
The universe is subjective.. 
Walt Whitman celebrated Person. 
 
We are observer, measuring instrument, eye, subject, Person. 
Universe is Person. 
Inside skull is vast as outside skull. 
What’s in between thoughts? 
 
Mind is outer space. 

To gain your own 

voice, forget about 

having it heard.   
 
Become a saint of 

your own province and 

your own 

consciousness. 
  
- Allen Ginsberg
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TV's favorite press secretary, West Wing's CJ Craig "freaked 
out" at the sight of a new view of the world. The show is fic-
tional, but the map is fact! CJ was stunned by the real Peters 
Projection World Map.

What CJ Craig saw on June 20th's episode of NBC's WEST 
WING is a map commonly seen in Europe, Africa, Asia and 
Latin America although almost unheard of in North America. Un-
til West Wing's script writers discovered the map! A fictional 
group, the Organization of Cartographers for Social Equality, 
pitched President Bartlet's staff to "aggressively support" legis-
lation mandating every public school in America teach geogra-
phy using the Peters Projection map.

Movie 1.11  West Wing Clip on Peters Projection Map





BuzzFeedBlue: You’ll never trust a map again.

Movie 1.12  Maps That Prove You Don't Really Know Earth

































































What do we say to ourselves in bed at night, making no 
sound? 
 
“First thought, best thought.” 
Mind is shapely, Art is shapely. 
Maximum information, minimum number of syllables. 
Syntax condensed, sound is solid. 
Intense fragments of spoken idiom, best. 
Move with rhythm, roll with vowels. 
Consonants around vowels make sense. 
Savour vowels, appreciate consonants. 
Subject is known by what she sees.

Others can measure their vision by what we see. 
Candour ends paranoia. 

- Allen Ginsberg

The madman bum and 

angel beat in time with 

the absolute heart of 

the poem butchered 

out of their own 

bodies...  
 
Good to eat a 

thousand years. 
  
- Allen Ginsberg
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