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This is dedicated to Julie, my beloved wife.  
Thank you for loving me and inspiring me every day.  

Your presence in my life is a great gift.
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FOREWORD

W hen Joe asked me to write the foreword, I was literally in
the middle of wrapping up my own book (Scaling Up) and

I thought I couldn’t do it.

I wanted to do something special (and brief!) and you
know how hard it is to say something brief. Then, I changed
my mind.

Read the book.

You’re busy; we all are.

Be a master of brevity. Now get started.

—Verne Harnish, Founder and CEO of Gazelles
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PREFACE

W hy BRIEF?

In our attention-deficit economy, being brief is what’s desper-

ately needed and rarely delivered.

When we fail to be clear and concise, the consequences can be

brutal: wasted time, money, and resources; decisions made in con-

fusion; worthy ideas rejected; people sent off in wrong directions;

done deals that always seem to stall.

As the founder of a boutique marketing agency that helps

clients such as Harley-Davidson, BMOHarris Bank, MasterCard,

and W. W. Grainger get their stories straight, I know this is a rare

skill.

For years, business and military leaders have complained to

me about the same things. Mixed messages keep missing the mark.

People are not on the same page. Long-winded presentations go

nowhere.

For businesses to succeed in an information-laden and hyper-

busy economy, the rambling has to stop. So I decided to write

BRIEF, a step-by-step approach to get to the point quickly.

Anyone can learn how to make what’s complex clear. After my

firm was in business for just a few years, I was invited to develop

an original curriculum for U.S. Special Operations Command in

Fort Bragg, North Carolina. It turned out that some of the most

elite members of our military were weak communicators. They

xvii



xviii PREFACE

admitted their mission-critical briefs were painfully long, buried

in details, and impossible to decipher.

The transformative work with Special Operations was—and

still is—incredibly rewarding. That’s how BRIEF was born. It’s

about lean communication. It’s like Six Sigma for your mouth.

After a few days in our Narrative Mapping courses, I saw an

immediate shift. They were able to leverage storytelling skills and

BRIEF techniques to be clear and compelling when explaining

complex missions. They delivered complicated information effi-

ciently and effectively, with clearer context and more compelling

explanations. They used fewer PowerPoint presentations. As a

result, the leaders fostered better and more engaging conversa-

tions.

One of the participants commented, “The difference is dra-

matic. Our briefs can prove that less is more.”

I believe the lessons learned with U.S. Special Operations can

be used in the corporate world by those who want to be concise

and clear when sharing their story.

You’re busy, so I’ve designed the book to be immediately use-

ful. If you read and follow along actively, you will learn to create

clarity and meaning and drive out waste and confusion.

The book is organized around a new form of ADD: awareness,

discipline, and decisiveness.

Part One: Awareness—the conviction to hold yourself and oth-

ers to a higher standard of succinctness

Part Two: Discipline—the BRIEF approach to producing the

mental muscle memory necessary to make you a lean commu-

nicator every time

Part Three: Decisiveness—the ability to recognize key moments

when you need to convey what really matters effectively and

efficiently



Preface xix

When you want to get more, decide to say less.

Those who want to succeed—even thrive—in an

attention-deficit economy are masters of lean

communication. They stand out, their ideas are

seen and heard, and their companies succeed.

Decide that being brief is your non-negotiable

standard.

As I have seen firsthand, BRIEF tackles an issue that won’t

go away unless we become lean communicators and let our ideas

stand out.

Are you ready?

This won’t take long.
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