
Challenge - tell us what you think
The Dublin Conversations is underpinned by humility. Rather than provide ‘The Answer’ the 
Conversations offers the chance to unlearn existing ideas and mindsets. Through convivial 
disagreement, listening and growing, we can co-create even better thinking and tools, 
to kickstart faster change together. Together we can better equip our society to meet its 
profound challenges of climate crisis, social division, and creating a better pandemic world. 

Join the Conversations. Share what you think. Encourage others to join in.  
Visit www.dublinconversations.org

Explore the 6 families of tools to bridge new thinking into action

We offer free self-guided training programmes on  
‘Discover your  Purpose & Character’ and ‘How to tackle Fake Purpose’

Our free Green Papers  
and Dictionary provide  
a deeper dive into our  
new ideas to stimulate  
conversations.

Check out our  
‘231 Conversations’  
featuring recorded conversations  
with leading academics,  
practitioners and up and coming talent.

Come along to our free events. Even more importantly, share these new 
ideas and tools with your colleagues and networks. Be part of the answer 
you want to see. Being passive allows distrust and division to thrive. 
 

Find out more at www.dublinconversations.org

Discover a path to BIGGER thinking

Our society needs urgent help to tackle growing distrust, divisive tribalism and dislocation.  
The communications industries can only confront these challenges by discarding ineffective, 
outdated ideas, while embracing fresh concepts and these challenges. The Dublin 
Conversations is a global, non-commercial, bottom-up led response to this challenge. 

It freely shares new co-created thinking and tools, to help you do your job better and be more purposeful when 
faced with choices at the junction of stoppable bad and unstoppable good. The Conversations invites you 
to unlearn your existing ways of thinking and doing, by discovering, exploring and challenging its co-created 
insights and ideas. There’s a better way for us to be . . . What does better look like to you?
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1 // DIY Discover your Purpose programme 
1.0 Discover your Purpose training programme 
1.1 Purpose Spectrum Canvas
1.2 Purpose Pyramid Canvas
1.3 Values Canvas
1.4 Persona Canvas 
1.5 Beliefs Canvas
1.6 Story & Narrative Canvas
1.7 Social Instincts Canvas
1.8 Purpose Formula Canvas
1.9 Prime Purposefulness Canvas
1.10 Personal Purpose Manifesto 
 

3 // How to do Strategic Comms 
3.1 Comms Strategies Canvas
3.2 Comms Canvas
3.3 OPENS Canvas
3.4 Nudge Canvas
3.5 Listening Canvas
3.6 Story & Narrative Canvas
3.7   Measurement, Evaluation & Iteration Canvas
2.1 Earning Trust Canvas
  
 
 

5 // How to consistently be Purposeful 
5.1 Humble Intelligence Canvas
5.2 Do the Right Thing Canvas
5.3 Purposeful Conversations Canvas
5.4 Purpose Plan Canvas
5.5 Purposeful Leadership Canvas
5.6 Purposeful Followership Canvas
4.4 Collaboration Canvas

 
       

    

2 // Tackle the Monsters 
2.0 How to tackle Fake Purpose training programme  
2.1 Fake Purpose Canvas
2.2 Earning Trust Canvas
2.3 Divisive Tribalism Canvas
2.4 Bigger Media Citizen
2.5 Haven’t got time Monster
 
 
 
 
 
 
4 // How to do bottom-up led Comms 
4.1 Social Capital Primer Canvas
4.2 Social Capital Leader Canvas
4.3 Twelve Connectors Canvas 
4.4 Collaboration Canvas 
4.5 Creating Change movements 
2.3 Divisive Tribalism Canvas 
 
 
 
 
 
 
 

6 // Do Purposefulness faster 
6.1 Listen:Connect:Do Canvas
6.2 Creative Role Models Canvas
6.3 Creative ‘A’ Team Canvas
6.4 Walkspiration Canvas



Discover the ‘5 Steps to the ‘Dublin Window’
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STEP 1 You need to 
CREATE CONFIDENCE 
in your Character and 
Authentic Purpose 
and Purposefulness - 
within yourself and with 
others - by managing 
perceptions around 
your future behaviours. 
An authentic Purpose 
and Purposefulness 
makes it easier to create 
confidence by being more 
coherent and compelling.

Use Canvases 1.1 , 1.1, 1.2, 1.3, 
1.4, 1.5, 1.6, 1.7, 1.8, 1.9, 1.10, 
2.1, 2.2, 2.3, 2.4

STEP 2
‘5 OPENS CHOICES’ 
guide how you connect 
with others to socially 
interact by using Own. 
Paid-for, Earned, Nudge 
and Shared choices.

Use Canvases 2.2, 3.1, 3.2, 3.3, 
3.4, 3.5, 3.6

STEP 3  LISTENING, 
CONNECTING AND 
DOING enables you to 
think and act to engage 
with others, driven by 
instincts of either of ‘We-led’ 
or Me-led’ thinking. Comms 
describes the process of 
how you earn confidence 
around your authentic 
Purpose to add value to 
your social inter-actions. 

Use Canvases 2.2, 3.1, 3.2, 3.3, 
3.4, 3.5, 3.6, 3,7, 4.1, 4.2, 4.3, 
4.4, 4.5, 2.2

STEP 4  '5 GOALS' 
frame what you need to 
achieve to successfully 
socially interact with 
others, by managing how 
you are Known, Liked, 
Trusted, Front-of-mind or 
Being Talked about.

Use Canvases 3.1, 3.2

STEP 5 You deliver 
REGENERATIVE COMMS 
to achieve added 
value social inter-
actions and replenish 
in any interaction the 
social fabric of trust, 
togetherness and being 
able to come together 
to tackle the critical 
challenges faced by 
humanity

Use Canvases 2.1,  
5.1, 5.2, 5.3, 5.4, 5.5, 5.6
6.1, 6.2, 6.3, 6.4

Context
The communications industry is witnessing paradoxical change with greater fragmentation and convergence, coupled with new knowledge about how we think and 
act. The ‘5 Steps to the Dublin Window’ allows you to see the world through a bigger window, explaining how we socially interact without using labels like ‘advertising’, 
‘communications’, ‘journalism’, ‘public relations’ and more. This enables you to unlearn these ideas to either repurpose them or replace them with better ones.
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PURPOSEFUL MEASUREMENT, EVALUATION & ITERATION CANVAS

(Co-production thanks to Michael Blowers, Steph Bridgman, Kristin Philbin and Andrew Smith)

You need to measure, evaluate and iterate to 
know if you are making progress, travelling in 
the right direction, or making the best use of 
resources and opportunities if you want to 
realise your Purpose and be more purposeful 
in helping others

This Canvas provides a number of new ideas, 
co-created tools enabling you to more e�ectively 
manage the needs to measure, evaluate and 
iterate in realising your purposes - and being 
purposeful in helping others.

We tend to do 
what we can measure.

The ultimate goal of our work in the communications 
industries is creating and earning con�dence in our 
character and authentic purpose. These tools provide a 
stepping stone for identifying and measuring con�dence 
we, and others have, in realising our authentic purpose.

The tools cover:

TOOL #1:  Why you need to measure, 
 evaluate and iterate… and how 
 to recognise what STOPS it 
 happening

TOOL #2:  How to set SMARTA 
 purposeful goals

TOOL #3:  How you need to do both NEO 
 (Nothing Evidently Observable) 
 and SEEO (Speci�c Evidence 
 Easily Observable) 

 measurement 

TOOL #4:  How to do NEO measurement 

TOOL #5:  How to do SEEO to build a 
 dashboard for measurement, 
 evaluation and iteration

TOOL #6:  How to start measuring across 
 the ‘5 OPENS Choices’

TOOL #7:  How to start measuring across 
 the ‘5 Goals’

TOOL #8:  How to think BIGGER around 
 Purposeful Measurement, 
 Evaluation and Iteration

For deeper insights and exploration check out our 
Green Paper ‘Make sure the lights are on when you 
get there’. (Due for publication 2022).
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 TOOL #1: WHY YOU NEED TO DO PURPOSEFUL EVALUATION, MEASUREMENT & ITERATION… 

…AND HOW TO RECOGNISE WHAT STOPS IT HAPPENING?

A // Self-limiting beliefs and Silos - these can range from a ‘victim’ mindset’, that you cannot do it through to ‘hubris’, a sense of arrogance that you don’t need to 
do it. Self-limiting beliefs encompasses ‘toxic nostalgia’ - of old ways of doing being adequate and su�cient - or a deeply held belief that you simply can’t measure social 
interactions, the stu� that goes on between people. 
Silos that de�ne boundaries of professional practice can also restrict sagacity and evaluation. Seeing things through an ‘advertising’, ‘communications’, ‘journalism’, ‘marketing’, 
public relations’ or other lens can restrict thinking on what is it we really need to measure.

B // Cognitive Misers - our minds prefer choosing the most easily available, convenient option rather than having to exercise thought and engage in mental labour. 
Failing to measure and evaluate is the type of problem that doesn’t get on the phone to say you are not doing it. If you can get away with not doing it, why not?

C // Lack of Bandwidth or headspace - to cope with the extra demands of investigating measurement and evaluation. Thinking about how to measure, evaluate 
or iterate goers beyond the immediate demands of a situation. It requires individuals to think beyond the present and re�ect on what the future looks like and what it needs. 
If you are under stress this reduces your bandwidth, the headspace capacity to deal with more than the most immediate, perceived as urgent task. 

D // Fear of failure - What if our dearly loved campaign didn’t quite yield the results you hoped for or promised? The fear of being held to account can lead to 
avoidance of being accountable. It’s a form of analysis phobia.

E // Number/Data phobia - You can divide humanity between those who prefer using words and verbal reasoning to understand and frame how they respond to 
their world and those who are more data literate, with a ready ability to use numbers in understanding their world. In the age of data technology there’s been an explosion of 
numbers generated through social interactions. It’s harder to avoid numbers from gaining insights to measuring and recording social interactions.

F // Lack of competency or resource - lack the skills or knowledge to do it.Agencies sometimes claim that ‘Clients not willing to pay research’ perhaps feeling why 
should they pay to justify the agency’s existence and possibly fuelled by one of the above reasons. Often however, the barrier to doing is down to competence: you just need to 
be guided and instructed on what to do. This Canvas provides a gateway to doing purposeful measurement, evaluation and iteration.

#1

Measure 
progress

Provide Insight & 
Signpost to reduce 
uncertainty

Identify any Return on 
Investment in using your 
precious resources

Iterate, change course 
on your journey

Check whatever you 
are doing aligns with your 
Purposes & Purposefulness

#2 #3 #4 #5
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 TOOL #2: HOW TO SET SMARTA PURPOSEFUL GOALS … 

1. You need goals, a sense of a future horizon of where you want to be that de�nes your purposefulness. Your purposeful goals provide direction, meaning and relevance to 
your everyday activity. Goals give you and your work a sense of realising your purposefulness and a reason for doing what you're doing. They provide the focus on what to 
do the day after tomorrow and beyond. Goals are bigger than objectives. Goals create a narrative, a bigger story about why you do what you do.

2. Your objectives provide speci�c targets for what you want to achieve, providing a focus as well as a way of measuring your success. 
3. Your strategies provide key routes for how you intend to achieve your objectives. These are supported by tactics that provide the speci�c steps to make things happen.
4 .Your goals, objectives, strategies and tactics need to be SMARTA: Speci�c, Measurable, Achievable, Realistic, Timebound and Authentic: authentic in being both relevant to 

your realising your purposefulness and focussed on the real change you need to achieve. 
Your SMARTA Goals and Objectives can range from safe to awesome. Use these prompts below for setting purposeful goals that inspire and achieve change.

#1

Real meaning, and emotional
connection for you and others to 
create drive, passion and energy

Relevance, being seen as fair, 
not solely serving the interests 
of others, and achievable

Being easily understood, are 
iconic in being able to visualise 
and easily share with others

Stretch power. They make you go beyond 
existing limits to grow con�dence, capacity 
and capability to overcome the challenges

Focussed, attainable and 
measurable on real, speci�c 
change you want to make happen. 

Targeted: They identify who has 
the power to say ‘Yes’ or ‘No’?

Pathways for change, creating 
a seat at the table of the 
decision-makers.

Open to partnership and collaborative 
working. Who else do you need to create 
your compelling coalition for change?

#2 #3 #4

A B C D

Low hanging fruit goal
What’s the least I want to do for pro�t, 
people, place and planet?

Awesome goals
What’s the most magni�cent thing I want 
to do for pro�t, people, place and planet?

Somewhere in between 

Inspiring goals possess:

Change goals possess:
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 TOOL #3: HOW YOU NEED TO DO BOTH NEO AND SEEO MEASUREMENT … 

NEO  Nothing Evidently Observable 
You have no time, nor information

You have to think on your feet 

You need to make an immediate, 
urgent responses

And you need act, and you need to act NOW! 

What can you do in these situations?

How do you listen better to what is going on 
around you and also in your own head?

SEEO Speci�c Evidence Easily Observable 
You have time.

There is an availability, even an abundance, of data 
providing real metrics to inform your goals and 

objectives, to create a dashboard.

What’s the very least you should be doing? 

How do you create a dashboard to measure, 
evaluate and iterate?

How do you create a framework to measure, evaluate 
and iterate your journey in being more purposeful?
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 TOOL #4: HOW TO DO NEO (NOTHING EVIDENTLY OBSERVABLE) MEASUREMENT & EVALUATION … 

A. Use these 5 quick tools

1. Establish a quick criterion. This 
helps prime your mind while also 
serving as the �rst step in creating 
a framework for evaluation.

2. Similarity. What is this like? What’s 
been done before? What quick 
solutions are at hand?

3. Ask someone. Who can you 
quickly ask? Is there an ‘expert’ 
(something who knows just a little 
bit more than you) available?

4. Ask your creative role model. 
What would they do? Use your 
imagination to trigger new insights 
and dimensions to your thinking.

5. Toss a coin to trigger your 
intuition. Use this to indicate a ‘Yes’ 
or ‘No’ to provokes an intuitive 
signal, your ‘gut feel’ to reveal your 
feelings. If the feeling, the voice 
inside your head, signals to toss 
again, your intuition is indicating it 
is either the wrong decision or 
wrong time to make the decision. 

B. Be mindful of your biases

     Be humble, quickly explore these 
biases that exist and can in�uence 
what you are listening to. Here are a 
few. There are many, many more…

A Confabulation bias - when you are 
lying to yourself. Be conscious that all 
of us have biases, �ctional narratives 
to explain our decisions, emotions, 
and history without realizing it. Be 
truly honest with yourself

B Con�rmation bias - your worldview 
has been created by information that 
con�rms what you already believed.  
Seek to empathise with counter 
views.

C Normalcy bias -your �rst analysis is 
to gauge it against what is ‘normal’. 
This can lead to ‘negative panic’ 
where you assume the worst won’t 
happen and counter-productively 
forget self-preservation.

D Availability bias - you respond 
quicker to information and evidence 
that’s front of mind, things you are 
familiar with, or that is not abstract 
nor numbers.

E The Dunning Kruger E�ect - are you 
an ‘average driver’? You overstate our 
competence and ability leading to 
over-optimism of your ability to 
respond

C. Do more Data Listening

1. Develop your ability to listen for 
numbers, to ‘data listen’. 

In your situation:

1. What data is evident? (is it data 
heavy - too many numbers - or too 
light?)

2. What numbers are missing? What 
data is missing from what is being 
shared?

3. What linkages/patterns can you 
identify between the di�erent 
numbers?

4. What’s the most important 
number?

5. How can you interpret what facts 
you are hearing as numbers?

6. What sources of data are being 
used?

7. What potential sources of data 
could be used?

Scientists call it ‘Dark Matter’, bankers refer to ‘radical 
uncertainty’, ancient mariners had dragons to depict 
unknown parts of their maps. Astrophysicists accept the 
existence of Dark Matter - parts of our universe that are 
beyond comprehension.

Dark matter is only identi�ed through its gravitational pull 
and in�uence on ordinary matter. There’s no other 
inter-action. No one knows what it consists of. But it 
accounts for around 85% of the matter in the universe.

‘You can only manage what you measure is a myth’ 
(misattributed to W. Edwards. Deming and Peter Drucker). 
Measuring something doesn’t make it manageable. It just 
makes it measurable. 

Greater granularity brings greater precision and accuracy. 
Yet, like the cosmos, there is inevitably going to be stu� in 
emotional engagement and social interactions that will be 
beyond comprehension, let alone measurement.

Have humility to accept you will at times encounter the 
social equivalent of Dark Matter. People and life can be 
ba�ing. And accept it.
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 TOOL #5: HOW TO DO SEEO (SPECIFIC EVIDENCE EASILY OBSERVABLE) USING ‘5 GOALS’ & ‘5 OPENS CHOICES’ 

HOW ARE YOU LOOKING AT YOUR WORLD?  THROUGH SILOS OR A MORE SEAMLESS VIEW?

A // DON’T KNOW
I DON’T KNOW WHAT TO MEASURE 

B // SILO THINKING
I TEND TO USE JUST ONE OR TWO OF 
THE ‘5 OPENS CHOICES’

C // CONSCIOUS SEAMLESS
I SOMETIMES USE ALL 
THE ‘5 OPENS CHOICES’ 

D // UNCONSCIOUS SEAMLESS
I ALWAYS USE THE FULL RANGE OF 
THE ‘5 OPENS CHOICES’ 

You wouldn’t drive a car without a dashboard to inform and manage how you drive. You need the equivalent to measure, evaluate and iterate what you do.
By measuring how you are known, liked, trusted, front-of-mind or being talked about (what the Dublin Conversations calls the ‘5 Goals’) and how you use Own, Paid-for, Earned, Nudge and 
Shared choices to engage with others (what the Dublin Conversations calls the ‘5 OPENS Choices’) creates a framework for measuring and evaluating  how you socially interact with others to 
realise your being purposeful.

Are you seeing the world through silos such as de�ning your world view through an ‘Advertising’ or ‘Public Relations’ lens? Or are you observing a 
seamless world, without boundaries, created by using the ‘Dublin Window’ (See cover sheet to this tool) ? WHERE DO YOU SIT ON THE SPECTRUM BELOW? 

You need to 
measure the 
‘5  Rules’

Known - Are you known? What are you know for? What are your current and desired states?

Liked - Are you liked? What are you liked for? What are your current and desired states?

Trusted - Are you trusted? What are you trusted for? What are your current and desired states?

Front-of-mind - Are you trusted? What are you trusted for? What is your current and desired states?

Being talked about - Are you being talked about? What are people talking about? What are your current and desired states?  

Own space - What is your current state and desired states of use?

Paid-for - What is your current state and desired states of use?

Earned - What is your current and desired states of use?

Nudge  - What is your current and desired states of use?

Shared  - What is your current and desired states of use?

You need to 
evaluate your 
‘5 OPENS 
Choices’
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 TOOL #6: HOW TO START MEASURING ACROSS THE ‘5 GOALS’  ...

Use these prompts across the ‘5 Goals’ to identify what you could be measuring, evaluating and iterating

KNOWN

1 . What Google Analytics data is 
there providing evidence of 
increased hits, especially 
among new users?

2 . What Google search trends 
are there such as increasing 
number of searches, improv-
ing position against competi-
tors or relating to speci�c 
issues or topics?

3. What is the media volume and 
number of titles writing about 
you?

4. What indicators are there that 
you have unprompted and 
prompted awareness relating 
to speci�c questions?

5. What Social Listening can you 
do? (for example, take screen 
shots of Google autocomplete 
pre and post campaign can 
reveal any movement).

Any other indicators?

LIKED

a) What evidence is there in 
Earned Media through its 
sentiment - positive, 
neutral or negative - about 
you? 

b) What advocacy from 
others - evidence of posi-
tive comments from third 
parties, earned social 
media - is there about you?

c) What changes in engage-
ment metrics on social 
media are there?

d) Who are your allies? Who 
would support you at a 
time of crisis?

e) How are you liked across 
key reputation indicators 
such as innovation, good 
place to work, how you are 
perceived to be well-run, a 
good corporate citizen and 
in your performance?

Any other indicators?

TRUSTED

1 . Do the media turn to you for 
expert comment on issues?

2 . What market research data/-
surveys do you have among 
your stakeholders to indicate 
their level of trust in you?

3 . What is your market share, 
your number of customers, 
time in business?

4 . What level of repeat business 
or customer churn do you 
have?

5 . What independent sources, 
such as Trust Pilot say about 
you?

Any other indicators?

FRONT OF MIND

a) What is your share of voice at 
critical times for you, such as a 
key buying times or relating to 
speci�c issues?

b) What unprompted awareness 
can you measure?

c) What social data can you use 
at key critical times for you?

d) What media presence can you 
measure at key critical times 
for you?

Any other indicators?

BEING TALKED ABOUT

1 . What is your Net Promoter 
Score? 

2 . What other measures of 
distributed trust - the individ-
ual comments made by others 
about you - are there?

3 . What level of social shares are 
taking place where people 
sharing your social content?  
(People are likely to do this, 
but not always, because they 
trust you)

4 . Do your employees think you 
are a good employer?

5 . Do investors, or other key 
partners, think you are good?

6 . What is your share of voice in 
media coverage and social 
conversations?

Any other indicators?
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 TOOL #7: HOW TO START MEASURING ACROSS THE ‘5 OPENS CHOICES’  ...

Use these prompts across the ‘5 OPENS Choices’ to identify what you could be measuring, evaluating and iterating.

OWN

1 . Do you measure how you are 
trusted?

2 . Do you work to improve your 
organizational listening? 
(Check out the Listening 
Canvas)

3 . Do you connect your 
behaviours and messages 
with your Purpose and 
reputation?

4 . Do you measure the quality 
and use of your relationships 
and shared identities?

5 . Do you measure how 
frequently you use your Own 
channels �rst?

Any other measures?

PAID FOR 

a) Do you know the relative 
merits, the advantages and 
disadvantages of di�erent 
channels?

b) Do you identify the poten-
tial synergies between 
your paid-for activities?

c) Do you investigate new 
media and other paid-for 
opportunities?

d) Do you know the cost of 
potential choices?

Any other measures?

EARNED

1 . Do your direct competitors 
have a bigger share of voice in 
the media than you?

2 . How often do you review the 
news or conversation poten-
tial of your activities? 

3 . Do you have planned sched-
uled of news and content 
announcements?

4 . How do you rate your perfor-
mance in making us of the 
news and conversation 
interest of your activities?

5 . Do you measure and evaluate 
your organic online presence?

Any other measures?

NUDGE

a) Do you invest time and 
resource on how you can 
make it easier/simpler for 
people to connect or buy from 
you?

b) Do you invest time and 
resource on understanding 
your customer’s journey’ the 
complete sum of experiences 
they go through when 
interacting with your organi-
zation, its brands, service and 
products?

c) Do you work back from your 
customers or other key 
stakeholders view of the 
world in planning how you 
socially interact?

Any other measures?

SHARED

1 . Do your direct competitors 
have a bigger share of voice in 
conversations than you?

2 . How often do you review the 
shared and social conversa-
tion potential of your activi-
ties? 

3 . Do you have a planned 
scheduled of news and 
content announcements?

4 . Do you identify the potential 
of your insights, knowledge, 
activities and connections to 
create shareable content of 
interest to others?

5 . How quickly do you respond 
to social conversations?

Any other measures?
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 TOOL #8: HOW TO THINK BIGGER ABOUT PURPOSEFUL MEASUREMENT, EVALUATION & ITERATION  ...

You need to think bigger around how you do purposeful measurement, evaluation and iteration. Here are �ve prompts to spark bigger thinking:

#1. Be more of a fox than a hedgehog
Using the inspiration of the ancient Greek poet Archilochus who observed, “The fox knows many things, the hedgehog one great thing.” Foxes, in contrast, are wary of singular 
sources and ready to adjust their ideas based on reality.

Reality is inherently uncertain - scientists never talk of certainty (the ones that do tend to be the less credible) and inherently complex. For every complex question there can be 
simple answer that’s invariably be wrong. Hedgehogs o�er more certainty than foxes, yet it’s judgment rather than answers. Hedgehogs do occasionally get the right answer, 
but at the expense of many wrong ones. (Source, Philip Tetlock Expert Political Judgment: How Good Is It? How Can We Know?)

Randomness is inherent and present in any situation. Fate, randomness, chance, luck, whatever you call it is always there. Respect, respond, and re�ne.

#2. Recognise the di�erence between data for insight or for a�rmation
Respect the distinction between ‘data for the purpose of learning’ and ‘data for the purpose of inspection’. Measurement is invariably for the purpose of inspection. All measure-
ment systems are perfectly designed to deliver the results they get. They should be focussed on ‘How will this data be helpful to customers or delivering added value to custom-
ers?’ As Ogilvy observed “[People use research] as a drunkard uses a lamp post for support, rather than for illumination.” How are you using your data, knowledge, insights and 
wisdom? (Source, David Ogilvy ‘Confessions of an advertising man’)

#3. Spot ‘Truthiness’ 
Truthiness is how the truth people believe is what they want to believe, rather than what may objectively be true. Humans have lying and self-deception wired into them. As a 
species that’s not only capable of acting on hidden motives - we’re designed to do it. Our brains are built to act in our self-interest while at the same time trying hard not to 
appear sel�sh in front of other people. In order to throw others o� the trail, our brains often keep “us,” our conscious minds, in the dark. The less we know of our own ugly 
motives, the easier it is to hide them from others. Self-deception is therefore strategic, a ploy our brains use to look good while behaving badly. (Inspired by Dan Hall ‘Upstream’ 
and ‘Kevin Simler and Robin Hanson ’The Elephant in the Brain’.)

What is it you are really observing? What is there? Or what you would like to be there?  Be mindful of confabulation.

#4. Use Control Groups and Placebos
Control groups are used in clinical medical trials to test the e�ectiveness of treatments, most often used in drug studies. Here people in one group get the tested drug, others 
may receive a fake drug, or placebo, that they think is the real thing, and others no treatment. This provides measurable evidence of the e�ectiveness of the intervention. Can 
you use this process more in what you are doing?

#5. Watch out for elegant solutions with an attractive, neat story. 
There was once a King looking for the best archer in his kingdom. They searched and went far away to a place where there came across many targets with arrows in the bullseye. 
‘Who is this �ne archer?’ they asked. When found and asked how they did it, they replied. “Easy. You just �re an arrow and draw three circles around it.” (Source unknown.) 
Storytelling is critical for e�ective communication. Good stories can blind or mislead, as well as inspire. 
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