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The Essentials Series: Design
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15 “In most people’s ... a man-made creation”: Steve Jobs, “Apple’s One-
Dollar-a-Year Man,” Fortune, January 24, 2000, p. 71.

17 “Elaborating on the ... ‘winning by design’”: Virginia Postrel, The 
Substance of Style: How the Rise of aesthetic Value Is Remaking 
Commerce, Culture and Consciousness (New York: HarperCollins, 2003),
p. 23.

18 Journal of Advertising Research on emotions:
http://www.napa.ufl.edu/2002news/ademotions.htm.

20 “I am a ... the front burner”:
http://www.tompeters.com/slides/uploaded/DMI102500.ppt.

20 Westin’s Heavenly Bed: 
http://www.starwood.com/westin/service/reservations_service.html.

23 “The champion of America’s new design democracy”: Frank Gibney, Jr. 
& Belinda Luscombe, “The Redesigning of America,” Time, March 20, 
2000, p. 66.

23 Marketer of the Year, 2000: 
http://www.targetcorp.com/targetcorp_group/careers/awards.jhtml.

23 “The lowliest household ... brush for Alessi ...”: Virginia Postrel, The 
Substance of Style, p. 56.

24 OralB CrossAction toothbrush’s 23 patents: Susan Casey, “The $70 
Million Toothbrush,” eCompany magazine, June 2000, p. 101.

24 “Horses and a few stray Scots”: Thomas Hine, The Total Package: The 
Secret History and Hidden Meanings of Boxes, Bottles, Cans, and Other 
Persuasive Containers (Boston: Little Brown, 1995), p. 77.

24 “Packages have personality ... the goods quickly”: ibid., p. 22.

24 Thirty minutes for 30,000 items: ibid., p. 1.

25 “Perhaps the macho ... intuition—it’s female”: Philippe Starck quoted in 
Harvard Design Magazine, Summer 1998.
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26, 27 All quotes: Insights, Vol. 1, a booklet published by The Design Council, 
London, UK, 1997, except the following:

27 Every new product ... “fun” or “cheekiness”: Des Dearlove, Business the 
Richard Branson Way: 10 Secrets of the World’s Greatest Brand-Builder 
(New York: AMACOM, 1999), p. 85.

27 “Lust for beauty ... judgment, aesthetic gifts”: David Gelernter, Machine 
Beauty: Elegance and the Heart of Technology (New York: Basic Books, 
1998), p. 1.

28 “My ideal office ... body can take”: Niels Diffrient quoted by Paul 
Makovsky & Susan Szenasy in “Reimagining Work,” Metropolis, 
November 2002, p. 111.

28 “I think it’s ... any real alternatives?”: Lise Anne Couture quoted, 
ibid.

31 “After watching consumers ... a cargo hauler”: “Autos: A New Industry,” 
BusinessWeek, July 15, 2002, p. 98.

32 “The last few ... its greatest joys”: Dan Pink, A Whole New Mind: Moving
from the Information Age to the Conceptual Age (New York: Riverhead 
Books, 2005), p. 1.

32 “The MFA is the new MBA”: ibid., p. 54.

35, 36 “I sometimes have ... like design rage”: Susan Casey, “The $70 Million 
Toothbrush,” eCompany magazine, June 2000, p. 101.

36 Design as a Core Class chart: Thomas Lockwood, “Design in Business 
Education—A Square Peg In a Round World?” Design Management 
Journal, Summer 2002, p. 21.

36 “What I really ... point of view”: Ralph Lauren quoted by Suzy Menkes in 
“The Collections/New York: Lauren’s Take on Hollywood,” International
Herald Tribune, September 16, 2004.

38 “Design is treated ... religion at BMW”: Alex Taylor III, “BMW Takes Its 
Own Route,” Fortune, October 26, 1998, p. 159.

38 “Every now and ... you look at”: Katherine McCoy and Michael McCoy 
quoted by Anna Muoio and Lucy A. McCauley, “Design Rules,” Fast 
Company, October 1999, p. 117.
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39 “Fifteen years ago ... Tomorrow it’s design”: Bob Hayes quoted by Larry 
Reynolds, “Is Your Product Design Really Protected?” Management 
Review, August 1991, p. 36.

39 “At Sony, we ... in the marketplace”: Norio Ohga quoted by Dave Polcaro,
“Design and Usability—Bridging the Gap,”
http://www.pixelbridge.com/articles/index.php?p=76.

42–45 Cool Friend interview, Virginia Postrel:
http://www.tompeters.com/cool_friends/content.php?note=005794.php.

Chapter 2

50 “My favorite word ... or the environment”: “The Interview: Celeste 
Cooper” by John Koch, The Boston Globe Magazine, May 21, 2000, p. 16.

52 “The Financial Accounting ... the accounting profession”: Walter Wriston, 

“The Solution to Scandals? Simpler Rules,” the Wall Street Journal, 
August 5, 2002.

54 “If modernist ... beauty, and pleasure”: Virginia Postrel, The Substance of 
Style: How the Rise of Aesthetic Value Is Remaking Commerce, Culture 
and Consciousness (New York: HarperCollins, 2003), p. 9.

55 “Much of what ... their work done”: Peter Drucker, 
http://www.quotationspage.com/quotes/Peter_Drucker/.

57 Jim Horan, The One Page Business Plan: Start with a Vision, Build a 
Company! (Berkeley: The One Page Business Plan Company, 1998).

57 John De Laney, email to Tom Peters Company, June 12, 2003.

58 Twenty-three days down to 17 minutes: Tom heard Jim Champy speak. 
Original story: Michael Hammer, “Re-engineering Work: Don’t 
Automate, Obliterate,” Harvard Business Review, July/August 1990, 
p. 107.

Chapter 3

71 “Experiences are as ... are from goods”: B. Joseph Pine II & James H. 
Gilmore, The Experience Economy: Work Is Theatre & Every Business a 
Stage (Boston: Harvard Business School Press, 1999), p. 2.

http://www.pixelbridge.com/articles/index.php?p=76
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71 “Having spent a ... to ordinary function”: Virginia Postrel, The Substance 
of Style, pp. 7, 8.

72 Definition of “experience”: The Random House Dictionary of the English 
Language (Second Edition: New York: Random House, 1987), p. 681.

73 Synonyms for “experience”: J.I. Rodale, The Synonym Finder (Emmaus, 
PA: Rodale Press, 1978), p. 381, reprinted by permission of Rodale Press.

74 “What we sell ... afraid of him”: Dave Ulrich, Jack Zenger, Norm 
Smallwood, Results-Based Leadership (Boston: Harvard Business School 
Press, 1999), p. 38.

77 “Club Med is ... entirely new ‘me’”: Jean-Marie Dru, Disruption: 
Overturning Conventions and Shaking Up the Marketplace (New York: 
Wiley & Sons, 1996), p. 26.

78 “We have identified ... come for refuge”: Nancy Orsolini of Starbucks, 
interview with Tom.

78 Howard Schultz & Dori Jones Yang, Pour Your Heart Into It: How 
Starbucks Built a Company One Cup at a Time (New York: Hyperion, 
1997).

78 “Guinness as a ... and sharing stories”: Ralph Ardill quoted by Scott 
Kirsner, “Brand Marketing: Guinness,” Fast Company, May 2002, p. 92.

80 Guinness Storehouse from Imagination Ltd. UK: 
http://www.imagination.co.uk/london/work/index.html.

80 “I cannot pretend ... the poor brown”: Winston Churchill,
http://www.bartleby.com/63/98/5698.html.

80 “With its carefully ... CEO Howard Schultz”: Virginia Postrel, The 
Substance of Style, p. 20.

81 “What Can Brown Do For You?”: 
http://www.pressroom.ups.com/pressreleases/archives/archive/0,1363,3917,00.html.

81, 82 “Car designers need ... being, a passion”: Freeman Thomas quoted by 
Charles Fishman, “Design—Freeman Thomas,” Fast Company, 
December 1999, p. 228.

http://www.imagination.co.uk/london/work/index.html
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84 “I see us ... to provide transportation”: Robert Lutz quoted by Danny 
Hakim, “An Artiste Invades Stodgy G.M.; Detroit Wonders if the 
‘Ultimate Car Guy’ Can Fit In,” the New York Times, October 19, 
2001, p. C1.

85 “Lexus sells its ... system. It’s marvelous”: Sidney Harman quoted 
in “Dr. Feelgood,” the Economist, March 16, 2002, p. 75.

85 “Living Room, To Go ... movies and popcorn”: Keith Naughton, 
Newsweek, November 25, 2002, p. 62.

86 Tim Sanders and the birthday cake: B. Joseph Pine II & James H. 
Gilmore, The Experience Economy, p. 21.

88 “The Geek Squad”: Eric Matson, “When Your Presentation Crashes ... 
Who You Gonna Call?” Fast Company, February/March 1997, p. 130.

88 Build-A-Bear Workshop: http://www.buildabear.com/.

89 Cirque du Soleil: http://www.cirquedusoleil.com/.

89–91 “Wildlife Damage-Control Professional”: James P. Sterba, “Leave It to 
Beaver: As Forest Reclaims American East, It’s Man vs. Beast,” the Wall 
Street Journal, May 21, 2001, p. A1.

91 “Most managers have ... to choose between”: Jesper Kunde, Unique Now 
... or Never (London: Financial Times Prentice Hall, 2002), p. 13.

91 “Women don’t buy ... They join them”: Faith Popcorn & Lys Marigold, 
EVEolution: The Eight Truths of Marketing to Women (New York: 
Hyperion, 2000), p. 4.

96–99 Cool Friend interview, Tom Kelley:
http://www.tompeters.com/cool_friends/content.php?note=005914.php.

Chapter 4

104 “A dream is ... want to be”: from an address by Gian Luigi Longinotti-
Buitoni on June 7, 2002, in Mexico City that Tom attended.

104 Synonyms for “dream”: J.I. Rodale, The Synonym Finder, p. 326.

105 Dreamketing:
http://www.longinotti-buitoni.com/News/Press_SSPress.shtml.

http://www.buildabear.com/
http://www.cirquedusoleil.com/
http://www.tompeters.com/cool_friends/content.php?note=005914.php
http://www.longinotti-buitoni.com/News/Press_SSPress.shtml
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105 “We shape our ... they shape us”: Winston Churchill: Quotations 
(Whitefriars, Norwich, UK: Jarrold Publishing, 1997).

107 “The sun is ... products and services”: Rolf Jensen, The Dream Society: 
How the Coming Shift from Information to Imagination Will Transform 
Your Business (New York: McGraw-Hill, 1999), p. vii.

111 “100% Against Zero Defects”: Robert Coram, Boyd: The Fighter Pilot 
Who Changed the Art of War (Boston: Little, Brown: 2002), p. 179.

112 “We do not ... the inevitable result”: Judy George, verbal to Tom.

112 “No longer are ... a dream vacation”: Martin Feinstein in the 2000 
Annual Report, Farmers Group.

116 “The Internet is ... into profitable growth”: email August 28, 2002, 
from Doug Hall to Tom.

118–121 Cool Friend interview, Scott Bedbury:
http://www.tompeters.com/cool_friends/content.php?note=005765.php.

Chapter 5

127 “As Ministers of ... a Tea Revolution”: Ron Rubin & Stuart Avery 
Gold, success@life: How to Catch and Live Your Dream, A 
Zentrepreneur’s Guide (New York: Newmarket Press, 2001), p. 8.

127 “Our free and ... has to offer”: ibid., p. 8.

127 “The idea that ... its myriad forms”: Richard Branson in the foreword 
to Emotional Branding: How Successful Brands Gain the Irrational 
Edge by Daryl Travis (Roseville, CA: Prima Venture, 2000), p. ix.

128 “The increasing difficulty ... of the brand”: Gillian Law & Nick Grant, 
“The Changing Face of the Marketplace 2001,” Management, June 
1996, p. 64.

128 “Products from the ... products and another”: Wally Olins, Corporate 
Identity: Making Business Strategy Visible through Design (Boston: 
Harvard Business School Press, 1989), p. 9.

128 “Salt is salt ... on the shelf”: verified by email to Tom Peters Company 
from Tom Asacker, author of A Clear Eye for Branding, 
http://www.acleareye.com/.

http://www.tompeters.com/cool_friends/content.php?note=005765.php
http://www.acleareye.com/
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133 “You can’t just ... what you do”: Jesper Kunde, Unique Now ... or Never, 
p. 19.

133 “Equate branding with ... be unique now”: ibid., pp. 14, 15.

133 BP’s new logo: http://www.bp.com/home.do?categoryId=1.

135 “Success means never ... care deeply about”: Tom Chappell in “Unit of 
One,” Fast Company, June/July 1997, p. 69.

135 “You do not ... what you do”: Jerry Garcia, 
http://www.brainyquote.com/quotes/j/jerrygarci125977.html.

135 “We’re not going ... agrees with us”: Martha’s Vineyard Magazine, 
Late Summer 2000, p. 37.

135 “A shipping clerk ... store brand groceries”: Michael J. Silverstein & Neil 
Fiske, Trading Up: The New American Luxury (New York: Penguin, 
2003), front flap of dust jacket.

136 The three laws of marketing physics: Doug Hall, Jump Start Your 
Business Brain: Win More, Lose Less, and Make More Money with 
Your New Products, Services, Sales & Advertising (Cincinnati, OH: 
Brain Brew Books, 2001).

138 Five percent vs. 95 percent: ibid., p. 135.

139 “In the funky ... and heart share”: Kjell Nordström & Jonas Ridderstråle, 
Funky Business: Talent Makes Capital Dance (London: Pearson, 2000), 
p. 83.

140 “Apple opposes, IBM ... nouns but verbs”: Jean-Marie Dru, Disruption: 
Overturning Conventions and Shaking Up the Marketplace (New York: 
John Wiley & Sons, 1996), p. 132.

140 “A Great Brand ... a larger experience”: Scott Bedbury in an interview 
about A New Brand World: 8 Principles for Achieving Brand Leadership 
in the 21st Century, written with Stephen Fenichell (New York: Viking, 
2002). Interview by Alan Webber, Fast Company, August/September 
1997, p. 96.

141 “We are in ... than their stories”: Rolf Jensen quoted by Cathy Olofson in 
“Dream Society,” Fast Company, October 1999, p. 84.

143 “But we’re nothing ... market something unique”: Jesper Kunde, Unique 
Now ... or Never, p. 18.

http://www.bp.com/home.do?categoryId=1
http://www.brainyquote.com/quotes/j/jerrygarci125977.html
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146 “You can’t lead ... on a horse”: Adlai Stevenson, 
http://www.brainyquote.com/quotes/quotes/a/adlaieste135726.html.

148 “You must be ... in the world”: Mahatma Gandhi,
http://www.worldofquotes.com/author/Mahatma-Gandhi/1/.

148, 149 “Stories [have] identity ... the leader’s arsenal”: Howard Gardner with 
Emma Laskin, Leading Minds: An Anatomy of Leadership (New York: 
Basic Books, 1996), p. 43.

153 Dilbert: Scott Adams, http://www.dilbert.com/.

153 “Trustmarks come after ... a trusting relationship”: Kevin Roberts, 
Lovemarks: The Future Beyond Brands (New York: powerhouse Books, 
2004), p. 69.

154 “Let’s make a dent in the universe”: Steve Jobs quoted in Warren Bennis 
& Patricia Ward Biederman, Organizing Genius: The Secrets of Creative 
Collaboration (Reading, MA: Addison-Wesley, 1997), p. 4.
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