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Editorial note

This work is an independent, original piece of educational and inspirational research. It is not an official publication, an authorized autobiography, nor does it have any connection with Howard Schultz or the company mentioned in the title. The text uses public experience and concepts widely associated with entrepreneurship, customer experience, and leadership as points of reflection, prioritizing positive learnings, practical application, and the development of ideas. The content was written specifically for this edition and does not reproduce excerpts from other works.
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Introduction — A school of experience

Studying business trajectories can be a powerful way to broaden one's repertoire. More than just memorizing events, we can observe decisions, principles, habits, and choices that help explain why certain experiences become memorable. Howard Schultz, a name strongly associated with building a global coffee experience, offers a particularly interesting lens for thinking about leadership, culture, and customer relationships.

This book is not intended to be an exhaustive chronology. Its purpose is different: to bring together fifty practical perspectives on themes that span entrepreneurship and management. Each chapter starts with an idea and transforms it into an applicable reflection. The focus is on what can be learned, experienced, and adapted by those who wish to build more consistent businesses and more human experiences.

Throughout the book, themes such as purpose, listening, excellence, innovation, simplicity, autonomy, hospitality, long-term vision, and the creation of shared value appear. These are subjects that can be applied to companies of different sizes and sectors. The central point is to recognize that a brand does not live solely in its product. It lives in the details, in the relationships, and in the feeling left after each encounter.

Reading can also be approached as a notebook of questions. Instead of automatically agreeing with every idea, the reader is invited to test it in their own reality. What experience do they want to create? What values need to appear in behavior? What can be simplified? How can people be developed? How can we grow without losing our identity? The answers emerge when reflection and practice go hand in hand.

The hope is that these pages will help transform admiration for a known trajectory into concrete action. The goal is not to copy a company or a formula, but to learn to see more clearly. Strong businesses can be born from simple resources when there is intention, discipline, and care. A better conversation can change a process. A better detail can change an experience. A more confident team can change the pace of an operation.

Therefore, approach it with curiosity. The value of an idea increases when it encounters a real-world situation. Read, take notes, adapt, test, and return to the chapters when new challenges arise. A good business philosophy shouldn't just sit on a shelf; it should continue to transform as practice raises new questions.



CHAPTER 01




A vision that sees beyond the present.

Central idea: Long-term vision.

Talking about long-term vision is talking about a choice of perspective. Some see only tasks, products, and goals; others see people, contexts, and interconnected possibilities. By studying ideas associated with Howard Schultz's work, we find an invitation to adopt the second perspective. Imagining the next step before it seems obvious doesn't need to be a pretty phrase; it needs to appear in decisions. The image of an open window overlooking a city in motion helps visualize this posture because it shows movement and permanence at the same time. A healthy company can change its format without losing its central intention. When the direction is clear, each daily action finds a place within a larger story.

A useful principle for long-term vision is to start with meaning before the tool. Tools change, channels change, habits change, but people continue to seek clarity, convenience, respect, and belonging. Therefore, imagining the next step before it seems obvious needs to be translated into observable behaviors. Asking, for example, how a decision improves the experience, how communication reduces friction, or how a process increases autonomy makes the concept practical. In an experience-driven culture, this exercise prevents the strategy from getting bogged down in presentations. The result is simpler: the team understands what to preserve and where to innovate. Thus, imagining the next step before it seems obvious ceases to be an abstract intention and becomes a selection criterion.

To transform long-term vision into reality, it's worthwhile to create operational questions. What does the person need to feel? What needs to happen effortlessly? Which step can be eliminated? Where will a human gesture make a difference? What signs show that the change worked? These questions help to imagine the next step before it seems obvious in everyday life. Instead of looking for a universal formula, the team develops observational skills. The advantage is enormous: the same principle can work in different channels, sizes, and markets because the method is based on understanding people and context. Imagining the next step before it seems obvious then becomes a repeatable practice. With each cycle, the company learns a little more and transforms learning into capability.

No consistent experience exists without people prepared to sustain it. Therefore, talking about long-term vision also means talking about trust, training, and autonomy. A team needs to understand not only what to do, but also what to observe when the situation changes. When leaders communicate and imagine the next step before it seems obvious with clarity, professionals can make aligned decisions even outside of scripts. This generates an important effect: the client perceives spontaneity instead of rigidity. At the same time, those who work find more meaning in their own role. The environment becomes more conducive to ideas, learning, and collaboration. This is how an open window to a city in motion ceases to be a metaphor and becomes culture: people are given space to participate in its construction.

There's a difference between being known and being remembered meaningfully. A long-term vision acts precisely on this second dimension. An organization may have a wide reach, but the bond deepens when the experience conveys something coherent. Imagining the next step before it seems obvious helps create this bond because it gives people an emotional reason to return, share, or recommend. The message doesn't need to be exaggerated; often, the simpler, the stronger. A gesture of care, a choice of language, or a detail of convenience can represent the entire positioning. The strategic work lies in deciding which signals deserve repetition. Then, discipline makes them appear again, until they become natural.

At the strategic level, a long-term vision requires a combination of vision and method. Vision answers where we want to go; method answers how we will measure, learn, and improve as we move forward. Imagining the next step before it seems obvious gains depth when the leader creates behavioral indicators, not just outcome indicators. It's possible to observe response time, recurrence, team participation, perceived quality, and process clarity. The goal is not to transform people into numbers, but to use information to free up attention for what really matters. In an experiential context, small signs can anticipate great opportunities. Strategy becomes a tool for better vision, not a barrier to experimentation.

To transform long-term vision into reality, it's worthwhile to create operational questions. What does the person need to feel? What needs to happen effortlessly? Which step can be eliminated? Where will a human gesture make a difference? What signs show that the change worked? These questions help to imagine the next step before it seems obvious in everyday life. Instead of looking for a universal formula, the team develops observational skills. The advantage is enormous: the same principle can work in different channels, sizes, and markets because the method is based on understanding people and context. Imagining the next step before it seems obvious then becomes a repeatable practice. With each cycle, the company learns a little more and transforms learning into capability.

The great lesson of long-term vision can be summarized in one question: What future would you start building today? The answer doesn't need to be perfect to be useful. The value lies in starting a conversation with yourself, with your team, and with the people who receive your work. From there, a good idea can become a test, the test can become routine, and the routine can become culture. This sequence shows why consistent growth doesn't depend solely on big moments. It's composed of small decisions made with direction. When clarity guides these decisions, the business gains a characteristic that's difficult to copy: authenticity. And authenticity is born when daily practice manages to express a true intention.

A long-term vision also reveals that great results can emerge from very simple principles. Attention, clarity, consistency, respect, and curiosity are resources available to any entrepreneur. The difference lies in the intensity with which each principle is practiced. In an experience-oriented organization, this creates a special advantage: people can perceive when the strategy is truly present in daily life. The customer senses when there is care; the team perceives when there is trust; partners recognize when there is coherence. Thus, a long-term vision does not remain distant. It begins to appear in the encounter between every detail and every person. When this principle becomes a habit, previously scattered decisions begin to form a common and easily recognizable direction.

Finally, there is an integrative view of long-term vision: no part of the business functions in isolation. Imagining the next step before it seems obvious influences experience; experience influences perception; perception influences trust; and trust influences the continuity of the relationship. This chain shows why seemingly small decisions can have a broad reach. By connecting people, processes, language, and purpose, the entrepreneur creates a system in which each improvement reinforces another. The work before us does not propose imitation, but learning. Studying a business trajectory serves to develop repertoire, ask better questions, and recognize principles that can be adapted to different realities. Therefore, the most valuable exercise is to transform reflection into action: choose a point, test an improvement, listen to the people involved, and record the learning. The result does not need to be immediate to be significant. Consistency creates compounding of quality, trust, and capability. When each step is aligned with a clear purpose, growth ceases to be just a goal and becomes a conscious, human, and sustainable construction. It is in this combination of vision and practice that clarity ceases to be discourse and becomes a characteristic perceived in every detail. And that's exactly where the question "What future would you start building today?" gains traction as a working question, open to concrete answers.



CHAPTER 02




Start small with a big purpose.

Central idea: Purpose.

When we observe purpose, we realize that great constructions rarely begin with something grandiose. They begin with a clear decision, repeated with intention. Howard Schultz's public trajectory offers a valuable starting point for thinking about this: businesses can be built on meaning, experience, and attention to people. Instead of treating growth as a simple increase in numbers, this work proposes seeing growth as an expansion of value. Transforming a simple intention into daily direction gains strength when the entrepreneur knows how to explain what they want to create and why it matters. The image of a seed cared for every day translates this principle simply: each part of the path has a function, but the destination remains visible. The first gain is in exchanging haste for direction.

The strength of purpose emerges when there is consistency between what is stated and what is delivered. A brand may talk about care, but the public only perceives care when the behavior supports the message. This logic applies to any business. Transforming a simple intention into daily direction grows when small, repeated actions confirm a pattern. The interesting point is that consistency does not mean rigidity. It means maintaining the essence while adapting to new situations. Therefore, leadership focused on transforming a simple intention into daily direction can create space for experimentation, as long as the experiment respects the core value that guides the business. Consistency, in this sense, does not diminish creativity; it provides a safe ground for creativity to flourish.

In practice, purpose can be worked on as a cycle. First, observe reality without rushing. Then, identify what generates value and what creates friction. Next, choose an improvement small enough to be tested and important enough to be noticed. Finally, record the learning and transform what worked into a habit. This method directly relates to transforming a simple intention into daily direction. By reducing the distance between idea and experimentation, the manager avoids the trap of waiting for the perfect scenario. A better experience usually arises from dozens of seemingly modest adjustments. When each adjustment is made consistently, the whole begins to produce a different perception. The business starts to seem simpler, more reliable, and more alive.

The human aspect of purpose deserves special attention because no strategy happens in isolation. There is always someone planning, someone executing, someone serving, someone buying, and someone recommending. The connection between these people produces the final experience. Leadership oriented towards transforming a simple intention into daily direction avoids treating individuals as interchangeable parts and begins to see talents as a source of solutions. This does not mean abandoning standards; it means providing sufficient context so that standards can be adapted sensibly. When autonomy grows along with clarity, work tends to gain speed and quality. The culture then becomes a living system of coherent decisions.

Strong brands also know how to transform concepts into signals. Purpose can appear in the environment, in the vocabulary, in the pace of service, in the way a product is presented, and even in the way an unexpected detail is resolved. Each point of contact communicates a story. When everything points towards transforming a simple intention into daily direction, the public begins to recognize a pattern even before knowing all the reasons behind it. It is at this moment that identity ceases to be just appearance. It becomes a recognizable experience. For businesses linked to entrepreneurship, this consistency has value because it facilitates memory and strengthens relationships. The brand begins to occupy not only a space in the market, but a space in people's memories.

A coherent strategy for purpose begins with a few well-understood priorities. Many simultaneous initiatives consume energy and reduce the capacity to learn. Therefore, it's worthwhile to choose a front linked to transforming a simple intention into daily direction, establishing a clear horizon, and deciding which signals will confirm progress. Then, the team can expand what works and adjust what needs refinement. This movement protects the business from unnecessary complexity. At the same time, it preserves openness to innovation. When the method is simple, more people can participate in it. The result is an organization that learns while executing, instead of artificially separating planning and practice.

In practice, purpose can be worked on as a cycle. First, observe reality without rushing. Then, identify what generates value and what creates friction. Next, choose an improvement small enough to be tested and important enough to be noticed. Finally, record the learning and transform what worked into a habit. This method directly relates to transforming a simple intention into daily direction. By reducing the distance between idea and experimentation, the manager avoids the trap of waiting for the perfect scenario. A better experience usually arises from dozens of seemingly modest adjustments. When each adjustment is made consistently, the whole begins to produce a different perception. The business starts to seem simpler, more reliable, and more alive.

At the end of this chapter, there's an invitation to apply the concept. Choose a real-life situation related to purpose and observe it for a few days. Record what people do, what they ask, where they show enthusiasm, and where they seek help. Then, choose just one change that can be made with current resources. Test it, tell the story of the learning process, and share what you discovered. Transforming a simple intention into daily action works best when it moves from theory to practice. The beauty of this path lies precisely in its simplicity: see, act, learn, and improve. Each turn in this cycle increases the maturity of the business and the ability to serve better.

Thinking about purpose through this lens broadens the concept of success. Success comes to mean building something that people value, that the team understands, and that can evolve over time. The contribution attributed to Howard Schultz's business philosophy can be read as a study on this integration: product, experience, culture, and purpose can work in the same direction. It's not necessary to copy formats. The gain lies in learning to reason. Instead of asking only what to sell, ask what relationship you want to build. Instead of asking only how to grow, ask what quality you want to preserve. This shift in questioning opens space for more conscious and lasting decisions.

Finally, there is an integrative vision of purpose: no part of the business functions in isolation. Transforming a simple intention into daily direction influences experience; experience influences perception; perception influences trust; and trust influences the continuity of the relationship. This chain shows why seemingly small decisions can have a broad reach. By connecting people, processes, language, and purpose, the entrepreneur creates a system in which each improvement reinforces another. The work before us does not propose imitation, but rather learning. Studying a business trajectory serves to develop repertoire, ask better questions, and recognize principles that can be adapted to different realities. Therefore, the most valuable exercise is to transform reflection into action: choose a point, test an improvement, listen to the people involved, and record the learning. The result does not need to be immediate to be significant. Consistency creates a compounding of quality, trust, and capability. When each step is aligned with a clear purpose, growth ceases to be just a goal and becomes a conscious, human, and sustainable construction. It is in this combination of vision and practice that consistency ceases to be discourse and becomes a characteristic perceived in every detail. And that's precisely where the question "What small action can represent a great intention?" gains strength as a working question, open to concrete answers.



CHAPTER 03




The value of experiences

Central idea: Customer experience.

Talking about customer experience is about choosing a perspective. Some see only tasks, products, and goals; others see people, contexts, and interconnected possibilities. By studying ideas associated with Howard Schultz's work, we find an invitation to adopt the second perspective. Understanding what a person feels during an interaction doesn't need to be a pretty phrase; it needs to be reflected in decisions. The image of a welcoming space between home and work helps visualize this approach because it shows movement and permanence simultaneously. A healthy company can change its format without losing its central intention. When the direction is clear, each daily action finds a place within a larger story.

A useful principle for customer experience is to start with meaning before the tool. Tools change, channels change, habits change, but people continue to seek clarity, convenience, respect, and belonging. Therefore, understanding what a person feels during an interaction needs to be translated into observable behaviors. Asking, for example, how a decision improves the experience, how communication reduces friction, or how a process increases autonomy makes the concept practical. In a service-oriented culture, this exercise prevents the strategy from getting bogged down in presentations. The result is simpler: the team understands what to preserve and where to innovate. Thus, understanding what a person feels during an interaction ceases to be an abstract intention and becomes a criterion for choice.

To transform customer experience into reality, it's worthwhile to create operational questions. What does the person need to feel? What needs to happen effortlessly? Which step can be eliminated? Where will a human gesture make a difference? What signs show that the change worked? These questions help to understand what a person feels during an everyday interaction. Instead of looking for a universal formula, the team develops observational skills. The advantage is enormous: the same principle can work across different channels, sizes, and markets because the method is based on understanding people and context. Understanding what a person feels during an interaction then becomes a repeatable practice. With each cycle, the company learns a little more and transforms learning into capability.

No consistent experience exists without people prepared to sustain it. Therefore, talking about customer experience also means talking about trust, training, and autonomy. A team needs to understand not only what to do, but also what to observe when the situation changes. When leaders clearly communicate their understanding of what a person feels during an interaction, professionals can make aligned decisions even outside of scripts. This generates an important effect: the customer perceives spontaneity instead of rigidity. At the same time, those who work find more meaning in their own role. The environment becomes more conducive to ideas, learning, and collaboration. This is how a welcoming space between home and work ceases to be a metaphor and becomes a culture: people are given space to participate in its construction.

There's a difference between being known and being remembered meaningfully. Customer experience operates precisely in this second dimension. An organization may have a wide reach, but the bond deepens when the experience conveys something coherent. Understanding what a person feels during an interaction helps create this bond because it gives people an emotional reason to return, share, or recommend. The message doesn't need to be exaggerated; often, the simpler, the stronger. A gesture of care, a choice of language, or a detail of convenience can represent the entire positioning. The strategic work lies in deciding which signals deserve repetition. Then, discipline makes them reappear until they become natural.

At the strategic level, customer experience requires a combination of vision and method. Vision answers where we want to go; method answers how we will measure, learn, and improve as we move forward. Understanding what a person feels during an interaction gains depth when the leader creates behavioral indicators, not just outcome indicators. It's possible to observe service time, recurrence, team participation, perceived quality, and process clarity. The goal is not to transform people into numbers, but to use information to free up attention for what really matters. In a service context, small signs can anticipate great opportunities. Strategy becomes a tool for better vision, not a barrier to experimentation.

To transform customer experience into reality, it's worthwhile to create operational questions. What does the person need to feel? What needs to happen effortlessly? Which step can be eliminated? Where will a human gesture make a difference? What signs show that the change worked? These questions help to understand what a person feels during an everyday interaction. Instead of looking for a universal formula, the team develops observational skills. The advantage is enormous: the same principle can work across different channels, sizes, and markets because the method is based on understanding people and context. Understanding what a person feels during an interaction then becomes a repeatable practice. With each cycle, the company learns a little more and transforms learning into capability.

The great lesson of customer experience can be summarized in one question: How does your presence make someone feel? The answer doesn't need to be perfect to be useful. The value lies in starting a conversation with yourself, with your team, and with the people who receive your work. From there, a good idea can become a test, the test can become routine, and the routine can become culture. This sequence shows why consistent growth doesn't depend solely on big moments. It's composed of small decisions made with direction. When presence guides these decisions, the business gains a characteristic that's difficult to copy: authenticity. And authenticity is born when daily practice manages to express a true intention.

Customer experience also reveals that great results can arise from very simple principles. Attention, clarity, consistency, respect, and curiosity are resources available to any entrepreneur. The difference lies in the intensity with which each principle is practiced. In a service-oriented organization, this creates a special advantage: people can perceive when the strategy is truly present in daily life. The customer feels when there is care; the team perceives when there is trust; partners recognize when there is coherence. Thus, a long-term vision does not remain distant. It begins to appear in the encounter between each detail and each person. In practical terms, the best measure is to observe what changes in people's behavior after the idea is put into action.

Finally, there is an integrative vision of customer experience: no part of the business functions in isolation. Understanding what a person feels during an interaction influences the experience; the experience influences perception; perception influences trust; and trust influences the continuity of the relationship. This chain shows why seemingly small decisions can have a broad reach. By connecting people, processes, language, and purpose, the entrepreneur creates a system in which each improvement reinforces another. The work before us does not propose imitation, but rather learning. Studying a business trajectory serves to develop repertoire, ask better questions, and recognize principles that can be adapted to different realities. Therefore, the most valuable exercise is to transform reflection into action: choose a point, test an improvement, listen to the people involved, and record the learning. The result does not need to be immediate to be significant. Consistency creates a compounding of quality, trust, and capability. When each step is aligned with a clear purpose, growth ceases to be just a goal and becomes a conscious, human, and sustainable construction. It is in this combination of vision and practice that presence ceases to be discourse and becomes a characteristic perceived in every detail. And that's precisely where the question "What does your presence make someone feel?" gains traction as a working question, open to concrete answers.



CHAPTER 04




The power of a brand with meaning.

Central idea: Brand identity.

When we observe brand identity, we realize that great constructions rarely begin with something grandiose. They begin with a clear decision, repeated with intention. Howard Schultz's public trajectory offers a valuable starting point for thinking about this: businesses can be built on meaning, experience, and attention to people. Instead of treating growth as a simple increase in numbers, this work proposes seeing growth as an expansion of value. Building recognition through coherent values gains strength when the entrepreneur knows how to explain what they want to create and why it matters. The image of an invisible signature perceived in every detail translates this principle simply: each part of the journey has a function, but the destination remains visible. The first gain is in exchanging haste for direction.

A brand's strong identity emerges when there is consistency between what is stated and what is delivered. A brand may talk about care, but the public only perceives care when the behavior supports the message. This logic applies to any business. Building recognition through consistent values grows when small, repeated actions confirm a pattern. The interesting point is that consistency does not mean rigidity. It means maintaining the essence while adapting to new situations. Therefore, leadership focused on building recognition through consistent values can create space for experimentation, as long as the experiment respects the core value that guides the business. Consistency, in this sense, does not diminish creativity; it provides a safe ground for creativity to flourish.

In practice, brand identity can be worked on as a cycle. First, observe reality without rushing. Then, identify what generates value and what creates friction. Next, choose an improvement small enough to be tested and important enough to be noticed. Finally, record the learning and turn what worked into a habit. This method directly relates to building recognition through coherent values. By reducing the distance between idea and experimentation, the manager avoids the trap of waiting for the perfect scenario. A better experience usually arises from dozens of seemingly modest adjustments. When each adjustment is made coherently, the whole begins to produce a different perception. The business starts to seem simpler, more reliable, and more alive.

The human aspect of brand identity deserves special attention because no strategy happens in isolation. There is always someone planning, someone executing, someone serving, someone buying, and someone recommending. The connection between these people produces the final experience. Leadership oriented towards building recognition through coherent values avoids treating individuals as interchangeable parts and begins to see talent as a source of solutions. This doesn't mean abandoning standards; it means providing sufficient context so that standards can be adapted sensibly. When autonomy grows along with clarity, work tends to gain speed and quality. The culture then becomes a living system of coherent decisions.

Strong brands also know how to transform concepts into signals. Brand identity can appear in the environment, in the vocabulary, in the pace of service, in the way a product is presented, and even in the way an unexpected detail is resolved. Each point of contact communicates a story. When everything points towards building recognition through coherent values, the public begins to recognize a pattern even before knowing all the reasons behind it. It is at this moment that identity ceases to be just appearance. It becomes a recognizable experience. For businesses linked to the brand, this consistency has value because it facilitates memory and strengthens relationships. The brand begins to occupy not only a space in the market, but a space in people's memories.

A coherent brand identity strategy begins with a few well-understood priorities. Many simultaneous initiatives consume energy and reduce the capacity for learning. Therefore, it's worthwhile to choose a front linked to building recognition through coherent values, establishing a clear horizon, and deciding which signals will confirm progress. Then, the team can expand what works and adjust what needs refinement. This movement protects the business from unnecessary complexity while preserving openness to innovation. When the method is simple, more people can participate. The result is an organization that learns while executing, instead of artificially separating planning and practice.

In practice, brand identity can be approached as a cycle. First, observe reality without rushing. Then, identify what generates value and what creates friction. Next, choose an improvement small enough to be tested and important enough to be noticed. Finally, record the learning and turn what worked into a habit. This method directly relates to building recognition through coherent values. By reducing the distance between idea and experimentation, the manager avoids the trap of waiting for the perfect scenario. A better experience often arises from dozens of seemingly modest adjustments. When each adjustment is made coherently, the whole begins to produce a different perception. The business starts to seem simpler, more reliable, and more alive.

At the end of this chapter, there's an invitation to apply the concept. Choose a real-life situation related to brand identity and observe it for a few days. Record what people do, what they ask, where they show enthusiasm, and where they seek help. Then, choose just one change that can be made with current resources. Test it, tell the story of the learning process, and share what you discovered. Building recognition through consistent values works best when it moves from theory to practice. The beauty of this path lies precisely in its simplicity: see, act, learn, and improve. Each turn in this cycle increases the maturity of the business and its ability to better serve its customers.

Thinking about brand identity through this lens broadens the concept of success. Success comes to mean building something that people value, that the team understands, and that can evolve over time. The contribution attributed to Howard Schultz's business philosophy can be read as a study on this integration: product, experience, culture, and purpose can work in the same direction. It's not necessary to copy formats. The gain lies in learning to reason. Instead of asking only what to sell, ask what relationship you want to build. Instead of asking only how to grow, ask what quality you want to preserve. This shift in questioning opens space for more conscious and lasting decisions.

Finally, there is an integrative vision of brand identity: no part of the business functions in isolation. Building recognition through coherent values influences experience; experience influences perception; perception influences trust; and trust influences the continuity of the relationship. This chain shows why seemingly small decisions can have a broad reach. By connecting people, processes, language, and purpose, the entrepreneur creates a system in which each improvement reinforces another. The work before us does not propose imitation, but rather learning. Studying a business trajectory serves to develop repertoire, ask better questions, and recognize principles that can be adapted to different realities. Therefore, the most valuable exercise is to transform reflection into action: choose a point, test an improvement, listen to the people involved, and record the learning. The result does not need to be immediate to be significant. Consistency creates a compounding of quality, trust, and capability. When each step is aligned with a clear purpose, growth ceases to be just a goal and becomes a conscious, human, and sustainable construction. It is in this combination of vision and practice that coherence ceases to be discourse and becomes a characteristic perceived in every detail. And that's exactly where the question "What meaning do you want people to associate with your work?" gains strength as a work question, open to concrete answers.



CHAPTER 05




Lead by example

Central idea: Leadership by example.

To speak of leading by example is to speak of a choice of perspective. Some see only tasks, products, and goals; others see people, contexts, and interconnected possibilities. By studying ideas associated with Howard Schultz's work, we find an invitation to adopt the second perspective. Demonstrating in practice the values one wishes to multiply doesn't need to be a pretty phrase; it needs to appear in decisions. The image of a compass being used before being shown helps visualize this posture because it shows movement and permanence at the same time. A healthy company can change its format without losing its central intention. When the direction is clear, each daily action finds a place within a larger story.

A useful principle for leading by example is to start with the meaning before the tool. Tools change, channels change, habits change, but people continue to seek clarity, convenience, respect, and belonging. Therefore, demonstrating in practice the values you want to multiply needs to be translated into observable behaviors. Asking, for example, how a decision improves the experience, how communication reduces friction, or how a process increases autonomy makes the concept practical. In a leadership-oriented culture, this exercise prevents the strategy from becoming bogged down in presentations. The result is simpler: the team understands what it should preserve and where it can innovate. Thus, demonstrating in practice the values you want to multiply ceases to be an abstract intention and begins to function as a selection criterion.
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