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      Roger Mavity founded his own advertising agency, Mavity Gilmore Jaume, in 1981 and went on to win the advertising for Honda, Minolta, Burberry, Nestlé, Hotpoint and more. He sold the business to a French group and left in 1991.

      He then joined Granada Group, first as Chief Executive of the Leisure Division and then as Chief Executive of the Technology Division. At Granada he masterminded the company’s successful pitch to the city to buy Forte Group – still the biggest hostile takeover bid in British commercial history, as well as perhaps the most bitter. He then became Chairman of Citigate, one of the UK’s most respected financial PR companies, before becoming Chief Executive of the Conran Group in 2006.

      He was Chief Executive of Conran for seven years, leaving in 2013 to concentrate on writing and photography. As an art photographer, his work has been exhibited in London, Paris, Brussels, Ghent and Amsterdam. He is also a trustee of The Photographers’ Gallery.

      This is his second book. His first, Life’s a Pitch, was co-authored with Stephen Bayley, and went on to become an international bestseller.
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              Anti-dedication
            

          

        

      

      It’s traditional for authors to dedicate a book to someone they admire, someone who has inspired them. My last book, which I wrote with Stephen Bayley, was dedicated to Machiavelli, whose splendid ruthlessness certainly inspired us.

      But this time, in the spirit of rebellion, I’d like to ‘anti-dedicate’ my book: to identify someone I abhor, someone who represents the antithesis of what I believe. So I am anti-dedicating this book to James McKinsey, the father of modern management consultancy, and the man who did more than anyone to propagate the notion that business success depends on arid numerical analysis rather than drive, vision, passion and ideas.

    

  
    
      
        
          

        

      

      
        The Rule Breaker’s Book of Business describes how to achieve business success by ignoring conventional wisdom, instead of being trapped by it. It extols the virtues of passion rather than process, of the lateral rather than the logical. At its heart lies the simple credo that you won’t get a different result if you aren’t brave enough to follow a different direction.

      

    

  
    
      
        
          
            
              
              Foreword by Stephen Bayley
            

          

        

      

      I am not saying that Roger Mavity is the new Machiavelli. There is still mileage in the old one and, besides, Roger has a more developed sense of humour. What I am saying is that Rog (as his friends know him) has spent a lifetime alternately in the service of tyrants or disciplining willful creative types, arguing with supine advisers, haggling with banks, pitching to clients, supporting tearful staff, jollying-up consultancies, head-banging journalists and, generally, keeping whatever vessel he happens to be aboard at the time afloat and on the right course to a cheerful destination. ‘Si guarda al fine’, as Machiavelli once said: ‘Always have the desired result in sight’. The culmination of all this experience – some clement, some tempestuous, all of it interesting – is this clever book in front of you.

      Unlike Machiavelli himself, Rog has never, at least so far as I know, been exiled – although some may have wished it. But his huge catalogue of experience in and out of ad agencies, at the front of takeover battles, in design and PR consultancies during the most clamorous period in London’s epic business history, has afforded him as many insights into the variety of human natures as Machiavelli won at the Medici court. Rog is not often surprised by sudden events. He has started businesses, bought businesses, sold businesses and folded them. He has usually been promoted. He has sometimes been sacked. He always comes back. He is never lost for words. Those close to him have never heard him say ‘I don’t know’. He has possibly not seen it all, but he has seen a great deal of it. He has earned what the French call le droit du donner les lecons – the right to teach.

      But in writing this book Rog is not offering an orthodox account of how to survive and prosper in business. Instead, it is an unorthodox one. Of course, Machiavelli knew the importance of disturbing the status quo. And I am certain Rog was inspired by Machiavelli’s belief that ‘obstacle and opportunity are the same thing’. But this is taken further here. Rog knows and teaches that it is important to tolerate mistakes. A mistake is not a misfortune: it’s a happy discovery of how not to do something. As Churchill said, the route to success is largely comprised of the ability to go from one failure to the next with no loss of enthusiasm. Or, as Junior Walker and The All Stars sang: ‘Keep on keeping on’. What this book tells us is, be certain to know the result you are after, but understand and enjoy (and, dear reader, manipulate) the process on the way.

      But you should show, not merely tell: this is an instructive, inspiring, humorous and occasionally touching account of one successful businessman’s ups, downs, ins and outs. It’s an overview and a sideswipe, a periscope-depth survey by a fearless navigator in the choppy waters of creative commerce. Or maybe I mean commercial creativity. Only the dullest reader could not learn from it. But it would count for nothing so much if Rog himself had not visited The Other Side. After more down-and-dirty experience as a suit in senior management than few would wish to replicate, Rog decided to become a writer and a photographer. He became the first with absolute professionalism, and he became the second with huge style. He made mistakes, but he bashed on. It was all a success.

      In all of this, there’s an important consistency. It’s rather as the old buffer of an academic once declared: ‘I always say the same thing, but I never repeat myself.’ There’s a clear and certain voice here which I know and like. And I feel a bit wistful writing this as Rog’s first book was a collaboration with me. I wouldn’t say we were Lennon and McCartney, still less Jobs and Ive. Maybe more Gilbert and George, or Morecambe and Wise. He asked me to collaborate on this one, but I had to refuse since I know nothing about business. But over the years I have learnt a huge amount from Rog and recognise what I have learnt in the pages that follow. It’s a fortunate reader who buys this executive summary of an executive’s intellectual adventures. 

      Never mind if there’s an inherent paradox: understand these rules – then you must break them. If you read this book and then start thinking differently, an important point will have been made.

    

  
    
      
        
          
            
              
              Already in trouble, and we haven’t even begun yet… 
            

          

        

      

      The simple aim of this book is to take a lifetime of experiences in business – some good, some bad – and to turn those experiences into a route map through the hostile jungle we call the world of work.

      In that jungle you’ll meet all kinds of people – journalists, lawyers, accountants, shareholders, customers, employees, employers. Some of them will be men, some will be women. If, every time I refer to someone I say ‘he, or she, as the case may be’ it will make for a style which is repetitive and awkward for you to read. It will, come to think about it, also be repetitive and awkward for me to write. So I’m just going to refer to this imaginary person as ‘he’.

      Believe me, that’s not because I’m some mad, reactionary anti-feminist, it’s just because I’d like the book to read like a book you might actually enjoy rather than like a legal document.

      So, I’m already in trouble with committed feminists, and we haven’t even begun yet…

    

  
    
      
        
          
            
              
              Is your work fun? Could it be? Should it be?
            

          

        

      

      At a time of intensifying global economic anxiety, worrying about whether your work is fun may seem a little frivolous. After all, most people with a job are pleased just to have one.

      Yet work occupies a huge share of our waking lives, pays for our food and a roof over our head, and absorbs more than its fair share of our emotional energy.

      Given that, wouldn’t we want work to be a source of joy as well as a source of income?

      
        Above all, don’t we recognise that when we enjoy work we do it better?

      

      When I say that work should be fun, I don’t mean fun in the sense of drinking too much free Prosecco at the office party. I mean fun in a deeper sense: that work should be a source of stimulus, of pride, of the self-belief that comes when we’ve faced up to a task we’re a bit frightened of and pulled it off successfully.

      
        This book is devoted to the simple – but vital – ideal that success at work matters to us, and is much more likely to be achieved if we are happy and confident in what we do.

      

      But this book also believes that fun, and success, at work doesn’t come from slavishly following the rules. On the contrary, it’s only by ignoring the conventional wisdom, by breaking a few rules, by daring to use different means, that we have a chance of achieving different ends.

      Unsurprisingly, conventional wisdom tends to produce conventional results. If we are going to create something remarkable, we need a new kind of mindset: we need to stand outside the usual way of doing things and attack problems with a more original vision. That’s what this book is about.

      To help find that new mindset, we now need to indulge ourselves with a quick moment of ornithology…

    

  
    
      
        
          
            
              
              Left brains, right brains, and the relevance of ornithology to success at work
            

          

        

      

      Neuroscientists believe that the left side of the brain is more concerned with analysis and the right side is more concerned with creativity. Of course, we all need both types of thinking, but getting the right balance between the two is crucial.

      Analysis is preoccupied with what’s there (you can’t analyse something which doesn’t exist) while creativity is more interested in what could be there. As a consequence, left-brain thought is not only analytical, it’s also detail-sensitive. People who analyse want to get into the small print, to understand all the detail. Right-brain thought is much more ‘big picture’: because it’s about possibilities and ideas, it’s more concerned with vision than detail.

      If I wanted to commission a great painting to hang in my home, I’d want a right-brain person to paint it. But if the painting was valuable and the artist lived a long way away, I’d want a left-brain person to work out the safest and most cost-efficient way of getting the painting from the artist’s studio to my house.

      That analogy might suggest that I regard right-brain thought as intrinsically more important than left-brain thought. I’m tempted for a nanosecond to agree with that: certainly the most exciting parts of life are usually driven by right-brain activity. But of course it’s a ridiculous proposition; a moment’s consideration will show that both types of thought are vital.

      A good demonstration of the interdependence of right- and left-brain thought comes from ornithology. (That the study of birds is helpful in this may sound bizarre, but stick with me for a moment.)

      Humans use both their eyes in much the same way. The advantage of having two eyes is that you get a sense of perspective, so you can judge distance better. And you have a spare if one gets damaged. But there are birds that use their left and right eyes quite differently. Here’s why.

      Most of the time a bird has just two preoccupations: finding food for itself is one; the other is not being food for someone else – in other words, avoiding predators. A bird wants to eat, and it wants to avoid being eaten.

      In many bird species, the left eye is attuned specifically to find food. This makes it good at spotting small morsels at long range. In photographic terms, it works like a telephoto lens, with a narrow range of vision but a high degree of magnification. But the right eye works utterly differently. Its job is to spot predators before it gets spotted. So the right eye is good at looking anywhere and everywhere for a bigger bird that may be thinking ‘Lunch!’ In photographic terms, it works like a wide-angle lens, with a very wide field of view, but not much magnification.

      If survival hinges on getting lunch before you become lunch for someone else, this division of labour between the left eye and the right eye is a brilliant concept. But you don’t have to be an expert ornithologist to grasp that each eye has to do its job. One on its own is useless. And this has more to do with life in the office than you might imagine. 

      
        Left-brain activity, with its narrow look and ability to magnify detail, is essential in work, as well as in the rainforest. But so is right-brain activity, with its breadth of vision and ability to spot the unexpected.

      

      Yet we live in a world of work where left-brain virtues are greatly overvalued and right-brain virtues are equally undervalued. In almost every large business, the Finance Director (a left-brain job) is effectively the Number Two to the Chief Executive. But hardly any corporations even have a Design Director or a Creative Director, and the most senior right-brain person might be a head of marketing. While that’s an important role, in most companies it’s certainly not that near the top of the power hierarchy.

      This isn’t an attack on Finance Directors, accountants and other eminent left-brain people. Their ability to focus on narrow detail (like the bird’s left eye) is crucial. But (like the bird’s left eye again) they’re not much good on their own: precision must be paired with vision.

      It’s revealing that when a public company shows its annual results to the City, to financial analysts and shareholders, the Finance Director is always there in support of the Chief Executive. His job is to explain what has happened. But there’s never anyone to support the Chief Executive in describing what will happen. It’s OK to rationalise the past, but taboo to create the future.

      And yet the track record of left-brain thinkers isn’t that impressive. The collapse of Enron was one of the most spectacular falls from grace in the history of capitalism. But with the collapse of Enron went the collapse of their accountants, Arthur Andersen. Andersen’s had been one of the world’s top accountancy practices. Within a few months they had sunk without trace. How could the best and brightest of the world’s left-brain thinkers have allowed themselves not to notice the massive fraud which undermined Enron, and indeed undermined themselves?

      More recently, when Lehmans bank famously collapsed, and many other big banks had to be merged or saved by the state, what we saw was the result of too much left-brain thinking and not enough right-brain thinking. The banks which collapsed had all done their sums sensibly enough: they just never thought themselves to be vulnerable to a crisis of confidence. It was not a failure of accountancy; it was a failure of imagination. Their forecasts for the future were based, in a typically left-brain way, on an assumption that tomorrow was going to be a continuation of yesterday. They lacked the right-brain ability to think laterally, to understand that things can change suddenly. If there’d been a few less people with spreadsheets, and a few more saying ‘What if…?’, the banking collapse might not have happened.

      Alongside these left-brain catastrophes, we’ve had some right-brain triumphs. The extraordinary success of Apple, and the amazing way the iPhone, the iPad and the MacBook have invaded and changed our lives, must be one of the most significant cultural and social transformations in modern times. Most of that transformation is due to the remarkable vision of Steve Jobs, a right-brain thinker if ever there was one.

      It makes me grumpy that in business life, left-brain attitudes predominate even though it’s right-brain activity that generates most of the wealth. 

      
        This book is devoted to the belief that cold-blooded analysis is due for a kick in the backside, and it’s high time to put passion, vision and creativity back where they belong: centre stage.

      

    

  
    
      
        
          
            
              
              The office jungle – and how to hack your way through it
            

          

        

      

      Office life often seems to offer an impenetrable jungle of problems. How many times do you go into work thinking about all those things you’ve got to do, and how little time there is to do them?

      But the truth is that finding success at work is very simple: it depends much less on brilliant insights and much more on common sense than you might think. (Though I sometimes wonder why it’s called ‘common sense’ since a good dose of basic sense is much rarer than it should be. ‘Uncommon sense’ would be a better term.)

      The starting point to solving any problem is to stop worrying about it, and then to strip away all the surrounding fluff and concentrate on the basic essentials. The simpler your view of a challenge, the easier it is to get to grips with it.

      Let’s apply this thinking to life in the office jungle. It’s a world which appears to be complex – but in truth there are really only three things you have to think about. What are those three things? They are:

      How you deal with money

      How you deal with people

      How you deal with yourself

      The first of these is unsurprising; how you make the money go round is obviously at the heart of any business. Accountants like to make the management of finance appear to be an arcane science which only they can understand. That’s because it suits them to behave like business witch doctors with magical powers us ordinary mortals don’t have. That’s nonsense, as we will discover. I was a complete chump at maths at school, but I went on to run a company which made £180 million profit once I realised that all you need is a bit of confidence and a bit of clarity.

      The true simplicity of understanding finance is brilliantly summarised by Mr Micawber – one of the great characters from Charles Dickens’ David Copperfield – who famously declared:

      
        ‘Annual income twenty pounds, annual expenditure nineteen nineteen and six, result happiness. Annual income twenty pounds, annual expenditure twenty pounds ought and six, result misery.’

      

      No wonder Dickens had such a clear and simple grasp of how money works – his own father was imprisoned when he couldn’t pay his debts.

      So we’ll push behind the accountant’s curtain to see with Micawberesque straightforwardness how to deal with money.

      The second big thing to consider in the office is how to deal with people. Management and leadership are, at heart, just the skill of dealing with people. In truth, manipulating people is a far greater business talent than manipulating money. (Which is, incidentally, why Finance Directors usually make a great hash of things when they get promoted to Chief Executive.)

      There’s an endless array of different people you have to deal with: the staff that work for you, the boss that you work for, the bright talent you want to hire, the shareholders who own the company, the
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