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You need dreams to live. It’s as essential as a road to walk on and as bread to eat. I would have felt myself dying if this dream would have been taken away from me by reason.
PHILIPPE PETIT
Reflecting on his high-wire walk between the World Trade Center towers on August 7, 1974




Foreword by Martha Stewart

PETER ARNELL IS ALL ABOUT A LOT OF THINGS. He creates. He thinks. He learns. He teaches. He invents. And he reinvents.

Few of us do as much in a lifetime as Peter can do in a decade. Give him two decades, or three, and the productivity—the changes wrought, the new things envisioned, the fresh ideas devised, the unthinkable accomplishments—is mind-boggling.

The original and authentic work that Peter and his companies have so beautifully created—the branding, the products, the reimaging, the experiences, the environments—is legendary in fashion, electronics, automotive, and consumer marketing and manufacturing. And now Peter has added a new dimension to his work: the personal shifting of the man—himself.

Always an avid student, an inveterate researcher, and a passionate collector, Peter focuses his attention in this book on what one can do oneself that will change forever one’s personal “landscape,” in order to live a better, more fulfilling, more interesting, and more balanced existence. Famous for the “extreme,” Peter has written how he has turned that penchant for the extreme into a positive and new direction for a different kind of life, while never sacrificing his quest for being the best.

If it meant learning how to “invent” a dietary regimen based on consuming an extreme number of oranges and quantities of raw fish and vegetables in order to shed more than 256 pounds, then Peter learned.

If it meant defying all the odds by “inventing” the Peapod, a new type of car that would use far less fuel and leave a much smaller “carbon footprint,” or HomeHero, an eco-friendly fire extinguisher, then Peter defied them.

If it meant adapting to a new lifestyle and living it every day in order to cope with weight loss, a much leaner body, and a new wardrobe of beautiful clothing, then Peter adapted.

Shift is about Peter’s business acumen. It’s about extreme thinking with practical applications. It’s about taking what is there and mixing it all up and emerging with something so much better, so much more modern, so much more useful and sensible, that one cannot imagine that anything different was ever there in the first place.

Shift is an idea that everyone can use. It’s about moving forward, not looking backward, and changing for the better and forever.

    Good luck with your own Shift!

    Martha Stewart


Part One
Branding Ourselves


Introduction

Italy, August 2009

A room service waiter walked into my room. He brought me a big bowl of navel oranges, as I requested. A few hours later, he came back with another bowl of oranges, which I had also requested. He asked why I ate so many oranges, so I told him how I lost 256 pounds and changed things about myself as a person that were making me unhappy. Every day he brought me my bowl of oranges, on multiple occasions. Then, one day, he told me that he had started eating oranges himself. He was already thin and didn’t look like he needed to lose weight, so I asked him why he started eating oranges. He said, “Everyone can use some change for the better in life. So since oranges work for you and make you happy, I thought I would try them, too.” By the time my stay at that hotel was over, the waiter said he was feeling “buonissimo.”


CHAPTER I

Start Your Own Orange Revolution

IT ALL STARTED with oranges. Many oranges.

If I were to reach out right now to shake your hand, you would probably be surprised to see the color of my hands. People always stare at the deep orange glow my hands give off. It’s a loud, warm orange, not a color that anyone expects to see on someone’s hands. But since I look fit and trim and healthy, people usually just wonder, ask nicely, or shrug it off. Fact is, my hands are orange-colored because for years I have been peeling and eating as many as fifty oranges a day.

I can’t pinpoint the moment I went orange and set about transforming myself and changing my life. As much as I talk about oranges as if they were part of a careful plan, the truth is that I started eating a lot of oranges mostly because I liked the way they tasted, they were available anywhere in the world, and I liked the way peeling and eating an orange kept me focused. The oranges became a ritual as much as a healthy snack. They became almost a touchstone for change. I knew I was 100 percent serious about transforming myself, and eating many, many oranges, from all over the world—in season, out of season, organic, or conventional—helped me keep on track.

Wherever I go, I strike up conversations about all the oranges I carry around with me; I also get some of the most curious looks. In a business meeting, walking around, traveling, driving in the car, or watching TV, I always have oranges with me. I carry them in a small wicker basket or paper bag, which never fails to elicit the question “What’s in there?” They get everyone talking and are a great way to open up a conversation. Oranges have become my symbol for change. Now, when people I know visit me, they bring me oranges. For my birthday, holidays, thank-yous, greetings, and all other kinds of reasons, friends send me bags and boxes of oranges. On the road in various far-off cities, while other travelers find themselves welcomed in their hotel rooms with bottles of wine or champagne or baskets full of crackers and chocolate-covered strawberries, I am welcomed by a big beautiful bowl of oranges.

When I plan my travel to cities where I need to go, I think about the great places I have discovered where I can load up on the best oranges—Whole Foods in L.A., Sembikiya in Tokyo, Fauchon in Paris, Peck in Milan, Harrods Food Court in London, and Chelsea Market in New York. On long international flights, I bring as many as fifty oranges. Usually I can’t eat all of them, so at the end, I offer some to the flight attendants, who seem to love them. When I show up to see my friend Frank Gehry, the architect, at his office in L.A., his staff announces me as “Orange Man.”

I’m constantly peeling oranges. But truth be told, the oranges peeled me as well. That’s what they’ve done for a long time. They peeled away layers within me. They convinced me that I could change. That I didn’t have to remain the way I was—a 400-plus-pound man in what should have been a 150-pound body. Of course, I’m not forgetting the physicality of the oranges—the vitamins they contain, their sweetness, and their acidity. But they are far more than food to me. Oranges have become a talisman, a touchstone. They delivered me from my previous life, from the hope and disappointment that accompanied my earlier efforts to lose weight. They helped to give me back my 150-pound body.

As a result, I’ve never gotten tired of the taste of oranges. To me, orange is the flavor of freedom. It is the taste of being on the right track. Oranges are a tangible manifestation of the power of change, of my ability to overturn my old habits, and of my approach to life. I needed that tangible, physical manifestation of change. And so, I would argue, does anyone who wants to effect profound change in his or her life.

But this is not a diet book.

This is a book about human transformation. It is based on business strategies and tactics that mainstream brands apply to stay relevant with consumers. It takes those strategies, puts them in a personal context, and shows you how to brand yourself to be the best you can be. It shows how you can achieve Shift—a slight move in your attitude, in your thinking, in your behavior, or your life.

As cosmetic surgery can reshape your physical features, the idea of Shift can reshape and enhance your image and identity and beliefs to help you brand yourself a better person. It can help you manage and take control of how you are perceived by the world around you. Consumer brands do this everyday through their advertising, Web sites, products, and packaging, and through the people, places, and events they associate with. You can achieve your own results by learning to apply brand-building strategies and tactics to yourself—to your actions, habits, behaviors, associations, and style—to achieve the personal betterment and change you desire.

I am talking here not about just any kind of change, but about change that can make a lasting difference in your career and in your life. Think of shifting from one gear, from one way of being, to another. You can’t flip-flop from program to program, from one resolution to another. True change springs from an idea whose time has come. It is powered by dissatisfaction with the way things are.

In other words, Shift is a change that lets you see yourself in a new light. Applying Shift to your life and career requires knowing what to keep, what to shed, and what to completely transform. Shift occurs when you assign ideas and values new priority. It will affect how you see others, and how others see you.

I’ve eaten oranges ever since my boyhood in Brooklyn. But when I decided to Shift my life once and for all, I started eating a lot more oranges. I started looking to oranges to transform my life. Do you want to transform your life? Be more successful? Make more money? Lose weight? Change your career or purpose? Then look for your own “oranges.” Find something you can touch, something you can feel. Something you can stare at for a thoughtful moment when you need to reconnect with your sense of purpose and your sense of mission—with your sense of wanting to Shift.

The “orange” can be anything you want it to be. For my daughter, it was a new tattoo—a symbol of spiritual power to her. Looking at it centers her. My sister-in-law had a tough fight against breast cancer. The orange in her life was a piece of quartz dangling from a bracelet she wears every day. Sometimes even without thinking about it, she reaches down and touches the familiar rough quartz against her fingertips. And that touching—that physical contact—has a calming effect. It’s all about finding what works for you. It’s all about having a vision of Shift and sticking with that vision. That is what I did when I finally decided to change my life—the way I’ve changed scores of brands and products and companies in my professional career—and lose hundreds of pounds and give myself a completely different look.


CHAPTER 2

Why Not?

THINK …

You have a plane trip in the morning: traveling for business from New York to Los Angeles. You work late to get everything ready. Your presentation is perfect. The potential of your trip is astounding. You can taste success. You pick up some Chinese take-out food and head home to pack. You eat from the health menu—steamed vegetables and chicken right from the container, with chopsticks. You have a cup of oolong tea, and at the end of your meal, feeling good, you open the fortune cookie. “Tomorrow is not a good day to travel,” warns the fortune. Do you go on your trip anyway? Would you fly or would you cancel? If you got on the plane regardless of the prediction, would you be worried? Would you do something to counteract fate—say a prayer or wear a good luck charm?

If you cancel your trip because of the fortune cookie, it is fair to say that you believe that the future can be predicted and, in fact, already exists. If you disregard the fortune cookie’s importance, it is fair to say that you believe that the future is what you make it, that you are responsible for your future.

Today, I am the person who would eat the cookie, throw the fortune away, get on the plane, and do the job. And that was not always true of me. Today, I am the person who does not look for excuses or make them. I am not a victim of myself anymore. I also am not a doctor, a therapist, a preacher, or a self-help guru. I am a guy who did something that worked, and worked so well that I knew it would be irresponsible of me not to share how I achieved such success. I lost 256 pounds and gained a new life.

It sometimes scares people to hear someone talk about wanting more out of life. They hear a challenge or a rebuke to the way they’ve been living for years. But they are missing the point. I’m talking about how the present can be the lever to a new future. I’m talking about the power of change. Anyone who does what I do for a living comes away with a healthy respect for the potential of even a single minute—a minute spent watching a good TV commercial. Most people my age remember the first time they saw the classic Apple ad in 1984 that features a woman with a sledgehammer being chased by marching minions. Was that message, that impression, that indelible memory “only advertising”? Or how about basketball legend Charles Barkley declaring, “I am not a role model.” Was that “only advertising”?

I want to challenge assumptions. And if you are up for that challenge, this book is for you. If you’re willing to be surprised, to be astonished by the power of change, then stay with this thought: It’s not your fault, whatever it is you think you’ve done or not done. You don’t have to blame yourself. In fact, I insist that you don’t—self-blame serves no purpose, believe me (I failed with my own diet many times before finding success). And once you accept that you don’t have to blame yourself, you can open yourself up to something thrillingly new—or maybe to something old that you have the power to make new again.

Like a lot of people who work very hard and put in a lot of hours at the office, I see my work life as an extension of my private life. I don’t make a neat distinction between them. I believe it’s a terrible mistake to try to separate our professional lives from our own lives. This is not the era of the company man or company woman and no one has to pretend to check his or her personal life at the door and give everything to a corporate culture that demands adherence to business rules that fly in the face of personal values and needs. If you work in a corporate culture that in one way or another implies or tells you that a good “professional” always has a finger ready to lick and hold up to see which way the wind is blowing, at any expense to your personal happiness or fulfillment, it might be time for you to focus some of that energy back on yourself and on what will make you happy. It’s time to integrate and live one life. I used to look a lot different than I do now. I used to be physically imposing—that’s a diplomatic way to say that I was obese. My obesity was what people noticed first when they met me. I’ve always loved food. I used to devour good food the way I devour life, savoring every new sensation (or new thought) that comes to me over the course of the day. I still do that in my life, but not with food anymore. Eventually, my love affair with food made me seriously overweight.

Even as I kept eating and adding pounds, in my heart I wanted to slim down. I tried diets. I tried exercise. I tried meditation. I asked people for help. I asked my dogs for help. Nothing worked. When I weighed more than 400 pounds, I was limited to wearing a loose, billowing shirt and huge baggy trousers, day after day. My clothing sizes were off the charts. My neck was 19.5 inches, my waist size was 68 inches, and my jacket was a 56—then each piece was further let out by tailors to make them even bigger. My outfit never varied. That became my look, my brand. I could sense how prejudiced against me some people were because of my weight. Those people, who didn’t know me, judged the book by its cover and assumed I was lazy or weak. Some felt sad for me. Others saw me as an unfit man who couldn’t buckle his seat belt on a plane without an extender. But many times, they couldn’t see me for myself. My girth didn’t allow them to see beyond the surface.

Malcolm Gladwell, the New Yorker writer, makes a similar point about how people perceive us in his book Blink: The Power of Thinking Without Thinking, when he talks about the “weird power of first impressions.” His motivation for writing the book, he explains, came from a personal event. The son of a black mother and a white father, Gladwell had decided to let his curly hair grow out, simply because he felt like it. Then something happened to him on the streets of New York that he believes would never have happened if his hair had been short.

The acclaimed, best-selling author and intellectual was stopped by three policemen, who said that they were looking for a rapist and Gladwell fit the description. They began to question him. Shown a sketch of the suspected rapist by the police, Gladwell saw that the only thing he had in common with the man was a big head of curly hair. After twenty minutes, the police let him go, but the experience burned on inside of Gladwell. This searing experience highlighted for him the way a first impression can define and stereotype in an instant who you are.

Stereotyping can work for you or against you. It is important to understand this as you work to brand or rebrand who you are and how you are perceived. And although branding yourself is a very personal act, in the end it is intended as a gift you give to others, who will make your brand their own. Once defined and out in the world, your brand will be taken on by others, from friends and family to coworkers and strangers who see you on the street. They will have an opinion about who you are to them.

I was on my way to finding all of this out for myself when I made the decision to remove the barriers to change I had created for myself, when I freed myself to go from more than 400 pounds to around 150. I decided to stop blaming myself for past mistakes and take possession of today so that I could lose the weight. I know now that removing barriers is the first act in setting yourself free. But I discovered that it’s a long act; it can take your whole life, because as you eliminate one set of barriers, you will see others that you’ll want to change. This is the nature of Shift, slight movements as made by the turtle, who knew that slow and steady wins the race.

I’m not comfortable telling you about the days when I weighed 406 pounds—I’d rather not—but it is necessary and part of paying change forward. Only when I decided to tap the power of what I had learned in my creative work about branding—about powerfully defining an idea and an emotional frame of reference—did I have the power to see my life in a new context and create a new set of realities about what was possible and not possible for me. It took me twenty years, constantly struggling with weight gain and weight loss, to finally click in to the idea that I, too, could benefit from some of my own branding and innovation expertise. I don’t believe I was simply slow to apply myself to myself. I think the thought came, as most inspirations do, attached to some higher purpose that was no longer merely my own.

It’s so funny, because we know these things when we are children. As children, enveloped in the golden light of curiosity, we embrace life without question or prejudice. But as adults, we are weighed down by our histories and past narratives. That baggage limits our ability to be open, to be truly and honestly alive, and to see things with the freshness that once came so naturally.

My goal in my work, in my life, and in this book is to get that freshness back. Achieving this is a path that will become a journey for life. Often my job can be explained as simply holding up a mirror to the inner truth of a product’s or a company’s identity. Truth is a difficult thing for us. We build mirrors in our lives that we think are reflections of our souls, but usually they are nothing more than distortions. The real trick is to devise a new mirror, one that can enable us to liberate our inner truth. Such optics can be painful, however—the truth is not always easy. You have to be able to face the truth head-on, without flinching.

Ralph Lauren once said, “I don’t design clothes, I design dreams.” Ralph, metaphorically of course, gives everyone who wears his clothes an Ivy League degree and a blue-blood heritage. When you go into his stores, antiques dominate the setting and look as though they were brought in from an English manor house. Ralph’s vision goes beyond the necktie he began his empire with. Too often business leaders see their vision as something to be protected and doled out a little at a time. Plans are exposed in a series of quarterly meetings, each plan designed to be more exciting than the previous one. Too often business leaders try to solve for the limitations of an organization, instead of using that rusty metal can-opener to pry the old model apart and create an organization based on open-ended possibility—on what could and should be, not on what is. Many organizations talk about being truly integrated and not vertically driven, but more often than not, the environment needed to let this horizontal style flourish is not developed. When people in an organization are empowered to embrace their own vision, and to make contributions that transcend their narrowly defined responsibilities and duties, they tend to soar.

But we haven’t yet learned how to liberate our minds. Most people want to go to the party but feel they don’t have an invitation. They feel that to be invited they have to get on the list. But the list, of course, is really nothing more than preconceptions and false beliefs. You just have to put your name on the list and you are there. My hope is that reading this book will enable you to design your invitation to your own fantasy, your own dreams, your own goals and passions.

After Robert F. Kennedy was assassinated, his brother Ted delivered a powerful and poetic eulogy. He finished with a quotation that both John and Bobby Kennedy had used, adapted from a line in a George Bernard Shaw play: “Some men see things as they are and say ‘Why?’ I dream of things that never were and say ‘Why not?’”

Why not? Believing “why not” is a way of life. If you want to crack open a sense of possibility in your life and work, you’re going to have a lot more luck if you show a willingness—a serious commitment—to “why not.” Don’t limit yourself or allow yourself to get stuck in the boxes others build for you. Don’t compartmentalize your life. If you want to feel a wide-open sense of possibility, you
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