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INFLUENCE
I. The Serenity Trap

1. The Prayer/Mantra

“Lord, help me to have the serenity to accept the things I cannot change, the courage to change the things that I can, and the wisdom to know the difference.”


2. The Need of the Day

Sometimes, though, rather than people who have the “wisdom to know the difference,” we need people who have the wisdom to MAKE a difference. These people recognize that what most of us lack is not the courage to change things but the skill to do so. Instead of pleading for the wisdom to know when to give up, we should be demanding the names and addresses of the influencers who have found solutions to the problems we face every day. We fall into the serenity trap every time we seek solace when we should be seeking a solution.
II. We’re Better at Coping than at Exerting Influence

1. Example: 16th Annual International AIDS Conference

90 percent of the speeches, classes and activities dealt with how to cope with the effects of AIDS. Less than 10 percent of the speeches even speculated on how to change the behavior that drives the disease in the first place. Yet, here we have a disease that would never infect another human being if people simply though and behaved differently.


2. A Metaphor

A steady stream of automobiles is hurtling toward a cliff and then plunging to destruction. A community leader catches sight of the devastating carnage and springs into action. However, instead of rushing to the top of the cliff and finding a way to prevent drivers from speeding toward disaster, the bureaucrat parks a fleet of ambulances at the bottom of the cliff.


3. There is evidence of coping everywhere

What’s the solution to, say, a gambling addiction? Current efforts are aimed a developing an anti-addiction pill. IT department isn’t performing? Outsource it. Spouse giving you fits? Legislate an easy off-ramp to no-fault divorce. Are recently released convicts leaping too quickly back into crime? Don’t free them so soon. Build bigger penitentiaries, and put in a revolving door. Then pray for serenity.

III. Find Vital Behaviors

“It is not enough to do your best; you must know what to do, and THEN do your best.” – W. Edwards Deming

A. Search for Behaviors


1. Example: Dr. Wiwat Rojanapithayakorn’s success in halting the AIDS epidemic in Thailand. 

For years the epidemic was confined to prisoners sharing needles in prison. However, in 1988 King Rama IX granted amnesty to over 30,000 prisoners. This unleashed the plague on the masses, leading to a major AIDS epidemic in Thailand. Initial efforts at increasing knowledge failed. However, Dr. Wiwat discovered that 97 percent of all new infections came from heterosexual contact with sex workers, which was 150,000 strong (one for every 150 men). By convincing the sex workers to insist that their clients use condoms, he was able halt the epidemic, cutting new infections by 80 percent.

Wiwat’s work teaches our first search principle: When faced with a number of possible options, take care to search for strategies that focus on specific behaviors. Influence strategists do not develop a strategy until they’ve carefully identified the specific behaviors they want to change. They start by asking: In order to improve our existing situation, what must people actually do?


2. Outcomes must not be confused with behaviors. 

Example of Weight Loss - For instance, the man who desires to lose weight who strategizes to “eat fewer calories than I burn.” His plan, while effective at explaining how weight is lost, doesn’t exactly inform his daily actions. What he’s really saying is that if he does something right, as a result of his efforts he’ll burn more calories than he eats. What he has to do is still unknown. 

Example of Teenager Rehab - In another example, your neighbor attends a seminar on problem solving with teenagers. She’s told that in order to commence the high-risk conversation on the right foot, she needs to “establish a good relationship.” The problem with this advice is that what it is really suggesting is: “Do something; we’re not sure what it is, but do something that results in a good relationship.” 

Wiwat’s Problem - This was Wiwat’s problem in the information campaign: “The dreaded disease is coming. Beware, the disease is coming. Soon one in four of us will be infected!” What this campaign didn’t clarify was what people were actually supposed to do. It turns out that without a behavioral focus, people didn’t choose to enact the right behaviors, and the spread of the disease only worsened.

B. Search for Vital Behaviors

1. Perhaps the most important discovery from Wiwat’s work is the notion that in addition to focusing on behavior, you should give special attention to a handful of high-leverage behaviors. Principle number two: Discover a few vital behaviors, change those, and problems – no matter their size – topple like a house of cards.


2. Marriage/Divorce Prediction - Howard Markman showed how by focusing on only a few behaviors he could predict with startling accuracy whether a given married couple is headed for divorce. If he could watch a couple for just 15 minutes, he could predict with 90 percent accuracy who will and who won’t be together and happy five years later! During those 15 minutes, Markman will invite a couple to discuss some topic about which they disagree. If the argument involves a significant amount of blaming, escalation, invalidation, or withdrawal, the future is bleak. If, on the other hand, the same couple opens tough conversations with statements that communicate respect and a shared purpose, and halts emotional escalation in a respectful way to take a time out, the future will be entirely different.


3. Criminal Rehab - Dr. Mimi Silbert at Delancey focused on just a couple of key behaviors in transforming hardened criminals, gang members, prostitutes, etc. She says, “The hardest thing we do here is try to get rid of the code of the street. It says, ‘Care only about yourself, and don’t rat on anyone.’ However,” Silbert continues, “If you reverse those two behaviors, you can change everything else.” 

The method they employ to change behavior is this: First, she requires each person to take responsibility for someone else’s success. Second, she demands that everyone confront everyone else about every single violation. 

To transform these ideals into realities, each resident is placed in charge of someone else the very first week. For instance, say you’re a resident who was homeless and strung out on crack a week ago. During the seven days since coming to Delancey, someone who had been a resident only for a little longer than you would take you under their wing and teach you to set a table in the restaurant. A week later when someone even newer than you comes in, you’re in charge of teaching that person to set the table. From that moment forward, people no longer talk to you about how you’re doing. They ask you how your crew is doing.

Next residents learn the second vital behavior: to speak up to people who are breaking rules, drifting off, becoming verbally aggressive, and otherwise behaving badly. For most ex-criminals, talking about these types of problems is like speaking a foreign language. Ultimately, Silbert helps residents change their values and attitudes – even their hearts – but she does so by focusing on two vital behaviors.


4. Study the Best - Dr. Ethna Reid and Excellence in Teaching

How were some teachers able to advance students higher while other teachers caused students to drop lower. One of the vital behaviors consists of the use of praise versus the use of punishment. Top performers reward positive performance far more frequently than their counterparts. Bottom performers quickly become discouraged and mutter things such as, “Didn’t I just teach you that two minutes ago?” The best consistently reinforce even moderately good performance, and learning flourishes.

Another vital behavior they found is that top performers rapidly alternate between teaching and questioning or otherwise testing. Then, when required, they make immediate corrections. Poor performers drone on for a long time and then let the students struggle, often leaving students to repeat the same errors.

Studies in Maine, Massachusetts, Michigan, Tennessee, Texas, North Carolina, South Carolina, Nebraska, Washington, Virginia, Hawaii, Alabama, and California have shown that, independent of the topic, pupils, school size, budget, or demography, changes in the vital behaviors Reid discovered improve performance outcomes that influence the entire lifetime of a child.

5. Study Positive Deviance 

“Positive deviance” can be extremely helpful in discovering the handful of vital behaviors that will help solve the problem you’re attacking. That is first dive into the center of the actual community, family or organization you want to change. Second, discover and study settings where the targeted problem should exist but doesn’t. Third, identify the unique behaviors of the group that succeeds.

Ex. The Carter Center’s discovery of how to solve the Guinea worm disease problem.

Ex. Improving a steadily declining quality of a clinical care facility
6. Search for Recovery Behaviors

Experiments at GHC – Looking for Vital Behaviors

1. Best Practices for CS Ministry Small Groups

2. Best Practices for HC Ministry Small Groups

3. Best Practices for Stairmaster Ministry Classes

4. Best Practices for Church Growth

Personal Experiments

1. Best Practices for Weight Loss

2. Best Practices for Consistent QT

3. Best Practices for Strong Marriage

4. Best Practices for Career Growth

5. Best Practices for Finding the Right Mate

6. Best Practices for Becoming Wealthy

7. Test Your Results

Do a Cause and Effect Test – Teach your newly discovered vital behaviors to the failed groups and see if the behaviors you chose actually do cause the results you’re trying to achieve. 

More Individualized Case Scenario – Weight Loss

What are the vital behaviors for weight loss? The National Weight Control Registry has identified these, comparing the best to the rest. This institution tracks people who lose at least 30 pounds and keep it off for a minimum of six years. Their data reveal three vital behaviors. Successful people exercise on home equipment, eat breakfast, and weigh themselves daily.

Site: http://www.nwcr.ws/default.htm
NWCR Facts

 

· 80% of persons in the registry are women and 20% are men. The "average" woman is 45 years of age and currently weights 145 lbs, while the "average" man is 49 years of age and currently weights 190 lbs. Registry members have lost an average of 66 lbs and kept it off for 5.5 years. These averages, however, hide a lot of diversity: 


· Weight losses have ranged from 30 to 300 lbs. 

· Duration of successful weight loss has ranged from 1 year to 66 years! 

· Some have lost the weight rapidly, while others have lost weight very slowly--over as many as 14 years. 

  

· We have also started to learn about how the weight loss was accomplished: 45% of registry participants lost the weight on their own and the other 55% lost weight with the help of some type of program. 


· 98% of Registry participants report that they modified their food intake in some way to lose weight. 

· 94% increased their physical activity, with the most frequently reported form of activity being walking. 


· There is variety in how NWCR members keep the weight off. Most report continuing to maintain a low calorie, low fat diet and doing high levels of activity.   
· 78% eat breakfast every day. 

· 75% weigh them self at least once a week. 

· 62% watch less than 10 hours of TV per week. 

· 90% exercise, on average, about 1 hour per day. 

IV. CHANGE THE WAY YOU CHANGE MINDS

There are three kinds of men, ones that learn by reading, a few who learn by observation, and the rest of them have to pee on the electric fence and find out for themselves. – Will Rogers
1. Learning from Phobics 

Dr. Albert Bandura cures people with a phobia for snakes. He got his subjects by running an ad in the Palo Alto News asking people who had a paralyzing fear of snakes to descend into the basement of the psychology department to get cured.  He got hundreds of volunteers.


2. Honest, Snakes are our Friends!

Bandura did not start with the method most of us would have chosen – he did not lecture. He knew that the best way to overcome a phobia is to confront what one fears and then to be enabled to exercise control over it, but he also recognized that lectures and coercion would only reinforce the phobic’s dread and inability to act. Since lectures don’t work with phobics and you can’t get them to conquer their fear through personal experience, you have to find something in between – something more than words and less than personal action. This “in between” thing turns out to be one of the most highly valued tools in any influence genius’s arsenal. It’s referred to as vicarious experience.

Watching others in action is the next best thing to experiencing something on your own. After subjects watched someone else handle a snake, Dr. Bandura asked them to follow similar steps. First, they had to simply walk into the room. After this victory, then they were led to approach the tank. Then to open it. Then to touch the Boa. Then to have it on their lap. Then they were cured.

The most remarkable thing of all was this. The entire process took only three hours! People who had been debilitated most of their lives by a paralyzing fear were completely “cured” in a single morning. And the results lasted a lifetime.

3. What Do We Learn From This?

People choose their behaviors based on what they think will happen to them as a result. First and foremost, humans are thinking creatures who can and do learn in a variety of ways. The thoughts that most profoundly affect behavior are composed of mini maps of cause and effect. For instance: “If I touch the snake, then it will wrap around my arm, drop me to the floor, crush me, and eat me like a large human Twinkie. Therefore, I’ll stay away from the snake.” At work, an employee might believe that if she comes in late, nobody will care, leading to an erratic start time. Your daughter may believe that if she experiments with a party drug, it will be fun and that she’ll only do it once. So she gives it a try.

If you want to change behavior, any behavior, you have to change maps of cause and effect.

Many thoughts are incomplete or inaccurate, leading people to the disastrous, unhealthy and inconvenient behaviors that are causing some of the problems they currently experience.

When it comes to altering behavior, you need to help others answer only two questions. First: Is it worth it? (If not, why waste the effort?) And second: Can they do this thing? (If not, why try?)

4. Problem with Verbal Persuasion

The most common tool we use to change others’ expectations is the use of verbal persuasion. We use this because it is convenient since we carry our mouths everywhere. And when people trust our knowledge and motives, they generally comply with our requests.

When it comes to resistant problems, verbal persuasion rarely works. Verbal persuasion often comes across as an attack. It can feel like nagging or manipulation. If people routinely enact behaviors that are difficult to change, you can bet that they’ve heard more than one soliloquy on what’s wrong with them – and to no effect.

If the behavior you’re attempting to get the other person to change is personally rewarding (as is the case with, say, most addictions) or linked to a deeply held belief system (as is the case with most traditions and credos), others will be particularly creative in coming up with arguments that support their existing view. 

And when you try to use more forceful verbal persuasion, they will be looking for every error in your logic and mistake in your facts, all the while constructing counterarguments. Worse still, they don’t merely believe you’re wrong, they need you to be wrong in order to protect the status quo. And since the final judge exists in their own head, you lose every time.

The great persuader is personal experience. With persistent problems, it’s best to give verbal persuasion a rest and try to help people experience the world as you experience it.

When trying to encourage others to change their long-established views, we should fight our inclination to persuade them through the clever use of verbal gymnastic and debate tricks. Instead, we should opt for a field trip – or several of them. Nothing changes a mind like the cold, hard world hitting it with actual real-life data.

Ex. Of U.S manufacturing firm competing with Japanese workers producing 40 percent more product than the American workers. They took a field trip to a Japanese factory to see first-hand. Then, they were convinced.

Create a surrogate for actual experience. Create a vicarious experience. The only way Bandura was able to convince phobics to do anything with a snake was through a surrogate. By watching what happened to other people, subjects were able to experience the outcomes almost as if they were their own.


5. Create Profound Vicarious Experiences

Ex of Learning to Read & Write in Mexico - Previous attempts in Mexico City to encourage people to improve their lives by learning how to read and write failed to produce more than a handful of interested people. But Miguel Sabido changed that in a matter of weeks by creating a TV show that used protagonists to teach viewers important social lessons – not through speeches, but by living out their lives in front of everyone. It was a five-week soap opera called Ven Conmigo (“Come with me”). At one point, a protagonist struggled over daily problems that largely stemmed from his inability to read and write. Eventually several of the characters decided to visit the country’s adult education headquarters where they’d receive free adult literacy materials. To everyone’s surprise, the next day over a quarter of a million people poured into the streets of Mexico City trying to get their own literacy booklets.

How did something as artificial as a TV soap opera yield such profound results? It created that all-important vicarious experience. When programs are presented as realistic stories dealing with real-life issues, viewers lower their defenses and allow the program to work on their thoughts in much the same way as they might experience the world for themselves.

Ex of Fighting AIDS in Tanzania – In 1993 Martha Swai produced a show, Twende na Wakati (“Let’s Go with the Times”), which sought to address HIV/AIDS transmission. This wasn’t going to be easy because many locals held completely inaccurate beliefs about AIDS. For instance, some thought that you could be cured of AIDS by having sex with a virgin. To demonstrate the cause and effect of AIDS, writers created a flamboyant, macho, and highly controversial truck driver named MKwaju. He abused his wife, wanted only male children, drank excessively, engaged in unprotected sex with prostitutes along his route, and bragged about his escapades. His wife, Tutu (a model for female independence), eventually leaves him and succeeds in her own small business. The philandering Mkwaju (who eventually dies of AIDS) became so real to the listening audience that when the actor playing him went to a local vegetable market, villagers recognized his voice and women actually threw stones at him!

From 1993 and 1995 all regions experienced a variety of HIV/AIDS interventions, but only half were exposed to the radio drama. In their award-winning book, Combatting AIDS: Communication Strategies in Action, Everett Rogers and Arvind Singhal report that one-fourth of the population in the broadcast area had modified its behavior in critical ways to avoid HIV – and attributed the change in behavior to the influence of the program. The impact was so remarkable that the controlled experiment had to be stopped after two years in order to make the intervention available to everyone.

6. Use Stories to Help Change Minds

Entertainment education helps people change how they view the world through the telling of vibrant and credible stories. Told well, these vicariously created events approximate the gold standard of change – real experiences. We can use words to persuade others to come around to our way of thinking by telling a story rather than firing off a lecture.

What is it that makes certain stories powerful tools of influence, while mere verbal persuasion can cause resistance or be quickly dismissed and forgotten? 

a. Understanding

Every time you try to convince others through verbal persuasion, you suffer from your inability to select and share language in a way that reproduces in the mind of the listener exactly the same thoughts you are having. You say your words, but others hear their words, which in turn stimulate their images, their past histories, and their overall meaning – all of which may be very different from what you intended.

Words fail in other ways. Verbal persuasion suffers from an even simpler translation problem. While working with locals in the Amazon basin, Rattine-Flaherty learned that in the past, health-care volunteers had explained to the locals that if they wanted to reduce diseases, they needed to boil their water for 15 minutes. None of the villagers complied despite the fact that the contaminated water was obviously harming their health. Why? Because as volunteers learned later, the locals didn’t know what the volunteers wanted them to do; they had no word in their language for “boil” or any way of thinking about and measuring time in minutes.

Verbal persuasion suffers still another way. Instruction methods almost always employ terse, shorthand statements that strip much of the detail from what the messenger is actually thinking. Unfortunately, when we’re trying to bring people around to our view of the world, intellectual brevity rarely works. In an effort to cut to the chase, we strip our own thoughts of their rich and emotional detail – leaving behind lifeless, cold, and sparse abstractions that don’t share the most important elements of our thinking.

Effective stories and other vicarious experiences overcome this flaw. A well-told narrative provides concrete and vivid detail rather than terse summaries and unclear conclusions. It changes people’s view of how the world works because it presents a plausible, touching, and memorable flow of cause and effect that can alter people’s view of the consequences of various actions or beliefs.

b. Believing

Very often, people become far less willing to believe what you have to say the moment they realize that your goal is to convince them of something – which, quite naturally, is precisely what you’re trying to achieve through verbal persuasion.

This natural resistance always stems from the same two reasons – both are based on trust. First, others might not have confidence in your expertise. Why would anyone listen to a moron? Parents experience this form of mistrust when their children roll their eyes at their outdated and irrelevant guardian who can’t figure out something as simple as how to store a phone number in a cell phone. Since dad is incompetent in all things technical, why should anyone trust his dating advice or his constant warning about running up too much credit-card debt?

Second, even when others find you to be perfectly competent, they may mistrust you in the traditional sense of the word – they may doubt your motive. You offer up a sincere explanation, but others figure that you’re trying to manipulate them into doing something that will harm them and benefit you. For instance, in Tanzania many of the locals believed that when Western social workers encouraged them to use condoms, it was a trick to actually pass HIV/AIDS.

Stories mitigate both forms of mistrust. Told well, a detailed narration of an event helps listeners drop their doubts as to the credibility of the solution or the change being proposed. When they can picture the issue in a real-world scenario, it helps them see how the results make sense.

Stories take advantage of a common error of logic. We’ve all heard people make lame arguments such as “Wait a minute. My uncle smoked cigars, and he lived to be a hundred!” When we know for certain that a real person stands as evidence against a factual argument, we tend to discount the hard data – even when the data are based on far more information than a single case.

But why? Why do even the most educated people tend to set aside their well-honed cynicism and critical nature when listening to a story? Because stories help individuals transport themselves away from the role of a listener who is rigorously applying rules of logic, analysis, and criticism and into the story itself. According to creating writing expert Lajos Egri, here’s how to transport the listener into a story.
The first step is to make your reader or viewer identify your character as someone he knows. Step two – if the author can make the audience imagine that what is happening can happen to him, the situation will be permeated with aroused emotion and the viewer will experience a sensation so great that he will feel not as a spectator but as the participant of an exciting drama before him.

The more poignant, vibrant, and relevant the story, the more the listener moves from thinking about the inherent arguments to experiencing every element of the tale itself. Stories don’t merely trump verbal persuasion by disproving counterarguments; stories keep the listener from offering counterarguments in the first place.

c. Motivating

For the final dimension that sets stories ahead of plain verbal persuasion: human emotions. Individuals must actually care about what they believe if their belief is going to get them, say, off the comfortable couch and into a gym.

When they’re transported into a story, people don’t merely sympathize with the characters – having an intellectual appreciation for others’ plight – they empathize with the characters. They actually generate emotions as if they themselves were acting out the behaviors illuminated in the story.

This empathic reaction also explains why thousands of television viewers and radio listeners around the world routinely write letters to the characters in serial dramas and soap operas thanking the characters for giving them hope or for teaching them valuable lessons. In very real ways, these vivid stories create vicarious experiences that become both intellectual and emotional parts of viewers’ lives.

7. Make Stories Work for You

a. Be A Master Storyteller

Example of U.S. Manufacturer / Japanese factory – When those who experienced the Japanese factory workers came back, they told an abbreviated version of the story and only received jeers. But when a good story-teller relayed a detailed experience, the workers listened and became convinced.


b. Tell the Whole Story

Note that the task force members first tried to influence their colleagues by short-cutting the story – stripping it of its compelling narrative and leaving out much of the meaning and all of the emotion. Not on purpose, of course, but when change agents attempt to tell a compelling story and inadvertently leave out key elements of the narrative, they render it impotent.


c. Provide Hope

A Scared Straight program failed to reform kids when taken to hear the horror stories of inmates by inmates. Incomplete information was the problem. They got the horror message; however, the inmates didn’t make clear that if the teenagers continued doing what they were doing, they would eventually be caught and sent to prison. The kids believed they could just continue their behavior without any real thought of getting caught and going to prison.

The takeaway here is that you don’t want to merely share poignant and repulsive negative outcomes. Make sure that your story also offers up an equally credible and vivid solution.

Flossing Example - For instance, consider what happened to a team of Stanford researchers who told only the negative part of a story to their subjects. The researchers showed subjects disgusting pictures of rotting gums as a means of compelling them to floss their teeth. It turns out that this had no long-term effect on the subjects. The researchers didn’t offer any corrective steps – subjects were not given the solution to the problem. When you don’t tell people how to solve the problem, and when you leave out the solution, people typically block out the message.

d. Combine Stories and Experiences

Reducing Deaths in the Hospital - Dr. Don Berwick, a clinical professor of pediatrics and health care policy at Harvard Medical School, and head of the Institute for Healthcare Improvement (IHI) shared an alarming statistic. The National Academy of Sciences reported that 44,000 to 98,000 people are killed by their health care every year, placing medical injury as the eighth largest public health hazard in America. 

In December 2004, Dr. Berwick stood in front of a group of thousands of health-care professionals and issued an audacious challenge: “I think we should save 100,000 lives. I think we should do that by June 14, 2006.” Pause. “By 9 a.m.” The success of the 100,000 lives campaign is now in the record books. Now the IHI has upped the goal to a 5 million lives worldwide campaign.

One of Berwick’s greatest challenges is to help caring professionals recognize that their own health-care systems might be causing harm – prolonging hospital stays and even killing patients.

He accomplished this through a compelling story and testimonial experiences. The story was one of Josie King, a little girl, who loved to dance. She was 18 months old, had brown eyes, and light brown hair, and she had just learned to say, “I love you.” In January of 2001 Josie stepped into a hot bath and burned herself badly. Her parents rushed her to Johns Hopkins Hospital where she was admitted into the pediatric intensive care unit. Much to her parents’ relief, Josie recovered quickly. She was transferred to the intermediate-care floor and was expected to be released within days.

But Josie’s mom noticed that something was wrong. “Every time she saw a drink, she would scream for it, and I thought this was strange. I was told not to let her drink. While a nurse and I gave her a bath, she sucked furiously on a washcloth.” Josie’s mom told the nurse Josie was thirsty, and asked her to call a doctor. The nurse assured her that everything was okay. She asked another nurse to check on Josie, but this nurse confirmed that everything was fine.

Josie’s mom called back twice during the night and was at her daughter’s bedside by 5:30 the next morning. By then Josie was in crisis. In her mother’s words, “Josie’s heart stopped as I was rubbing her feet. Her eyes were fixed, and I screamed for help. I stood helpless as a crowd of doctors and nurses came running into the room. I was ushered into a small room with a chaplain.” Two days before her scheduled release, Josie had died of thirst. Despite her mother’s repeated pleas for help, this sweet little girl died of misused narcotics and dehydration.

While this story stirs people and cause dedicated physicians to be outraged, it falls short of generating enough reflection to affect change. While everyone concludes, “How could they let this happen?” too few take the next logical step and ask, “Are we letting this happen?” When Berwick hears, “I’m certainly glad it doesn’t happen here,” he wisely steers clear of accusation or judgment – something he is adamant would be wrong. “The problem is not bad people; it’s bad systems.” So he invites the system’s constituents to form a story into an experience.

At this point Dr. Berwick asks, “Are you sure? Could we check that out? Let’s count back the last 50 deaths in your hospital and answer the following questions: How did the patients die? Were they expected to die? What could have been done to prevent the deaths?” Finally, Dr. Berwick asks leaders to do their own detective work (they can’t assign someone else the task) and return to tell the stories they’ve uncovered.

Many from the audience bring back their own Josie King stories. Berwick describes a group of senior executives (each led entire health-care systems) reporting back their results at a Harvard round table. One after another, they told their stories and broke down in tears. They described their personal experience as “life changing.” For the next decade some of these executives became leaders in the effort to improve safety within hospitals
--------------------------
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