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Business	Reimagined	#54		

How	Ego	Destroys	You	with	Ryan	Holiday	

	

	

Ryan	Holiday	is	a	media	strategist	and	prominent	writer	on	strategy	and	business.	
After	dropping	out	of	college	at	nineteen	to	apprentice	under	Robert	Greene,	author	
of	The	48	Laws	of	Power,	he	went	on	to	advise	many	bestselling	authors	and	
multiplatinum	musicians.	He	served	as	director	of	marketing	at	American	Apparel	
for	many	years,	where	his	campaigns	have	been	used	as	case	studies	by	Twitter,	
YouTube,	and	Google	and	written	about	in	AdAge,	the	New	York	Times,	and	Fast	
Company.	His	latest	book	is	called	Ego	is	the	Enemy.	 	
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Voiceover:	 This	is	Business	Reimagined.	Every	week	we	talk	with	thought	leaders	and	
revolutionaries	who	are	reimagining	the	way	business	is	done	in	their	industries,	like	
today's	guest,	Ryan	Holiday.	

Ryan	Holiday:	 What	we	need	to	do	is	make	a	distinction	between	ego	and	confidence.	The	difference	
is	that	confidence	is	earned	and	ego	is	stolen.	Ego	is	manufactured.		

Voiceover:	 This	is	Business	Reimagined	with	Danny	Iny.	

Danny	Iny:	 Ryan	Holiday	is	the	marketing	prodigy	who	burst	onto	the	scene	with	an	industry	
shaking	expose	of	the	darker	side	of	publicity	and	PR	in	his	first	bestselling	book,	Trust	
Me,	I'm	Lying.	Ryan	spent	many	years	advising	other	authors,	hugely	successful	
musicians,	and	has	even	had	marketing	campaigns	he	created	during	his	time	at	
American	Apparel	used	as	case	studies	by	companies	like	Twitter,	Youtube,	and	Google.	
The	fact	that	his	latest	book,	Ego	is	the	Enemy	is	firmly	rooted	in	philosophy	might	catch	
some	of	his	fans	off	guard.	

Ryan:	 It's	interesting.	You	know	that	expression,	it's	like	an	overnight	success,	we	often	see	
stuff	like	that	and	we	don't	realize	the	back	story.	For	me,	people	think	that	I	was	
successful	in	marketing,	and	I	wrote	these	marketing	books,	and	then	I	suddenly	
decided	to	write	about	philosophy.	It	was	really	the	opposite.		

Danny:	 Ryan	has	actually	be	a	student	of	philosophy	from	the	beginning.	He	built	a	substantial	
following	on	his	personal	blog	where	he	mostly	wrote	about	philosophy	several	years	
ago,	and	those	readers	were	actually	shocked	by	his	launch	to	fame	as	a	marketer.	Ryan	
is	really	just	going	back	to	this	roots,	and	he's	doing	it	without	any	illusions.	Ego	is	the	
Enemy	was	a	tough	book	to	write,	especially	for	someone	who's	self-aware	enough	to	
recognize	his	own	ego.	

Ryan:	 I'm	not	saying	that	I	don't	struggle	with	every	single	goddamn	word	in	this	book.	I	do,	
that's	why	I	wrote	it.	If	an	author	is	sitting	down	to	write	a	book	where	they're	lecturing	
the	audience	about	something	that	they	are	superior	to,	it	never	works	and	it's	not	
interesting	or	pleasurable	to	do	either.	This	is	a	book	about	my	struggles	with.	It's	a	
book	about	the	timeless	historical	struggle	against	ego.	It's	also	a	book	where	I	start	the	
book	talking	about	watching	people	that	I	know	destroy	literally	hundreds	of	millions	of	



	

  

Listen	and	subscribe	to	Business	Reimagined	on	iTunes	

	 	

dollars	of	their	own	wealth	because	that	their	mind	had	become	so	consumed	with	itself	
that	they	destroyed	the	thing	they	cared	about	most	in	the	world.		

Danny:	 If	ego	is	the	enemy,	if	it	destroys	the	things	we	love	the	most,	then	should	we	strive	to	
be	ego	less?	Is	that	the	same	as	humility?	According	to	Ryan,	as	well	as	one	of	the	
fathers	of	modern	philosophy,	the	answer	is	no.	

Ryan:	 In	the	end	of	the	second	part	of	the	book,	I	talk	about	Aristotle's	Golden	Mean.	He's	
saying	the	opposite	of	brashness	is	cowardice,	but	in	the	middle	is	bravery	or	courage.	
He's	saying	that	every	virtue	that	we	hold	up	is	actually	the	midpoint	between	two	
extremes.	I	would	say	that	I	like	to	see	humility	there	in	the	middle.	I	think	humility	can	
be	rock	hard	and	solid.		

Danny:	 It	seems	easy	enough	right?	Be	humble,	don't	let	ego	rule	you,	and	you'll	get	the	success	
you	deserve,	but	we	live	in	the	real	world	and	we	don't	always	get	the	ending	we	hoped	
for,	especially	when	it	comes	to	the	things	that	we	can't	control.		

Ryan:	 That's	why	it's	so	important	that	your	happiness	is	in	the	work	itself	and	not	about	
whether	something	you	don't	control	happens	or	not.	The	Stoics,	who	greatly	influenced	
this	work	and	certainly	my	last	one,	talk	over	and	over	again	about	making	the	
distinction	between	the	things	you	control	and	you	don't	control,	and	making	sure	that	
your	happiness	is	never	dependent	on	those	things	that	you	don't	control.	For	instance,	
let's	say	you're	an	actor	or	an	actress.	If	you	only	feel	like	you	did	a	good	job	when	you	
win	awards	or	when	your	movies	do	well,	you've	put	yourself	in	a	very	dangerous	
position	because	you	only	control	one	role	in	a	project	that	involves	many	roles.	Not	
only	the	actors,	but	the	director,	the	editor,	the	composer	writing	the	score,	the	studio	
which	puts	it	out,	the	marketing	team	which	markets	the	movie.		

	 The	recipe	for	happiness	and	success	that's	the	most	attainable	is	to	take	pride	and	
happiness	in	the	role	and	the	effort	that	you	put	into	your	specific	role	in	the	movie.	I	
think	there	are	tons	of	people	who	did	all	the	right	things,	and	then	history	didn't	work	
out	for	them.	If	they	did	the	right	things	and	they	had	the	right	attitude,	they're	fine,	but	
if	you're	someone	like	a	Napoleon	let's	say,	who's	self-worth	is	inherently	rooted	in	
whether	this	battle	goes	properly	or	this	world	force	happens	in	your	favor,	and	then	
those	things	go	the	wrong	way.	You're	screwed.		
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	 I	think	I'm	someone	who,	I	love	writing,	and	I	have	this	book	out	in	a	week	basically.	If	
my	contentment	with	this	project	and	my	personal	worth	is	tied	up	in	how	many	copies	
it	sells,	I've	now	put	myself	on	this	treadmill	where	I	have	to	work	incredibly	hard.	Even	
if	I	do	all	the	right	things,	my	happiness	might	be	snatched	away	from	me.	If	my	
happiness	and	contentment	can	be	in	the	fact	that	I	wrote	the	best	book	that	I'm	
humanly	capable	of,	that	I	put	in	the	hours	and	the	work	in	terms	of	getting	it	in	front	of	
an	audience	that	I	didn't	cut	any	corners	anywhere,	then	I	already	won.	Whether	it	sells	
one	copy	or	a	million	copies,	it's	not	that	I'm	indifferent,	but	I'm	not	wrecked	by	either	
of	those	extremes.		

Danny:	 Unpack	that	a	little	more	because	the	book	is	coming	out	in	about	a	week	as	you	said.	
Of	course	as	we	record	this	and	people	hear	this,	the	book	will	have	already	been	out	
for	a	few	weeks.		

Ryan:	 Right.	I'll	give	you	an	example.	One	of	my	favorite	authors	is	a	guy	name	John	Kennedy	
Toole,	who	wrote	maybe	the	funniest	book	of	all	time.	It's	called	A	Confederacy	of	
Dunces.	He	wrote	that	book.	He	lived	in	New	Orleans,	and	he	submitted	it	to	Simon	and	
Schuster.	This	is	in	the	sixties	or	seventies.	He	submits	it	and	the	editor	basically	says,	
"Look.	I	think	it's	pretty	good,	but	no	one	will	ever	buy	this	book.	I'm	sorry.	We're	not	
going	to	publish	it."	John	Kennedy	Toole	is	so	devastated,	he	already	suffered	from	
depression,	but	he's	so	devastated.	He	got	a	few	other	rejections,	that	he	ends	up	killing	
himself.	He	drives	his	car	down	to	an	abandoned	road	in	Biloxi,	Mississippi,	takes	a	
garden	hose,	connects	it	to	the	gas	pipe,	puts	it	into	the	car	and	he	kills	himself.		

	 His	mother	finds	the	book	a	few	months	later	or	years	later,	I	don't	remember	exactly,	
but	his	mother	finds	the	book.	She	reads	it.	She	takes	it	to	a	local	university	professor	at	
Loyola	Marymount	University	in	New	Orleans.	That	professor	happened	to	be	a	guy	
named	Walker	Percy	who's	a	wonderful	writer.	Walker	Percy	read	it,	loved	the	book,	
submits	it	to	a	publisher,	the	publisher	publishes	it,	and	it	wins	the	Pulitzer	Prize	that	
year.	What	happened?	What	happened	there?	What's	the	difference	between	the	book	
when	it	was	rejected	and	the	book	when	it	was	released?	It's	widely	considered	to	be	
one	of	the	best	books	ever	written	in	this	space.	Absolutely	nothing	changed.	It's	the	
same	book.	He	didn't	edit	it.	He's	dead.	It's	the	same	book.		

	 If	you're	worth,	if	your	ego	is	so	tied	to	getting	other	people's	approval	that	you're	
utterly	devastated,	you're	ruined	if	you	don't	get	it,	you	have	now	taken	your	worth	and	
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you've	essentially	put	it	out,	you've	put	it	on	a	roulette	wheel,	and	you've	spun	it,	and	
you've	said,	whatever	the	world	decides,	that's	it	for	me.	That's	dangerous	because	it's	
not	going	to	come	up	your	number	as	often	as	you	would	like	it	to	be.	The	struggle	for	
creative	people	is	to	separate	those	two	things,	to	separate	the	work	from	their	worth,	
or	better	yet,	to	separate	the	results	of	their	work	from	the	work	itself.	If	you	are	in	the	
throes	of	ego,	that	is	essentially	impossible.		

Danny:	 Your	self-worth	and	your	worth	as	a	person	is	not	tied	to	the	success	of	your	book,	
obviously,	but	just	as	obviously,	you're	not	indifferent	to	how	well	the	book	does.	How	
does	those	two	things	get	scared?	

Ryan:	 Well	it's	not	obviously.	It's	something	that	I	struggle	with	constantly.	Every	day,	
especially	now	because	the	release	date	is	approaching,	I	have	it	in	mind.		

Danny:	 I	guess	it's	obvious	when	we	say	it	to	somebody	else	because	you're	right.	We	all	
struggle	with	this	with	our	own	stuff.		

Ryan:	 No,	but	it's	not	something	that	you	just	hear	and	then	it	is	true.	It's	like	every	day	I	have	
to	remind	myself,	okay,	look,	when	you	finish	this	book	on	May	1st,	2015,	and	you	knew	
that	it	was	the	best	thing	that	you	were	humanly	capable	of	at	that	time,	like	are	you	
sure,	so	it's	a	dialogue	with	yourself.	Are	you	sure	it's	the	best	thing	you're	capable	of?	
Yes.	Could	you	have	done	anything	more?	No.	Did	you	put	every	resource	or	amount	of	
energy	and	effort	into	getting	it	in	front	of	people?	Did	you	build	the	relations,	all	this?	
Yes,	yes,	yes.	Okay,	so	whether	it	sells	one	copy	or	a	thousand	copies	or	ten	thousand	
copies	in	the	first	week,	it	changes	none	of	those	factors,	right?	You're	like,	yes,	okay.	
Obviously	I	would	like	to	sell	it	a	lot.	I	would	like	to	sell	a	lot	of	copies	because	there's	a	
financial	reward	for	doing	so.		

	 I	deeply	believe	in	the	message	and	I	want	to	reach	people,	but	I	also	understand	that	a	
giant	earthquake	could	ripple	through	the	west	coast	of	the	United	States	and	nobody	is	
going	to	give	a	shit	about	the	fact	that	I	published	a	book	next	week.	I	have	to	make	sure	
that	I'm	prepared	for	that	contingency,	both	professionally	and	personally.	I	have	to	be	
prepared	for	the	fact	that	somebody	I	pissed	off	years	ago	might	be	in	a	position	to	
review	the	book,	and	they	might	tear	it	a	new	one	because	they're	biased.	They	might	
genuinely	dislike	the	book.	I	have	to	be	aware	of	that,	that	it	changes	none	of	the	things	
that	I	know	are	true	about	this	work.	I'm	talking	about	writing	because	that's	what	I	do,	
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but	you	could	apply	this	exact	same	line	of	thinking	to	the	launching	of	a	startup,	to	a	
movie	you've	produced,	to	a	bakery	that	you're	opening.	It's	the	same	thing.		

Danny:	 How	does	all	this	square	with	the	celebration	of	wins,	especially	small	wins?	There's	a	
lot	of	emphasis,	at	least	in	the	early	part	of	the	book	on	not	getting	too	excited	about	
the	things	you've	achieved,	focusing	on	the	things	that	you	still	have	to	work	on.	There's	
absolutely,	I	agree,	merit	and	value	to	not	getting	too	puffed	up	with	what	you've	
accomplished.	There's	still	a	lot	more	to	do.	What	about	celebrating	the	things	that	do	
go	well	that	you	are	successful	at?	Is	there	legitimate	praise?	

Ryan:	 Yeah,	you	want	to	celebrate	the	things	that	are	inside	your	control.	Like	look,	my	last	
book,	it	sold	well	because	I	think	I	wrote	a	good	book	and	I	marketed	it	well,	but	also	
know	that	I	was	the	recipient	of	a	very	lucky	break.	Amazon	picked	my	title	as	one	of	the	
titles	that	they	were	going	to	discount	very	heavily,	but	still	pay	a	full	royalty	for.	For	
almost	eleven	months	between	2014	and	2015,	the	price	of	my	book	was	artificially	
suppressed,	which	led	to	it	selling	significantly	more	copies	than	it	might	have	otherwise	
done.	Now	that	I'm	writing	another	book,	I	got	to	make	sure	that	I'm	not	celebrating	a	
win,	that's	not	true.	That	I'm	not	taking	credit	for	a	win	that	was	not	actually	my	win.		

	 Let's	say	you're	a	football	team	and	the	ref	blows	a	call	and	you	end	up	winning	the	
game.	If	you	celebrate	winning	that	game	in	such	a	manner	that	it	gives	you	credit	for	
something	that	you	didn't	have	to	do	with,	you	are	going	to	lose	a	game	in	the	future,	
it's	a	guarantee,	you	will	lose	a	game	in	the	future	because	you	learned	the	wrong	
lesson	from	that	success.	I	talk	in	the	book	about	the	New	England	Patriots.	The	New	
England	Patriots	drafted	Tom	Brady	in	the	sixth	round	of	the	NFL	Draft,	right?	He	ends	
up	becoming	probably	the	greatest	quarterback	in	the	history	of	football.	Do	they	
celebrate	this	win	that	they	got	this	great	quarterback	at	such	a	steal?	No,	they	do	the	
opposite	of	celebrating.	They	kick	themselves	because	it	was	only	through	random	
chance	that	they	received	this	enormous	gift,	this	gift	from	the	gods	essentially,	and	that	
all	their	intelligence,	which	ranked	this	player	inappropriately	almost	meant	that	they	
missed	the	greatest	quarterback	of	all	time.		

	 It's	really	important,	like	I	celebrate	wins	based	on	my	internal	scorecard.	This	is	a	
device	from	Warren	Buffet,	not	based	on	the	external	scorecard.	Think	about	it.	Society	
rewards	terrible	things.	Kim	Kardashian	can	be	famous,	so	it's	not	that	impressive	to	
have	achieved	some	level	of	fame.	You've	got	to	pick	an	internal	scorecard	that	says	this	
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is	what	I	think	winning	is.	This	is	what	I	think	is	my	measure	of	success	and	adhere	to	
that,	versus	say	celebrating	every	time	you	make	some	money	or	you	win	an	award	or	
you	hit	number	one	on	some	ranking.	That's	celebrating	the	wrong	thing	in	my	opinion.		

Danny:	 There	are	things	that	are	absolutely	one	hundred	percent	within	our	control	and	about	
what	we	did.	There	are	things	that	are	one	hundred	percent	not.	Then	there's	a	lot	of	
gray	area.	I'm	going	to	play	devil's	advocate	and	I	want	to	hear	your	take	on	this	because	
you	could	very	easily,	and	you're	a	smart	guy,	you	know	how	marketing	works,	you	
could	very	easily	say,	some	might	say	that	I	was	lucky	that	Amazon	chose	me	to	discount	
my	book,	but	Amazon,	they're	running	a	smart	company.	They	want	to	move	more	
books.	They	wouldn't	have	chosen	my	book	if	their	algorithms	hadn't	shown	that	this	
was	a	book	that	was	already	being	sold	well	that	people	were	going	to	want,	that	was	
going	to	lead	to	the	most	sales	for	them.	More	props	to	me	for	being	so	smart	to	create	
such	a	great	book	that	Amazon	would	want	to	discount	to	play	into	their	master	plan.		

Ryan:	 Sure.		

Danny:	 How	do	you	not	fall	into	that	trap?	Is	that	even	legitimate?	

Ryan:	 No,	that's	totally	legit.	That's	ego,	right?	That	is	taking	a	bounce	of	the	ball,	and	
interpreting	it	as	generously	towards	yourself	as	possible,	which	there's	a	quote	in	the	
book	and	I'm	forgetting	her	name	and	that's	not	going	to	sound	great.	She	says	
something	like,	"I	only	look	backwards	to	examine	my	mistakes	so	I	can	learn	from	
them."	I	think	that's	a	great	attitude.	When	I	look	at	the	Amazon	thing,	I	don't	see	
obviously	if	the	sales	data	hadn't	support	it,	they	wouldn't	have	gone	with	it,	but	that	is	
a	function	of	the	accident.	What	I	look	at	is	I	had	the	idea	that	we	should	do	a	promo	
where	we	discounted	the	book	for	one	week.	We	did,	and	then	it	stuck.	Amazon	
decided	manually	or	algorithmically,	whatever	it	was,	Amazon	then	decided	to	then	
continue	that	promotion	for	eleven	more	months.		

	 The	lesson	I	take	from	that	is,	hey	you	did	an	experiment,	and	it	worked,	and	then	good	
things	followed	from	that	experiment.	The	lesson	that	I	try	to	take	from	that	is	of	
keeping	an	open	mind,	of	experimenting,	of	trying	new	things,	of	being	willing	to	take	
risks.	None	of	those	lessons	make	me	bigger	or	better.	They	are	just	proof	of	some	
timeless	principles.	If	you	risk	nothing,	you	gain	nothing.	If	you're	close	minded,	the	
world	will	become	very	small.	If	you	don't	try	new	things,	you'll	miss	out.	To	me,	the	
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lesson	that	I'm	trying	to	take	is	not	selfish	lessons,	but	lessons	that	I	can	then	gain	some	
practical	insight	or	benefit	from.		

Danny:	 I	have	a	question	about	the	applicability	of	this	message	to,	I	guess	how	broadly	
applicable	is	this.	Here's	where	I'm	going	with	this.	You're	a	relatively	young	guy.	You've	
achieved	a	lot	in	your	life.	You've	succeeded	a	great	deal.	There	is,	and	this	may	be	a	
projection	of	ego	in	itself	to	say	so,	but	there	are	legitimate	reasons	why	ego	might	be	
something	that	you	need	to	deal	with.	I'm	in	the	same	boat.	Neither	of	us	built	
Microsoft	or	Google,	but	we've	done	okay.	We've	had	some	nice	successes.		

	 There	are	a	lot	of	people,	and	I	work	with	them	every	day,	who	maybe	they've	had	
success	in	other	areas	of	their	life,	maybe	they	haven't,	they're	embarking	on	something	
new.	It's	a	blank	canvas.	It's	terrifying	them.	Thinking	too	much	of	themselves,	it	doesn't	
seem	at	least	to	figure	into	the	equation.	They're	terrified	to	even	take	a	step	or	try	a	
first	thing.	I	feel	like	a	lot	of	the	advice	to	celebrate	small	wins,	to	believe	you	can	do	it,	
all	that	kind	of	stuff	is	often	targeted	at	the	people	who	are	afraid	to	take	that	first	step.	
What's	your	take	on	that?	

Ryan:	 What	we	need	to	do	is	to	make	a	distinction	between	ego	and	confidence.	I	do	that	in	
the	book,	but	the	difference	is	that	confidence	is	earned	and	ego	is	stolen.	Ego	is	
manufactured.	Confidence	is,	hey,	I'm	a	quick	learner.	Hey,	I've	worked	harder	than	
anyone	else.	Hey,	I've	done	new	things	before	and	they've	worked	out.	I'm	going	to	try	
this	new	thing,	and	if	it	doesn't	work	out,	I'm	flexible	and	strong	enough	to	endure	
whatever	happens	from	it.	I	think	confidence	is	essential.	The	problem	is	ego.	When	you	
deal	with	really	successful	people,	ironically	you	find	that	they	don't	have	confidence.	
They	oscillate	between	this	profound	insecurity	and	irrational,	delusional,	arrogance	and	
ego.	The	middle	ground	there	is	confidence,	confidence	in	the	right	things.	I	think	that	
person	that's	afraid	of	taking	that	first	step,	the	confidence	is	what	they	need	to	get	
over	that	thing.		

	 I	hate	that	saying,	fake	it	until	you	make	it.	That	is	the	worst	expression	that	any	
entrepreneur	or	creative	person	can	believe.	First	off,	would	you	want	your	doctor	to	
fake	it	until	he	makes	it?	Would	you	want	your	financial	advisor	to	fake	it	until	you	make	
it?	Would	you	want	your	wife	to	fake	it	until	she	makes	it?	Of	course	not,	that's	absurd.	
The	idea	that	just	because	what	you're	doing	is	somehow	not	a	matter	of	life	and	death,	
it's	okay	to	fake	it	and	then	eventually	you'll	figure	it	out,	I	think	is	a	bad	idea.	More	
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importantly,	you	never	make	it.	There	is	no	making	it.	Like	I	didn't	magically	get	an	
award	and	they're	like,	hey,	you're	a	writer	now.	You	can	stop	faking	it.	That's	not	how	it	
is.	There's	always	more	to	do.	There's	always	more	to	learn.		

	 If	you	embark	on	that	journey,	it's	like,	let's	say	you	had	a	terrible	childhood,	and	there's	
a	lot	of	pain	from	that	childhood	and	you	want	to	be	successful.	Maybe	you	turn	to	
drugs	and	alcohol	as	a	way	to	numb	that	pain.	It	might	work	in	the	short	term.	It	might	
make	that	pain	go	away,	but	there's	a	consequence	for	doing	that,	and	we	see	that	with	
a	lot	of	artists.	They	become	addicted	and	it	eventually	destroys	their	lives	and	their	
work	as	well.	I	think	ego	is	the	same	way.	If	you're	embarking	on	something	scary	or	
intimidating,	ego	might	be	adaptive	in	the	short	term.	It	might	help	you	get	over	that	
hump,	but	you	will	be	paying	for	it	forever	because	it's	very	difficult	to	turn	off	at	some	
later	date	because	you've	"made	it."	

Danny:	 I	want	to	push	back	a	little	bit	on	the	fake	it	until	you	make	it	thing	because	I'm	with	you	
a	hundred	percent.	We	don't	want	our	doctors	faking	it	until	they	make	it,	and	the	same	
goes	for	engineers	and	our	lawyers	and	everyone	else	who's	out	there	in	the	
professional	world.	All	of	these	are	paths	that	people	get	there	through	a	path	that	
involves	confirmed	training.	We	don't	want	our	doctor	faking	it	until	they	make	it,	but	
we	want	our	doctor	going	to	medical	school,	learning	their	stuff,	getting	a	degree,	going	
through	the	path	that	is	set	out.	There	is	no	such	path	for	entrepreneurs.	What	is	the	
alternative?	

Ryan:	 I	guess	I	don't	understand	that	there	is	a	path	for	entrepreneurs,	right?	You	have	an	
idea.	You	build	relationships.	You	get	investors.	You	launch.	You	get	customers.	What	
the	problem	is	the	idea	of,	oh	because	I'm	thinking	I'm	going	to	start	a	company	in	the	
future,	I'm	going	to	call	myself	an	entrepreneur,	and	I'm	going	to	pretend	that	I'm	the	
equal	to	or	that	I'm	going	to	wear	a	turtleneck	because	Steve	Jobs	wore	a	turtleneck.	I'm	
going	to	treat	people	terribly	because	I	heard	that	Steve	Jobs	treated	people	terribly.	It's	
wearing	the	mask	of	the	thing	that	you	aspire	to	be	like	instead	of	actually	doing	that	
thing.	It's	the	writer	thinking	that	they	have	to	move	to	New	York	City	to	be	a	writer,	
and	then	you	ask	them	before	they've	done	that,	what	have	you	written?	They're	like,	
oh,	nothing.	It's	easy	to	play	pretend,	especially	in	the	social	media	era.	It's	easier	than	
ever	to	pretend	to	do	any	number	of	things.	Often	this	comes	at	the	expense	of	doing	
those	things.	That's	what	I'm	talking	about.		
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Danny:	 Got	it,	okay.	I	want	to	dig	into	one	last	thing,	and	you	actually	brought	this	up	at	the	very	
beginning	of	the	conversation.	You	talked	about	the	narrative	fallacy.	That	was	really	
interesting	to	me	because	it's	something	that's	been	important	in	my	own	worldview.	I'd	
like	to	hear	your	thoughts	and	potentially	your	challenge	on	that.	My	perspective	has	
always	been,	or	well	always	is	a	strong	word,	but	my	perspective	over	the	last	several	
years	has	always	been	that	we	as	human	beings	make	sense	of	our	experiences	in	the	
form	of	story.	It's	really	the	only	way	that	we	can	take	our	experiences	and	organize	
them	into	something	that	makes	sense,	turning	it	into	a	narrative.		

	 That	does	come	with	a	big	trap,	which	is	that	we	create	this	narrative	arc	leading	up	to	
where	we	are,	and	one	turn	of	events	because	if	you	have	your	whole	narrative	story,	
the	last	act	is	what	really	determines	whether	it's	a	comedy	or	a	tragedy,	whether	it	
went	well	or	didn't.	You've	got	this	whole	story	arc	that	when	things	go	badly,	it	casts	
you're	a	failure,	everything	went	badly.	A	lot	of	the	process	of	moving	past	that	is	
retelling	the	story	up	to	the	present,	changing	the	narrative	so	that	this	is	not	where	it	
ends.	This	wasn't	the	end	of	the	story,	this	was	just	the	first	act	leading	to	whatever	
comes	next.	That	has	been	my	perspective.		

Ryan:	 Sure.		

Danny:	 That	would	seem	to,	I	don't	know	if	it	conflicts,	but	it's	a	different	approach	to	what	
you're	suggesting.	You're	almost	suggesting	that	we	should	just	let	the	narrative	go.	
How	does	that	work?	

Ryan:	 I	think	one	of	the	things	that	I	noticed	that's	missing	from	what	you	just	described	is	any	
sense	of	living	in	the	present	moment.		

Danny:	 It	wouldn't	be	my	greatest	strength.		

Ryan:	 Well	it's	essential	not	only	to	doing	great	work,	but	to	being	content	and	enjoying	the	
brief	amount	of	time	that	we	have	on	this	earth.	The	past	is	done	and	finished.	The	
future	is	not	guaranteed.	All	that	exists	is	this	moment	right	here	because	an	asteroid	
could	come	in	the	next	fourteen	seconds	and	that	would	be	it	for	me.	I	think	one	of	the	
problems	with	storytelling	is	that	it	takes	you	out	of	your	experience	and	puts	you	off	in	
your	head	or	floating	disembodied	above	yourself,	looking	down	at	yourself,	which	I	



	

  

Listen	and	subscribe	to	Business	Reimagined	on	iTunes	

	 	

think	is	a	bit	problematic	for	a	lot	of	reasons.	The	problem	with	storytelling	is	that	it	
often	learns	the	wrong	lessons	from	the	past.	It	takes	disparate,	unconnected	events,	
and	it	makes	them	connected	because	we're	trying	to	create	an	arc	or	a	narrative.		

	 I	could	tell	you	a	story	about	how	I'm	a	college	dropout	who	became	successful	early	on,	
and	through	hard	work	and	sheer	determination,	built	this	career.	I'm	soon	enough	
going	to	be	on	to	bigger	and	better	things.	That	takes	years	of	my	life,	which	were	
complicated	and	had	all	sorts	of	numerous	ups	and	downs,	some	of	which	were	self-
infliction,	some	of	which	were	totally	random,	both	good	and	bad.	It	distills	the	rich	
tapestry	of	experience	down	into	a	few	self-serving	sentences.	I	think	you	see	from	
people,	especially	really	successful	people,	tell	themselves	a	story	that	if	you	were	to	ask	
a	disinterested	third	party	to	observe	the	same	events	and	come	up	with	a	different	
story	might	come	up	with	a	very	...	Donald	Trump	tells	the	story	about	how	he	is	a	self-
made	man,	even	though	he	inherited	millions	of	dollars	and	a	famous	name	and	an	
industry.	That	is	a	dishonest	story,	and	you	see	that	a	lot	with	successful	people.		

	 We	rarely	tell	ourselves	a	story	that	makes	us	more	humble.	We	almost	exclusively	tell	
ourselves	a	story	that	makes	us	look	bigger	and	better	than	perhaps	things	actually	
were.	You	can	do	whatever	you	want.	You	can	tell	yourself	whatever	you	want	about	
the	past	because	the	past	is	done.	The	problem	is	when	that	story	then	begins	to	shape	
and	change	your	future,	and	that	is	where	it's	problematic.	If	I	tell	myself	that	my	last	
book	was	one	success	in	an	unending	string	of	successes,	and	that	this	next	book	is	
going	to	be	the	exact	same	thing,	I've	now	sold	myself	a	lie	that	is	either	going	to	lead	to	
disappointment,	or	it's	going	to	be	confirmed,	and	then	bestow	upon	me	a	certain	
ability	to	predict	the	future	that	I	don't	actually	possess.	

Audra:	 That	was	Ryan	Holiday,	urging	you	to	be	humble.	Remember,	humility	isn't	the	opposite	
of	ego.	It's	the	happy	medium	that	exists	in	the	same	part	of	the	spectrum	as	confidence	
and	the	other	virtues	we	hope	to	achieve	in	our	lives.	While	I	tend	to	agree	with	Danny	
when	it	comes	to	telling	the	story	of	your	life,	Ryan	makes	a	great	point	that	we	
shouldn't	forget	to	live	in	the	present,	and	we	should	never	buy	into	our	own	hype.	To	
learn	more	about	Ryan,	visit	his	website,	ryanholiday.net.	You	can	also	get	Ego	is	the	
Enemy	and	his	other	books	at	Amazon.		

	 This	has	been	Business	Reimagined	with	Danny	Iny.	Join	us	next	time	as	we	talk	with	
survey	expert	Matt	Champagne.		
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Ryan:	 There's	better	deals	elsewhere.	There's	more	features	elsewhere.	Satisfied	customers	
are	shopping	around.	You've	got	to	go	so	far	beyond	satisfaction,	so	even	asking	that	
question,	would	you	recommend	us,	are	you	satisfied,	to	me	that's	just	not	enough.	
Five,	ten	years	ago,	I	would've	said,	yeah	that's	fine.	Today,	no	way.	You	need	to	know	
that	these	people	are	lifers,	and	one	of	the	most	powerful	tools	that	we	have	to	keep	
people	for	life	is	the	survey.		

Voiceover:	 Learn	more	about	us	at	mirasee.com.		

	


