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I spent the last two years as Editor-in-chief of PEX Network, 
where we covered things like enterprise automation, process 
mining and operational excellence. Process and operational 
excellence are about doing process better: whether that’s 
implementing a Lean model, outsourcing the payroll or getting 
a robot to do some of the routine day-to-daywork, the goal is 
to help businesses run smarter, faster, more efficiently and 
more profitably.


Naturally, this line of work brought me into contact with the 
team at iGrafx, which quickly became among the most 
rewarding parts of my job. It is a tribute to their creativity, 
hospitality and trust that our friendship endures. 


Since leaving PEX Network, I’ve been involved in projects 
such as working with 100 Fortune 500 CEOs on addressing 
the UN climate change initiative, developing strategic content 
for Bain and Company and starting my own B2B podcast and 
content studio, Reconnect. 


These diverse projects hit the sweet spot of combining 
decision-making with data, and it has been extremely 
rewarding to put this presentation together to share my 
thoughts on what makes good data and good decisions. As 
with so much else, we find that best practice does to happen 
by magic, but the road to doing things better is clear. 


In this session we’re going to look at: 

• What data is and how we’ve come to use it

• How businesses have radically changed based on data

• Overcoming mistakes and understanding data’s limitations


A note on the text: this is an edited transcript of my 
presentation for iGrafx Innovate Conference 2020 delivered on 
8 May 2020. Edits have been made for clarity and sense as 
you read. The presentation is available to view here. 


Introduction

http://www.pexnetwork.com
https://www.igrafx.com
https://www.un.org/sustainabledevelopment/globalpartnerships/
https://www.bain.com
http://www.reconnectstudio.com
https://vimeo.com/413908507
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Why interpreting data is important  
Data is getting more important as we are using AI and robots to 
make decisions. If you’re thinking that human decision making is 
becoming redundant, I’d say: not so fast.  


Here’s an example of where a computer might misinterpret some 
data. 


Ask a robot what this is, and the answer might come back, ‘a 60° 
angle’. 


But if we add just a little more information, instinctively we humans 
can see that it’s something quite different. 


Read more about RPA here 

In the world of process, businesses are ramping up their AI driven 
robots to carry out tasks. In all of the people I’ve talked to about 
how to implement their RPA, the big lesson is always: don’t just 
throw robots at a problem. Understand what the problem is first. If 
you just get a robot to replicate a bad process, you are setting 
yourself up for a fall. 


Getting the process right first is like sharpening the axe before you 
fell the tree. And to do this, there are tools from process mining at 
business process management tools that will help you on the way. 

If you think that means machines can’t make decisions I say again: 
not so fast; you just need to ensure that the robots know what sort 
of data they can expect to work with. so that they know what they’re 
looking for. Our learning has made us a lot more intuitive than a 
robot, but all good decisions rely on a  robust interpretation of the 
data that’s right in front of us. 
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The real world is full of examples of how 
data needs to be interpreted and whether 
we’re dealing with a computer, or our own 
perception of the reality of the situation, we 
can’t take things for granted. The future will 
be about how humans and machines work 
to the best abilities of both sides. 


There is such a thing as too much 
information and the London Underground 
map is a classic example of how removing 
information helps provide clarity, taking us 
from a confusing jumble of lines...


... to a clear layout. It’s a map in which 
geography does not matter, and although 

you’d never use this second map to plan a 
walk or get from Green Park to Tottenham 
Court Road above ground, there are a 
couple of easy routes to take if you’re on the 
tube. 


These two maps show us how we’re 
seriously in danger of overloading with data 
and not seeing the information we need. 
Business process maps need to have a 
similar level of clarity - not to be confused 
with simplicity. It’s about getting rid of the 
unnecessary, the extraneous, the irrelevant. 


Here is some data that maybe we don’t 
even see as data. 


This is the sheet music for the Gershwin 
number Summertime. 


� 


The sheet music is data - actually let’s go a 
step beyond that, it’s process data, and the 
interpretations of it have taken us in two 
very different places. You might well be able 
to back-engineer the sheet music from a 
performance, but nobody else would give 
quite the same interpretation, whether they 
are Ella Fitzgerald or me singing in the 
shower. But so long as you have the sheet 
music and you know how to read it, you can 
play all the right notes, and sing the right 
words, in the right order. 


If you don’t know how to read music, it 
looks like meaningless dots on a stave. If 
you flicked an inky pen across a blank sheet 
of music manuscript, you might be able to 
draw in the lines and get a tune out of it, but 
it won’t sound like Summertime.


All data ultimately has to be interpreted. The 
interpretation of data in process is massively 
valuable: if you don’t understand what 
you’re doing, don’t expect good results. 


Data has been around and informed 
decision making for a long time. As soon as 
you start trading things for currency, units of 
measurement suddenly become really 
important. 


Human brains are great at spotting patterns. 
We are so good at spotting patterns, we 
sometimes do it when there isn’t a pattern 
there. We’ll come on to this in a bit. 


But often, when we find a pattern, we are 
right.Listen: Ella Fitzgerald's interpretation 

of Gershwin's Summertime

https://youtu.be/u2bigf337aU
https://youtu.be/u2bigf337aU
https://youtu.be/u2bigf337aU


�5 © Ian Hawkins 2020

A brief history of data 

This is a Nileometer, and as you might 
guess from the name, it measures the height 
of the Nile in Egypt. 


Thousands of years ago, the Nile delta was 
the bread basket of the Mediterranean, 
doing a brisk trade with her neighbours. The 
prosperity of the nation depended on how 
much wheat they could produce, and there 
was a simple correlation between the height 
of the annual flood and the amount of wheat 
they would be able to harvest a few months 
later. 


Nileometers were used to measure the 
height of the river and enable the Egyptians 
to plan ahead for the size of the harvest. It’s 
evidence of gathering and recording data, 
interpreting it, and turning it into process. 


Low floods meant less food. That means the 
grain stores might have to be relied upon. 
High floods meant more food, and also 
might require more workers to gather it in. 

Stop building that pyramid, start 
replenishing those grain stores. 


Thanks to the record keeping of the 
Egyptian Nile-watchers who kept as keen an 
eye on the water level as we might on the 
stock exchange, we know that they were hit 
by famine just at the wrong time for them, 
and the right time for the Romans - and 
that’s why English is based more around 
Latin, than it is on Egyptian. 


Maths had been used for a long time to 
describe the world around us, by the Greeks 
and across the Muslim world which raised 
the bar, maths feeding into non-figurative art 
as you can see in this dazzling pattern 
(below) and in the development of algebra.


In the industrial age it became necessary to 
make the numbers work a bit harder… and 
for all this data that was suddenly appearing 
to become more understandable to 
businesspeople. 


Remember in the 16- and 1700s, you had 
Tulip Mania and the South Sea Bubble, 

where investors threw their money into 
apparently ever rising stocks - and then lost 
everything. 


Today we are used to graphs of different 
kinds that represent data. Many of the 
representations we rely on today were 
invented by William Playfair around the end 
of the 18th century. 


Playfair published line and bar charts in 
1789, and the pie chart in 1801.


https://www.nationalgeographic.com/news/2017/10/volcanoes-Nile-flood-climate-Egypt/
https://www.nationalgeographic.com/news/2017/10/volcanoes-Nile-flood-climate-Egypt/
https://www.nationalgeographic.com/news/2017/10/volcanoes-Nile-flood-climate-Egypt/
https://www.nationalgeographic.com/news/2017/10/volcanoes-Nile-flood-climate-Egypt/
https://www.investopedia.com/terms/d/dutch_tulip_bulb_market_bubble.asp
https://www.historic-uk.com/HistoryUK/HistoryofEngland/South-Sea-Bubble/
https://en.wikipedia.org/wiki/William_Playfair
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Being able to see data like this gave 
humans the ability to take information that 
was completely abstract - the price of a 
stock, the temperature of the afternoon, the 
number of horses going along a road - and 
put it on a map. Visually people were able to 
see where they had been, where they were, 
and where they might go next. You could 
see how large a slice of the pie you were 
getting, whether your competitors were 
doing better than you, or, if you plotted key 
events on the timeline, how their value fared 
against yours in particular circumstances. 
People could start measure their resilience, 
see the health of their business, or their 
country. These are the metrics on which 
business owners could begin to see their 
processes working more or less efficiently in 
detail that has become ever more granular 
since. 


Even today, the book Information is 
Beautiful has become a bestseller. The 
human brain has a hunger for understanding 
and making order out of chaos. 


Data and disease 
Right now, we’re in the middle of a 
pandemic, and different countries around 
the world are trying different approaches to 
tackle it - with different results. Just for 
context, I’d like to take you right back to the 
early days of epidemiology because it tells 
us something about data, process and what 
we’re all doing as a response to this 
outbreak.  


It’s a story that proves: when you take data 
and you understand it, the numbers can 
point you in the right direction for action, 
even if you can’t comprehend the actual 
problem.


John Snow was born into a labourer's family 
on 15 March 1813 in York and at the age of 
14 was apprenticed to a surgeon, which 
tells you something about what medicine 
was like in those days. 


John Snow lived at a time when city 
populations were exploding. Today we’re all 
hyper aware of social distancing, so you can 
imagine what it was like back then with 
people crammed into slums, a very 
communal style of living. Cholera outbreaks 
were frequent and murderous.


Before we had germ theory, people had no 
idea what caused disease. As an example, 
here is a poster from 1836 courtesy of the 
New York Historical Society, giving advice 
on avoiding cholera. And you can see just 
how misguided it is when it advises to be 
temperate in eating and drinking and 
avoiding sleeping in draughts. 


Some of this advice might save you from a 
stiff neck but it won’t save you from cholera. 


The last line is a kicker: ‘take no medicine 
without advice’ - which after reading the rest 
of this poster, makes you wonder whether 
that advice was any good or not. 

https://informationisbeautiful.net
https://informationisbeautiful.net
http://www.bbc.co.uk/history/historic_figures/snow_john.shtml
https://www.who.int/news-room/fact-sheets/detail/cholera
https://www.nyhistory.org
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Back to John Snow (top left). In 1854 there was an outbreak of 
cholera almost literally on Snow’s doorstep in Soho - it’s less 
than a five minute walk from where he was living at the time. 


Snow plotted cases of cholera on a map of the area (bottom), 
and identified a water pump in what’s now Broadwick Street as 
the source of the disease. When the handle of the pump was 
removed, the number of cholera cases immediately began to 
diminish. 


I like this example because you can see how something very 
small like a bacteria, which nobody even knew existed, was able 
to have this big impact - causing all these deaths around Soho. 
Mathematics defined the problem and taking a big but simple 
action, like removing the handle of the pump, fixed the problem - 
even without fully understanding what the problem was down to 
the level of the bacteria in the water. 


We see it today, when businesses use a BPM tool to map out 
their processes, they quite often find something that they can 
immediately implement and bam - there goes a whole lot of 
wasted time. In comes an intervention and here comes a nice 
chunk of ROI. 


In Soho today stands a commemorative reproduction of the 
original pump, minus handle (top right). And the pub it is outside 
is named after John Snow; if you happen to go in there after 
lockdown is over, you’ll find it full of epidemiologists, amateur 
historians and misguided Game of Thrones fans.


Looking at all this today, none of this is particularly elegant. John 
Snow didn’t produce a fully formed germ theory, or identify the 
species of bacteria or come up with antibiotics which were still a 
hundred years off. But you can see how there are big basic 
things that you can do that make a difference. Social distancing 
isn’t particularly elegant either but while we are looking for the 
right tests and getting them to the right people, it’s all we’ve got. 


https://londonist.com/pubs/pubs/pubs/john-snow
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How data changes 
company strategy 
Data-driven decisions can take us beyond 
process, however. Let’s look at a business 
that has process down to a fine art and how 
data made them change what they were 
doing to stay relevant for a changing 
customer landscape.


McDonald’s in the 1980s had a bit of an 
image problem, as the company was 
practically a byword for cheap bad fast (or 
junk) food. For a long time, though, that 
didn’t matter. 


Along came a big shift in customer attitudes 
in the 1990s. People getting a lot more 
aware of animal welfare, a lot more 
concerned about the environment. In the 
90s you have things like fair-trade, the 
rainforest alliance, the organic movement - 
which had been around for a long time, but 
started going mainstream. Let me give you 
an example that was told to me from the 
horses mouth. 


Mark Palmer is my marketing hero. He 
arrived at G&B’s when they held 95% of the 
organic chocolate market, they showed him 
this graph (top) and they told him: “Mark, 
there is nothing for you to do here.” 


Mark Palmer looked at this graph, and said, 
“you’ve labelled this graph wrong. That’s the 
real market, this is our share of it, we have 
work to do.” (Bottom)


How you look at data matters. Received 
wisdom at the time was, it’s chocolate, it’s 
practically an addictive substance. You 
should no more think about making ethical 
chocolate as you would think about ethical 
cocaine.


Before G&B the idea of being organic or fair-
trade or ethical was a niche.


Green & Black’s chocolate is as far as I’m 
concerned, the defining product of the 
1990s. Why? Because it was both  
aspirational and the first product in the UK 
to have the FirTrade label.


Thanks to Mark Palmer, G&B went from an 
obscure brand to something you can pick 
up in any corner shop. Today the biggest-
selling chocolate products in the UK such 
as Cadbury Dairy Milk and Kit-Kat are all 
FairTrade.

https://www.marketingweek.com/vision100/profile/mark-palmer/
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How do you get more abstract than a customer’s thoughts? The 
only way to measure these is by following where those customers 
are going. McDonald’s was being abandoned for the coffee shops 
that were springing up all over the high street.


McDonald’s saw there was a whole demographic of people that 
were drinking coffee. McDonald’s thought ‘we want some of that’ - 
but how do they make the shift? Make their outlets more like cafes 
than fast food joints. Bring in more comfortable chairs. And start 
acting ethically. 


If I told an environmental activist in the 1980s that there was a place 
you could get a coffee with fair-trade rainforest certified beans and 
organic milk from a company that had won awards from the RSPCA 
for animal welfare they would say, ‘Man, what is this Nirvana of 
which you speak?’ And it exists, and it’s called McDonald’s. I hope 
that our 80s activist friend would feel thoroughly vindicated. 


Data created this virtuous circle that has changed the landscape. As 
people became more aware of the damage their products were 
doing to the planet, they sought out ethical choices, turning these 
products into rapid-growth opportunities. Until the balance was 
tipped: rather than ‘Why should I sell fair-trade?’, the question is 
now ‘why should’t I sell fair-trade?’


Data can come in many forms 

• It can show you evidence of things you can’t see just now. 

• How you use data matters

• Data can show you how to adapt and change your business so 

that it remains relevant
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Logical 
fallacies 
Data is essential in making the best 
decisions, but as we’ve seen, data is only as 
useful as how you use it. 


The reason why I want to focus on logical 
fallacies is because data requires 
interpretation, and of course if you 
misinterpret the data, you’ve wasted your 
time and your money. And maybe your 
business. We don’t see the world through a 
perfect lens and we need to understand our 
own imperfections.  


Cognitive biases are mistakes that are so 
common, they’ve been categorised and 
studied and are really important to keep 
front and centre. Whole university courses 
are taught on these, so we won’t cover them 
all, but this presentation is about raising 
awareness, not giving you all the answers. 


These are some of the most important 
cognitive biases that I’m going to invite you 
to consider whether you’re guilty of these 
yourself, or if your have seen them out in the 
wild.

Learn more: the Skeptoid podcast 
explains common logical fallacies 

https://skeptoid.com/episodes/4073
https://skeptoid.com/episodes/4073
https://skeptoid.com/episodes/4073
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Confirmation bias 

This is going into a situation with a ready-
formed idea in your mind, and only seeing 
the evidence that supports that idea. Other 
information that doesn’t match your opinion 
is discredited, downplayed or ignored 
completely. 


I think it’s really important to weigh evidence 
that contradicts your opinion: is there 
something in it? What are they seeing that 
you’re not? 


You can see this a lot with the mentality ‘if 
it’s not broken, why fix it?’ This is especially 
true in process. ‘What we are doing may be 
inefficient but it works.’ I think this is 
thinking that holds businesses back from 
achieving more.  


Questioning the data you’re working from is 
useful: don’t take your own opinion at face 
value.


Correlation-causation fallacy 

Just because two things seem to go 
together, does not mean there is a causation 
relationship between them. 


Let’s label the graph as if we were ancient 
Egyptians. This would’ve worked pretty well 
for them - the more flood water, the more 
grain. So we can see how tempting this 
fallacy is. 


Let’s do a Mark Palmer and relabel the 
graph. Population on the bottom and 
number of COVID-19 diagnoses up the side. 
This makes sense, the more people there 
are, the more cases of COVID-19 we’re 
finding. 


Now put on your tin foil hats, change the 
bottom axis to 5G coverage - because the 
more people there are, the more coverage 
there is folks - and you have a graph to 
back up your crazy conspiracy theory. 


You could also say COVID-19 cases 
correlate with the number of Starbucks in a 
given area, the number of red cars that drive 
by, the number of schools in a town or the 
number of people called Charlie - but that 
doesn’t mean there is a causative 
relationship.


In process, the classic correlation is that 
people equate hard work with greater 
output. But getting the process streamlined 
and working smarter not harder could mean 
more output for less effort.   



�12 © Ian Hawkins 2020

Sharpshooter fallacy 

I’m fond of this because this is how we fool 
ourselves. 


If you see a target with bullet holes in the 
middle, you’re tempted to think that you’ve 
got a marksman involved. But the 
sharpshooter fallacy gets its name from an 
apocryphal story of someone randomly 
shooting a gun at a wall, and drawing the 
targets in afterwards, giving themselves a 
bullseye every time. 


I saw this in real life recently with a 
columnist saying ‘as I predicted, x y z has 
come to pass.’ This is an old music hall 
mind reader trick. If you make enough 
predictions, some of them will come true. 
People tend to remember hits and forget the 
misses. 


As I’m fond of saying, predicting the future 
is easy, predicting when the future will 
happen is difficult. 


This might seem like an absurd example, 
but we are all guilty of it. We all know 
someone who’s never wrong, who always 
says I told you so, and we are also forgiving 
of our own mistakes. We also know the real 
deal is the leader who happily tells you 
where they went wrong. The warning here is 
that if somebody is never wrong after the 
fact, be sceptical, even if it’s yourself. 


And in process, this fallacy means that a 
whole lot of inefficiency and waste can be 
overlooked because the end product looks 
good enough from the outside. 


Magnified minority 

You see this a lot in the media - in the rush 
to appear balanced, broadcasters can give 
a disproportionate amount of time to 
minority views and present both as equally 
valid. Take climate change - 97% of 
scientists agree that climate change is 
happening and human beings are causing it, 
but it’s presented as a fifty-fifty proposition 
when there’s another scientist given the 
same amount of time to argue the opposite. 


I’d encourage you to look into these 
fallacies more. There are literally dozens of 
these fallacies, and whole courses are 
taught on what they are, how to spot them 
and how to avoid them. They help smart 
people make mistakes, fool themselves, and 
set themselves up for failure. Be data savvy. 


https://www.psychologytoday.com/us/blog/pop-psych/201605/count-the-hits-not-the-misses
https://www.psychologytoday.com/us/blog/pop-psych/201605/count-the-hits-not-the-misses
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Health warning 
The drawbacks of knowing these are twofold: 


Number one - a false sense of security 

We are never so good as fooling anyone as we are at fooling 
ourselves. Thinking you’re safe is the first step on the road to 
complacency.


Number two - you have to negotiate these very carefully 

You have to remember these fallacies are pervasive because they are 
powerful. If you follow the data that goes against what might be a 
cluster of fallacies, you’re going to have to do a lot of work to 
persuade people that you’re right. 


This is important to remember: lots of bad evidence does not add 
up to one good piece of evidence.  

By bad we mean data that’s unreliable, compromised or out of date. 
Good data is credible, tested and sourced. 


This is the last chapter of any detective novel, where the sleuth says 
‘You said you were here, but you HAD to be elsewhere because this 
apparently innocuous data point is incontrovertible.’ 


As a leader you may find yourself contradicting others 
whose opinions are based on the false premises we 
have partially explored here. 

LOTS OF BAD EVIDENCE  
DOES NOT ADD UP  

TO ONE GOOD PIECE OF EVIDENCE
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Approaches to changing thinking 
If we are going to make data driven decisions, we have to make 
data driven implementations as well. Data is getting better and 
better when it comes to operations. When you can measure and 
monitor everything a robot does, you can use techniques like 
process mining to shave seconds off a process. There is no reason 
not to have a continuous improvement program in place, because 
every efficiency gain directly impacts your bottom line. 


When it comes to strategy, however, things look a little different. 
Operations is getting close and personal. Strategy is looking to the 
horizon, and the further away something is, the fuzzier the 
probability. And when something is fuzzy, we tend to see what we 
want to see, rather than what’s really there. 


How do we overcome this tendency? The answer has to be a 
change in thinking. 


A practical solution is embodied by the Wright brothers. 


These are the two men generally credited with being the first to 
achieve powered flight at the beginning of the 20th century. Clearly 
an amazing feat of engineering and original thinking, how did they 
do it? Well, they had a lot of disagreements about how best to build 
their airplane. And when they disagreed, they would do something 
very unusual: they would take each other’s side and argue from the 
opposite point of view. 


If you’ve ever done debating at school, you’ll have come across this 
idea before. I think it’s helpful, it’s effective, but only if you trust the 
other person to argue hard for something they don’t believe in. If 
you have a relationship like this in your life, treasure it. And maybe 
find an airplane of your own to build.


Getting a bit more robust, you might be aware of Edward de Bono’s 
6 hats. There isn’t time to go into a deep dive with these but the 
basic idea is that you approach any problem in six ways, wearing a 
different hat. It’s a bit like walking a mile in someone else’s shoes, 
but it’s hats - so more fun on a zoom meeting.

https://www.britannica.com/biography/Wright-brothers
https://www.history.com/news/history-faceoff-who-was-first-in-flight
https://www.history.com/news/history-faceoff-who-was-first-in-flight
https://www.edwddebono.com
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Take a problem - for example, getting back to work after shutdown. That’s going to 
be a process we all have to negotiate one way or another. 

Blue hat is process and planning - so with this hat 
on you’ll be thinking about how to keep up to date 
with the latest advice and legislation. Will you have 
some system to avoid people mixing with each 
other, will you have people working from home 
more, staggered start times, that kind of thing. 


White hat thinking concerns facts and data. What’s 
the best information we have right now? Getting 
the data right is really important, but the mere 
existence of the other five hats tells us it’s not the 
only way of approaching a problem. 


Red hat is how about feelings, gut instincts. If you 
like this is the bit where you act within the spirit of a 
rule. Employee John should be on this team but he 
lives with a vulnerable person, maybe he should be 
dialling in to meetings for a while longer rather than 
coming to the office. 

Green hat is creativity - thinking of solutions to 
problems, daring to be different, out-of-the-box 
stuff. ‘Now we are all remote workers, why don’t we 
start employing people in different parts of the 
world? Can we crowd source our innovations?’


Yellow is the optimistic hat, where we think of 
benefits to doing  things and asking what the best 
outcomes could be. This is what gives us 
motivation to spot opportunities. After lockdown, 
everyone in the world now knows how to join an 
online meeting.  


Finally, the black hat is the pessimism hat, the 
doom and gloom, if it can go wrong it will. The 
nitpicking and the downsides that you’ll be glad 
you didn’t ignore if it comes to it.  


The six hat solution is one way of finding a good solution to a problem 
by covering different angles of approach to that problem. 
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Alternatively, you can take a more scientific 
approach to this via something you will have 
heard of, the Meyers-Briggs personality test. 
Again, I’m not going to go on a deep dive 
because none of this stuff is more than a 
web search away if you’re interested but 
here is the top line:


Everyone divides up into one of 16 defined 
personality types. Here’s how it’s worked 
out:


How you interact with the world - are you an 
introvert or an extrovert? If you don’t know 
which you are after a few weeks of 
lockdown, I’m afraid I can’t help you. 


How you make decisions - are you a thinker 
or a feeler? I’ve worked with a number of 
very successful clients where there have 
been two people at the top, roughly a head 
person and a heart person and it’s a 
combination that seems to work well - 
though that could be the confirmation bias 
in me talking. 


How you absorb information - sensors 
prefer to focus on the basic information, 
while intuitive types prefer to dive deep, 
interpret and add meaning This 
interpretation can be creative, it can also be 
where the logical fallacies kick in. 


How well organised you are - judgers are 
organised and prepared, preferring to get a 
plan nailed down quickly. Perceivers like to 
keep their options open, and are much more 
flexible in their plans. 


Of course, we can be one thing in one 
circumstance and something else the next. 
We’re likely to be fairly extrovert with our 
children and a bit more introverted around a 
key client. 


This might be old news to you and you 
know your Meyers-Briggs personality type, 
and that of your colleagues, your friends, 
your family and your dog. Answering a 
questionnaire you can easily find online will 
tell you where you or the people around you 
fit into a matrix of 16 different personality 
types, and how these interact and work 
together will shape the way individuals and 
teams tackle and solve problems. 


You might think this is nonsense, in which 
case you’re a typical I-N-F-P.


I think a dose of skepticism is fine when it 
comes to this stuff, but there is no doubt 

that you’ll find it helpful, and there’s a 
reason why diversity makes good business 
sense: if you’re a thinker, it can be incredibly 
helpful to bounce ideas off a feeler. And if 
you’re used to making decisions with your 
gut, I hope the first half of this presentation 
has demonstrated why having someone 
who looks at the data is a useful colleague. I 
bet you know some real life examples that 
also fit the description. 


I’m telling you all of this with a health 
warning, though: the big caveat is that often 
we make our own reality. You can spend a 
lot of time dithering about getting exactly 
the right decision, when making a decision 
that is not perfect will still get good results. 
Sometimes there’s something to be said for 
acting fast and being first rather than 
coming last with all the best data. 


ENFJ INFJ INTJ ENTJ
Teacher Counselor Mastermind Field 

MarshallENFP INFP INTP ENTP
Champion Healer Architect Inventor

ESFP ISFP ISTP ESTP
Performer Composer Operator Promoter

ESFJ ISFJ ISTJ ESTJ
Provider Protector Inspector Supervisor

https://eu.themyersbriggs.com/en/tools/MBTI?gclid=Cj0KCQjwzN71BRCOARIsAF8pjfgq9A5nQgIoE_3QaGPzdsggsGP0PhzkstbvVx50tCHvLmp3yrHocqEaAtCxEALw_wcB
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Conclusion 
To finish up, I’ve taken you on a bit of a zig zag tour of what I think 
goes into making good decisions with data. If you want to take 
yourself from a position of the unknown to implementing a decision, 
the journey looks like this: 


• Get the best data possible

• Understand what it really means

• Overcome your own biases

• Help others get over their biases


As you can see, making decisions with data is not about letting the 
AI take over, it’s about how we as human beings use this amazing 
tool that’s been given to us. I think the successful leaders of the 
future will not be the ones who understand how it all works, but 
understand how it can be used. 


Process is fundamental to business, and how businesses make 
decisions around their processes requires the best data and the 
best tools for understanding that data. The post-Covid world will be 
one in which businesses that get this will thrive and those that don’t 
simply won’t have enough in the tank to keep themselves relevant 
and responsive. 


Tomorrow’s leaders will be those who understand themselves, how 
and why they make decisions. And they will be, as they always 
have, the people who can lead others to buy into and achieve that 
vision. 


The good news is there has never been better access to data, and 
there have never been such powerful tools to make sense of it. I 
hope this presentation has got you excited about the possibilities of 
technology, and how it can make your business run better and more 
profitably. 


Connect  
If you have questions, comments or thoughts of your 
own, please connect with me on LinkedIn or follow me on 
Twitter.  

If you’d like to know more about my new B2B podcasting 
business, visit the Reconnect Studio home page.   

Postscript 
After the presentation, I was contacted by Elizabeth Hind who wrote 
this paper on Egyptian mathematics and allowed me to share her 
translation of what she calls ‘the world’s oldest spreadsheet’ - it’s 
4,000 years old and details how various members of temple staff are 
to be paid. What would the Ancient Egyptians have done with RPA? 


https://www.linkedin.com/in/ianrhawkins/
https://twitter.com/smartmrhawkins?lang=en
https://twitter.com/smartmrhawkins?lang=en
http://www.reconnectstudio.com
http://explore.bl.uk/primo_library/libweb/action/display.do?tabs=moreTab&ct=display&fn=search&doc=BLL01013126204&indx=1&recIds=BLL01013126204&recIdxs=0&elementId=0&renderMode=poppedOut&displayMode=full&frbrVersion=&vl(drEndYear4)=Year&vl(drStartMonth4)=00&&dscnt=0&vl(1UIStartWith0)=contains&vl(1UIStartWith2)=contains&mode=Advanced&vid=BLVU1&vl(2084770721UI3)=all_items&vl(boolOperator1)=AND&tab=local_tab&vl(freeText1)=hind&vl(drStartYear4)=Year&vl(drStartDay4)=00&dstmp=1588965395127&frbg=&vl(2084770717UI1)=creator&scp.scps=scope:(BLCONTENT)&tb=t&vl(1UIStartWith1)=contains&vl(2084770715UI0)=title&srt=rank&vl(boolOperator0)=AND&Submit=Search&vl(2084770716UI2)=any&vl(drEndMonth4)=00&vl(freeText2)=&vl(boolOperator2)=AND&dum=true&vl(freeText0)=Egyptian%20mathematics&vl(drEndDay4)=00
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About the presenter 
Describing himself as a ‘storyteller’, London-based Ian 
Hawkins has worked in locations including New York, Sydney, 
Nicaragua and Morocco making films for BBC World and 
speaking at conferences and events. 


Ian has worked closely with cabinet ministers and senior 
political figures, Olympic athletes, headline entertainers and 
businesspeople. The sensitive nature of the work led to Ian 
becoming known as ‘the UK’S most trusted speaker 
coach’ (Square Mile).


A Fellow of The Royal Society for the Encouragement of Arts, 
Manufactures and Commerce, his experience with some of the 
world’s most exciting businesses and brands combined with 
his interest in history, human psychology and science give him 
a unique perspective on current trends and developments. 


Born with a life-threatening and debilitating heart condition, 
Ian has overcome adversity to embrace the philosophy that 
you can’t always change your situation, but you can choose 
your attitude. As a speaker, writer and workshop leader, he 
offers an optimistic and motivating take on personal growth 
and business success. 


Ian is also author of the best-selling and highly rated book, 
Insider Secrets of Public Speaking, available online. 

https://www.linkedin.com/in/ianrhawkins/
https://www.linkedin.com/in/ianrhawkins/
http://www.tinyurl.com/ISOPSworld
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