WORKSHEET 1 - FOUNDATIONS

The Golden Circle

Most organizations can explain WHAT they do and HOW they do it. Very few can clearly explain WHY — the purpose,
cause, or belief that gets them out of bed in the morning. Sinek argues that truly inspiring leaders and companies think, act,
and communicate from the inside out: Why, then How, then What.

¢ THE BIG IDEA

Picture three rings, one inside the other. The outer ring is WHAT — the products or services you offer, the easiest thing for
anyone to describe. The middle ring is HOW — the special sauce, values, or process that sets you apart. The inner ring is
WHY — the core purpose or belief driving everything else.

Most people and companies communicate from the outside in, starting with What. Inspiring leaders flip the order and start
with Why, because that's what moves people to act and stay loyal — not just to buy.

2 WARM-UP: Go around the group — in one sentence each, try to state your OWN personal 'why' (not your job title, your
purpose). No wrong answers, just first instincts!

Think of a brand or leader you're loyal to. Can you articulate their WHY in a single sentence? How is it different from
what they actually sell?

Draw your own Golden Circle for something you're part of — a job, a team, a hobby group. Which ring comes easiest to
fill in, and which is hardest? Why do you think that is?

Have you ever bought something (or joined something) even though a cheaper or more convenient option existed? What
pulled you toward the more expensive or difficult choice?

Sinek suggests most organizations don't actually know their own Why. Do you know yours — personally or
professionally? If not, what would it take to find it?

Which is riskier for a team: being unclear about WHAT you do, or being unclear about WHY you do it? Debate it with
the group.
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WORKSHEET 2 - THE SCIENCE OF DECISIONS

Gut Feelings & Trust

Sinek connects the Golden Circle to brain science. The WHY and HOW live in the limbic brain — the part responsible for
feelings, trust, and decision-making, but not language. The WHAT lives in the neocortex, which handles rational, analytical
thought and language. That's why a WHY-driven message can feel so 'right' even when we can't fully explain the facts
behind it — and why decisions made from facts alone often fail to inspire loyalty.

¥ THE BIG IDEA
When communication starts with Why, it speaks directly to the part of the brain that drives behavior and gut instinct — which
is why people often say a choice 'felt right' before they can explain the reasons.

Sinek also draws a sharp line between manipulation and inspiration. Tactics like price drops, promotions, fear, peer pressure,

novelty, and aspirational messaging can drive short-term behavior, but they tend to require repeating the tactic to keep
customers coming back. Inspiration built on a shared Why creates something manipulation can't: durable trust and loyalty.

2 WARM-UP: Quick poll: has anyone in the group ever made a big decision (job, purchase, relationship) that 'just felt right' even
though the pros/cons list said otherwise? Share the story in 30 seconds.

Describe a time you made a gut decision you couldn't fully justify with logic. Looking back, do you think your instinct
was right?

List three manipulation tactics (price, promotion, fear, peer pressure, etc.) that companies have used on you. Did they
earn your loyalty, or just your money that one time?

Why do you think facts and figures alone often fail to change someone's mind or behavior, even when the argument is
airtight?

Trust is described as something that builds slowly, through repeated experience. Think of a relationship (personal or
professional) where trust was built this way. What did that process actually look like?

Is manipulation always bad? Can you think of an example where a manipulative tactic was used for a genuinely good
outcome? Discuss where the group draws the line.
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WORKSHEET 3 - SPREADING THE MESSAGE

Believers, Not Buyers

Sinek borrows the classic Law of Diffusion of Innovation — Innovators, Early Adopters, Early Majority, Late Majority, and
Laggards — to explain how ideas spread. Movements and lasting brands don't try to convince everyone at once. They earn
the Innovators and Early Adopters first, the believers willing to take a risk on a Why before there's proof, and let those
believers pull the rest of the market along behind them.

¥ THE BIG IDEA

Sinek's 'celery test' is a simple filter for staying true to your Why: if your purpose is living a healthy lifestyle, you buy the
celery, not the cookies — even if both are technically 'on brand' for a general goal. Every decision, hire, and product either
fits the Why or it doesn't.

The goal isn't to chase the widest possible audience with the loudest pitch. It's to be clear and consistent enough that the right
people — the ones who already believe what you believe — find you, join you, and spread the word for you.

2 WARM-UP: Two-minute challenge: as a group, come up with your own silly 'celery test'— a simple choice someone could
make in daily life that proves whether they're really living out a value they claim to hold.

Where would you place yourself on the adoption curve (Innovator, Early Adopter, Early/Late Majority, Laggard) for new
ideas in general? Does it change depending on the topic?

Think of a product, movement, or idea you supported early, before it was popular. What convinced you before there was
much proof it would work?

Apply the celery test to your own life: name one value you claim to hold, then name one recent decision that either
passed or failed that test.

Why might chasing the 'late majority' too early actually weaken a movement or brand, instead of strengthening it?

As a group, pick a cause or hobby you all care about. Who are your realistic 'early adopters' — the first people you'd try
to convince — and why them specifically?
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