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tHis is not reALLY A BooK.
 
This is an experience, a visual meditation on creativity 

and business—just for you, my creative friend. This is a 

moment of peace, inspiration, and introspection.

 This book is the follow-up to You Are a Circle, 

and this time we’re going to focus together on your creative 

business: from finding ideas to branding and communication. 

All the good stuff you need to know.   

 This is an invitation to use both your 

imagination and your critical mind. Here, I’m not 

providing you with definitive answers—because no one can—

but instead, I will challenge you throughout this book to 

question, think, and act.

 Let’s start right now: Simply open the book to 

any page. Find a little quote that resonates with you. Now, 

ask yourself these two simple questions:

 1. Do I know this?

 2. Am I applying this in my life and business?

 You see, we all know things. The key here is to make 

sure to apply these ideas. Because, like with everything else, 

the power of creating only works once you apply what you 

know in the real world. 



 What you’ll discover here was originally designed as a 

time capsule for my daughter (she’s four now). Starting with 

the first book of the series, You Are a Circle, and now with 

You Are a Message, I’ve compiled everything I’ve learned 

over two decades as a creative consultant and artist working in 

various worlds: music, fashion, luxury, art, design, and youth 

culture. As I hinted early on, I don’t know everything (no one 

can claim that). These short aphorisms are only meant to 

remind, encourage, and challenge—that’s all.  

 This book is not for everyone, though. It’s designed for 

the Next Creative Class: people like you who are changing 

our world for the good—not by talking about it, but by creating 

new offerings (businesses, organizations, and groups) based on 

positive creative values. 

 I believe in change because after years of gruesome 

work, trial and error, I’ve figured out change is not only possible,  

but we can all create it. So please know that what I’m sharing 

with you here is based on real-life experience, not on theory. 

You see, life is a curious putty, and like a sculptor, your job is 

to constantly work on it—all the time. It’s an ongoing practice. 

It’s a process. 

 Is it easy? Nope.

 Is it worth it? You bet!

Listen, you have more power than you think. You have 

in you a unique light that needs to be expressed in the world, 

despite countless forces around you telling you otherwise. You 

might start with a little, or a lot; you might start early, or late: 

None of this matters. It’s your resolve to act on a project, 

then experiment with it until you make it work, that’s going to 

give you the results you want.  

 So today, it’s your turn to shine. It’s quite simple, 

really. If we all decide that something needs to change, by 

acting together, we’ll find a way to make it happen. And 

remember, at the very core, change starts with you, at 

your own level, right now. 

 So find what’s important to you, and know why.  

 Then . . . go for it. Experiment. Create something new. 

Create something beautiful. Your life is waiting for you to shine.

 

 Shine on, little star. Shine on. 

 Let your light out.

  With love,

   Guillaume Wolf “Prof. G”
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You are a message. Everything you are, everything you have, 
everything you do is a message. You might not know it, but 
you’re constantly projecting a message around you. 
 What’s your message? What are you saying to the 
world around you? What are you saying to your market? 
What are you saying to future generations?   
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Don’t push, pull. 
To be interesting, be interested.
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It takes guts to start a creative business.
It takes guts to follow your passion. 
It takes guts to try and fail. 
It takes guts to go back at it until it works.
It takes guts to live the life you want.
So, congratulations: You have guts. 
Now, trust your gut.
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It’s always about the fundamentals. 
Ask yourself these two questions: 

• Who am I talking to? 
• How can I help them? 

This is a great practice, like mental tai chi. 
This is also the secret to creating a great brand.
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When you create your own niche, it is difficult at first. 
If you succeed, you’ll end up ruling your market. 

In your market, do you have a unique niche? 
If not, why not?
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On the one hand, you have creatives/artists who are reluctant 
to learn marketing, fearing it might dissolve the authenticity of 
their message: That’s called fear. 
 On the other hand, you have marketers who mistak-
enly think they can influence anyone into doing anything they 
want: That’s called hubris. 
 Both are incorrect. The sweet spot is at the center: 
Today, you want to be a creative/artist who also knows about 
marketing. It’s art and business; it’s also business and art.
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Good communication is like real magic. You can change a situ-
ation; you can make the impossible possible. It’s uncanny to 
see it happen; it’s almost spooky to realize you’re behind it.  
 How do you train yourself? Simply start at your own 
level, with people around you. The next time you meet some-
one, try to find the gem in her, and reveal it in a sentence. 
But here, it’s not about fake compliments. It has to be real 
and meaningful.
 Connect with others by showing them that you see the 
truth and beauty that’s already there. You think it sounds easy? 
It’s not. You think it sounds cheesy? It’s not. It’s actually very 
meaningful. Now, the real question is: Are you doing it? Can 
you connect with others? If you’ve never done it, try. You’ll 
learn a lot.

Once you’ve started this practice in your life, try to apply the 
same principle with your project. Can your brand connect with 
others meaningfully? How? How often?
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To be an effective communicator, the first thing to do is to kill 
your ego . . . It’s not easy. But, remember, it’s not about you 
(the creator/designer); it’s about them (your audience).

How well do you know your audience?
When was the last time you hung out with them?
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Even if they’re one and the same, a company and a brand run 
on two different kinds of systems. 
 A company is a dry system where everything can be 
measured in numbers: production costs, distribution, sales, 
market shares, etc. 
 A brand is a wet system that exists within fuzzy con-
cepts: cool factor, trends, desires, dreams, truths, emotions, 
culture, etc. 
 When you’re in charge of a brand, you’re dealing with 
a wet system; you’re handling an ever-changing material. 
Branding is a bit like surfing—you must find balance in a fluid 
environment.
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Empathy is paramount. 
 To understand an individual in a market, my talent is to 
imagine that I’ve flown out of my shoes and landed in his or her 
shoes. From this new perspective, I can see, feel, and think as 
he or she does. But remember, this is not a parlor trick: In order 
to be empathic, you need to be genuinely loving and caring. 
 That’s what I do best, and you should try it too. By 
practicing empathy daily, you’ll get incredible insights into 
people and situations.   

Try this: Go to a crowded place. Look around. Pick a person 
completely different from you. Imagine being inside his/her 
body. Imagine thinking, feeling like him/her. During this exer-
cise, come from a place of kindness (never judgment). Get a 
sense of how this person sees the world. Learn from it.
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New luxury is time and space. 
New success is the realization of your true potential. 
New wealth is the cultural legacy you leave behind. 
As you can see, none of these has anything to do with bling.
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You can be a merchant of cool, but always be honest: 
Don’t you dare lie.
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Today, everyone in the marketplace—even entry-level employ-
ees—is being asked to present him- or herself as a mini-brand 
(with a message). A lot of creative people hate this, as they 
would rather have their work speak for itself. Yet denouncing 
“personal branding” as being a horrific trend that forces you 
to put on a “fake persona” is actually erroneous. Why? Simple: 
You can’t fake this.
 Your personal brand is about your truth. Be curious 
and find the truth within yourself. It can become a personal 
challenge to grow on a deeper level: “What do I stand for? Am 
I working at my full potential? Am I learning every day? Am 
I contributing to the world? Am I stretching myself outside of 
my comfort zone? Do I connect with the people who need to 
see what I do? In what way?”
 A great person is someone who keeps evolving. Truth-
based personal branding challenges you to find the resources 
inside you in order to grow into your best possible self. 
 That’s a good thing. 
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There are no extraordinary brands 
without extraordinary people.
If you want to build a great brand,
challenge yourself to be the best you can be 
in every area of your life, not just business.
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Do you matter? 
 This is a hard question for a person or a 
brand; yet, the answer is easy. 
 First, do something at your level that 
helps someone’s life. Just one person.
 Next, do something that impacts ten 
people. And keep going. 
 Long term, true influence is the by-
product of caring for others. You’ll matter the 
most once you start caring for the world.
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Here’s the secret of failure and unhappiness: Be rigid, be self-
righteous, be lazy, always look at things from a place of fear 
and hatred. 

Here’s the secret of success and happiness: Be resilient, take 
responsibility, work hard, always looks at things from a place 
of confidence and gratitude. 
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There are no shortcuts on this path. 
Every day, short-term self-sacrifices create long-term results.

What are the daily sacrifices you must implement?
What long-term results will you get from them?
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There’s one force that you must combat every day. It’s called 
the status quo: the willingness to keep things the way they are. 
 First, find it within yourself. Learn about it, grab it, 
and destroy it (Ask: What doesn’t want to change within me?).  
 Next, be ruthless when you meet the status quo in the 
real world. Every time you meet someone who says, “It can-
not be done,” start thinking about how you’re going to make it 
happen. That is, without this person around, of course. 
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Nothing amuses me more than to see passing fads crashing 
on the ground. Folly is a powerful teacher that fools never 
learn from. 

Search online for “failed marketing.” It’s a great (and hysteri-
cally funny) education. 

Learn from the past to master the present.
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As a consultant, the greatest gift you can give to a client is to 
uncover something that could destroy their business, and have 
the courage to say so. Only the very few have the nerves to do it.
 Make sure you surround yourself with people who can 
give honest feedback, not yes-men.
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Psychology is key for branding. Not clinical psychology, 
though. Healthy, happy psychology. Your brand must be 
healthy and happy.
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In the past, some people treated business like guerrilla war-
fare, with an “anything goes” attitude. 
 Today, we’re all interconnected and information trav-
els fast. Know this: If you’re evil (or if your brand is evil), you 
will be singled out and excluded, sooner or later. 
 We all want to hang out with the good guys, not 
the evildoers.
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If you cultivate new talents within yourself on a regular basis, 
it becomes natural for you to make your brand evolve. Both are 
linked. Everything is always interconnected.
 Once you get this, apply it with your team. Make sure 
that they always grow along with you.

What new things are you (and your team) trying this month?
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To build your brand, you need three things 
working simultaneously:

1. Perfect skills or products. 
2. Perfect understanding of the culture you’re dealing with. 
3. Perfect storytelling. 

Neglect one of these, and it’s over.

 skills/products culture

storytelling
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What’s storytelling in branding?
 It’s every piece of communication you put out there. 
But there’s a twist! It’s also the story your customers play in 
their minds about your brand. 
 
If you want to do great, both stories had better match.
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It’s great people who make a company or a brand great. 
Money is not enough—you need vision and talent.

Are you surrounded by great people?
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Twentieth-century communication has worked diligently to 
infantilize audiences. In the twenty-first century, this is a very 
dangerous game to play. People are not babies anymore.

How do you talk to your audience?
What’s your tone?
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Talk to your audience as you would talk to your best friend. 
Be candid, be cool, be loving.



66

As a branding professional, you have to stand for something. 
You need to have values. I personally refuse to work on ciga-
rettes, or anything that kills people. Life is already too short.

What do you stand for?
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Few professionals in communication understand millennials 
because they don’t know any. A lot of studies out there are 
completely wrong when it comes to youth markets. In fact, it’s 
hilarious to see how lost these researchers are. To know youth, 
just get to know them. Hang out!

If your business deals with youth, in what direct ways do you 
know about them?
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Brands make mistakes all the time. The smart ones say: “We’re 
sorry we screwed up.” Then, they work really hard so it never 
happens again.
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A brand is like a person. A boring, uneducated, sexist, 
condescending person always ends up alone and forgotten. 
Same thing with a brand.

Agreed?

Try this exercise: If your brand were a person, how would a 
young woman describe it?
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Brands desperately want to be “cool,” thinking it’s about 
following fads. This is a big mistake. Only the ones who are 
willing to honor their truth will collect “in-depth cool currency.” 
The reason is simple: Nothing is cooler than the truth. 

Ask yourself: 
What’s my brand’s truth?
Does my audience understand and connect with this truth?
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Brands and markets are living systems. 
You want one to attract the other 
in order to create a symbiotic relationship.

Great branding works simultaneously on attraction 
and symbiosis.
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You don’t always need a slogan. First, let your action, your 
services, speak for you. Be a gentleman, and the whole world 
will treat you like one.

If you have one, does your slogan/motto match your action?
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If you’re weird, that might be a problem. If you’re weird and 
smart, that might be an asset. If you’re weird, smart, and 
understand culture, that’s great.

What cool weirdness could you bring into your brand?
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The next creative class can imagine, create, execute, negotiate, 
promote, and sell. This is how the game is played today. 
 If you’re not good at one of these skills, learn it. Invest 
in yourself. Your education must be a lifelong process.
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One of the greatest secrets in life is this: 
 If you’re ready to experiment with something new, you 
might succeed or you might fail. 
 If you succeed, good for you. If you fail (and if you 
survive), all is not lost. You have a chance to look at things 
really clearly. You have a chance to learn something and try 
again with a different approach. It might be horrible and you 
will be forced to change. That’s a good thing. Keep at it and 
try again. If you do, life has a deal in store for you: She will 
make you stronger. 
 Fail the right way and something is given to you. 
That’s the deal with life.
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The person or company with a larger wallet is not 
smarter than you, just more comfortable. 
 This is great news for the little ones. Comfort is 
the enemy of innovation.
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The next level is about moving from “me” to “we.” If we win 
together, our compounded success will bring untold rewards. 
That’s why successful rappers have a posse. When one artist 
gets picked up, the rest will follow. So get your posse in place; 
partner with others. 
 But watch out—make sure everyone understands the 
concept first.
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Do you remember the tale of the tortoise and the hare?

The tortoise and the hare agree to do a race. The hare, who’s 
naturally gifted, doesn’t take the race seriously. The tortoise 
does and arrives on time. The race starts, and the tortoise gets 
going, one step at a time. But the hare, who looks down on 
the tortoise, decides instead to eat first, then rest . . . and gets 
completely distracted. Time passes. Suddenly, the hare sees the 
tortoise getting closer to the finish line. He rushes in, trying to 
catch up . . . but it’s too late. The tortoise wins. 

This children’s story is very powerful because it talks about 
one of the most important talents you can cultivate in your 
life: focus.

Your focus is the secret engine that drives all your actions. It’s 
the compass that will bring you back to your goals, regardless 
of the circumstances you might face.

Focus supports you in achieving real, valuable goals: goals that 
may take ten, twenty, or thirty years to achieve. Focus is the 
force behind mastery. Focus allows you to pulverize incredible 
obstacles. Focus is a secret ally that allows you to defy both 
time and probabilities.  

Yes, you might be discouraged; you might even lose your 
enthusiasm for a while . . . but if you still have your focus, you 
will find a way. You will succeed.

Be like the tortoise. Focus.

focus
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Are you a computer, a Sim ™, or a robot?
I hope not.

We are taught since childhood to think in binary mode: 
Yes/no, right/wrong, win/lose, etc. 
 This view of the world is reinforced everywhere as we 
grow up. From education to popular culture, we are being pre-
sented with a binary world: “This is the right way, this is the 
wrong way.” In social interactions, we are also expected to act 
in a binary mode (like a computer, a Sim ™, or a robot).
 Unfortunately, this mental map of the world is com-
pletely obsolete. It only works short term. 
 In business, binary thinking blocks innovation.
 In personal life, it’s a sure way to unhappiness. 
 Instead, a new way to approach any problem is to 
think trinary. How does it work?
 Simply start in binary mode: First, find the two oppo-
sites. Next, create a strange hybrid of both. Next, imagine the 
opposite of that. Keep pushing yourself; challenge yourself 
intellectually. Explore.
 Imagine something never seen before, something 
that’s all inclusive. Imagine something outside of the mental 
map everyone else is using. Consider the opposite of what the 
herd is doing. Try thinking like someone else (see p. 28). 
 It takes some time to learn operating in trinary mode, 
but that’s how you will come up with disruptive ideas and 
innovate. At the core, all living systems are trinary, not binary. 
Trinary thinking is a model that allows you to navigate living 
systems effectively. By using it, you will come up with incred-
ible ideas.
 Ask yourself: What’s the third perspective here?

1 2

3

Think trinary: 3 is the magic number.
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I love to be surrounded by smart people. Their oozing brain 
cells make me a bit smarter too. I can see the world from their 
perspective, and that’s refreshing. I don’t just listen, I step 
inside their reality. Try it—it’s fun.
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If you say to yourself, “But I have no time!” ask yourself how 
much TV you watch per week. I have all the time in the world, 
because I don’t own a TV.
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Connect the dots. Connect the dots. Connect the dots. 
Everything is in front of you, right now. Make new connections 
with what you already have. How? Introduce people who don’t 
know each other. Imagine combining different activities into 
one. Play a bit with what you think is your reality. Hack it.
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*Can’t click through? The button is invisible? What the what? I know, . . . tell me about it: 

why is it so complicated to have a clickable PDF on a tablet?

Solution: Go old school: Visit Amazon.com, and type: “You Are a Message” 
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