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M ake Your Own Luck is a book that
will help you develop Predictive

Intelligence, which the authors define
as the ability to act in the face of uncer-
tainty to bring about desired results, or
in other words to make good bets. In
it, authors Eileen Shapiro and Howard
Stevenson pose the following question:
An up-and-coming NFL quarterback
and an up-and-coming McKinsey &

Co. consultant are seen as superstars
by their employers. Which one has
higher Predictive Intelligence in their
respective fields of football and busi-
ness?—(a) the quarterback, (b) the
consultant, or (c) the two are just about
equal in Predictive Intelligence in their
fields. 

The answer, they say, is the quarter-
back, because he must live with the
consequences of his frequent bets and
so develops betting skill, whereas the
consultant merely advises others.Makes

sense to me. (The rest of the test from
which this question is excerpted can be
found in the book or on the authors’
website: www.shapirostevenson .com.)

If you like practical books on how
to think about problems, as I do, Make
Your Own Luck is worth your attention.
As a layman’s guide to risk analysis, it
provides a simple, 12-step approach to
making business bets. Starting with the
critical but helpful advice to know what
your goals are when you make a bet,
and ending by advising us to know
when to call it quits, these guidelines
set a clear path for making decisions.
Because all of us are prone to stray from
the path, the 12 steps provide helpful
reminders to keep us on track, along
with simple tools to guide us in doing
so. The authors reinforce the points
they make with convincing examples
from recent business history and less
compelling and overly cute examples
from military history. They also make
extensive use of brainteasers and unex-
plained case studies to reflect upon.

The book has relevance to consul-
tants at two levels. First, we are all in
business, and business requires betting.
Most of us could improve the important
bets we make with a little reflection, and
most of us have one or two specific areas
where our bets fall short. This book will

help identify and deal with those areas.
For example, my own goals have shifted
over time, and my inability to recognize
that fact has resulted in some poor bets.
Shapiro and Stevenson provide good,
simple advice on how to improve. To
ensure clear and correct goals, they
show how to create a list of alternatives
and how to narrow it down to the right
one(s). They show how to take into
account the critical fact that goal setting
is laden with emotions. Similar straight-
forward advice is provided for each step
in the 12-step process.

The second reason why this has rel-
evance to consultants is that we all
help our clients make bets. All too of-
ten, consultants give out advice as if
we know what the future will bring.
We don’t, and this book provides use-
ful techniques for helping us help our
clients realize and deal with the risks
inherent in our recommendations.
That will help bring our Predictive
Intelligence closer to that of a quarter-
back.

In layman’s language, Shapiro—who
built a reputation as a debunker of con-
sulting fads through her earlier book,
Fad Surfing in the Boardroom—and
Stevenson—a Harvard Business School
professor—show how to apply clear
thinking to risk. If we do the same for
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ourselves and for our clients in every
major decision, we will without doubt
be more successful and effective.
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