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Have you ever wondered “What arey thinking?” when you see otherwise bright people
stupid things or just not apply themselves at évell you know they are capable? Have you
gotten frustrated that no matteow much you coach, mentor, train, threaten heedea,
people still don’t “get it"Have you tried tdanstitute change, only to be thwedtby what looks
like resistance, laziness, expedie of doing things the “old way”, azonflicting prioritie<?

Virtually every major human science has convergashuan understanding that value, valt
and valuing are at the epicenter of all human thbagd behaviolPeople’schoices, actions ar
reaction are a function of thgerception of valueln the decades of behavior and personi
approaches to personkdadershiforganizationatievelopment, nothing has ever permane
changes until people valuewsttures chan(— even when change or growthingellectually
sound.

We introduce herein, a scientific approach to mgpeople become movalue-centered We
define value-centered asapacity for making good val-adding choices. Tikis a far more
important factoin success, growth, change, leadership and orgamaadynamicthan
intelligence (1Q) emotional intelligence (EI or E|, or behaviogersonality profilincin
indicating, supporting anidnproving apeoples’ propensity for higher leved$ performanc.

Until now, there has not beersalid, structuredproven, scientific way teneasur and
sustainablymprovevaluecenteredneswithout bumping up against moral, religious, orifcdl
agendas. The 6 Advisopsocess fofostering value-centerednassnot some new twist on o
appro&hes to personal, leadership, and organizationedldement. It is a grout-breaking,
science-based, approasbyondanything you've seen before.

Thanks to the emerging disciplineneuro-axiology pioneered by 6 Advisors, Inc., we have
means to hel people and organizatiimake dramatic value-centeredprovementand
therefore, performance. Neuaxiology holcs the keys to making quantum leap personal,
leadership, organizationdevelopmenby helping people mowvguickly and powerfully frona
self-centered to waluecenterecapproach to leadership, life and work.



In this whitepaper, we will describe the sciencd arechanics of this extraordinary process and
what you can do to immediately begin realizingogsefits. We hope and believe that what you
will learn herein will mark the beginning of a jowary that will result in a fundamental paradigm-
shift what you see possible for yourself, your migation, and the world.

An organization functions at the highest level onlyen there is congruency with the stated
values of the organization, the personal valugb@tktakeholders, and the reality of how those
values are practiced. True leaders consistenilesto find the keys to creating both personal
and organizational success. To this end, peopl@egahizations have invested money, time,
and emotional energy on trainings, workshops, cogcland libraries full of wonderful books,
tapes, manuals and videos in our search for thgs“t@success.” Yet still, we often fall short of
the results we desire.

Could there is a missing key regarding how the nuradn works that represents the tipping
point between good and extraordinary? A crucial,Hidden link between theory and practice,
brain and mind, desire and action that thwartsefarts despite great intentions?

We believe that recent scientific discoveries,gné¢ed through the emerging discipline of
neuro-axiology, may be the most important breaktghs in leadership, personal and
organizational development in decades if not cesguilhese developments enable a quantum
leap beyond behavioral and humanistic approachesulse they give us never before understood
keys to impacting success at the very core of huitmaunght and behavior.

Through the application of neuro-axiological pripless, 6 Advisors, Inc. has developed a
proprietary process to bring about unprecedentéidralitransformation and to maximize
personal and organizational performance at evesl nd in every measure.

In this whitepaper, you will be introduced to thesle principles of neuro-axiology and why we
believe it will create a global paradigm shift feadership, organizational dynamics, personal
development, change management and even sociairatuand political ethics for the next
millennium and beyond. We will call upon the reattestep up to a value-centered leadership by
embracing these new-found principles to unleasin tiven greatness and then to lead others to
do the same.

We begin this discourse by defining what is meagmdtural principles. A principle is defined as
fundamental truth. Aatural principle is a fundamental truth that exists ia tery nature of the
universe. Gravity is a natural principle. As are-bhemical reaction and “cause and effect.”
When we talk about natural principles we are nfrrang to subjective preferences, theories, or
mental constructs of how things work, rather weagp® how thingsctuallywork independent

of how wethink they should work.

Whether we view these laws as natural phenomenas tire creation of a divine intelligence is
irrelevant — the law is the law and it is as imnilgaand unchangeable as mathematics.



Science endeavors to first understand and thexpioiethe natural laws of the universe in an
effort to continually add value to life (or, at ##aone’s perspective of what adds value). To
some, scientific research is blasphemy. To othielesads us closer to understanding the nature
and magnificence of creation. To be sure, unles®thics keep pace with our science, we will
surely blunder, and we run the risk of self-degtainc Could it be that there is a natural principle
that somehow protects us from discovering certaimgs until we are ready? Consider nuclear
energy for example. Despite a handful of catasimpiissteps and concerns of terrorist groups
acquiring nuclear weapons, as a race we have safdlyesponsibly harnessed the awesome
power of the atom. Yet, we have enforced self-ingpldemits on nuclear proliferation precisely
because we have understood the limits of our globalan ethics.

But upon what basis do we adopt our ethics? Upcet wtinciple do we choose what's right and
what’s wrong? How do we reconcile conflicting agasidbeliefs, and priorities and still
celebrate the uniqueness of every human being?vig@om contained within a time-capsule
waiting for the perfect moment when the studemé&ly, neuro-axiology has revealed itself and
is providing the answers to these questions.

Neuro-axiology is a convergence of sciences thagbrtogether the pieces of an ancient puzzle.
Namely — what makes us “tick,” how can we learfutection better, and how can we establish a
universal set of ethics that leaves no one behmgdhaaximizes abundance.

This search for answers to these questions isssopliectical than learning how to build
skyscrapers, curing cancer, or managing a bankuatcdhe very survival of our species and the
continual improvement of our collective qualitylidé are at stake. As technology advances and
geographic, cultural, and political barriers aradécated we must undergo a paradigm shift in
our values and ethics if we are to create a wdwdd works for everyone.

At one time in history, it was believed that thetBavas flat. Those that trumpeted opposing
views, such as one that suggested that the wortthigd, were ridiculed, imprisoned, tortured or
even killed. Yet, natural law prevailed. The worlds proven to be round and a new paradigm
took root - a paradigm that sent man beyond thzdoto a new world and, ultimately, to the
moon and back again.

Neuro-axiology represents scientific discoveriea gfmilar magnitude. We believe that those
who embrace these newly-found natural principldslead “their people” beyond the horizon of
limited possibilities to a world of which they hawaly dreamed. But unlike the explorers of old,
we live in a more enlightened time when scientifith is more readily embraced. Like gravity
and physics, the natural principles we will deselilerein, are always at work. You can either
understand, embrace, and harness them for theegggadd or you can fall victim to them.

The choice is yours.



Neuro-axiology is the integration of two leadinggedsciences having to do with how the mind
works, how we make choices, and how we learn toena#fikerent choices.

Neuroscience (and specifically, neuroplasticitygre to the electro-chemo-biological dynamics
of how neuropathways (the brain’s highway systerthimiking) develop, grow, and mature.

Axiology (“value science”) is a 2500 year old saemwhich studies how our values impact our
thinking. As it turns out, the two have an enormaosunt in common and each holds a unique
and vital key to untapping both the individual @hd collective potential of the human spirit.
Axiology provides us with the natural law or stardlto follow and neuroplasticity provides the
keys for learning to embrace and apply this nataralin our daily activities.

Neuroplasticity is the brain's ability to re-orgamitself, at any age, by forming new neural
connections in response to life experiences, injorylisease. It was once believed that as we
aged, the brain’s networks became fixed. In regeats, however, an enormous amount of
research has revealed that the brain never st@rgig and adjusting.

For scientists, neuroplasticity is a very excitragelation. Essentially, a substantial paradigm
shift is now under way. Canadian psychiatrist, aeseer, and author, Norman Doidge, stated
that he believes neuroplasticity is one of the neastaordinary discoveries of the twentieth
century. It is his conviction (and ours as welBttthis represents one of the single most
important developments in brain science in hundoég®ars.

Much of the research in neuroplasticity has beeaded on helping patients with brain injury or
disease to recover some measure of functionalitydsyiring" the synapses and
neuropathways. Tremendous gains have been malis iaréna.

What most excites us is that these discoveriesabsaie a paradigm shift regarding adult
learning - specifically, how we can change our lemgrained habits of mind that have limited
our success in the past or no longer serve uscicesding in the future.

The great author, Og Mandindhe Greatest Salesman in the Wod@868) wrote. “If | must be a
slave to habits, let me be a slave to good habit&"are all enslaved by our habits. If you have a
habit that no longer supports your efforts to adhe success you desire, it makes sense to
emancipate yourself from the habit. If an emplolyas a habit that does not support the mission
of the organization, it makes sense to teach th@ame how to develop a better habit so they
can experience their own success by supportingubeess of the organization.

It is the habits of mind that we battle most asvimiials and as organizations. The discovery of
neuroplasticity fundamentally changes how we tlabkut changingvhat we think abound
howwe go about changing it.

We are not talking about the temporary changesatt@h occur in response to fear, company
policy, or phases of depression and elation. Weadkeng about predicable, measurable, and
sustainable changes in how a person thinks, aasts, and performs over the long-term — by
making changes in both their conscious and subetemse habits of mind.



We at 6 Advisors are providers of services thairiended to help people and organizations
perform better and achieve greater success in eneagure. As such, it is our commitment to be
on the leading edge of how to do just that. Astemital buyer of such services, it is crucial that
you spend your money, energy, and resources omgmsgand processes that will deliver the
greatest possible return on investment.

We will assume, by the mere fact that you are reathis paper, that you're looking for new,
better answers for maximizing performance. Thathat we believe you will discover herein.

Now, in very simplified terms, here's what the egsh in neuroscience suggests as it pertains to
helping you and your organization improve perforoen

The brain has an innate preference for conservieggy. In fact, some studies suggest that the
brain consumes up to 25% of our energy. That’s iwvhgeates habits; habits use far less energy.

Most mental habits are created through a long-temostly sub-conscious process of reacting to
stimuli from our environment. For example, whenmeand life circumstances consistently
appear to suggest that we’re not good enough td the@xpectations of others, our brain will,
over time, convert the conscious thought, “I’'m gobd enough,” into a sub-conscious habit of
mind by creating a neuropathway in the energy-eifichabit centers of the brain.

It has generally been believed that, once habitsinfl are established (including what was
considered “personality traits”), they can’t be mpad. We now know they absolutely can be
changed. However, we also know that the old approétrying to create a new (good) habit by
compensating for an old (bad) habit does not weity well.

On the surface it would make sense that if we w@nievelop a new habit, we just need to
consciously think the same thought often enouglhferbrain to turn it into a habit.
Unfortunately, it's not that simple.

Let's take Positive Thinking, for example. One wai@nd fascinating aspect of being human is
our ability to consciously observe our thoughts. Nege the ability to catch ourselves thinking,
for example, “I'm not good enough.” The commonlychieelief has been that when | find myself
thinking a negative thought, all | need to do issmously think a positive thought to
compensate. If every time | catch that voice inlregd saying “I'm not good enough” |
compensate by telling myself “I'm great” and eveily, I'll believe it.

Recent research in neuroscience suggests thatishisn’t true. What actually happens is that
whenever we try to compensate for a mental habihioking the opposite, we inadvertently
create a connection, a neuropathway, between thesop thoughts. Neuropathways are like
electrical circuits, energize one side of the dirgau automatically energize the other. When
you think “I'm great,” there’s another little voicaying “No you’re not.” It creates a sort of
cognitive dissonance; a neural conflict that threarbhas a hard time reconciling. Since the old
habit uses less energy, the brain will naturalgsprve it. Quite literally, we end up doing battle
with ourselves — a battle that our brains are @tjiko let us win.
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It is extremely difficult and often quite painfud break the chains of an old habit through brute
force. It takes a tremendous amount of mental gnemg few people have the stamina for it.
Some may actually become convinced that they haseegded; when in-fact they are in a form
of self-deception. At some point, the old habitjeththe mind has continued to preserve, will
likely get reactivated and the “self-deception” eged with potentially catastrophic impact.

But, what if you could think the new “good” thoughithoutactivating the old “bad” habit?

Through a process called "synaptic pruning,” neagichl connections that are no longer used
are allowed to atrophy and fade away. Think oftireen as a muscle. When you energize a
muscle repetitively, it gets stronger. When yowpstaergizing a muscle for long periods it gets
weaker and eventually atrophies and goes away.KEharsynaptic pruning, neuropathways
work exactly the same way.

We can use synaptic pruning to our advantage i€avefind a way to simply stop thinking the
old thought. This is far easier said than done. Keheis to simultaneously establish a new
neuropathway completely independent and unattaichadbad” habit. In such a scenario, the
new “good” neuropathway is energized and nurturgdout any conflict or interference from
the old “bad” habit. The more the “good” neuropatiyis energized, the stronger it becomes
and the more the brain will nurture this new “baieyiropathway.” Eventually it can become
fused with all of the other neuropathways in thbiheenters of our mind.

Meanwhile the old habit, because it is no longendpesed, begins to atrophy and eventually
pruned out of existence. At the very least, it Wdlve less and less power over our choices,
actions and reactions. In this way we can be fodede “chain” that enslaves us to the old habit.
This won’t happen, however, unless there is sulistaralue in the new perspective and related
thoughts independent of the old one.
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A multitude of disciplines from neuroscience toiabscience, from axiology to psychology, and
from anthropology to biology, have all convergedeorather singular conclusion: Values, value,
and valuing are at the epicenter of all life atyivi value drives the process.

We all recognize that our values impact our livms,it is often Neuroscience Axiology
difficult to clarify exactly how our values and oalbility to
make value choices (resolve conflicting valuespshaur very ity
- . . alve’
thoughts, decisions, and actions - even automatic, " Drives .
i . . sychology 1l #i-id=5  Sociology
subconsciously-driven reactions.

People will often say things like, “There’s nothingpre
important than my family”, and yet we see them sapped up
in their work that they seldom have time for hoiDe.
“Customer Service is our business” and yet, up@meration, a business finds that their
policies and practices don't really focus on tloeistomers' needs.

Biology Physics

Why? Very simply, a person with normal brain funatwill always choose, consciously or sub-
consciously (through habit), what he/gierceiveswill produce the greatest net valmethat
momentYou have never made a single conscious choitevfisnot an attempt to maximize
value. Even a person contemplating suicide is ngp&imalue choice - "will | be better off dead



or alive?" A father berating his son for not doatgood job,” believesn that momentthat he
is doing the “right thing” for his son. An employe#o steals from the company steals because
hethinksit will deliver the greatest net value — in hisnghithe reward outweighs the risk.

The problem is that oyrerceptionof what will add value may be, and often is, inaate. Why?
Because our momentary perception is based upaogtlzoph of other thoughts, experiences,
habits, values, assumptions, agendas, desires, faats, priorities and sensory inputs.

You plan your day based mostly on your prioritiegorities are value judgments. When
something unexpected comes up, you are faced vaking a choice as to whether or not
dealing with the unexpected event is of higher &ahan your original plan. What you decide to
do will be determined by the value you place onttin options. Note: all of this can occur
below the level of consciousness when you are ‘inghan automatic pilot.”

Our subconscious, automatic habits of In any given moment,
we will always do what we value most

in that moment.

mind were developed from conscious
thoughts, decisions, and reactions to

sensory stimulation including what other
people have told us. "I'm not good Actions
enough,” or "winning is everything" were

learned somewhere along the way anq Actions, Reactions
repeated often enough to become a highly Behaviors
energy-efficient mental habit based upon

the perceptionthat it will support our :
success. They have become hardwired i
our neuropathology, subconsciously
impacting our perceptions, choices,
actions, and reactions.

Results/ Reality
Performance Conditions

Emotional T
W\VFilters

How does "I'm not good enough” support  Possibili t : ) T
our success? It may protect us from the '
emotional pain of failure by keeping us
from trying new things. It might also
galvanize us to take action in an effort to
compensate for the limiting belief or to

prove that were “good enough.”

Sub-Conscious
Automatic

Regardless of the justification, the
underlying drive to add value is ever-present. Kéeto success is being con5|stently accurate in
whatactuallyadds the greatesttvalue. By “net” value, we mean with all things satered.

An action may add value to one part of life (wotk)t take away value from another (family).
The choice to quit smoking may add value to onealth, but also be perceived as taking away
the value of the “good” feeling that nicotine givéstil the value of being a non-smoker,
outweighs the value of the nicotine, the persamoisgoing to quit.

From a practical leadership perspective, if youehemployees whose behavior or performance
or behavior you want to improve or change, you mugk to organically change their value-
thinking to support the desired outcome.



Personal development and training programs haverghly failed to alter the underlying value
structures in a positive and sustainable way. Sieom results may be seen, but unless the
underlying value-motivation shifts, there will bilé long-term net gain and worse, short-term
unnoticed costs such as resentment, decreasedemaralther negative reactions.
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Imagine a neuropathway as a flow of water. It haswace from which it flows and it always
follows the path of least resistance. When theltmpochanges drastically or other forces are
applied to it (i.e. trauma), its flow can changeywsuddenly and rapidly. Under normal
circumstances, however, it will very gradually eypath deeper into the landscape. The more
water that consistently flows along the path, teepkr and stronger it becomes.

When a person wants to make a change in theiritignk takes time and consistent conscious
attention and effort, just like a river carvingangon into the rock of the earth. Neuroscientists
call it "attention density" - the frequency thaheoious attention is paid to create the desired
change. The old adage that “practice makes perfeat’$ out to be quite accurate.

A weekend retreat or a few training sessions mak\iar well when teaching technical skills or
to impart specific knowledge, but rarely will thegnsform how someone thinks and what they
value. Coaching that is behavior and accountakititpsed has significant shortcomings in this
regard and often creates dependency by the clretiteocoach to keep them “on point.”

However, when the underlying value structure chayggfempowerment is organically
created. This requires a very different approachftraditional coaching and training. Done
properly, organic, sustainable changes can tale phgjust a few months using value-centered,
neuro-axiological coaching methodologies.
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As mentioned earlier, short-term changes in bemar® not unusual. However, when the
underlying motivation is not one of the personigtvalues and is rooted in compensation, fear,
coercion, or change against one's will, the resillitoe short-lived and can even be detrimental.
Because it takes time and repetition to create-lasting change, it is important that there is a
structure for reinforcing the underlying value bétchange. This keeps the person anchored in
the process so that the neuropathways are natiméilignced and nurtured in the proper fashion
to produce the desired result.

Another key to reinforcement is the celebratioswécesses large and small. Celebration causes
the brain to produce neuropeptides such as dopantiieh is crucial in the development and
maturation of neuropathways and mental habits.greater the frequency and degree and
celebration the faster new neuropathways can besostainable with ever decreasing effort.



In summary, here are the keys to a successfulngaor personal development process. If any
one of these keys is missing, the program willbeas successful as it could be.

1. The person must be able to envision the possilafigufficient personal value in
undertaking the change. In their world, the valtithe change must outweigh the
benefits of the status quo.

2. The desired conscious thought (neuropathway) mast b logical connection to an
identifiable, natural strength or value that pr@adin anchor for the new learning
independent of and without inadvertently energizimgold, undesired neuropathway. In
other words, the newly developing habit cannot deect compensation for the old habit
of mind; it must have intrinsic value of its own.

3. The program must have a structure that supportscomus repetition over time with
value reinforcement. When it comes to organizatemm teams, it is crucial that all team
members are in harmony with what is of value andtvignot. Without this common
lexicon of value and meaning, the reinforcementelet will likely be lost.

4. The program must produce real, relevant, and razagle value for the person. If the
end result of the change is of lesser value thamtlginal way of thinking and acting,
then the risk of recidivism is very high. On thé@&t hand, when the value produced is
viewed as having greater value than the "old waystainability is significantly
increased.

Through neuroscience, we now understand how togeple make meaningful and lasting
changes in how they naturally and organically thihat does this mean for YOUR life and
YOUR organization? Nothing at all, if you don't...

Know what way of thinking / valuing wikctually produce greater value

Have a way of measuring a person’s natural strengtid weaknesses

Identify how a person’s current value structuresarodds with the “ideal”

Have a solid, meaningful, practical, and predictakty to apply the principles of
neuroplasticity

That’s what makes axiology (and 6 Advisors) suchitecal piece of the puzzle. As previously

stated, axiology is the study of values. Beforedigeuss the science of axiology, let’'s explore
the concept of organizational value statements.

(continued)
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Having well crafted statements of core valuesovisind
mission are important steps in gaining clarity gbehere
you or your organization wants to go, why you wango
there, and how you will get there. They are the gass that
guides the process and the energy that motivatesdiions.

Such statements are powerful, but they are alsoeginal.

They represent a concept of wicauldbe — an aspiration —

and are designed to inspire people to somethirggreroviding a sense of direction and a
lexicon of purpose and meaning to achieve a comgoaih

Have you ever felt like your company's missionestant is sometimes seen as more of an inside
joke than a guiding light? Despite good intentidesy organizations fully live up to the ideals
expressed in these statements. The fallacy islieMgg that simply announcing your core

values, vision, and mission will cause people tmealow embrace them as their own. Even if
they say they are in agreement, their actions tekedruth.

If customer service is an organizational core vatue your employees always valuing the
customer first? If not, why not? Are they accunagesessing the relative value between what is
good for the customer (like satisfaction) vs. wisagood for the organization (like profit) vs.
good for themselves (like lunch)?

Everyone has their own subjective view of whatrtk@nd everyone else’s) core values, vision,
and mission are or should be. Regardless of tHenibethe motivational speeches and the
temporary enthusiasm they can generate, gettiny@ve to adopt them in their choices,
behaviors, and actions is an entirely differentiéss

Individuals’ understanding of the very words use@xpress those values may vary widely. For
example, “excellence” and “quality” are “valuesathhave been used often in recent decades.
We have learned that the single greatest obstadteproving quality and achieving excellence
is that people have widely differing ideas abouathese concepts mean and what must be
done to achieve them.

While this may be obvious to many, the work thaeen done to date has not resolved the issue.
Passing fads, such as behavior modification, patggrassessment, Total Quality Management
(TQM), team building exercises, and motivationahsers, have failed to solve the fundamental
problem that individual values are incongruent vatganizational values, let alone the values of
co-workers, supervisors, and employees. Everyohasyg tending to their own ship and sailing
off in different directions.

The gap between one group’s values and the vafiesother can create an organization that is
splintered and politically, or even socially, toxieventually, people in such an organization
become less focused on the organization’s missidmaore on their own personal agenda.



The problem has always been that peirceptionof what is of value in any given moment is
often inaccurate and in conflict with whatastuallyin our best interest or even in conflict with
what we profess to value. One person’s perceptioaloe may be incongruent with another
person’s perception and, furthermore, incongruetit the stated values of the organization. Yet,
people and organizations are desperate to findraengy. Congruency is the genesis of peace,
the foundation of love, and the bedrock of commorppse. When these attributes are present in
the life of an organization or the life of an indival, commitment and performance are
maximized.

In the context of change management, for examipéestated goal may be for people to adopt
changes in how they approach their work, new omgdimnal structures, software systems,
business processes, etc. No matter, how much thet @eones down from on high that change is
a requirement, no matter how many corporate retrésam-building exercises, or staff meetings
you have, if people’s value structure don’t conte mlignment, change will not happen in a
healthy way.

How, then, can we create such alignment and congg®eHow can we create a common

lexicon of value upon which we can find common grdbetween disparate individual values
and the collective values of the organization? &shave seen, merely enforcing an authoritative
position on what peoplehouldvalue is not the answer.

Let’s now shift our discussion to axiology (theeswe of value) and explore how this relatively
lesser-known science provides the final keys t® digie-old puzzle.

Axiology as aphilosophyhas existed for about 2500 years since the
time of Plato and Socrates. It is based on thetid&iapeople’s
choices, actions, behaviors, attitude, beliefsemdtions —

conscious and sub-conscious — are a function of thies value.

That is, how they perceive the value of one thinglea relative to

all else determines how they interact with the warhd even how
they view themselves. Part of what makes peopleudnis that

each person has a differgrgrsonalhierarchy of value- the order

in which things have value to them personally.

“Values” refer to the ideals or principles we haklimportant: honesty, integrity, excellence,
guality, compassion, customer service, etc.

“Valuing” is the action or process of placing awalbn something, usually in relationship to
something else. When we establish a price, foamtst, we are valuing the item or service
relative to the value of the dollar. When we pereaur own idea as being better than another
person's idea, we are valuing our own idea morne tihairs. To value one’s family more than
one’s work, suggests that their family is more im@ot to them than their job.



Valuing, however, is far more complex than the abexamples suggest, especially as it impacts
our behaviors and choices. Let's take a closer &dke process of valuing ideas.

One thing we have learned in our work is that npesiple have a very hard time separating their
ideas from their self-worth. When such a persdadgsd with the decision to choose one idea
over another, there is a high likelihood that shielve more concerned about her idea not being
considered by others as a “good idea” far more thanelative value of the idea itself. Imagine
the conversation a person might have with themselve

"What will it mean if my idea is not as good asr$fe That would mean I'm not as
valuable as they are. If I'm not as valuable aytaee, | might not get the promotion and
raise I've been hoping for. Getting that promotibaing seen as the "go to" idea person,
is really important to me. Besides, isn’t it ob\sdhat my idea is better than their idea?
Look how elegant it is! Anyone in their right micah see I'm right. I'd better work very
hard at convincing them that I'm right and they\reong."

The above illustrates a relatively simple exampléhe valuing process. In reality, it can be even
more complex with a myriad of considerations andctusions being made, any one of which
may or may not be accurate, before a final percewadue is established and a choice made.

All conflict is ultimately a function of conflicgrvalue systemsvhether the conflict is within
ourselves or with others. To put it in perspectpegple have as many as 50,000 thoughts each
day, the vast majority of which are part of theuad process.

As we know, the conscious conclusions we make albat the "right" thing to do is not always
accurate. Of course, sub-conscious reactions tfsehto trouble as well.

How many times have you acted or reacted only @ismovering that you had erred in your
perception of what would create the greatest vake=? hindsight is 20/20. But what if foresight
could be 20/20? What if you could reduce the tireeveen when you have the "erroneous”
thought and when you act? In other words, whaoif gould learn to catch yourséiéforeyou

act in a way that will not produce the desired ealand instead choose a second (better) thought,
and then took action? Taking it one step furthdratf you could actually change your
fundamental value perception so that your FIRSTight was the one that naturally lead to the
greatest value? And what if everyone in your orgatmon could do the same?

This is a key concept. At every moment in your aigation people are doing what thigynk is
going to deliver the greatest net value (weighithg@nsiderations for both personal and
organizational benefit). By teaching people whatdgially of greatest value, helping them to
embrace those values as their own, and giving tihenools to make good choices based on
those values, they will more consistently make ceoithat are congruent with the values,
mission and vision of the organization.



The process of valuing and determining valuesnsatier of comparison between two or more
concepts. When faced with a choice between twosiesay family and career, one will be
perceived as having higher value than the othewdyer, the relative value of these two items
may be perceived quite differently under differcigcumstances.

Imagine ranking all of your values from family acareer to leisure and spirituality, into a
hierarchy. Of course, each of those broader valaede broken down into sub-values such as
parenting, morality, playfulness, financial stalyiliand so forth. Given the linear nature of time
and action, in every moment we must make a chdieéhat we will do right now. The choice
we make will be determined by our hierarchy of ealu

For example, a person, let's assume he is a sasespenay generally view their family as being
of higher value than their career and attempt gigtetheir life to support “family time.” Then a
day comes when he has an opportunity to closeitjgest deal of his life, but it requires missing
an important family event. The choice he makes ajpend upon how he perceives the relative
values of family and career in that moment undeséhcircumstances.

Historically, we have believed that value is inlmghg subjective and that one person’s
perception of value is no better than anotherBo éach his own” as the saying goes. Thanks to
axiology, we now know that there is absolute, oloyecreality to what determines value.
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In the mid-1900s, the first quantum leap in thédfief axiology was made when Dr. Robert
Hartman made an extraordinary discovery. He disaal/that there is a natural, mathematical
basis for valuing all things in the universe, téohgiand intangible. This includes the chair you're
sitting in, the marketing idea you had last weealkynchildren, changing the oil in your car,
empathy, your sense of purpose, paying taxes,rfgedle hungry — everything. In other words,
he discovered that everything in the universe ha®eisepbjectiveplace along a continuum of
value from infinite positive to infinite negativBy extension, all things have an objective value
relative to everything else. He called it the Hiehy of Value.

The Hierarchy of Value (HOV) is pure mathematicatMematics is immutable. What Dr.
Hartman discovered is that value may be subjeativeir minds, but it is objective in nature -
thereis a true and real, natural order to the value ofygh@ng.
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The Hierarchy of Value (HOV) is as importa
profound, and irrefutable as Newton’s discover
the mathematics of tHaws of gravity— a universal
force that acts measurably and predictably o
objects. W are always under its influence. We
either use it to put a man on the m, for instance,
or fall victim to it. The HOV, we might say, is tt
system upon whicthe universe operates a:
regards value. Since value drives the proce:
thinking, the HOV represent the “ideal operat
system” for our mind<Dr. Hartman, a Nob Prize-
nominated scientist, demonstrated that when pe
are acting in accordance withe HO\, performance
and value is always maximized.

The second quantum leap in the field of axiol
was that Dr. Hartman developed the Hartman V
Profile (HVP) assessmeimtstrumen. This simple
assessment makes it possible to objectively me;i
an individual's currenpersonalvalue hierarchy
with amazing accuracy iabout 1'-20 minutes. This
assessmemheasures how we think and make ve
decision. It goes below the surfacebehavior and
personalityto the core drivers of choice, actiond
reaction.It provides us with a series of numeri
clarity scores that reflect the degree of congrue
between their personal value hierarchy and the F

The Hartman Value Profile (HVP) has be
internationally validated through scientific stusl
for over 50 yeardOne fascinating aspect of axiolo
and the HVP is that there are 6.4 quadrillion ¢6
10" possible solutions to the assessment exel
but only one mathematically “right” solutio
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The third quantum leap in the field of axiolog the one made by the founders of 6 Advis
Inc. Based on Dr. Hartman’s work, the developer8 Aflvisors were able to establish a pre
understanding of howariances between an individuaperceptions of valuand the
mathematical HO\across 36 meurementsan impact how that person thinks, acts, reacts
performs in any and all areas of life and wut is like finding the “bugs” in a person
operating system regarding how they make valuecelsand how those “bugs” imp:
perception, beliefmotivation, decision making, action, reaction, even“personalit).” 6
Advisors utilizes the HVP instrument to produce pineprietary 6 Advisors Assessment Re.

Of significant importance is that the mathematld@lV transcends moral, religious, cural,
and political issues. It provides a natural stadoperating systerapon which individuals
organizations, governments, and entire societindeaae their value choicandperspectives

without losing their uniqueness.




Your organization has its own collective operataygtem — and every individual has their own
personal operating system. To the degree that ihyseting systems are compatible with each
other and with the universal ideal operating systgma will have success. To the degree that
they are not, you will have discord, underperforogrand conflict.
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First, let's be clear of what we mean and don’t miey “self-centered.” It does not necessarily
mean conceited, arrogant or even selfish. We weséetin in the literal sense to mean that a
person’s value structures (and behaviors) are pilyr@entered on self-concerns such a survival,
control, avoidance, fear, winning, getting theiedes fulfilled, being liked, etc.

We have assessed (using the 6 Advisors Assessthenfands of people from all levels of the
socio-economic scale. Over 80% show significantiéacies towards self-centeredness as
defined above.

Value-centeredness we define as the degree to wapenson’s intentions, thoughts, choices and
actions, both conscious and sub-conscious, aremehon creating the greatest value for all
concerned — including themselves. People actiodseactions are determined either by a
conscious choice based upon perceived value, antautomatic reaction based on mental habits
(based on pre-conceptions of value). In either,dhgegreater their capacity to accurately
perceive value, the greater their potential valeleteredness.

The irony in all this is that axiology clearly aadientifically demonstrates (and our own
experience also teaches us) that when value-ceniess is at its highest, there is no difference
between what creates the greatest net value fobatlerned and what creates the greatest value
for ourselves. In other words, what creates vatuell also creates value for the self.

Through the coaching and training developed by @igats, our clients have been able to
produce significant, observable and measureableowements. In this author’'s own work with
clients the average client improves their assesssuemes by approximately 18% through the 4
months coaching process.
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Human beings and organizations (business or sazi@lhot unlike computers and computer
networks. At the physical level, computers are mafdeectronic switches, transistors, and
wires. The human brain consists of neurons, sysaas® neuro-transmitters. At the next level,
the computer has an operating system that proads¢andardized way of processing input and
data to produce an output. The human mind procesgasand input based upon its own
“operating system” consisting of one’s personatdmehy of value developed through their
lifetime experiences.

Computers work together in networks through stasidad operating systems, numeric values,
digital interfaces, and modes of communication. ldarbeings network and cooperate based on
shared lexicons of meaning, values and goals. Téve the individual's operating system is
consistent with the network’s operating system,gleater the potential of the whole.
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As our world becomes smaller and smaller and ocinseconomic networks become larger and
larger, having a common lexicon of value — a urggéralue-centeredcultural operating
system — becomes more and more critical.

Neuro-axiology provides the framework for cultivegia universally value-centered cultural
operating system because it is rooted in the nidawe of science. It is the foundation for
healthy growth, change and adaptation to shiftimgrenments and priorities both locally and
globally.
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The potential in neuro-axiology for leadership anganizational
development is almost beyond comprehension. Theilpbses
for our global culture are nearly, but not comgigte
unimaginable.

According to Daniel Pinkn A Whole New Min@d2006) and
supported by Thomas FriedmanTihe World is Fla(2005), as
well as many other recent books and articles, wenaw moving
beyond the Information Age and into what he hashédiiThe
Conceptual Age.” In the conceptual age, the donueani left-
brain thinking (logical, rational, sequential) isnging to an end
as right-brained thinking (empathy, creativity, gyasis) becomes
more and more important.

We've seen trends towards right-brained thinkingdgiaite some time. The field of emotional
intelligence (El), created by Daniel Goleman’s bdeinotional Intelligencegpublished in 1995,
began to have people thinking differently aboutithportance of right-brained thinking. In fact,
Goleman’s work has demonstrated that empathy isittghe most important factor in job
performance and promotion. It is what sets topqverérs apart from average performers.

The popularity of authors such as Eckhart ToNeNew EarthrandThe Power of Nojy Rick
Warren The Purpose Driven LijeMarcus BuckinghamH(rst Break All the RuleandNow,
Discover Your StrengthsDaniel Goleman’s latest boaRpcial Intelligenceand numerous
others are further testimony to the trend towagtitrbrained thinking. How people work and
interact with each other is changing. Our fundamlenaies (personal and professional) and the
skills people need in the twenty-first century glbfflat world) economy is shifting.

Yet, neuroscience is showing us that the old, ne@havioral, left-brained approaches to
training and development have and will continuprimve inadequate and ineffective at creating
the kind of growth and change that individuals arghnizations will need in order to thrive in
the conceptual age.

We need leaders who are visionary and committeacteasing their own value-centeredness

and that of their organizations as well. We needées who will stand up to the prevailing win-
lose paradigm of business and embrace a valueredntaradigm that naturally produces win-
win results consistent with the natural order asalvered through axiology. We need leaders

who value the education, training, and coachingtbér leaders, employees, partners, and
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stakeholders to foster this new, value-centerell i@l operating system because it is the natural
path to universal success and abundance. We nager$ewho can see that to maximize profit
we must maximize value and to maximize value wetrhasome more value-centered and less
self-centered, so that we are operating in congrignth the natural Hierarchy of Value.

We work with leaders to teach them these principtethey can become great leaders who create
other leaders. Such leaders will develop themselneshelp others develop themselves to
unleash their greatest potential regardless of thewandscape may shift over time. The legacy
of value-centered 2'century leadership will be one that history wéksas a turning point for
humanity. An age when our ethics finally caughtigh our technology, which in turn, opened
floodgates of creativity and abundance greater thafi of human history.

Once upon a time man dreamed of flying. Once tiws laf nature were understood, and thanks
to the courage and conviction of leaders who sagainst a battery of naysayers, we have
learned to fly and the magic of flight is engrainedhe fabric of our society. More recently,
computer science has transformed everything abmutvie work, communicate, socialize, and
expand our horizons.

Our world is on the cusp of a transformational timade possible by our newfound ability to get
to the core of Natural Law regarding how our mimagk and howwe can truly become our own
masters in any moment and under any circumstaancage when we become powerfully adept
at developing ourselves and othersaasistently bring greater value to all lives

We envision a day when children are raised frothlio have an innate understanding of value
science and how their mind works. As value-centaaddts, these children will have a far
greater propensity to think and act in ways thd¢assh their God-given greatness than what we
generally see in the world today. Stewardship @ ®potential will be embraced as a cultural
imperative much as stewardship of the environmebecoming the norm today. The
organizations and communities in which these pelogdeand work will achieve results that few
have dared to dream possible.

The realization of our vision may be a very longywé#, but the building of the critical mass
needed has already begun. You need not wait. Thdss# individuals and organizations have
already embraced the new paradigm and are livstgrieny to its power by turning their
highest vision of success into reality.



We invite you to catch the vision.

We invite you to step up to value-centered, 21st-
century leadership by becoming a student and
champion of this work. Let others know that your
organization and every person in it can fly to pkac
and reach heights of success only experienceckin th
dreams. There is virtually no limit to what we can
become, what we can create, and what we can
accomplish once we understand and apply value-
centered, neuro-axiological principles and prastice
fully unleash our God-given capacities.

YOU are the Catalyst.
THIS is the Science.
NOW is the time.

To learn more and to experience the power of 6 Advisors™ contact
Mentis Education at 484-840-1095 or visit www.MentiEducation.com

About the authors Dave Blanchard., Harvey Schoof, and Peter Demaaessthe principles and develop
of 6 Advisors and the 6 Advisors Coaches Acadelmgy &re avid students and thought leaders ir
integration and practicahpplication of neuroscience and axiology to crgat@found changes in the lives
people and organizations. Combined, they have taughteth@inciples to thousands of individuadgc
within hundreds of organizations. Together with @vgng body of indpendent Certified 6 Advist
Coaches, they have only just begun to scratch thtace of what's possible for our world when

awesome power of people’s God-given greatnesdlysuftieashed.




