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GIRLS DO GOOD: REAL-LIFE SUPERHEROES REDEFINING WHAT IT MEANS TO BE A ‘GOOD GIRL’
NEW CHILDREN’S BOOK uses beautiful illustrations, tech and powerful 
stories of remarkable real-life girls to inspire young readers to bust 
stereotypes and transform the world

Why this book matters:

• Features 11 inspiring young girls 
who are changing the world – from 
Afghanistan and the USA to Columbia and 
Indonesia – and shares their remarkable 
stories in a fun, light-hearted and 
accessible way, with beautiful illustrations

 

• The book celebrates girls’ 
achievements and motivates readers 
to follow in their footsteps – these 
include masterminding a life-changing 
invention at 8 years old, a pair of girls 
campaigning to reduce plastic waste in 
Indonesia, and a young girl escaping a 
forced marriage to continue her education.

 

• Uses Educational Technology (EdTech) 

• Uses Educational Technology 
(EdTech) – Augmented Reality and 

bridge between technology and print.

• Brilliant resource to help parents talk 
to their children about issues such 
as transgender rights, global warming, 
autism and child marriage.

• Foreword by Nobel Peace Prize 
Winner Leyma Gbowee and CEO of 
Huda Beauty Huda Kattan  

• Uses both Augmented Reality (AR) 
and traditional colouring pages – 
meaning the book stands strong on its 
own but also works as an online activity. 

Girls Do Good tells eleven stories of young women and girls changing the world. This powerful new book motivates 

ways of treating people – no matter what faith, skin-colour, nationality or gender they are. It helps foster key values of 

colouring in sheets are included to aid young readers in learning about the lives of inspirational girls like them.

Built for a digital age but also able to stand strong on its own – the book uses the EdTech movement and Augmented 
Reality to encourage sensory learning and bridge the gap between technology and print. Through downloading the “Girls 
Do Good” app readers can explore the book with their devices, “collecting tools” and playing games along the way. The 

THE POWER OF FEMALE STORIES
Girls Do Good opens up a safe space for young readers 
to learn and talk about modern issues across world. 
Through learning about some of the amazing things global 
changemakers are doing, young readers are encourages to 
think about their own lives and their version of good. 

• Malati and Isabel the Environmentalists (17 and 15) – 
Malati and Isabel were sad that animals on their island 
in Indonesia were harmed by plastic bags. They started 
picking up hundreds of bags every week.

 Laura the Sailor (23) – Laura sailed solo around the world 
on a two-year trip. She journaled about the penguins, seals, 
birds, whales and dolphins she saw along the way.

• Ashleigh the Singer (19) – Ashleigh has autism which can 
make it hard to make new friends – but through her music she 
has found a way to connect with others. 

• April the Activist (19) – April was born a boy and now 

understand – but April works to remind others that it’s ok to 
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‘All around the world, girls are identifying things that they 
want to change. The stories in Girls Do Good are just a 
snapshot of the creativity and problem-solving abilities of 
girls.’ - Leymah Gbowee, Noble Peace Prize Winner and 
Founder of Gbowee Peace Foundation Africa 

‘Owning and accepting that you are special before 
anyone else does can not only empower you, but others, 
too! You can change the world, like all of the other 
little girls in this book.’ - Huda Kattan, Beauty blogger, 
entrepreneur & CEO of Huda Beauty

Saying Sorry iS in criSiS
Viral news, outrage culture and “fauxpologies”: 
how business has ruined sorry

Outrage culture has left businesses unable to 
sincerely say sorry. Instead they apologize routinely 
for trivial transgressions, issuing ‘fauxpologies’, 
‘nonpologies’ and baffling their customers with 
incomprehensible jargon in a way that undermines 
their reputation, damages their credibility and 
impacts on their bottom line. 

in The Apology Impulse, authors cary 
cooper and Sean o’Meara reveal how 
businesses are getting it wrong on an 
epic scale. 

Whether it’s Paperchase apologising to the 
Twitterati for a marketing promotion with the Daily 
Mail and cutting themselves off from the Mail’s 
1.5m readership by promising never to advertise 
with them again. Or the boss of United Airlines 
apologising for ‘reaccomodating’ a peaceful 
passenger who was bloodied by United staff and 

physically dragged from his reserved seat so it 
could be given to aircrew for United’s operational 
convenience. Cooper and O’Meara show how 
the business world is increasingly driven by an 
instinctive fear of mass disapproval and hyper-
sensitivity to even the smallest criticism. They 
apologise for the most trivial of things but withhold 
the big apologies when things really go wrong, due 
mainly to an unfounded fear of litigation.

Getting it wrong is damaging – but getting it right 
can enhance an organisation’s reputation even 
in the midst of a major crisis. Nick Varney CEO of 
Alton Towers was widely praised for his direct, 
plain-speaking and empathetic handling of the 
rollercoaster crash. He accepted full responsibility 
and made sure the victims were at the heart of his 
response, famously replying “you’ll forgive me if I’m 
not really focused on the share price at the moment”, 
when asked about the commercial impact.

The Apology Impulse explores our modern addiction 
to apologising without really saying sorry. It looks 
at the best and worst examples to help readers 
understand when and how to make meaningful 
amends and why respectfully holding your ground 
makes you better at being sorry.

It reveals the tricks and techniques we all use 
to evade, reframe and divert from what we did. 
Explaining the psychological reasons why people 
quickly demand apologies and why businesses are 
so quick to give them. 

This important book illustrates why stage-managed 
apologies can harm businesses and their clients 
and provides essential lessons for every business, 
CEO or communications professional who may find 
themselves in the eye of a crisis in the future.
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Why thiS book MatterS

Professor Sir cary 
cooper is the President 
of the CIPD, 50th 
Anniversary Professor 
of Organizational 
Psychology and Health 
at the ALLIANCE 

Manchester Business School, 
University of Manchester. In 2015 
& 2016 Sir Cary was voted the 
Most Influential HR Thinker by HR 
Magazine, and then inducted into 

their HR Hall of Fame.

Sean o’Meara is 
the founder and MD 
of Essential Content 
a specialist content 
and PR agency. He’s 
worked with leading 

organisations including The Co-Op 
Bank and the BBC.

●More and more businesses are apologising – but few 
of them are actually saying sorry. In just one month in 
2018 there were 35 public apologies from high-profile 
organizations and individuals. More than one per day

In 2017, the likes of Facebook, Mercedes benz and United 
airlines issued over 2,000 words of apology. The word 
‘sorry’ didn’t appear once

Many businesses are now addicted to issuing 
fauxpologies. They are hyper-vigilant, over-sensitive and 
lack the confidence and integrity to apologise correctly or 
to stand their ground- and its hurting their bottom line

getting an apology wrong costs – BP spent $50million on 
‘apology advertising’ after the definitive bad apology by the 
CEO who ‘wanted his life back’ following the Gulf of Mexico 
oil spill
●
apologising correctly can pay dividends - Tesla’s value 
leapt by $475bn when Elon Musk apologised for being rude 
to investors
●
The Apology Impulse explores the best and worst 
examples and shows how by apologising properly and 
delivering an honest sorry, businesses can survive a crisis, 
please customers and enhance their corporate reputation.

aboUt the aUthorS aboUt kogan Page

For further information, an interview with Cary Cooper and Sean O’Meara, a guest article or 
a review copy of The Apology Impulse, please contact:

tereSa richardSon  
teresa.richardson@thebookpublicist.co.uk

The Apology Impulse is published by Kogan Page 
and out 3 October, priced £14.99. 

To find out more go to: www.koganpage.com 

Kogan Page is the leading 
independent global publisher 
of business books and 
content with over 1000 titles 
in print. Founded in 1967, its 
award-winning work offers 
books and digital solutions 
for professional practice 
and academic achievement. 
Its expert authors come 
from the most prestigious 
academic institutions, 
international commercial 
organizations and 
professional associations, 
delivering high-level, 
accessible and professional 
content in key subject areas 
relating to business and 
management. Kogan Page 
has offices in London, New 
York and New Delhi.

exclUSive articleS and intervieWS available:
Cary Cooper and Sean O’Meara are experts on organisational psychology and 
communications. They are available for expert comment, interview and to write 
by-lined articles on a range of topics, including:

Is your business sufficiently resilient to 
ignore twitter?

Sorry should be the hardest word - 
Why contrition should be a precious 
resource

The unexpected benefits of NOT 
saying sorry

How to not give in to trivial criticism

The right and wrong ways to say sorry

Why you should never make a faux-
pology

How to accept criticism without 
apologising
●
How customers aren’t always right and 
why organisations are becoming the 
victims of ‘outrage capitalism’
●
Your first apology should be your best 
apology

Is an authoritarian regime copying your 
crisis pr strategy?

It’s not about you – how to apologise 
sincerely


