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per-form-ance(n): 1. The act, process, or manner of performing; 2. An accomplishment: deed;  
3. To begin, carry out, fulfill; 4. To function in a certain way: act

From the Publisher... 

For 30 years, Performance Magazine has been dedicated to providing readers with unique, reliable, 
constructive evergreen editorial and advertisers to elevate, accelerate and motivate greater SUCCESS, 
ACHIEVEMENT and PERFORMANCE of our readers and the communities they lead.

Uncertain and unexpected times (Black Swan Moments/Unicorns) provide opportunities for great 
leaders to step up and forward to leverage greatness for the next evolution to be made. Conversely these 
same Uncertain and unexpected times, can also serve as a vacuum from which missed opportunities 
will pile up. Every decade there is a shift moment (Black Swan Moments/Unicorns), such as COVID, 
and this has become a gift that just keeps on giving … 

Now is the time that sadly many will use to Race-to-the-Bottom of mediocrity and failure. While 
a smart, strategic few will leverage to Race-to-the-Top!

Performance – Talent Availability! 

As I engage global business leaders and owners, what has become a universal theme of 
discussion, is that Human Capital is the single source that all success, innovation and forward 
achievements radiate outward from. In this edition of Performance we bring global super 
achievers sharing unique exclusive evergreen content rich insights to accelerate your Race-to-
the-Top.

Performance NOW … Performance 360 … What You Need to Succeed! 

LTG Leslie Smith & Dr. Jeffrey Magee 
Fairbanks International Airport - Alaska 
Read his VIP Interview in PERFORMANCE Magazine 
Vol. 30, No. 3 at ProfessionalPerformanceMagazine.com

http://professionalperformancemagazine.com


6  I  ProfessionalPerformanceMagazine.com 

KEN BLANCHARD

With public health initiatives helping 
to control the pandemic, our working 
environment is shifting again. Some 
people are returning to the workplace 
while others are making the decision 
to continue working virtually. This new 
hybrid work environment will once again 
challenge leaders to address the changing 
needs of their people as they navigate new 
working arrangements. It’s the perfect 
time for leaders to take a situational 
approach to leadership by using the micro 
skills of SLII® to help people stay on track 
and connected.

SLII® maintains that people need 
varying amounts of direction and support 
depending on their development level—
their competence and commitment—on 
a specific task or goal. The micro skills of 
SLII® focus on detailed behaviors leaders 
need to master to provide the right amount 
of direction and support to team members. 

Directive leadership behaviors shape 
and control what, how, and when things 
are done. Use directive behaviors when 
someone is in the first stages of learning 
a new task or goal—their competence 
is relatively low and they need specific 
direction. The seven Directive Behaviors 
are:

1. Setting SMART goals: Make sure 
each person knows what you want 
them to accomplish, because all good 
performance starts with clear goals.

2. Showing and telling how: Provide 
specific direction when someone is 
working toward a new goal or learning 
a new skill.

3. Asking for input: Build a two-way 
communication that engages the other 
person.

4. Provide rationale: Help your direct 
report understand why by taking time 
to explain the reasoning behind a 
request. 

5. Acknowledging and encouraging: 
Catch your team member doing 
something right and praise them for it.

6. Sharing information about the 
organization: Be transparent about 
organizational strategies, financial 
data, and industry issues to build trust 
and help each person understand their 
role in the company.

7. Share information about yourself: 
Communicate authentically with 
each of your people to build trusting 
relationships and foster thriving 
partnerships.

The most important thing to remember 
is that leadership is not something 
you do to people, it’s something you do 
with people. The behaviors involved in 
these fourteen SLII® micro skills will 
help you create productive side-by-side 
relationships with your people as you 
work together to drive an engaged work 
environment. 

For a closer look at the directive 
and supportive behaviors, download 
this ebook: Are You a Directive or 
Supportive Leader? Take our Strengths 
and Weaknesses Quiz to improve your 
effectiveness as you raise your awareness 
about your own leadership style and 
discover when and how to adapt your style 
to the situation.

Dr. Ken Blanchard is the cofounder and Chief 
Spiritual Officer of The Ken Blanchard Companies, an 
international management training and consulting firm.  
Over the past three decades, he has authored or 
coauthored more than 65 books whose combined 
sales total more than 22 million copies in 47 languages. 
His iconic 1982 classic, The One Minute Manager®, 
coauthored with Spencer Johnson, has sold more than 
13 million copies and remains on best-seller lists today. 

3. Establishing timelines: Determine a 
realistic schedule for progress checks 
and goal achievement.

4. Identifying priorities: Rank-order 
each person’s tasks and goals so they 
understand the importance and 
significance of each one.

5. Clarifying roles: Define 
responsibilities and boundaries in a 
clear manner.

6. Developing action plans: Create a 
step-by-step plan for how to achieve 
each goal.

7. Monitoring and tracking 
performance: Conduct check-in 
meetings, offer direction where 
needed, and praise progress.

Supportive behaviors help develop 
mutual trust and respect between you 
and each team member, resulting in their 
increased motivation and confidence. 
Use supportive behaviors when someone 
is in the later stages of learning a task or 
working on a goal—their competence is 
relatively high but they still need support 
to continue their growth and development. 
The seven Supportive Behaviors are:

1. Listening: Be present and resist the 
temptation to jump in by paying 
attention to the person’s body 
language, tone, and the essence of the 
conversation.

2. Facilitating self-reliant problem 
solving: Ask open-ended questions 
to lead the team member through the 
process of solving a problem on their 
own.

Basic Leadership Skills
for the Hybrid Workplace

http://www.ProfessionalPerformanceMagazine.com
https://resources.kenblanchard.com/ebooks/are-you-a-directive-or-supportive-leader
https://resources.kenblanchard.com/ebooks/are-you-a-directive-or-supportive-leader
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TERRY BROCK

Life can be very tough.
Business can be very tough.

The good news is that the tougher life 
is the more you have a chance to become 
even better.

Zig Ziglar used to say (I’m paraphrasing 
here) “The easier you are on yourself the 
tougher life will be on you. The tougher 
you are on yourself, the easier life will be 
for you.” There’s a lot of wisdom in that.

Thinking like an entrepreneur and 
having that lifestyle helps refine you to 
face whatever is going to happen now or in 
the future.

As entrepreneurs we have to adjust 
and adapt constantly to changing environ-
ments that can be difficult and hey, some-
times it really hurts! Anyone who has been 
around business for a while knows that it’s 
not all sunshine, rainbows and unicorns.

However, there’s a lot of good news for 
those who can adapt and change.

You can gain business and life success 
by embracing the right mindset as an 
entrepreneur. Here are five steps that can 
help you make a dramatic difference in 
your life now and into the future.

 • Embrace Pragmatic Tech. Don’t do it 
just because we like technology (the 
nerd in me LOVES technology!). Do 
it because it empowers you and gives 
you the ability to serve your customers 
even better. Video like Zoom, Loom, 
BIGVU, and others give you the ability 
to leverage the power of video to dazzle 

Business Success 
with the Entrepreneurial Lifestyle and Mindset

and amaze. You can solve problems 
with video that you can’t with just text. 
Have an attitude of “I can handle that” 
when you encounter new, challenging 
tech. Think like an Entrepreneur and 
creatively embrace new possibilities.  

 • Humanize the Tech. “Death by 
PowerPoint” has been said a lot but it 
is not true. It is not the tool but HOW 
the tool is USED by the artist. Hey, I’m 
a terrible painter. You can give me the 
paint, brushes and the best canvas for 
drawing. I would still have trouble 
because I’m not trained in being a 
painter. That doesn’t mean the paint 
or the brushes or the canvas is bad. It 
is all in how the artist uses the tools. It 
is the same with PowerPoint, Keynote 
or other tech tools. It is the same with 
how you conduct Zoom or other video 
conferencing. In my work, we’ve been 
able to see dramatic improvements for 
members of our video program when 
they do video right. Many have seen 
new business come because of their use 
of video This makes an Entrepreneur’s 
heart sing! 

 • Build Systems That Focus On Helping 
Humans. Anticipate likely problems 
in what you are doing. Think of ways 
that you can overcome them and build 
systems so you can avoid potential 
problems. I love this quote from a 
training manual for the Four Seasons 
Hotels. “Systematize the predictable 
so you can humanize the exceptional.” 
Yep!

 • Embrace the Yuck. Welcome to Planet 
Earth! Stuff goes wrong here. It’s been 
that way since Og came up with this 
new fandangled thingy called fire back 
in the cave a while ago. Things not only 
CAN go wrong, they WILL (yes, notice 
the caps). You can complain about it, 
or you can leverage the daylights out 
of it and become better. Make the hard 
times make you stronger. 

 • Always Think Like An Entrepreneur. 
Improvise. Adapt. Overcome. Part of 
being an entrepreneur is that you get 
to be brilliantly creative to overcome 
problems. In overcoming these 
problems you often come up with new 
solutions that you would not have 
embraced before.

There are lots of good ways to develop 
the entrepreneurial lifestyle in thinking. 
Continue to go back and refine your 
systems. Embrace pragmatic technology, 
and just chuckle and grin when challenges 
come, knowing that you’ll be better 
because you conquered challenges.

Somehow, I’m thinking ole Og from 
back in the cave would be giving us a 
thumbs-up! 

Terry Brock, MBA, CSP, CPAE works with Entrepreneurs 
and organizations to leverage technology for mutually 
beneficial business relationships. He is a member of the 
Speaker Hall of Fame and has presented both virtually 
and in person in his 38 years (and counting) as an 
Entrepreneur. 
He has won or been awarded the CPAE Hall of Fame, 
CSP Certified Speaking Professional, and the Cavett 
Award (highest award from the National Speakers 
Association). Enjoy the ideas (and amazing fun) on his 
YouTube Channel Agorapreneurs which can be reached 
at http://bit.ly/libertylover — See you there! 
TerryBrock.com 

https://www.youtube.com/channel/UCbXsmmEY4aPH8le8Cp_RfoA
https://terrybrock.com
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THOMAS BROWN
Arsonists in Our Midst 

We live in turbulent times, and even 
as the pandemic recedes we can count on 
continued volatility and dislocation. This 
discontinuity will cause increased tension 
in board rooms and within executive teams, 
often leading to open conflict. In the worst 
cases, these conflicts can devolve into 
conflagrations that are truly destructive 
to the business. If you’ve witnessed such 
a conflict, you might be mystified why the 
parties are locked in battle, just when the 
business needs them most. You’ll no doubt 
understand why  the instigators or such 
conflicts are best thought of as arsonists, 
for if left unchecked, they can burn down 
the company. 

If you encounter an arsonist in your 
boardroom or executive team, it’s vital 
to douse the flames before they consume 
the organization.  Early identification of 
the problem is key, for arsonists are made, 
not born – most people do not set out 
to damage the business they serve, but 
when someone unwittingly sets out on an 
arsonist path, it can be difficult to reverse 
course. The good news is that if you 
identify an arsonist-in-the-making you 
can prevent the flames from ever being lit.  

There are  11 discrete types of board-
room and executive team arsonists, each 
of which can easily spotted if you know 
where to look. Three of the most common-
ly encountered types are:
The Sailor

The sailor is a board member or 
executive who goes whichever way the 
wind is blowing to obtain the best self-
advantage. He or she is a particularly 

dangerous “yes-person,” kissing up to 
whichever individual appears to have the 
most power to help them get ahead. The 
danger is that the Sailor helps create an 
echo chamber for the person in power by 
reinforcing their viewpoint and stifling 
useful debate and alternative points of 
view. The danger compounds if the person 
in power uses the Sailor to help assemble 
a coalition against others who disagree.  
Sailors rarely have the respect of their 
peers, largely because they shut down the 
value of the productive tension that comes 
from useful disagreements.
The Renowned Expert

This arsonist is invited to be on a board 
or join an executive team because he or 
she has become an expert in a relevant 
field. Renowned experts are often famous 
in their area of expertise; celebrities who 
command respect and admiration. At 
first, they seem to be exactly the answer 
to what the company needs – absolute 
knowledge of the subject that can help 
solve a problem, provide feedback on 
the company’s strategic plans, or bring 
innovation to the team. The problem with 
experts, however, is that even they can be 
wrong sometimes, but their star power 
often blinds them to this reality. Their 
rock star status can impress people to 
blindly follow them and heed their every 
misguided word. They may have egos as 
big as the paycheck you are giving them, 
or they may wield their power over others 
by threatening to withhold their expertise 
unless they get their way.  
The Opportunist

This arsonist is someone who skirts 
the ethical and moral borders of business 
to take advantage of opportunities that 
will help him or her more than it helps 
the company. The Opportunist is in it 
for the short-term gain — the blip in the 
stock market, the quarterly bonus, or the 
elimination of someone they don’t like. 
One of the traits of the Opportunist is 
that he or she tries to convince everyone 
else that the short-term win is, in fact, 
the real goal.  Being an opportunist, the 
person is myopic and the only matter 
that counts is the most immediate gain.  
This misplaced focus can compromise 
the objectives of companies that intend 
to survive and flourish for the long haul, 
for the short-term wins championed by 
Opportunists often damage long-term 
strategic objectives. 

Perhaps you’ve encountered one of 
these archetypes in your business. If so, 
it falls to you to take action, because ear-
ly intervention is key. The solution lies in 
aligning the interests of the arsonist-in-
the-making and those of the organization.  
If you think about criminals in the general 
population – murderers, thieves and the 
like—the natural (and understandable) re-
actions are condemnation and expulsion. 
But what if, instead, we could prevent peo-
ple from taking such appalling courses of 
action in the first place?  What if we could 
keep them in the fold?  If we ask these 
questions, we’re forced to look at what we 
can do as a society to prevent losing these 
people to acts of criminality. 

So it is with arsonists in your business:  
Instead of vilifying them outright, consider 
why it is they’ve embarked on a destructive 
path. Give them the benefit of the doubt 
and assume they joined the business with 
good intentions, but somehow along the 
way concluded their personal interests 
could not be met within the organization’s 
framework. Then, consider the possibility 
that they might be right in this thinking, 
because if you’re able to align the interests 
of the organization and the arsonist-in-
the making, you can not only keep people 
in the fold, but you just might strengthen 
the business as a whole. After all, aren’t 
we better off with fewer arsonists in our 
midst?

Thomas Brown is founder and CEO of Ad Altius 
Advisors. He has worked with boards of directors, 
investors and executives throughout the world.
A Yale educated psychologist, he transitioned to 
a career in business and drove a series of highly 
successful Silicon Valley exits, holding roles of CEO, 
board director, investor and advisor.
He applies a psychologist mindset to solving critical 
business challenges, forming the foundation of a 
unique, trusted and high-value advisory platform.

http://www.ProfessionalPerformanceMagazine.com
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JIM CATHCART
Can You Sustain It?
How to grow and sustain a Successful Career 

Readers of a publication titled 
“Professional Performance” tend to self-
select. In other words, you read this 
because you want to. That puts you among 
an elite crowd; people who have decided to 
become successful. 

Most people are OK with just that 
“OK.” They do what is easy to do but when 
extra effort is required, they find another 
TV show that needs to be watched. I’m 
not saying most people are lazy but 
extraordinary people have that word that 
sets them apart “extra.” 

So, we’ve established that you are an 
achiever, and you aspire to do even better. 
You are my people! 

Anyone can succeed once, but can you 
sustain it? When we examine the greats 
in every profession, we find that staying 
power and evolving successfully over 
time is the key to true success. Arnold 
Palmer, Tiger Woods, Michael Jordan, 
Shaquille O’Neil, Walter Cronkite, Tom 
Brokaw, Larry King, Oprah, Vin Scully, 
Wayne Gretzky, Tom Selleck, Paul Anka, 
Garth Brooks, George Strait, Bob Eubanks, 
Earl Nightingale, Bill Gates, Carly Fiorina, 
Donald Trump, Warren Buffet, Tom Clancy, 
Ken Blanchard, and Paul McCartney. 
These titans not only succeeded but, 
despite setbacks, scandals, or crises, they 
continued to succeed for a lifetime. 

Here’s the best strategy that I have 
found for a lifetime of success: 

Become the kind of person who will 
attract the future you desire. 

We could explore the science of goal 
setting, the best negotiation tactics, top 
career choices, industries, or professions 
with the most promise, but none of these 

is as powerful as you. You are the magnet 
that attracts the outcomes. Work on 
the magnet and the metallic items start 
seeking you! 

A dear friend of mine was about to retire 
after 25 years with a major multinational 
corporation. He had reached the top 
of the food chain in his role in Human 
Resources and felt it was time to move on. 
But his company surprised him. Instead 
of agreeing to his departure and finding 
a nice gold watch for him, they created a 
whole new position in the corporation to 
keep him on. 

The thing that caused this was not his 
strategic goal setting, nor his advanced 
degrees (he has none), but rather it was 
his personal qualities. He had become the 
kind of person they wanted their other 
personnel to become. 

In 1972 I heard the famous Earl 
Nightingale on the radio when I was an 
entry-level government clerk. He said, 
“If you will spend an extra hour each 
day studying your chosen field, you will 
become a national expert in that field in 
five years or less.” That insight changed 
my entire worldview. Even I could put in an 
extra hour. Maybe I could become a person 
who made a difference, someone who 
mattered. My chosen field was personal 
development. But rather than simply 
acquiring knowledge, I went to work on 
me most of all. 

I improved my communication skills, 
my professional appearance, my personal 
habit patterns, my business friendships, 
my work ethic and of course, my 
knowledge. Since that time, every major 
dream goal I have set has more than come 
true. I’ve written 20 books, delivered 3,300 
speeches around the world and in all 50 US 
states for pay, and I’ve received every major 
award given to professional speakers. By 
working on being an “eligible receiver,” 
I’ve been able to attract all the rewards and 
results I dreamed of. 

You, too, can do this. Just work to 
acquire the qualities you would most 
admire in others. Become the kind of 
person they would want to work with. 
The kind of friend they’d love to have. The 
kind of neighbor they would seek out. 
The kind of parent, spouse, boss, worker, 
or team member that would be so worthy 
that an employer would create a whole 
new position just so they could keep you 
around! 

Jim Cathcart, CSP, CPAE is the author of 20 books, a 
university Executive MBA Professor, a Top 1% TEDx 
presenter, Past President of the National Speakers 
Association and a professional Singer/Songwriter.  
Jim@Cathcart.com
Cathcart.com

http://www.ProfessionalPerformanceMagazine.com
mailto:Jim%40Cathcart.com?subject=I%20read%20your%20article%20in%20Performance%20Magazine
http://cathcart.com
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LOIS CREAMER
Selling Services 
in a Changing and Challenging Marketplace

One of the most important things I 
do for my clients is to create what I call 
a “positioning statement”. It’s not the 
definition of what you do; it is not an 
elevator speech. It’s shorter. A prospect 
should be able to say it or read it in under 
ten seconds. Further, it should be easy to 
understand.

I define a positioning statement as the 
“concept and outcome of working with 
you”. Here is an example – mine:

I work with speakers, consultants and 
experts who want to book more business, 
make more money, and monetize their 
message.

When I used to do sales presentations 
for corporate sales teams my positioning 
statement was:

I work with organizations that want 
to fast forward their selling skills so that 
they’ll be better at what they do.

Both are short, sweet and to the point.
In my work with speakers, consultants 

and experts I work in a very niche market. 
The beginning of my positioning so states. 
Yours should too. If you work in a less 
targeted marketplace you may choose to 
begin with: I work with organizations .. or 
.. I work with people who want to .. “

My template is:
I work with organizations that want to 

(fill in the concept of what you do) so that 
they can, or in order to be able to (outcome 
delivered).

Understand that a positioning state-
ment doesn’t describe everything you do. 
It’s a tool to begin a substantive sales con-
versation. As you talk further, you’ll be 
able to discuss all aspects of your service.

Positioning statements as well as 
sales conversations should be filled with 
outcome statements. They allow the 
prospect to see what benefits they will 
yield by working with you. One of my 
favorite clients is the author of the New 
York Times Best seller, The Sales Bible:

People don’t like to be sold, 
however people love to buy!

  ~ Jeffrey Gitomer

Creating a positioning statement is 
not easy. It may also be a work in progress. 
As you grow your business and change, 
your positioning statement may change 
too. Constantly review to make sure it’s 
relevant to what you are currently offering. 
Everything you do should be directly 
connected to your statement. Feedback 
can also lead you to revise it. If you hear 
something over and over, take it to heart. 
If it doesn’t belong in your positioning 
statement, it belongs as part of your sales 
conversation.

Where should you use you use it? In a 
word, everywhere! Use it:

 • Networking or making sales calls as 
your introduction

 • Place under signature when sending 
emails

 • Include at the bottom of any article or 
blog post

 • Leaving a voice mail. We all 
challenged to leave great voice 
mail messages. Begin yours with 
your positioning statement. It puts 
everything that follows in context

 • Prominently display on your website 
and all collateral material

 • Include on the back of a business card

I’m sure you can think of many more. If 
you develop a great positioning statement 
to sell your service, you’ll be giving 
yourself a competitive advantage. This 
works well when in conversation, during 
a virtual sales meeting, in sales videos or 
promotions as well as in social media and 
writing.

If you equip yourself with a compelling 
positioning statement, you’ll feel more 
confident selling in a challenging and 
highly competitive market.

Lois Creamer, Book More Business. Lois works with 
speakers, experts and consultants who want to book 
more business, make more money and monetize their 
message. 
Lois@bookmorebusiness.com
www.BookMoreBusiness.com

http://www.ProfessionalPerformanceMagazine.com
mailto:Lois%40bookmorebusiness.com%20?subject=
http://www.BookMoreBusiness.com
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When your message is memorable, your 
communication clear, and your presentation 
powerful, you will position yourself for greater 
success.

If you want to excel as a public speaker you 
must make an emotional connection with your 
audience, regardless of your subject, setting, or 
message.

The most powerful communication combines 
both intellectual and emotional connections.  
For effective public speaking, whether you have 
an audience of one or 1,000, you must connect 
with your audience emotionally. Consider how 
you might put the following three fundamental 
techniques for emotional connection into 
practice:

Eye Contact
For a small audience around a boardroom 

table, practice a strategy called “piece-of-the-
pie” eye contact. Look at different individuals 
as you deliver each thought, idea, or phrase. 
Interestingly enough, the same holds true for 
a large audience with a slight twist. As Jerry 
Seinfeld often observed, you need to play to the 
cheap seats first. Continually connect with the 
people at the back or in the balcony. Let them 
know that you know they’re there. They will 
stay with you, even when you’re interacting with 
audience members who are seated in the front. 
In virtual presentations, be sure to look into your 
webcam.

You-Focused Language
Record your next presentation, and count 

how many times you say “I.” Note any instance 
where your language could have been more you-
focused. If you work from the perspective that 
nobody cares about you, they only care about 

PATRICIA FRIPP  
Three Ways to Connect Emotionally with Your Audience

themselves, you can never go wrong! Rather 
than saying, “I am going to talk to you about 
what I can offer through my product/service . . .” 
try, “In the next 30 minutes you will learn . . .” Or 
“In this session, you will discover . . .” Even if it 
is just the exchange of a single word, you will be 
astonished at the difference it will make in your 
presentation.

Stories
As human beings, we are programmed from 

birth to think of a story as a treat. No matter 
what culture we come from, we grew up hearing, 
“Brush your teeth; get in your jammies; hop into 
bed; and Mommy/Daddy/Grandmother/Auntie 
will come tell you a story.” When you perfect your 
storytelling skills, you enable your conversations, 
presentations, and business communications 
to tap into the “reward” part of people’s brains, 
creating an immediate emotional connection.

A true presentation skills expert, Patricia Fripp, CSP, CPAE, 
is a Hall of Fame award-winning speaker, a sales trainer, and 
an in-demand executive speech coach. For over 30 years, she 
has been focusing on how professionals from all industries can 
communicate their ideas more effectively. She was the first 
female president of the National Speakers Association. She has 
won or been awarded the CPAE Hall of Fame, CSP Certified 
Speaking Professional, and the Cavett Award. She has authored 
two books and co-authored three others. She was named one 
of the Top 25 Women in Sales and Top 30 Coaching Gurus 
in 2019. And, can virtually 
train everyone anywhere 
with her interactive online 
learning system, FrippVT.
com Powerful, Persuasive 
Presentations.
www.Fripp.com
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BOB GOSHEN
Success Can Be Your Greatest Enemy

“So many times it happens too fast. 
You trade your passion for glory.”

Eye of the Tiger by Survivor

I love the Rocky movies, especially Rocky III. Sylvester 
Stallone was amazing portraying Rocky Balboa, a down and out 
Philadelphia boxer who worked hard to be able to fight for a 
major championship. The movie’s main song, Eye of the Tiger, is 
utilized more than any other composition for introduction and 
award music. But what many overlook are the insightful words 
sung in the first verse, “So many times it happens too fast. You 
trade your passion for glory.”

I would like to use these words for the backdrop of my article 
today as I share how “Success Can Be Your Greatest Enemy.” 
Here is a quick formula: Passion creates success; Success creates 
arrogance; Arrogance creates complacency; and Complacency 
creates decline.

All great endeavors begin with passion. You start with a 
dream of making it big, you see the vision continually, your 
passion sends you to bed thinking about what needs to be done, 
and you wake up considering what needs to be accomplished to 
fulfill your vision. You talk about it, you share it, your days and 
nights are wrapped around the passion of making your dream a 
reality …

And then it happens! Your passion and drive create success, 
you hit your goal, you arrive on your mission, and you become 
successful! People around you and in social media begin to share 
how great you are—the likes, the shares, and the comments 
are exploding. You are recognized by your peers in magazines, 
or newspaper articles, or at local events. In essence, you have 
become F-A-M-O-U-S! If you are not careful and grounded, you 
can begin to believe your own press, or as some might say, “Drink 
the Kool-Aid,” quickly moving from a humble and grateful 
attitude to pride and arrogance.

From Passion to Success to Arrogance … This is when your 
project, company, organization, or church begins to slow down, 
and Complacency takes hold. Your behavior moves from creative 
mode to management mode. “I have worked hard. I need to take 
some time off.” “What I’ve created will sustain itself for some 
time, so I am going to rest. After all, I deserve it.” 

When you were under the drive of passion, everything was 
about how to get better, how to improve in sales or recruiting. 
Under the dull of complacency, you move to more meetings 
focused on survival rather than growth. You see, when you 
began your journey, passion was the key to your culture. Your 
organization was smaller and easier to drive forward. But 
now that your company is large, you feel that more meetings 
are necessary for studying last month’s activities rather than 
creating new activity for next month. You’ve become past-
focused, not forward-motivated. 

It then begins, decline. It is quite simple, like a blade of grass, 
you are either growing or dying, there is no neutral. Whether 
it is marriage or business, this rule applies. Once the decline 
begins, you must immediately return to the creative mode and 
reset your passion if you wish to continue your growth.

“So many times it happens too fast. You trade your passion 
for glory.”

Bob Goshen is an author, speaker and coach to CEO's 
and business leaders around the world. Bob's expertise 
in leadership and in the development of corporate 
culture has been applauded by many corporations, 
universities and most recently the U.S. Army. Bob's 
book The Power of Layered Leadership has become a 
cornerstone for CEO's on how to develop leaders within 
an organization. Bob has endorsements from some of 
America's top leaders.
BobGoshen.com
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MG JOHN L. GRONSKI
The Secret Ingredient to Being a Good Leader —
Care

The little things leaders do for the 
people they lead are big things in the 
minds of the people they do them for. 

I believe there is something called “the 
leadership effect” that is similar to another 
concept known as “the butterfly effect”. 
The butterfly effect explains how small 
events can lead to large consequences. 
An example often used is that a butterfly 
fluttering its wings in Brazil could cause 
a snowstorm in Chicago. Similarly, a 
behavior displayed by a character-based 
leader toward a follower could have 
positive consequences decades later.

After serving in the Army for forty 
years and leading teams in the military 
and the civilian sector as small as four 
people and as large as 15,000, I am always 
amazed when I receive a message from 
someone who I led many years ago, 
describing a small encounter with me 
that I have long forgotten but they have 
kept tucked away in their memory. I have 
found that a seemingly small caring, 
empathetic, or compassionate behavior 
a leader displays toward a follower, will 
not only be remembered for years to 
come, but perhaps more importantly, it 
will be emulated and paid forward. This is 
enormously powerful. 

I think we have all heard a few maxims 
about how important it is for leaders to 
care, such as, “no one cares how much 
you know until they know how much you 
care”, or Maya Angelou’s wonderful quote. 
“I’ve learned that people will forget what 
you said, people will forget what you did, 
but people will never forget how you made 
them feel.”

Key Ingredient for Leadership Success
The secret ingredient to being an 

effective leader is care. Good leaders must 
exhibit three types of care. 

1. Take care of yourself.  
2. Care for those you lead. 
3. Care for your organization. 

Leaders Must Practice Self-care
There is a difference between a leader 

taking care of themselves and a leader 
placing themself on a pedestal, ahead of 
their followers. Leaders must take care of 
themselves before they can take care of 
others. You must throw wood on your own 
campfire before it will cast light. 

Leaders must develop their physical, 
emotional, mental, and spiritual fitness. 
When in a position of leadership, your 
quest to become a stronger leader should 
never stop. Your followers lives and 
livelihood hang in the balance. Afterall, it is 
up to you as a leader to be a model of strong 
character, demonstrate competence, and 
display a resilient and positive attitude. 

When one stops trying to learn how to 
be a better leader, that person has stopped 
growing as a leader. The quest to lead 
well should never end. The world keeps 
changing in many ways and each new 
generation requires leaders to take the time 
to understand those they are now leading. 
Leaders should not expect the younger 
generation to adapt to them. Leaders 
must adapt to the younger generation. 
A colleague of mine who works for a 
multinational company recently told me 
he has found that the current generation 
of young adults is more in tune with their 
needs & boundaries & definitely must face 
drastically different social & emotional 
pressures.

Care For Those You Lead
I believe good leaders must care more 

for their follower’s welfare, than they do 
for their own welfare. When you really 
give this some thought, you realize this is 
easy to say, but exceedingly difficult to do. 
It is not a natural thing to place the welfare, 
well-being, and safety of others before our 
own. Leadership comes with sacrifice. If 
you are not prepared to sacrifice your time 
and energy for others you should not take 
on the role of a leader. Thomas S. Monson 
said, “The mantle of leadership is not the 
cloak of comfort but rather the robe of 
responsibility.”

Good leaders have the trust and 
respect of others. Trust and respect must 
both be earned. Neither is automatically 
given because of a leader’s position. Trust 
and respect are secured when followers 
realize that the leader places the follower’s 
interests first. The best practices for 
earning the trust and respect of others are 
by trusting others first, treating everyone 
with dignity and respect, setting priorities, 
and providing the resources and removing 
obstacles necessary for members of the 
team to do their job.

I agree with leadership author, Jim 
Kouzes, who has said that leadership is not 
as much about command and control as 
it is about serve and support. As a leader 
attains greater positions of responsibility, 
leading more and more people, the focus 
must be one of serving more people, not 
one of having more people serve you.

Stewardship
To some, ambition is a dirty word. Am-

bition conjures up thoughts of arrogance 
and self-aggrandizement. In some cases, 
this is true. 

Leaders should not be ambitious 
for their own career but should be 

ambitious for the success of the 
organization they lead.

I do not believe a leader should show 
blind ambition in terms of their own 
career, but I do believe a leader should 
be ambitious for the success of the 
organization they lead. A leader must care 
for their organization.

Effective leaders develop and commu-
nicate a shared vision and inspire others 
to achieve that vision. Leaders must com-
municate an overarching purpose for why 
the organization exists. It is important that 
leaders help team members to understand 
that they are working for something great-
er than themselves. 

http://www.ProfessionalPerformanceMagazine.com
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This is where organizational values 
come in. Organizational values are inspir-
ing to read, but most powerful when lived. 
Leadership teams must factor organiza-
tional values into their business decisions 
to ensure their actions are ethical. Leaders 

The Secret Ingredient
Care is the ingredient leaders must 

include in their leadership philosophy 
to achieve success.  Caring for those you 
lead is paramount, but organizations 
really hum when leaders also take care 
of themselves and take care of their 
organization. 

must be aware of what I call the “Values 
to Trust Cycle”. Values should factor into 
Decisions, which shape Actions, which 
reflect Character, which grows Trust. As 
we get through this cycle it is important 
to reflect and adjust if necessary.

Major General John L. Gronski (USA, Retired) is CEO 
of Leader Grove, LLC and has over forty years of 
experience leading teams in challenging environments. 
He is the author of the book, “Iron-Sharpened 
Leadership”. John is an international Fortune 500 
speaker, executive coach, and leadership consultant 
and trainer. Learn more at JohnGronski.com. 

Gronski’s new book, Iron-Sharpened Leadership, is 
a leadership book the reader will find valuable and 
inspiring. This leadership book is based on operational 
experience and is peppered with inspirational stories 
along with actions one can take to become a more 
effective leader. Gronski takes a values-based 
approach to leadership effectiveness and the book is 
oriented along the lines of his leadership philosophy 
which includes character, competence, and resilience.

Thomas Brown is the founder and 
CEO of Ad Altius Advisors.  He is a 
Yale-educated psychologist with 
15 years of experience working with
companies throughout the world
to prevent or resolve boardroom
and executive team conflict.

House on Fire is a powerful tool to
prevent conflict within boards and
executive teams from erupting
into a destructive blaze. 

http://www.ProfessionalPerformanceMagazine.com
http://JohnGronski.com


ProfessionalPerformanceMagazine.com I 15

http://www.ProfessionalPerformanceMagazine.com


16  I  ProfessionalPerformanceMagazine.com 

A brand is nothing but a promise 
delivered. That’s what I’ve always said and 
it continues to ring true. Branding should 
be a priority for everyone – not just small 
businesses but anyone looking to create a 
lasting impact within their industry and 
beyond. 

Branding matters. It represents who 
you are, what your company is and what it 
stands for. It represents your core values, 
principles, and mission. Those principles 
you set for your brand serve as your guide 
and straying from that means you don’t 
have faith in your brand; therefore, your 
business is already compromised. 

With business always evolving, it’s up 
to us as leaders to always adapt to new 
technologies and strategies or risk getting 
left behind. It’s a brand-new world out 
there and it’s getting more difficult to 
move up and stand out. The key to succeed 
in this cutthroat digital economy has a 
direct correlation to creating your own 
brand. 

How can your brand stand out? By 
acting like a media company. 

Content is king
Brand authenticity is essential for 

customers – with 86 percent of consumers 
stating that authenticity is a key factor 
when deciding what brands they like and 
support. If you’re a brand and you’re not 
creating content, you’re fighting a losing 
battle. More than three-quarter of people 
(79 percent) say that user generated 
content highly impacts their purchasing 
decisions. Creating content on a regular 
basis helps increse brand visibility and 
eventually capitalize on monetization 

opportunities for your business. Eighty-
two percent (82%) of consumers feel 
more positive about a brand after reading 
customized content and 61 percent 
of people are more likely to buy from 
companies that deliver unique content. 

Consumers are savvy enough to do 
their own research and find branded 
content that appeals to them, emphasizes 
their values, and creates a personal 
connection. 

Remember, content is king, activation 
is queen, context is the kingdom.

Capitalize on monetization 
opportunities

Where does one start capitalizing on 
monetization opportunities? By building 
your own community. 

Lately, I’ve been passionate about 
podcasting specifically. Why podcasting? 
Because this relatively new medium has 
provided a great avenue to project our 
brand and really disseminate our message 
to the masses. If podcasting was a person, 
it would still be a teenager. However, it’s 
power has grown exponentially in a rather 
short amount of time. 

In only three years, podcast listeners 
have grown by 35 percent, and this year, 
it has been revealed that 116 million 
Americans listen to podcasts monthly 
(and 80 million listening weekly) and the 
amount of those listening to podcasts has 
increased by 175 percent, according to 
Edison Research.

Market dynamic has also grown. Right 
now, podcasting is selling at 100 times 
the revenue. In 2020, Pricewaterhouse 
Coopers estimated podcast ad spend was 
$800 million and will more than double 
to $1.7 billion in 2024. IAB, the Interactive 
Advertising Bureau is predicting an even 
higher number, $2 billion, and by 2023.

Get on the (podcasting) train before it 
leaves the station. 

Changes in the (media) landscape
There’s no question that the 

communications landscape has changed 
significantly. Not only have we morphed 
from analogue to digital, but the game has 
shifted from eyeballs and ears to hearts 
and minds. COVID didn’t change anything 
– it accelerated behaviors. 

We’re currently in the stage I like to call 
“new game.” How are you rising above the 

noise? Whatever you were doing before, 
won’t work with what you’re trying to do 
right now. 

How are you using this changing 
landscape to elevate to own your category? 
Here is an example: if you own a small 
restaurant that serves a similar type of 
food as the restaurant three doors down, 
but you use locally grown products to 
make your food, that is what will make 
you stand out. Build a community of brand 
evangelists and nurture them by using 
your calling card.

This new game, or the new world order, 
is all about relevancy, reach, discovery, 
influence, conversion, and nurturing your 
community.

These are the elements you need to 
have in place to morph alongside the ever-
changing media landscape.

A new winning model
To succeed, you need to learn how to 

operate the plane as you’re building it. 
And if that wasn’t enough, you must do it 
all quickly and as efficiently as possible! 
You must look at yourself as a product, as 
a brand, and as a media company – and be 
pragmatic enough to accept that it won’t 
be perfect. Looking for perfection at this 
stage will only lead to disappointment. 
That is the new business model you should 
be integrating into your overall strategy.

Whether you’re thinking about starting 
a podcast, a TV show, or even create regular 
written content, your first attempt will not 
look the same as your 100th attempt. It’s 
all about progress, not perfection. 

Right now, we’re in a land grab for 
content, communities, and influence. So, 
whether you called yourself an author or 
a speaker in the past, stop doing that. To 
scale your model, you must stop calling 
yourself a speaker. You are now an expert 
in your category. Focus on that category of 
you. 

The bottom line is this – nothing is as 
it was. It’s all about YOU and the brand of 
you. 

Jeffrey Hayzlett is a primetime television and podcast 
host, keynote speaker, and Chairman & CEO of C-Suite 
Network. He is a best-selling author and a global 
business celebrity.
Hayzlett.com

JEFFREY HAYZLETT
Becoming the Brand of YOU
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My 13 year old son and I hopped in the 
JEEP to go grab a Garden Burger at the 
only restaurant he’ll order a burger from: 
Nielsen’s Frozen Custard in South Jordan, 
Utah.

In fact, he gets two Garden Burgers, 
which to us is thrilling, as he won’t eat 
anywhere else (incredibly, he always passes 
up the Concrete shakes, which are other-
worldly good, since he’s going 4 years 
strong off of sugar...he’s like SuperBoy).

Picky is an understatement for our 
son.  He demands to know the type of cow 
and where it grew up that he’s eating, and 
Nielsen’s staff has walked us through their 
process, so our health nut boy feels good 
about what he’s consuming.

As we drove past multiple gas stations, 
we hit Maverik to fill up the tank because 
it was a Friday night, and that means only 
one thing: We will be in a serious line for 
this particular burger.

Pulling into the parking lot we guessed 
correctly - It was at least a 30-minute wait!

My son looked at me, eyebrows raised, 
as if to dare me to wait in the ridiculously 
long line.

Nothing spoken, we just smiled at each 
other, got in line, turned off the car, and 
started sharing and watching videos we 
had saved to our iPhones that we knew 
would make each other, as father and son, 
laugh out loud.  It was a wonderful time 
together.  

The wait at Nielsen’s Frozen Custard 
was over 30 minutes this time, and both 
of his Garden burgers were inhaled before 
we arrived home 6 minutes later, where 
he began his workout as we watched our 
beloved Utah Jazz on TV together for a fun 
Daddy-Son hangout.

You may have noticed I mentioned a 
few brands throughout this article.

Brands we love.   Brands we buy over 
and over.  Brands we’ll drive long distances 
for, pay outlandish prices to watch throw a 
ball in a hoop, brands we are willing to pass 
others who sell the same products in order 
to get to our chosen brands.

I know full well your inbox is full of 
emails, newsletters, subscriptions, and 
great writings that have their unique 
brands - and I can’t express how grateful I 
am that you’d commit to click open and read 
this article from the amazing publication 
of  ProfessionalPerformanceMagazine.com. 

My question to you is...
What brands do you choose and would gladly 
give a 30-minute wait to experience? 

The reason we choose the brands we do 
is because of The Promise.

The Brand Promise from the company 
is to deliver what you want, how you want 
it, and to keep The Promise to you as their 
customer, guest, and “Audience”, since 
every legendary performer keeps The 
Promise to every audience every single 
time. 

Your Promise back to the brand is to 
drive any distance, wait in any line, spend 
what needs to be spent, do whatever needs 
to be done to support, share, and even 
write an article about that brand, because 
they Keep The Promise!

Your Promise Prompt...
Write a list of your preferred Brands!   I 
named some of mine, what are yours?

Take it a step further and share on 
social media WHY you choose those 
Promise Brands, while spreading the word 
about those companies you support! (You 
want them to stick around and stay in 
business, so why not promote them to your 
audience.) 

EXTRA CREDIT:
Consider your professional and 

personal “Brand Promise “(AKA: 
Signature Moves) and if you’re delivering 
the “commercial vs. the reality” for those 
who expect your Promise-Level Brand.

What is the “Commercial vs. Reality”?  
It is what you Promise in the 

advertisement vs. the experience of the 
customer.  

If the commercial is greater, then you 
are promising more than can be delivered, 
therefore breaking The Promise.  

If the reality and experience is greater 
than advertised, you are over-delivering on 
your Performance Promise! 

What is your Promise? 

Jason Hewlett, CSP, CPAE, is the author of The 
Promise to the One. 
JasonHewlett.com 

JASON HEWLETT
The Promise of the 30 Minute Wait
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SHEP HYKEN
 The Most Important Measurement in Business

A few years ago I wrote about the concept of 
customer feedback vs. customer behavior. Today, I 
want to take a fresh look at that topic. It’s the first 
of several lessons from my newest book, I’ll Be Back: 
How to Get Customers to Come Back Again and Again. 

How do we know if customers are happy? We 
have to look at the numbers – measurements and 
data. It may not be exciting, but it’s important. 
Business management guru Peter Drucker said, “You 
can’t manage what you don’t measure.”

There are a number of ways that businesses 
measure customer satisfaction. How do we know 
what’s the best metric to use? We want to know 
what makes customers come back. Theoretically, 
“satisfied” customers will come back. In reality, I like 
to shoot for something higher. “Satisfaction” to me 
implies everything is simply average or acceptable 
– sort of middle ground. But, back to the point. Call 
it customer satisfaction, customer happiness, or 
anything you want. The important idea to remember 
is that we’re looking at ratings.

Two popular measurements are NPS (Net 
Promoter Score) and CSAT (Customer Satisfaction). 
If you ask most marketing and customer service 
experts how they monitor customer happiness, 
they’ll likely mention these or other similar types 
of measurements. They might also talk about sales 
numbers, profit, revenue and other indicators that 
show how well the company is doing.

But there is another measurement that I believe 
companies must pay close attention to. Yes, the 
scores and data already mentioned are important. 
But, ask this question too: Does the customer come 
back?

That’s not a rating – that’s behavior! But is it 
important? Of course it is. No matter how many stars 
customers give you in the ratings or how glowing 
their reviews, if they don’t come back, that’s the end. 
You lose any opportunity to do more business with 
them.

We should always be looking for ways to make 
the customer experience better. Are you asking 
customers how they feel about the experience they 
had with your company? Feedback and ratings will 
help you learn how you can improve and increase 
the percentage of customers who come back. And 
that’s a metric to pay close attention to – how many 
customers come back, how often, and how much 
they buy when they do come back.

If getting your customers to come back again and 
again is important to you, and I know it is, you’ll love 
the book. Just go to www.IllBeBackBook.com. 

Shep Hyken is a speaker and New York Times and Wall Street 
Journal best-selling author who works with companies and 
organizations who want to build loyal relationships with their 
customers and employees.
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JESSE IWUJI
Q&A

Recently, I had the opportunity to 
discuss success with Naval Officer and 
NASCAR Driver Jesse Iwuji — the dual 
career trajectory he is on, and what 
performance success looks like through 
his lens.

In your own words, “When my Mom first 
came to America with my dad in the 1980s 
from Nigeria, she was a motel maid. She now 
owns multiple properties, businesses, and is a 
nurse. I am so proud of her and my Dad!” 
For you as a first generation American, what 
lessons have they imparted to you, that has 
allowed you to be so accomplished in just a 
few short years?

As a first generation American, my 
parents did not come from wealth, my 
father was one of 11 children — they lived 
in a village, the outhouse was 30 yards 
away, my mom was on the other side of the 
area. She slept many nights on a hospital 
floor while her mom was hospitalized, 
so they both understood hard work and 
self-accountability. At age 11, they had to 
make survival a daily endeavor. When 
they came to America, my father was able 
to get an associates degree, track and work 
his way into a university, my dad and my 
mother worked multiple jobs just to keep 
a roof over our heads. We knew they were 
working to provide, and now they are 
successful business owners, and my mom 
is doing this while still being a nurse for 30 
years.

They have taught us that if things don’t 
go our way or the right way, then just work 
and find another way. Taking ownership 
of your life is what life is all about and 
excuses are never allowed.

Life is like a card game. We are all delt 
a certain hand. The deck of cards, does 
not mean every card in your hand will be 
aces, and if I am delt a better hand of cards 
than you, that does not mean you are not 
allowed to succeed. People in America 
are delt a much better hand than people 
anywhere else in the world.  It may not 
be easy, but there are no rules that say 
you can or can’t win. You may be in a very 
dark place, you can’t see the light, but that 
does not mean you can’t be a millionaire. 
You have to grind, you must take daily 
actionable steps, be more efficient than 
you were or others.

Today you wear a duel professional hat 
of a United States Naval Officer and a 
NASCAR driver, how did you select those 
career pathways and what synergies do they 
provide you? 

Being in the Navy started as a goal in 
high school. Growing up in Dallas, Texas, 
football is big. And I started playing 
football. I knew I was not as talented as 
others, but I did know if I worked hard, 
worked smarter, learned where my pitfalls 
are, identify what is holding me back and 
then work extra to become better in the 
parts of football where I could achieve, I 
could win. This is how I was able to pass 
others, others that may have had a better 
hand of cards if you will, and then I got 
through to college. The United States Naval 
Academy drafted me, I got to attend a great 
school, play football for them, and learn 
about achieving and being successful from 
others at a higher level.

When I graduated, I was able to serve as 
an Officer in the Navy as a Surface Warfare 
Officer. I went on several deployments and 
spent time in the Arabian Sea. It was in 
between these deployments back home in 
San Diego, that I developed the passion for 
fast cars and racing. One day, I just made 
the decision to become a professional 
race car driver while serving full-time 
in the Navy. So, I pulled my whiteboard 
off the wall and made the decision and 
commitment to be a full-time driver. I 
mapped out my strategy and action steps 
I knew l would have to grid and commit to.

I had to grind, resource, apply smart 
effort to identify all of the steps to make it 
work. And, in 2014, the journey officially 
began. I worked my way into the lowest 
levels of NASCAR, and from there, worked 
my way up to where I am competing today.

What traits have you learned are critical for 
success for an individual or organization 
to be relevant in today’s global market of 
options? 

It boils down to a few simple and critical 
factors. One, VISION  — you have to be able 
to see yourself accomplishing that vision. 
Second, you must put ACTIONABLE Steps 
toward it every single day, not just here 
and there or on the weekends, but every 
day you must work on it. Third, KNOW 
as you go through the journey, it will get 
dark, and you must know that when you 

are going through hard times, difficult 
times, there is light at the end — you must 
have faith. Fourth, FAITH will guide you 
and keep you going, and, as people see you 
going through this, people that believe in 
you will step into your life and aid you on 
your journey!

How do you position your brand for support?
For me on the NASCAR side, we search 

out authentic fit in our relationships and 
partners. Not everything is a good fit. As 
an example, if a company or person in a 
particular space wanted to partner with us, 
and what they do or sell is not a good fit for 
me as an Officer in the United States Navy, 
then we probably would not be a good fit. 
I have to be able to honestly speak to their 
message and speak to my message at the 
same time. It has to allow me to serve my 
values, my vision and keep in mind all of 
the people that may be looking up to me, 
like kids — I do not want to offend or let 
anyone down.

What drives how you think/thinking style?
Great question. One would be a fear 

that resides within me that drives me 
to recognize what I can loose, but at the 
same time I have learned how to get my 
mindset in the right place. I have learned 
to recognize if I did loose something, 
how can I get it back again? For me its 
my mindset, if you are willing to risk 
everything and not let the terror of what 
could happen stop you or hold you back, 
then you can achieve levels of greatness, 
that would otherwise have eluded you.

It's like having a parachute, you take 
the jump and realize that while you are 
jumping, you can pack the parachute on 
your way down with the tools, knowledge 
and resources, then jump. Figure it out as 
you go, that is the mindset you must have. 
And that is what drives my thinking.

Inspiration — What inspires you?
Just waking up everyday. Knowing 

when I wake up, my efforts and energy 
can advance my businesses and goals. If I 
do this, then that will happen, and, then I 
can achieve greater success. I have learned 
that I drive my bus, and what I do is taking 
me toward my goals.
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As a leader in the Navy and with your 
NASCAR crew, a recent Gallup study 
indicating that upwards of 56% of workers 
surveyed indicated that they are disengaged 
in today’s workplace. Why does it appear that 
so many are so complacent today, and how 
do you engage them to levels of proactive 
accountability?

That is the tough part of finding good 
help and engaged professionals. Far 
too many people are not engaged. Not 
everyone is going to have the same drive 
as the leader or business owner. So, what 
I have learned is it comes down to getting 
others to see and understand your vision 
then understand the mission and find 
a way to get others to assume a level of 
ownership. So, if you can find a way to 
get people to grasp a level of ownership, 
not necessary equity or ownership of the 
business, but to get others to see how they 
can own a piece of the team and that their 
role is critical for success, then when they 
take ownership of their part then people 
are fully onboard.

When you are interacting with other 
business leaders, owners, and celebrities 
today, what tends to be the burning issues 
that keep you all up at night, that others 
should be aware of?

I am always wanting to learn from 
others. One of my buddies that I served 
with, he is now in the Navy Reserves as 
well, we talk and he has a $50M business 
in Seattle. We are always learning and 
challenging each other. Continue to talk 
to like minded people — others that are 
always working to elevate themselves. 
Look for people that are also in that 
hunger mode, learn from each others' 
experiences. We still watch each other, 
feed off of one another. Others' hunger 
will push your hunger. You will learn how 
to fight smarter by learning from others in 
your life.

With what you know and have experienced 
in your life, what would the today you share 
with the 23 year old you? 

First I would say, go invest $1,000 in 
BitCoin (laughter) … Seriously, there is 
absolutely nothing I would change and 
that is what I would say! I have always had 
the view that at any point in time, I would 
take a look at what I am doing, and tell my 
“future self” that if my “future self” had 
that as a memory, would that “future me” 
be embarrassed or say, "why did you do 
that?" I have made mistakes, had pitfalls, 
did not have much money at times, but 
that is what has made me better every time 
as I moved forward. That is what gave me 
the drive to elevate to the next level. I am 
way better now for what I went through. 
So, I would change nothing. I would grind 
even harder.

Motivation, education, inspiration, 
leadership. Remember, take the best hours 
of your life now, and make sure they are 
putting you in a better place and space for 
tomorrow!
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WILLIE JOLLEY
How to Get Past the Pandemic 
or Any Uncertain Time

We have  been through a series of 
setbacks over the last year….a global 
pandemic, economic downturn, massive 
job losses, racial strife and social upheaval. 
One setback after another, after another. 
Yet, I am here to proclaim that it is now 
“Comeback Time!”  

If you’re an entrepreneur, you must keep 
in mind that setbacks happen to all of us – 
even the most successful entrepreneurs. 
The major determining factor in the final 
outcome will be how you handle it. If you 
sit back and let your problems bury you 
and leave it at that, then you might as well 
put up the tombstone and let your dreams 
rest in peace.  But if you change your 
perspective, don’t get flustered and start to 
see your setbacks as setups for comebacks, 
you can change course and go on to win.  

When it comes to overcoming 
setbacks in business, here are six things to 
remember:
1. You must decide if you see this as a 

setback “Period “or a setback, “Comma!” 
In elementary school, we learned two 
important punctuations that impacted 
how we comprehended situations - a 
period and a comma. A period means 
the end of the story; but a comma 
means - pause, transition, or more to 
come! Decide if this setback is the end 
of your story or is it a bend in the road, 
or a transition to a new direction.

2. Don’t wait for your ship to come in…
Swim Out To It. One of the core values of 
your work ethic should be to go out and 
make your own opportunities. Don’t 
wait for them to fall from the sky, neatly 
gift-wrapped in your lap. You need to be 
relentless and constantly find new ways 
to expand and refine your business. If 
you feel as though you’re struggling, re-
assess what the weakest points of your 
business are, then think about how 
you can fix them. You’ll have to look at 
yourself objectively and honestly and 
determine what needs improvement. 

Be professional yet aggressive, and 
reach out towards any opportunity that 
can help your business grow. You must 
build your own ship, or swim out to 
the one that’s already in the harbor  If 
you wait for one to dock,  you’ll simply 
be stuck treading water and may 
eventually sink!

3. Never stop learning: You know all of 
those professional development cours-
es and self-improvement seminars and 
books are there for a reason. They serve 
a very important purpose: if you keep 
doing things the same way, you are go-
ing to keep getting the same results. 
Being successful in anything, but es-
pecially business, means to never stop 
learning and dedicating yourself to be-
ing open to new ways of thinking.  This 
is especially important when facing a 
setback. Instead of falling victim, you’ll 
be filled with strategies to change your 
victim status to victor! 

4. You haven’t tried this. Many times I’ll 
speak to someone who is going through 
a setback in their business. They’ll tell 
me they have tried everything. But 
when I ask them if they’ve tried this or 
that, they usually say, “I never thought 
of that.” So, you must accept that you 
haven’t tried everything.  You must 
keep thinking!   

So, here’s an exercise to help. First, get 
out a pen and paper and list all the ways 
you can turn your setback around. Try 
to write at least twenty five things.  Once 
you have exhausted your own list, ask 
those in your network for their ideas.  
You’ll be amazed at what you come up 
with. There is always another way that 
you didn’t think about to take on your 
current problem.  So, keep thinking!   

5. Speak positivity into your business.  
Even when things have hit a rough spot 
or business is slow, you must speak 
positivity into your business and your 
life,  because your language has a direct 
impact on your mindset and on the way 
life will respond to your situation. 

In the midst of a setback, it’s easy to beat 
yourself up and become negative. If 
you find your thoughts along the lines 
of, “Maybe I should hang up the towel.”  
Change it to, “I am an expert and very 
good at what I do. I do occasionally have 
challenges, but so does everyone and 
they are always temporary.  I’m going 
to bounce back.”  Remember, what you 
speak is what you attract.

6. Never give up.  This is the golden rule 
of entrepreneurship. Any success that 
you’ve ever heard of, whether it be 
the great captains of industry, multi-
national corporations, or even entire 
nations, have all faced setbacks, some 
that appeared insurmountable. Most 
took what was given to them, learned 
from it and went on to a greater success 
than they had initially hoped for. You 
can do the same. You may feel like 
everything is lost and you’ve reached 
the end. That’s usually far from the 
truth. Never, ever give up.  

When you encounter a setback, you 
need to move forward. Being disappointed 
after something goes wrong is natural, 
but letting that feeling overcome you will 
accomplish nothing but failure. 

In the end, it’s up to you. Remember, 
your setback is nothing but a setup for an 
incredible comeback!  

Dr. Willie Jolley is the author of the best-selling book A 
Setback is a Setup for a Comeback.
WillieJolley.com
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RON KARR
The Secret Formula for Becoming a Great Leader

Leadership is one of those qualities 
professionals routinely list on their CVs. 
But the word is so ubiquitous today that its 
meaning has become diluted. We believe 
that good job performance is tied to great 
leadership—of ourselves and of team 
members. But we don’t often stop to think 
about what that means in practice.

For starters, leadership has nothing to 
do with one’s title. Leaders can be manag-
ers or executives, but not all managers or 
executives are true leaders. In fact, any-
one, regardless of job title, can exercise 
leadership successfully.

Actual leadership starts with yourself, 
and your ability to visualize the ideal 
outcome of a situation—large or small. It 
also means having passion and direction—
alignment if you will—and a willingness to 
take steps towards fulfilling that outcome. 
Above all, leadership requires the ability 
to change direction, to alter our activities 
when situations change, when our routine 
tasks no longer support a genuine purpose. 
But this is not always easy, given the frantic 
pace of business. In order to exercise true 
leadership, the key is to master what I call 
“The Art of the PAUSE.”

Early in my career, I sold copiers 
to businesses in New Jersey. The 
revolutionary technology my company 
made was superior in many ways to the big 
Xerox machines of the day, but it did lack 
certain features. (I was told these would 
be available “someday.”) As you might 
guess, my sales pitches—featuring my 
knowledge of ALL the great, new features, 
and some razzle-dazzle to fill in the gaps—
had limited success. I had positioned 
myself as a copier salesman, which 
instantly invited comparison with the big 
Xerox machine. When that happened, and 
I couldn’t offer the same features, I was out 
on my butt.

So, one day, I had an impromptu 
“board meeting” with myself. I made 
myself PAUSE and ask different questions, 
starting with, “What can I do differently?” 
I didn’t like the reaction of getting kicked 
out, but I knew I could only change my 
own actions. So, I asked, “What am I really 
selling here?” The answer was revealing. 
“I’m not selling a copier; I’m selling a 
communications vehicle.”

Taking time to PAUSE and consider the 
true, desired outcome changed everything. 
The next time I met with a prospect, instead 

of launching a list of features, I asked 
him the same question: “Do you agree 
that copiers are merely communications 
vehicles for the company?” He agreed. 
Then I asked what his challenges with 
their current communications vehicle 
were. The biggest was the time spent 
to make a copy on their big copier. An 
employee had to go the floor where it was 
located, perhaps chat with someone on 
the way, and then stand in line to use the 
machine. Making a copy might take two 
hours, adding up to the equivalent of two 
full-time employees!

I was no longer selling copiers; I was 
offering a solution to their communica-
tions problem. They could get back their 
two, full-time employees by installing one 
of my copies on each floor. After that, I be-
gan selling multiple machines—three at a 
time!

Had I not learned to PAUSE, consider 
the real objectives—or how those 
objectives might have changed—I would 
have continued to fail. I was able to alter 
my actions to meet the true objective. I 
had become a leader of my own actions 
and outcomes, which has since translated 
to a broader leadership role as a sales 
consultant.

You may be responsible for a large team 
or just for your own actions, but the prin-
ciple is the same. Whenever your actions 
have plenty of speed but no direction, 
when those actions are constantly thwart-
ed or frustrated or diverted, always find 
a way to PAUSE. Have a “board meeting” 
with yourself to ask the real questions.

 • What is my objective—my ideal 
outcome? (And has it changed?)

 • Do my actions support that outcome?
 • What can I do differently?

Remember, you don’t have the power 
to change how others respond, but you 
do have the power to change your own 
actions. Remembering to stop and think is 
the secret to doing so—which is the key to 
true leadership.

Ron Karr, former president of the National Speakers 
Association, is a nationally recognized keynote speaker, 
business development and leadership consultant, and 
author of the book, The Velocity Mindset®. He may be 
contacted directly at Karr Associates, Inc. 
RonKarr.com
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Everything. It all starts with you. 
For the past two decades, I have been 
coaching business leaders, professional 
athletes, and celebrities to be their best, 
most successful selves. When you are 
looking to improve your results, amplify 
your success, make more money, improve 
relationships, or up-level your mindset — 
there are simple keys to ensure a winning 
outcome.

Without exception, the first place to 
start is with your own internal processes. 
You are indeed the creator of your 
situation. I advise all my clients to think 
about how something feels internally to 
them. Where are they internalizing the 
problem they want to shift? And how will 
it feel when they affect that change?

How will it enhance your 
organization? Or the trajectory of your 
career?

The five keys to having that success 
mindset that is so important are:

The words you say. Words have power. 
If you are continually saying phrases like: 
“I should do X.” Or “I’m trying to do Y.” 
Or “I can’t do Z,” — these are indicators 
that the underlying thoughts beneath 
your words are canceling out the positive 
intention of progress. A way to shift this 
is to say, “I am in the process of X.” Or “I 
will do Y by Thursday.” Do you feel the 

difference? There’s wishy-washy, non-
committal, and then there’s being present 
with  those words and being definite. I 
offer a free 30-day training program about 
the use of words WatchYourWords.com

Your thoughts. When you are 
focusing on your goals, there’s no room 
to look behind you. As the saying goes, 
“you can’t walk forwards with your head 
looking behind you.” Move into your goals 
with confidence and visualize them as 
complete.

Your perspective, beliefs, and 
expectations. Are you, by any chance 
limiting your outcomes? Are you playing 
small when the potential for greatness is 
extraordinary?

Your emotions. Business is emotional. 
Everything involves our emotions. 
Positively use your emotions to set the 
scene for everyone else. Ever notice when 
you are in a good mood, it brings the rest 
of the team along?

Your actions. Do your actions align 
with your goals? Are you inadvertently 
undermining your efforts? This is a 
question I often ask my clients — and 
when they sit for a moment, they realize 
where even a subtle shift in action can 
have a massive positive outcome.

Every moment of every day, you choose 
how you want your outcome by your 
words, thoughts, perspective, emotions, 
and actions. Being mindful of these 
elements will increase your success in all 
areas of your life.

Christy Whitman is a transformational leader, celebrity 
coach, and Law of Attraction expert and a two-time New 
York Times bestselling author of The Art of Having It All, 
Taming Your Alpha Bitch, and international bestsellers 
The Desire Factor and Quantum Success. Christy is the 
CEO and founder of the Quantum Success Coaching 
Academy. She is also the channel for a group of 
ascended masters who call themselves the Quantum 
Council of Light, or “the Council.” 
ChristyWhitman.com

Christy Whitman is a Bedside Reading author. 
BedsideReading.com promotes authors’ brands by 
placing their books in luxury hotels nationwide and the 
media.

Bedside Reading® Author

CHRISTY WHITMAN
Two-time New York Times bestselling author
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IRA KAUFMAN
Impact Creation
4 Steps to a Sustainable  Business Model

Post Covid executives are challenged 
to adjust … to compete – remote work, 
economic inequality, misinformation, 
plant-based foods, and climate threats 
are only a few of the knotty issues. They 
face unprecedented global crises in 
conjunction with a quickly evolving social 
and political landscape. Increasingly, they 
are required to redefine, measure, and 
hold their companies accountable for how 
they impact all their stakeholders, and are 
in turn accountable to their investors. 

Social consciousness is at the forefront 
of the new generation. 21st century 
business leaders must view opportunities 
and business practices through an alternate 
lens-- “values-based, impact-driven.”   The 
1970 Milton Friedman proclamation of 
profit-only and financial value creation 
is outdated. Redirecting priorities from a 
shareholder centric model to a Quadruple 
Bottom Line (people, planet, profit, 
prosperity of community) is necessary 
for tackling today’s environmental and 
social crises and achieving competitive 
advantage. Through our recent book, 
EmPower Us, From Crisis to Strategic 
Harmony, we introduce the ABCD’s of 
Transformation, a roadmap for strategic 
transformation. This 4-step process is a 
roadmap to revaluating models for future 
ventures and their impact creation.

 • Align 
 • Build 
 • Catalyze 
 • Drive 

 
Align — It is a business priority for 

companies to revisit their core values and 
vision statement to insure its relevancy 
and alignment with today’s transitioning 
culture. Business must be authentic and 

transparent. Too often, businesses are 
driven by self-interest, often selling out 
on their mission and values. The gold 
standard for corporate intention, the 
TEST Values, are essential for achieving 
a sustainable future. By aligning Trust, 
Empathy, Sustainability, and Transparency, 
we create a cohesive purpose-driven 
culture to achieve company aspirations 
and drive productivity.  

Defining value reflects the goals and 
intentions of the leadership. Traditionally, 
value creation had been focused on 
financial criteria, but the pandemic 
and global crises have fast forwarded 
a reevaluation to include overall social 
and environmental wellbeing. “Impact 
creation” reflects the outcomes generated 
impacting all stakeholders.

Build — The foundation for building 
effective strategies for impact creation 
lies in transformative business models. 
This includes implementing a VBID 
(value-based, impact driven) approach, 
promoting both universal values and 
sustainability, to accelerate change. A 
reinvented business model requires 
the integration of purposeful design, 
digital technologies, and sustainable 
innovation to create the desired impact. 
Though innovation is essential for 
increasing efficiency and generating 
new opportunities, sustainability acts as 
its complement for resource allocation, 
preservation, and a positive future. 

A leading proponent of impact creation, 
Lombard Odier, a Swiss investment bank 
established in 1796, believes sustainability 
and sustainable investing is more than just 
an environmental issue – it is a revolution. 
By transitioning from a Wasteful, Idle, 
Lopsided, and Dirty (WILD) economic 
model to one that is Circular, Lean, 
Inclusive and Clean (CLIC™), they define 
sustainability as “the biggest investment 
opportunity of our lifetime.” Lombard 
Odier has a clear alignment of their values, 
further pivoting themselves towards more 
sustainable business practices.

Catalyze — To catalyze this strategy, 
companies need a change in mindset: 
asking the right questions, disrupting 
existing practices, and changing their 
approach to transformation. 

In the case of Subaru, leadership re-
thought its approach to branding its “safe 
family car.” With data to support their 
claims, they targeted strategies to poten-

tize a value message. They aligned them-
selves with safety and family security, 
branding their car the “Love Car.” The 
strategy has proven to be very effective; in 
2019, Subaru reached its 10th consecutive 
year of record sales. 

Drive — After a company aligns, builds, 
and catalyzes their value, they can drive 
impact by means of ESG (environmental, 
social, and governance). ESG is an 
essential metric for evaluation; it is no 
surprise that there is a strong correlation 
between company performance and ESG. 
Intel is a prime example of corporate social 
responsibility and its use of ESG to evaluate 
their progress. With 80% of energy 
consumption coming from renewable 
energy, Intel has made significant strides 
in prioritizing environmental change. 
Evaluation of ESG routinely allows 
companies to find gaps to improve on the 
impact creation process, further pushing 
a company towards their aligned core 
values.

The ABCD’s of Transformation provide 
a roadmap needed to adapt to the new 
demands of 21st century business. With 
a foundation for approaching strategic 
transformation, impact creation is now a 
priority of business leaders. Closing with 
expanded statement by Steve Denning 
‘Business leaders must move beyond 
being simply practitioners of shareholder-
driven capitalism and become its stewards, 
working to enhance the sustainability 
of the market system and the impacts it 
generates.’

Ira Kaufman PhD, Transformation Strategist, CEO, So-
cial Entrepreneur. He challenges leaders and entrepre-
neurs to potentize their values in generating sustainable 
impact. His company, Catalyzer Lab, provides the VBID 
(values-based, impact-driven) training framework for 
managing continuous change and fueling transforma-
tive business models. He co-authored Digital Market-
ing: Integrating Strategy, Tactics with Human-centered 
Values (2nd edition) and EMPOWER US! From Crisis 
to Strategic Harmony.
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RICHARD KAYE

The way you do anything is the way you 
do everything. How do you show up in your 
life? Are you a “win at all costs” person? 
Do you sacrifice yourself so someone 
else is fulfilled? Neither is a healthy nor 
productive way to live, if you can call either 
of those living—more like just surviving. 
When you seek solutions which benefit all, 
relationships and businesses thrive.

This really shows up with your 
skill, strategy, and desired outcome in 
your negotiations. Everything you do 
is a negotiation. Everything. The first 
negotiation you have, virtually every day, 
is when you open your eyes in the morning 
(or, perhaps even before that!); “Am I going 
to lie here for a few more minutes, or . . . 
am I going to get out of bed right now and 
start the day?” 

I assert most of the negotiations we 
have are with ourselves! What am I going 
to have for breakfast; when am I going to 
leave for the office or the theater, or ... well, 
you get the idea.

How does the show up in your real 
negotiations? You know, with business, 
or relationship? In your business 
negotiations are you out to win at all 
costs, or, are you open to more amicable 
solutions, so everybody feels they’ve won? 
If someone walks away from a negotiation 
with you and says, “Wow, you’re a great 
negotiator,” how inclined are they to want 
to do business with you again? If you are on 
the losing end of a negotiation most of the 
time (business or personal), how inclined 
are you to want to do that exercise again? 
You might be more inclined to move on to 
a new playground.

If you both have the desired outcome 
of getting the best price, for example, the 
outcome is a foregone conclusion . . . one 
of you ain’t gonna be happy! Know there 
are so many other aspects and components 
of negotiation. Price is often the least 
important.

Below are some simple negotiation 
strategies I invite you to explore; these are 
practical, powerful, and profitable...

You’ll have to do better than that
Several decades ago, I was invited 

to present the material I was teaching 
through someone else’s program. After 
the preliminaries of where, when, and how 
I would be able to complement his pro-

grams, the question came down to, “How 
much?” After expenses and incidentals, 
Jay offered to pay me $500 a day. I uttered 
seven words: “You’ll have to do better than 
that.” 

Without missing a heartbeat, Jay said, 
“The best I can do is $1,000.” You may want 
to read that again. In the blink of an eye 
Jay offered me twice what he originally 
offered!

If I had decided to actually negotiate,  
I may have asked Jay for $600 or $650, or 
perhaps even $700. I never would have 
been audacious enough to ask him to 
double it. 

As the result of those seven magical 
words, he offered it on his own.

By the way, this is not fail-safe. There is 
a very effective counter to that. If Jay had 
studied my negotiation program, he would 
have known to counter with, “Exactly how 
much better do I have do?” 

Eliminate the words “dollars”
The word “dollars” has a huge 

emotional anchor; even the “$” in print.
Often, when you hear someone who 

understands this concept talk about 
selling a house, or a car, for example, you 
may hear the salesperson say, “This house 
is on the market for 597 thousand,” as 
distinct from, “This house is on the market 
for 597 thousand dollars.” Or, a car is 39 
thousand, as distinct from 39 thousand 
dollars. There is a time to use the word 
“dollars.” Since the word dollars increases 
the emotional impact, use the word dollars 
in the discount. But, that’s another story.

When restaurants remove the dollar 
signs from their menus, sales increased. 
Published in the International Journal 
of Hospitality Management, a Cornell 
study  found that at an upscale, casual 
restaurant, diners spent on average 8% 
more when the dollar sign was excluded 
from menu prices.

The obverse of this is when you make an 
offer on something, use the word “dollars.” 
Again, you’re amplifying the emotional 
impact.

Be gentle
In all aspects of negotiation, as in all 

aspects of your life, be gentle.
Remember: we don’t see the world as it 

is ... we see it as we are.

Dr. Kaye developed The Secrets of Empowering 
Negotiation to share his knowledge, wisdom, and 
experience, so others may have access to win-win 
strategies of negotiation. For over two decades, 
Richard, a business growth strategist, has been 
working with the world’s oldest and largest business 
growth program: CEO Space. He is also the author of 
the highly acclaimed Secrets of Creating Customers for 
Life available on Amazon.
RichardKaye.com
RKaye@richardkaye.com

Seven Magical Words
to Change the Outcome of any Negotiation
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HARVEY MACKAY
How to Keep Time on Your Side
Interruption Blockers

I have been trying to write this column 
for several days now, but too many things 
have gotten in the way.   One interruption 
after another.   All of them important.   All 
of them necessary.  But few of them urgent.  
And that’s why my editors are breathing 
down my neck - no one will leave me alone!

Remember the lessons our parents 
and teachers taught us -- interrupting is 
rude.   Somehow, that all changes in the 
workplace.  But should it?  Try to remember 
(if you can) the last time you got through a 
project from start to finish without being 
pulled in another direction.  My friend 
Alan Freitas of Priority Management in 
Boston says productivity’s number one 
enemy is interruptions.  He’s offered a few 
suggestions for dealing with them.   I’ve 
added several of my own.   Now my hope 
for you is that you can get through this 
uninterrupted.

1. Hang out a “Do Not Disturb” sign, 
and insist that others honor it.  Set 
aside a period of time each day - even 
if it’s only 10 minutes - when you are 
unavailable for anything less than a 
four-alarm fire. That goes for office 
visitors, telephone calls, email and 
carrier pigeons. Trust me, people will 
think your sign does not apply to them.  
If that doesn’t work, try coming in to 
work early or staying late.

2. Just say no.  It’s up to you to decide 
whether the task at hand is more 
important than the subject of the 
interruption (see “four-alarm fire” 
above).  Schedule time later in the day 
or week for the interrupter 
and address that issue - uninterrupted.

3. It’s not about how many balls you can 
keep in the air at onetime.  Superman 
fights one crime at a time, and finishes 
the job. Multi-tasking only works when 
a task gets accomplished.  We all have 
more 
than one project on our desks.  The 
question is:  how many of them 
will actually get done, on time and 
satisfactorily?

4. Provide a regular meeting time 
during which key people can “bundle” 
interruptions into a single meeting.  
This practice helps people plan ahead 
and anticipate many of the pesky 
details.  Naturally, some issues will 
need to be revisited, but when the 

expectation is that you come 
prepared, no one wants to look foolish.

5. Be a great listener.  Do not interrupt 
while someone else is talking.  Good 
communication is essential for 
understanding the issues at hand.  
This may well prevent unnecessary 
interruptions later.  (“What was 
that you said earlier?” ... and so on.).

6. Limit distractions, especially if you 
have a short attention span.  Do not 
decorate your office with “executive 
toys” or any other temptations that 
cause you to lose focus.  

7. Take a break when you feel yourself 
zoning out.  Walk around.  Get a drink 
of water.  Clear your head for a few 
minutes.  Set a limit on how long you’ll 
be away from your desk, or you will 
become your own 
worst interruption.

8. Can it wait?  Encourage co-workers to 
consider whether an interruption is 
really warranted right at the moment.  
Amazingly, many of those disruptions 
can be put in email or voicemail to be 
acted on later, or 
saved for the scheduled meetings.

9. Be respectful of your co-workers’ 
time.  If you expect them to honor 
your “Do Not Disturb” sessions, you 
must reciprocate.   Getting your staff 
on board may take some time and 
gentle reminders, but the results will 
be worth it.  Even if everyone doesn’t 
buy into the new program, you will still 
have far fewer distractions.   

Now, let me tell you what I consider to be 
legitimate interruptions: customers.   I am 
never, ever too busy or too absorbed in what 
I am doing to help a customer.  If your busi-
ness is customer-driven, you shouldn’t be 
too busy either.  Otherwise, you may never 
be busy again. L. L. Bean and McDonald’s, 
two superstars in the customer service 
arena, share some rules that have become 
guidelines for many successful companies. 
One of the cardinal rules reads:  “A cus-
tomer is not an interruption of our work;  
they are the purpose of it.”  That’s been the 
rule at Mackay Envelope Company ever 
since we started looking for business more 
than forty years ago.   In fact, I have a sign 
in my office that reads, “Our meeting will 
not be interrupted ... unless a customer 
calls.

 
Mackay’s Moral

You must have a sense of what your time 
is worth for others to value it.
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JEFFREY MAGEE
FIST Factor 
The 5 Key Influencers on Who You Are & Will Always Be

Each year, individuals spend countless 
hours and billions of dollars seeking 
greater success. So, why do some attain 
high levels of accomplishment while 
others never seem to get ahead? 

Every person has the same DNA for 
success/greatness, for good/average or 
for adequate/failure in today’s global 
opportunity. The difference between those 
who succeed and those who fail is whether 
one assumes ownership of the “5 Critical 
Influencers on WHO You ARE and Always 
Will Be” or excuses them away.

And, therefore who you can become …
It does not matter where you come 

from, what your roots reveal, or where 
you are going. The “5 Critical Influencers 
on WHO You ARE and Always Will Be” 
never change. What does change is how 
you assume ownership of each, manage 
each and elevate each regularly. These 
are the mental and physical influencers 
to every experience you have or ever 
will have, the source(s) of all education, 
experience and influence, fact or rhetoric, 
logic or revisionist history, and emotion 
stimulation orbiting within you now, past 
tense and in your future.

Remember the adage –
Garbage in; Garbage out!

I call this imprinting your FIST 
FACTOR™, the “5 Critical Influencers on 
WHO You ARE and Always Will Be”. 

You are the sum whole of every person 
in your life and their impact upon you. 

I’m going to walk you through an 
exercise I’ve used with my clients for 
decades across the world. Flex your hand 
open, palm up. You have five fingers, now 
stop and reflect, ask yourself, who are 
those people from whom you:

 • Seek mental solace 
 • Seek mental guidance and advice 
 • Past and present tense influence how 

you think, feel, believe, operate and 
see yourself 

 • Have had an influence in your life in 
respect to how you see yourself 

As you visualize a person (past tense 
or present tense), add that to one of your 
fingers and keep the countdown going. 
Take a minute to reflect and assign one 
name per finger. This is what I call your 
FIST FACTOR – as your hand is transported 
into a fist. 

Now, take your fist and slam it into the 
palm of your opposite hand. Do you feel 
that power and energy? This is where an 
individuals’ power, strength, energy, self-
confidence, beliefs (or lack thereof) come 
from. This is how you take ownership to 
make immediate and sustained changes 
in how you think, feel and behave. This 
is where you can influence those around 
you to greatness. Inventory who you 
have in your head now that shapes your 
psychology and pathology, and then take 
ownership of their role in your life.

There are “5 Critical Influencers on 
WHO You ARE and Always Will Be,” and 
each one has met a differing side of your 
personality and character, so let’s identify 
each and understand who they are:

1. FAMILY — You don’t get to select 
your FAMILY, but your family is the 
earliest and potentially most long-
lasting influencer. Consider your hand 
inventory from above, were there any 
FAMILY names that you assigned to a 
finger or fingers? Do they elevate you 
or derail you? Do you embrace them or 
allow them to hold you back? Are you 
holding onto toxicity, and do YOU need 
to let go (if not physically, then at least 
mentally let go)? … 

2. FRIENDS — You get to select your 
FRIENDS, and they too can serve as 
early and potentially long-lasting 
influencer groups. Consider your hand 

inventory from above; were there any 
FRIEND names you assigned to a finger 
or fingers? Do they elevate your game 
or derail your abilities? Do you embrace 
them or allow them to hold you back? 
Are you holding onto toxicity, and do 
YOU need to let go? … 

3. PROFESSION — You get to select 
your PROFESSIONAL key stakeholders, 
allowing them into your head as 
early and potentially long-lasting 
influencer groups. Consider your hand 
inventory from above; were there 
any PROFESSIONAL names that you 
assigned to a finger or fingers? Do 
they elevate your game or derail your 
abilities? Do you embrace them or 
allow them to hold you back? Are you 
holding onto toxicity, and do YOU need 
to let go? … 

4. SUCCESS — You get to select the 
SUCCESS key stakeholders you allow 
into your head. The SUCCESS category 
is that individual you personally know 
that provides you with meaningful 
insights and KPIs to replicate and attain 
accelerated achievement and success 
in your own trajectories. Consider your 
hand inventory from above; were there 
any SUCCESS names that you assigned 
to a finger or fingers? Do they elevate 
your game or derail your abilities? Do 
you embrace them or allow them to 
hold you back? Are you holding onto 
toxicity, and do YOU need to let go? … 

5. UNDERDOG — You get to select the 
UNDERDOG key stakeholders you 
allow into your head. The UNDERDOG 
is someone you know who finds a 
way to prevail over adversity instead 
of complaining and blaming. We 
can learn from their mindsets and 
behaviors how specific KPIs for success 
look. We can model their greatness 
and be motivated and inspired 
through them. Consider your hand 
inventory from above; were there any 
UNDERDOG names that you assigned 
to a finger or fingers? Do they elevate 
your game or derail your abilities? Do 
you embrace them or allow them to 
hold you back? Are you holding onto 
toxicity, and do YOU need to let go? 
Many serial success individuals will say 
this fifth FIST FACTOR influencer is the 
most powerful for the body armor one 
needs to sustain life success! … 
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Take control of your inner voice and manage your 
actions and accelerate your trajectory to greater 
success starting NOW...

Advance opportunity to purchase the next break 
away book that is the GAME CHANGER to life, 
business, politics, and social interactions...

      your trajectory code
Your Trajectory Code to personal and professional 

success, a whole new interactive book experience.

JeffreyMagee.com/books.cfm

Learn How To Forecast and Understand 
others’ decisions and actions before they happen!

Continually ask yourself and manage a 
powerfully constructive internal dialogue 
in respect to what you know of each here. 
And ask yourself how they can guide you 
to make deeper, better decisions inwardly 
based on their imprints upon you that will 
yield greater successes outwardly!

When it comes to allowing people into 
your life, consider your future associations 
strategically through a mental and physi-
cal health perspective. They will be key in-
fluencers on who you are and will become, 
so choose wisely your future connections, 
associations and interactions. 

How many people did you initially in-
ventory in your FIST Factor? Are there 
multiple names in any one influence cate-
gory? Only you can determine if that num-
ber is acceptable, too many or not enough. 
Do you have any influence category emp-
ty of names? If so, you are out-of-balance 
with the “5 Critical Influencers on WHO 
You ARE and Always Will Be”. While there 
may not be an exact or correct number of 
names you want in any one influence cate-
gory, you do want to ensure you have pow-
er names in each influence category for 
balance-of-perspective and better account-
ability partners.

Now, let’s dramatically elevate this 
FIST FACTOR concept. Think of these five 
people categories as key influencers, and 
let’s adjust the name from FIST FACTOR 
to Mental-Board-of-Directors or your Ad-
visory Board. You need representation in 
each influence category to have a balanced 
and accountable internal dialogue or out-

ward discussion on any factor in life, to 
elevate your game and ensure you’re not 
being influenced disproportionately in an 
ill-advised direction.

Every aspect of your life has been 
shaped, influenced, and guided by one 
or more of these five influencer groups. 
How you engage them in your future 
will reinforce your beliefs and actions or 
challenge them accordingly.

Elevate your life trajectory, as I call it, 
in my best-selling book, Your Trajectory 
Code with WILEY (JeffreyMagee.com). For 
any next level goal you have, reflect upon 
your FIST Factor, and ask yourself, will 
they get you where you want to go? If so, 
leverage them and their imprints on your 
psychology. If you need to expand your 
five critical influence categories with new 
people, expand your network.

Ask yourself:
 • What would they coach you to do, if 
you could ask? 

 • What would they do in my situation? 
 • These two simple internal questions, 
will provide you mental time 
to potentially reveal additional 
pathways to implementation of what 
you were, are and should do.

An engaged FIST Factor of 
individualists, with multiple occupants 
in each influence category, empowers you 
to stand soundly in making decisions and 
forging future-focused actions.

Consider who you allow to provide 
input, influence, and healthy challenge 

internally and outwardly in your life. 
Everyone has an agenda, so determine 
whether an influencer’s agenda is serving 
you or working against you.

If you were a global business enterprise 
and you had an unhealthy member of your 
Board of Directors, you would fire them. 
This is the same, you are a global person-
ality, even at a local level, and you should 
not allow toxic individuals to hold a seat 
on your Mental-Board-of-Director, sowing 
doubt, imploding your self-confidence and 
holding your greatness back!

It’s time to unleash yourself from those 
who no longer provide value to you and 
replace them with conscious contributors 
to your life!

Jeffrey Magee, PhD, PDM, CSP, CMC, CBE, 
is the “Thought Leader’s Leader.” Jeffrey is the 
publisher and editor-in-chief of Performance 
360 Magazine, editor of Trajectory Code and 
Performance Driven Selling blogs, a former nationally  
syndicated Radio Talk Show Host as well as a published 
author of several books including Performance 
Execution, The Managerial Leadership Bible,  
The Sales Training Handbook, and Your Trajectory 
Code. He is also a columnist and highly sought 
motivational leadership speaker. The recipient of the 
United States Junior Chamber’s Ten Outstanding 
Young American’s (TOYA) Award, and the United States 
National GUARD’s Total Victory Team Medal for civilian 
contribution to the Armed Services. 
DrJeffSpeaks@aol.com
www.JeffreyMagee.com
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IVAN MISNER
Networking in Person, Online, or a Blend

In 2017, I was sitting in the back of a senior 
leadership meeting for BNI.  The group was talking 
about the future of the organization and what we 
saw ahead of us as opportunities and challenges.  
Someone from the group looked over at me and 
said, “you’re the Founder & Chief Visionary Officer, 
what do you see for the future of the company?”  I 
stood in the room and boldly said that because of 
advancements in mixed reality and holographic 
technologies, I thought the future of networking was 
likely to be online.  While I thought that would raise 
eyebrows – instead it raised voices.  “No way,” was the 
overwhelming chorus of voices in response to my 
proclamation. The pushback was almost complete 
(with the exception of a few of the millennials in the 
room).  

“Really?” asked one incredulous participant.  
“Really, you’re the Founder of the world’s largest in-
person networking organization and you honestly 
think that we will transition to online!?” “Never,” 
said another person in the room. “I can’t believe that 
you would think that.”

I re-learned a valuable lesson that day – when 
you have a bold vision, don’t just blurt it out. Instead, 
ease people into that vision. People aren’t receptive 
to massive change at first, they need to be eased into 
that change whenever possible (see The Cat’s on The 
Roof blog to see how it's done).

Recognizing the error of my ways, over the 
next year I began to talk at company events about 
disruption and how companies could become 
complacent in the delivery of their services and how 
they sometimes don’t see the train coming down 
the tracks at them. I spoke about Kodak, Sears, 
and Blockbuster as examples of what happens if 
a company is complacent with their operations.  I 
hoped that these stories would get them thinking 
about how we might be disrupted if we were not 
careful.  I later wrote about this type of disruption on 
Entrepreneur.com after I’d been talking about it for 
well over a year. 

In December 2018, I wrote another article for 

Entrepreneur about the change that I saw coming in 
networking organizations like the one I suggested a 
year earlier that caused such a vocal reaction when 
I brought it up.  I re-introduced this concept more 
than a year after I first blurted it out because I felt 
that I had laid the groundwork more effectively over 
the previous year.  It was my formal prediction in 
this article that the future of face-to-face meetings 
would be online.  Over time, I referred people in my 
organization to these two articles to help prepare 
them mentally for what I believed to be coming. 
Granted, I foresaw this development because of the 
emergence of technology and not a virus, but I saw it 
coming, nonetheless. 

In mid-January of 2020, I was at a mastermind 
event where we were doing an exercise lead by Kian 
Gohar, Founder of Geolab. It was his “Moonshot 
Exercise.”   In it, he asked us to create a vision that 
we wanted to be embraced within our organization.  
My vision was that by the end of 2020, the senior 
management of our company would see the 
inevitable fact that the future of networking would 
be, at least in part, online.  Little did I know that by 
the end of that very month, we would embrace that 
vision.

Credit needs to go to the CEO of BNI, Graham 
Weihmiller, who saw that Covid was going to be 
a far bigger problem in the world than anyone 
else in our organization thought (or people from 
most organizations for that matter).   By the end of 
January, he had transitioned some of Asia to online.  
By February, he had transitioned much of Europe and 
by March of 2020, he, the franchisees, members, and 
the Global Support Team, had transitioned the entire 
organization to online.  This was no small feat.  In 
January of 2020, the company had 9,700 networking 
groups that were meeting in-person, every week!  By 
March of 2020, we had over 9,700 groups meeting 
online every week!  This was a pivot of monumental 
proportions. 

Since that time, the company has added more 
than 400 additional chapters bringing the total 
number of networking groups to over 10,100 world-
wide.  Virtually all of these groups were meeting 
online for most of 2020.  What seemed completely 
unfathomable to most just a couple years earlier 
became the norm in just two years. 

The question now within the company is “what 
does the future hold for meetings going forward?” 
The answer to that question has not been settled but 
it is under discussion. That process has begun with 
a survey of over 2,300 members from around the 
world asking them if they would like their network-
ing meetings to be: 

In Person only, Online only, or a Blend of the 
two.

continued on page 40
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NIDO QUBEIN
Education, Enthusiasm, Faith, and Goals

You can live every day of your life.  You can 
be alive to the tips of your fingers.  You can 
accomplish virtually any worthwhile goal you 
set for yourself.  But you’ll need education, 
enthusiasm, faith, and goal setting skills to 
make it happen.

Education
 • With life-long education, learning becomes 

a renewable resource.
 • Training teaches people to follow 

prescriptions.  Education teaches people to 
make choices.

 • Make education a continuing, never-ending 
process.

 • Training is anchored to the past.  Education 
looks toward the future.

 • Teaching people skills without giving them 
a vision for a better future  — a vision based 
on common values — is only training.

 • Training teaches how.  Education teaches 
why.

Enthusiasm
 • Enthusiasm is the color of inspiration and 

courage.
 • Enthusiasm is the light of creativity and 

insight.
 • Enthusiasm is a positive inner force that 

makes things happen, a gracious and polite 
bid for attention, a method of diplomacy 
and persuasion, a cooperative spirit, an 
excitement for life.

 • Greet every person you meet cheerfully 
and enthusiastically.  Nobody can fake 
cheerfulness and enthusiasm very long.  
You’ll either quit trying or improve your 
outlook.

 • Enthusiastic people experience life from 
the inside out.

Faith
 • Those who base their lives on the belief that 

a loving God is acting in their behalf tend to 
see problems as opportunities for growth.

 • Material success may result in the 
accumulation of possessions; but only 
spiritual success will enable you to enjoy 
them.

 • Spiritual values transcend the material 
artifacts that we can touch and see.  They 
take us into the realm of beauty, inspiration 
and love.

 • If you believe you can, and believe it strongly 
enough, you will be amazed at what you can 
do.

Goals
 • Goal-setting illuminates the road to success 

just as runway lights illuminate the landing 
field for an incoming aircraft.

 • Only when your memories are more 
important to you than your goals are you old.

 • Whatever keeps you from reaching your 
goal for today had better be important — it’s 
costing you a day of your life!

 • Goals are simply a way of breaking a vision 
into smaller, workable units.

 • Goals help you keep in perspective what’s 
really important so you don’t spend all of 
your time doing what seems urgent.

 • When we carve out a niche for ourselves 
in our imagined future, and decide that 
we won’t be happy until we achieve it, we 
can only feel threatened and anxious over 
anything that stands in our way.

Nido Qubein is an international speaker and author on sales, 
communication and leadership. In 2005, he accepted the 
presidency of High Point University. Dr. Qubein is the recipient 
of numerous awards and is chairman of Great Harvest Bread 
Company with 220 stores in 43 states.
NidoQubein.com
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MG TORRENCE SAXE
Commissioner, Dept. of Military and Veterans Affairs
The Adjutant General, Alaska National Guard
What traits have you learned are critical 
for an individual to be relevant in an 
organization?

Well, first and foremost, they should 
be able to find the why. I know I’m not the 
only person who’s ever said that. But if 
you cannot define for yourself as to why 
you’re there, why the organization is in 
existence, then there’s no possible way 
you’re going to be able to define that for 
others. Leadership really is a team event, 
it’s not about the person you see in the 
mirror. So, if your organization does not 
get the sense that you can define it for 
yourself, they’re less apt to want to follow 
you. And also, if you’re in it for the person 
you see in the mirror, then that’s going to 
generate people who are going to be like-
minded, and unfortunately, it can take 
down the organization. You’ve got to have 
your priorities right and understand that 
you don’t work for yourself, you work for 
others. Especially within the military, there 
is a higher calling to protect and defend. In 
the National Guard, we work for the nation 
and for our state, and that goes a long way. 
If you’ve got a passion for the work you’re 
doing, and you understand why you’re here, 
you can better influence the organization 
to reach its goals. It’s important to know 
where you want to go. And then because 
of your passion, because you’re not in it 
for yourself, the team tends to fall in line 
so that we can move forward together, 
for the success of the organization. 

From your unique vantage point and unique 
experiences, what are the most effective ways 
you have found to create loyalty between you 
and others that can be applied in business 
today?

You’ve got to be humble. If you 
can’t be humble, then that really is off-
putting to a lot of people, and rightly so. 
I have a rule for the first 30 days in a new 
leadership position. I talk to people and 
listen, ask them if they were in charge, 
what would they change. And I overtly 
state that I’m not going to make any big 
organizational changes for at least the 
first 30 days. That gives people a very 
welcoming environment to express their 
opinion, and it provides an opportunity 
to establish relationships that are so 
very important. People want to be able to 
express their concerns, share their voice. 
They understand when direction is given 
that they need to go forward. But short of 

that, I really try to have a very collaborative 
environment.

As a senior seasoned leader, I am always 
fascinated to learn what drives how you 
think. Can you share your thinking style?

Well, it has modified over the years. 
I look back to the way I was raised, so to 
speak, in the military. It was much more 
of a directive environment, the boss said 
and followers did. But what I’ve found 
if you want that buy-in—especially 
with the younger personnel joining the 
organization—they are smart, they are 
bright, and they are here by choice. If 
leaders cannot tap into their excitement, 
tap into the input they can provide, then 
the organization is going to get stale, and 
we’re not going to be able to retain that 
talent. The older I become, the higher I’ve 
gone up in the organization, I know where 
I want to go and how to get there. But I try 
in every circumstance, to do so in a very 
collaborative way. And when you do have 
that buy-in, then I really do believe you can 
move mountains for an organization. But 
without the buy in, it’s tough.
 
What qualities do you think makes star 
performers really tick today and for 
tomorrow? And what qualities detract from 
the general workforce performance?

I often say that if you were not smart, 
you wouldn’t get in the door. So, I often 
hear people say “so-and-so is smart.” That’s 
a given with me. Of course, you have to be 
smart. But the saying that service has to 
go before self, that’s not just a mantra for 
me, it really is something that I think you 
need to live. If you have your priorities 
right about the people who are in your 
organization—in a very real sense, you 
work for them. When they believe that, 
you’re going to be able to pick out the star 
performers. What I noticed with a lot of 
young people coming in, everyone’s bright, 
that’s a given. But those who go far to take 
care of the others in the organization, 
those are your performers. For example, 
as a commander in a deployed location, 
you make sure every single person has 
food and shelter before you eat and have 
your shelter. When personnel see the good 
intentions, they understand it’s just the 
natural order of how it should flow. You 
take care of their needs before you take 
care of your own. So, what I look for in star 
performers is someone who is intelligent, 

and someone who will absolutely put the 
needs of others above their own—servant 
leadership.

What qualities detract from the general 
workforce performance?

If you have someone who is clearly out 
for themselves and not for the betterment 
of those in the institution or the institution 
itself, it’s hard to miss. I have seen people in 
the past who wanted a promotion just for 
the sake of it. You need to know the “why,” 
even for that promotion. If they cannot 
define for themselves as to why they 
should be promoted, then there really is no 
need for that person to progress within the 
institution. But when you have a servant 
leader go forward, then the promotion is 
for the betterment of the mission, and the 
betterment of the people, the team. Those 
two things are joined at the hip, the art and 
the science of being a leader. So, it really 
does become crystal clear what someone’s 
priorities are, the higher they go up. There’s 
a pretty common saying that I heard years 
ago, along the lines of “the higher you go 
up the ladder, the more you show your 
backside.” And what that means to me is 
that it’s much tougher to hide who you are. 
Good, bad or indifferent.

You are a proven achiever with wins and 
losses, you never seem to give up, and some 
would call you a thought leader. As you push 
others to think, what are some of the top 
points you would advise a manager, leader or 
business owner to know or do in order to reap 
the best performance out of their team?
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Well, everyone should have a philosophy 
on how to ensure quality performance 
from their team. One of the first things I’ve 
done for incoming squadron and battalion 
commanders, is have them write down a 
leadership philosophy that they have. And 
when I’m giving my leadership talks, that’s 
the first thing I start out with. I share my 
written leadership philosophy. It could 
be a sentence, it could be a paragraph—
hopefully not a page—but the point is, 
you’ve got to be able to tell people what 
you stand for. You have to be able to 
recognize people for their hard work and 
achievements and also foster teamwork. 
And for those two things, especially in 
today’s environment for human capital, 
it’s the number one consideration. You’ve 
got to be able to tap into what people can 
provide to the organization. But it all goes 
back to leading. And you’ve got to find 
that sweet spot.  As I was taught years ago, 
there’s three parts to any type of situation. 
One, in fact, is the situation, the other is 
the leaders, and the third is the followers. 
You’ve got to be in that sweet spot between 
what the leaders are looking for, what the 
followers expect, and what the unique, 
complex situation is. I heard something 
years ago that still resonates with me. “If 
you’re so far out in front of your troops that 
you’re not really leading, you’re just out for 
a walk.” If you are such a visionary that 
people don’t even understand where you 
want to go; if you’re so far on the people 
side of it, that you can’t make a decision; 
if you’re so far in the mission part of it—
people really don’t care how smart you 
are—you’re not going to win. You’ve got to 
be in that sweet spot between the three.

What is your leadership philosophy?
Impact and affect change by taking care 

of both the people and the mission. We 
have to be an action-oriented organization. 
That’s really it in a nutshell. In the military, 
we’re not an academic institution, we’re 
not a research institution. We are a kinetic 
organization, here to take action, to move 
forward, to protect and defend. That’s what 
we do.

If you could identify one person who has 
inspired you and shaped who you are today, 
who would that be and why?

Back when I was lieutenant, I had a 
commander named Lieutenant Colonel 
Frank Gallegos. He’s someone who I really 
believe epitomized both the servant leader 
and someone who is action-oriented. As 
a relatively seasoned person of 40 or so, 
he worked out with the troops, which 
went a long way with me. He and I used 
to play squash on a regular basis and I was 
impressed that even though he was a bit 
older, he could keep up with me. But he 

absolutely knew the purpose of why he 
was there, the purpose of the organization, 
he actively solicited input, he took that 
input, he made a decision, and did so 
in a very calm and effective manner. I 
really appreciate all of the mentoring he 
provided to me at such an early time in 
my career. He left as a wing commander 
out of Vandenberg many years ago and 
I’ve lost touch with him over the years, 
but he positively impacted my life, and 
I know he positively impacted the Air 
Force in a meaningful way as well. I’d like 
to share about another person who also 
made a big impact on my career. Colonel 
Mike Rampino was an incredibly strategic 
leader, very good under pressure, and he 
was dynamic during response to the 911 
attacks. I was his executive officer, and I 
absolutely respected his ability to take an 
organization, focus them, and move them 
forward.

The global pandemic of 2020 put the 
spotlight on personal and professional work 
integrity of individuals. If someone were 
interviewing for a job with your organization 
today, what should they know and do to get 
noticed and considered?

As far as an interview, well most people 
have good diction, but what I’m looking 
for is the why, the vision. I always have 
some version of the question, “what is your 
vision for the organization” in an open 
“why do you want the position” question. 
The two concrete things I want to look for 
in senior leaders is know ahead of time 
where you want to take the organization—
of course, you need to be open to input—
but very related to that, how are you going 
to get there? It’s not enough to want to get 
to the top of the mountain; a true leader 
knows why and how to get to the top of 
the mountain. Again, to be collaborative, 
but if someone comes into an interview, 
and they cannot even tell me what their 
vision is for the position that they want, 
and why they want the position, why are 
they a good leader… Then the interview 
typically does not go well. Those are things 
for every interview that someone should 
be prepared to answer. Why, and more 
specifically, how? That is going to separate 
people in an interview.

What is the single most important mindset 
that people must possess over the next 
three to five years for them to become more 
competitive?

Number one, without question, is 
honest, self evaluation. Being critical of 
yourself, but not critical to the point where 
you can’t make decision. The toughest 
thing that I do on a day to day basis, and 
I try to do it every day, is ask myself, “Was 
I fair to people, was I honest in everything 

that I said and did throughout the day? 
Could I have been kinder? Was that clear, 
was that concise?” However, you do it, 
at the end of the day, make sure that you 
are holding yourself accountable. A 
true leader to me is someone who does 
not need to be told to do that. They just 
innately know they have to do it. Because if 
you cannot lead yourself, as has been said 
in so many different ways, how can you 
ever lead others? So that is something I 
talked about in every leadership talk, hold 
yourself accountable. And when you start 
there, good things will transpire.

I’m always intrigued with this concept, 
who is responsible for the competency and 
knowledge development of an employee or 
individual and why? 

Certainly the senior leader of the 
organization has to chart the course as to 
what’s important to make that a priority. 
But the real nuts and bolts of how that 
happens in the military is at the battalion 
level and squadron level. That is the last 
time—by-and-large, as a leader in the 
military—that you’re going to be in it with 
the troops. Above the battalion, above the 
squadron, everyone’s job to some extent is 
to clear the pathway so that the squadron 
or battalion command teams can take 
care of the troops. Because that is where 
the mission is done, and that is where 
the training needs to be accomplished. 
That will translate a bit differently in a 
corporate setting, but it’s the same basic 
idea. A very important factor in the success 
of employee knowledge and growth is 
with the individual, who must also take 
responsibility for their development. 
There’s got to be that desire, that thirst for 
knowledge at every step. The second that 
you think you have enough knowledge, 
that really is the time that you’re going to 
start to regress and go backwards. There 
is, especially within the military, a very 
tangible, concrete, construct to make that 
happen. But ultimately, the member has to 
have a thirst, a knowledge, a desire, and a 
true effort to get the training they need to 
do the job properly.

Maj Gen Torrence W. Saxe is the Adjutant General, 
Alaska National Guard and the Commissioner, Alaska 
Department of Military and Veterans Affairs at Joint 
Base Elmendorf-Richardson, Alaska. As the Adjutant 
General, he is the senior military advisor to the governor 
of Alaska and commander of the Alaska National Guard, 
responsible for overseeing the training and readiness of 
3,900 Airmen and Soldiers. He also oversees the Alaska 
State Defense Force, Alaska Naval Militia, Department 
of Homeland Security and Emergency Management, 
Veterans’ Affairs Office, and Alaska Military Youth 
Academy. General Saxe is the official liaison between 
the state and federal Department of Veterans Affairs, 
the Federal Emergency Management Agency, and all 
military forces in Alaska.
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ALAN WEISS
The Modern Trusted Advisor

there’s no need for a trust. They don’t work 
with you daily to suggest actions that will 
keep you out of court.

The police departments historically 
have had mentors for newer recruits 
or those aspiring to move up the chain 
of command. They were nicknamed 
“rabbis,” and they were always in another 
department, there to offer counsel, not in a 
position to influence outcomes other than 
being consulted for advice. Mentoring 
is a form of advising. It is responsive and 
reactive, not proactive or an intervention.

It’s a sophisticated world, and people 
need advice from objective, trustworthy, 
dispassionate sources. One of my Fortune 
500 clients told me I was hired and kept 
around (for ten years) “to prevent them 
from breathing their own exhaust.”

Today’s role
The modern trusted advisor is able to 

use traits such as “shared experiences” and 
“ego mastery” as mechanisms to provide 
effective advice.

Shared experiences: While we should 
always help a client by explaining how 
they can best succeed and never why we 
succeeded (because the focus is on the 
client’s skills, not our own), we should 
ideally have been in similar positions to 
relate to the client. That’s why a former 
business executive can be so powerful 
in helping a current business executive, 
and why so many former athletes become 
coaches and managers. With the best 
of intentions, I find it difficult for any 
unmarried person to give marriage advice, 
or for anyone who’s never deliberately lost 
a great deal of weight to give advice on 
weight loss. Don’t tell me how to work out 
if you’ve never worked out.

Do you want advice on skiing from 
someone who’s been to the top of the 
mountain or someone who sits in the 
chalet drinking brandy? If someone knows 
the future lottery numbers or the winning 
horse, why would they need to sell their 
advice? If financial advisors are superb, 
why would they need clients?

Ego mastery: Once we control our egos, 
we can control our lives. An advisor helps 
the client to accept vulnerability, which 
I use to mean admitting one’s errors and 
weaknesses and seeking help to improve. 
The opposite is the defensiveness which 
marks those who want to maintain a 
certain “image” and build a protective 

shell. Yet even lobsters have to molt their 
shells in order to grow. 

The advisor has to subordinate his or 
her own ego to demonstrate how this is 
done in order to improve. 

These are just two of ten traits we’ve 
identified which empower the modern 
trusted advisor. 

Advisors should be respected, not 
necessarily “loved.” It’s important to have 
mutual respect above all. Friendship isn’t 
really necessary, but “tough love” usually 
is. Too many people seeking to be a modern 
trusted advisor are seeking to be liked and 
accepted, and too many people who need 
such advisors are seeking a “buddy.”

In our post-pandemic world, no prior 
business strategy is effective today. The 
“through line” for growth is innovation. 
There is no “return to normal,” and “new 
normal” is an oxymoron. 

What we’re experiencing is “no 
normal.”™

People will continue to need coaching 
for relatively short durations, periodically 
in their careers. But they will need trusted 
advisors for the long haul. Political 
leaders, executives, celebrities—they all 
have dozens or even scores of advisors. 

Seek out people who can fill this 
valuable role for you. Don’t seek love, seek 
wisdom.

If you want unconditional love, get a 
dog. I have two dogs.

Alan Weiss, PhD, one of our longest contributors, has 
authored over 60 books which appear in 15 languages. 
He is the co-author, with Nancy MacKay, PhD, of the 
new book The Modern Trusted Advisor. The sixth edition 
of Million Dollar Consulting was recently released.
AlanWeiss.com

I’m asked constantly what the 
difference is between a coach and 
an advisor. A coach is someone who 
proactively and reactively suggests 
improvements over a finite time span. 
My observation is that if someone can’t 
improve a key talent or skill or attitude in 
30 days independently, they aren’t going 
to do it at all, and need coaching. (The 
same applies to cleaning out your garage 
or learning how to ski. You don’t learn to 
ride a bike by reading a book.)

You need a coach, and if you can’t 
improve with that coach’s help in 90 days, 
you’re not going to improve at all. (Hire 
someone to clean out the garage, take up 
swimming instead of skiing, stop trying 
to write a book.) There are exceptions—
Grandma Moses began painting at 75—but 
they only prove the rule.

Now, I know what you’re thinking: 
business executives, athletes, entertainers, 
sales people, and investors all have coaches 
for a very long time, far beyond 90 days. 
But that’s not really true.

They have long-term advisors. An 
advisor is someone who provides a 
sounding board, an objective response, 
and wise counsel whenever needed. That 
caddy telling a champion golfer how to 
play a six iron on the ninth hole is advising 
on wind conditions, the nature of the 
lie, and whether a trap might be in play. 
There’s no coaching on how to use a nine 
iron, or grip, or stance.

That golfer might utilize a coach for a 
finite period when reevaluating a swing, 
but that’s not going to happen in the 
middle of a competitive round. Conversely, 
a presidential advisor doesn’t burst into a 
room and start suggesting radical changes 
in policy. He or she shows up when 
requested.

Who’s coaching, who’s advising?
Coaches are proactive over brief 

periods—I’m suggesting 90 days or you 
create codependency—and advisors are 
reactive for far longer periods. (This is why 
I have grave doubts about both patients 
and therapists who retain continual 
relationships for years.)

The top people in any given field usually 
admit to having one or more coaches, 
but in most cases they’re advisors. An 
attorney advises on estates, or litigation, 
or contracts, but doesn’t normally call the 
client and recommend starting a trust if 
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ZIG ZIGLAR
On Relationships… 
Which One Would You Be
Which Prime Minister would you want as 
a friend?

Two of the greatest prime ministers 
in the history of the British Empire were 
Benjamin Disraeli and William Gladstone. 
They served Queen Victoria--great men 
with different personalities and different 
approaches to life.

A much loved and respected aristocratic 
lady of the time was seated next to 
Benjamin Disraeli at a well-attended 
banquet. They engaged in a lengthy and 
lively conversation. A few weeks later 
the same lady was seated next to William 
Gladstone at yet another banquet. As the 
Prime Minister he, of course, was highly 
renowned and respected.

Some time later this woman was asked 
about the difference between the two 
men. She responded, “After spending an 
evening seated by Mr. Gladstone, I became 
convinced that he was the most brilliant, 
knowledgeable man in the British Empire. 
After being seated by Mr. Disraeli, I was 
convinced that I was the brightest person 
in the British Empire.”

Chances are pretty good, as you 
reflect on that, you would say that you 
would naturally want to be a friend of Mr. 
Disraeli. The point I want to make is that 
it’s not about you--it’s about others. Again 
I repeat my favorite quote: You can have 
everything in life you want if you will just 
help enough other people get what they 
want.

Our relationships with others are 
extremely important. Dale Carnegie wrote 
a great book along those lines, and out 
of it came a lot of good, common-sense 

thoughts that make a difference. I’m not 
certain Carnegie said it, but some very 
wise person said that people don’t really 
care how much you know until they know 
how much you care--about them.

The reality is that anybody can 
say virtually anything they want to 
say and work hard at impressing you. 
Unfortunately, many times that’s all it 
is---they are trying to impress you with 
themselves so that perhaps you will seek 
a relationship with them and even do 
something for them. That truly is the 
height of hypocrisy. When people are 
genuinely interested in you, in short, when 
they truly care for and about you, their 
actions, their demeanor, their every step 
indicates they believe you are special and 
conveys that you are important to them.

Every person, regardless of who they 
are or even where they are, cherishes 
someone who genuinely cares for them, 
and when they discover that you are that 
person, they will want to be your friend, 
and in the process will listen to what you 
have to say as they watch what you do. 
Chances are excellent you will become, in 
a vague sense, perhaps, but nevertheless 
you will become a hero to them and a role 
model to follow.

Yes, relationships are extremely impor-
tant. If we have an attitude of “What can I 
do for you” instead of “What can you do for 
me”, chances are pretty good we will have 
a far more balanced, joyful life than those 
who take the opposite approach.
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Because of the continuous advance-
ments in technology, the move to online 
networking meetings was inevitable.  The 
spread of Covid simply expedited the im-
minent disruption that lay ahead.   
Lead the disruption or be disrupted.  

That is the mantra that entrepreneurs 
must embrace to survive in the 21st century.  
For networking groups, that means that it 
is time to embrace the inevitable transition 
to meeting online.  That said, I do believe 
that a blended approach is perfect at this 
time. For most business people, meeting 
in person and shaking someone’s hand 
(when it is safe for us to do that again) has 
no online equivalent.  

What are your thoughts about these 
ideas?

Called the “father of modern networking” by CNN, Dr. 
Ivan Misner is a New York Times bestselling author.  
He is also the Founder & Chief Visionary Officer of BNI 
(www.bni.com), the world’s largest business networking 
organization.  His latest book, Infinite Giving, The 7 
Principles of Givers Gain® is a book about building a life 
and business where you don’t have to choose between 
winning or helping others. 

As you can see in the results below, 
one third of the participants of this survey 
wanted to go back completely to “In 
Person” Meetings.  However, 16% wanted 
to stick with “Online Meetings Only, and 
a whopping (considering the attitude just 
two years prior) of almost 51% of the survey 
respondents were in favor of a blend of 
meeting both in-person, and online.  

Just a few years earlier – what was un-
thinkable to most leaders in the organiza-
tion was now very possible for two thirds of 
the people surveyed by the organization. 

Misner, continued from page 34

http://www.bni.com/
https://www.amazon.com/gp/product/B08H6VCDJ6/ref=as_li_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=B08H6VCDJ6&linkCode=as2&tag=ivanrmisnerphd&linkId=613c4be45ff52802825346c9952e93f7
https://www.amazon.com/gp/product/B08H6VCDJ6/ref=as_li_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=B08H6VCDJ6&linkCode=as2&tag=ivanrmisnerphd&linkId=613c4be45ff52802825346c9952e93f7
http://jeffreyMagee.com
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This mixed-use, city-owned property is already 
home to The Smith Center for the Performing Arts, 
Cleveland Clinic Lou Ruvo Center for Brain Health 
and DISCOVERY Children’s Museum, and it is 
surrounded by other high profile centers of business, 
including World Market Center Las Vegas and  
Las Vegas North Premium Outlets. Ten available 
parcels encompassing more than 31 total acres 
(averaging 3+ acres each) are available for a variety  
of uses, including office, retail, medical, entertainment 
and hotels. 

The site is ready for immediate development with all 
off-site infrastructure in place. The city of Las Vegas is 
highly motivated and will assign a development team 
to assist in expediting design, plans and permitting. 
Available economic incentives include Tax Increment 
Financing and New Markets Tax Credits. 

Call Shani Coleman, Redevelopment Manager,  
at 702-229-6551 for information  
on Symphony Park and other  
development opportunities  
in downtown Las Vegas.

Home to distinct 

architecture and 

world-renowned 

facilities, Symphony 

Park is Las Vegas’ 

premier development 

opportunity.  Located in 

the heart of downtown 

and just minutes from 

the Las Vegas Strip, 

Symphony Park is 

situated within the 

valley’s second largest 

employment center. 

symphonypark.com 
lasvegasnevada.gov/EUD
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