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INTRODUCTION

Business Beyond Business

Who Am I?

Think of the most exciting, interesting project or rewarding privilege you’ve recently experienced. Maybe you could even say it out loud – you won a big account, your online business is booming, you’ve met powerful people who want to help you, or you just booked the family trip of a lifetime. This is the kind of moment you just can’t wait to share with others.

Perhaps, the first time you announce it, your friends and family celebrate with you. Maybe you even throw a party or invite everyone around for drinks. After a while, however, the excitement fades and you’re back in your day-to-day humdrum. This is where we spend probably 95% or more of our lives, just living out the routine – each small decision we make compounding over time, like interest.

One day, however, someone can be bothered to ask you a question that sends you skyrocketing back to your initial high: “What’s going well for you lately?” Before you know it, you’re back on Cloud Nine, gushing about all the progress you’ve made since that day. All the hard groundwork you’ve done to kick off the project, or all the exciting new people you’ve met on the staff of the new account you’re managing.

It might even get beyond the excitement. Perhaps, in the interim, you’ve been blindsided by a hundred new difficult realities. You could be going through the affliction of assuming a chief executive role, or senior leadership where you feel like an embodiment of the Peter Principle. You feel like you must “fake it till you make it.” It’s killing you inside. If anyone knew how you felt, there could be hell to pay. But someone asks you, without judgment or even the slightest impression of critical intent – “What’s not going so well for you lately?”

Or, you’re just tickled pink; you have short-timer’s syndrome as you pack bags for a wild trip to the South Pacific, a backpacking sabbatical in Europe or a safari in the plains of Africa. You’re bursting at the seams, you can feel the anticipation … and someone asks you, “What are you looking forward to?”

Now you’ve found your feet at the 3- to 5-minute mark of meeting me. I could have just written, “Hello, my name is Paul Edwards,” but that name didn’t mean anything to you before you opened this book. It might not mean much to you after reading it. In the grand scheme of things, it’s not that important.

People like you don’t read books like this to find people like me. It’s likelier that something in the title or the way I present myself made it intriguing. If that’s the case for you, welcome to the world of Business Beyond Business.

Okay, fine. But what do I do?

This is another question that used to be so much easier to answer. Truly, we’ve entered a new era. I suppose I could list it under the different ways I express myself – author, copywriter, blogger, podcaster and interviewer, but … a close friend of mine told me he purposefully started a business under the most generic name possible, so no one would conflate the substance of what he did with the man himself.

That’s an interesting angle. Was it entirely correct? In his case, yes. Is it always entirely correct? Of course not. You can’t separate the Oprah brand from Oprah Winfrey, and it’d be tough to think of McDonald’s without Ray Kroc or Microsoft without Bill Gates. The point is, I dislike categorizing myself under the occupational duties of my business. Frankly, there’s a ton of diverse history, culture and experience that forged it all together … so I don’t stand among the crowd that believes one’s character is represented solely by one’s actions.

What I do has a strong parallel with my background, that’s for sure. I’ve lived in five different countries and hold three passports. I’m a Caucasian, Spanish-speaking immigrant to the United States with ancestral ties to members of the Gamlingay Baptist Church founded by John Bunyan in Cambridgeshire, England. I’m the first generation of my family born and raised in North America. I’m an evangelical Christian of 17 years, at time of writing, married with two sons.

I’m an extroverted introvert who’s fantasized my entire life about being on stage, performing in front of huge crowds and speaking words that inspire them. I’ve had stars in my eyes for as long as I can recall. I’m an Iraq veteran and a college graduate … and I wouldn’t trade either experience, but neither legacy has proved useful for me in terms of procuring a good income. I didn’t find traction when I tried to be systematic and go the socially approved routes bequeathed by preceding, postwar generations. (This is a roundabout way of saying I’m “unemployable.”)

Have you ever met someone with all the qualities and abilities of a coach, but not the title? Ditto for other roles where they’ve not passed the bar, taken the exams or done the internship – yet they converse and sound as though they have! I often thought President Barack Obama sounded very pastoral and reassuring in his speeches, though he never attended Bible college. I suppose it’s worth pointing out that the Pharisees made the same observation about Jesus Christ himself – “How does this man know so much, when he has never been to school?” (John 7:15). (This book needed at least one offensive passage – I’ll have a good laugh at the hate mail accusing me of comparing President Obama to Jesus).

In other words, I have too many distinct and irregular influences and traits to simply say, “I’m a connector.” My experience came in grinding through six years of networking, trade shows, community events, nonprofit boards and one tireless appearance after another as an insurance salesman in Olympia, Washington. It goes back even further than that, to my days living as an apprentice to a retired quadriplegic multimillionaire, Andrew Magliolo, in Santa Monica – a master at persuasion, sales, and relationship-building. 

That began a journey of new habits, including self-reflection and a love of philosophy, self-improvement and discipline. As a Christian, it sparked a love of Biblical devotion in 2005, a habit now in its fourteenth consecutive year with little to no interruption. My faith survived a harrowing trial earlier in this decade, but in 2017 it finally began ripening, with a special emphasis on the power of monastic Christian living – silence, solitude and copious amounts of time in the presence of God.

It is from the well of my daily devotions, prayers and meditations that I write, speak and teach with authority, just like my Role Model, Jesus. It isn’t a worldly authority: “I’m an expert in this.” It’s authority that comes from passion for understanding and responding in love to what is deepest and most true about human beings. My close friend Terry Toth and I are both fascinated with the subject – just what is it that makes people tick? That’s what I “nerd out” on – motives, context, background and psychology. Unconscious habits. Deep-seated agreements, counterproductive and inhibiting to the person in search of success. Business Beyond Business.

Right, but I still haven’t told you what you do …

True, because I myself am at a loss for exactly the right word. The word “connector” is vague …  true, but vague. I wrote this book because I became adept at connecting people, to the extent that the people I connected often stood to gain more influence, income and powerful relationships by knowing me than I did from knowing myself. (Try wrapping your head around that one).

“Pathfinder” sounds cool if you’re in the Army, like I was, but it’s inaccurate in more ways than one. Maybe if you’re into something with a little mysticism, Far Eastern medicinal or ancient healing techniques, or you’re just plain old “on drugs” – that might work. As you can see … I don’t run with those crowds.

I will shoot you straight – I avoid titles because it’s disingenuous to imply the expertise of a “business coach” when I don’t have a track record of success in an industry. You won’t find my name in the annals of the greatest soldiers or salesmen. I never set records for enemy troops killed or life insurance sales, because achievement isn’t my gifting.

It’s the other way around – gifts are my achievements. I’ve lived a life of such unmerited favor, such unsolicited blessing and such impossible redemption that the only area where I could proclaim myself an expert is in walking away from human achievement. I could trot out a laundry list, even write it in the poetic style of the epistle to the Hebrews … but it’s happened too many times to be a coincidence. My greatest victories never involve me being the absolute best at what I do. But I get compensated as though it were the case. Business Beyond Business.

Into this otherworldly life, I bring fellow entrepreneurs and leaders with enough vision to see the same or similar themes in their lives. We gather quarterly – to exchange and learn valuable information and content … but also to preach and practice a monastic approach to commerce. We sit through an hour or two of teaching … but then we retreat into silence, surrender and rest following each lesson. We go to be enriched with knowledge and opportunities to increase our top lines through our relationships – but we also spend a (mandatory) day shoveling snow, digging ditches, serving food, cleaning up trash or rebuilding dilapidated houses – with no photo ops, laptops or smartphones.

We gather to fuel our businesses – but we empty ourselves in the process. Mentoring and being mentored is a precondition of our group – if you are new, you will be assigned a volunteer mentor from among our veterans. If you’re a veteran, you agree to offer that leadership to younger, newer members. Introductions to every single member of the group are required; we respect affinity among certain members but refuse to descend into cliques. We believe that the true way forward in life as a human being is to know people … their stories, their backgrounds, their history. We engineer conversation pieces to make it as likely as possible that those details do not go unknown. Business Beyond Business.

Our guest speakers are caring mentors, powerful influencers and expert builders – priests, prophets, and kings and queens. They’re people I spend time getting to know, both through interactions and with what they disclose about themselves digitally. They are also the target demographic; if they aren’t interested in rolling up their sleeves and contributing alongside our members, we wait until we find speakers who are. There are things about this mastermind that offend people who see its power and want to muscle in on the gravy train – but the world’s persuaded them that certain things are “beneath them.” Requiring them to be physically present for the duration of each gathering and participate in every facet of the retreat means passing up a lot of people with valuable knowledge and insight. But we never have to pass up on character.

Our mission is, for lack of a better term, His mission. When Jesus declared his mission he said, “The Spirit of the Lord is upon me, because he has anointed me to proclaim good news to the poor. He sent me to proclaim freedom for prisoners, recovery of sight for the blind, to set the oppressed free and to proclaim the year of the Lord’s favor.” (Luke 4:19) We’re here to see lives and hearts and fortunes changed. We’re here to disentangle hearts from broken ways of thinking. We’re here to spread God’s favor – his goodness and generosity – to everyone we encounter. Business Beyond Business.

Personally, I envisage just what you’ve read: groups of intimate, connected and fraternal leaders in business, government and nonprofit sectors, influencing each other’s lives and livelihoods for the better. When people ask me what I do, I’ll often say, “I connect Radically Generous Entrepreneurs to build meaningful relationships with mentors, peers and mentees who challenge them and help them grow.”

If this is where you want to go, I think you’ll find the next chapter, the overview, very interesting. This is where we find out what a “Radically Generous Entrepreneur” looks and sounds like, how they respond and operate.

Maybe you’ve applied the secrets listed here in this book time and again and seen it come back to bless you in spades. You’ve also been around long enough to know that what creates this success isn’t technical skill or craftsmanship … but instead, a deftness with people. You get paid because you know how to create a memorable impression, ask a question no one else asks, respond in a way no one else knows, or extend an invitation no one else can make.

You know how to apply this repeatedly, so that when you observe that the person you met in Minneapolis last week would be a great introduction for the person you met in Tokyo three years ago, you come running from halfway around the world – via social media, of course. You bring them together. Or, better yet, they come running (literally) to be in the same room with you at the same time. Now you’re playing in my sandbox. Business Beyond Business.

Well, why did I write this book?

I need to earn a profit and make a living. Do you work for free? I have 40-some odd years left on this planet, all else being equal, and I need to pay for it somehow. Uncle Sam is broke and doesn’t pay out much, and there’s no gold watch-and-pension show anymore. Let’s get this out there in the open, so I don’t sound phony or manipulative.

I don’t want profit at the expense of my soul, however, or anyone else’s soul. I would rather get paid a sliver of the overall cost of a multimillion-dollar deal because I connected the right person with the right person at the right time. There’s so much less confusion if I tell you up front that this book is to help you (and me) determine if you would fit in with the Business Beyond Business Mastermind.

So … what are my intentions?

A long time ago, in a galaxy near, nearby (this one in fact), a mentor of mine foretold that because of the character he was shaping in me, I would be highly attractive to only a select few members of the opposite sex. He meant that most women, once they learned what I was about, wouldn’t find what they were looking for in me. But the few who did would be diadems. My wife fulfilled that prophecy. My time in insurance re-taught me what I should have learned from marrying my wife; the best clients were few and far between, and the rest were a mixed bag … ranging from casually disinterested to out-and-out royal pains. 

It’s also worth saying why I didn’t write this book. I’m not interested in selling millions and millions of copies, and I don’t want even a fraction of a fraction of the world’s populace banging down my door. I just want you, if you’re reading this and it resonates.

I want you and a handful of others who possess, in increasing measure, the ability to look beyond business in the shallow, stressful, purely numerical way so many do. The way I did for many years. You who understand that paying to be in my inner circle isn’t a cost. It’s an investment in people, where profits are the by-product of a Kingdom heart in action. Doing the things Jesus taught us to do for the reasons he taught us to do them. 

I don’t want to be exclusionary to a fault. Sometimes, someone has the right heart, but not necessarily the right income to afford the premium of association. For that person, my counsel is just as valid … but for a season, perhaps, it simply needs to be formed into their lives and livelihoods; training and practice are necessary until they attain the right numbers to afford it.

To that end, I’ve made webinars and training modules available. They’re much less of a financial hurdle, and available for life to whoever buys them. My content grows with time, so new versions, add-ons and any other beneficial information is included in the one-time price.

Others have a Kingdom heart they refuse to label as such; you might call these people “Christians in all but name.” These people agree wholeheartedly with my strategic and tactical counsel. They are of adequate means. They have high moral and ethical standards, but they don’t consciously or publicly profess the name of Jesus Christ as their God. In no uncertain terms, we extend full invitation to membership if they fit the profile, provided there’s no agenda of disrupting or shutting down the presence and fellowship of the godly. If you can hang out with a bunch of Bible believers, we can hang out with you. 

You are being “sold to” by reading this book … on a way of life, a state of mind, and a gathering of peers unlike any you can find elsewhere. You’re being sold on habits, attitudes, and ways of looking at things that the world either doesn’t know or doesn’t care enough to learn. You’re being sold a way of doing life and business that will narrow the scope of customers or clients you attract – but will teach, encourage, and equip you to go so deep with them that they will take over a significant portion of your most critical work – sales and marketing – and never ask for a dime to do it.

If you’re going to pursue this way of life, I’ll further shrink the candidate pool by telling you that whatever you do for living will clash if your income depends on getting as many clients as you can. The greatest and most valuable people on the face of the Earth do not exist in plentiful supply, and they tend to withdraw if you are scattered all over the place, chasing a horde of cheapskates like I did with insurance.

It’s perfectly okay not to proceed at all, or to take this book with a grain of salt and not take any action. I don’t make money getting it into your hands, so I hope you don’t feel ripped off. But beyond these pages lies a private, exclusive network of influencers, entrepreneurs, executives and high performers who gather periodically to share knowledge and get power … while also engaging in radical generosity and sacrificial love, to the degree that many question our sanity.

You must love people merely because they are, to be part of this. Merit and performance are unquestionably important. Business Beyond Business, however, deliberately interrupts the emphasis on profits and influence – by the seeming silliness of grace and extravagant generosity. My inner circle is filled with people who understand that the crème-de-la-crème of our quarterly meetings are the times and days we devote to serving – for no money, no publicity and no write-offs. Earned or not, deserved or not, beautiful or ugly. You can’t even bring your smartphone to take a selfie or group photo to show the world what a good person you are.

You can’t truly be in business in the Kingdom of God and simply say you’re interested in helping the poor or disadvantaged. (Or even do it from a safe distance … we’re not a “check-writing” club). To show the love of God to people – and really, can we do it in one day? – you must be with them. You must be where they are, standing with them to face the issues they face and provide them with the very opposite of what the world, or even they, think they deserve. See the famous scene in Les Miserables when Bishop Myriel gives Jean Valjean the exact opposite of what anyone and everyone would think he deserved – and watch what it unleashes in his life.

You must work their menial jobs or do things for them they can’t do for themselves … in full view of their weary faces and broken hearts. You must restore and rebuild just a little bit of hope and faith in them by walking with them side-by-side … without regard for their current state, because you know that just as one day isn’t nearly as powerful as a decade, so it is that judging a person’s life by a single encounter is folly.

Enter, therefore, at your own risk – to the world of the Radically Generous Entrepreneur.



CHAPTER 1

My Beginnings

(An Awkward, Pushy Salesman)

It was August of 2013, in the office of Liberty Mutual Insurance in Tumwater, Washington. As a rookie agent, I was going over my marketing plan with Abrann Harris, my branch manager. Abrann told me something I never forgot. “We don’t want you sitting around in this office,” he said, bluntly. “The majority of your time should be spent out in the field - networking, doing community events, being visible. If you’re here, it should be because you’re binding coverage on new policies or because the client wants to meet you here.”

I had clear marching orders – but no knowledge of how to execute, except to show up and learn by trial and error. Come to think of it, I wasn’t even sure where to begin showing up … but it didn’t take long to figure out. By asking around and researching, I discovered plenty of places to become known. 

Networking was where this all started, but it’s only one piece of the puzzle.

The (Long) Road to El Dorado

It took a while to arrive at three words to establish my all-important client avatar. I don’t know of a business coach or marketing expert today who doesn’t emphasize how important it is to be as granular and microscopic as you can in defining it. I had some idea of who I wanted. What I observe is that people manufacturing or marketing a product have something that can, in many cases, speak for itself. The counterpart who is marketing a service, however, is selling themselves … and no amount of highbrow mumbo-jumbo about the superiority of the service you sell makes anything like the difference it used to.

With that in mind, I knew I was likelier to attract service-based professionals – accountants, insurance agents, fitness trainers, life coaches, financial advisors and so on. However, my experiences networking as an insurance agent showed that among those groups, there would be an equal distribution of people I did not want to waste time trying to reach. The color of your collar is no indication of the state of your soul, and I would rather have a city maintenance worker with a Kingdom heart than a massive influencer with an even bigger ego.

I’m after a very rare breed of person. They share some qualities of the “average” target client. However, they also have attributes that cost way too much trying to find by putting up an ad on Facebook or Instagram.

The term I’ve coined for this person is the Radically Generous Entrepreneur. This usually applies to business owners, but we also welcome entrepreneur-minded employees, government officials and nonprofit/religious workers. We’re talking mainly of a spirit rather than a title. You can be employed by a company, elected by the people or nominated by a board, and still be a Radically Generous Entrepreneur.

Common to these men and women are certain values and beliefs that usually align with the following phrases I’ve written to describe my skill and value to humanity and the marketplace:

It’s not what I do.

It’s not even who I know.

It’s who knows me, followed by who I know, that forms the entire basis of what clients stand to gain by working with me.

Radically Generous Entrepreneurs usually possess some degree of the six qualities you’ll discover in the ensuing chapters. I want to emphasize that these are not “uniform standards,” nor does the absence of mastery indicate the lack of potential. I was once a shallow, pushy salesman; then I became a skilled networker and did business 100% through referrals and word-of-mouth.

Monastic Heart

All my life, I’d viewed my tendency to “walk away” from people, places and situations as a liability. I thought it made me capricious and fickle. To be honest, there’s truth to that; I have abandoned people and things I shouldn’t have, at a record pace. But one day, as I pored through the rewriting and editing of this book, I heard it distinctly in my heart, from God: “I will make your greatest strength from the very quality you’ve decreed a curse.”

In an interview with my mentor Morgan Snyder, he spoke of the qualities of the “Move Away” relational style: “These people have a reflective heart and soul; they’re contemplative, and comfortable in their own skin. They’re at peace, they welcome stillness, they don’t agree with a spirit of false urgency or a compulsive need to ‘come through’ for people. They model self-care and have healthy boundaries.” I learned, through possessing a significant measure of this in my own personality, that the ability to sacrifice dreams, worldly ambitions, cultural norms and even one’s own life – to “walk away” from everything the world holds dear – is a critical trait of the Radically Generous Entrepreneur.

Pro Bono Publicist

There’s never been a time in my life where “tooting my own horn” seemed to work, except when I was doing it tongue-in-cheek to laugh at my own self-confidence. Other than that, I’ve gone to the mat every time I’ve become a braggadocio. Boasting simply doesn’t work.

Putting the spotlight on my allies and friends, however, is massively rewarding. Going to bat for another person, recommending them without a second thought, profiling them in an interview, posting a recommendation or a shout-out on social media – these are ordinary, daily habits of Radically Generous Entrepreneurs. They use their voice to elevate the people around them, because they know that giving someone a boost “on your way up” means (among other things) that you can rely on helping hands “on your way down.”

When I was mercifully fired from Insurance Services Group in 2018, a tidal wave of support came sweeping into my inbox. Even though I’d personally say that I did a mediocre job at best of being a pro bono publicist for my network, they responded with overwhelming sympathy and compelling interest in picking me up as a free agent.

Not-for-Profit IS For-Profit

I’ve never met someone I’d classify as a Radically Generous Entrepreneur who restricts themselves to purely for-profit commercial activities. It’s out of character.

However, there are plenty of people who disqualify from this category even though they’re active with charitable institutions. You can be part of a “check-writing club” or just seeking tax shelter from Uncle Sam. There’s nothing wrong with that, in my opinion; it’s just that by itself, it doesn’t help anyone but you. Radically Generous Entrepreneurs do more than sign checks and ask for tax receipts.

Meet some people in this category and you’ll notice the difference. My friend Tina Torfin has been president of the Lacey Subchapter of the Association of the US Army for as long as I’ve known her. She serves, in and out of season, flush with cash or hustling to raise funds. Her husband Greg is not a soldier, and she doesn’t seem to have much family connection to the armed services. She just cares beyond caring about soldiers and military families. It’s who she is, and the cost in time or money is irrelevant to her.

Dream Networker

You’ll read about a specific, strategic method I’ve used to build connection with prominent and high-performing people. Notice, however, it’s bracketed by an emphasis on practicing with ordinary folks you meet in the course of your day. Radically Generous Entrepreneurs do these things, whether they’re meeting a global celebrity or a mom-and-pop couple who own a local convenience store.

In an interview, my friend Alan Shimamoto explained how he did this with me. He began our business relationship by inviting me to an NFL football game instead of trying sell AdvoCare products. “If I would have led with the product, we could have had a ‘one-and-done’ conversation,” he said. “Chances are, we wouldn’t have had the strong relationship we have. Instead, we developed a friendship first, and then later, you did end up doing business with me.”

Persuasive in Print

Occasionally, I muse about how much meaningless, useless and un-read information there is (in written form) on the internet. If the Bible said in the time of King Solomon that there’s no end to making many books, what do you think it would have to say about websites?

Radically Generous Entrepreneurs are neither wasteful nor whimsical about their written correspondence. Intentionality guides their writing. They think about how words can be perceived and misinterpreted. More importantly, they think about how their writing can be overwhelming, obnoxious or easily discarded as “white noise.” Watching these people write a message would probably make the average person scream, because they take longer to send a much better message.

The Curator

Finally, Radically Generous Entrepreneurs are selective and protective of their hearts, their time, their energy and their relationships. They don’t associate with just anybody – not out of pride, mind you, but because saying “yes” to one thing means you say “no” to another. Usually, if you choose to embrace a person, philosophy or activity, you must (by definition) reject others – and that means they lack you.

My coach Rob Kosberg has absolutely zero time for hate-filled comments on social media. In case you wonder if this is true, I’ve personally watched him delete them during live coaching calls where he discusses online sales funnels. He doesn’t even read the comments, except the first few words to determine if they’re positive. As soon as he detects negativity, he hits “delete” without reading the message and blocks the sender.

Another mentor, Jayson Gaignard, is a master of curating groups. He’s been on my list of people I’d most like to meet for a while. As the head of Mastermind Talks, Jayson became successful by doing the same things I do – assembling groups by invitation only, and researching and interviewing candidates at a deep level before admitting them. Radically Generous Entrepreneurs are as attuned to the needs and interests of those within their ranks as they are to the world around them.

Okay, this is starting to make sense, but …

“Where did he get all this information, anyway?” 

I’ve eaten humble pie realizing how little I’ve invested in people. When contemplating what I could have invested, I shudder.

To some degree I was compelled to learn; none of it occurred to me naturally. That’s the best news of all – these are learned skills and behaviors, not inborn greatness. You too can go from being quite self-absorbed or awkward to being a prince (or princess) to the people around you by learning these traits and habits.

Digital Advantage

In 2014, with business still lagging and not performing like I’d hoped, I joined the Agency Alliance mastermind program, hosted by Sean Matheis and Jonathan Garrick. This was my first exposure to 21st-century online business coaching. Together with ad copy strategies that brought in viable leads, following their advice catapulted me to the very top of the entire Liberty sales force for social media engagement.

Jonathan Garrick’s influence on me was very powerful. Unlike the lead generation techniques Sean taught, Jon’s emphasis was on relationship-building, through whatever means most enabled it. He taught me the importance of video marketing. He also showed me how to fly in the face of the way most insurance agents were likely to do it. During a coaching session one day, Jon said, “If you’re going to make a video, DO NOT talk about insurance coverages, rates, whatever. Nobody cares about that stuff.” 

When I enquired as to what should take its place, Jon said, “People want a chance to get to know you. Talk about your family, your hobbies, your interests, places you go, people you meet, anything that is of human interest. They already know what you do for a living; they can look it up if you’ve got it listed on your profile. What they don’t know is what kind of man you are.”

I’ve never looked back from his advice. It was the most potent ingredient I could use, right under my nose. You’d think it was glaringly obvious … but I’m good at being oblivious. That summer I began to release videos every few days on Facebook, and it led to an expanding and engaged following that lasted a long time. Suddenly, everywhere I went, people I met said, “I love your videos,” or “I feel as though I already know you, even though we’re just meeting for the first time.”

Through this digital expansion, social media eventually made me a published author. In 2016 I wrote my first article for Insurance Business America. An article I published on LinkedIn caught the eye of one of their senior correspondents, Libby MacDonald.

Boards of Education

Civic involvement also played a huge role in establishing my brand identity. The best thing about nonprofits and community associations? Their boards and volunteers are usually chock-full of entrepreneurs and leaders. The higher you go in terms of the organization’s prominence, the likelier you are to run into the biggest “power players” in town.

Jayson Gaignard wrote that “the way to a rich man’s heart is through his charity.” I discovered this was true with some of Olympia’s prominent, well-to-do families. I scratched their backs to help them raise funds, and they would turn around and do business with me or elevate me into rooms where, apart from their invitation, I had no business being there.

When I started volunteering with boards, it was awkward. Another task you simply tackled head-on and learned as you went. No two boards or organizations are exactly alike, no matter what their bylaws say. You can’t turn a board into a leads group, so don’t go there with your “me first” hat on. I made it a habit to use my knowledge and experience to be resourceful to the committee members I served with. 

From there, people will often assume you’re an expert in your field. It shortens the steps they take when they need help: “Where will we get the right insurance coverage for this event?” There are fewer questions to puzzle over when a very natural fit with the right answer is in the same room with them. All the associations and boards I joined helped me make wonderful strides, land great clients and open new relationships. 

Preach and Teach

I found momentum in violating every established business “rule” I could during these days. Let’s take the “information business,” for example. Clearly, in this century, we don’t simply need more information; we’ve had more of it disseminated in the last 20 years than in the previous 10 centuries, and we still don’t know what to do with our problems and difficulties. 

As you can imagine, the old maxim “the teacher becomes the student” quickly began to apply. Teaching adults didn’t differ from teaching children in this respect. I began to learn even while preparing to teach. It forced me to think about what I would say, how I’d say it and what illustrations I could use to drive a point home. I researched more, considered more points of view and consulted more sources and references for accuracy and creativity.

Advancement for Dummies

In an interview, my friend Brittany Michalchuk said, “I always aim to be the dumbest person in the room. It’s how you grow, because if you take the lowest seat at the table, you can learn a lot from everyone else.” In the last two years, this has characterized my life and work more than anything.

I gained networking “muscle” in the last two years. Studying under the mentors I did helped me make more progress than in six years of mostly self-guided insurance hustle. Joining masterminds where you pay premiums to get access to the most successful people in the world is just like what Brittany described. You make yourself the dumbest person in the room.

The principle is always the same: when I started doing it for fitness, I shredded body fat and became muscular. When I did it with the Word of God, I became very literate and capable of interpreting life healthily. Business is no exception to this rule; joining masterminds and networking with high performers has made me more interesting and valuable to the people around me. Value projected outwards creates willingness to trade money for access.

You Just Won the Lottery … What Are You Going to Do Now?

Interviewing is networking – you’re having the kind of conversation you should be having at a conference, but it’s over a Zoom link and recorded for the world to eavesdrop.

After I left Insurance Services Group, I decided to network on a grand scale, and joined the Vince Del Monte 7-Figure Mastermind. Of its many benefits, members meet every 90 days in upscale or exotic destinations. This got me in front of key influencers, online multimillionaires and strong allies - people who propelled my podcast and YouTube content when I launched the Influencer Networking Secrets Show.

Then I crossed over to the Best Seller Publishing mastermind, where I built relationships with top-selling authors. Interviewing is a practiced art of adding value. It’s an easy one, considering authors love free, unsolicited media attention. I know this because I love being invited to share my thoughts and observations. I invited these authors on my show, and referrals began to crop up. Then the old kinetic laws of the universe kicked in, and I began to receive unsolicited offers of TEDx speakers, Forbes contributors, high-end corporate consultants and motivational speakers to appear on my show. In short, I’d finally “scaled” networking – which proved elusive during my insurance days.

So, as I’m fond of saying on my videos and podcasts, “Let’s get started, and find out all about how Paul Edwards went from awkward pushy salesman to a powerful and influential relationship builder.” 



CHAPTER 2

The Monastic Heart

(Be a Magnet, Not a Pusher)

Most of my generation grew up laughing at Stephen Tobolowsky’s caricatured insurance salesman, Ned Ryerson, in the Bill Murray classic Groundhog Day. Long before holding Ned’s job, I laughed uproariously at him when I first saw the film as a middle schooler. Something rang true then, as it does now, that Ned’s anxious, nerdy and obnoxious approach to his job was “too much.” Overdone.

“It’s funny you should mention your health,” Ned says to Phil Connors, totally oblivious to his emotional state, “because you will never guess what I do! … Do you have life insurance, Phil? Because if you do, you could always use a little more! Am I right, or am I right, or am I right?” 

It wasn’t until I started making the same mistakes Ned did – albeit, without looking or sounding quite as comical – that I got a sense of what made his role so memorable.

Pushers

They’re just what they sound like, if you’ve ever heard the term applied to drug dealers or loan sharks. Even if you’re consciously avoiding it, you still can feel pressure to try and force things to happen. I would go to networking groups, get into conversations with people, and try to steer them toward the topic of insurance. Sometimes I’d ask them directly, even if they said nothing about it, “Who handles your insurance program?”

Even more ridiculous, I’d anxiously do this with people stopping at my table during trade shows and community events. Of all the questions people want to be asked at a county fair or home and garden show, “Who handles your insurance?” is not one of them. I’ve known a few pushers in my time. Outside work, they can be very sincere and kind people. Pushing, though, is a phony way to conduct oneself, and I find it extremely ineffective. People see right through its insincerity.

We’ve heard the advice, “Don’t be salesy.” No kidding. Everyone knows that, but what do you replace it with? This isn’t Starbucks; if you’re in marketing, you can’t just sit off to the side by yourself and ignore everyone in a business setting. You must engage. But how?

The more stereotypically “salesy” your job is, the more your difficulties compound. If, for example, I’d been selling medical equipment or luxury vacations, I might have been able to get away with introducing myself as such. But a crowded field like insurance tends to induce paranoia in some people.

One time, I scheduled a meeting with Jody Hickey, the general manager of the Valley Athletic Club in Tumwater. On this occasion I was looking for the club to support the winner of the 2018 Miss Thurston County Pageant, where I served on the board. During the conversation, Jody inquired as to what I did for a living; when I told her, the very next words out of her mouth were “We have our insurance through Nicholson (a competitor broker) and we’re happy with it.” I could tell I wasn’t the first insurance salesman who’d scheduled a sit-down with her.

Believe it or not, there also came a day when I knew I’d reversed the poles on this and become a magnet. It was a winter evening. I’d been invited by one of my biggest clients, Lacey City Councilman Mike Steadman, to watch his son Donovan compete in mixed martial arts.

I knew some of the other people there (friends through my hobby of bodybuilding), and we sat around cracking jokes prior to the match. I’d also brought my eldest son, Grant, for his first experience at such an event. As time passed, several people came and sat with us – others in Mike’s vast association of friends and allies. One by one, Mike introduced me: “This is Paul, he’s my insurance agent.”

True to philosophy by this time, I simply remained pleasant, shook hands, and made small talk. I didn’t breathe a word about insurance – but Mike’s friends certainly did! Several of them began a comical barrage that alternated between serious questions and tongue-in-cheek insurance salesman jokes. Finally, playing along with feigned offense and a smile, I turned around like an indignant prospect being harassed by a pushy insurance salesman and said, “I didn’t come here to talk about insurance, I want to enjoy the boxing match!” 

Magnets Versus Pushers

The difference between a pusher and a “magnet” is that magnets create gravitational “pull” that draws people toward them. When you’re a pusher, you see people more like transactions to be carried out. They have money, you have a product, your objective is to get rid of the product and pocket the money. The pusher’s emphasis is on the temporal and immediate – “What can this person do for me right now?”

Magnets are different. Magnets see people more like untapped reservoirs of knowledge, ideas, passions, dreams and connections – particularly if they can sense “fellow” magnets. When you’re operating as a magnet, you use what is within your power to bring people closer to you.

Magnets take a long view of nearly everything, especially people: “Where might it lead to have a friendship with that person?”

Radically Generous Entrepreneurs trend “magnetic.” They will pull people toward them with selflessness, clarity and knowledge. They will not push or manipulate people around them into buying a product, nor will they waste time with idle chit-chat. When meeting people, a Radically Generous Entrepreneur asks intelligent questions. They don’t ramble about the weather, grumble about politics, or prattle about sports scores.

You won’t learn how to scale your business in this book. The chances are, however, that if you follow what it teaches, your tribe may well do a lot of scaling for you. Throughout our time together, make a point of remembering these three overarching principles:


• Remain Selfless

• Communicate Effectively 

• Share Knowledge, Get Power


Adopt this mindset, conform your actions consistently under it and you can’t help but turn the people around you into your own unpaid sales force. Magnetic people tend to have one or more of these priorities: Depth, Confidence, and Preparation.

Depth

I wouldn’t have described myself as “shallow” back in my early days (who does?). It was anxiousness to “get something going” that drove me to move faster than I should have. The longer I did business through relationships, however, the more of a distaste I had for the transactional “pusher” way of looking at people. I accumulated a wealth of experiences, positive and negative, through networking and connecting with people. I wanted to make sense of why they’d succeeded or failed but couldn’t find the words or intellectual substance to do it.

I’ll just say the anxiety and hurriedness functioned as a barrier to the “deep end” of business. I lost patience I’d previously had for people, and the rate at which they make decisions. It made me a prime target for the sales “guru” sharks that promise if we just spend one more fistful of money on their next training program, we’ll find that elusive “shortcut” to become the next Grant Cardone or Zig Ziglar. I’ve been there and done that too; no matter how closely I followed their instructions or implemented their advice, I couldn’t force value to be created.

When you get down to brass tacks – it’s embarrassing to admit this—I spent several years either not knowing how or not caring enough to get below the surface with people, and it showed. The marketplace exposes this; I think it’s why most businesses fail. Some still fail despite being genuine and thorough, and many are too shallow to deserve their success. In the end, however, I think the shallows is where most businesses live and die. The deep end is where both risk and reward are greater.

Thus, we mentor members of the Business Beyond Business Mastermind toward a monastic heart because it is the best antidote for anxiety, depression, envy and the antiquated “cutthroat” business mindset. It’s hard to become embittered in the pursuit of something you’re not emotionally attached to in the first place.

Certainly, in the 17 years I’ve been a Christian, I’ve seen over and again how postures of surrender and sacrifice render blessings I never saw coming. My marriage came as a direct result of my decision to remove myself from the dating pool. My private liberal arts degree, valued in 2010 at around $120,000, was paid for in full, plus a salary and stipends, by the U.S. taxpayer. I chose to sacrifice my 20s, up to and including life itself, for flag and country.

In 2012, I sacrificed my dreams of being on the radio airwaves and accepted a position selling insurance. Long before that season concluded, I could already see how ill-prepared I’d been for building relationships. I knew how much better I’d become by forsaking what I wanted first. It ended up being my #1 skill – connecting people and adding value to them. No wonder God did not grant my request at the time!

A unique feature of our mastermind is something we call “Discipleship Coaching Calls.” We call them this because we believe, as my friend Daryl Murrow says, “People don’t have business problems. They have personal problems they bring into their business.” I spend much more of the time on these coaching calls helping people interpret their soul troubles and circumstances than their bottom lines or marketing strategies. We give and receive value in the form of depth – because that’s where ordinary people become extraordinary, when change takes place from deep within.

My friend Ron Carucci, an acclaimed TEDx speaker and corporate consultant said, “It’s impossible to scale a business without crystal clarity on your business’ identity.” If that’s true, how difficult would it be to see your business’ identity when you’re sidetracked by issues of your personal identity? You don’t need to look far to see that everyone, in the Kingdom of God or not, suffers an assault on who they are from the world we live in. 

Know Thyself

The ancient Stoics told their disciples to work on themselves. I spent much of the past season writing and re-writing this book while working on my own spiritual mindset. This was to be able to help you with yours. Somewhere it says, “Remove the plank from your own eye, so you can help your brother remove the speck from his.” I hired coaches, joined masterminds, read books, listened to podcasts and watched videos. I became curious about philosophy, wisdom, classics … and of course, the Word of God, filled with foresight and brilliance we simply don’t have. These are my “nerd out” subjects; when people are confused about them, I field the questions.

To “know thyself” simply means to take ownership and accountability for all thoughts, assumptions, fears and misunderstandings you have about any given subject. Then you discard or set them aside to receive new ones. To be a Radically Generous Entrepreneur requires submission to process that doesn’t really have an “end point.”

To know yourself, you allow the marketplace to “react” to you. You take the risk that they reject you, ignore you, laugh at you, mock you or outright oppose you. Only then will your subconscious beliefs come out into the open; only then will you be able to take authority over them and make that critical choice to grow and mature.

I found the pessimism and cynicism I nursed in the insurance business came from misinterpretation of the market’s reaction to me. I was so anxious to get to the next level, break sales records, achieve financial independence and then “take it easy,” I bypassed a boatload of opportunities to connect with people at a soul level. Happy as I am to have left the business, I occasionally wonder how different things could have been if not for anxiety. I enjoyed mediocre success, based largely on clients’ convenience and price. It meant I also remained on a hamster wheel, chasing replacement business. Even some of my best clients never felt a moment’s hesitation at dropping me when the going got rough. 

Over and again, the market’s reaction revealed that depth was missing from building relationships and creating information products. It’s a pity it took so long to see it.

Confidence

Confidence doesn’t come naturally to people. The good news is it’s not because of genetics. Confidence is a skill set, a muscle that can be trained, grown and molded, particularly through coaching.

My friend Kevin Aillaud goes by the moniker the “Alpha Male Coach.” Smoothly spoken and casually vulnerable about his story, Kevin’s command of mindset and interpreting the world is exceptional. He teaches men to cultivate their “inner alpha,” characterized mainly by confidence.

“Freed from psychological fear, you see order and chaos both as normal,” he told me in an interview. “The natural mind freaks out in the presence of chaos and takes order for granted. But for the alpha, our value comes from existence itself, rather than selfish, political, mob or group interests. When we overcome the illusion of scarcity, we realize that fear is just an emotion in our minds, an illusion.”

In other words, if you don’t walk around with fear in the first place, you have nowhere to go but up. Kevin continued, “Liberation from fear of people judging you is never weakness and always strength. When you let fear of people’s opinions go, you’re free from it and flooded with confidence. You’re honest, you want people to judge you, because you know that their judgments reflect nothing whatsoever on you.”

I had confidence left over from my military experiences in my twenties, but the anxiety and tension of my first insurance job eroded a lot of it. I went into both of my subsequent insurance positions driven by a voice that labeled me as “useless” without high sales volume. My internal lower self, the flesh, repeated and dwelt on it daily.

It took time to let go of this rushing, hurrying spirit. I now address it by name: The Spirit of False Urgency. Confidence in business (or anything else) simply has no room for this. If you’re always in a rush, gunning the engine to try squeezing in the last few sales at the end of the month – you’re driven by anxiety, accusation, shame, fear and scarcity. The irony? You’ll get the opposite of what you pursue.

By contrast, Radically Generous Entrepreneurs execute on a schedule of diligence and thoroughness. They’re thoughtful before and after the working day, because they aren’t rushing to try and capture as much of the market as they can. They see work as an important component of life, but not the “be-all and end-all.” Workaholism is rampant in the Western entrepreneur class. It reflects deep-seated agreements we make with anxiety.

Preparation

Former president Ronald Reagan is famous for saying “Tear down this wall!” to Mikhail Gorbachev; for his speech after the space shuttle Challenger disaster; and for his quip during the 1984 debate promising not to hold his opponent’s youth and inexperience against him.

Not much is said, though, about Reagan’s skill at preparation. If people understood how utterly prepared Reagan was, they’d have insight into why he was so successful at connecting with Americans. His two consecutive landslide elections should remove all doubt, especially his re-election where he won 49 states and 58% of the popular vote.

To understand President Reagan, consider his career experience as a radio sports announcer, a B-movie actor, a Hollywood anti-communist, a speaker/trainer for General Electric, and, of course, governor of California. Reagan had spent a lifetime in front of audiences of all kinds, speaking and persuading. This means he spent even more time rehearsing. He learned from the way audiences responded that confidence is a huge by-product of extensive, detailed preparation. 

Entering politics, Reagan saw that humor and wit made fantastic tools for retaliating against his opponents. He began scripting comedic observations into his speeches. By the time he was elected president in 1980, he was already well-known for simplifying complicated arguments into one-liners. On the Johnny Carson Show in 1978, he quipped: “How come when we spend our money, it’s inflationary, but when the government spends our money, it isn’t?”

Throughout campaigns and in office, Reagan was known to spend hours rehearsing jokes and speeches. He became “The Great Communicator” because he was prepared. He was forged in bringing characters to life on radio and on camera. He was shaped and molded in ideological struggle, competing for the hearts and minds of American voters.

Shyness, anxiety, or plain preference for solitude may give you a shortage of natural charisma, but nothing can stop you from preparing to move with confidence in the marketplace. As Seth Godin reminds us in his book, This Is Marketing, “We don’t remember what we hear. We don’t remember what we see. We don’t even remember what we do; we remember what we rehearse.”

Punxsutawney Phil

Although Ned Ryerson remained a pusher throughout Groundhog Day, the main character, Phil Connors, became a magnet. Despairing of his long season re-living the same day over and again, Phil turned to improving himself. He learned the play the piano and ice sculpt. He became appreciative of beauty through poetry and music, helpful to his fellow man and gave the broadcast speech of his career in narrating the groundhog festivities.

In the final scenes, Phil’s magnetism took over the entire town of Punxsutawney. After a dazzling piano solo at the community hall, a parade of townspeople grateful for his good deeds interrupted throughout his dance with Rita, his love interest. You could sense her attraction and interest in him skyrocketing as the layers compound, to the point that she spent every single penny in her wallet to bid on him at the bachelor auction.

Phil got auctioned off to Rita, fell in true love with her, and they woke up to February 3rd. Self-effacing, self-sacrificing, generous and vivacious, Phil overcame his shallow, snobbish, self-centered beginnings. He discovered, as my old pastor Shane Rogers said, that “The meaning of life is a life that has meaning.”

That’s what it means to be a magnet instead of a pusher. You see people all around you as worthy of your time, attention and support, because they exist. You bestow upon them, as my mentor Morgan Snyder says, “The miracle of validation.” You develop a monastic heart that celebrates solitude, meditation, growth and appreciation for the world as it is. You become a natural leader with a servant’s heart, courageously endowing people around you with value and inspiring them to reach beyond their current state.

Be a magnet, then. Watch that account fill to overflowing. You’ll be amazed what happens.



CHAPTER 3

Golden

(Pro Bono Publicity)

My father always kept a copy of Dale Carnegie’s book How to Win Friends and Influence People in his library. I remember reading it for the first time as a teenager, fascinated with its insight into our condition. This quote always stuck with me: “We are interested in others when they are interested in us.”

Learning this lesson in face-to-face networking created a deep wellspring of opportunities. Understanding that our technological age enables us to do it globally is a game-changer. You can “scale” networking by showing genuine interest in people with a slightly more formal and private setting … and then create value for anyone and everyone with an internet connection or a smartphone who wants to watch or listen.

It took me years to understand this, but once I did, the dividends started racking up – and kept racking up.

Shameless Self-Promoter

Back in my radio days, I got the chance to chat with the then-program director (sorry to say I’ve forgotten his name) of KVI AM 570, while interning on the John Carlson Show. Our conversation was about the possibility of becoming a talk radio host. This was during the rise of Glenn Beck, and my friend (the program director) told me something about Beck that stuck with me: “He’s a shameless self-promoter.”

Years later, I was trying to think of a new Facebook post for the day. That phrase came back to me. But this time, I had a matching photo – a candid professional still taken during a shoot with my friend Brian Pettepiece. It was me sitting at a desk, talking excitedly on my cell phone. I had just the right cheesy expression, captured in the middle of an uproarious laugh. The caption matched perfectly with big, bold white letters like the ones used in contemporary memes: “Shameless Self-Promoter.”

My audience loved it. They knew I was making fun of myself. By this point, my marketing was more other-centric. I still made use of a charismatic connection with people, using a tongue-in-cheek swagger they found endearing and entertaining. Little did they know, I was a recovering used car salesman.

The truth is we don’t have to look or sound like the sleazy car peddler Simon in the movie True Lies, to be used car salesmen. The problem with stereotypical used car salesmen is they’re broke and desperate for money. To compound the dysfunction, their average customer is usually broke and desperate for money. Having personally been the broke, desperate, unemployed youth on a lemon lot signing paperwork to enlist as a debt slave, I know that these salespeople work in the spiritual equivalent of a black hole. Sadly, there are many sales occupations with only slightly better pay scales for broke, desperate people.

I could be every bit the used car salesman, even if I was better dressed, clean-cut and more articulate in my speech. The problem we really have with this caricature is his mentality, not his external cheesiness. But I digress.

Used correctly, publicity is a powerful tool. Many of the people in the Business Beyond Business Mastermind are powerful, influential people you’ve never heard of. They understand publicity is best exercised on behalf of relationships they seek to build. The worldly culture has this backwards; they think it’s a shallow method of glorifying and hyping people beyond their ability to perform. That might be true for the celebrities being amplified, but for the ones doing the publicizing, it’s an extremely valuable skill set.

If you want to see a real-life story of how this converted to success, I recommend Omar Elattar’s channel, “The Passionate Few.” Motivated by a break-up with a girlfriend who was obsessed with Grant Cardone, Omar went on a mission to get an interview with Cardone. He landed it, which he used to parlay into his own interview channel. That led to interviews with billionaires and mega-influential executives, and Omar now coaches people on replicating his success at $10,000 a pop.

I didn’t understand any of this when I started my first podcast in 2010. Drawn to the celebrity and influence wielded by men like Rush Limbaugh and Sean Hannity, I started imitating their format and on-air antics. I became well-versed in conservative ideology, and I have a good radio voice. But I had no clue how to find good guests or sponsors. I didn’t know how to get my content in front of program directors. It never occurred to me to network. I had vague hopes someone on the internet would find my show and then share it with someone looking for new radio or podcast talent.

The proliferation of content around “one person’s opinion” has changed. People still want to hear expert opinions from professionals and influencers, but the traditional marketplace lost its power to curate them when the internet came along. That presents a new problem: how to persuade complete strangers of your expertise, mainly through cyberspace – while thousands of other voices are competing for it.

Radically Generous Entrepreneurs prove an exception to this trend, because they know who they serve. As my friend Luis Diaz pointed out, top podcasters like Tim Ferriss and John Lee Dumas “over-delivered like crazy” long before anyone knew their names. They created significant value for people by drilling deep to identify specific client avatars. The theory, since proven, is once you know that ideal client well, it becomes very simple to meet or exceed their expectations. Naturally, this led to high demand for both guests and sponsors on their shows, for which they now are free to charge confiscatory rates. Prior to that, however, they did it for free.

When you meet a Radically Generous Entrepreneur like my friend Jill Davis of Alaska Woman Consulting, you’ll notice she cares more about over-delivering on her content to her audience than multiplying audience members. That’s why she invited me, despite my miniscule audience, to participate in her 2019 “Calling All Rockstar Entrepreneurs” event, when she normally searches for influencers with lists in excess of 5000 people.

He Doesn’t Know … But He Knows a Man Who Does

In 2017, I resurrected my old podcast, “The Knightly Show with Paul Edwards.” It was fun to be back behind the microphone, but I soon realized no one was listening. It wasn’t long before Vince Del Monte pointed out that my podcast had nothing to do with my book. It was time to scrap “The Knightly Show” for a title that was analogous to what I was pitching.

You’d think I’d have learned my lesson, but I went on to consult myself and no one else (again) and renamed it “The Golden Rule Marketing Podcast.” This made things worse. It was as vague to everyone (except me) as the previous title. It also didn’t sync with the name or nature of my book. Vince nuked this during one of our mastermind meetings. He told me to call it “Influencer Networking Secrets.”

Also obvious to everyone but me: nobody knew who I was. I was uploading content to YouTube and LibSyn, still in a fog about why nobody watched or listened. Vague recordings about vague concepts by a vague figure offered to vague customers in a vague hope of a vague idea of success on glutted content platforms, ten years after the prime time to become dominant on them had passed.

It took a spell to figure out there had to be a different strategy for my personal media platform. Eventually, I saw in it the symbol of what made me strong during in insurance – I was strong because of who knew me. I was strong because of my relationship to God and the goodwill accounts I’d filled with clients, referral partners and associates. An interview platform, under such auspices, was perfect to continue playing that game at a higher level. Views, likes, comments and shares got set aside as performance targets.

Thus, I maintain my strength comes mainly through who knows me. Instead of trying to control the marketplace and get them to do what they never will, I focus on crafting questions and conversations that affect and impress the guests. Why? Because, as Jayson Gaignard said, “Amazing people get more amazing with time, and amazing people tend to know other amazing people.”

You can either be an expert at something and add value through your knowledge, or you can add value through your honesty by admitting you’re not an expert. I realized my strength was in not being an expert. If I had “expertise” at all, it was in making friendships with experts. Most of the time, I’m sorry to say that I don’t know the answers … but most of the time, I’m glad to say, I know someone who does.

Despite all this failure, you can’t lose by creating your own interview show, even if you suck at it. That’s not because you’re an undiscovered ratings star; quite the opposite. Whether or not your occupation lends itself to doing this, interviewing is one of the best ways to make friendships and allegiances with people – especially if they’re on the trajectory of becoming powerful and influential. These conversations usually bring about a deeper connection between the host and the guest … but they also bring listeners into that connection. 

Luis Diaz

Luis and I became fast friends through Vince Del Monte. He owns Podcast Domination, a concierge service for podcasters. Outgoing and generous, Luis brings massive knowledge about the power of audio to “scale intimacy,” which is critical for any expert, coach or service-oriented entrepreneur. 

During his interview, Luis gave a very practical set of questions from Andy Stanley to use for recording an interview. If you can remember them when you’re interacting with someone, you’ll become worth your weight in gold.

1.	What does the listener need to know at the end of this conversation?

2.	Why do they need to know this? Why is it important?

3.	What do they need to do at the end of the conversation?

4.	Why do they need to do it? What are the consequences if they don’t?

5.	How can I help them remember this?

When I used these to reverse-engineer interviews, I realized Mr. Stanley had codified the structure of some successful, meaningful and productive face-to-face conversations I’d had. Luis was now using the same method I’d already stumbled on when paired with the right person in networking.

Vegas Odds

One such example: Cameron Wilson, a commercial real estate agent with the Rants Group in Olympia. In 2015, he relocated from a decade in business in Las Vegas, a drastically different commercial market. Our mutual friend Martha Wagner introduced us. When he joined my poker game, we nicknamed him “Vegas.”

The best part of our conversation was helping Cam orient himself to the business culture in Olympia. He was shocked by the casual reticence and zero-sum communication he’d experienced while getting his feet wet. I told him what I’d learned; there simply isn’t much mileage in cold calls and transactional marketing here. You either take time to get to know people and exchange value or make phone calls to people who don’t pick up so you can leave voicemails they don’t listen to.

I convinced Cam to “circulate” through the business community. It became a fantastic source of recurring and expanding business. By 2017, he’d taken up public speaking, touring from one civic club to the next to promote the renewal of downtown Olympia through several projects, including those of his competitors. Embracing the network culture paid off. It established him as a commercial real estate powerhouse.

This conversation answered almost all those questions Luis provided. Cam knew:


• His most important task

• Why he needed to know it

• What he needed to do as a result

• Why he needed to do it

• The consequences if he didn’t do it


Remember the Context

Because we’d just met, I emphasized tactics to Cameron. Luckily, he turned out to be a kindred soul with a long-range mindset. Bear in mind as you read this, people are imitators of the first order. In many cases, if you give a practical tip without a philosophical underpinning or the context in which it’s used, you’ll end up with snarky feedback from frustrated listeners who went out and imitated your tactics. If they backfire, they won’t blame themselves.

My mentors John Eldredge and Morgan Snyder discussed this on the Ransomed Heart Podcast. They minister to Christian men. They make heavy use of analogies from traditional masculine activities like hunting, fishing, sports and rock climbing to engage their audience.

Over time, they observed the lifestyle they lived wasn’t necessarily replicable for men in certain stages or circumstances of life. Listeners with physical handicaps, limited means, consuming family responsibilities or adverse circumstances like divorce, death or incarceration couldn’t ride horseback into the mountains to refresh their souls. On one such episode, they acknowledged this by encouraging men to differentiate between the mythic and specific aspects of calling. For me, this meant relinquishing my specific dream of being a radio talk show host without scuttling my mythic calling of “Communicator.”

In other words, it’s important to avoid precluding people. Morgan said, “A lot of people latch onto a particular activity, or style we have of doing something, and the first thing they do is rush out and try to replicate it without any background or context. When it doesn’t work the way they hope, they get frustrated and write to us in anger or disillusionment. That couldn’t be further from what we’re after in sharing what we do.”

Such is the spiritually hollow era in which we live, but it’s also a wise defensive posture against being misinterpreted and dismissed. The same principle holds true if you endeavor to interview people – you want to review a guest’s practical (how they do what they do), usually after you have discussed the philosophical (why they do it).

I’m all for the discussion of tactics, if they’re helpful in illustrating a point. Entrepreneurs are on the hunt for results, however, so let’s not kid ourselves. Our audience is typically comprised of “Type A” personalities with control-freak tendencies. If you’re not careful, you can end up over-promising and under-delivering, and it won’t take long for word to spread.

The Secrets of Interviewing Influencers

There could be confusion from the title of “Influencer Networking Secrets,” my interview show. You can interpret it as “the secrets of networking with influencers,” or as “the secrets of how influencers network.” But the two are parts of the same overall sequence, and the interviews are meant to demonstrate that.

As I kept interviewing, the combination of what I learned from Luis and other great podcasters – John Eldredge and Ransomed Heart, And Sons, Become Good Soil, The Empire Podcast and Seth Godin’s “Akimbo” – helped me improve. My structure and organization, preparation and attention to detail and research skills got better with each pass. My guests became more varied and diverse, and the numbers began to catch up.

The questions eventually dug deeper. You go from asking a guest, “How do you do X, Y, Z?” to “What motivated you to create this approach?” Sometimes you restate the question if the guest doesn’t pick up right away on where you’re going with it. I always seemed to find the richest and most nourishing elements of the conversation when we discussed their background. You begin to see the contextual “well” from which they draw inspiration or energy.

In early 2019, I interviewed Summer Peterson, author of The Sexy Diet, which finished the previous year as an Amazon bestseller. Though barely acquainted, we had a fantastic discussion leaning into the psychology and mental dexterity required to change your eating habits and achieve the physique you desire. It was a summit of the first order. Both masculine and feminine perspectives found common ground to add merit to the proper approach to weight loss.

Around that time, I also had a terrific conversation with Daryl Murrow, a friend and mentor in Olympia. We talked about his journey as an entrepreneur from anxiety attacks to business breakthroughs. His casual vulnerability and radical accountability for self-imposed isolation, anger and bitterness are exactly what today’s entrepreneurs need to hear.

Do you see how understanding and relating to the subconscious, unspoken motivations and fears of your fellow human beings holds so much power? As you’ll read in a later chapter, copywriting makes extensive use of the same strategy. Speak with empathy to what is going on behind the listener’s well-constructed façade, for that is where decisions are most heavily influenced, if not automatically made.  As Jesus told us in Mark 4:22, “Whatever is hidden is meant to be disclosed, and whatever’s concealed is meant to be brought out in the open.”

This isn’t as difficult as it might seem. For one thing, you already have yourself to use as a reference tool. Look deep within yourself, and ask … “Why do I do this?” Don’t settle for the shallow answer, “Force of habit.” If it’s from routine, then why the habit? Did someone teach you? Did you accept it as “sufficient” from them? Did you perhaps interpret it as the way to respond because of something that happened long ago? (That’s how many people get stuck in the rut of doing the same thing over and over, expecting a different result).  By doing this, you on-board the same curiosity I exhibit in interviews, which really gets guests talking.

I used to call one section of my seminar “Carnegie’s Critical,” and perhaps now you see why. Sincere interest in people, in how they think and what matters to them, will prove one of your most unforgettable traits. That’s why I say that it’s “who knows me” rather than “who I know.”

If you ever have someone tell you – in a non-romantic way – “I’ve never met anyone like you,” don’t let go of that. Ask them why they say that, what makes them feel that way. It will cue you into what God is up to with your life.




CHAPTER 4

The Inroads

(Not-for-Profit IS For-Profit)

I want to tell a few personal stories where simply not understanding the connection between nonprofit work and entrepreneurship became awkward and embarrassing.

It was the summer of 2014, and I was the newly minted president of the Olympia-Tumwater Subchapter of the Association of the U.S. Army. We were looking for a temporary venue for our board meeting. Our usual hosts said they had to use the space for the entire month.

The Liberty Mutual office was in the ReMax/Parkside building in Tumwater. I’d struck up a casual friendship with Jim Bennett, the owner of the building. Jim also worked in the building, as the designated broker of Re/Max Parkside. I mentioned in passing, during one of our hallway chats, that we were looking for a place to hold our meeting, and he volunteered the upstairs conference room. I was delighted, as it had plenty of space with desks and chairs.

I’d been talking about AUSA wherever I went. We needed funds and awareness of our mission to support the 17th Field Artillery Brigade. There was a lot of interest in joining us for the first board meeting where I was serving as president, and we probably had 10 extra people converge on the meeting.

It was exciting to see many enthusiastic faces, but I wasn’t ready at all. Some people mistook it for a networking group and placed their business cards and flyers in front of every member present. Others were there, I would guess, because I had a reputation for leadership and making things happen … perhaps they were intrigued to see what we were up to.

It really didn’t matter, because I knew nothing about standard board meeting rules, including who could vote on motions made. So, whenever there was a motion for consideration, there were all kinds of people saying “aye” who had no business doing so. I hadn’t taken time to explain it, but I knew it was wrong as soon as I heard the voices.

I labored for a further two years in presidency of that subchapter before reaching out to Tina Torfin in the neighboring Lacey subchapter, to merge. We were on the verge of bankruptcy and hemorrhaging volunteers; it was time to come clean and admit I didn’t know what I was doing. At the time, it felt like another compounding failure next to marital and professional difficulties. One more dagger of accusation, showing how I couldn’t get anything done. Nonprofits and volunteer associations are always famished for new blood and cash flow. Personally, I don’t recommend volunteering in executive leadership until you’ve been with one for a few years and have some idea of how they work.

Another Embarrassing Story

That same year, there was an invitation to parents of students at Evergreen Christian School, where my eldest son was enrolled. It was to attend the school board’s meeting to hear about a proposed curriculum change. Somehow, from the way the invitation was written, I inferred that there was an opportunity for people to volunteer to serve on the board. (In point of fact, it said no such thing.)

I leapt at the opportunity to be at this meeting because I wanted to meet people and get involved. A friend of mine was already serving on the board. I went to that first meeting, stayed until the end, and everything seemed hunky-dory. Then I went to a second meeting and participated in discussions through to the end.

You can imagine the offense I could easily have taken when I got an email from the board president asking me not to return and regretting the communication breakdown. I honestly thought they were looking for parents to participate with the board on an ongoing basis, and I was ready and willing to do it. If you feel embarrassed reading this, think of how embarrassed I was to write it!

No one “teaches” you this stuff if you’re unfamiliar with it. Think of the fallout, however. Polite and kind as the ECS board members were, I’d set myself back further in building relationships with them. Now I would have to overcome the hurdle of looking rather amateurish and salesy, in addition to finding ways to make myself useful in the future.

Bankrupt without Love

In a powerful interview for Influencer Networking Secrets, my friend Cameron Hall discussed one of the main problems with retreats, seminars or networking opportunities offered to entrepreneurs. It’s common, unfortunately - the tendency to make their entry fee and their attendance the only contribution.

With everything we’ve learned about how entrepreneurs get paid to solve other people’s problems, would you agree it’s a disservice to muster a bunch of them in a room somewhere and not engage their talents? This makes “shallow business” shallow, after a while. Startup entrepreneurs, who don’t have gobs of disposable income (or time) to contribute, can end up feeling like “takers” – or worse yet, “nobodies” because they spend money and time to simply “get information.” 

Standard networking groups have a similar issue. As I grew and honed my skills in Olympia, I observed the problem: we’d show up week after week, pay money to eat lunch, listen to the same 45-second commercials from the same 20-40 people, then we’d hear the same predictable six-minute “business spotlight” featuring one of the same people we’d already heard it from.

I don’t mean to paint my former activities in a negative light. I enjoyed them, but I found they each had an expiration date. Unless you can think on your feet to transcend the limitations of networking groups and masterminds, you’ll quickly decide they’re a waste of time. If your aim is to grow beyond mediocrity, you won’t engage … and it will do you no good.

A Ravenous Market

Business networking could add tremendous value to participants with this component! For one thing, ongoing partnership with nonprofits gives younger, more inexperienced entrepreneurs a chance to learn about how they work. Dummies like Paul Edwards wouldn’t walk into board meetings acting like they own the place.

Most of all, networking becomes vacuous and predictable because it’s all “take, take, take.” There aren’t opportunities for people to bring value and effort in service of others. Is it any wonder networking groups so frequently dwindle down to just half a dozen people showing up for breakfast? Very few people can “just keep showing up” to a recurring parade of shallow self-interest.

The B2B marketplace is ravenous for meaningful relationship-building. There might not be an established science of how to do this, but entrepreneurs know it when they see it. There isn’t much of a cap on their appetite, either. The challenge is that it’s difficult to communicate the value in a single set, especially short-term interactions like billboards or social media advertising. You need something more like an invitation into a fellowship of Radically Generous Entrepreneurs.

Camaraderie multiplies when you get Radically Generous Entrepreneurs working together. They will stick with a group’s mission long after everyone else has disappeared, and they won’t walk away or disappear without at least fulfilling their commitments and trying to pass on what they’ve learned. When you meet such a person in a nonprofit context, their objective will never devolve from the nonprofit’s agenda into their own private business one.

Play It Again, Sam

My relationship with my biggest insurance client comes to mind. In 2015, I was in a circle of people at the Lewis County Business Showcase in Chehalis, Washington. The topic was public speaking, and of perhaps 10 people taking turns sharing their feelings on the subject, I was the only one to say, “I love public speaking.”

Melinda Wilkes, who owns a janitorial business and organized the event, stood next to me. She immediately grabbed me by the arm and said, “Good, I’m glad you like public speaking, because you can finish doing the raffle prizes for me.” Within moments, I was in my element, standing on the stage and raffling off prizes in my radio announcer voice. I suddenly had ten times the eyes and ears on me as I’d had 20 minutes earlier, and everyone knew who I was. (Write this down ↑ … this is how you scale networking.)

Three weeks later, Melinda sent me a note asking if I’d be open to emceeing the Miss Lewis County Pageant. I had zero familiarity with the Miss America program, but I accepted without hesitation. I knew enough to know that willingness to provide for one of Melinda’s needs led to me providing for another. I also knew, subconsciously, that providing this need would lead to more opportunities to connect. (I’d gone from an audience of 10 to an audience of 40-50, and now I’d host an audience of 250-300 people. Complete with tuxedoed-Bond photos of me surrounded by beautiful pageant contestants. You see how this works?)
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With the 2019 Miss Thurston County contestants and Brielle Bryan (wearing crown), Miss Thurston County 2019

The second year I played this role, my cohost was Samantha Styger, an executive vice president of the Line-X Corporation and co-owner of the Twin Cities Line-X franchise in Centralia. She learned of my occupation just as her current insurance relationship deteriorated. Over the next nine months, she moved a massive $100,000-premium empire under my care at Insurance Services Group. Sam became, dollar for dollar, the most valuable client I had during my six years in the business.

People’s charitable and community causes are inroads for you to deepen relationships with them. You can donate money, time, labor, or acquire resources on their behalf to simplify the ever-present difficulty of volunteer organizations. It sets you apart in the eyes of your friend who sits on the board or serves as a volunteer. As my mentor Jonathan Garrick said, “You’re either in the business of making relationships or breaking relationships.” Nonprofits provide you ample opportunity to do both, sometimes at the same time, and with no sales agenda.

Cameron’s Interview

One reason our meetups include mandatory days of participating in charitable or nonprofit events together is because of what it facilitates between attendees. In the interview, Cam was the first to put his finger on it. “Anytime I go to a business event - a conference, a retreat, etcetera,” he told me, “I never leave feeling full unless there’s opportunity for helping someone else who can’t pay it back. I go to events and I take a lot away, but nothing like what I can depart with if I leave something good behind.”

In planning our meetings, I tell my team, “There’s no point doing this if we only help ourselves and each other, who already can afford to attend. I don’t want our attendees to leave without feeling both that they were impacted by what we teach and that they made an impact by what they did.” It’s loosely parallel with Adam Smith’s law of capitalism – there’s no exchange taking place unless both parties benefit.

I told Cam the story of how I first volunteered in the community, back during my earliest days at Liberty Mutual. I got recruited by Jackie Ashley, then serving as president of Rebuilding Together Thurston County. We got assigned a repair job on a home in the declining town of Rainier, Washington. Our work for the day was to help with yard and exterior maintenance for an aging World War II veteran and his wife, who couldn’t afford the repairs the home needed.

I lugged my personal gardening tools, shovels, weed eater and old pickup truck down to their home. It was tidy, as you’d expect from that generation, but clearly falling into disrepair. Our group of loan officers, insurance agents, contractors and realtors spread out over the property. I did mainly weed eating until the call went out for some fresh gravel in the driveway. The elderly husband was confined to a go-kart, like you’d see for disabled customers in grocery stores. We needed to smooth out the space between the ramp leading up to their deck and the driveway with gravel. I drove to a local lot and picked up a cubic yard.

I spent the rest of the time shoveling gravel out of the back of my truck, which “paved the way” for some great conversations with other men who helped me. You can imagine, as an Iraq veteran, the privilege and honor I felt at helping one of my combat forebears. As the old man shook my hand and said, “Thank you,” I replied, “No, no. Thank you. Thanks to you, I grew up speaking English instead of German.”

Participating in that work fomented the free exchange of information and value. It came through casual conversations done over simple tasks, with no expectation of pay or reward. It helped me drop the salesman facade and focus on the humanity of people I worked with. This is one of the most disruptive questions we put before candidates for the mastermind: 

How would you feel about going to a mastermind dinner where you guaranteed a minimum of a $100 tip for the wait staff regardless of how well they did … and on top of that, your fee to attend went to the restaurant to send the wait staff home two hours early with pay, while you and the other mastermind guests donned aprons, washed dishes and mopped floors?

It isn’t a very popular question. Many are baffled by our removal of the meritocratic element. Out of every 75-100 applicants, we usually get two or three who understand what we ask. I’m going for the heart of the matter. Many speak of “what’s really important in life,” or say things like “it’s not about the money,” but we’re after someone different altogether. We’re seeking someone possessed of and skilled at earning plenty of money. That person must also be totally unattached to and unfettered by it. Short of devolving into sheer waste, we walk the fine line of radical generosity.

There’s nothing to gain by second-guessing the replies we get, or the people who make them. It just begs the question in my life, “Do my actions line up with that reality?” Knowing full well that entrepreneurs need, want and intently pursue earning their own money, just how far am I willing to go without getting paid and/or publicized when I do what I do?

The answer means a lot. Jayson Gaignard says that you can be stripped of everything – your business, your property, your portfolio, even your freedom. But you - and only you - can lose your reputation and your relationships. 

That’s why our members regard a few hundred bucks for an on-the-come tip and an entry fee to wash dishes as a drop in the bucket. They’re not even thinking about the “money on the cheap” mathematical model – making a small investment so they can earn it back at 10 times the rate. They’re seeing with Kingdom eyes; they know radical generosity paves the way for massive reward in every dimension.

Epilogue at Evergreen Christian School

Now back to ECS, where as a novice networker, I’d made a fool of myself by self-nomination to the school board without their vote. Or the people’s vote. Or anyone’s vote, for that matter. The only person I consulted was myself.

The good news? My mistakes didn’t stop me from building a great relationship with Talia Hastie, the school’s marketing director and president of the Washington Scholarship Foundation. This woman is a jewel of the Kingdom. She’s on the board of regents for Northwest University, and she is a huge relationship-builder who speaks the language of exchanging value fluently. We started helping each other from our very first meeting. 

The first shot Talia gave me was to speak at the school’s 2014 Veterans’ Day Assembly. I leveraged my role in AUSA to procure an honor guard from the military base. I made a slide show with photos from Iraq and gave a talk to students about my experiences deployed to the Middle East. I later joked with my pastor that it was the first time I’d ever worn the remote, flesh-colored head mic evangelical pastors are known to wear. This, I told him, “made me an honorary pastor.” It freed me to move about the stage and demonstrate some of the more physical parts of the story, evoking delightful laughter for which young children are known.

The event also included some professional photos, including one which captured me looking like a pastor, at the lectern, on a well-lit stage in business attire. Posting that picture to Facebook clued me in to the value of professional photography as a means of self-promotion. Do you see the value that you reap when you volunteer to do things like this?

That same year, I learned Talia was trying to procure items for the spring 2015 Visions Auction. I joined the procurement committee and discovered one item she sought was a tablet or iPad. I immediately recommended friends of mine working for Dell’s Military Program. They had a division assigned to reaching the local business community. I scheduled a meeting between Talia and Jessica Lugo.

That meeting went so well that not only did Dell donate a tablet, but Talia also invited them to bid on a deal to replace substantial portions of the school’s aging technology. This ended up saving the school at least $10,000 in projected expenses. Another entrepreneur I know, Matt Purcell, donated a free pest control inspection from his growing company, PCI Pest Control. Matt ended up doing some work for Talia, if memory serves – and got connected to several other Evergreen parents as well.

When all was said and done, I drew on good will from Jim Ladd, the senior pastor of Evergreen Christian Community (the school’s adjacent, overseeing church). For the launch of my first book, he recorded a 60-second video testimonial for the book, in which he said:

I’ve seen Paul demonstrate the power of his principles and live them out. They turn out to be very compatible with my faith system and the teachings of Jesus. One of them is this broad, simple idea that when you exist to serve others and give rather than take, and when your pour out your life, you just can’t out-give or out-produce the return on it. The secret is to give your life to others, investing and adding value to them. Paul gives very specific ways to do that, which bring value to people’s lives and businesses, and come full circle back to your own.

If your phone isn’t ringing and your numbers aren’t where they need to be, get out of the office. Reconnect with your best allies, find out what community projects they’re working on. Get on the phone to your network and make things happen for them. Then you can sit back and watch as God returns the favor and makes things work for you.




CHAPTER 5

Owning It

(How to Network with Dream Connections)

I have more embarrassing recent stories of mediocre connections with influential people to open this chapter. First, however, let’s just say the best way to practice for meeting a high profile or celebrity connection is to do it for “regular people” you already know.

Vince Del Monte’s name comes up frequently in this book. He was the first global influencer I tried this on. He noticed a lot of what I did, because I’d already done it for people with nothing like the influence he has, multiple times over. That’s why you’ll do better if you practice before trying with people in the position to elevate you.

Unfortunately, like me, you may need several rounds in the saddle before this really becomes second nature. I learned that from the events surrounding my interview with Craig Ballantyne, author of The Perfect Day Formula. We were in New York City for Vince’s 7-Figure Mastermind. He agreed to a video interview with me during one of the breaks.

If I’d paid attention to my own rules, I would have found a way to add more value to Craig before shooting the video. I’d have become, as I did for Vince, “living social proof.” Craig was gracious and helpful in giving the interview, but it turned out to be a “training environment” exercise for me. I had only a few questions prepared, only my iPhone with which to film it and very little idea of how to promote it afterward.

I wanted Craig to share and promote the interview, but totally forgot how regimented and planned his social media calendar is. I can’t blame him for not doing anything with it. Some might decry this as being too hard on myself, but it made me more thoughtful and strategic about my interviews. I don’t like to see you make the same mistakes I did if you can avoid them. Especially when you’re right in front of these people and “this is your shot.”

How to Network with Dream Connections

Radically Generous Entrepreneurs get invited to all kinds of events, especially soirees where high-caliber citizens and public figures show up. This is because the people who invited them know that their guests will not try to solicit or beg for business. When meeting such people, you’ll notice Radically Generous Entrepreneurs observe some or all the following rules, almost without exception:

1.	Be an Angler

2.	Keep Your Ear to the Ground

3.	Done-For-You Publicity

4.	When All Else Fails, Ask Them Where It Hurts

5.	Focus on the Farm Team

Be an Angler

As Sun-Tzu said in The Art of War, there are only two principal methods of attack: direct and indirect. In meeting prominent people, it’s almost invariably the latter. Politicians, CEOs, celebrities, and high performers network for business reasons, but hardly ever to transact business. It’s wise, therefore, to leave the credit card processor and the free samples at home. Be prepared to build relationships, similar to how you’d build a friendship.

One of my all-time best stories revolved around this very principle. In one 60-second encounter, I solved two big problems for two nonprofits where I served on the board. In that same interaction, I also gained clients and making a strong referral partner look good. Cameron Wilson, my commercial real estate friend from Chapter Three, invited me to a private fundraiser gathering for Bill Bryant. He ran unsuccessfully for governor of Washington State in 2016.

I suppose Bill would have been a great person to know, but I went there to meet John Setterstrom, chief executive of the Lucky Eagle Casino in Rochester, Washington. I needed to meet John because of the Miss Thurston County Pageant, which needed local “celebrity” judges. I also needed his backing for the benefit of the Lacey AUSA subchapter. We were organizing its first annual cigar and poker tournament. We wanted to have it at the Lucky Eagle.

I calculated if I could enlist John in being a judge for Miss Thurston County, I might be able to get his help with executive support for the poker game at the casino. Once Bryant’s remarks concluded, I walked up to John and said, “I’ve been trying to track you down. I’m on the board for the Miss Thurston County Pageant, and we want to recruit you as a judge for this year’s pageant.”

John’s face broke into a wide smile and he said, “That sounds fun! I’d be delighted. Here’s my card; email me and let me know the details.” It was the only time I saw him before the pageant. In our correspondence, I also brought up that we were trying to bring the poker game to the casino. I asked if he could help us in getting the venue donated.

He cheerfully agreed. After that, we had a beeline to negotiating appetizers, dealers and discounted hotel suites. The poker game was a tremendous success and a barrel of laughs. We had professional dealers, cocktail waitresses bringing us booze, and raised over $4000 for the soldiers and families of Joint Base Lewis-McChord.

Before attending events like these, the cardinal rule is to do your homework and prepare. It was risky for me, but I knew enough about John’s position to know he wouldn’t be interested in giveaways or discounted insurance rates. Playing at the CEO level reframes your priorities; if there was anything I could offer that John would have wanted, it was exposure and good public relations for his company.

Also, remember this entire masterpiece came from a 60-second conversation. I didn’t make pleasantries or chit-chat with John; I shook his hand and went straight to the point, leading with what was likeliest to matter to him. I could have started off with the poker game, but it would have taken too long. If you have an angle and a chance your Dream Connection will take you up on it, just get to the point and respect their time. It’s very likely their schedule is much tighter than yours.

Keep Your Ear to the Ground

Brittany Michalchuk, who I mentioned earlier, is a connector of the first order. Of everything she does well, Brittany understands the concept of being an unofficial “executive assistant.” She runs several influencer mastermind groups, mostly via Instagram. She facilitates introductions that help members get specifically what they need. It force-multiplies their revenue in the process. She’s able to intuit, anticipate or learn forensically what people look for … and then deliver with style.
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With Brittany Michalchuk and Marion Cain at the Vince Del Monte 7-Figure Mastermind, New York

“Everything is about who you know in business,” she said. “That’s how you gain a lot of opportunities. It’s how so many different things transpire. I place a lot of importance on it, and I spend a lot of time cultivating a network of powerful individuals. I don’t ask for a lot, I just add value. It inspires them to want to add value back to my life. I’ve been able to create phenomenal opportunities from it.”

Thinking about Brittany’s business model took me back to a “practice round” I had with this. Andy Ryder, the Mayor of Lacey, Washington, and I first met in 2014 during a trade show. We became friends mainly through poker and cigars. For the next four years, he occasionally mentioned an interest in having me handle his entire insurance portfolio. But for one reason or another, we never could schedule time enough to get it done.

By 2016, however, Andy became more serious about it. He was uncertain of the coverage surrounding his chain of Shur-Kleen Car Wash locations and personal assets. In the meantime, I’d become a member of the Glacier Gun Club, an exclusive, indoor pistol range in downtown Olympia. It was a man’s paradise enclave, built to resemble a speakeasy parlor, complete with a wall of private lockers and a ventilated cigar lounge at the back.

Over a business luncheon one day, Andy made mention of the gun club, and said he was curious to go and try the range with his collection of pistols. He couldn’t find the time, didn’t have a membership and didn’t really want to go to the trouble of making time to sign up. This was where I already had my ear to the ground.

“Hey, no problem!” I said. “I’m a member there, I can get you in on a guest pass. All you do is show up and bring the heat, and we’ll put some rounds down-range. If you have time and feel like relaxing for a bit, we can smoke cigars in the lounge afterward.” Andy had no hesitation in accepting. All he had to do was pick a time his schedule wasn’t filled and bring his guns. I paid for cigars and refreshment, we blew off some steam and had a relaxed chat about insurance over stogies.

It didn’t happen that day, but later, Andy became a client. This principle, in some ways, mirrors the next one: “done for you” is music to the ears of people with power and influence. Their days are planned for them, they spend most of their time in meetings, committees and boardrooms with piles of papers to sign and authorizations to grant. Their work usually involves solving problems no one else knows or wants to figure out how to fix. A mental marathon.

At any time, their brains are usually frazzled. Imagine their relief, and the price they’re willing to pay, if you can create and deliver solutions to their problems to them on a silver platter, particularly if it increases their top line.

Remember Jim Ladd, senior pastor of Evergreen Christian Church, from the last chapter? He reacted with similar pleasure and speed when I asked him (in the correct way) to endorse my first book. He was generous enough to grant a review of it. I, however, took a few bad swings before I realized he wasn’t responding to my follow-up because he didn’t have margin in his calendar to make it a priority. I should have known.

I sent Jim an email with about six brief excerpts from the book, along with a draft paragraph he could use either to film a video endorsement or make a written one. Two days later, I had a quality video endorsement from Jim. It’s still on my YouTube channel to this day.

Done-For-You Publicity

John Corcoran is among the best connectors in the world. In the 1990s, while completing his university degree, he networked his way to an internship as a speechwriter in the Clinton White House. Subsequently, he worked for California Governor Gray Davis, who was ousted by Arnold Schwarzenegger in the 2002 recall.

“It’s common for people to think too much about themselves and not about others,” John told me in an interview. “But if we focus more of our activities on delivering value for others, it will come back around to benefit us.” On his website, www.smartbusinessrevolution.com, John has a list of seven practical ideas you can use for connecting with VIPs and celebrities:

1.	Record a video of yourself reviewing their product or book

2.	Ask for an interview

3.	“Buy” some of their time

4.	Meet at a conference

5.	Reach out using a heartfelt letter

6.	Look for mutual friends

7.	Honor them with an award

I realized much of my journey over 2017 and 2018 included doing most of these for Vince Del Monte. I could see why Vince said when we first spoke: “You’ve become one of the leaders of my fitness tribe. You posted all these progress photos and kept commenting on what other people were doing, so now a lot of guys in the group look up to you.”

I’d recorded videos of myself doing the exercises and following the nutrition program Vince prescribed. That helped others buy into the process (#1). I’d signed up to sit in on his 7-Figure Mastermind (#3). I’d sent him handwritten notes expressing my appreciation for how his guidance changed my life (#5). When I entered business coaching with Vince, I interviewed him for my podcast (#2). I attended the mastermind meetings in Toronto and New York (#4). To complete the list, I connected with a lot of his other students and friends in the business (#6).

When All Else Fails

Just Ask These Questions and Be Human

Another good point John raised, which I’d understood but never verbalized, was “acting like you own the place” when you meet people. We’ve all seen and mocked groupies and fanboys hanging like puppy dogs on every word of influential people. Something in us knows that sycophancy has no place between equals. Yet, some of us are content to swallow the lie that VIPs are somehow more meaningful. 

Now it’s true to say there is a world of difference in the mind of the average person when I say something versus when the president of the United States says it. But that difference comes from the authority, rank, and influence in the minds of the audience, not from the actual person.

Therefore, the way to approach a city official, a Hollywood mogul, a reality-TV star or a business magnate is to act like you’re meeting a stranger nobody knows. Even though you’re meeting someone very well-known, you remain low-key. If you’re not sure how to do this, I always recommend these three questions I learned from Vince: 

1.	What’s going well for you lately?

2.	What’s not going well for you?

3.	What are you looking forward to?

I discovered ways to add value to people already saturated with it by doing this. When my sons attended Evergreen Christian School, I met Lyle Overbay, a retired first baseman for the Milwaukee Brewers and New York Yankees. His youngest son and my oldest son were in the same class, so we regularly crossed paths. He’s a native of Centralia, Washington. 

I could see, even though he was retired, he still faced a regular onslaught of people wanting things. Typically, they wanted money, celebrity presence, influence or sway. I made a point of never asking him for anything, but I didn’t keep silent or just goggle from afar. Some people are afraid to talk to prominent people at all. That doesn’t do you good either.

Lyle also turned up at services in the same church I attend, the Church of Living Water. At the time, we needed extra hands to set up and tear down services in the Century Theater at Capital Mall. I recruited him casually, as I would have asked any average husband or father … “Hey, you wanna help with set-up and tear down?” 

He accepted, and now I had a text message beeline to a retired MLB player. That led to opportunities to add more value. Occasionally, I’d shoot videos of our sons chasing each other and a soccer ball around the grass or challenging each other to a wrestle. What father wouldn’t appreciate such things out of the blue? 

The time came to ask Lyle for a favor. As a member of the auction procurement committee, I nudged him about donating a signed baseball bat. He was more than generous in his response. When you meet these people, simply be human and bring value to them. They hear quite enough begging, so they don’t want to listen to one more hungry mouth. 

Focus on the Farm Team

Another excellent point Jayson Gaignard makes is there are several combinations you can use to make one dollar. His point? You need a variety of people to try this on. It’s exhausting to add value to 100 “pennies,” and equally exhausting to try and build a relationship with a “silver dollar” person who owns their marketplace (like a Richard Branson or Warren Buffett).

Instead, I keep my long-range sights set on 100-cent “pieces” like Craig Ballantyne, or T-Mobile CEO John Legere. I comment on their posts and pay attention to what they talk about. If I can add value or testimonials, I do it … but there’s just too much noise to overcome (mostly people wanting things) for them to feel like they should cater to my needs.

I’m more interested in “the farm team,” or as Jayson put it, “being a talent scout.” I hunt for nickels, dimes, quarters and half-dollars. Would you agree the people who believe in you the most right now are the ones you’ll remember the most when you become influential and wealthy? One day you’ll try to find a spare moment of privacy where no one in the room “wants anything.” Will you remember someone who took a chance on you and invested when there was no guarantee it would work? At that point, will you still try to win the favor of people who ignored or dismissed you?

Once I adopted this approach, a ton of pressure came off. I have no difficulty connecting some of the brightest influencers of the coming decade with people and opportunities they want. Bring Kingdom generosity to people the world has yet to fully celebrate … you’ll be amazed where it takes you.

A Mistake Redeemed

Recently, I did a “re-run” of my interview with Craig Ballantyne. I’d hoped, when I first aired it, that Craig would share it in his Instagram story and blow up my following. It was from a place of desperation, thinking my success lay in getting the right people to promote me and it would snowball from there.

The post contained the same original interview, but the marketing was different. This time around, I disabused myself of the notion Instagram was my ticket to business success; it is relationships that matter, particularly to the Radically Generous Entrepreneur. No social media platform has the ability to communicate your value to the core people you want to reach. It simply isn’t there.

With all that in mind, I ran a sixty-second clip of the video with captions promoting Craig to my following and tagged him in it. A few hours later, I got notified he’d screen-shot the post and added it to his story. That weekend, he reposted it in his news feed and tagged me.

If you’re expecting to hear I added 5000 new followers, or got my first batch of new clients ... I’m happy to disappoint you. Those new “followers” would have been spambots, foreign nationals, or at best, people with only passing interest. That’s just not the way things happen for me, and the lesson I learned was to get comfortable with the slow and steady.

Depending on how this plays out, you might discover (as I have) there aren’t any “Dream Connections”: there are only real connections. 



CHAPTER 6

Frequency

(Persuasion in Print)

Effective business communicators make use of our self-disclosing age. It’s much more difficult to resist buying when we’re already on record as wanting something. You add good, persuasive writing to the mix … and you have a recipe for success.

The good news: as with public speaking, it doesn’t take an English degree or the poetic brilliance of William Shakespeare to write an evocative and engaging message. You’ll need to know a few Shakespearean principles, though. I’d be willing to bet money that The Bard knew what I’m about to share.

I try to draw on mistakes as a means of passing on my knowledge, using difficult emails from my insurance years.  In many scenarios, what failed me was going too fast and shallow. I neglected to apply rules I already knew.

In my first insurance job, I worked for a demanding employer. Duties included working every other Saturday to try and set extra appointments and close extra sales. Even though he wasn’t physically in the office, the agent would send emails to check on progress. I never felt I could offer a satisfactory explanation, so I’d reply to these messages with “Okay,” signaling compliance with his demands but not providing details.

After some rounds of this, my troubles compounded. He became upset that I only replied “Okay.” I decided to keep a scratch notepad on my desk to record call volume with tick marks. The next time he wrote to check on me, I replied: “50 phone calls, 10 connections, seven rejections, two possibles, and one appointment set.”

This worked perfectly. He replied, “Keep at it, you’ll find something eventually.” It was a “just the facts” conversation with a driven, Type-A personality. I had to re-learn to answer in the language the audience understood and appreciated. Most people reading this story side with me, resenting such a level of micro-management. I use it to illustrate how I failed to employ a cardinal rule I already knew from being a Pacific Lutheran University Communication major - “Know your audience.”

In this case, my “audience” was the agent. I should have known he’d want concrete details and numbers to satisfy his itch for progress. I especially should have known that after about two or three months on the job, but this story happened much later, closer to being on the job about eight or nine months. Replying “Ok” was the last thing I should have done. It took about four or five rounds of confrontation before I finally recognized the problem and changed my response.

Know Your Audience

My communication professors at PLU drilled the importance of audience relentlessly. “What use is this to your reader?” they’d scoff. “How are you telling them what you said you were going to tell them?” After one too many rejected papers, I finally caught on: I was writing a diary or journal instead of an essay or press release. I dictated my content instead of crafting it.

In social settings, people are thoughtful and careful with what they say or don’t say. They read body language, they intuit personality with emotional intelligence, and choose their words accordingly. For some reason, when it comes to writing, most people drop all tact and intuition. They take little thought regarding how messages will be interpreted. I don’t mean they all turn into rude jerks; they just lose firepower and panache they wield in-person, by reducing messages to plain, bloodless language. 

Bland responses can be as risky as writing something someone could use against you in a lawsuit. Moreover, I think we diminish our potency in the process. People get lazy when they address others with a pen or keyboard. For some reason, with written communication, the humanity on the receiving end gets obscured.

Radically Generous Entrepreneurs enjoy effective written communication, mostly because you get way more chances to muck things up before transmission. Provided you use those chances, of course, you can become very productive in print. A Radically Generous Entrepreneur will make use of whatever time they’re afforded to thoughtfully craft a message. It’s preferable to banging out a response on the keyboard and firing off without consideration of how it will be received.

When you meet a Radically Generous Entrepreneur in print, there’s a good chance you’ll feel as if you can “hear” the sincerity, selflessness and calm reassurance in the words. You’ll feel less slighted, ignored or tolerated; whatever else they do, Radically Generous Entrepreneurs don’t communicate thoughtlessly. If it’s too detailed to discuss in print, you’ll often find these people asking to schedule a phone call or video chat. As you’ll see below, they also make heavy use of “checklists” in their writing … because what gets checked, gets done.

Joe LoGalbo

An unassuming gent with the pronounced features of a Gaelic war chieftain, Joe LoGalbo became a great copywriting mentor. In addition to his fitness brand, Joe runs his own copywriting agency and devotes a huge portion of his time to mentoring all of Vince Del Monte’s students as writers.

If you aren’t in the copywriting business, you might think I make too much of the written word. We all know “how much of what is written actually gets read.” To which I would remind you, “The pen is mightier than the sword,” and “The writing is on the wall.” Ignore this, therefore, at your own risk; with “a little sleep and folding of the hands to rest, poverty comes upon (the entrepreneur) like a bandit.” (Proverbs 24:33, NIV, italicized words mine).

Of everything Joe taught me, creating a writer’s “checklist” was the simplest and most effective tool. Like Luis Diaz’s podcast checklist, these make it difficult to write poorly, if you follow the blueprint. Sales copy is recreational by nature, yet you must also adhere to certain foundational elements. If not, your message will crumble at worst and at best it will leave significant amounts of money on the table.

This isn’t to encourage you to pursue a career writing sales copy. It’s to get you to think like a copywriter when you communicate in print. You know how Jesus used farming analogies to describe spiritual realities? Top copywriters know how to “enter the conversation the consumer is already having in their mind.” That’s the secret sauce that has people posting on Facebook, “I merely thought about a vacation to France and the next ad that popped up in my newsfeed was advertising for vacations to France.” Vince Del Monte got me the same way; I already wondered why I’d trained so hard for so long with only extra body fat to show for it. 

Joe applies this principle everywhere. He’s as determined to be thorough and detailed as the average person is to get writing done in a hurry. Effective copywriting always has in mind the priorities, wants and pain points of the reader, not the writer. By simply being systematic with a good list of tools, you can often “guess” where your audience is in pain or discomfort.

As for me, my lessons from PLU professors worked, but it took another decade or so for me to systematize them. Hence the need for Joe’s emphasis on checklists. Nowadays, you need to “catch” your audience at the time and place they’ll trade money for your product. You must forsake everything else in the name of the Journalist’s Five W’s – who, what, where, when, and why.

“Who” is maybe the simplest part – make the message about “you” (as in, the audience) and you have their attention. Write about yourself, Aunt Sally, or Uncle Bob or anyone else you don’t know if the audience cares about or not … and you’re wasting time and space. You may already assume they don’t care.

Dan Lok pointed out it’s also important to be specific about who “you” is. He has a brilliant illustration: if you’re walking down a busy street in a crowded city and you see someone you know, you have a much better chance of getting their attention if you call them out by name. If you just holler, “Hey you!” in the middle of Times Square … you can imagine how that will turn out.

“What” mainly signifies the solution, answer, satisfaction or feeling the audience seeks. If you’re going to communicate in print, you need to know what your audience is anxious, distressed or uncertain about. Don’t go straight for their aspirations. Start from the place of where they are. My friend Ted Kallman, author of “The Nehemiah Effect,” borrowed an illustration from evangelism:

If you adhere to the idea of there being an absolute Truth (as we do), you still need to manage people at an individual level and from their perspective of ‘truth’ (understand and meet them where they are, not necessarily where they should be by your definition).

That brings us to “Where,” which for all its simplicity is one of the most forgotten parts of effective writing. Where do they go to get more information? Where can they sign up? Where is the meeting to be held? Where can they see an example of this? I deleted hundreds of my early posts trying to get people to act … because there was no “where.”

If you think “where” suffers from neglect you’ll be shocked to discover how little attention gets paid to “When,” which also has many applications. There’s still enough good sense out there to indicate “Order today!” or “Available right now!” That’s the “white noise” aspect of “when.” On social media we can even do live video and lock in orders in real time, just like a telethon. These, however, serve to obscure subtler meanings of “when.”

I refer to frequency when I talk about “when” - the question of “How frequently should I communicate with my audience?” There’s a natural subjective side to this, but let’s make a few general observations.

1)	Barraging people with nonstop emails, texts, instant messages etcetera will brand you as something. It may not be the identity you want. Particularly if it becomes “The Brand Everyone Ignores.” Think of this the context of “Business Beyond Business.” Is that how you would expect us to operate?

2)	Writing to people for the sake of “staying on their radar” is also hollow. I think so, anyway; I gave some thought to following Russell Brunson’s example of “Seinfeld” emails. I realized, however, there’s only so much to talk about before people figure out that you’re just taking up their time. You will brand yourself as something; it may not be the identity you want.

3)	On the other hand, you could be waiting a long time if you’re the absolutist who never writes unless he has something earth-shaking to say. I think of the previous generations, now all but extinct, who wrote each other two or three times per year. Maybe once a month, if they had a profound friendship or relationship. That would be my sweet spot – but I’d employ modern journalism and copywriting to craft the message.

Would you agree with that “sub-list” for determining when to communicate? If so, you’re thinking like a Radically Generous Entrepreneur. As professionals, we need to remember there is at least more than one brain, one heart, and one soul involved in communication. It’s our job to attempt relating to our readers. 

As there’s no use in being a lawyer with knowledge of the law’s letter, but ignorance of its spirit - so can one be an excellent grammarian and a terrible communicator. I’d rather work with a bad speller who knows what his audience wants to read than an excellent one who doesn’t. I’ve read many a message and thought, “Well, there’s a few minutes of my life I can never get back.”  

Here’s the checklist I use for written communication:


• Who are you addressing? What are their demographics, commonalities?

• What are their frustrations and fears?

• What are their wants and aspirations?

• Is what you write entertaining as well as educating?

• Is what you write personalized? Do you invite the reader into your world, if only briefly?

• Will you take time to read this aloud to yourself? How does it sound when you read it?


This Is How We Do It

Joe also taught me the importance of creating memorable “mechanisms” to help audiences make connections when they read messages.

On the sales page of my original book, “10 Secrets to Networking Success,” we used examples of this. Specifically, I used the acronym “R.O.N” (Return on Networking) to help people visualize a system or device. This is simple enough to imagine, yet it implies sophistication and high-level knowledge on a subject.

Professionals engaged in any form of writing should make use of mechanisms to help people grasp things. You’re already a product of this, though you may not have given it much thought. Have you ever come close to (or received) a free pizza from Domino’s because it took more than 30 minutes to get to your door? You responded to their mechanism – “Delivered fresh to your door in 30 minutes or less.”

Have you had a hamburger “Your way, right away,” or rented a car because they said, “We’ll pick you up”? Burger King and Enterprise Rent-A-Car have mechanisms too. It’s their way of saying “This is how we do what we do, differently.”

You can’t always have a mechanism, especially in ongoing correspondence. But when crafting a message when you have an intended outcome – in other words, when you want to persuade someone to do something – mechanisms can be useful.

Calls to Action

Joe also believes persuasive messages always give the recipient homework. It might be something as simple as opting-in for an email list, subscribing to a podcast or answering “Yes or No” in a poll. If the object of the game is to get a response, a wordy memo of your thoughts without a specific call to action isn’t going to cut the mustard.

“Depending on the length of the message, you probably want to include at least two or more calls to action,” Joe told me. “Be very specific about what you want them to do, and don’t ask them to do four or five things at once. Just one task at a time.”

Again, don’t misinterpret this as copywriter coaching. We’re talking about a transferable habit that will get you better results on average. Whatever kind of message we send, we’re asking for a response from the recipient. Remember the importance of “baby steps” in how big of an action we ask them to take.

For example, don’t say, “Click the link below, then subscribe, then like, then leave a comment and then check out the description box on my latest YouTube video.” Break those actions up into bite-size amounts. Your audience follows one step, then another, and then another.

When “No” Doesn’t Have to Mean “No”

Jayson Gaignard said the same thing about email. If you must use it, he suggested breaking up messages for busy professionals in balance with all their other responsibilities. If you do this, you can sometimes even get a “no” response to your request, but still convert it into a “yes.”

Let’s say you’re trying to nail down an interview, like I do. This is where you can use the Journalist’s Five W’s and bite-size pieces. You don’t want to be so vague that the recipient deletes the message. Jason Feifer, editor of Entrepreneur magazine, posted a photo of an email that did this exactly the wrong way on Instagram. The text read: “Dear Jason, I’d like to write articles for you. Who do I speak to?” Jason correctly disparaged this kind of message because it’s almost a verbatim copy of what he receives from hundreds of people every day. How is he supposed to make any decisions?

You want the reader to get enough detail to pique their interest, if it’s something you think would resonate. At the same time, you want to guide them through layers of detail – to qualify them, rather like a sales prospect. If I were trying to interview Jason, it might look something like this:

Dear Jason,

I listened to your recent podcast episode about novels. It was hilarious, entertaining, and informative. I think the angle of “Pessimists’ Archive” is a fantastic way of sharing your thoughts with your audience. (Remember, with influencers, tell them how much their work means to you.)

I would love for my audience of Radically Generous Entrepreneurs on the Influencer Networking Secrets Podcast to hear how your mind works. Would you be open to a 30-minute Zoom or Skype interview?

Sincerely,

Paul Edwards

Do you see how little thinking Jason needs to do when he reads this? The first paragraph just lets him know – “Your hard work is paying off. Someone’s listening. They appreciate what you say. You’re making your point well. Bravo.”

The second paragraph respects Jason’s time: “Here’s an opening for you to form a bond with more people who are in your target demographic for readership and advertising revenue.  You don’t need to leave your office, come up with questions, arrange for engineers or anything; all you need to do is show up and talk. Interested?”

We’ve now covered “who,” “what”, “where” and some of “why.” The only remaining details are “when” and the subtler details of “why” that Jason may ask in follow-up conversations. Now, if he replies to this and says, “Yes,” I can proceed with those other details. If he replies with “No,” I can respond, “No worries. Out of curiosity, though … under what circumstances would you say ‘yes’?”

This still might not do any good. It could be the head of an operation like Entrepreneur simply doesn’t do interviews below a certain level. He might not be hungry for publicity. Suppose, however, that I sent this same message to someone just getting started with their business publication? Suppose I sent it to someone rising through the ranks, seeking many interviews as they could get? Suppose you sent it to a Radically Generous Entrepreneur?

In fact, that’s just what I did. Vince Del Monte’s mastermind group scheduled their May 2019 meetup in Vancouver, British Columbia. It’s a mere half-day’s drive from my house. With some caution, I began reaching out to my closest friends and acquaintances in the group, one by one:

“Hey. Are you coming to Vancouver in May?”

	“Yes, I’ll be there.”

 “I’m thinking of setting up a mastermind dinner. Interested?”

	“Absolutely!”

“Great! I’ll keep you posted.”

That’s it. You see how it works? Bite-size pieces. Not too much to think about. Busy entrepreneurs can answer questions like these in their spare moments. If you want to know what their faces look like when you “overdo it” with your messages, just try putting that all back into one paragraph:

Hey, are you coming to Vancouver in May? I’m thinking of setting up a mastermind dinner and want to see if you’re interested. Let me know and I’ll keep you posted.

You might read that and think, “That’s not too big of a bite to swallow,” but I’ll tell you categorically that nobody responded when I spelled it all out. Social media has its uses. However, acquiring an audience of any size – especially one comprised of people who go the distance – takes more finesse than a couple of clicks with a mouse. I guarantee it.




CHAPTER 7

The Curator

(Focusing on the Outcome)

Are we in an entirely new age? Look around. I mean “an entirely new age” in the same way people living in the Renaissance would look back at the Middle Ages, or those in the Industrial Revolution would recall the Enlightenment. We aren’t simply in a new decade, or even a new century. We’re in a new age.

The mistake I made in becoming a curator was – you guessed it – not curating. It never occurred to me to get very specific about my ideal client or target business relationship. I was fortunate to have several of them fall into my lap. If you’d asked me, though, I couldn’t have told you why they were ideal. I wish having those relationships would’ve stopped me from wasting time chasing business from anyone else.

I stayed on the traditional route for a long time with networking. I thought, if the day came that it didn’t yield what I needed, I simply needed to do … more networking! In the meantime, I just needed to be an “alpha networker” who showed up consistently, took leadership roles and helped facilitate groups. (That all works, by the way. But it has a ceiling).

After three years, I’d had enough. My friend Alan Shimamoto, who founded the IN Team networking group, invited me to their meetings. Several other members also invited me. They began in October of the previous year, but I didn’t go, waiting until the spring of 2017 before giving in.

This wasn’t because I hated networking. Nor was it because I thought Alan and the gang were doing a lousy job. I just knew I’d done everything I could for three solid years and seen no acceleration or ascendancy in business. All that awaited me at the IN Team was … more of the same.

I got plenty of referrals while I was in the group. I enjoyed attending it. I gave presentations and spoke regularly to promote my book. The landscape of my life was shifting, however, and declining interest and energy for traditional networking was the clearest sign.

In marketing, we’ve now covered two extremes in the past 70 years. In the postmodern era, which you could bookend roughly between 1948 and 2000, we relied heavily on being “told” what was popular, desirable, superior and so forth. Networks and media outlets controlled what was published and accessible. I would borrow the business management term “Waterfall” to describe the system – guidance, information, products and trends cascading from the top.

The democratization of media in the age of the internet took us to the opposite end of the spectrum. You could say reality TV, e-commerce and the proliferation of everything into websites and digital presence glutted the marketplace with information. So much information, in fact, that we began to seek shelter.

In the last decade, the noise increased - as the Age of Information began to embed itself so deeply in our daily lives, we hungered for the ability to switch it off. While glad of technological advances and improvements to our standard of living, many in the Western world exhausted themselves of tech’s relentlessness.

Overloaded with content and endless choices, demand resurged for The Curator. Webster’s defines a “curator” as “a keeper or custodian of a museum or other collection,” and secondarily, “a person who selects acts to perform at a musical festival.” Both definitions, in a figurative sense, describe The Curator in relationship-building. You must have an artist’s appreciation for and skill to create fine content and discern what you cross-promote when offering free publicity for other entrepreneurs. On the other hand, you must hand-pick allies, including them discreetly for the right opportunities, times and settings to meet the right people. 

Radically Generous Entrepreneurs, by training if not by nature, are curators. They place a dollar figure on an hour of their time, and that of everyone they know. When someone approaches them to seek counsel or intimacy, they are generous with it – but it will not take them long to determine what they’re giving it away for! 

The reverse is also true – when a Radically Generous Entrepreneur meets someone, they don’t rush straight at people with introductions or recommendations. Meaningful and informative conversation guides them on inviting others to share in who or what they know. This isn’t because they’re “better” than people they meet, but they are different. They don’t give something valuable, even to the right person, before it’s the appropriate time and setting.

Why Standard Business Networking No Longer Does the Trick

The vitality and usefulness of things usually begin to show their shelf lives when “concepts” and “ideas” become products and labels. There was a time when rhetoric like “It’s not what you know, it’s who you know” served to explain much. The word “networking” once had a lot of sizzle to it, like something you couldn’t do unless you had the gift of gab.

Once the marketplace thoroughly embraced these things, they became hackneyed and stale. Familiarity, as they say, breeds contempt. There was plenty of this to go around when I entered the insurance business. Despite my best efforts to make networking an attractive vehicle, I couldn’t change perceptions (or realities) of it in people’s minds.

Much like the coffee shop went from a scarce novelty to being something our culture can’t live without, the networking group is now assumed in business communities of any size. Civic clubs, Chambers of Commerce, Business Networking International, and other independent groups all carry it forward.

These groups are great opportunities for small business owners and brand-new entrepreneurs. In a genial business community like Olympia, all kinds of value changes hands between people who know each other. I wanted to go beyond that level. I’d tasted higher success in some of the stories I’ve shared; I wanted to see where it could take me. There had to be more to this. Whatever way it took shape, I knew it would lead to new rooms full of new people quite removed from the “same old, same old.”

Luis Uribe

I met Luis as he pivoted away from fitness into media consulting for entrepreneurs. He’d grown fascinated with what makes content rise and fall on social media. It’s a point of confusion for marketers - discovering, often by accident, why audiences respond. We talked about this in an interview.

Our chat led to a discussion of curating people as much as content. Like good and bad content, prospective members will “scroll” right past a mastermind with a bunch of phony, self-interested, pushy salespeople. In the 21st-century, one of the most useful traits of technology is that it tells us, with empirical data, what people really value.

On Instagram, Luis advises clients to present “congruence” in their images and messages. “When I first meet clients, their Instagram feeds are all over the place,” he said. “It’s an assault on the human eye, and a very effective way of steering people away rather than toward your content.”

One subtlety he mentioned is the preference for authentic video, juxtaposed with professional still shots in the news feed. “Put a professionally produced video up there, and people will scroll right past it,” he said. “You can save those for Instagram story and IGTV features. But put a video that looks raw and homemade, and IG users gobble it up.”

Conversely, “authentic” still shots that lack a photographer’s eye for composition, angle, background and lighting get short shrift … but beautifully produced, artistic photos with eye-catching expression still work magic.

Expressions of proportion, beauty, symmetry and congruence – mixed with raw, real, vulnerable and homemade interactive moments. What does the popularity of these elements tell us about the Instagram audience, or about humanity at large? How should it influence the membership of a mastermind?

If you’re in the Business Beyond Business mindset, you’ve probably put words to it. Human beings naturally seek equilibrium, symmetry, balance, order and beauty. Subconsciously, in our souls, these things communicate messages we desperately need to hear: “All is well.” “Everything will be fine.” “Summer’s coming.” “Your Father is here.”

Amongst ourselves, raw and vulnerable videos are powerful. We’re aware of our emptiness, weakness, failure and folly. We need hope to move beyond it, and videos of this kind bring their own reassurances: “You aren’t alone.” “Welcome to the club.” “This has happened before, and it will happen again … and it’s going to be okay.” “Been there, done that … and I have a story to share.”

Luis believes the “Instagram Influencer” bubble won’t hold. Its best-kept secrets are protected by subtle misdirection from the people who know them. “A lot of these (social media advisers) teach their customers, ‘Post three times a day, include hash tags, set up a schedule, etcetera,’” he said. “But if you look closely at how influencers themselves are growing their following, that’s not how it’s done.” A classic Pharisaical dodge.

This helped me walk away from the glitzy concept of getting likes, comments and shares. I’m not insinuating that all of what we see on social media is bogus. Good content tends to get those things; it’s just that hardly any of it amounts to the whole truth. Trying to build a connecting mastermind off the whimsical, fleeting interaction of digital media sites is putting the cart before the horse. Paying someone to gaslight it with crowdsourced engagement from Third World users will not bring new, valuable people to your inner circle.

The Handpicked Few

The Beyond Business Mastermind is different. There’s a process to enter, and a laundry list of factors I consider in assessing if someone fits the bill. One dead end I never escaped with insurance was not understanding how specific I needed to get to grow the boutique clientele I wanted.

Whether this makes sense to you or not, you can still observe the demographics of the best people who gravitate toward you. Because I did focus on building relationships with my strongest clients and allies, I knew their commonalities.

The occupation was usually entrepreneur/business owner. They typically shared my faith and philosophy. They valued relationships and meaningful interaction. They were drawn toward my soldier’s mindset. They were family men and women, usually happily married with children. They were community-minded and generous. Many of them were fellow veterans or related to people in martial occupations like law enforcement and security. It wasn’t difficult to call myself “The Business Owner’s Personal Agent” and adopt the mission statement: “Connecting People. Protecting People.”

Evolving into masterminds dovetailed with this client avatar, but it needed further modification. That led to conversations with entrepreneurs and business leaders in the Kingdom of God. In turn, I realized I needed to specifically target men and women of faith. While we include and open the group to people who are not practicing Christians, I observed the people likeliest to agree with our philosophy are deeply embedded in surrendered, disciplined Christian life. The radical generosity of Jesus Christ can form a sharp divide, when the expectation for membership is to emulate it.

Curiosity Doesn’t Kill This Cat

Among the top characteristics I look for in candidates is curiosity. With our collective distaste for shallow business relationships, it’s as bad for retention as it is for new business to have people who don’t want to deal at an intimate level. I found Dean Graziosi’s expression “Seven Levels Deep” an adequate phrase to express this. 

People who join almost always take an answer to one intelligent question as a springboard to another … until they reach that magical “seventh level” where they’re speaking from one heart to another. Vulnerability is a staple of our mastermind. If you can’t feel safe where there’s no condemnation, how will you stomach business with the world where there is condemnation?

False Sense of Urgency

Here’s another necessity brought on by the spiritual plague of our age: turning down people who come rushing into relationship. It’s a counterintuitive sales strategy. It takes a lot of rehearsals to do it. A prospect gets on the phone or Zoom to interview for the mastermind and says, “You don’t need to sell me. Where do I sign and how much do you need?”

To reply, “I’m not selling anything, and there’s no signature or payment yet. This is just the first interview” flies in the face of everything sales trainers teach. Maybe this is foolishness. What I’ve found is that people on both polar ends of the sales spectrum are rarely a good fit.

Either there’s no sense of urgency - which usually means they don’t see the value of what we do at all. Or, there’s a false sense of urgency - which means they’re expecting “plug-and-play” instruction manuals for the right buttons to push to make dollars come out. You run the risk of getting people who march into a group with their own ideas, formulas and “most expedient” ways of doing things. These people often find our philosophy and pace “counterproductive.” Other groups may not have an issue with this; it’s not what we want.

Plenty of mastermind groups advertise to cater to that fleshly urgency. I know of some that can deliver on their promise. I suppose there’s something to be said for the speed of implementation dictating who gets the lion’s share of the market. To hearken back to Ted Kallman, however, I’d rather be effective than efficient. When something is effective, I want to double down. When something is merely efficient, I’d rather invest energy in making it effective.

We’re the group that guarantees quick failures for get-rich-quick personalities … and we don’t charge for it! You don’t waste a penny of your scarce time and resources because of our vetting process. If you get past it and your get-rich-quick personality starts to show, we refund 100% of your money and part ways as amicably as you allow.

The Utter Relief of Selflessness

My mentor-from-afar John Eldredge wrote a book called “The Utter Relief of Holiness,” which I borrowed and altered slightly. Relationships are so much easier to build when you simply don’t allow yourself to think of yourself while building them. Members must understand this principle to a tee, and from several directions at once. 

You must be selfless enough to admit when you don’t know the answer and don’t have a solution, for someone else or yourself. You must be selfless enough to eschew shallow, hasty introductions or connections just to expedite conversation so you can attend to more interesting matters.

You must be selfless enough to participate in the generous group endeavors. These are things we do while assembled that receive no publicity. They’re distributed liberally without regard to merit or performance. As your reward for all of this, you get hours - sometimes, days - of uninterrupted time with the highest-caliber people you’ll meet. Moreover, they are matched with you precisely because I know you personally and we’ve already gone “seven levels deep” in researching you for the group.

The Outcome of Sidelining the Income

I love Times Square in New York City. I’ve only been there a few times, but I have fond memories. In 2001, just after the awful events of September 11, I went there for the first time with my sister, Tamrah. We were in the prime of youth, discovering and wandering with the breeze. I enjoyed it immensely.

Seventeen years later, Cameron Hall and I strolled south from Times Square after eating dinner. We were still processing the information download of another Vince Del Monte mastermind meeting. As we neared Madison Square Garden, Cam said to me, “I’d really like to find more groups of guys like us – believers, husbands, fathers – and maybe with some guys looking to improve their fitness or nutrition.”

I was already negotiating with Patrick Antonucci from the Dad Hackers Mastermind – a new influencer with a pastoral background and teacher’s heart – to appear on one of his mastermind meeting calls. Using an introductory email format Craig Ballantyne shared with us over the weekend, I connected the two men. It bridged the gap, and a bond formed. Soon afterward, Cam wrote to say he’d struck up good relations with Patrick, and they were planning to feature Cam on one of the next mastermind calls. The target audience, the ideal product, genuine hearts. Business Beyond Business.

Around the same time, my first physique competition approached – the 2019 OCB South Sound Classic in Tacoma. My coach, Tammy Colbert, was looking for sponsors – specifically bodybuilding-related sponsors like supplement and nutrition stores. I took some copies of her business card and gave them to the people I’d made friends with at Lacey Total Nutrition and the Tumwater GNC store. A few days later, Tammy had sponsors. The target audience, the ideal product, with genuine hearts in Tammy and in Felicia, the GNC store manager. Business Beyond Business.

Patrick exposed me to his following. Tammy sponsored me as a competitor in the South Sound Classic and invited me to flex for their next calendar photo shoot. No one made direct personal income from any of these exchanges, but everyone’s lives and businesses were improved. Business Beyond Business.

This is what makes our mastermind unique. Some members currently earn fortunes, others aren’t there yet – but everyone gives and receives, enriches and gets enriched. We focus on the outcome of not getting fixated on income – the “outcome” being the inevitable goodness of bringing dynamic and determined people together. That’s what lies at the center of becoming The Curator.




CONCLUSION

Congratulations on reaching the end of this book. If the phrase “This Book Is Not for You” weren’t copyrighted, I would have used it because this book isn’t for most people; it’s for the right people. The chances are you are one of them if you’re reading this part. Let’s hearken back to those three first principles, and at this point, you may be able to see why so few people follow through on it:


• Remain Selfless

• Communicate Effectively

• Share Knowledge, Get Power


Please understand (you should by now) that I’m not labeling your friends who haven’t read this book as selfish poor communicators who are powerless because they’re greedy with information. It’s my belief that if you observe these three general rules consistently, you can’t help but begin to ascend to the next level. I’m not trying to be better than others. But I am trying to be different.


• We covered your conduct – become a magnet, not a pusher.

• We made you a member of the press – offer pro bono publicity to your tribe.

• We made you a community emblem – go and become active in nonprofit work so that you may profit later from unexpected sources.

• We outfitted you for connecting and making inroads with high performers, celebrities, influencers, and civic leaders. Your Dream Connections are already around you, so practice on the people you already know, and more prominent names will follow.

• We went over what you should write, how you should write it, and why it matters that you learn the art of Persuasion in Print.

• We armed you to supervise and monitor your own culture: your guest list, your news feed, and your calendar. It is time to become The Curator.


One thing I’ve learned about the business of information and knowledge is that it’s impossible to contain in one volume. If the Bible itself is not comprehensive, I don’t feel bad that I haven’t answered every question that could come up in response to what is written. As we used to say in the army, “More to follow.” (Plus, that gives you a reason to go deeper, so there’s that.)

Going Deeper

There are further stories, depths, testimonials and expert guidance available the deeper you want to go. The first thing I suggest is to put yourself through a relationship-building challenge. You can find that challenge for free at this link: http://www.thepaulsedwards.com/30-day-networking-challenge/.

(Okay, I’ll be honest … that also gets you on my email list and into my private Facebook group, where we will do our level best not to saturate your consciousness with our messages while simultaneously branding ourselves into it. There, I said it.)

There are several schools of thought on how long it takes to form a new habit. I wager very few people want to devote themselves to building relationships … which means those precious few (including you) will do it much longer than six weeks. It’s just how you are.

Should you be chosen for the Business Beyond Business Mastermind, you will have access to wise, inquiring, penetrating minds and intellects. They will challenge and stretch you to grow in your spiritual and mental agility. These men and women will become your emblems of equilibrium – balanced, tried, tested, mature, symmetrical and “beautiful” in their grace and heart toward you. 

You’ll be partnered with peers who become your sources of raw and real. They will be your fellow soldiers of similar status who, through consistent conversations and engagement, will prove the most valuable (and vulnerable) allies you have. They will become the subject matter experts of your future conferences and coaching programs, if you pursue them – the Cameron Halls and Patrick Antonuccis, the Luis Diazes and the Luis Uribes.

If all that gives you enough reasons to seek membership in the Business Beyond Business Mastermind, I am honored and would be happy to begin your consideration. A full application packet is available via my website – www.thepaulsedwards.com/mastermind-application. You’re also welcome to send me direct messages over social media or email me at any of the provided links below.

	Here’s me on Facebook: https://www.facebook.com/thepaulsedwards

	On YouTube: https://www.youtube.com/channel/UCKQ_06HxUIKMTTU-Z9TID2g?view_as=subscriber

	On Instagram: @thepaulsedwards

	On LinkedIn: https://www.linkedin.com/in/thepaulsedwards/

	On Email: pe@thepaulsedwards.com

	Or Text ‘RGE’ to 66866 to Join my List.


ACKNOWLEDGMENTS

Relationships take years, sometimes decades, to cultivate. I have a long list of people to thank, made longer by the enormous growth and change I underwent between the first and second editions of this book.

Way back when, it was my dad, Tony Edwards, who first taught me to use the word processing software available on my Olivetti desktop computer. A gifted writer himself, he modeled the intense focus it took to write a book. He applauded and recognized my adoption of the family trade. Thanks Pops.

Some of my schoolteachers also spotted my talent with words, grammar, syntax and creative writing. Their names fade from memory now – Abraham Share, Rose Parrish, Edna Rountree, Dorothy Schneider, Nancy Beagle … very few of these were my English teachers though!

I owe Andrew Magliolo thanks for rescuing me from becoming homeless and destitute at the age of 20. Overweight, rudderless, addicted, broke and wasting away at a young age, I fell into the opportunity to be around a successful, accomplished speaker, actor and teacher. Whether or not he reads this is irrelevant; there’s no way this book would have happened if he wasn’t part of the story. He too noticed my verbal aptitude.

My uncle, John Madden (not the John Madden), became a long-lasting source of encouragement and inspiration, particularly as my life came under the authority and care of Jesus Christ. He also played an irreplaceable role in ushering my life into the presence of God, where it has never left. He prophesied and proclaimed that I was a writer after my dad’s own heart. Americans do not usually win the accolades of erudite English (or South African, in John’s case) observers. I’m honored to be among the fortunate few.

When I wore a soldier’s uniform, close spiritual and physical allies like Seth Whatley, David De Rego, Ric Brown and others kept me in the fight long after I should have expired. I regret that I spent much of the time I was in their company in such a hollow religious fog that there remains much undone on my part for their benefit. Other men in uniform who saw my talent and believed in me even while giving me a good-natured hard time about it, like Roy Clayton and Bryan Legere – these guys wouldn’t even let me quit when they called me after one too many drinks!

Professors at Pacific Lutheran University who refined my excessive verbiage deserve a nod: Amy Young, Diane Harney, Robert Wells, Art Land, and Cliff Rowe. Thank you for being vicious with my superfluous language. Too many words make me a dull communicator.

Speaking of Cliff Rowe, he connected me with Tom Tangney, Josh Kerns, Ursula Reutin, Larry Rice, Tony Miner, David Boze, Michael Medved, and everyone at KIRO/KTTH in Seattle, and John Carlson, Dojo, and Wayne’s World. I learned a boatload from all of you, and that was one of the first times networking had worked so powerfully for me. I didn’t have eyes to see it at the time, but the blindness has receded.

Over the course of six years in the insurance business, I learned countless lessons in sales, persuasion, networking and so forth from my employers and colleagues: Jeff Kearin, Jonathan Cisneros, Angela Austin, Sandy Adams, Abrann Harris, Michelle Paul, Vicki Haworth, Karolyn James, Walker Clark, Emily Flemm, Christine Graf, Lacy Andrews, Trevor Campbell, Scottie Moffett, Merri-Sue Norris and Stephanie Corcoran. None of what I’ve accomplished happens without great people working behind the scenes and sharing what they know.

I am indebted to some of my strongest local, national and international marketing allies and friends. These people, each in small but noticeable ways, paved the broken road for this book to reach editing and printing. Thank you to my friend Alan Shimamoto for planting the seed long ago, suggesting I begin presenting and speaking on the subject – and for continued interest and insight as we moved the ball down the field (#GoBroncos).

Thank you to Sara Younger, who became a protégé of sorts and showed me how motivated people can “pass you up” when you teach them what they want to know. I am very proud of you and miss bringing the magic of personal relationships to people as we once did.

My network, my friends, my associates and clients: Sarah Hendry, Melanie Bakala, Andrew Barkis, Rick and Marie Nelsen, Garrett Gunderson, Michael Steadman, Mark Morgan, Terry Toth, Wes Martin, Christine Forrey, Tina Torfin, Tiana Kleinhoff, Samantha Styger, Ken McClarty, Michael Jameson, Valerie Waterland, Daryl Murrow, Sans Gilmore, Martha Wagner, Pam Pellegrino, Randy Luke, Martin McElliott, Josh and Jenny Mercer, Kevin Hayward, Brad Altman, Carlos Camargo, Matt Shields, Brandon Carter … I know I’ve forgotten some important names, but I’ll exceed the word count if I don’t slow down.

I owe my brothers from Wild at Heart Boot Camp a massive thanks for helping me shred my fear, doubt and discouragement many times – Dave Culbreath, Jeremy Tomlin, Michael Mercado and Jerry Raber. You are truly like-hearted kings with ready weapons and fierce mastery over darkness.

The priesthood at Ransomed Heart Ministries in Colorado Springs may never read this, but this book also wouldn’t exist without their massive intervention: John and Stasi Eldredge, Morgan Snyder, Bart Hansen, Craig McConnell, Allen Arnold, Alex Burton, Karen Christakis and Sam, Blaine and Luke Eldredge.

The flood of personal development mentors in my life from 2017 on has its own list of people to thank, but if there’s one expert who instigated the whole thing, it’s undoubtedly been Vince Del Monte. From coaching me out of 55 extra pounds and 15% extra body fat to helping me craft the very beginnings of my online business, I am proud to have you as a mentor and friend, as well as an ally in the Kingdom.

Riding in on this wave have come several wise and knowledgeable major influencer sources – Dan Lok, Bedros Keuilian, Craig Ballantyne, Rob Kosberg, Brittany Michalchuk and Jayson Gaignard. I have learned so much from all of you. I appreciate everything your lives and work have meant to me.

With those names have come some of my favorite people – rising stars in their industries: Luis Diaz, John Carser, Luis Uribe, Cameron Hall, Mohammed Nahoori, Rob Westra, Carolina Marrelli, Carl Marrelli, Antonella Kahler, Katie Osterhoff, David Martinez, Sam Baker, Paul Rudzik and Femi Doyle-Marshall. If peer-to-peer accountability is the best kind of accountability, imagine what peer-to-peer inspiration does? I’m excited to see where we all end up. I look forward to our own days of influence.

Closer to home, I am indebted for a lengthy overwatch from my pastors, Jon and Fawn Cobler at the Church of Living Water in Olympia. It hasn’t always been an easy job shepherding me, but you have done it with honor and grace I hope to return one day. Ditto Tim and Dhana Wimberly, Burt and Jan Smith, Steven Mulkey, Steven Purdue and the rest of the pastoral staff.

The love and support of our family from my in-laws, Bill and Beth Dignon, deserves hearty applause. Time and again, you’ve provided a lot of support, encouragement and relief to us all.

I regret that in the first edition of this book I was insufficiently grateful to my wife, Shannon, and children, Grant and Chase. This book got completed in the margins of life, and I appreciate their support and understanding as I worked to make it a reality.

But on a profoundly deeper level, I now see how incredibly fortunate I am to have Shannon. You can imagine that writing a book, launching an online business and creating a global network ain’t what it used to be … my wife handles this with such panache and grace, despite my failures and setbacks. The written word will never do justice to a supportive and faithful partner.

And God Almighty, Jesus Christ, the King of Kings – where do I even begin to acknowledge all the fruit of the Kingdom you’ve grown in me? How can I tell of your presence, your goodness and your faithfulness in my life? How would I persuade of your mighty hand moving and even writing important portions of this book? We’ve come a long way, You and me. It’d be nice to “look back and see how well I handled it all,” but we both know the truth – it’s only because of You that I’m standing here, accomplishing this, even after all my best attempts to plunge myself back into the mud.

Glory, then, is the only response fitting for you. Glory to your name. And may this book bring honor to you and your Kingdom.

- Paul


images/00010.jpeg





cover.jpeg
BUSINESS
BEYONI
BUSINESS

How to Gain Magnetic Influence, Meaningful
Connection and Profitable Publicity by
Becoming a Radically Generous Entrepreneur

“PAUL EDWARDS





images/00008.jpeg
BUSINESS
BEYOND
BUSINESS

How to Gain Magnetic Influence,
Meaningful Connection, and
Profitable Publicity by Becoming
Radically Generous Entreprencur

BY

PAUL EDWARDS





images/00009.jpeg





