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John Stellar

Originally a broadcast journalist with NBC News, John Stellar has worked as a public relations
professional since 1993. He has worked in and around the media since graduating from the
Reynolds School of Journalism at the University of Nevada, Reno.
A native of Southern California, John utilizes a very personalized, grass roots, and organic
approach to lead the company and succeed at gaining just the right media exposure and
connecting all the right dots. One client branded him the “Unpublicist”, which only comes from
years of life experience, confidence, and intuitive gifts. John’s enthusiasm and passion speaks
volumes for how he operates in business and life.

and Kate Romero-Stellar

Born in Detroit, Michigan, and originally a talent agent and progressive talent manager, Kate
has nearly three decades of experience in the entertainment industry. She brings her eye for
talent, her Master Sorter skills, and natural born PR talent to Stellar. As an example of Kate’s
ability to connect all the right dots, at age nine, she drew a picture with crayons of a postage
stamp on an envelope to send away for Dr. Seuss books. The entire library of books showed
up special delivery a few days later.

Kate’s passion to launch budding and well-known visionary products and people adds just the
right energy to Stellar. As Vice President at Stellar, Kate also manages PR and media projects
for personal growth, retail, and film festival clients, including, but not limited to, strategy
development implantation; client coverage in print, electronic, and broadcast media; art
direction on client photo shoots; Web site project management; marketing research; writing,
editing, and placement of press releases, as well as ongoing business development and client
management.
I: Who are the media looking to interview these days?
JS: I would say, in a nutshell, people who are making an impact in the world. The media is done with
gimmicks, I think, is the thing to say. They‘re really looking for people of substance, men and women
who—regardless of the industry they‘re in—are really moving our country and the world forward through
the way they‘re doing business and the products and services they offer. They‘re looking for people like
that. We sometimes use the terms leaders and visionaries. They‘re looking for those kinds of people.
I: How much media exposure does it take to make a business a success?
JS: Let me give you an example. One thing our company, Stellar Communications, is still best known for
is launching the global phenomenon, the book and film The Secret. And even before I took the creator of
that project, Rhonda Byrne, to the Oprah Winfrey show, there were people who would call our company
and ask, ―What do I need to do to get to the Oprah Winfrey show?‖
They really have that focus of seeking just one big hit. What we tell our clients is that to be successful, it
really takes a presence over time. We look six months, twelve months, sometimes even five years out to
see what will help our clients gain exposure, and we consider ourselves architects of vision. How we do
that is by gaining exposure for people and helping them build a case for the products and services they
offer and how they‘re doing business in the world.
I: What does it take to become a household name, or a household brand?
KRS: It‘s like asking, ―How do you get to Carnegie Hall?‖ And the answer is, ―Practice.‖ What it takes to
become a household name or brand is persistence, diligence, purity of your product, and to really
understand your brand and your demographic as well.
Stellar is very good at placing a client in the most ideal demographic for their product, their brand, their
vision, and however they want to impact the world. I believe that a person‘s demographic is very
important to distinguish. I believe also that it is extremely important to be persistent, not give up, stick
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John Stellar and Kate-Romero Stellar continued . . .
with it, have a vision, be passionate about it—to walk your talk. Walking your talk is one of the most
important things that we look for in our clients.
We're very, very selective about who we choose as a client, based on how well they walk their talk, and
how well they are representing their product. Once we get the ideal client who‘s really, really walking
their talk, and they‘ve got something incredibly special like The Secret, as John was mentioning, then it
really becomes a lot of fun to get them to become a household name and brand.
What we do is we build it, as John said. Sometimes it‘s six months, sometimes it‘s a year, sometimes it‘s
even five years out, but we build and build and build and build, and not any one media outlet is too
small, because it‘s all building on itself. And it ends up making a world impact, as long as you stay with
it. I believe that a client‘s attitude has a lot to do with how far they will go.
JS: I‘d just like to add something to that, and I think this will put a smile on Kate‘s face, and maybe even
on the faces some of the readers. I think one of the most important things is belief. To become a
household name, you really have to have the belief that that you will become that.
Just the other day, we were watching the Rose Parade, and Paula Deen was the Master of Ceremonies—I
don‘t think that was quite the title.
KRS: Grand Marshal.
JS: Grand Marshal. Paula Deen came from a background where she suffered from agoraphobia so badly
she couldn't leave her home. It was a belief that what she had to offer was going to make a difference
that helped her overcome that, and now Paula Deen has become a household name. That belief is a very
important component.
Part of the role we play with our clients is that we remind them of who they are and remind them of their
belief along the way.
KRS: If I could interject about Paula Deen, for anyone who doesn't know who she is, she‘s a chef, and
she‘s really down home and really fun. But the major thing about her story is that she broke through an
incredibly debilitating issue. Can you imagine not being able to leave your home, ever?
She broke through that because of her belief, and her belief was so strong that I think she made four
million dollars last year. She went from being a housebound woman who couldn‘t leave, to now this
wonderful conglomerate, and she's changing lives all over the place. She does use a lot of butter in her
recipes, but I believe everybody can switch that out and use what they prefer and what‘s better for their
health instead, but what we're getting at is belief.
I have a Katie-ism, if I may share it. It goes like this: ―It costs you nothing to believe. It costs you
everything if you don't. Believing is free. You can have all you want, and it doesn‘t have any calories, so
why not? It doesn‘t cost a thing.‖
I: I love that—very nice! She also was a single mother of two sons. She had just recently been divorced,
had this debilitating agoraphobia, and she had these two boys to take care. She had to overcome a lot to
take care of her family.
KRS: Absolutely.
I: She‘s amazing. If I could eat all of her dishes, I would.
KRS: Oh, yes—and she‘s fun. Her personality is not repressed in the slightest, and when she was an
agoraphobic, it was completely. This woman has reinvented herself to such a huge degree that she‘s a
wonderful example for how to become a household name and a brand against all odds and obstacles that
might be thrown at you.
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It is possible for any person to have, do, and be—be, do, and have—anything they choose. And with the
right PR company, you can be guided past your blocks and past your fears into the spotlight that you
need to be in because you have such a wonderfully impactful product that will enhance everyone who
chooses to learn about it or use it.
I‘ve been a life coach since second grade, actually. I‘m very good at spotting somebody who is having a
challenge, block, or fear, or is even engaging in any self-sabotage. I recognize it immediately, and I have
a conversation with that person that‘s gentle and nurturing and supportive.
We've walked people through complete fear into writing their own books that are now recommended
reading, and even mandatory reading, for professionals. One individual in particular was Tobias
Desjardins, who suffered from chronic arthritis. He really wanted to make a difference in the arena of
peaceful shared custody. He created a Web site called www.peacefulsharedcustody.com, and he wrote a
book that is now required reading by other therapists and attorneys that he works with, in order to get
their credentials.
He‘s come a long, long way, and now he‘s also doing a reality show that sheds light on how children
suffer when their parents fight over them. We took him by the hand from step one and brought him all
the way there in a very short time, because he was willing, and we coached him through his fears. He
has now arrived.
I: Wow—what an interesting story. What can someone do to clearly understand their brand?
JS: I think they‘ve got to look at the very core of what their purpose is,
because their purpose is definitely going to be tied to their brand. If they‘re
here to help and serve people, and that's what is really in their heart, then
that‘s what is going to be at the core of their brand. So they can start there.
If everything about our company is focused on help and service, then the
products that we create are going to have a helpful, service-filled nature to
them. The people that work at our company will share those values.
You‘re going to get to the very heart of the matter and, even though it‘s
business, it‘s really going to come from a personal place—something that has
been in a person that they‘ve seen over the years, and as they grow and
develop, they take layers off. They become clearer about why they‘re really
here in this lifetime, and that‘s what helps a person and a company get clear
about their brand. They get right back to the very core of what brought them
into the business they‘re in.
Our role with companies—when we get to be part of that process, that brand identification, that brand
development—involves us coming in and holding up a mirror and showing them who they are; if they
don't see it as clearly as we do, then we help them see it more clearly.
The other day, we were writing a news release for a client who has a book coming out in March, and
she‘s been working on the book for over a year, so it‘s not really new to her anymore. The first thing she
said regarding the news release was, ―I‘m really excited to read this book, and I‘m the one that wrote it.‖
It‘s about having people really look at their core and what they‘re about, and get clear about what their
brand is and what they want that to say in the world.
I: What can someone do to hone their message and vision?
JS: It‘s really about having an internal focus. We‘ve had a chance to be in the middle of a number of
branding sessions where the key people from a company will be in a room. Sometimes these sessions
last for a half a day—I‘ve been in some branding sessions that have gone for three full days. It‘s an
opportunity for these individuals to take a step back and shift their focus to look within again, to see
what matters It‘s a time to take inventory and look and see and ask themselves, ―What are the
important values of our company? Are we about safety? Are we about kindness? Are we about value?‖
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John Stellar and Kate-Romero Stellar continued . . .
It‘s a chance to look at what those core values are and then to take those values and wash them over
every part of the company.
I: I see. You mentioned earlier that people are concerned about how they can get Oprah Winfrey‘s
attention and then get on her show. What does it take to attract Oprah Winfrey?
KRS: Like I said, it‘s like Carnegie Hall—it takes practice. As we were saying earlier, it‘s really about
committing to your purpose and being passionate about it and being coachable—being willing to get past
any blocks and fears.
As far as our part in getting a person to Oprah, there‘s a lot going on with a person who‘s just about to
step into their dream. They‘re confronted most of the time—it‘s the human condition, we all know that—
and what we do is make sure that they feel content, supported, safe, and confidant knowing that we‘re
going to take them in steps that they can handle.
There are times when we will get a really big opportunity for a client who isn't
quite ready to seize it, and we will walk them through it and assure them that
they‘re going to succeed and prevail, and it's going to be great, and we help it
become fun for them.
What it really takes to get the attention of Oprah and people like Oprah—well,
actually, there‘s no one like Oprah—is to have a story with heart. Make sure
that you're coming from humanity with whatever your service or product is.
Even if you‘re a coach, make sure that your heart is completely coming from
concern for humanity and the highest, best good of every individual that you
coach and come into contact with. That‘s the one thing that really appeals to
Oprah.
She has recently launched her OWN network, the Oprah Winfrey Network. We
watched it on January 1st, and it‘s incredible. It‘s such a delight to see an
entire network devoted to impacting the world in such a positive way. She has
some amazing shows on that network.
It‘s like she‘s taken herself, one show that she had, and she‘s cloned herself to have all these other
shows on this network, so there‘s much, much, more opportunity for a person to get Oprah‘s attention,
because she needs much more content now than she did before. Does that answer your question?
I: It does. I‘ve seen her OWN network, and it‘s all these experts that she‘s always had on her show, but
they have their own shows now.
KRS: Right. Diane Sawyer is doing a show called Master Class, which is all about taking our moguls and
rock stars and whomever they are, and Diane interviews them about what their darkest moment was,
how they overcame it, and who they are now.
Fergie, as a matter of fact, will be doing a show with Diane Sawyer and Master Class, and I found it just
so compelling that she was completely transparent in the interview. She said, ―There‘s one thing I want
to know that I don't know how to get. I don't know how to get it, I don't know if I‘ll ever know how to get
it, and I want to know how to get it. How do you get self-worth?‖
That‘s going to be an amazing, amazing interview that will impact everybody watching, because we‘re all
so connected and we all have similar issues. We are all different people, and maybe that is why we‘re
always surprised when someone out there has something going on with them, and once they share it, we
realize we are not alone because we secretly have it going on with ourselves too. We think, ―Wow, I‘m
not the only one!‘‖
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The OWN network is one of our big targets for leading our clients forward, because if they have
something wonderful to say, and a wonderful product ,and they‘re wonderful human beings who can
make a giant impact, of course it's a natural fit for them to be featured on the OWN Network.
JS: I‘d just like to add one other thing about getting on Oprah‘s radar. This is pretty nuts and bolts.
Some people have vision boards, some have vision books, some write goals. Katie and I, for a while,
have had God boxes where we put questions or things like our intentions that we want to put out and
manifest. The more men and women add things to their vision boards or lists, the more likely they are to
make it real in the world. If getting to Oprah is your vision, then put up a picture of Oprah Winfrey next
to the goal. Make it known in the world that you‘d like to make that connection. Also, tell key people that
you have that in mind.
One example involves a client of ours who, about four years ago, was leading a class on the subject of
billionaires. He talked constantly about Richard Branson. I had a conversation with him and I said, ―It
sounds like Richard Branson is your favorite billionaire.‖ He said, ―Yes, and I would love to have lunch
with him sometime.‖
We went to work and did our thing. That conversation I had with the client was in June, and the first
week of December we had Richard Branson and this client together on Richard‘s private island in the
British Virgin Islands playing poker and racing boats around the island.
We are just about to connect another client of ours with Nora Ephron with the book our client has
created. It‘s about seeing it, believing it, and knowing who the key people are who can help connect
those dots.
I: Talking about Oprah Winfrey and her products, what are your products and services that make
people‘s lives better?
JS: Inside our court, our universe?
KRS: Realm?
I: Yes.
JS: Our bread and butter for going on sixteen years has been the service of connecting clients and their
products and services with the media. As you mentioned in my bio, I am trained as a television journalist
originally, so I used to be the person that would deliver information in front of a television camera.
In the past nearly sixteen years, I‘ve been the person packaging our clients so that the media can see
who they are and tell stories about them and what they‘re up to with their companies, and what products
they‘re selling. Our bread and butter is our service—media relations. We get people and their
organizations in front of the media and have them talked about in their city, state, country, and on other
continents.
We‘ve added things. About three years ago I started referring to us as Dot Connectors, and we started
consciously connecting clients with people like Richard Branson, Oprah, Larry King—high profile names
that made sense for our clients to be connected with. A minute ago I mentioned Nora Ephron, who is
known as a writer and producer, and I think she‘s even directed a few films now. We‘ve added Dot
Connecting to our list of services.
Beyond that, since Katie and I formed a relationship and she became VP of Stellar Communications, she
is now solely in charge of the entertainment component. One of the things that we‘re doing for clients at
Stellar Communications now is, if they have a reality TV show idea or even an idea for a TV show in
general, between Katie and I, we have the contacts to get these show ideas heard and actually produced
out in the world.
We continue to expand. My belief for years has been that I can get anywhere my clients need to be, or I
need to be, in three phone calls or less. So we‘ve just broadened that scope and been able to touch an
even broader world in the last three years especially.
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I: That‘s fabulous.
KRS: It‘s a wonderful partnership.
I: It sounds like it. It sounds like it‘s a fabulous relationship. What is your ―why‖? What‘s your story?
JS: I‘m glad you asked that question, because this is what we want
everyone out there, especially the people that we work with on a day-to-day
basis, to get to—the ―why‖. What‘s the story behind it?
I got really clear on my ―why‖ about two years ago when we read a book
written by a client of ours titled Cellular Wisdom for Women. It‘s a brilliant
book, and Katie started reading it first. It‘s a book and a workbook, and she
was having such amazing results that six weeks later I said, ―I don‘t care
that the word ‗women‘ is in the title—I‘m going to bring a copy out for
myself, read it, and start writing.‖
Here‘s what brought me to my ―why‖: As a child, I always wanted to be an
architect and a builder, and when I was seven, eight, nine years old, I would
get into every construction site that I could. I would look in. I loved buildings
in the framing stage. I would get in and I would say, ―Okay, this is where
the living room is. This is the family room. These are the bathrooms.‖ I
would look around, and I was completely fascinated by that.
As I was reading Cellular Wisdom for Women, it was talking about what your dreams were as a child, and
I saw that I‘m not an architect today—I‘m not designing and building homes. But I‘m an architect of
visions. When I get up each morning and I get to the office, it‘s a new day of, ―What do I get to build
today? What do I get to construct for our clients today, and for myself?‖ I find a lot of joy in helping
people get their messages out in the world. My ―why‖ is that I‘m a builder of visions and a communicator
of visions.
I: What is your vision in twenty-five words or less?
JS: In twenty-five words or less, I‘d say that Stellar Communications is here to be a spokesperson for
great people, companies, and products, and to connect just the right dots for every person and
organization we work with.
I: That‘s excellent. Very clear. That was perfect. How can you trade transparency for success?
KRS: I believe that the more authentic every individual allows themselves to become, the more they will
attract to themselves an identical vibrational match to what it is that they‘re seeking to do.
Transparency is the one thing that helps us trust the people we‘re doing business with. It‘s the one thing
that helps us know we‘re in a wonderful marriage. It‘s the one thing that really deepens friendship.
You can't get by without transparency. A person must be willing to be their full self—their full authentic
self—warts and all. Sometimes being authentic doesn‘t mean you‘re always nice. It means that you tell
the truth, and it means you‘re tactful, and it means that you‘re allowing a person you‘re talking with the
right and the ability and the freedom and the opportunity to make a course correction based on what it is
you‘re saying to them authentically.
For instance, if you withhold something that you‘re unhappy with from the partner you‘re doing business
with or from a client, then they don‘t have any opportunity to make a course correction to improve that
situation. Without transparency, nobody wins, and you can't set anyone up to win without transparency.
In my mind, success can't happen without transparency—not any lasting success, anyway. I hope that
answers your question a bit.
I: It does. Why is it important to have fans?
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KRS: I have over four thousand friends on Facebook now and just a couple of months ago I only had
fifty. I was doing an experiment, because I believe whatever you focus on expands, and I wasn‘t focusing
on Facebook. And then I thought, ―What if I focus on Facebook? I‘m going to focus on Facebook!‖
I started focusing on Facebook and before I knew it, I had four thousand friends on Facebook. I don‘t
know if I would call them friends, but it is important to build a support system and a community who
really are inspired by whatever you‘re modeling for them, and being authentic and transparent is one of
the best ways to model how to be in the world if you‘re wanting to be successful.
Fans, I believe, are those who really get who you are, want to be like you, want to overcome obstacles,
want to be their full selves, and want to play full out in life. I believe fans are a wonderful barometer of
how well you‘re doing yourself. Everybody needs some kind of feedback, and what fans do, for any
person who has fans, is they put up a mirror in front of the person who they‘re a fan of. And that‘s a
great way to self-regulate and to see where you are, where you need to improve, and how to be your
greatest self.
JS: I‘d just like to piggyback something on that. In my mind, especially doing this public relations work
for nearly the last sixteen years, there‘s just nothing quite as powerful as a third party testimonial. Think
of it—when you hear from a good friend about a new restaurant, you‘re going to be pretty apt to go out
and try it. So what happens if you hear from a trusted media source about a new film or new product?
Part of the importance of having fans is having other people out in the world who are saying you‘re great
and that you provide value. It‘s going to attract attention to what you‘re doing.
I: Let me ask you a couple personal questions. What inspires you both, Katie and John?
KRS: My husband inspires me.
JS: Right back at you.
KRS: That‘s the easy answer. What inspires me is that I have an opportunity to speak my truth, to be of
service, to make a difference, to take my life experience and be transparent about it enough to show
others who have been through some of the similar things that I‘ve been through, that they not only can
survive it, they can prevail over it and thrive and have the life of their dreams and the mate of their
dreams, and nothing can stop them.
What inspires me is that I get an opportunity to do that every single day with every breath I take.
There‘s a saying that everything that a person says or does—at least those things that other people can
see —is marketing. I like to always be mindful of how I‘m occurring in the world and how I‘m being with
myself. The more a person can raise their own opinion of themselves, the more they‘re allowing their
greatness out, and the more other people can be touched and inspired and moved by them.
I‘m inspired just by waking up in the morning. That might sound like a cliché kind of comment, but I‘m
quite serious. On August 17th I had a very serious spinal surgery. It was my second one. If I didn‘t have
either of those surgeries, I would have been paralyzed on both occasions. I‘m incredibly inspired and
grateful that my body functions and that I have a greater purpose and a very high calling; that I‘m gifted
with perfect health, regardless of what has gone on in my body or any part of me. I‘m overcoming and
I‘m prevailing because I‘m inspired to make a difference in the world.
I: I like that Katie, thank you.
KRS: You‘re welcome.
JS: Inspiration for me . . . let‘s see. There‘s the saying ―Be the change you want to see in the world.‖
I‘ve heard that expression a lot, and I would say one of the things I‘ve done already in this New Year of
2011 is look at how to express that in the world.
An inspiration for me right now is to see what I can cultivate in myself, and have that show up out in the
world. Peace and calm, I‘ve really had those for some time, and I‘m looking to see what else I can
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cultivate in myself and have that show up. I think as Katie and I see that out in the world, and I‘m
working on that myself, and she‘s working on that herself, we‘re in for some pretty cool surprises this
coming year. Right now that‘s my inspiration.
I: How do you inspire others and change their lives?
KRS: For me, as I mentioned, I‘ve been a life coach since I was in second grade. I‘m quite serious. Every
time I went out for recess, there were kids in my class lined up to talk to me about their families. And at
any job I‘ve ever had along the way on my path, during my coffee break, the people were lined up
outside the door to talk to me.
I have a friend who is a talent manager in one of the biggest agencies in Los Angeles, and we used to
have dinner about every six weeks just to catch up. He was a platonic friend, and I really enjoyed his
company. One day he called me out of the blue and said, ―Katie, I‘m considering starting some therapy,
and I have to tell you that every time we have dinner, I‘m high for six weeks. I‘d rather pay you to talk
to me than go to a therapist. Are you in?‖
I said, ―Sure, of course I‘ll do that.‖
He said, ―There‘s just one thing—I have to pay you $100 an hour. If you don‘t take my money, I‘m not
doing it.‖
I thought, ―Wow!‖ That was my first life coaching client, and that experience made me a professional.
I‘ve been doing that, like I said, ever since I was in second grade. How I impact other people is I have—I
don‘t know if I can call it a gift—but I have an ability to be so emotionally empathic that I can connect
with a person and find the block that they‘re not aware of within themselves and reveal it to them as
gently as possible. I then give them some feedback on how I see their life opening up if they will just do
something slightly different in one place or another. The success rate of the people I‘ve coached is just
incredible.
I co-created something called Quantum Hypnotherapy, where I commissioned a certified hypnotherapist
to put clients under hypnosis. Then I would life coach them and create a new life blueprint for them while
they were hypnotized. I would pretty much uninstall the old software and then install new software for
their new life blueprint while they were under hypnosis, with their permission and agreement. I‘ve done
173 sessions and all of them successful for every single issue you can possibly imagine.
A forty-year smoker who smoked four packs a day couldn‘t stop. I had him refrain from smoking for
twenty-four hours, and then we gave him a Quantum Hypnotherapy session. He stopped smoking. He
didn‘t have any taste for cigarettes. He threw them away. To this day, as far as we know, he has
remained a non-smoker.
There was a methamphetamine addict we worked with who also agreed to refrain from the drug for
twenty-four hours. Up to that point he had been powerless to stop using the drug. It‘s highly, highly
addictive. As far as we know today, he is still free from that addiction.
There‘s something very powerful that I was born with that I‘m meant to be using in the world, so I
impact people or inspire people by just being my truthful self and not holding back. These sensations I
get—the instincts and intuition—I share with the people I‘m talking with and explain what it is I‘m seeing
and feeling. Even if what I‘m feeling makes no sense to me at all, it always makes sense to the person
I‘m talking to.
Also, I‘m writing books. The End of the Anonymous Actor: Changing Your Life Story Forever, is about the
journey to finding yourself. I‘m also writing a book called Radical Partnership: The Secret to a Stellar
Relationship, because John and I met through The Secret and we have a radical partnership.
There are many ways that I impact and inspire. I had radio show for three and a half years that aired
every Tuesday and I interviewed the world‘s greatest entertainment industry rock stars, leaders, and
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visionaries of our day. I got to talk to them for an hour every week, and had many, many, many
listeners. I just can't find enough ways to help people find their true self.
I: Very nice. How about you, John?
JS: A quick add-on for me. I think where I‘m seeing that I‘m inspiring others most these days is in the
area of love. I am completely blessed to be in this amazing marriage and partnership with Katie. When
we are out in the world, whether we‘re working or playing—we don‘t really keep track of whether we‘re
working or playing, which is another huge blessing—people tangibly experience the love that we have for
each other. It‘s been the greatest gift to see that.
We recently attended an event and there was some music playing. It was a Christmas party towards the
end of the year, and there were about sixty people there. It was pretty intimate as far as the size of the
group and size of the room. At one point the song ―At Last‖ by Etta James came on. Pretty much every
time that song comes on, Katie begins to sing it to me. It‘s her song to me. That song came on and we
started dancing, and it was like the rest of the world disappeared. Yet I felt pretty much every person in
that room experiencing the love that we were feeling.
It just feels like such a great gift to be my most authentic self that I‘ve ever been in a relationship, and
to have people out in the world, from our clients to our friends to people we just meet out on the
streets—even people in elevators—see us glowing. And then they walk out of the elevator glowing. I love
that I am, and my life with Katie is, an inspiration for love.
I: That‘s very nice. Why did you two choose this arena for your life‘s great work?
KRS: Because publicity and marketing is everywhere and in everything we
do. I was formerly an actor for fifteen years, and I got myself so much
work that I couldn‘t even keep up with it myself. Then I became a talent
agent and a talent manager to help other people secure so much work
they could barely keep up with it. I just have a knack for that.
I just have a natural ability in the areas of public relations and marketing,
and showing people in their best light and amplifying their best parts. Even
if they don‘t know what those best parts are, I go in and I pull them out
and reveal those parts to them. One of my favorite things to do is to leave
a person feeling so inspired by who they are that their consciousness
shifts.
I chose this work because it fits so well, and I never feel so much
intrinsically myself as when I do this work. That‘s my answer for why I
would chose to do the work I‘m doing—because it‘s my greatest
opportunity to impact as many people as possible at one time. The
entertainment industry, combined with the public relations work I do with
John, helps me reach the world in a blink of the eye, just like The Secret
did.
It‘s just amazing what is possible when you get yourself sorted out as to what it is that you want, what‘s
most important to you, and what your greatest values are. When you figure out what those are, then you
head straight for the thing that aligns with all of it, and that‘s where you will find your success and your
fortune. It comes from self-acceptance and being your authentic, transparent self in the world. It takes a
lot of courage to even think about doing that, let alone actually achieve it.
It‘s not easy growing up, and that‘s why a lot of people avoid it, because there‘s some pain involved. Not
doing it, though, is the biggest risk of all, I believe.
I: I agree with you. How about you, John?
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John Stellar and Kate-Romero Stellar continued . . .
JS: In a way, I‘m thinking it chose me. I would say that the public relations work is definitely a life
calling. Some other people might use the word ministry. It‘s a very natural place.
What‘s ironic is that as a child I didn‘t have much of a voice. I grew up in a family where speaking up and
being transparent wasn‘t encouraged—that‘s one way to put it. The work I‘m doing now where I‘m
speaking up for myself and others, getting them out in the world, is really a calling. It‘s a culmination of
forty-five years of my life.
I continually, pretty much every day, think about the seven billion people on the planet, and I want to do
my part during the rest of this lifetime to make sure that I‘m helping each and every person wake up to
what their calling is, whether that‘s being a sports hero or being a great parent or starting a business.
Whatever it is, I want to be part of that. For me, I consider that for every moment I‘m doing this work,
I‘m on that mission. That‘s my calling.
I: How do you define success?
KRS: I would say the first thing that came to my mind, which is that success for me involves how I feel
about myself every day. If I‘m feeling like I‘m living my purpose, I‘m on purpose, I‘m not pushing myself
too hard, there‘s enough self-care, I‘m keeping myself well oiled and ready to go, then I am successful
because I can't do anything without that. So my mind went straight to what‘s the foundation of my
success.
Success for me is not so much about finances as it is about a state of being and a state of mind. I believe
that it‘s our attitude that keeps us from wealth, whether it be in the area of health, finances, love,
friends, or whatever.
There are many, many finer grains of sand that keep people from success. My idea of success is finding
out what those grains of sand are, making course corrections where I need to, and preparing myself
every moment for what that next thing is, and being hootless about how it comes while holding a vision
for what it would look like.
For me, having a network called The Good News Network—all good news all the time—is one of my big
visions. I‘m making sure I‘m keeping myself healthy and maintaining a great attitude by really choosing
carefully the thoughts that I‘m thinking. That‘s a full-time job, as we all know, and it really makes a
difference, because words are so powerful and they totally shape your life.
I: I completely agree with you about words being extremely powerful; even what you think, what you
say to yourself and to others has such a tremendous impact. You‘re absolutely right. John, how about
you?
JS: When I think of success, the first word that comes up for me is motion, and that sounds kind of
funny.
What I mean by that is I think you‘re succeeding if you‘re in motion towards your big vision in life. For
me, I just shared that it is about doing my part to have each and every person on the planet awaken to
what their purpose is.
There are some days when I‘ll say to Katie, ―It feels kind of funny today, because I‘m working on small
things, small tasks.‖ I‘m making phone calls or doing things that don‘t feel big by any means, but what I
always come down to is that those small things are part of the big picture, which is part of that success.
If I am in motion towards my vision, that‘s success, and I feel that that‘s true for all people.
I: I agree. What was your most powerful moment of success or life change that you‘ve had?
JS: Mine was March 22, 2009, at Agape Church, when Reverend Michael Bernard Beckwith married Katie
and I. It was at the eleven o‘clock service, and it was a church service where a wedding broke out.
Including the choir, there were about one hundred people in the room out of twelve hundred that knew
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that there were going to be wedding nuptials, and we were invited on the stage at the very end of the
service. The room got quiet. It was like we were in this loving embrace of twelve hundred people as we
took our vows, and it was like a sonic boom of love that went out to the church and community and
beyond.
To date, that‘s my most incredible life moment, if I‘m going to narrow it down to one time. I don‘t know
if I answered your question—I went into an altered state for a moment.
I: That‘s okay. That‘s welcomed here. Katie, how about you?
KRS: What immediately came to mind—and I tend to trust what first comes to my mind—is when John
and I were best, best friends. He was the soul brother I always wanted and never had. We went to all
these personal development things together and went on hikes, and talked for hours at a coffee shop
until they kicked us to the curb, and were just the best, best friends. He knew all my stuff, I knew all his
stuff. I was just the strongest supporter of this man and he of me. I even told my former husband, ―I
have a platonic male friend that would never, ever, ever go beyond the platonic relationship.‖ My former
husband said, ―Oh, that‘s so great. You deserve that, Katie. I‘m happy for you.‖
Time went on, and John and I attended a gratitude dinner. We carpooled. We got there, and it was really
nice, and we had a good time. And then, when it was time for the evening to end, he took me back to my
car. I said, ―Thanks a lot. That was a lot of fun. I‘ll see you around campus.‖
He said, ―Wait a minute, ‖ and I asked, ―What?‖
He said, ―I need to tell you something.‖ I said, ―What do you need to tell me?‖
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He said, ―I don‘t know how to say it.‖ I said, ―Well, just say it. You know you can tell me anything.‖ This
went on for awhile until he said, ―I don‘t know how to say it,‖ and I said, ―Okay, if you knew what to say
or how to say it, how would you say it?‖
He said, ―I‘m charmed and enchanted by you,‖ and I asked, ―What does that mean?‖
He said, ―It means I want to carry your books for you, I want to take care of your feelings, I want to
support you, and I want to be your sacred partner.‖
I asked, ―What‘s a sacred partner?‖ He said, ―I want to be your boyfriend!‖
Oh my gosh—I‘m an intuitive woman, and I did not see that coming. In that moment, when he shared
those feelings with me, he killed off my brother. I was shocked. I felt like a deer in the headlights. John‘s
face was white.
As we look back on it, that‘s when he proposed to me, because we did end up getting married, and it all
came from that evening of his sharing his heart with me. That changed my life permanently and forever
in all the best ways.
It doesn‘t matter how old you are for something to come and shift your consciousness to that level, but
that did it. I haven't stopped smiling yet, and I don‘t expect that I will.
I: That‘s so sweet. You two are so sweet. What are the three most important personal tips you could
share for achievement and fulfillment?
JS: I would say honoring yourself is really at the top. If you honor, respect, and love yourself, you will
attract the same in return. Have faith. Have big faith. And ask for help. You want to ask for support. You
want to ask questions. One of the greatest lessons Katie has taught me is that curiosity is king. Honor
yourself, have faith, and . . .
I: Ask.
JS: Ask for help. Ask for what the responses were. See, there I go.
I: That‘s a perfect example.
KRS: My first tip would be to breathe deeply. Remember to breathe. The second one would be to make
sure your receiver is in good order and working perfectly, because it takes a lot more courage to receive
than it does to give. If your receiver is broken or not working or you don‘t know where it is, you‘re going
to have a very hard time receiving anything.
The best thing for me as a wife to my husband is to receive the love that he‘s offering me, because a lot
of women—and a lot of men—don‘t understand that receiving is the key to every relationship. A lot of
people think that it‘s just in the giving, and giving is a position of control. Giving and receiving is the law
of reciprocity. Both are important. So the second personal tip would be please, please, please remember
to receive, because that‘s the best way to honor a person who‘s trying to give to you.
So breathe, make sure your receiver is in good working order, and the third personal tip would be stalk
your thoughts and make sure that they are the ones that you want to come through to the best of your
ability. What you think about, you bring about, and there‘s no question about it.
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Jeffrey Van Dyk

is a leader in the coaching industry, and
has helped hundreds of people
worldwide heal their ache and discover
their higher purpose. With his business
partner, Suzanne Falter-Barns, he helps
conscious entrepreneurs package their
purpose into a powerful online platform
so they can bring their message to the
world.
Jeffrey has nearly two decades of
experience in training and development,
having worked in high tech before
moving into the professional coaching
and training arena. While at Microsoft,
Jeffrey worked personally with leaders
such as Bill Gates, Donald Trump, Peter
Jennings, Ariel Sharon, and Jacques
Chirac. Jeffrey is President Emeritus at
the International Coach Federation San
Francisco chapter, and trains coaches
and entrepreneurs worldwide as faculty
of the True Purpose Institute, Dream
Coach University, and through his own
events at The Spiritual Marketing Quest.
I: What kind of clients do you work with, and
what do you do for them?
JVD: We really serve two primary client
groups. One group includes coaches,
therapists, and healers who have generally
been in practice for a few years, have taken
some business-building courses, and find that
there is something still missing for them—
that they really aren‘t speaking their
complete truth in their marketing, and their
marketing isn't working as well as they‘d like
it to work. There‘s still that ache and that
calling to be doing their life‘s work in a more
fulfilled, more robust manner, and they just
don‘t know where to turn to make it all work.
That‘s one group.
The other group is made up of people who
are what I would call leaders of some sort in
their industries. They could be leaders in the
coaching industry, speakers, authors, larger
business consultants—that sort of thing.
They‘re people who feel like there is a
broader message for them to share. There‘s a
truer message for them to bring to the world,
and internally they feel some resistance to
bringing that message out.
Those are really the two types of people we
generally serve.
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Jeffrey Van Dyk continued . . .
I: I see. You talk a lot about creating a niche, brand, and message by digging into your core wounds.
What exactly do you mean by that?
JVD: I met Suzanne Falter-Barns, who has been one of the industry‘s leading online platform building
experts for years and years. Platform is really the place where you stand online that gets you known by
major media and the people you‘re here to serve. It‘s about what you stand for and what you‘re known
for.
What she saw was that when she built a platform, brand, niche, Web site, etc., some people would take
it and run with it. One of her great success stories, for instance, is Pam Slim. She built Escape From
Cubicle Nation with Pam, and it‘s one of the top four thousand blogs in the world right now out of 500+
million blogs, so there‘s great success there.
For some people, you build a brand, you build a niche, and you see that moment when they recognize
that it could actually launch them, catapult them, into a much bigger place to stand in this world and on
the internet, and they get scared. All those old feelings come up and they begin asking themselves
questions like, ―Who am I? Do I really feel safe enough to say that, to bring that to the world? What will
people think?‖ Everything starts coming up, and they basically get scared off by their own platform and
never really step onto it.
When I met Suzanne, I‘d been doing a lot of internal parts work with people, helping them see their
wounds as the training program for their purpose. When it came to building a platform, it was just the
most perfect combination. We dive into their core wounds, we discover the landscape they know better
than any other landscape in the world, and we use that to influence their platform, because that‘s really
what people want. People want to know that you know them. If you‘re a coach serving them, they want
to know that you‘ve been there in one way, shape, or form.
A lot of the work Suzanne and I do is centered around intimacy in marketing, and there‘s nothing more
intimate than reaching into your own wounds, your own pain, your own struggles, and your own learning
experiences in order to serve others. That‘s what we do.
I: Your business is called The Spiritual Marketing Quest. Where does spirituality come into marketing?
JVD: It‘s sort of the whole point of it all. Why are we here? Why are we doing this thing? The classic,
―What‘s it all about, Alfie?‖ comes into mind.
For years, I‘ve been teaching life purpose work with Tim Kelly of the True Purpose Institute. Our minds
are brilliant things. Our intellects are brilliant for certain activities like keeping us safe, keeping us
housed, making sure we get our needs met; but, when it comes to satisfying that calling in our souls,
when it comes to touching that place that says you‘re here for a reason, that there‘s a purpose to your
existence, that I think can only be touched from the place of spirituality.
That‘s a big, loaded word in some ways. But simply put, it‘s that place of internal knowing, as well as the
place where, on some level, we‘re all connected, we‘re all part of this fabric that is interwoven together.
If I really want to answer this question of niche and brand and business building from the place of calling,
I must tap into that place in order to really get right on home base, or the bulls eye, of why I‘m here,
what I‘m up to in life, and why it matters to me.
Suzanne and I use our connection to spirit or source on a regular basis, and what I know is that we can
be working on marketing or working on writing some copy for a Web site or whatever it is, and when it‘s
just our minds engaged, it ends up being sort of ho-hum and flat, and it doesn‘t create intimacy. When
we connect with our guidance, there‘s always something we never thought of—there‘s always new
information.
Just the other day I was asking about a product we were creating. We were about to create a sales
video, and I wondered what we were missing. Spirit said, ―What you‘re missing is your impact. What
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you‘re missing is the importance of this message at this time. What you‘re missing is that your mission is
to create a movement.‖
It‘s that sort of information that just blows you right open. And from that place of service, I feel like I‘m
so much more effective, and I feel like that‘s the case for everyone I serve.
I: I interviewed Suzanne Falter-Barns in the spring of 2010. She was fabulous. You talk about creating
the internal platform, or scaffolding, to support your life‘s work. What do you mean by that, and why is it
necessary?
JVD: I love that question, thank you. What breaks my heart is to see
someone, especially in the coaching industry, with beautiful gifts, strength,
and resources, who is going to school, getting their coaching degree, doing
all their work, and having all their tools, and yet they can't seem to use
them. They might go and take classes on how to market and how to create
a niche and so forth, and still it‘s like they don‘t ―launch.‖
To me, a big part of that is because they don‘t have a launch pad. There‘s
nothing inside of them that‘s strong enough for them to stand on and really
help them to step out in the world. Creating an internal platform or internal
scaffolding is about creating that internal place of strength where they
know they can step out and speak their truth with great confidence and
with great honor for themselves and their work in this world.
I do quite a lot of speaking, and I think of a platform at the front of say a
hotel ballroom—the ones with the little legs on them. If you stepped onto it
and it was a little wobbly, you wouldn‘t want to stay on that platform for
very long. ―Oops! I have to hop off of that!‖ I think the same thing is true
for the people we serve. When they ―step onto our platform‖ they can feel
whether it is solid and sturdy. They‘re saying to themselves, ―Can it hold
me? Can it support my process, or is it a little wobbly? And if so, I don‘t
really feel like I can step onto it.‖
Our clients notice it, and so do we. We don‘t feel safe stepping out and
really speaking the truth of what we‘re here to do in the world.
I have a whole process that I take people through for building that internal
platform, and it actually involves wading through the very stuff that comes
up when they‘re in the building process—when they‘re building a brand, a
niche. The very stuff that comes up that, when they go through it, it
actually becomes the foundation of the platform. It‘s actually the thing that
helps build that scaffolding and that strength. It‘s like going to the gym.
When you‘re done building your external platform, your brand, and your
niche, you also have your internal platform, so that you can really step onto
it and serve.
I: Very nice—wow! What‘s the number one mistake most coaches make
when creating their marketing message?
JVD: We‘ve been talking all about spiritual marketing and internal wounds
and all that good stuff, and I think a lot of people who are oriented to
coaching are a little bit more in the ―woo-woo‖ camp, and I‘m not saying
that disparagingly—I would put myself there. But our clients aren‘t
necessarily in that camp. They don‘t necessarily speak ―woo-woo.‖ They
speak a different language.

-19-

Photo by
Siddiqi Ray..
(Continued next page.)

Jeffrey Van Dyk continued . . .
I think the number one mistake coaches make is not translating their work into their client‘s language. I
describe it at The Spiritual Marketing Quest as meeting someone on the their front doorstep. If you pay
attention, you‘ll notice that most coaches talk about their processes: ―Oh, I‘m an ontological coach,‖ or
―I‘m a co-active coach,‖ etc., and it‘s all about them and their process and so forth.
Clients don‘t actually care about that. What they care about is the thing that keeps them up at four
o‘clock in the morning, the thing that they‘re scared to say, sometimes even to their best friend or
spouse—the thing that breaks their heart, or the challenge they're facing in their lives that they want
support through.
Part of what we do with people at The Spiritual Marketing Quest is we help them ―follow the
breadcrumbs‖ from their doorstep, their process, and their unique system, over to the doorstep of their
client, to speak in that basic, simple language, so that when they do speak with the people they‘re
intending to serve, it doesn‘t sound like their own stuff, it sounds like they‘re speaking to the client like
they know them. The client feels heard and understood, and it creates that intimate bond where they can
easily say ―yes‖ to working with them.
I: I‘m married to a software engineer, and when I ask him a question, sometimes he gives me this
polluted answer that he totally understands, and I just want to know if it works.
JVD: When I was in high tech, I was in training and development, so I wasn‘t an engineer, but I worked
with a lot of them, and yes, it requires translation. I think that‘s the number one thing people fail to do is
to translate their work into their client‘s language.
I: I‘ve heard you say that there are no problems to be solved, just truth to be revealed. What do you
mean by that, and what about the real problems people have?
JVD: This is really the foundation of the philosophy I work with. Our world is based on problems. Our
economy is based on problems. We‘re a problem-based society. If you have a problem, we will fix it.
If you look at most marketing and messaging out there in the world, it‘s all about naming the problem,
about taking people into their pain, and then offering them a solution; sort of dangling the goody in front
of them. A lot of marketing teaches us to do that, which is why a lot of conscious entrepreneurs are put
off by traditional marketing training, because it doesn‘t feel right to them.
Also, a lot of people are in some way just trying to fix themselves. They‘re going to event after event,
reading book after book, trying to fix what feels broken. I was in that camp for many, many, many years
until I was guided to stop looking at the problem. I was really told, ―Jeffrey, stop focusing on the
problem. Just reveal more truth.‖ I asked, ―How do you do that?‖
The image I got was one treasure buried in a field. How would I know where it was? How would I know
where to go digging? I would need some sort of marker, a flag waving in the wind saying, ―Over here!
Dig here! This is where the buried treasure is.‖
That‘s really what problems are; they are flags waving us over to a deeper truth that‘s trying to be
revealed. When I‘m working with people, I use that philosophy to communicate that if something is in
the way of you stepping onto your platform, if something is in the way of you bringing your truth to the
world, let‘s dig there. Let‘s dig into that wound. Let‘s dig into that challenge and see what deeper truth
there is to discover. Always, there is some revelation that happens.
We don‘t fix the problem—we use the problem as a doorway into a deeper layer and level of truth that‘s
wanting to be revealed. As such, you can be in the joy and the exploration of it, rather than the problemsolving mire of it.
I: What do you and Suzanne have available for people who would like to know more about overcoming
and going through this process? Where would they go?
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JVD: Probably the best fit would be to
attend one of our live events. We have a live
event called the Spiritual Marketing Quest
(http://spiritualmarketingquest.com).
It‘s a three-day, live, very, very experiential
event. It‘s just great. Suzanne and I are
both performers. We‘ve both been
professional cabaret singers, if you can
believe it. We use a lot of multimedia, a lot
of music, and movement in the midst of a
spiritually-oriented business seminar.
During that work, we help people dig into
their core wounds to really understand the
landscape that they‘re an expert at. Then we
help them translate that into a craving their
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market has, helping them to really
understand who that market is, where they would find them online, and how to build a brand and a niche
so that they can be recognized by that niche and by major media. We help them package it in a way
that‘s really congruent, really true, and has them able to serve people effortlessly and abundantly.
At the end of that event, we just have a blast. We bring in a live blues band and people are given the
opportunity to sing their new truths and to be witnessed by the people that they‘ve been on this journey
with. It‘s really a deep three days. It‘s transformational, and people leave with really solid business
content in terms of really understanding their niche, their brand—all that good stuff—but also having
experienced the transformation internally so they can actually use it and bring it to the world. Attending
one of these live events would be the number one way for someone who is curious about this process to
learn more. We do this twice a year, in the spring and fall in San Francisco.
We also have a page-a-day calendar that I‘d like to invite people to check out. If you‘re interested in this
work and want to stay connected to it, we have a special gift of a free page-a-day calendar. It‘s called
The Spiritual Marketing Daily Uplift Calendar. It‘s a thought for the day, an image, a video, something to
remind you of the larger work we‘re all here doing at this time in this great transition, this great turning
we‘re having here on our planet (http://spiritualmarketingquest.com/blog/daily-uplift).
This really is a movement, and Suzanne and I are just part of the movement—there are many others. It‘s
a daily reminder to keep us connected and keep us together in this great journey we‘re on together.
I: What inspires you on a more personal level, Jeffrey?
JVD: I love that question. The number one thing that inspires me is beauty. I‘m very beauty-oriented, so
I spend a lot of time in nature. I live in San Francisco, which is a beautiful city, and I‘m an avid cyclist. I
go out into the redwoods and go bicycling in nature surrounded by beauty. It just opens my soul and
reminds me of how small I am, and how much of everything I am. How small and insignificant, and how
―everything at the same time‖ I am, and we all are.
I: I agree with you. I love nature. I just love being in nature, especially near an ocean—which you are.
How do you inspire others and change their lives?
JVD: I think the biggest way is to open my heart and touch my soul and touch the place where I can feel
other people‘s pain and meet them there. For a lot of people who are drawn to this work, I‘ve found
intimacy is a very big issue. We create intimacy in social media with all these people out there in the
world, but there‘s also very simple one-to-one intimacy and connection. It can be elusive and scary.
If there‘s any way I think I inspire people, it‘s to feel safe to touch their fears, to help them see the
beautiful gift they‘ve given themselves with their wounds, and to understand how to use the stuff that
has always seemed to get in their way as their greatest asset in life, so they can stop trying to fix
themselves and live from the joy of who they are.
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Jeffrey Van Dyk continued . . .
I: That‘s a very nice answer. What made you choose this arena for your life‘s great work?
JVD: Choice is a funny word. It doesn‘t really feel like a choice; I mean, I know I have a choice, but I‘ve
been on sort of a spiritual journey since my early twenties. At some point in my career in high tech, the
plug just got pulled. I was great at my job, and at one point I could barely even get myself to do it
anymore.
The plug was pulled, and the Universe said, ―Okay kid, off you go! Time to go do your life‘s work.‖ I have
to tell you, I kicked and screamed a little bit on my way.
I: You were already kicking and screaming before you were totally wiped out by that job.
JVD: I was kicking and screaming, not seeing how I could possibly make it work, not seeing how I could
live in San Francisco without a salary like that, and just feeling really scared, frankly, until it became
obvious that if I didn‘t quit, I was out of there. I just started making stupid mistakes—the kinds of things
that happen when you can't get yourself to show up.
I: You don‘t even want to get out of bed. When you‘re feeling that way, at some point, if you don‘t listen
to your inner calling, you don‘t even want to get out of bed. You don‘t even want to go.
JVD: I fought with it. I always say, you are your market. And oftentimes people have a sense of ache,
and the ache comes from the calling amping up and amping up and amping up, and the resistance also
amping up and amping up and amping up, and the two collide. In that collision, there‘s a great well of
ache, and that‘s where I was until I just had to give up on the fight and surrender to it.
All I can say is spirit just flew right in and lifted me up. It was a struggle at first. I struggled most of all
with niche, because all the niche programs I went to just seemed so cheesy, so formula-based, and so
wrong, so it‘s no wonder I‘ve found myself helping people dive into what‘s most true and most core to
who they are in order to help them understand niche, brand, and all of that good stuff.
Here‘s where the choice was—the choice wasn‘t to do it or not do it, the choice was whether or not to
struggle and to fight against it. At some point I did make the choice to say yes to it. I think that‘s made
all the difference.
I: I‘ve talked to a lot of different people, and it‘s never a choice. It seems like it‘s never a choice. It‘s
always been chosen for them; their life guides them there, inevitably. Or, if you don‘t make that choice,
you‘ll get shoved into it by life. Life will say, ―Okay, you didn‘t listen to me—hear me now.‖
JVD: Right. I can tap you on the shoulder, or I can hit you over the head with a frying pan—which would
you like?

www.spiritualmarketingquest.com
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Karen Wright

is the founder and Managing
Director of Parachute Executive
Coaching, a Toronto-based
coaching firm built on Karen’s
successful corporate career in
consumer packaged goods,
marketing and advertising.
Karen works with clients to focus
their strengths and realize
alignment between their personal
and organization’s goals and
interests. Karen believes that
coaches should walk their talk,
both in terms of their business
dealings and in their personal
lives, and strives to model her
beliefs in everything she does.
Karen graduated from the world’s
leading coach training program,
and was one of the inaugural
students in its affiliate corporate
coaching program. She is a
teacher for both schools, and
mentors new coaches around the
world. Karen has trained in
numerous assessment
instruments and processes,
including the Birkman Method and
Winslow, and worked with Dr.
Martin Seligman in the first cohort
of coaches trained in his positive
psychology-based coaching
program.
The first Professional Certified
Coach (PCC) in Canada, and one of
the elite of Master Certified
Coaches, a past International
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and the founder of the Toronto
chapter, Karen is a leader in the
field of corporate coaching in
Canada and globally.
A nationally published columnist
and sought-after speaker, Karen
has been featured on CTV News,
CBC Radio One’s Workology, the
Global & Mail, More Magazine,
CFRA Radio, Ottawa, Talk Radio
(U.K.), The Toronto Star,
Kiplinger’s and Computer World
Magazine, and is a trusted media
resource for inquires in leadership
and career-related topics.
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Karen Wright continued . . .
I: Wow, Karen, you have such a powerful bio! Thank you for joining us tonight.
KW: Thanks. I‘m so happy to be here.
I: You left a successful career in a Fortune 500 company to become an executive coach. Why?
KW: I‘d like to think it was that intentional and logical, but really what happened was I had been moved
with my corporate career to a different city, and I had four different bosses in eight months. It occurred
to me after boss number five rolled up that maybe this wasn‘t working out, and so I just decided that
enough was enough, and I moved back home.
I started examining what I loved, what I had been successful at in my corporate career, and right about
that same time, I discovered there was this thing called coaching that was starting to grow in status. This
was in the mid 90‘s. I‘d like to say I discovered it by accident, but I don‘t really believe there are too
many accidents in the world.
As I read about it, I thought, ―Wow—that sounds really interesting!‖ There was just something about it
that really drew me in. What I started to understand was that I had, throughout my marketing career,
always been interested in human behavior and motivation, and why people do what they do. I took a
course, and as they say, the rest is history. I found coaching, it found me, and I have loved every minute
of making the transition into this profession.
I: That‘s great. You entered the coaching profession very early, particularly in Canada. What have been
some of the keys for your longstanding success as a coach?
KW: I hesitate to even use the word success because I don‘t know that any of us should ever assume
success, but I really believe that I‘ve done well in his profession first and foremost because I truly love it.
I can't think of anything else in my life that I loved doing for as long as I‘ve loved being a coach.
Every day I wake up and I am thrilled to talk to clients and happy to get out of bed. I have lots of
energy, and I‘m always searching for new things to learn, new ways to approach this work, and new
people to talk to about it. It‘s a constant learning experience for me.
I believe that comes through in everything I do. I‘m also a natural sort of connector and I love meeting
new people, and that shows up in my work with clients. Truly, I believe that my business background has
helped me a lot. I know that when I first entered into the field, there were very few people doing this in
the Toronto area particularly, which is where I live, and the other people who were starting to call
themselves coaches and doing this kind of work were, for the most part, coming from counseling, social
work, and therapy backgrounds; they didn‘t have that same sort of orientation toward the business side
of running a coaching business that I did. I believe that served me really well over time.
I: You‘re absolutely right. A lot of coaches do come to it from a helping, counseling type of view, because
that‘s what you‘re doing; but you‘re absolutely right, within the business world, you really need the
business side.
KW: The fact that I came from a marketing background meant that I understood how to talk about the
features and benefits, to position coaching in terms that the client connected with. I think that was easier
for me than it might have been for some other people.
As a matter of fact, one of my mastermind buddies, Michael Bungay Stanier, said to me at one point not
too long ago, that he thinks I ―brought an incredible clarity to the money side of coaching.‖ It has never
been a problem for me to think about coaching in terms of the value it delivers, and what the end benefit
is worth, and then to price it accordingly, and I think that has served me very well as well over time.
I: That definitely would, because that‘s one of the significant ingredients that most coaches need.

-24-

KW: There‘s a huge financial struggle for a lot of coaches. People come into this profession for the best
possible reasons, a true desire to help people, but with that there also needs to be that business acumen
and that understanding of how to create a sustainable business out of that passion for doing good work. I
really think having a combination has been useful for me.
I: Definitely, because valuing what you do helps others to value what you‘re
giving.
KW: Exactly. You put it perfectly—absolutely.
I: You‘ve mentioned that you take your role as a leader in the coaching profession
very seriously. What did you mean by that?
KW: When I first came into the coaching profession—and again, I think partly
driven by my corporate background and my need or interest in credibility and
getting the profession established—I immediately sought out a professional
association, and I found the ICF (International Coach Federation).
At the time, there was no chapter for the ICF in Toronto, so I founded the chapter. There was another
coach who was interested at the same time, so the two of us got together, and we created the chapter
here. There was another small group of folks that came on quite early, and it got bigger and bigger. The
Toronto chapter was the originator of the Prism Award. It has done great, great things, and I have a
huge amount of pride attached to the fact that I was at the very beginning of something that has
progressed to become a really terrific force in the chapter system for the ICF.
I believe that professional associations in general are an important part of developing as a professional—
having colleagues and peers understand different pathways into mastery and professional development.
In addition, I believe that it‘s important to get involved beyond just the ICF in terms of helping the
profession become what it ultimately can be.
Even though I‘m not directly involved in chapter events, I make it a point to contribute now. I‘m happy
to mentor new coaches. I get probably several calls a week from people considering becoming a coach,
and they want to know what it takes to be successful, where to go for training, and how to price things.
I‘m always happy to answer questions, because I think that it‘s important to share knowledge and help
other people be successful.
I: For somebody as successful as you are in the industry, you have such an unusual business model.
Your business is 100% coaching, whereas most coaches have books and products and other services.
How do you sustain the growth when you are offering only one-on-one coaching?
KW: That‘s been an interesting road. It‘s not the easy way. I have a lot of respect for people who are
able to write and create products and programs. It‘s kind of a chicken and egg thing.
Early on, as I developed this model for doing work in corporate environments—and there are certain
aspects to the structure of my engagement that mean that the company who is hiring the coach is
comfortable with what‘s going on in the process, what they‘re getting out of it, and how much it cost—at
one point I was doing a lot of work for a couple of organizations and they said, ―We really like your
process. If you can bring in more coaches just like you that work the way you do, we want to give you
more business. We understand that you can't be the right coach for everybody.‖
That was really my impetus to start bringing associates into my business. Now I have a dozen associates,
mostly across Canada, but a few folks in the U.S. that I work with as well, and I feed business to them
when the appropriate business comes in the door. The company delivers coaching, but it‘s not all me.
It‘s a great thing to be able to respond to an inquiry by saying, ―No, I might not be the perfect coach for
that, but I do have someone who is, and let me introduce you.‖ The coaches that work with me are
happy of course, because they don‘t have to go and find all of their new business. I can provide a lot of
that for them. We are 100% coaching, but it isn't all me.
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Karen Wright continued . . .
That said, I am working really hard to try and productize some of the things that I do, and to write some
of that information down, but that‘s a hard thing for me, and I don‘t know whether I‘m usual or unusual
in that regard. It‘s just always been easier for me to do it than to productize it. That‘s my development
work at the moment.
I: With your level of experience and your success, this obviously works for you.
KW: I was at the right place at the right time, that‘s for sure. Because the corporate world requires a lot
of accountability and I‘ve been able to provide that, I think it‘s been a nice marriage along the way.
Truly, I have connected with some brilliant coaches, particularly in Canada, but elsewhere also, and have
been able to leverage my relationships with people I met through the ICF and through the training
courses. I‘ve been able to leverage some of those relationships into the associate relationships, and
that‘s been a wonderful journey.
I: What do you believe are the keys to building a successful coaching business?
KW: First and foremost, you really do have to try to walk your talk, and I hesitate to say ―walk your talk‖
in sort of absolute terms, because it‘s an ongoing process, as we all know. I think that it‘s really obvious
to a client when you‘re not really modeling the things that you talk about. Another thing, I don‘t get it
right all the time, but I know that I‘ve always got to be trying; that, I think, is really important.
Have clarity about who you are, who you work best with, and the willingness to say no, and with that
willingness to say no is the willingness to say, ―No, not me, but here‘s someone who can help you.‖
Having a great network is a nice adjunct to that willingness to say no, because if someone comes to me
and I know that I am not the best coach to serve them, it benefits everyone if I can easily connect them
with someone who is, rather than having them try to find that on their own. That‘s another piece of it.
I think always talking about what you do is important. I never cold call. I never actually ask for business,
but I do make a point of connecting people with the idea that if they‘ve had a great experience, and if
they‘ve gotten a great result, then it would be terrific if they shared that with one or two of their friends.
It‘s a delicate balance between never talking about it, and asking for it and being really salesy.
Those are some of the important things, I think.
I: Your coaching work is almost exclusively with leaders and senior executives in corporations. Why did
they choose you? What makes you different from the other coaches?
KW: One of the most important things in corporate work is to be credible, and because I‘ve had a
corporate career and I‘ve worked at senior levels in organizations, the corporate people that call me
know that I have, to a certain degree, led their life, and I understand what they‘re dealing with.
I‘ve had coaches call me up for advice about how they can work with CEOs and at senior levels in
organizations, and there have been inquires from people like that who have never actually worked in
those environments. You don‘t have to have the exact experience that your clients have—by all means,
you have to bring something different—but by the same token, you have to be credible. I believe that a
big piece of what I bring is my business background, and that makes a difference.
The other thing is that I‘m very, very respectful of my clients, but I‘m not intimidated by them, even
when they‘re big, powerful people running big companies. It might sound kind of silly, but I think
sometimes those folks find it difficult to find people who will challenge them, and I believe that is
something that I bring.
I also make it a habit to be a really good resource for my clients. Really busy people find it incredibly
valuable to be sent information about a book, Web site, speaker or resource of some sort that I know
might be useful to them, and I get a lot of feedback about that.
I: How does happiness make a difference to a corporation?
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KW: Happiness—that‘s a great topic. I‘m reading a fantastic book right now called The Happiness
Advantage by Shawn Achor, and it talks about how happiness really can be a competitive advantage, and
I truly believe that. Another bit of feedback that I get sometimes is that I have good energy; I smile a
lot, and I like to have fun.
The more the science of positive psychology advances, and the more there becomes an understanding of
the link between happiness and success, hopefully more companies will start to understand that their
people have to be happy before it‘s possible for them to be successful.
The leaders that I love working with the most are the leaders who really love what they do and who
really are happy people, and not in a simplistic, bubbly way, but who are really optimists at heart. That
means that they know how to solve problems, and they believe that they‘ve got the resilience and the
personal resources to solve things. They take responsibility for things. That‘s all part of happiness.
What I‘m seeing is that the more senior people in organizations understand those principles and start to
reflect them, the more their organizations can start to be more populated with happy people. And from
happiness, success follows.
I: I completely agree, because successful people are optimistic and are problem solvers. They always
look for the solution, asking, ―How can I fix this?‖ or ―What can I do?‖ Then you have the negatives, who
are always looking for the problem. How can you be successful if you‘re not looking for solutions?
KW: Exactly. You absolutely get what you focus on, and I see that all the time. This is what I consider
my stealth agenda when I‘m going into organizations. People will hire me to help their people be more
successful, and if I connect with the client individually and discover that they‘re not happy, that‘s the first
thing that we have to work on, because it‘s only with that that they can then summon up the energy to
go do some of the harder things they have to do at work.
I: Exactly. What keeps you interested, engaged, and passionate, if we‘re going to talk about happiness?
KW: As I said in the beginning, the learning aspect of this work is just the most rewarding, fascinating
thing in the world for me. The people I get to talk to when I go to these conferences—I go to CAM every
year, and occasionally the ICF—I just love their energy and passion for this work.
I know that the work we as coaches do really does make a difference in the world, and I feel really good
about that. I have two kids, and when they were very young and I was working, it was nice to be able to
be flexible with my schedule, but I‘ve also always said that if I wasn‘t doing something I really believed
in, if I wasn‘t doing something that I really felt was important in the world, then I wouldn‘t feel as good
about taking time away from my kids.
What I know is that I can be really proud of what I do and set that
as an example for my kids—that it is possible to be successful and to
be really happy and really love what you do. Whenever I get into
these What am I going to be when I grow up? conversations with my
kids, I‘m always able to say, ―Look, it is absolutely possible to take
something that you love and make it your work, and that‘s the thing
you should always look to do.‖
I: I think that‘s great. I have two daughters, and I want to be a
good example for them, because they‘re young, and I feel like I‘m
their role model.
KW: Definitely. They‘re always looking to you. They‘re always
observing, and if you‘re coming home cranky every night, then of
course they‘re going to notice that.
I: They see better than they hear, don‘t they?
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Karen Wright continued . . .
KW: Yes, there is that! Although I have had feedback that some of the questions I ask my kids are
different than some of the questions other folks might ask their kids. I have a hypothesis that children of
coaches are wired a little differently than the children of other people.
I: I‘m sure you‘re right. I‘m always talking about success and how to win and be positive because your
thoughts create reality. I‘m sure other kids down the street are not hearing this from their mother.
KW: If one of my kids has a problem, I‘ll ask, ―What if you were to do it differently? What would
happen?‖
I: Exactly. What are some of the new projects you‘re working on right now?
KW: I‘ve had a fantastic burst of creative energy lately. It‘s really, really fun. I‘m working on
―productizing‖ the process I‘ve been using with clients for years – the methodology I‘ve devised to help
people make career decisions and gain clarity about their path and their legacy. I‘m also working on
consolidating much of what we‘ve talked about here – what I‘ve learned about how to start, grow and
sustain a corporate coaching business – and putting it into an accessible format so newer coaches can
learn from it. And there are several other projects bubbling, but I‘m trying hard to focus and just get
something out there – remember, this is the stuff that‘s hard for me!
In my core business, I‘m developing a niche working with high potential—the fast track people in
organizations who are really seen as being the bright stars, the leaders of the future, and that‘s really
based on the fact that my one-on-one work at senior levels has been with those very big, very
charismatic, very dynamic leaders. It‘s the next generation of those leaders that we‘re building a
program to support, so that‘s kind of a fun thing.
I‘m also doing some more things in partnership these days. I‘m working with a couple of other coach
friends to develop some programs, products, and ideas to take out into the world. It‘s fun to be doing
things collaboratively for a change. There are lots of good things going on.
I: Good for you—that‘s wonderful! What inspires you? Just take it a little bit more personal. What
inspires you, Karen?
KW: I can get inspired in lots of different ways. I can get quiet inspiration from a great book or a movie
or any kind of a story about someone who accomplished something significant or made a change or a
difference in the world.
My kids inspire me, and I know that sounds sort of trite, but I look at them and I see them trying to
figure things out and make their way in the world and become the human beings that they‘re becoming,
and I just marvel at how they learn, their curiosity, and how they ask questions and challenge things. I
just think they‘re so interesting and so wonderful to be with.
I have coach friends and non-coach friends who inspire me and who I seek to model sometimes. I have a
couple of girlfriends in particular who I think are really special people, and they are different than me in
accomplishing really interesting things, and they inspire me. Lots of different things.
Then, if I really need a moment of pure exhilaration, it would probably come through music. I surround
myself with music as much as possible because that‘s the thing that really lights me up.
I: Me too. I love music. How do you inspire others and change their lives?
KW: I just really believe in keeping it real. I really try not to get too puffed up. I‘m actually finding
myself a little uncomfortable as I‘m thinking back over this conversation you and I have had, which is all
about my success. Nobody does it alone, it‘s never an assumed thing, and it could all disappear
tomorrow, so we‘ve always got to be working on things and improving.
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For me, if I feel like I‘m in service to other people, that works for me. There‘s huge gratification that
comes from being in service to others, and a pretty good model for me is to make my work and my life
be about other people‘s success and happiness.
I just really care. I love connecting with people and understanding them, and doing what I can to help
them be great, whether it‘s clients, friends, or family. Those are some of the things I try to do.
I‘m not afraid to call myself out on something. There was one time when I was asked to do a workshop
on work/life balance, and I had completely overcommitted myself in that particular stretch of time. I
found myself standing in front of 150 potential customers at seven o‘clock in the morning for a breakfast
session, having to talk about work/life balance, and I just stood there and said, ―Boy, did I ever get it
wrong this time!‖ They laughed.
I believe the more real you can be and the more you can be in the moment and say, ―I got it wrong this
time, but here‘s what I learned, and here‘s what I‘m going to do differently going forward‖—that‘s a
worthwhile model.
I: In fairness to you, this interview is supposed to be about you, so you‘re allowed to talk about yourself.
KW: I‘m really proud of what I‘ve done, and really proud of what I am and the work that I do, but it just
feels funny to be talking about it, that‘s all.
I: That‘s hard to do, but you‘re very authentic. Finally, what made you choose this arena for your life‘s
great work? I know we touched on it a little bit. You could have stayed in the corporate world.
KW: There‘s a couple of things, and I have touched on the learning aspect and making a difference, but I
think when I boil it down, I originally really connected with this idea because I really believe that I could
have made a big contribution to the organization I was with if I‘d been able to stay there, and I really felt
like I couldn‘t.
As I came to understand what a coach does and how a coach can help people, particularly in the business
environment, I truly believe to this day that if I had had a coach back then, I might have been able to
stay in that company and go on to achieve whatever was available to me in that organization. That‘s one
very personal example of why I believe there‘s great value in this work.
As I said at the beginning, I didn‘t really choose it. It was a connection. I didn‘t know about it, and I
wasn‘t looking for it, and yet when I was open to the idea of doing something different with my life based
on what I loved and what I was good at, this is what showed up, and aren‘t I lucky?

www.parachuteexecutivecoaching.com
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Tina Tessina

is Dr. Romance. Tina is a licensed
psychotherapist in Southern California
with over thirty years of experience
counseling individuals and couples. She
is the author of thirteen books in
seventeen languages including It Ends
With You: Grow Up and Out of
Dysfunction, How To Be a Couple and
Still Be Free, The Unofficial Guide to
Dating Again, and The Real Thirteenth
Step: Discovering Confidence, SelfReliance, and Independence Beyond
the 12-Step Programs.
Her newest book, released in 2008 by
Adams Press, is titled Money, Sex, and
Kids: Stop Fighting about the Three
Things That Can Ruin Your Marriage.
Other publications by Tina include her
book The Commuter Marriage, an email
newsletter, Happiness Tips From Tina,
and the Dr. Romance Blog. In addition,
Tina has hosted the “Psyche Deli: The
Delectable Tidbits of the
Subconscious,” a weekly hour-long
radio show. Online, she writes the Dr.
Romance column at
www.divorce360.com,
www.healthapalooza.com, and Yahoo
Personals, as well as being a Redbook
Love Network expert.
Dr. Tina Tessina guests frequently on
radio and such TV shows as Oprah,
Larry King Live, and ABC News.
I: Who is your intended audience? It
sounds like you reach a whole range, so
who is your typical or intended audience?
TT: People in relationships and people who
are looking for relationships. I help people
get their relationships working or find
relationships; I get them together. I‘m a
psychotherapist in private practice.
Everything that I work with my clients on in
private practice informs the writing I do
online.
I: I see. You‘ve written a book about
money, sex, and kids—why those areas?
TT: Those are the three big things that
cause divorce. Those are the three big
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issues that couples state as the reasons they get divorced. That‘s what couples are having trouble with,
and that‘s what I wrote the book about.
I: How did you become an expert on couple‘s arguments?
TT: I‘m a licensed psychotherapist to begin with; that‘s the beginning of my expertise, and I‘ve been in
private practice counseling for over thirty years. I have lots and lots of experience. I‘ve heard just about
everything there is to hear, and I have a very good success rate at helping couples repair their
relationships. As long as they‘re both interested in repairing their relationship, it can usually be done. I
also have a very good track record in helping people find successful relationships.
I: Very interesting. Why is this book different from other relationship books?
TT: A lot of people who call themselves dating coaches and so forth have no background except their
own experience. I have my own experience along with all of this background, training, and experience
helping couples, so the book is grounded in what actually works for couples. There are a lot of case
histories in the book, so you can see what problems various couples had, and how the techniques in the
book helped them solve the problems. There are step-by-step processes to follow to fix the problems.
I: Who would be the best people to pick up the
book, Money, Sex, and Kids?
TT: For Money, Sex, and Kids, it‘s married couples
or committed couples who are having problems
with any one of those three issues, or two of them,
or all of them.
I: Why do you say the book is the perfect peace
plan for your marriage?
TT: Because it‘s about how not to fight, and it
teaches you exactly how not to fight. Fighting is
not necessary. So many people believe that
fighting is necessary and inevitable in a
relationship—it isn't. Difference of opinion is
necessary, discussing things is necessary. Fighting,
arguing, yelling, name calling, all that stuff is
totally not necessary, and I teach people how not
to do that.
I: How do you advise couples to ramp up the sweetness and become irresistible to each other?
TT: I really like that. I have some guidelines about ramping up the sweetness. It‘s all about being nice to
each other. People somehow get the idea that because we love each other, we don‘t have to be nice to
each other, but I think it‘s just the opposite. I think we need to say ―thank you‖ and ―please‖ a lot,
especially ―thank you‖. We need to let our partner know every day, every little thing that they do that we
appreciate.
I call my husband the Kibble Fairy, because he brings in the dog kibble and puts it in the bucket, and I
say, ―Thank you, Kibble Fairy, I can see that you did your job again,‖ and we laugh. It reminds me that
he‘s doing something, because I don‘t always see it at the time he‘s doing it, and it lets him know that I
appreciate him. He does the same back to me.
This adds an atmosphere of sweetness. We laugh a lot together. We‘re affectionate. All those things
increase the percentage of sweetness in your relationship, which makes your relationship much more
resilient, makes you much less irritable with each other, and keeps your sex life going. Sex doesn‘t just
start when you hit the bedroom. It starts when you wake up in the morning and say, ―Good morning,
sweetheart. I hope you have a good day today.‖
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Tina Tessina continued . . .
I: I completely agree with you. It‘s always said that we‘re nicer to people that aren‘t close to us, and I
agree with you that the reverse should be true. You should be even nicer to those close to you, and
that‘s what I tell my children. You‘re expected to be nicer to each other; if you‘re upset or angry or
something, that‘s yours, and it‘s your responsibility to overcome that and be even nicer.
TT: That‘s exactly what I teach my clients. That‘s how I work, myself, in my own relationship. If I don‘t
think I‘m fit company, then I don‘t impose myself on my husband. I explain that I‘m feeling a little
crabby right now and I‘m going to go take care of myself. I sort myself out, figure out what‘s wrong, and
then if I need to ask him for something, or say ―that hurts my feelings when you do that,‖ or whatever, I
can do it in a calm and effective manner, instead of letting him have it and creating a big fight. And I‘m
much more likely to get what I want, too.
I: Exactly. They know you‘re already in a bad mood, and if you‘re being polite and nice to them, they
respond very well to that—but if you don‘t say anything, if you just go and disappear, that could be
upsetting, too.
TT: Absolutely. I agree. You need to let your partner know what‘s going on. That‘s another way to
sweeten your relationship, is to be clear with your partner about what‘s happening. Say something like,
―I don‘t know what to tell you right now, because I haven't thought it through yet. You have to give me a
few minutes.‖ It works.
I: If communication is missing, or if there‘s a problem with your communication style, that does more
damage than anything else.
TT: That‘s right.
I: Do you think that fighting is necessary in every marriage?
TT: I don‘t think fighting is necessary at all, no. I think that discussion, problem solving, differences of
opinion—all those things are necessary, but I don‘t think fighting is necessary.
I: Why do you say marriage is like a business?
TT: That‘s something so few people know. We‘re all locked up in the romance aspect of it, which is a
pretty small part. Partnership and business are really big parts of creating a life together. Marriage is
like a business because it‘s supposed to take in money, have expenses, and have something left over at
the end—that‘s your equity, your savings, your retirement, those things. There are a lot of businesslike
money decisions to be made frequently in a marriage, from how much a couple is going to spend to buy
a house and what kind of a house they want, to determining their budget for lunch money in any given
week. Those are all business decisions.
Big things, little things—they‘re all businesslike decisions, and if you approach them in a businesslike
way, it‘s just math. You sort it out, just like you do a business. You don‘t scream and yell at your boss or
your colleagues over money.
I: No, you don‘t. That‘s an excellent point. It takes all the emotion out of it.
TT: Right.
I: What is the beigest problem couples have when it comes to parenting their kids?
TT: It starts when they‘re deciding whether to have kids or not. It just happens. Some parents plan and
plan and plan and plan, and all that, but some parents just sort of let it happen. And then after the kids
arrive, then they start talking about how they want to parent and how much it‘s going to cost.
I think it‘s very valuable for parents to take some kind of parenting class or to read a parenting book
together, and create a template to follow. If you haven't been parents before, in the back of your brains
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what you‘ve got as your model for parenting is whatever your parents did. You might call that good
parenting or bad parenting or somewhere in between, but when you‘re stressed you‘re going to fall back
on that because it‘s the only model you have.
Get yourself a more updated model that actually fits your life, that you both can
agree on, so you‘re not fighting over what you were or were not allowed to do as a
child, or whether one of you is being too harsh on the children. If you have a
surprise pregnancy—although if you‘re having sex, it shouldn‘t be a surprise, but
somehow people still get surprised—you still have nine months to figure it out
before you have a child to deal with, so get yourself on the same page. Talk about
parenting. Talk about how much either one of you wants to be involved.
I see couples where—and this can sometimes be the woman, sometimes the
man—one person says, ―Look, I have a career and I‘m busy. It‘s fine with me to
have a child if you take care of it, but I don‘t want to be all that involved.‖ That
can actually work, as long as that person is not just completely gone. That can
actually work if both parents agree on it. That‘s the old, traditional modeling of
coupling and parenting. If you don‘t agree on this issue, you have to know that in advance.
I: There are other things like religion, education, expectations, how to punish—there are so many areas.
TT: Absolutely right. Couples in love can have different religions and just kind of ignore the whole thing.
It comes up a little bit, if you‘re going to get married, when it is time to plan the wedding. But you can
still find a rabbi and a Protestant minister who will marry you—maybe not in the church, but in
somebody‘s back yard. You can get married without dealing with religious issues, but when children
arrive, it suddenly becomes very important. I hear couples say, ―I never knew this was important to
you—now you want our kids to go to Hebrew school? You never said that to me before.‖ It‘s true.
I: It‘s because it‘s your children.
TT: Right—and your family has an investment in the children being raised in the family tradition. If a
couple is coming from two different traditions, they are going to have an issue they will have to work
through. You can work through it.
I‘ve helped a lot of families blend their religious traditions. Long Beach happens to be the most
multicultural county in the United States, according to the census. I do a lot of mixed relationship
counseling with couples who fell in love and loved what was different about each other, and then they get
into the day-to-day running of things, and those differences don‘t seem to work anymore. So then they
have to learn to blend things. It‘s perfectly possible to do.
I: The thing is, before you have children, your religion may be important, or education, or punishment
and so forth, but it doesn‘t become really clear until you have children, and it changes everything.
I thought I was going to be this mom who‘s child was going to be down the hallway. I was going to be a
career mom from birth. I didn‘t even consider homeschooling and, well, now I‘m a homeschooling mom.
And I co-slept; the babies all slept with me by accident, and the nurses left us that way, and I thought
that was very sweet. I turned into this mother I would have never guessed I would ever be. You just
don‘t know.
TT: It does surprise you. There‘s no way to anticipate everything, but if you talk about it in the first
place—talk about all these possibilities, and what can happen, and how you feel about things, and how
you feel about how your parents raised you—then when things come up, you‘re at least a little bit
prepared.
I think that every relationship has to have what I call an infrastructure or a framework. This is how you
approach each other when something goes wrong—how you work together to create something. All those
little pathways you create in your marriage—how to get from paying the bills to having sex, how to enjoy
fun time together, and how to transition these various stages as you grow older.
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I‘ve been married almost thirty years now, and we‘ve been through a few stages in our marriage. Things
change because life changes and as those things change, you have to ask yourselves, ―How are we doing
it now?‖ Learning to do that creates a pathway in your marriage for the next time something like that
happens.
I: I‘ve talked to my husband about all these things—my plans for having children. Sometimes it can
change—like it did with me; it completely changed. Thankfully, my husband was on board with that, but
sometimes the other person is not, and that might be a good time to reach out to you to get some extra
help if things change. Maybe you weren‘t considering the school where your child needed to go, but
suddenly, after the child is born, your feelings change completely. You say, ―You know what, we need to
bridge this gap. Let‘s call Dr. Romance and work through this.‖ It does happen.
TT: Exactly. When my husband and I got married, I already had one relationship book out, my first book,
which was How To Be a Couple and Still Be Free. And I thought, here I am, this marriage counselor
person—what if this marriage just turns out to be a disaster? What am I going to do?
Before we got married, we sat down and talked and made an agreement: If something went wrong in the
relationship, we would go for counseling. If we couldn‘t fix the problem ourselves in three days, we would
go for counseling.
I: That‘s very wise.
TT: That decision turned out to be so valuable. At first, we did go. We went a few times to counseling.
Because we went so early on, before things got bad, it was really simple to fix whatever the problem
was. All we really needed was an objective viewpoint.
After a while, all we had to do was say to each other (in kind of a huffy manner), ―I think we need a
counseling session,‖ and that would get us to be serious about talking about whatever we needed to talk
about. After awhile we wound up not needing the counseling sessions. We haven't had to do that for
years and years.
I: But that‘s before everybody has their stance that they‘re firmly going to stand by and fight to the
death on. That makes sense.
TT: Yes, and you can't do that.
I: Instead of waiting weeks when people have these firm stances that they‘ve made.
TT: That‘s right. That‘s why we made the agreement in the beginning, and we made it just an objective
numbers thing. If we couldn‘t solve it in three days, we‘d go for counseling.
I: I like that.
TT: Then we didn‘t have to worry about who was right and who was wrong. Right and wrong just has no
place in a marriage. That‘s between you and your religion, your ethics system—whatever it is. Nobody is
right and nobody is wrong in a marriage. Both individuals have their own point of view. You have to
understand each other and then figure out what‘s going to work for both of you. It doesn‘t work to say,
―We have to do it my way.‖
I: No. Whenever you‘re trying to work things, it should be all about finding that solution, not worrying
about who did what, or who‘s stance is more important.
TT: Exactly.
I: It‘s finding that solution, bridging that gap.
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TT: That‘s right. I‘m constantly telling people, ―Let‘s not talk about who‘s right and who‘s wrong; let‘s
talk about what‘s going to work.‖ You only need to talk about the problem as long as it takes for both of
you to understand the problem. Then you should be switching to talking about the solution and deciding
what‘s going to work.
I: Can I change this up a little bit on you?
TT: Yes.
I: Tina, I would like to know: What inspires you?
TT: What inspires me? Seeing people happy inspires me. Just last night in my counseling session, one of
my clients, who has been working through a difficult illness and some relationship problems, said to me,
―My partner and I got down on our knees last night and thanked God for you, and we do that on a
regular basis, because we don‘t know how we would have gotten through all of this without you.‖
That‘s what inspires me. That‘s why I do it; because I know that what I‘m doing is helping people.
I: What made you choose this arena for your life‘s great work?
TT: It was really interesting, because I was an accountant for fifteen years before I became a
psychotherapist. Accounting was good for me—it gave me mental discipline, and I was successful at it,
but I wasn‘t very inspired or happy with it.
I got a divorce, my life fell apart completely, and I went into therapy to sort myself out. I realized in the
process of working with other people that I had a gift, too. It took me five years from that point to put
myself through school with no help at all. I had to start a bookkeeping business in order to be able to
have the hours I needed to put myself through school and get my hours and my license, and that‘s what
started me.
I was inspired by wonderful counselors who helped me heal my life, and then trained with them, and
that‘s what I wanted to do. It took a lot to get here, and I was very motivated.
I: Exactly. How do you inspire others and change their lives?
TT: I just give them the idea that it‘s possible. That‘s all it really takes.

Each of us is individual, special and different for a reason:
You are a gift to the planet.
I believe I came into this planet to heal:
First, to heal myself and learn to value who I am,
then to help heal the planet, one person at a time.

http://www.tinatessina.com

-35-

Tracey Fieber

is the founder of
www.newfaceofretirement.com,
www.attractmoreboomers.com,
and creator of the Secrets of
Retirement Success System, the
most complete one-on-one
retirement transition program for
corporate executives and small
business owners in North America.
Using the very principles she
teaches, Tracey went from a
corporate executive in a financial
institution to the next stage in life,
filled with adventure, passion, and
purpose in less than eight months
at 44 years old.
Tracey is a celebrated author of
The Retirement Success Home
Study System, and of the
upcoming book, How To Retire To
a Life of Adventure, Passion, and
Purpose.
I: Corine, you were in academics for
many years. How and why did you get
interested in retirement coaching?
Also, I want to put that question to
you next, too, Tracey.
CN: Okay. I had been in academics,
and then I became a business school
dean, and spent eleven years being a
dean. I didn‘t think I was learning
anything new, so I decided I wanted
to buy a business. I resigned my
deanship because I thought I had a
business located that I was going to
buy. I thought I wanted something
with a tangible product, something in
manufacturing.
The deal fell through, and suddenly I
found myself saying, ―What am I
going to do now? Who am I?‖ I didn‘t
have anything to put on my business
card, and whenever I introduced
myself, what did I say? I didn‘t want
to say I was retired because I didn‘t
feel that‘s what I wanted to do. I
started some real estate investments
and bought a couple of condos and
rehabbed them, but then the price of
real estate got out of reach.
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and Corine
Norgaard, PhD
Ph.D. a certified retirement coach,
Corine Norgaard is the President
of Retirement Options, a company
that trains and certifies retirement
coaches. She writes and speaks on
issues related to retirement, and
has published a book, The Ten
Commandments for Successful
Retirement.
I happened to read an article in the
Harvard Courant about retirement
coaching. I thought, ―I understand the
issues, why don‘t I see about the
program?‘‖ I joined the program and
became a certified retirement coach.
As I was getting close to the
conclusion of the program, I asked
myself, ―Why do I want to buy a
manufacturing company? That‘s not
where the future is in this country.
Why don‘t I see if I can buy
Retirement Options?‖ I called the
owners, Richard and Sandra Johnson,
said I would like to buy the company,
and they said, ―Well, we never
thought about it, but we will.‖ On
August 1, 2009, I became the owner
of Retirement Options.
I: Interesting! Tracey, what about
you? What brought you into this
arena?
TF: I was working in the corporate
world in a human resources role. I was
manager of operations, marketing,
and human resources for a financial
institution. What I found was I was
advising clients on what investments
would be good for them for their next
stage in life, for their retirement, and
often the next question was, ―What
about the life aspects? Do you know
anything about that?‖
At that time, I couldn‘t say that I did
know anything, and so I started to do
some research. In 2002 I became
certified as a Retirement Options
coach.
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I started to implement that training not only with the clients that I was talking to, but also with the staff.
The response that I received from those conversations was fulfilling for me as a human resources person,
but it was also very fulfilling for the clients and the staff.
In 2009 I quit my job in corporate and I started my own business, New Face of Retirement, Inc., and
since then I haven't looked back, and my business has been growing. I‘m enjoying helping people with
their next stage in life.
I: Very interesting. If you‘re financially prepared for retirement, why would anyone need coaching on
issues that are not of a financial nature?
CN: I will start off with an answer. I think that we all need purpose in our lives, and
we‘re living much longer than we ever lived before. Before the recession at least, the
average first retirement age was 57-1/2. If you think about that versus the life span,
let‘s say to at least age 77, what are you going to do for the next twenty years?
I became very interested in helping people decide how to use what you might call
those bonus years. I especially think the major issue is finding purpose, but that‘s
just one of the issues we deal with. I‘ll let Tracey take over from here.
TF: I would agree, Corine, exactly. I created and now conduct a 60 to 90-minute
seminar called, ―Yikes—I‘m retiring . . . now what?‖ and it‘s very popular. That really
speaks to what‘s going on in the heads of the people who are nearing that transition.
I speak daily with clients and potential clients, and what they‘re saying is, ―Okay, I‘m not ready to sit in
that rocking chair, so now what? What comes next for me?‖
The life aspects are, like Corine said, that people are living twenty, thirty, forty years into retirement
life. You need to be prepared for keeping your mind active and doing something that has value to you—
living on purpose yourself.
Oftentimes, it isn't necessarily stopping work totally. Sometimes it‘s even finding a consulting job or a
part-time job, and yet making sure that the part-time job isn't just a time filler, but is actually fulfilling
some of the needs that you have. One of the success factors in the retirement options coaching is work
reorientation. It‘s really about helping people to understand what it is that their work does for them
besides providing a paycheck. There are social aspects. There are so many different aspects to it, and all
of these aspects need to be considered.
I: I see. That makes sense, because for many, many years a person‘s identity had been their work.
CN: Yes, and it wasn‘t until I actually took this retirement coaching course and read Dr. Richard
Johnson‘s book called The New Retirement that I really thought about and realized what those aspects of
working were in addition to remuneration. Certainly the socialization, a sense of purpose, identity—these
things need to be replaced with something else.
TF: There are fifteen different areas. One of them is financial security, but each one really goes back to
finances. The media portrayal is that it‘s all about finances, but yet if we look at the people who retired
before us, oftentimes people have their finances arranged, and yet they still don‘t thrive in retirement.
We need to take a look at why that is, what‘s going on, and a lot of times when an individual goes
through the assessment, they see very clearly what areas they need to work on so that if they do have
the finances arranged, we make sure they‘re successful in all areas.
I: That makes sense. They say people don‘t stay in retirement for very long when they retire young. That
makes sense— if there are fifteen different areas in which work is meeting your needs, I could see where
that would be a such a tremendous adjustment. Can you give me an example of the type of person who
could be helped with retirement coaching?
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CN: I can tell you about one who didn‘t chose to have retirement coaching, but should have. I gave a
presentation to a group, and before it began, a man came up to me and he said, ―I‘m sorry, but I may
not be able to stay for all of your presentation. I am so depressed; I just don‘t know what I‘m going to
do. I never should have retired.‖
He did not stay, and I tried to help him and suggested that we talk some more, but he didn‘t choose to
do so. He was a prime example. What I found out a little later was that every day he got up and went to
the senior center and spent all day playing cards, and that was it. He was an example of someone who
needed some help, but didn‘t choose to accept it.
TF: The type of people who come to me for help are typically forty-five– to seventy-year-olds, and what
they‘re looking for is what‘s coming next after having raised their children, having had a successful
career, and enjoying what they have been doing.
Those people are looking for the next stage, and what‘s going to fulfill them. Sometimes it requires a lot
of soul searching. I was speaking with someone just today, actually, and we were agreeing that no
matter what age range you are in, there comes a time when you start to take a look at your
accomplishments and see what else you want to do, now that the slate is again wiped clean and you‘re
free to do the things that you want to do.
We also work with a lot of business owners. We restructure their business so that they can step out and
step in for periods of time. It‘s not necessarily quitting their business or exiting their business, although
that will come at some point, but right now it involves setting the business up so that the work world still
goes on while they step away—whether it‘s for a week, two weeks, two months, or six months. The
length of time doesn‘t matter. We plan for that, and then they have a successful business to come back
to. When they come back they feel useful, because they know what to expect from their role.
CN: We also see couples who are having retirement-related issues. One person retires, the other one
doesn‘t. They have totally different concepts of what they‘re going to be doing in retirement, where
they‘re going to live, and what kinds of activities they‘re going to engage in. Retirement coaches can be
very helpful to these couples because they can facilitate conversations that couples may find very, very
difficult to have on their own.
TF: I can give you an example of one such couple: The husband was an accountant, and the wife was a
stay-at-home mom; she had raised the kids. When he retired, they both said to me, ―It almost cost us
our marriage,‖ because he was then suddenly in the home, and he was wanting to organize and change
things. From her perspective, she said, ―It‘s been fine all these years, so why do you feel that things
need to change?‖ He said, ―No, honey, it‘s just that you couldn‘t get to all of these things because you
were so busy, and now I‘m here and I can help you.‖
What actually happened with them was that she decided to go to work outside the home, and she did
that for a few years. Unfortunately, a few years later she passed away following an illness, so he‘s in his
mid sixties/early seventies, and he‘s now alone. It‘s a very sad situation.
Relationship struggles can arise if couples don‘t get coaching and help, aren‘t aware of the issues that
can arise, and don‘t take the necessary steps to nip the issues in the bud.
I: I could definitely see where there would be that huge transition—any transition in your life, but that‘s
a big transition—to have your mate who has not been there every day, day in and day out, to be there
suddenly. And it‘s also different for the mate who is suddenly there. Now they‘re in someone else‘s
space, and suddenly they‘re both having to deal with this transition and having to get used to being with
each other all the time.
CN: There‘s an old saying, ―I married you for better or for worse, but not for lunch.‖
TF: A lot of times, too, what happens is that one person does come home, and if they don‘t have a
reason to go to bed at a certain time, they want to stay up watching old movies or that sort of thing, and
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before you know it, what happens is they almost get their days and nights mixed up, and their schedule
is off, and then they have trouble sleeping.
It‘s all a path that can be avoided if you‘re aware of it. I‘ve talked with people who were going down that
path, and once I identified it for them and asked, ―Has this happened? Is this the stage that you‘re in?‖ it
was like a wakeup call for them, for both the husband and the wife to say, ―Whoa—we better stop this
now before we get into a worse situation.‖
I: That makes sense. What is the biggest challenge that retirement coaches face?
TF: I think the biggest challenge that retirement coaches face is marketing their business, because a lot
of times, people who get into retirement coaching have a helping attitude, and they want to help other
people, whether it‘s by utilizing a human resources background or through teaching, guiding, etc. That
seems to be the type of person who is attracted to retirement coaching, and they don‘t have the
experience in marketing to put themselves out there.
Corine, I was hoping you would share something—you just completed a recent survey of retirement
coaches, and one of the biggest challenges you found that they face was the marketing aspect: knowing
how to market, and being comfortable marketing. We recently held an Attract More Boomers Boot Camp
for Corine‘s retirement coaches where I taught them what I‘m doing and how I‘m doing it so that they
can start to see some success as well.
CN: Tracey is right. When I did the survey, marketing knowledge was the thing they wanted most. A
very healthy percentage of them said they felt they just didn‘t know enough about how to market
themselves. Again, I would echo what Tracey said; most people are attracted to the retirement coaching
profession because they want to help people, and the business end doesn‘t come easily sometimes.
I: I would agree. I would think that would be a big change for a lot of people. Marketing and helping
people are on two different ends of the spectrum.
TF: They are, but they don‘t have to be. I was a business development sales trainer for years, and we
looked at it as ―selling is helping‖. It‘s not that you‘re selling something unnecessary. It‘s about
identifying a need, and then suggesting the product or service that meets that need; because when the
need is there, there‘s going to be someone who fills it. If you look at selling as helping, then it doesn‘t
become a difficult internal struggle, causing you to ask yourself if you are selling just for the sake of
selling.
I: That‘s an excellent way to look at it, because if you‘re helping someone, you don‘t mind telling them
about your service. How can they know about it if you don‘t reach out? What are the most common
backgrounds of people who become retirement coaches?
CN: We find four different types of individuals who come into our program. First, we have coaches who
would like a niche, and they know that we have a lot of Boomers who are retiring, and they see this as
an area with great potential, so they decide they would like to become retirement coaches.
We also work with people in human resources. Sometimes they decide they‘d like to do this on their own,
and sometimes their employer wants to give some help to their employees who are getting ready to
retire.
We also see financial planners, and I think this really should be a great area, because if you can do the
financial planning aspect, you‘re in a great position to work with clients who need help in other areas
with finances being just part of that.
One of the reasons I decided to go to the Retirement Options program is that I was on a preview call
with Dr. Johnson, and also on the call was a financial planner, and he said that about 90% of the issues
his clients brought to him really didn‘t have anything to do with finances. They wanted to talk about
other things.
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Finally, the fourth type of individuals that we attract are people who have been in business—they have
been managers. They feel that they have good experience, they know the issues, and they decide they
would like to have a second career and become retirement coaches.
TF: I would agree with what Corine is saying. The only difference that I‘m seeing is in regards to the
financial planners. I‘m actually working with a lot of financial planners, whether it‘s through public
speaking or by conducting the assessment for their clients, and what I‘m seeing is that the younger
generation—I would say age 30 and under—is looking for the retirement coaching training so that they
can offer it to their clients.
The people in the over 35-40 age group are saying, ―I know that‘s not my expertise; my expertise is the
financial area, and so I‘m going to bring in someone in like myself, a retirement coach, who can work
with them.‖ For example, some of the seminars that I speak at have another person speaking on the
financial and the pension topics, and I speak on the life aspects of retirement; so it‘s a good fit in that
way as well.
I: What would be something for people to look out for that might indicate they need a retirement coach?
What would be some of the struggles they might be facing, so they can recognize the signs?
CN: Dreading retirement. They may be forced to retire for various reasons, and they‘re not looking at
this as a new phase of their life that can be very exciting, opening up additional windows or doors for
them. I think that these are the types of people who may realize that they need some help.
TF: I agree with Corine. On the back of my business card, I actually have some questions exactly like
those.





Do you often wonder what you need to do before you retire?
What will you do to fill your time in retirement?
Do you sometimes fear that you won't have a reason to get out of bed each morning?
Do you know people who have retired and passed away shortly thereafter and resolved to make sure
that won't happen to you?
Learn more about Dr. Corine Norgaard

http://65.75.50.167/index.php/about/

Learn more about Tracey
www.newfaceofretirement.com
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has a passion for helping solopreneurs
and other small business owners to
succeed despite the economy. Her
business coaching specializes in
helping entrepreneurs get past the
internal barriers that prevent their
success. Janet is the author of Mind
Your Own Biz: Developing the Coaching
Business of Your Dreams and is
coauthor of the Amazon best seller,
How the Fierce Handle Fear. She is the
owner of Life Adventure Coaching and
www.solopreneur.biz, and teaches her
clients to embrace change in order to
grow their businesses.
I: Why did you decide to focus your
business on helping other business owners?
JS: I am a firm believer in the power of
business. Over the past several years in
this country, we‘ve had such changes in our
economic condition—and really across the
whole globe—and I know that the path out
of hard times is going to come through
entrepreneurial success.
It‘s true that many of the widespread
changes in the world are brought about by
new ideas, new companies, or new projects
that allow us to change something
important in our lives. You might think
about Henry Ford and the automobile; you
might think about Mark Zuckerburg and
Facebook, but our lives get changed by
businesses all the time.
The business world is such an exciting field
to be part of. I have worked with hundreds
of people who own small businesses, and
for each one of them, I know that their
business is impacting the world. Something
as simple as a dog grooming business is
making positive contributions in people‘s
lives. Small businesses really do turn the
wheels of our economy. There‘s something
about the spirit of an entrepreneur that is
really unmatched. The idea of getting out
there and creating a business that didn‘t
exist before, making a living doing it, and
making a difference—that‘s so powerful.
When I started my businesses, I found the
real answer for myself. I found out that was
my calling, and it was really a simple next
step for me to start to help others with their
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business, and help them know what I know. I really want to make sure others can live the lifestyle they
want by running their own businesses.
I: Does everyone have the entrepreneurial spirit, and what if someone does not have it?
JS: Of course I don‘t think everyone is even interested in owning their own business, but for those
people who are, there‘s really nothing equaled to the ability to call your own shots and make the
decisions, and to see the results of that. Some of us just have that need; others do not. It‘s a type of
freedom, along with a type of responsibility, that you just can't get anywhere else in the work world.
There are certain traits that we know to be helpful for entrepreneurs, and some things that are not
helpful. Let me share three of the qualities that we know are really important if you want to run a
business.
The first is to have an absolute passion for the business itself. Whatever field that business is in,
there must be that passion for it. The second quality is to be a person with high energy. And the third
is to have a lot of enthusiasm.
Those three traits can't be replaced in a business owner, but I would also add persistence and selfconfidence. Those are really important characteristics to have in order to hang in there over the long
haul, and to know that the things you‘re choosing to do in your business are going to lead to success.
Sometimes entrepreneurs get out there and don‘t quite have enough personal balance in their lives or
don‘t have enough of the big picture vision. Some of the other qualities that can really help an
entrepreneur are love of learning, persuasiveness, creativity, and decision-making ability. There‘s about
twenty different characteristics. The combination of them is what is most important.
I: I see. How does knowing about these traits help the business owner?
JS: One of the overlooked parts of business success is tapping into the ability of the owners. You don‘t
have to be great at all of these twenty areas, or even just the ones I just mentioned, but your business
needs to have all of those things incorporated somehow. So when you find an area that you don‘t excel
in or that you don‘t enjoy, that‘s where you want to look for help. You want to find people to hire or to
support you that can add that characteristic in for your business.
My personal example of that is regarding financial expertise. I understand that area enough, but it
doesn‘t interest me much, and I don‘t really enjoy handling any of that aspect of my business, so the
very first person I hired on my team was someone who would handle the books. Each of those
characteristics have to be represented somewhere in your business, and if it‘s not something that you
have a natural ability for, or that you want to learn and develop, you need to figure out how to add it in.
A lot of people who have one-person businesses, such as solopreneurs, are doing everything when they
start—and most of us are in that position in a brand new business. It is important for those individuals to
avoid working so hard on their business that they cease to work on their own self—on the business
owner.
We cannot ignore ourselves for the sake of the business, so we have to know what characteristics there
are in the business, and what we‘re bringing in, so that we have that balance and are taking good care of
ourselves.
Really, there are three activities in a new business that have to happen for a business to grow. The first
activity is making the product of the business, or providing the service. The second activity that has to
happen is marketing. The third activity that has to happen for the business to grow is that the business
owner has to grow.
That‘s really it. In a startup business, you have be providing the product or service, marketing that
product or service, and growing as a business owner so that you‘re able to grow the business around
you.
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That can be overlooked by a lot of folks, so we really want to make sure that‘s said and put that out
there.
I: Most people might see taking time for themselves as taking time away from their business. How do
you answer that?
JS: I‘m glad you asked that question, because I show all my entrepreneurs that taking time for
themselves is setting the foundation for their business. If there‘s not a leader, if there‘s not someone
running the business who is centered and making wise decisions, then the business is not growing in the
way that it possibly could.
There‘s really nothing quite as important as taking care of yourself. Focus on yourself, even those small
items of self-care—make sure that you are taken care of, know what you need to learn, have a plan for
how to learn it, and know how you respond to be the most creative and resourceful that you can. You
need to know yourself really well in order to be the person that can lead a business and help it to grow.
I: How can running a business be less of a chore for the owner?
JS: Sometimes it‘s hard to grasp the idea that running a business can be
easy, but it is easy for almost every successful business owner. Running a
business might be complicated, but it doesn‘t have to be hard. It can be
hugely rewarding and fun if the business owner can get the idea that
they‘re harnessing something that would happen anyway.
Let me give an analogy for this. I like to compare growing a business to
gardening. Stop and think about plants for a moment. Plants burst forth
from seeds and they develop and grow and become healthy plants, and live
out their life span. This is happening to millions of plants all over the world,
and most of those plants have never been given the attention of a
gardener, a farmer, or even a homeowner, yet the growth cycle occurs,
and it‘s meant to happen.
The job of a gardener is to harness the activity of the natural world and
achieve his goals. It‘s not that hard. The process is easy, and it‘s
happening anyway.
Business isn't that hard either. Great products and services are going to be popular. If you have
something that the world needs, if you have something that can make a difference in people's lives, then
growth is a natural state for that business as people learn about what you have. Your job as a business
owner is to harness the business energy to help that growth process to happen.
I don‘t want to give a misconception. I don‘t want to say that starting and growing a business might not
be a lot of work—it is probably going to be a great deal of work, but the growth of the business can flow
in response to your work if you follow a few simple guidelines about growth.
There are really three guidelines to make your work and your business grow, and they are:
 Being intentional
 Being realistic
 Being fierce
Let‘s talk about what that means in terms of business growth.
Being intentional means being deliberate. We‘re already talking about the guideline of being intentional
when we talk about the traits of entrepreneurs, and we talked about finding a way to make each of those
traits fit into your business. Intentional means my business is run in a planned and calculated manner,
that I have a business plan, that I have a marketing plan, and that my actions are based on specific
purposes.
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For example, I don‘t want to start marketing on Facebook just because everybody else is doing it. I
might market on Facebook because I know that my target market is there and I‘ve learned the types of
messages that they respond to on Facebook, and I understand how the tool works. I‘ve done my
homework, and I understand whatever tool or tactic I choose to use in my business. It‘s the opposite of
an artist who splatters a canvas with paint in random dots, and then starts making a picture of the
design.
Let‘s go back to the example of the gardener. It‘s the gardener who knows what plants grow in his
region, what elements those plants need to grow, and has a plan for each of them for water and fertilizer
and sunlight—how each vital nutrient is going to be provided. Intentional business is purposeful and
studied, and it leads to growth.
Being realistic is the second guideline. Your thinking pattern as a business owner, or even a manager of
a business, matters so very much. There have been lots of times when I‘ve made my intentional plan
and looked ahead and said, ―Great, here I go!‖ But I hadn‘t stopped to notice that what I planned really
couldn‘t begin to happen. I hadn‘t looked or bothered to see how realistic the plan was that I had made.
I hadn‘t looked at any contingencies, what I was expecting to happen, or the results that needed to
happen in order for everything to run like clockwork. That‘s not a realistic plan.
It‘s really very difficult to look at things as they really are and not how we wish they were, or how we‘re
afraid they are. Being realistic requires us to look at things as they really are—not how we wish they
were, not how we‘re afraid they might be. That‘s where fantasy and fear come in. Fantasy and fear are
the enemies of realistic thinking.
I: Could you explain how fantasy and fear get in the way?
JS: Let‘s talk about fantasy. Too many businesses are run on fantasy, or even magical thinking. The
most typical example of that are business owners who are looking for a silver bullet. They are looking for
that one thing, that one product, that one partner, that one promotion that‘s going to turn their business
around, and they expect things are just going to take off phenomenally.
There really aren‘t any silver bullets. Even businesses that pop up out of nowhere have been laying a
foundation using sound business practices and principles. Once you start looking for that silver bullet,
you‘ve crossed over into the land of magical thinking, and you‘re not running your business based on
realism and intention.
Fear does the same thing to us. It‘s a huge barrier on the road to success for a lot of people, and realistic
thinking can be a very powerful anecdote to fear. Our fears are ―what ifs‖ about the future. We worry
about a million things. Fear can really get us stuck and paralyze us, or fear can be sneaky and can
disguise itself as perfectionism or procrastination. In any case, fear becomes what stands in the way of
you growing your business.
One of the most effective ways to deal with fear is to engage in conversations
and allow other people to bring you back to realistic thinking. It might be that
you‘re finding a way to get back to your plan, or to develop a strategy, or to
look at the ideas you‘ve created and really put them through the mill to see if
they are going to work. Using another person as a sounding board can be a
really important part of that process. One of the reasons business coaching is so
valuable and effective is because many times business owners don‘t even realize
that fear or fantasy thinking is at the root of what‘s getting in the way of their
business growth.
I‘m going to take us back, because I mentioned that there are actually three
guidelines to having business growth, the first one being intentional, the second
one being realistic, and the third one is being fierce. I like to describe
fierceness as passion in action. Being fierce means taking hold of yourself and
finding courage and moving forward, no matter what.

-45-

(Continued next page.)

Janet Slack continued . . .
When I think about moving forward no matter what, I need to mention the ―activation threshold‖. When
we‘re in action, there‘s often a matter of momentum that‘s going on, and once we get rolling, things
move more easily. The hardest action of all is the action to get started—to transition from a stuck
position to movement. That‘s what we call the activation threshold.
We‘ve all experienced it. Maybe you‘ve told yourself for six months that you need to lose ten pounds, but
you never actually get started on doing anything about it. But once you get past that threshold at the
beginning, the action to keep it going is much easier, much more simple. The path always looks longer
and harder when you aren‘t moving at all.
Fierceness is the quality that allows you to know that your action will make a difference and gets you
past that activation threshold. It helps you pull your courage and your fortitude out, even when there‘s
not necessarily a promise that there will be success. Fierceness comes from your passion, and when you
have a crystal clear vision of what it is that you‘re creating, then fierceness will help you stay in action.
Those are our three guidelines for business growth—the qualities that we want to have in place so that
business will grow.
I: What part does persistence place in all this?
JS: Persistence. I mentioned that earlier, but it‘s the thread that runs through all of this. It‘s one of the
things that you really have to have somewhere in the business. Success is an endless experiment where
you‘re using the results of what you‘ve already done to determine what your next step will be.
Persistence is that willingness to keep it going, to keep the ball rolling and to not give up—to stay in
motion. No matter how small your steps have to be, keep plugging away. Those who do this are the
people who achieve success in the business world.
I: I see. What do you mean by ―mindset of the entrepreneur?‖
JS: I‘ve talked about that a little bit, and the important part of the mindset is the belief that business is,
and can be, easy. It can be.
I was reading a blog post the other day about how hard it is to start a business, and that‘s not the
mindset that we want to have. We want to think about and understand the reasons why it‘s going to
work, and the reasons why it‘s going to be easy.
When I do something that‘s a real, true joy to me, it is easy to do that thing. It might be a lot of work, it
might be complicated, but I have joy in the process of going through it, and the outcome makes it easy.
The work isn't hard—it‘s just work, and it‘s a means to an end.
This is the mindset that we‘re helping entrepreneurs to get to: that their thoughts matter, and how they
express those things, their ideas, to themselves, really makes a difference. Pause and listen to yourself,
and notice where it is that you‘re getting in your own way, because every business owner has to look at
their habits—the habits that get in the way of success.
Maybe your habit is the fear that we talked about, or maybe it‘s indecisiveness or pessimistic thinking—
whatever it is, you find ways to work around it so that your business doesn‘t suffer from your thought
habit.
It takes a lot of humility to run a business, to look at your own flaws and be realistic with them and
admit to them, and make a plan to succeed in spite of yourself.
I: How does your own background influence your work with business owners?
JS: My background is as a therapist. I went to school and learned counseling and the reason I did that
was I was really intrigued with the idea of understanding myself. So I‘ve had that really great leg up in
the business world, because I can look at myself and know how to apply the business to what works for
me.
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I have also been looking at others and studying and understanding how they‘re like me and different
from me, and finding the tricks that work to help us work smarter by understanding and knowing
ourselves and applying that to what the business needs.
I: Years ago, you named your business Life Adventure Coaching. What do you say about your business
as an adventure?
JS: I really love the idea of all of our businesses being an adventure. When I think about being on an
adventure, I‘m ready for whatever shows up next—and I‘m not expecting that everything will go
perfectly. I‘m going to roll with the punches. I get to be curious about what‘s around the next corner,
and that‘s exactly what running a business is like.
We can't really say what the path is going to be, but when I think of my business as an adventure, I can
be excited and curious, and have a passion for making it as good as possible. I think that‘s the
adventurous spirit in the business world.
I: What inspires you, Janet?
JS: One of the things that inspires me the most is the natural world, and I‘ve already talked about
gardening. I think there‘s some really important subtle lessons in nature. One that I think of is a seed
breaking through the soil, having pushed its way up through the soil to grow and create a plant. Such
power and determination! We can use simple things like that as inspiration, if we look around at them.
I also get very inspired by other people‘s courage. When I see people step out into the unknown and
start to achieve something, and see the triumphs they have that come from that process, for me that‘s
tremendously inspirational.
I: How do you inspire others and change their lives?
JS: I guess I‘m talking a little bit about courage now. I think that people can see in me that I‘m always
growing myself, that I am focused on being authentic in who I am, and that I‘m improving that person
on a day-to-day basis. I think I‘m blessed with the ability to break complicated things down and help
people see them in ways that are simpler and more understandable, and I hope that that‘s inspirational
to other people.
I: What made you choose this arena for your life‘s great work?
JS: It‘s been a process. I think I began this interview by saying that starting my own business was the
key, and understanding what works and what doesn‘t in business was so important that it became a very
simple step toward wanting to share this with other people.

Learn more
from Janet Slack at:
www.solopreneur.biz
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Rick Frishman

is the founder of Planned Television Arts, and
has been one of the leading book publicists in
America for over thirty years.
Rick has worked with many of the top book
editors, literary agents and publishers in
America, including Simon and Schuster, Random
House, Wiley, Harper Collins, Pocket Books,
Penguin Putnam, and Hyperion Books. He has
worked with best-selling authors including
Mitch Albom, Bill Moyers, Stephen King,
Caroline Kennedy, Howard Stern, President
Jimmy Carter, Mark Victor Hansen, Nelson
DeMille, John Grisham, Hugh Downs, Henry
Kissinger, Jack Canfield, Alan Deshowitz, Arnold
Palmer, and Harvey Mackay.
Rick is the publisher at Morgan James
Publishing in New York. David Hancock founded
Morgan James in 2003 and in 2009 “MJ”
published over 190 books. Morgan James
publishes only nonfiction books and looks for
authors with a platform who believe in giving
back. Morgan James gives a portion of every
book sold to Habitat for Humanity (http://
www.morganjamespublishing.com).
Rick has appeared on hundreds of radio shows
and more than a dozen TV shows nationwide
including OPRAH and Bloomberg TV. He has also
been featured in the New York Times, Wall
Street Journal, Associated Press, Selling Power
Magazine, New York Post and scores of
publications. He is the coauthor of eleven
books, including national best sellers “Guerilla
Publicity” and “Networking Magic”. His latest
book “Guerrilla Marketing for Writers” (2nd
Edition) was published in January of 2010.
He is the co-host (with attorney Richard
Solomon) of the radio show Taking Care of
Business, which airs every Thursday from 2:003:00 p.m. on WCWP-Radio in Long Island, New
York (www.tcbradio.com). Rick has a B.F.A. in
acting and directing and a B.S. from Ithaca
College School of Communications and is a
sought after lecturer on publishing and public
relations as well as a member of PRSA and the
National Speakers Association.
I: Would you tell us a little bit about your journey?
How did you go from beginning to greatness?
RF: Well, I don‘t know about greatness, but the
beginning‘s mediocre, we‘ll call it. I‘m just an old PR
guy. I started as a radio producer in New York,
actually right down the block from where I am today
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at WOR radio, producing for a guy named Barry Farber, who is still on the air. It was a great honor being
a guest on his show almost thirty years after I produced it. I was a TV/radio major at Ithaca College and
graduated in 1976. I joined a company called Planned TV Arts when I finished producing. My host
actually ran for mayor, and you can't have a radio show if you‘re running for public office, so he lost his
show and I joined a gentleman named Mike Levine. It was just the two of us at Planned TV Arts.
We built it up to be the biggest book PR company in America. At one point, I had about sixty people
making over 1,000 calls every day to producers and editors and booking authors. I‘ve worked with a lot
of famous and infamous people. Some were people like Jack Canfield and Mark Victor Hansen. I‘ve
worked with Jimmy Carter, Howard Stern, Barbara Taylor Bradford, and many others; authors who were
unknown when we first started, and now are very well known, and some of them very rich, too.
I always wanted to be an author. I‘ve worked with every major publisher in the country. I‘ve worked with
about one hundred literary agents. My problem was, I am a terrible writer.
I learned about publishing, and my twelfth book is actually coming out this month. I‘ve sold a couple
hundred thousand books, and I don‘t even know how to write. I‘d like to share about publicity and how to
get a lot of publicity for little or no money, and why everyone should become an author; it‘s fun, it will
catapult your career, and the media will seek you out because you‘re an author.
I‘ll share ways of doing that and some of the tricks about publishing. If you want to become an author,
the chances are that you‘re going to be one, because we can help you.
I: You‘ve had an incredible journey. How did you transition from broadcast to publishing?
RF: What‘s interesting is that I started booking all of these crazy authors on radio and TV. One of the
first guys we booked was a guy named Wayne Dyer, who couldn‘t get his book published. He selfpublished and sold it out of the trunk of his car. We all know Wayne Dyer these days. That was in the
70s. There were lots of authors whose careers went crazy because they were authors.
In 2000 my first book came out. I had been doing publicity for about twenty-five years, but no one in the
media really cared. When my first book, Guerrilla Marketing for Writers, came out, all of a sudden, the
media wanted to talk to me. I was doing radio and TV shows, and thinking, ―This is interesting. People
care now that I‘m an author,‖ even though I didn‘t even write most of the book—my coauthors did.
One of the key things is finding great coauthors who know how to write. I realized what it did for me. I
started putting on events and bringing in publishers and editors and agents. Even after working in the
publishing business for so long, I hadn‘t realized I knew so much about publishing.
Then I did a whole book series called ―Author 101‖ and again, because I had a book series with this title,
people thought I knew something about publishing, whether I did or not. I just surrounded myself with
agents, editors, and publishers from Simon and Shuster and Harper Collins who really are experts and I
learned from them. I had a lot of mentors along the way.
Now I am actually a publisher myself as well. In addition to doing PR, I joined up with David Hancock, at
Morgan James Publishing (www.morganjamespublishing.com), and last year I published about 200
books. It came full circle to where now, if I really fall in love with someone and their message and what
they do, I have the ability to actually publish them too. It‘s kind of fun. You have to have fun with it.
I: It sounds like a lot of fun. Why is publicity so much more powerful than paid advertising?
RF: Stick with me because I‘m going to give a lot of information and Web sites and things for you to do.
I‘m going to provide a lot of information in a short amount of time on publishing and publicity.
First, let‘s talk about publicity. I wrote a book called Guerrilla Publicity. What we want to do is get
hundreds of thousands of dollars of publicity for little or no money, and what we want you to do is
become a guest on a radio show, and have an editor fall in love with you and assign a reporter to write a
story about you.
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With advertising, you pay for it. With publicity, you pray for it.
Anybody can take out an ad in The New York Times. Pay $50,000
and you can have a full page ad. In some sections or days, it can be
$80,000. You could buy a one-minute ad on KABC radio in LA or KGO
radio in San Francisco, or WOR where I used to work in New York,
and it could cost you $1,000 a minute, or you can buy an ad on
Howard Stern or Don Imus, and it could cost $3,000 a minute.
Anybody can buy time, but we want to be on as a guest, because we
have credibility, because we are reacting to what‘s in the news, and a
guest spot on the air or a story about you in the newspaper is worth
ten times, even one hundred times more because again, you are
newsworthy and credible. We want to try to understand how the
media works and give them what they want.
Understand that the media doesn‘t give two hoots about you; they
don‘t care about your book, they don‘t care about your product, they
don‘t care about your Web site. They only care if you‘re going to be a
great guest or give them an interesting news story. They also have a
very short attention span. They‘re very much like me. I have ADD, so
I think in very short bites, and I go all over the place. It‘s the same
with them. They only look at the bullet points. Don‘t ever send them
a paragraph, because they‘re not going to read it, and don‘t ever call
them and talk to them for more than 30 seconds, because that‘s all
the time you have to pitch them.
So, how are you going to get on? Publicity. Publicity can make you as rich and famous as you want to be.
So how do you get publicity?
Controversy Sells
We have to come up with something controversial. Watch TV—watch ―Good Morning America‖ or ―The
Today Show‖ or ―The Early Show‖ or ―Larry King.‖ Also, read three newspapers a day—your local paper,
USA Today, and The Wall Street Journal or The New York Times. Finally, look at Web sites like Yahoo or
any site such as www.cnn.com before you go to sleep and see what‘s in the news. React to what‘s in the
news. I don‘t care what it is, take the opposite point of view.
For instance, in New York there is a gubernatorial race. We have a well-known publicist running for
Governor. He‘s been putting his foot in his mouth every day. He‘s running against Andrew Cuomo. A
couple of weeks ago he basically advised parents to not let their children ever play with gay people.
Every day he says something controversial and his ratings are like 20% and Cuomo is at 80%. He‘s
wonderful, because he says such ridiculous things that you can react to, and then you have controversy.
Controversy sells.
Solve the Problem
Solve a problem having to do with one of four main subjects: money, health, relationships, and sex.
Everybody cares about money. They don‘t have enough of it. They‘re spending too much. Their wife
spends too much. Their husband is a gambler—whatever it is. Offer a solution for how to send your kids
to college for free—legally, how to pick a stock broker, how to get $500 more in your pocket, how to sell
your house—anything having do with money and subjects related to money. Solve the problem.
Next is health and anything having to do with health. The biggest area under this subject is diets. There
are four thousand diet books that come out every January. Just about everyone in America wants to lose
ten, twenty, fifty pounds by next week, and doesn‘t know how to do it, or they do it and then they put
more back on. Diabetes, health and fitness are major topics. Just look at what infomercials are on
television at two o‘clock in the morning. React to solve the problem.
The third area is relationships. Solve a problem related to sibling rivalry; dating—obviously a billion dollar
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industry; how to find the right guy—just look at the success of Match.com—people aren‘t meeting people
these days, except online; how to stay married; or how do you get your husband to put down the toilet
seat. Solve a problem related to anything having to do with relationships.
Most people think about, but don‘t often talk about, sex. Solve a problem in this area. Viagra and other
related drugs are probably one of the biggest billion dollar industries. It seems like every other
commercial is a Viagra commercial. Believe me, people are thinking about it. If you can solve a problem
having to do with relationships and sex, which go hand in hand, that‘s what they care about.
Solve a problem in any of those areas and people will want you on the air. If you can do it in a fun way,
with a lot of passion, they‘ll want to put you on.
Tips for a Great Interview
Tip #1: Be Positive
When we‘re on the air talking to people, we have to be really positive. It‘s very similar in an interview
situation as it is when you are on TV or radio or being interviewed by a newspaper. You‘re taking a
negative and saying, ―Don‘t do that. But here are the things you should to do.‖
When I talk to people about going on radio or TV for an interview, the most important thing I stress to
them is what I call it the Rule of Enthusiasm. This is a rule I‘ve had for thirty years, and we have it in our
company, ―If you’re not fired with enthusiasm, you will be fired with enthusiasm. ‖ I wish I made it up,
but it is a quote by Vince Lombardi. The main thing to keep in mind is that people care about your
passion and your energy and what kind of person you are, so when you‘re meeting them for the first
time, it comes across very quickly.
Another key phrase is, ―You only have one chance to make a first impression.‖ As far as first impressions
go, the number one, biggest mistake people make is having a bad handshake. If it‘s not firm enough,
and this is especially common for women, that‘s a negative thing. Have a great handshake.
Tip #2: Make Eye Contact
You must stay locked on their eyes. If you‘re uncomfortable with that for some reason, you can look at
the tip of their nose.
Tip #3: Let Them Speak
In an interview situation or when you first meet someone, let them talk about themselves. People will
think you‘re a wonderful conversationalist if you get them to talk about themselves. No matter what,
keep on asking questions. Obviously, if you‘re on the air, they want you to be talking as much as possible
and making their lives as easy as possible, so you do have to stop every now and then and give the host
opportunities to ask questions.
Tip #4: Be Specific
This is what I‘m doing right now. Giving tips, lists, etc. is key and the media love it. Lists such as Five
Mistakes Every Person Makes When Trying to Get a Job, Seven Ways to Lose Ten Pounds by Next Week,
and Ten Secrets to Finding a Spouse Within the Next Six Months tap into what people are looking for—
they like secrets, strategies, and the numbers five, seven, and ten.
One thing you must do when you‘re on the air or in an interview, is to give people three specific things to
do today that will change their life. The way to do that is to tell them you have 45 or 126 strategies in
your book or course, or that this is what you teach your clients, and then tell them you‘re going to share
3 of those right now. The point is, you‘re not teasing. You‘re giving them real, specific things.
You can also react to recent negative controversy, and then turn it around and say, ―Here‘s what you
should be doing.‖ Turn it into a positive thing.
I‘ll go one step further: Get negative energy and negative people out of your life. If there‘s someone in
your company who is a downer or a negative personality, they become a cancer, and you need to get
them out of there.
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It‘s the same with your personal life. Everyone probably has one or two people who are ―friends,‖ and
they call you once or twice a year asking for a favor or for money—these are not friends. They are using
you. Barbara Corcoran is on the Today Show every day. She‘s a billionaire. In her words, ―Shoot the dogs
early. Get them out of your life fast. The minute you know that they‘re a dog, get them gone.‖ That‘s
what we have to do.
I: I like your point about focusing on solving problems. That‘s what is liable to provide good publicity.
RF: Exactly. Also, I‘ve worked with coaches like Ken Blanchard, the founder of www.coaching.com, which
is a good Web site. I think most people have heard of life coaches, but they don‘t really understand what
they do. The problem with most of these people in terms of getting on radio or TV, selling books, etc., is
they start talking in what I call ―esoteric land.‖
It‘s ―woo-woo‖ stuff out there, so it‘s like they‘re saying, ―I‘m going to coach you, and you‘re going to be
happier.‖ But what people are thinking is, ―That‘s nice, but I need you to coach me because right now, I
can't pay my mortgage, and I‘ve got to send my kids to college, and my career is in the toilet, and I just
got fired. I need you to tell me how I can get another job or make more money or find a new
relationship.‖ It‘s the specifics people are after.
Your answer on radio and TV should address a problem. Everyone has problem. Give an example of the
problem, so the particular audience or demographic—whether it‘s business people, CEOs, housewives, or
teens—can understand. Then, offer a solution for what they can do today, and again, three things
specifically they can do right now. They‘re not going to change their whole life right away, but you give
these three things to get them started down the yellow brick road.
If you give them those specifics and stay out of esoteric land and in ―specific land‖, there‘s a better
chance they‘ll say, ―Yes, that‘s a problem I‘m facing I didn‘t realize I‘ve been doing it all wrong.‖ Then
they‘re going to want more from you, and will come back for everything you can give them.
The Publisher’s Perspective
I want go deeper into the topic of publicity. As a publisher, I have valuable advice for what everyone
needs to do. I want to give you some specifics to address problems most of you probably have:
Finding Your Name
The number one thing that I‘m going to do as a publisher or producer is Google you. You must own tons
of URLs. I have a URL for my name (www.richfrishman.com). You must own your name, every possible
misspelling of your name, and URLs with the words my and author and speaker after it.
Finding Your Book
Number two, every one of you should write down ten potential titles of books that
you plan to write, and if you don‘t own the URL for the title of a book, then that is
not the title of your book. I have twelve books out, and I own the following URLS:
www.rickfrishman.com, www.author101.com, www.author101university.com,
www.guerrillapublicity.com, and the URL for every title of every book I have. For
instance, I have a book called Where’s Your Wow? I own www.wheresyourwow.com,
but I should also own www.wheresyourwowbook.com. In addition to the regular title,
you should own the title with the term movie (www.wheresyourwowmovie.com),
because many of us will want to have a movie made as well. As a publisher, these
are the things that show me that you really know what you‘re doing and you‘ve put
some thought into it.
Choosing a Title for Your Book
The best titles are between one and five words: Financial Self-Defense, Wealth Without Risk, Guerilla
Publicity, etc. The subtitle is the promise of the book—what you are teaching in the book. For example,
Where’s Your Wow: Sixteen Ways to Get Your Competitors to Wish They Were You. What is your book
promising? That‘s your subtitle.
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Putting Together a Press Kit
When going after publicity, you must have a press kit. Everything in your press kit has to go on your
Web site. PR firms will charge you $5,000 for a press kit. Here‘s what goes into it:
 Press Release: One page, with a great headline, which usually will solve a problem in some way.
Explain what you do. The headline explains what you are going to teach an audience.
 Biography: One page, and most importantly, your USP—your Unique Selling Proposition. What
makes you different from every other coach? What is the main thing that makes you interesting,
funny, crazy, that will cause the media to feel like they have to have you on the air?
 Suggested Questions: The host of the show will not have read your book, they will not have read
your press kit—they will get handed these questions about 10 seconds before you go on the air, and
will ask you exactly what you tell them to ask you. It sounds crazy but it‘s true.
 Testimonials: There are two types of testimonials. First, there are testimonials from clients and
people who think you are god or goddess because you‘ve helped them. Second, there are
testimonials from people who are in the media who say that you‘re fabulous, that you‘ve been on the
air and the phones went crazy, etc. Also include a list of all the media you‘ve been on, because as a
producer or editor, I want to know that you‘ve been in The New York Times or Seattle Post
Intelligencer, etc. I want to know where you‘ve been.
Creating Your Web Site
You need to have a main Web site, either for your company or for your name. As an example, you can go
to www.rickfrishman.com and you‘ll see everything I just mentioned. All of this needs to be on your Web
site, but what you also want on your site is streaming audio and video so I can see how much passion
and enthusiasm you have, and how great you are as a guest. I want to see you in action. I want to hear
you talking on your site. If I‘m going to put you on the air, I want to hear how you speak.
Include everything listed above, but the most important thing you want on your Web site is
what I call an ―ethical bribe‖—a freebie, so that when you‘re on the air or in the newspaper,
you can say, ―Go to my Web site and get my free . . . ‖ whatever it is—that‘s an ethical
bribe. I offer a free Million Dollar Rolodex which is 141 pages long. It has thousands of
contacts you can't get anywhere else, and it‘s absolutely free. All you have to do is give me
your first name and your email address, and you get it right away.
That‘s how you initiate relationships. You need to have a system that will collect email addresses and
send out newsletters because you want to be communicating with everyone who obtained your ethical
bribe and every client or potential client. Communicate with them and offer them great information. Once
a week is ideal. If you can't do it that often, then every other week. You want to give them great
information and a lot of content before you start selling them. The bigger your contact list, the better.
There are lots of systems out there that can take care of this for you. Constant Contact is very
inexpensive. Infusion Soft is very expensive. Do your research and find out what system is right for you.
You have to have a system for staying in touch with what Dan Kennedy calls your ―herd.‖ Your herd is
comprised of the people who love what you do, have bought your books, have used you and your
services, and will tell their friends about you.
Finally, your site has to be robust so that when I go there I say, ―Wow, this person has a huge platform.‖
That means they have their own radio show like we‘re doing today. They have their list. They‘ve been on
radio and TV and in newspapers. They have a big following. That‘s what you build through publicity and
through authoring a book.
I: Rick, what are the components of a really good press release?
RF: The most important part is great headline. In my newsletter I give examples of great headlines for
press releases that you can use. The headline should almost always solve a problem. A great example
would be ―15 Ways to . . .‖
Next is to avoid including a lot of writing. You have about half a page to grab them. In reality, the best
press release has bullets. An example would be, ―Viki has been on Oprah four times, is the number one
expert in the world on X, and here‘s what she is going to teach your audience.‖ Then list the bullets.
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(Continued next page.)

Rick Frishman continued . . .
Claim a title. Be the number one expert in America, in the world on whatever topic you choose. Claim the
title for whatever it is that you do, and make that a part of your press release. What‘s the worst case
scenario? Someone else may say that they are the number one expert, and that‘s okay, because then
you have a debate. Believe me, no one is going to say that you‘re not, but if they do, you‘re going to
have a debate, which provides controversy, which provides publicity. Everyone should claim a title.
Another way to gain publicity is by starting your own holiday. Today, I proclaim that November 22 nd is
National Get a Job Day, Take Your Schnauzer to Work Day—whatever it is. That‘s how you get publicity.
Claim a title, and start your own holiday.
The Four Legs of the Publicity Chair
Radio
When it comes to publicity, the number one thing you should do is radio. With radio, you can do ten,
twenty, fifty, one hundred shows all without traveling. That‘s the beauty of radio. The shows you should
get on are morning drive radio shows, which air between 7:00 and 9:00 a.m. when people are enslaved
in their cars. Those are the key shows. You can hire a PR firm, and they‘ll charge you roughly $5,000 a
month to book radio, TV, etc., or you can do a lot of the work yourself. There is a directory called
Broadcasting and Cable Yearbook. It lists every radio and TV station in America. You can find it in the
library, or it‘s about $400 if you want to buy it.
Literally, there are fifteen radio stations in every market in the country. Just start
calling and ask, ―Do you have a morning show?‖ Find out the name of the show,
who the producer is, call them up when they get off the air, which is generally
around 9:15 a.m., and do your elevator pitch, which is a 30-second little pitch of
who you are, why you‘re an expert, what you‘re going to teach their audience, and
why they should have you on the air.
They‘re going to ask you for a one-sheet, which, in essence, is your press release,
and you are going to send them your press kit, a hard copy of your press kit, and
also email them all of your Web sites where they can check you out online. Getting
yourself on morning drive radio shows can help you reach hundreds and thousands
of people for no money at all, and also lead them back to your site where you can
sell a ton of books or whatever you‘re offering. The gold in America is radio.
Television
When it comes to television appearances, you want to get on a 6:00 a.m. show and the noon news.
Every time you do a radio show or a TV show, get a copy of it and put it up on your site. You get yourself
on a television show in the same way you do radio. You call up and pitch the producer. If you have a
book, the odds are you‘ll be more likely to get on. These shows need guests, and if you‘re an expert—
which all of you are—they need you, and they will put you on.
Print
Print is very important. Start with your local little newspaper, the one that‘s thrown on your driveway on
Friday afternoons that has stories about your kid‘s high school sports. You are a celebrity in your local
town. Call the editor, you do your pitch, and send him your book if you have one. They‘re going to want
you, because you‘re a local expert, and you‘re going to solve a problem. Or, you can talk about a
controversy of some sort, or a new holiday you made up.
From there, you go into the big daily. Most of these papers are going out of business. I think The Chicago
Tribune is almost bankrupt and the Denver Rocky Mountain News is gone. I think there‘s a Portland
paper that‘s also gone. They‘re dying all over the country. But you get into your local daily, and then you
go after nationals as well. There‘s an outfit called Editor and Publisher in the library that lists every
newspaper in America.
Internet
These days, blogs are huge. I just had an article about an event I‘m doing in The Huffington Post. Have
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any of you heard of The Huffington Post? You bet. It has millions of readers from all over the world. In
one day, all of a sudden, I had a thousand people hitting my site and getting my Million Dollar Rolodex
because I was in The Huffington Post. That‘s bigger than the LA Times because it‘s international, and it‘s
huge. Now we want to go after blogs as well.
Everyone reading this interview needs to have a presence on social networks, and the big four are
Facebook, LinkedIn, which is really important for business, Twitter, and YouTube. Those are the four big
ones that you‘ve got to be on all the time.
Here‘s a really great tip. You can go to a site called www.ping.fm, which is free, and you can post and
have it sent to all of your social sites at one time. It‘s really cool, and it makes life really easy, because
it doesn‘t take a lot of time. You‘ve got to be everywhere on these social sites.
Lastly, you‘ve got to have your own blog. A blog is picked up by all of these spiders, which are just ways
of attaching your name on the internet to get you higher up on the Google rankings, so when people type
in your name or your subject, you rank high on the results list. The problem is, you have to post stuff on
your blog. You have to post once a week.
I also want to get into publishing, and talk about an event coming up in Los Angeles.
I: Tell us a little bit about the secret to getting published, because this event and the people you are
going to have there are incredible.
RF: A great Web site is www.author101university.com. The main thing about publishing is that having a
book will make you an expert, the number one authority, and the media will look at you in different
ways.
At this upcoming event, by the way, I am bringing tons of literary agents, publishers, editors, and ghost
writers who are looking for your book.
Everyone needs to have a book published. There are several different ways to go about doing this.
Number one is through traditional publishing, where you get an agent like we‘re bringing to Author
101. An un-agented book never even gets looked at by a publisher because it will go in the slush pile. To
get an agent, you need to have a proposal. We teach you how to write a book proposal.
The proposal gets the literary agent, the literary agent sells it to an editor at a publisher, and the editor
then has to sell it to their publishing board. They will hopefully give you an advance, which is a loan
against future royalties, and generally your book will come out about a year to two years later. When it
comes out, the publisher won‘t do anything for you in terms of publicity, but you will at least have the
name Harper Collins or McGraw Hill on it. I have several books published that way. That‘s probably the
best way, if you can do it, and if you don‘t mind waiting 1-1/2 to 2 years for your book to come out.
The faster way is through self-publishing. It used to require that you print all the books yourself. I
don‘t recommend doing that now, because people end up spending ten, twenty, thirty thousand dollars
and having five thousand books in their garage that will never get out of their garage and never get
sold.
If you‘re into self-publishing, the easiest way to do it is to print on demand (POD). With this method, you
can have a book out in three months and then print literally one book at a time. CreateSpace is free—
that‘s Amazon‘s version. There are several other POD publishers. I-Universe is one. Author House is
another. Most of them are owned by a company called Author Solutions.
The down side to POD is none of these books will ever get into a bookstore, because they‘re not
returnable, but they‘ll be available online through Amazon and Barnes and Noble. You won‘t make a lot
of money, but you‘re not doing it to make a huge amount of money—you‘re doing it for your platform.
Another negative though is that the media knows that it is a POD book and my Schnauzer can have a
book on how to meet other Schnauzers. Anybody can print on demand. The average POD book sells
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about one hundred books in its lifetime. I really want you to learn how to do it properly.
Our publishing company, Morgan James Publishing, is a traditional publisher. We get books in
bookstores. We print them. We get them in E-book format. People can buy your book on Kindle, on iPad,
etc. We primarily work with nonfiction writers who want to use a book as a platform to help them gain
publicity and credibility. We give, a portion of the proceeds from every book that we publish to Habitat
for Humanity.
We have an agent panel where we teach you the secrets, and then you can meet the agents one-on-one
on Saturday and Sunday mornings, and actually pitch the agents directly.
The event is coming up Friday-Saturday-Sunday, March 4th-6th. Hopefully, some of you who want to
learn about making money on the Internet, becoming an author, or just catapulting your career will join
us. Now, I don‘t promise you‘re going to become a multimillionaire, but I promise you, your life is going
to change, and I promise it so much that we actually give a 100% money back guarantee. If you‘re
selling anything—I don‘t care what it is—you should feel strongly enough about your service or product
that you give a 100% money back guarantee.
I: What do you look for in a mentor or a coach yourself?
RF: Number one, do I resonate with them? Do we have the same beliefs? Do I feel really good about
them as a person? It‘s the same thing as a publisher—80% of my choosing an author is based on
whether I fall in love with their passion, what they‘re doing, and their goals. Are they doing it for the
right reasons? Do they want to give back in some way? Only twenty percent is about the book, because
we can change a book; we can re-edit a book. But if somebody‘s a potato head, I‘m not going to change
them.
Number two, have they really done it? If I want to be mentored as a speaker, I want to talk to someone
who has made a million dollars this year as a speaker, and has really been out there and done it. I want
to be mentored by someone who doesn‘t just teach it. If you‘re going to teach me about business, I want
someone who has actually run a company. If you‘re going to teach me about publishing, I want someone
who has been an author. If you‘re going to teach me about money, I want someone who is a millionaire.
I want to know that you‘ve done it, and you‘ve got to be able to prove it. And again, do I feel good about
you and your intentions? Anytime you ever do something just to make money, it is almost always the
wrong decision. There‘s got to be something else driving you. It‘s got to be fun. You‘ve got to be giving
back. You‘ve got to be helping people. If you do that, then the money will follow.

www.author101university.com
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