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Introduction 
 
If someone could write an e-book that wouldimpart talent to you, you’d 
undoubtedly pay that author a high price for it. 
 
And if someone’s books could make you excellent, or ethical, or a pleasure to work 
with, that author would be a bazillionaire. 
 
Alas, I am not that author. A guy can dream… 
 
But let’s assume that you have talent, and that you add value in your marketplace. 
What I’ll try to do with this little book ishelp you gain clarity in your direction, 
offering, and message. 
 
We often do not have a clear set of words that accurately distill who we are and 
what we do – as individuals, and as businesses. And if we’re not crystal clear, guess 
who can’t possibly see through the fog? 
 
Our customers. Our prospects. Our potential employers. 
 
Like you, I’m seeking to stand out in a world full of noise and distraction. My 
customers often have a very sketchy and incomplete view of what I can do for 
them. I’ll bet your customers are the same. 
 
That’s because our greatest competition isn’t the competition. It’s the noise. It’s the 
fog of business and life. 
 
This e-book is about rising above the noise.  
 
How do we do outstanding work, but also stand out in a sea of commodities, 
competition, and chaos? 
 
With words. Clear, vivid, memorable words, that can be caught (from you) by 
others, and released (by them) to yet others. Catch and release. 
 
It’s one thing to add value to your marketplace. It’s quite another to own real 
estate in your customer’s memory space. To do that, you have to break through all 
the static and send a clear, memorable signal. 
 
The currency of exchange for the marketplace is money, but the currency of 
exchange for memory space is words. Well-chosen words clear the fog. Indistinct 
messages simply add to the noise. 
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How do we bring fog, instead of clarity, to the marketplace? Here’s a common 
example (yes, I made this one up – but how many times have you seen something 
similar!) 
 
At Acme Enterprise Solutions, we mean business with our end-to-end 
services! 

 What does Acme Enterprise Solutions actually do? I dunno. 
 What will they do for me in particular (WIIFM)? I dunno. 
 What is their specialized marketplace? Can’t tell. 
 Am I looking around for undefined “services” and “solutions”? Nope. 
 Does their buzzwordysummary statement stick vividly in my memory? Pure 

static. 
 Am I likely to refer them to anyone? Wouldn’t even know where to start. 

 
Acme might do great work. But they have vague words. Their message never gets 
above the noise. And that makes Acme forgettable. 

If you’re outstanding, you need words that make you stand out. Words that, like a 
memory dart, go directly to the target and stick. 

 We need a clear signal - a verbal business card that is vivid, succinct, and prone to 
lead to referrals. This generally means fewer words, not more. 

 Let’s take a look at six tangible ways in which we can de-fog our direction and 
message, and achieve a higher level of clarity. 

- Distill Your Offering 
- Define Your Market[place] 
- Craft Your Story 
- Condense Your Message 
- Appropriate An Analogy 
- Become The Go-to 

 

Ready to start? 

http://www.ducttapemarketing.com/blog/2012/06/29/standing-out-field/
http://www.mpdailyfix.com/disperse-the-jargon-cloud/


 
 

4 

1. Distill Your Offering 
 
It’s one of the most common failings I see in marketing – describing what you do in 
such general or broad terms, that no one can really tell what you offer. 
 
I understand why people and businesses do this. We want to cast as wide a net as 
we possibly can so as not to miss any potential opportunities. But the flaw in this 
thinking is that we don’t need 1,000 different kinds of opportunities. We don’t 
need 1,000 different kinds of customers or clients. We don’t need 100 job 
positions. 
 
As an individual, or as a business, we’re truly good at a very narrow range of 
things, for a very narrow subset of customers. We’re not a “match” for everything.  
 
Compare: 
 
“We help businesses market themselves effectively and grow their market share.” 
-to- 
“We help small restaurants in Orlando find digitally savvy customers through 
innovative social media strategies and execution.” 
 
The latter knows that they are a boutique agency, knows that their best work is 
going to be regional, and has a track record of success in the restaurant business. 
Plus, they have put forward their strong suit – digital/social media – instead of 
seeking to compete with every other general marketing agency out there. 
 
The former? They don’t even know what target they’re aiming at. Or which arrows 
they’re using. 
 
The successful agency has defined its best offering and the lowest-hanging fruit, 
and they are pursuing that instead of pursuing…well, anything that might come 
their way. 
 
How often do you see the same flawed approach on a resume or LinkedIn profile? 
 
Award-winning performer with a proven track record of strategic and tactical 
excellence in innovative fast-paced enviro…Zzzzzzzzzzz…..huh?  
 
 What is that individual going to do for me? On the other hand: 
 
I am a hands-on, small-company architect seeking to help a growing healthcare 
software company attain the next level of excellence and compliance by heading up 
Operations… 
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We know exactly what this person does, what sort of role they can fill, and what 
kind of company they’re looking for. 
 
Distilling your offering means having the courage and the clarity to promote 
your sweet spot– and to embrace the liberating perspective that you don’t want 
just any work. You, and your customers, deserve a clear and focused message, so 
that you can find your best “fit” in the marketplace. 
 
A generalist is a commodity. We need to distill in order to differentiate! 
 
 
Additional reading (blog posts): 
 
5 Questions That Will Lead to Market Domination (John Jantsch) 
Be Clear: Narrow Your Focus (SW, 1-minute YouTube video) 
De-Fragment Your Business Strategy (SW) 
 
 
Additional reading (books): 
 
Positioning: The Battle for Your Mind– Al Ries and JackTrout 
Purple Cow–Seth Godin 
 
 
 
 
 
 
 
 

http://www.ducttapemarketing.com/blog/2013/03/25/solve-unmet-needs/
http://www.youtube.com/watch?feature=player_embedded&v=Aq21y0YO9iI
http://www.stevewoodruff.com/business-strategy/de-fragment-your-business-strategy/
http://www.amazon.com/gp/product/0071373586/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0071373586&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/1591843170/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591843170&linkCode=as2&tag=conneagent-20
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2.Define Your Market[place] 
 
With rare exceptions, the entire world is not your customer. 
 
What you do is going to be a “fit” for a certain group of companies or individuals. In 
a certain area. Serving a certain horizontal or vertical slice of the market. With a 
certain specific set of needs. 
 
And you, as an individual or company, have a unique capability – a professional 
DNA and certain offerings – that are a match for a small subset of customers. 
 
The intersection of these two is where opportunity resides. Identify the optimal 
group of paying customers that need your unique abilities. That is your place in the 
market - your niche. 
 
My friend Tom Martin is a digital adviser for companies looking to implement 
digital marketing strategies, with a particular emphasis on using social media for 
selling. There’s enough opportunity for Tom to work that niche for the next 10 
years and barely scratch the surface – he does not need to present himself as a 
digital consultant to the logging industry, or as a Facebook page builder to local 
mom-and-pop shops, or as a marketing generalist – even if he could do all three. 
 
An ill-defined market[place] is an invitation to multiply your competitors. Why 
would we do that, when there is plenty of revenue and growth opportunity in a 
niche that we can potentially dominate? 
 
Aiming at everything means competing with everyone. 
 
So, how does a business define itsmarket[place]? Here are some simple steps that 
will get you on your way: 
 

1. Where are there holes in the market that we might be able to fill? Is there a 
new category that we can create? 

2. Of all the things we have ever done, what has been the most excellent (for 
customers) and fulfilling (for us)? 

3. What’s the main thing people think of us for? 
4. With what combination of offerings/customers have we consistently been 

profitable? 
5. Will digging deeper with fewer customers/offerings lead to greater 

profitability than going wide? 
6. What niche do we have a chance of potentially dominating? 
7. What kinds of clients have been high-maintenance and/or unprofitable? 
8. Where is our new business win rate highest? 
9. Can we be narrowly-defined enough to transform once-potential 

competitors into partners? 

http://www.conversedigital.com/
http://www.conversedigital.com/sales-prospecting/social-selling-b2b-sales-marketing
http://www.conversedigital.com/sales-prospecting/social-selling-b2b-sales-marketing
http://www.conversedigital.com/sales-prospecting/social-selling-b2b-sales-marketing
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Very few companies resist the temptation to cast an overly-wide net into a 
broadly-defined market. By clearly defining your ideal market[place],  you stand a 
much better chance of winning well-targeted business that is a better match for 
your strengths. 
 
Remember: not all business is good business. You want to pursue business that 
moves you further into your best work, not just anything that produces short-term 
revenue. 
 
The principle, of course, applies for job seekers. Aim at where you really want to 
go, and where you have clearly demonstrated competencies, instead of just taking 
whatever the next job role is that comes along. 
 
You can define your market[place] with about 80% accuracy. Your customers will 
then help you define and refine the other 20% as you evolve in your work. 
 
 
Additional reading (blog posts): 
 
4 Things Every Entrepreneur Should Know Before Starting a Business (Carol Roth) 
Not All Business is Good Business (SW) 
Fitting Into Your Market[place] (SW) 
 
 
Additional reading (books): 
 
The 22 Immutable Laws of Branding – Al Ries and Laura Ries 
The Entrepreneur Equation – Carol Roth 
The Invisible Sale – Tom Martin 
 

http://www.carolroth.com/blog/business-4-things-that-every-entrepreneur-should-know-before-starting-a-business/
http://www.stevewoodruff.com/business-strategy/not-all-business-is-good-business/
http://www.stevewoodruff.com/business-strategy/fitting-into-your-marketplace/
http://www.amazon.com/gp/product/0060007737/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0060007737&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/1936661861/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1936661861&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/0789751356/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0789751356&linkCode=as2&tag=conneagent-20
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3.Craft Your Story 

 
Human beings are hard-wired to remember stories. The best presenters are 
storytellers.  
 
If we are to cut through the fog and stand out in the minds of our customers, we 
should take advantage of the benefits of telling a story. 
 
When clients sit through a series of presentations by solution providers (or, when 
an interviewer is talking to a string of candidates), pretty soon all the words and 
bullet points and promises begin to merge into a non-memorable morass. The 
noise level makes it hard to stand out. 
 
But a great story can cut right through all that. 
 
“I started out helping my pharmaceutical clients find optimal outsource vendors for 
their training development needs. Soon I found out that many of the vendors had a 
foggy market strategy and indistinct messaging. So I began to consult with them on 
their branding and a whole new avenue of business opened up, which I now call 
Clarity Therapy. I call it my accidental business!” 
 
The above is, actually, a summary of my story. It’s how I began to offer the service 
of helping people and businesses discover their professional DNA, define their 
market[place], distill their message, and everything else we’re discussing in this 
little e-book. People relate to it, becauseit shows a business that came about 
organically – and, they remember it, because it has a twist (accidental business). 
 
Most companies and individuals focus far too much on their bullet points – we do 
this and this and this and that; we’ve worked for this company and that company; 
we’ve held this title and that role, etc. Bullet-point marketing simply creates a blur. 
When you’re in front of people, it’s far more important to engage their interest 
with a story. 
 
I like to look at the broad sweep of what an individual or company has done and 
the common threads that are woven throughout. The elements of the story are 
always there – though it often takes an outside set of eyes to see it. Even the most 
scattered set of business experiences has themes hidden within it. 
 
Tom Clifford, a gifted marketing copywriter, spent many years as a video producer 
(where his on-line persona was “Director Tom”). In making the transition, it was 
clear that all the same skills were necessary for both roles – only the medium was 
changing. The change of direction became a story of natural evolution, not some 
abrupt professional disruption. 
 

http://www.directortom.com/
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Three entrepreneurs whom I deeply respect (Anthony Iannario, Lisa Petrilli, and 
Greg Hartle) all have great business stories that happen to be woven in to 
remarkable medical histories. Carrie Wilkerson (The Barefoot Executive) 
masterfully weaves her life story into her constant “you can do it, too!” 
entrepreneurial message.  
 
You have a unique story. Your business has a unique story – why it came to be 
launched; when it pivoted into a new area; where it rescued a customer; how it 
attracted the best talent. People don’t just buy services – they buy stories. Telling 
your story effectively cuts through the fog and makes you memorable. 
 
 
Additional reading (blog posts): 
 
Why the Best Speakers are Storytellers (Dave Kerpen) 
Discover the Power of Storytelling for Your Small Business (Phil Gerbyshak) 
Tell Bigger Stories (Chris Brogan) 
Be Clear: Tell Your Story (SW, 1-minute YouTube video) 
 
 
Additional reading (books): 
 
All Marketers are Liars–Seth Godin 
The Barefoot Executive – Carrie Wilkerson

http://www.thesalesblog.com/
http://www.lisapetrilli.com/
http://www.tenlap.com/
http://www.carriewilkerson.com/
http://www.davekerpen.com/blog/why-the-best-speakers-are-storytellers.html
http://www.philgerbyshak.com/discover-the-power-of-story-telling-for-your-small-business/
http://www.chrisbrogan.com/theflag/
http://www.youtube.com/watch?feature=player_embedded&v=emRTj3ycNv8
http://www.amazon.com/gp/product/1591845335/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591845335&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/B00AK3YQUW/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=B00AK3YQUW&linkCode=as2&tag=conneagent-20
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4.Condense Your Message 
 
You’ve heard of the elevator pitch? You need to go one step better. 
 
Develop a memory dart – distill your key message down to a 100-proof summary 
phrase that can be grab someone’s attention before the elevator door even closes!  
 
The fact is: nobody wants to be pitched. If someone is curious about what you do, 
it’s far better to pique his or her interest with a brief, succinct summary that 
captures the essence of what you’re about. 
 
Here’s how: Aim for 10 words. Craft a summary message that can be given out in 
10 words of less. Aim for clarity, not comprehensiveness.  
 
How did FedEx do this? The World on Time.Allstate’s striking and unforgettable 
message? You’re in good hands. Or, bloggerDan Rockwell, who is Helping leaders 
reach higher in 300 words or less.Carol Roth embodies her message, Tough Love for 
Business. 
 
Brief. Punchy. Memorable. Non-technical. 100-proof distilled clarity. 
 
Your memory dart may be a quick tagline, or it may be a brief sentence, but either 
way, it’s compressed, like a verbal business card. 
 
People have very limited memory space, and lots of distractions. That’s why you 
need a message that is concise, compelling, and sticky. And, critically important: 
TRANSFERABLE. Every person who hears and absorbs your message is a potential 
source of referrals. They need to catch your message, and be able to release it. 
 
Picture yourself bumping into a prospective customer at a trade show, just 
minutes before the next session starts. After introductions, she says, “I recall 
seeing your name before, but what is it that you do?” Can you, in one sentence, give 
her the distilled essence, in such a way that she’ll still remember it after the session 
– and, be able to tell her friend over lunch about you in 10 words or less? 
 
OK, let’s get practical: 
 
Start by creating this factual summary statement: I do (this) for (customers) in 
order to (end result) with (my particular differentiating quality). Excellent – you’re 
already at 40 proof (a lot of companies can’t even give you a one-sentence 
summary. That’s being stuck at lite beer levels!)! 
 
Now, try to come up with an illustration or image that shortcuts right to the point 
in a vivid fashion. You’ve just jumped to 80 proof! 
 

http://brandimpact.wordpress.com/2013/01/09/the-clarity-of-fedex/
http://leadershipfreak.wordpress.com/
http://www.carolroth.com/
http://brandimpact.wordpress.com/2013/01/14/be-a-fog-lifter-part-1/
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Finally, create a compact phrase that you can give to someone before the elevator 
door even closes. Think of this final product as a memory dart, not an elevator 
speech. You’re now at 100 proof! 
 
We all need to break through the mists in the minds of our customers with a 
beam of distilled enlightenment. That’s lifting the fog. Trying to say too much is 
simply adding to the noise. Condense. Distill. Throw memory darts! 
 
 
Additional reading (blog posts): 
 
Nobody Talks About Boring Businesses (John Jantsch) 
Laundry List Marketing (SW/Marketing Profs Daily Fix) 
Reduce Your Elevator Pitch to a Memory Dart (SW) 
 
 
Additional reading (books): 
 
The Referral Engine–John Jantsch 
Made to Stick – Chip and Dan Heath 
The New Elevator Pitch–Chris Westfall 

http://brandimpact.wordpress.com/2012/08/06/why-i-dont-buy-the-one-minute-elevator-speech/
http://brandimpact.wordpress.com/2012/08/06/why-i-dont-buy-the-one-minute-elevator-speech/
http://www.ducttapemarketing.com/blog/2013/03/13/how-to-stand-out/
http://www.mpdailyfix.com/laundry-list-marketing/
http://www.stevewoodruff.com/messaging/reduce-your-elevator-pitch-to-a-memory-dart/
http://www.amazon.com/gp/product/1591843111/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591843111&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/1400064287/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1400064287&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/0985414804/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0985414804&linkCode=as2&tag=conneagent-20
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5.Appropriate An Analogy 
 
Your customers and prospects already have vivid hooks in their memories. Why 
not shortcut the process of breaking through the fog by taking advantage of what’s 
already there? 
 
Let’s say someone tells you, “This model is the BMW of lawn-mowing tractors.” 
What have they done? 
 

 They’ve appealed to a name and image you already know – BMW. 
 They’ve positioned themselves as high quality, with great engineering, and 

(most likely) a premium price. 
 They’ve differentiated in the marketplace without long-winded 

explanations. 
 
Why is an analogy so important? Because we all need a shortcut into the 
understanding and memory of our attention-overloaded prospective customers. 
And the analogy – appealing to something already understood in order to bridge a 
gap to something new – is the most powerful mechanism imaginable to spark 
recognition and recall. 
 
When I launched my client-vendor matchmaking business, it took me 18 months to 
come up with the phrase, “Impactiviti is the eHarmony of pharmaceutical training.” 
Boom – instant understanding. Before that, I had a lot of explaining to do! 
 
You’re at a cocktail party, and someone asks what you do. “I’m a corporate 
content development specialist for a healthcare company.” STOP!!! See those 
eyes glaze over? Has comprehension occurred in that person’s mind? No – because 
you’ve not bridged the gap. And, perhaps, just as important – will that person be 
able to refer someone they meet the next day to you? Hardly. 
 
OK, let’s rewind. Your answer this time? “My company helps people with rare 
diseases. I’m like an internal reporter – I get to tell people how we go about 
helping a specialized group of overlooked patients!” Boom! 
 
Note the following: 

 Your company is now a lot more interesting, and probably will provoke a 
follow-up question or two. 

 Your role is now clear – you’re a reporter (but on the inside). 
 YOU are more interesting, because your role has an aspirational and 

positive element, not merely a technical description. And the listener gets it, 
immediately. 

 
See how powerful a simple and vivid analogy is? And, the next day, when this 
person bumps into the CEO of another company that they know from the gym, who 
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happens to be complaining about how ineffective their internal marketing 
is…guess who comes to mind? 
 
eBay caught on very quickly, in part, because it was just like one big virtual yard 
sale. People could “get” that. If you attach your company and offering to something 
pre-existing, common, and positive, you save yourself a ton of grief trying to force 
comprehension through a blizzard of terms and bullet points. 
 
Don’t just say what or who you are. Tell others what or whom you’re like. 
 
 
Additional reading (blog posts): 
 
Is Youtility the Future of Marketing? (Jay Baer) 
Four Must-Haves for Enlightening Your Customers (SW/Marketing Profs Daily Fix) 
Be a Marketing Thief (SW) 
 
 
Additional reading (books): 
 
The Art of Explanation – Lee LeFever

http://www.convinceandconvert.com/integrated-marketing-and-media/is-youtility-the-future-of-marketing/
http://www.mpdailyfix.com/four-must-haves-for-enlightening-your-customers/
http://www.stevewoodruff.com/messaging/be-a-marketing-thief/
http://www.amazon.com/gp/product/1118374584/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1118374584&linkCode=as2&tag=conneagent-20
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6.Become The Go-To 
 
There is a coveted status that every individual or business should aspire to reach. 
When you occupy the identity of the go-to in the minds of your customers, you’ve 
won! 
 
The greatest long-term danger any of us face is being just another commodity 
supplier. By clarifying your direction, establishing your niche, adding consistent 
value on multiple levels, and crafting a memorable message, you increase the 
chance that you will be the top-of-mind person or business in your category. 
 
When people can repeat your message to others, and when they think of you as the 
default expert, or networker, or resource (especially in some specialized area), 
then your brand occupies the mountaintop of awareness. 
 
Sometimes people who know me as the Connection Agent send others my way 
with this kind of directive: contact Steve – he knows everybody!That always makes 
me chuckle inside. Fact: it’s not even remotely the case. But if you build a strong 
enough network to become a hub and connector in your domain, then you occupy 
the go-to space. Is there any better “job security” than that? 
 
Who do I reflexively think of when the topic of Trust in business comes up?Charles 
H Green.Introversion in life and business?Susan Cain. Sports marketing? Lou 
Imbriano. Elevator pitches? Chris Westfall. Each of these individuals has carved out 
a niche of expertise and communicated consistently in such a way as to become 
top-of-mind. I, and you, could provide a hundred other examples. 
 
The enemy of becoming the go-to is trying to position yourself as doing too much: 
 
“So, what does your company do?” 
“Glad you asked! We have a whole suite of enterprise human development resource 
platforms, addressing everything from talent identification, people management, on-
line training, payroll obfuscation, Pony Express scheduling, and cupcake supply chain 
management. Plus, other solutions and services to optimize business profitability.” 
 
Now, I don’t know about you, but this description means I cannot possibly figure 
out which “bucket” to place this company in, and they are going to become the go-
to for precisely nothing. 
 
Another danger is to sound just like every other biz-speak-spouting provider in 
your marketplace, like this agency description: 
 
“________ is a global, results-driven, interactive agency that defines, designs, and 
delivers digital solutions that generate measurable value against brand objectives.” 
 

http://trustedadvisor.com/consultants/cgreen
http://trustedadvisor.com/consultants/cgreen
http://trustedadvisor.com/consultants/cgreen
http://www.thepowerofintroverts.com/
http://www.louimbriano.com/
http://www.louimbriano.com/
http://www.louimbriano.com/
http://moveupormoveout.com/wordpress/
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Wow. Just Another Digital Agency (JADA). Let’s add another layer to the fogbank. 
 
Don’t seek to be all things to all people. Strive to be the go-to for a small set of 
customers who are ready to pay for the value you offer. Dominating one sector is 
far more valuable than being a mere commodity in many. 
 
 
Additional reading (blog posts): 
 
5 Things Your Referral Sources Desperately Want to Know (John Jantsch) 
Are You Referable? (SW/Marketing Profs Daily Fix) 
How Do You Differentiate? (SW) 
 
 
Additional reading (books): 
 
Linchpin–Seth Godin 

http://www.ducttapemarketing.com/blog/2013/01/30/educating-referral-sources/
http://www.mpdailyfix.com/are-you-referable/
http://www.stevewoodruff.com/branding/what-makes-you-different/
http://www.amazon.com/gp/product/1591844096/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591844096&linkCode=as2&tag=conneagent-20
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Bottom Line 
 
Break the rules. 
 
We’ve been conditioned tofit in, not stand out. 
 
You have permission to be Focused and Clear.  
 
You even have permission, if you dare, to consider a You-based Business. ToRole 
Your Own. 
 
 
Let others remain in the fog. YOUR best strategy is to Make Yourself Clear! 
 
  

http://www.amazon.com/gp/product/159184259X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=159184259X&linkCode=as2&tag=conneagent-20
http://www.chrisbrogan.com/seeking-permission/
http://www.mpdailyfix.com/how-to-fight-fog-and-overcome-clarity-deficit-disorder/
http://alliworthington.com/free-downloads/how-to-start-the-business-of-your-dreams/
http://www.mpdailyfix.com/consider-creating-a-you-based-business/
http://www.stevewoodruff.com/entrepreneur/role-your-own/
http://www.stevewoodruff.com/entrepreneur/role-your-own/
http://www.stevewoodruff.com/entrepreneur/role-your-own/
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List of Go-To Resources 
 
Here is a short list of people that are great examples and resources, especially for 
entrepreneurs and small businesses: 
 
Jay Baer is one of the top resources for all things related to social media marketing. 
His blog, Convince and Convert, is a gold mine of continually updated information. 
Jay has two books out, Youtility, and The NOW Revolution (co-authored with 
Amber Naslund). 
 
Chris Brogan maintains one of the best-known blogs and provides a huge amount 
of advice and insights for businesses and entrepreneurs. Chris has co-authored 
(with Julien Smith) books including The Impact Equation, and Trust Agents.  His 
weekly e-newsletter is always a great thought piece. 
 
Bob Burg is known, for good reason, as the Go-Giver. If you want to find some of 
the most valuable people in the social networking world, just follow Bob’s Twitter 
stream and he’ll show you. His blog is full of great advice and common-sense 
business perspectives. 
 
Ellen Cagnassola is an entrepreneur whose persistence and creativity will inspire 
anyone seeking to launch a business. Her niche, making craft soaps and candles 
(and kits), is booming. Watch the video on her home page. 
 
C.C. Chapman is your guy when you’re thinking about content marketing. His 
often-updated blog and Twitter feed will keep you thinking about the good stuff. 
Author of Amazing Things Will Happen and co-author (with the equally amazing 
Ann Handley) of Content Rules. 
 
Mack Collier is one of my favorite bloggers, and he will generously and consistently 
point you to everyone else who is a great resource. He’s the founder of #blogchat 
on Twitter, and author of Think Like a Rockstar. If you want to blog, start with 
Mack! 
 
Phil Gerbyshak calls himself the Make it Great guy, with good reason. Loaded with 
enthusiasm and marketing smarts, and highly connected, Phil is an excellent guide 
for those learning how to do social media marketing. 
 
Chris Guillebeau is an absolute go-to if you’re looking to start a business. His $100 
Startup book is indispensable, and he also puts on a conference (World 
Domination Summit) that everyone raves about. Be sure to subscribe to his blog. 
 
Drew McLellan, one of the most generous marketers you’ll ever meet, embodies 
the new thinking about caring for customers in a collaborative, socially-networked 
world. Drew’s Marketing Minute blog is not to be missed. 

http://www.twitter.com/jaybaer
http://www.convinceandconvert.com/
http://www.amazon.com/gp/product/1591846668/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591846668&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/047092327X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=047092327X&linkCode=as2&tag=conneagent-20
http://www.twitter.com/ambercadabra
http://www.twitter.com/chrisbrogan
http://www.twitter.com/julien
http://www.amazon.com/gp/product/1591844908/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1591844908&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/0470635495/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0470635495&linkCode=as2&tag=conneagent-20
http://www.chrisbrogan.com/
http://www.twitter.com/bobburg
http://www.amazon.com/gp/product/159184200X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=159184200X&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/159184200X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=159184200X&linkCode=as2&tag=conneagent-20
http://www.twitter.com/sweetsoaps
http://www.sweetsoaps.com/
http://www.twitter.com/cc_chapman
http://www.amazon.com/gp/product/1118341384/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1118341384&linkCode=as2&tag=conneagent-20
http://www.twitter.com/marketingprofs
http://www.amazon.com/gp/product/1118232607/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1118232607&linkCode=as2&tag=conneagent-20
http://www.twitter.com/mackcollier
http://www.amazon.com/gp/product/0071806091/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0071806091&linkCode=as2&tag=conneagent-20
http://www.twitter.com/philgerb
http://www.amazon.com/gp/product/1419629980/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1419629980&linkCode=as2&tag=conneagent-20
http://www.twitter.com/chrisguillebeau
http://www.amazon.com/gp/product/0307951529/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0307951529&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/0307951529/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0307951529&linkCode=as2&tag=conneagent-20
http://www.amazon.com/gp/product/0307951529/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0307951529&linkCode=as2&tag=conneagent-20
http://chrisguillebeau.com/
http://www.twitter.com/drewmclellan
http://www.amazon.com/gp/product/1481128566/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1481128566&linkCode=as2&tag=conneagent-20
http://www.drewsmarketingminute.com/
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Les McKeown created one of the graphics I use most when coaching small business 
owners, in his outstanding book, Predictable Success. Want to make sense of how 
businesses start, grow, and decline? This is your go-to handbook. 
 
Brian Moran is to small business what Guy Kawasaki is to everything else. One of 
the best-connected small business experts on the planet, and one heck of a nice 
guy. He’ll give you the small business edge. 
 
Michael Port is the “Book Yourself Solid” guy – the one you want to read about how 
to grow your client base. If you want to grow your business via networking, read 
his blog. 
 
Carol Roth will reality-slap you awake if you’re thinking about starting a business. 
Her book, The Entrepreneur Equation, is an absolute must-read for anyone 
thinking about launching something new – no fluff, 100% wake-up call. And her 
Business Unplugged blog is full of great perspectives also (Carol even has her own 
action figure!) 
 
Peter Shankman, skydiver, entrepreneur, social media trailblazer – he has ADHD 
and he’s not afraid to show it. In his latest book (Nice Companies Finish First), he 
makes the case that better business is linked to nicer attitudes and actions. I 
wholeheartedly agree. Peter blogs on a variety of topics at Shankman.com. 
 
Carrie Wilkerson is the Barefoot Executive and a fabulous networker. If your 
business involves on-line and e-mail marketing, you definitely want to peruse her 
book by that title. Carrie is a great example of how to use the power of story, and 
how to harness video, in business-building. Here’s her site. 
 
Alli Worthington is a Tennessee-based dynamo of entrepreneurial energy. 
Through the Blissdom conference and her many other on-line activities, Alli 
encourages entrepreneurs and solopreneurs, not only by her words, but also by 
her actions. She’s a triple espresso in an always-on-the-go cup. 
 
 
There are many other people and resources I could point you to – these are just 
some of my top go-to people who will help you along the way as you Make Yourself 
Clear. 
 
(By the way, links to books in this e-book are Amazon affiliate links – which means 
that if you buy one or more of these books after clicking, I just might be able to buy a 
Venti Mocha sometime this month!)

http://www.twitter.com/lesmckeown
http://www.getpredictablesuccess.com/public/images/124a.jpg
http://www.amazon.com/gp/product/1608320316/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1608320316&linkCode=as2&tag=conneagent-20
http://www.twitter.com/brianmoran
http://smallbusinessedge.com/
http://www.twitter.com/michaelport
http://www.amazon.com/gp/product/111849542X/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=111849542X&linkCode=as2&tag=conneagent-20
http://www.bookyourselfsolid.com/blog/
http://www.twitter.com/caroljsroth
http://www.amazon.com/gp/product/1936661861/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=1936661861&linkCode=as2&tag=conneagent-20
http://www.carolroth.com/blog/
http://theentrepreneurequation.com/images/WEB_Carol_Roth_Doll_Main.jpg
http://www.twitter.com/petershankman
http://www.amazon.com/gp/product/0230341896/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=0230341896&linkCode=as2&tag=conneagent-20
http://shankman.com/
http://www.twitter.com/carriewilkerson
http://www.amazon.com/gp/product/B00AK3YQUW/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creativeASIN=B00AK3YQUW&linkCode=as2&tag=conneagent-20
http://carriewilkerson.com/
http://www.twitter.com/alli
http://blissdomconference.com/
http://www.allisonworthington.com/
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Steve Woodruff, thick-skulled but persistent,took the long way to business success, 
finally figuring out in his 40’s and 50’s what he wanted to do when he grew up. 
 
Ironically, that purpose is:to help others find their purpose.And, hopefully, a lot 
sooner than he did! 
 
Steve has developed a unique process called Clarity Therapy to help individuals 
and businesses “discover their fit” in the marketplace. 
 
You can learn more about that at SteveWoodruff.com, where you can also sign up 
for his astonishingly brief yet notoriously brilliant weekly e-newsletter, Clarity 
Blend. 
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