
KAQTLOH�PQO=QACV
AUMLKAKQF=IQE

AKAQTLOH�PQO=QACV
AUMLKAKQF=IQE

A

=�mbgje]ҹ�Xona]hnb[�g]nai\�^il�
goenbjesbh`��siol�Zombh]mm�h]nqildҶ

Pn]p]�Cil\ih
=onail�i^�RhmnijjXZe]�O]^]llXem

Pn]p]�Cil\ih�bm�na]�
Xonail�i^�RhmnijjXZe]�
O]^]llXemҹ���U�
O]^]llXemҹ�EXe^�na]�AƂiln�
Xh\�^ioh\]l�i^�
QQa]�RhmnijjXZe]�?AL�
Mli`lXgҹ�X�gXld]nbh`�
Xh\�Zombh]mm�`liqna�
Ƅlg�naXn�Zobe\m�msmn]gm�
ni�XnnlX[n�[eb]hnm�^il�
jli^]mmbihXe�m]lpb[]
ƄƄlgm�Xh\�miei�
jlX[nbnbih]lmҶ

Bil�gil]�bh^ilgXnbih�XZion�
Qa]�RhmnijjXZe]�?AL�
Mli`lXgҸ

ohmnijjXZe][]iҶh]n
�Ҷ���Ҷ���Ҷ����

@i�sio�]p]l�^]]e�naXn�na]�h]nqildbh`�sio�\i�ihes�
jli\o[]m�l]moenm�mjilX\b[XeesӁ�EXp]�sio�]p]l�aX\�
X�eoh[a�il�[iƂ]]�g]]nbh`�qbna�X�l]^]llXe�jXlnh]l�
qa]l]�sio�Zina�qXed]\�XqXs�]r[bn]\�XZion�siol
h]q�ӍgonoXees�Z]h]Ƅ[bXe�l]eXnbihmabjӎ�na]h�h]p]l�
`in�Xhs�l]Xe�Z]h]ƄnӁ
FF^�sioӑl]�l]X\s�ni�]m[Xj]�na]�h]nqildbh`�
ӍEXgmn]l�Ta]]e�i^�@]Xnaҹӎ�nabm�Ziid�`bp]m�sio�
na]�jXna�ni�^Xmn�^l]]\igҶ�BbhXeesҹ�\bm[ip]l�X
g]nai\�^il�]mnXZebmabh`�l]Xeҹ�Xh\�jli\o[nbp]�
l]^]llXe�l]eXnbihmabjm�qbnaion�lohhbh`�Xee�ip]l�
niqh�Xnn]h\bh`�]p]ls�h]nqildbh`�]p]hnҹ
[[aXlbns�[iggbnn]]�g]]nbh`ҹ�il�?aXgZ]l�gbr]lҶ�
Rm]�nabm�mbgje]�Zeo]jlbhn�^il�]Xmbes�`bpbh`�gXmmbp]�
pXeo]�ni�siol�d]s�Zombh]mm�l]eXnbihmabjmҹ�
[XnXjoenbh`�jXmn�`Xn]d]]j]lm�ni�l]X[a�siol�gimn
pXeoXZe]�jlimj][nmҹ�Xh\�l]\o[bh`�siol�ninXe�
Zombh]mm�\]p]eijg]hn�nbg]�ni�comn�X�^]q�^i[om]\�
aiolm�]X[a�gihnaҶ



	

	

How to Use This Book 

This book is designed to give you a real, action-
able strategy for expanding your network. It’s to 
the point, and you can read it in about an hour. 

Access Free Resources Online 

ü All the tools, templates, and scripts men-
tioned in the book. 

ü A video interview with Steve Gordon, as 
he explains, chapter-by-chapter, why this 
strategy works, and how to implement it. 

ü An audio version of the interview with 
Steve Gordon. 

Get all of the free resources:  
UnstoppableCEO.net/exp-resources 

Join the Free Facebook Group 

Join a community of professional service lead-
ers, focused on selling with authority. Join the 
Selling Professional Services Forum. 
UnstoppableCEO.net/joinforum 

Share this Book 

Supercharge your network and get your key 
partners plugged into the same strategy you’re 
about to discover—give them this book, free. 
Share the E-Book free:  
UnstoppableCEO.net/giveabook 
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You can make more friends in two months 
by becoming interested in other people 
than you can in two years by trying to get 
other people interested in you. 
 
― Dale Carnegie 
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I N T R O D U C T I O N  

You Weren’t Prepared  
for This... 

You invested four, seven, eight years (or more) 
becoming educated, trained, tested, and certi-
fied to practice your profession, then you’re 
thrown into the market and you soon discover 
there’s another skill set you need to  
have success. 
 
You need to get clients. 
 
Oh, they left out that class in school. 
 
So you get some OJT, and do what the “older 
guys” in your firm did. You network. 
 
You get your name out there. You get out so 
you can see and be seen. 
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You volunteer on the right committees. You 
might even “beat the bushes” looking for pro-
spects, projects, and engagements. 
 
I understand... 
 
In 1999, I was 28 and the brand-new CEO of a 
million-dollar-a-year consulting firm. I was pret-
ty good at practicing my profession, but I didn’t 
have a clue how to create new clients. 
 
I soon discovered that the skills required to 
successfully deliver a professional service, are 
very different from the skills you need to grow a 
professional service firm. 
 

The “Do Great Work and They’ll 
Come” Myth 

So many of the professionals I’ve known over 
the last 20 years—and many of the ones I talk to 
now when I speak, or through our podcast and 
blog—have believed the myth that, “If I do really 
great work, clients will come.” 
 
While there is some truth to that statement—
we’ve all had those referrals from very happy 
clients—it’s not sufficient to build a healthy, 
growing and sustainable firm. 
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How do I know it’s not enough? I’ve asked over 
1000 firm owners their #1 frustration with get-
ting clients and the second most common re-
sponse is,  
 
“We do great work, our clients love us (and tell 
us so), but we just don’t get many referrals.” 
 
So, if you need to do more than “great work” to 
get clients—to create demand for your busi-
ness—what do you do? Where do you start? 
 
For most professionals, the starting point is 
networking, with the goal of meeting future 
clients, and key influencers who can steer cli-
ents to you. 
 

The “Get Your Name Out There” Myth 

The first and seemingly obvious thing to do to 
boost your growth is to get active and  
start networking. 
 
After all, the new business isn’t inside your of-
fice. It’s natural to believe that getting active in 
the community and “networking” will lead to 
new business. And it does. That’s why it’s the 
first thing most professionals turn to. 
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The problem is that most of the networking 
that’s done is completely ineffective. 
 
Here’s the usual approach... 
 

• Start attending local business events, 
or industry events where your pro-
spects gather. 

• Wander around the room, make con-
versation, be friendly. 

• Pass out lots of business cards. 
• Make a few “coffee dates” with other 

professionals with the hopes of refer-
ring each other. 

• Rinse, repeat (and repeat, and repeat). 
 
A major international business networking or-
ganization tells its members to invest 8+ hours 
per week networking. They say that their most 
successful members are putting in that kind  
of time. 
 
And, I don’t doubt those numbers, but in prac-
tice, I’ve met very few who can or are willing to 
invest that amount of time, week after week. 
 
Yes, you need to get your name out there, but 
the old model of networking at Chamber 
events, mixers, conferences, and endless lunch-
es and coffees, is the equivalent of hard,  
manual labor. 
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It works, but there’s a far easier way...one that 
will multiply your results and give you back 
hours of time every week. 
 

The “Mutually Beneficial Relationship” 
Myth 

The third great myth of professional services 
networking is the myth of the mutually benefi-
cial relationship. You know what I mean...you 
meet another professional. You discover that 
you can each help the other with introductions. 
 
You have a great lunch or coffee date, and you 
leave excited about the possibilities. So excited 
that you go back to the office and fire off an 
email to a contact of yours, to make an intro-
duction to your new “buddy.” 
 
You sit back, put your feet on the corner of your 
desk, clasp your hands behind your head and 
smilingly think... “WOW, this is going to be 
great. Now that I’ve hooked up Ned, he knows 
I’m serious. He’ll connect me with the three 
companies we talked about at lunch...” 
 
You go a day...nothing from Networking Ned... 
 
A week... 
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A month... 
 
Nothing. Ever. Comes. 
 
The problem is that the old model of network-
ing relies on a quid pro quo system. Sometimes 
there’s just not enough incentive for Network-
ing Ned to get moving and help you. 
 
You’ve got to overcome inertia, his too-busy-
already schedule, and his fear of you damaging 
a relationship of his. Sometimes it works, but 
mostly it doesn’t. Which is why you need to 
spend hours and hours and hours networking 
the old way to get any results to show for it. 
 

The Exponential Network Strategy 

The book you’re holding in your hand is a road 
map to a new approach to networking. One 
that will liberate your time, and deliver faster 
and greater results. It will transform you into a 
“mini-celebrity” in your market to drive your 
name “out there” further and faster. It will posi-
tion you as an expert. It will very likely launch 
you past your competition to the position of 
preeminent authority in your market. 
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I want you to stop and process each of those 
special benefits of the strategy I share with you 
in this book... 
 
Each is significant. 
 
Together, they will solve two important prob-
lems that plague professional firms: 
 

1. Getting a simple, repeatable way to 
get exposed to new clients that’s not 
dependent on the benevolence of an 
influencer or client, but is actually in 
their own self-interest. 

 
2. Establishing market-leading authori-

ty—preeminence—to rise above the 
commoditization and price competi-
tion that is infecting professional ser-
vices. 

 
If you’re ready to discover answers to both 
problems, let’s dive in! 
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C H A P T E R  1  

If I Could Only See        
More People... 

The biggest problem in most service firms, is 
simply, a lack of demand. You might call it lack 
of deal flow, or too few clients, but in the end it 
comes down to not having any consistent vol-
ume of new potential business. 
 
Fundamentally, winning in any service business 
comes down to demand creation. Few of our 
kind of businesses will create lines around the 
block for days like Apple does with each new 
iPhone launch. 
 
It’d be great if they lined up for lawyers, finan-
cial advisors, accountants, architects, engineers, 
consultants, and experts that way, but let’s be 
honest...you’re probably not in a “want” busi-
ness, you’re in a “need” business.  
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Your clients need what you do, and the out-
come you deliver, but they probably don’t roll 
out of bed in the morning with a burning desire 
to hire you. 
 
They come because they need your specialized 
knowledge and skill. The problem is, that today, 
there are 1000, maybe 10,000 people who do 
what you do, that your next client could choose 
from. And every day, thanks to the Internet, 
that number multiplies. 
 
So, if you’re going to be successful...If you’re go-
ing to create a vibrant, sustainable, and highly 
profitable firm...If you’re going to escape com-
moditization, and price competition, you must 
create demand for the unique value  
you deliver. 
 
Over the last two years I’ve had conversations 
with over 100 firm owners and solo profession-
als. The most consistent refrain I’ve heard  
is this... 
 
“We have a good firm. Our clients love us. 
When we get an opportunity, they usually be-
come a client...we’re just not seeing enough 
people to hit our goals.” 
 
In fact, when I ask, “Out of every 10 opportuni-
ties, how many become clients?” The almost 
universal answer is, “7 out of 10.” 
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I can tell you, having worked with some of the 
most successful salespeople on the planet, that 
7 out of 10, is pretty good. Heck, most would say 
it’s approaching world class. 
 
The problem isn’t getting real prospects to see 
the value in what you do, once they know you 
exist. The problem is in getting them to know 
you exist in the first place. 
 
To open the door to a relationship with you. 
 

Lack of Demand = Lack of Choices 

My wife likes to tell our kids, “Life is nothing 
more than a series of choices.” And it is...the 
question is this: What kind of choices do  
you want? 
 
If you’re not confident that there’s always an-
other new client right around the corner... 
 
If you’re only seeing one new prospect a month, 
or a quarter, or every six months (yes, I’ve talked 
to more than one firm owner who admitted to 
having just one or two new opportunities  
a year!)... 
 
If you’ve not created a process for opening lots 
of new relationships with potential clients... 
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Then you end up settling for bad choices. Usu-
ally, that means your family ends up settling for 
bad choices too, because you don’t earn what 
you should. Your income is up and down, so you 
hold back from really relaxing and enjoying life. 
 
And you, never really experience the promise of 
owning your own firm—freedom...freedom of 
time, freedom of money, and freedom  
of relationship. 
 

Lack of Demand = Fee Ceiling 

It gets worse... 
 
When you can’t reliably count on new opportu-
nities flowing to you week after week, you un-
wittingly cap your fees. 
 
Remember Economics 101? Price is a function 
of supply and demand. The supply of you, and 
your firm is relatively fixed (yes it grows over 
time, but generally only in reaction to over-
whelming demand). 
 
The only way to guarantee yourself (and your 
team) continual income growth and wealth ac-
cumulation is to always have more demand 
than you can fulfill. Demand gives you power to 
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set your fee, confident that it will be paid  
by someone. 
 
Yet, most firms operate with such a lack of de-
mand that they fear raising fees. They carefully 
track “the going rate” in the industry. And they 
curse competitors who are willing to accept 
lower fees. 
 
If you feel like you must compete on price or 
even pay attention to price and keep it within a 
“reasonable range,” you have a  
demand problem. 
 

How one Financial Advisor is “Getting 
Away” with Charging Upfront Fees, 
and Booking New Client Appointments 
6-Weeks into the Future 

Curious how demand drives revenue in 
the real world? Let me introduce you to 
one of my clients—John Curry. He’s a fi-
nancial advisor. He sells life insurance, 
annuities, and investments, designed to 
prepare you for a  
secure retirement. 

In John’s business, the vast majority of 
professionals get paid a commission for 
selling an insurance policy, an annuity, 
or for managing a client’s investments. 
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In other words, most don’t get paid a 
fee upfront.  

But John’s a little different. He’s engi-
neered so much demand for his prac-
tice, that he’s routinely booking new 
client appointments 6-weeks into the 
future. 

So, 18-months ago, John decided to 
start charging upfront fees to meet 
with him and go through his planning 
process—something he used to do for 
free, as a part of his sales process.  

He charges $1,500, $3,000, or $5,000 
depending on the complexity of the cli-
ent’s situation. Fees are payable in ad-
vance of the planning, and 
immediately following a “Right Fit” 
conversation—to determine that he 
and the client are a good match. 

John questioned whether he should 
add the fees. He worried that prospects 
would balk, but he also had room to try 
it, because he knew that if the first few 
prospects refused and went elsewhere, 
he had weeks of new opportunities al-
ready booked in his calendar. 

Without the confidence that comes 
from an abundance of demand, it’s un-
likely John would have had the courage 
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to create this new and significant 
stream of revenue. 

Lack of Demand = Taking Clients You 
Know You Shouldn’t 

We’ve all done it...accepted a client that we 
know isn’t a fit. But you needed a new cli-
ent...you needed the revenue, and there weren’t 
any other prospects on the horizon. 
 
So you let that bad fit client in...and regretted it 
until you got the courage to fire them (or may-
be you’ve still got them, because you can’t re-
place them). 
 
There’s nothing more demoralizing than seeing 
the caller ID, or the email from that client, 
knowing it’s a problem for you, for your team, 
and ultimately, it’s holding back your firm. 
 
But you need the revenue. You don’t have the 
demand to replace it. So you settle. 
 
Let’s fix that... The first step is opening a lot 
more doors to new relationships. 
 





	

  17 

C H A P T E R  2  

You Think the Answer is 
to “Get Your Name      
Out There” 

You’ve heard it before, haven’t you... 
 
“You’ve got to get your name out there.” 
 
“See and be seen.” 
 
“Hustle, and beat the bushes.” 
 
The old approach to networking that we’ve all 
been taught is based on meeting lots of people, 
and filtering to find the ones that will “play ball” 
with you. Hey, it works...but it’s a lot of work. 
 
I know, I used to network like crazy. I was at 
Chamber mixers, private networking break-
fasts, civic groups, volunteer committees, and 



18  •  STEVE GORDON 

 

at one time, I was the youngest President (ever) 
of my industry’s trade association. 
 
I was everywhere I could be (at least until hu-
man cloning becomes legal). 
 
It was exhausting... 
 

Escaping the Hamster Wheel  
of Death 

I once knew an older gentleman... 
a lifelong salesman. 
 
During the time I knew him he was winding 
down...literally. You could see the gears  
slowing down. 
 
He was worn out. 
 
He spent his entire working life "being visible." 
He was at every Chamber event I ever attended. 
He was at every networking group...breakfast, 
lunch and after hours...he was everywhere. 
 
His philosophy was simple. 
 
Be around as many people as possible...let 'em 
know what I do...sooner or later enough will do 
business with me...I'll be successful. 
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And he was successful. He didn't get rich, but 
he made a decent living. 
 
As I came to know him it was clear that he had 
seen everything there was to see at every "net-
working" meeting in town. He was at that age 
when people, who've done something for too 
long, are only left with the stories of how things 
used to be.  
 
(Things always used to be better.) 
 
I watched him and realized...he's me in 30 years. 
 
I was at nearly every networking event in 
town...breakfast, lunch and after hours.  
 
I was afraid not to go. I might miss meeting 
that next client that my company needed. 
 
"Sorry honey...it's really important, I have to be 
there...I'll be late tonight" became way too easy 
to say. 
 
Then one day it hit me...I was on the same 
"hamster wheel of death" that had worn down 
my old salesman friend. 
 
I had to get off. 
 
But I still needed to bring in new clients (reality 
bites sometimes). As I searched for a way out, I 
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found a better way to network (and  
get referrals). 
 
It didn't require me to go to meetings... 
 
It didn't require time away from home  
and family... 
 
And it delivered multiples more real connec-
tions and referrals than I ever got working on 
"the wheel." 
 
And my life changed forever (for the better). 
 
I still go to a few networking events...if I enjoy 
the people and get results. But only on my 
terms now. 
 
Ready to escape?  
 

The Problems with “Old Networking” 

If you’ve done much “old networking,” then 
you’ll recognize the drill. You go to a network-
ing event... You scan the room for someone to 
talk to... You go up and introduce yourself... and 
you realize, she’s not a fit. Next... 
 
You repeat the process, until you find someone 
who might either need your services, or might 
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sell a complimentary product or service to the 
same market. 
 
My target was two. If I made two of those con-
nections at a meeting, I was allowed to leave—
mission accomplished. 
 
Invariably, I’d get cornered by “the guy.” You 
know the one. He leads with his business card, 
and his elevator pitch. 
 
Not even “Hello.” Or “What do you do?” Just  
a pitch. 
 
Then you’re trying to find some other unsus-
pecting third-wheel to add to your conversa-
tion, so you can escape. 
 
It’s a miserable way to “hunt” for connections. 
 
And what I learned, is that the people I really 
wanted to network with weren’t ever at those 
meetings. My best hope was to meet someone 
who knew someone on my “Top 10 list” of pro-
spects I wanted to be introduced to. 
 
The process is inefficient, and mostly ineffec-
tive. Yes, you’ll find examples of people who 
make it work, but it’s not easy, and it requires a 
personality, and a patience that most business 
owners lack. (And there’s nothing wrong  
with that.) 
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The “Big Lie” of Referral Partners 

So, I’d take my two new networking contacts 
from the Chamber breakfast, and I’d follow-up 
before lunch, like a good networker (after all, I 
was once told it’s called “net-work” for  
a reason!). 
 
I’d get a “coffee date” setup at my favorite Star-
bucks. In fact, I’d get really efficient and book a 
morning’s worth of these meetings back to 
back. I just sat at the table and changed part-
ners every 30-minutes. 
 
I’d have really great meetings with very well-
meaning people, who, I believe were sincere 
about wanting to create a “mutually  
beneficial relationship.” 
 
I’d get excited... 
 
I’d make notes about who I was going to intro-
duce them to. 
 
I’d go back to the office and make the introduc-
tions that afternoon. 
 
Then, not always, but often...crickets. 
 
The “partner” might send a short thank you, 
and most of the time, that was the end. 
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Sure, we’d see each other at the next event. 
We’d be cordial. We’d act like we wanted to 
help one another, but new connections came 
few and far between. 
 
How does the saying go...? The road to hell is 
paved with good intentions. 
 
Something like that. I had good intentions from 
here to China, but very little real action on the 
part of my new referral partners. 
 
Sound familiar? 
 
I’ve talked to enough entrepreneurs who have 
the same story to know that the answer’s prob-
ably an emphatic, “YES.” 
 

The Answer Isn’t More Networking 

You can’t fix a broken system with more of the 
same. In 2012, I went cold turkey on all of that 
networking hustle, and I started experimenting 
with a different approach...and I never  
looked back. 
 
As I write this, now five years later, the new ap-
proach I’m giving you in this book has caused 
my business to grow to 6-times the size, go 
from a small local business to a well-known, in-
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ternational consulting firm and  
marketing agency. 
 
I couldn’t have ever achieved the transfor-
mation in the business with more of the  
“old networking.” 
 
It required a new approach... 
 
A smarter approach... 
 
A scalable approach... 
 
 



	

  25 

C H A P T E R  3  

An Ever-Expanding      
Network of Cooperation 
and Leverage 

If networking the “old way” is time consuming, 
and produces small and inconsistent results, 
you need a better, easier way. A method that 
creates real results (new connections, referrals, 
and clients), and doesn’t take much time. 
 
You need a system that delivers on  
three promises: 
 

1. It’s built on leverage—every new input 
delivers multiplied output. 

2. It’s frictionless—it gives you a way to 
create value for people in your net-
work, with ease. 
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3. It establishes and builds your authority 
position within your market and with-
in your network. 

 

Finding Exponential Leverage 

What is leverage? When we create leverage, 
we’re trying to create a bigger and bigger re-
sult, with a smaller and smaller investment of 
time, energy, and money. More and more re-
sults flow from smaller, more powerful inputs. 
 
The “old way” of networking is a linear system. 
It consistently uses lots of time and energy to 
produce results. More results, typically only 
come from spending more time and  
energy “networking.” 
 
This old model begins to break down quickly 
because you run into a limitation of time. There 
are only so many hours in the day, and you can 
only devote a fraction of those to network-
ing...there’s other business to tend to. 
 
The exponential approach is built on a high-
value, but very small quantity of time invested 
in the process. 
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Delivering Frictionless Value Creation 

The old model of networking is slow and full of 
friction. To create reciprocity and relationship—
the drivers of network expansion—requires de-
livering value to a new person you want to  
connect with.  
 
That usually takes the form of sharing high-
level connections or referrals with this person. 
Then, you hope that the gift will be reciprocat-
ed. As we’ve already seen, more often than not, 
the reciprocation never happens. 
 
You’ve done your part, invested the time to 
make the connections, risked your relationships 
to do it, and you end up with nothing to show 
for it in return. It’s understandable why...you’re 
asking for an endorsement from the other per-
son, and most hold those kinds of recommen-
dations close and keep them guarded. 
 
The Exponential Network Strategy gives you a 
method for frictionless value creation with ex-
isting, and new contacts. It does so, by reducing 
the commitment level of the endorsement, and 
multiplying the number of people that can be 
connected through the use of media. 
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It accomplishes all of this through the use of 
simple interviews with the key people you want 
to add to your network. 
 
You share each interview with everyone in your 
network...you’re effectively introducing the per-
son you just interviewed to everyone you know. 
And you can share them far and wide, without 
the risk of a full endorsement. 
 
The person you interview sees this as a huge 
value—a gift you’re giving them—and they view 
it as an act of selfless promotion on your part. 
Their feeling of trust and reciprocity towards 
you grows almost instantly. 
 

Aligning Interests 

One of the little understood, but key drivers 
that makes this process work is the idea of 
aligned interests. 
 
Often what you will find is that at the same 
time you are sharing an interview of someone 
with your network, they are sharing that inter-
view—and sharing you—with their network. 
 
After all, it’s in their own self-interest to tell their 
prospects and clients that you thought highly 
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enough of them to interview them. They’re 
seen as an expert...of course they want to  
share that. 
 
And when they do—if you structure it the right 
way—you’ll get introduced in a powerful way to 
their entire network. 
 
Everything in life and in sales is easier when we 
align everyone’s interests. 
 

Establishing and Building Authority 

The third promise of The Exponential Network 
Strategy is the creation of authority positioning 
for you and your business. 
 
A happy by-product of the strategy is a “halo 
effect” created by associating yourself and your 
business with other industry leaders. You’re not 
just associating with these leaders, you’re posi-
tioning yourself at their level—and can even be 
seen as a higher-level authority than your con-
tacts—a curator of experts. 
 
You are not only building relationships with the 
people that you’re interviewing, you’re also 
demonstrating to your prospects and clients 
that you’re a leader and an authority in  
the market. 
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All of the “names they know” in the market are 
coming to you to be interviewed. Soon, even if 
you’re brand new in the market, you’ll find that 
you’re seen as an expert and equal with the 
people you interview. 
 

Opening Doors to Closed Networks 

When I explain the benefits of authority posi-
tioning, the biggest push-back I get is from 
people who think that they just don’t know an-
yone worth interviewing. 
 
When I ask those same people if they can think 
of one or two connections that, if they could get 
the connection, it would really help their busi-
ness, they all immediately say, “Yes!” 
 
Then they quickly follow with, “But I don’t know 
them, and I’ve tried to get introduced in the 
past without any luck.” 
 
It’s tough to get into higher-level networks. The 
members are usually protective of their peers. 
They know that outsiders mostly want some-
thing selfish, so the walls are hard to penetrate. 
 
The Exponential Network Strategy is a secret 
weapon in getting into valuable closed net-
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works. Why? Because you’re opening the rela-
tionship by offering to promote the  
other person. 
 
And you must be sincere about it. This is all 
about opening the door to a new relationship. 
There will be plenty of time to sell or ask for 
connections later. But start the relationship off 
right, by giving massive value in a way that’s 
easy for you to do. 
 
I’m always amazed to see how easily our clients 
can penetrate networks of prospects, and high-
level referral partners by simply offering to in-
terview someone and share the interview with 
everyone they know. 
 
Few will ever turn down that kind of opportuni-
ty. And you’ve just opened a new relationship 
by truly helping the other person. It’s the first 
step to a real collaborative relationship. 
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C H A P T E R  4  

Finding High-Leverage 
Network Opportunities 

The big problem with the old model of net-
working is that it’s largely random. You join a 
group or an association or get involved on a 
board hoping you’ll get to rub elbows with the 
right people. 
 
You might have some idea that the organiza-
tion or the event has the right people, but there 
are also a lot of people there, that aren’t a fit for 
you. You’ve got to weed them out. 
 
It’s not efficient and it’s certainly not strategic. 
 
If you’re going to get much bigger results, with 
a lot less effort, you need to zero-in on the peo-
ple who, if you knew them, could help you 
reach your goals faster...and who might even 
stretch your goals further. 
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You’ve got to identify high-leverage opportuni-
ties to extend your network and connect with 
the people who can open the right doors  
for you. 
 

The 5 Characteristics of a High-
Leverage Network Opportunity 

Having a framework for evaluating new con-
nections is essential to building the right net-
work and doing it efficiently. There are really 
only five criteria to understand about each new 
potential connection.  
 

1. Audience Fit 

Every business person has an “audience”—their 
network of clients, prospects, referral partners, 
and colleagues. You want to connect with peo-
ple that have an audience that you can serve, 
and that will provide you the right people to 
continue to grow your business. 
 
It seems obvious, but if there’s no commonality 
between the person’s audience, and the type of 
people you want to attract to your business, 
there’s not much point in networking  
for business.  
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They don’t necessarily need a big audience 
(though that’s nice), but they need the  
right audience. 
 
This is where most people get confused and 
stuck in this process. 
 
Don’t. 
 
If you miss here or there, there’s no real harm, 
but you want to hit the right target more  
than not. 
 
The most important question to ask yourself 
here is, “Who do they sell to?” Does the other 
person’s business sell to the same market as 
you? If so, they’ll have the kind of people you 
want to reach in their customer and prospect 
list. And, you’ll also open the possibility of ac-
cessing their network of referral partners. 
 

2. Referability 

While it’s true you’re only giving a high-level 
endorsement of each new referral partner you 
interview, they must be referable. They must 
have a good reputation and an ability to con-
tribute value to your audience of clients, pro-
spects, and connections. 
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You’re going to associate yourself with this per-
son. That needs to be an association that en-
hances your own reputation and standing in 
the eyes of your market. 
 
Don’t overthink this criteria...no need to do 
background checks, but give it the “gut test”. If 
they feel credible and have a good reputation, 
you’re probably OK. 
 

3. Willingness to “Play” 

You might identify the perfect person to inter-
view—they’ve got the right audience, they’ve 
got a great reputation, they check all the box-
es—but they’re just not excited about the idea. 
 
If they’re not willing to play the game, move on. 
 

4. Platform 

An ideal referral partner will have a platform of 
some kind. What’s a platform? 
 
Good question! It’s any form of regular com-
munication with the partner’s audience. If they 
mail a newsletter, or send emails, have a social 
media following, or have a podcast (more ad-
vanced)...if they have some way to communi-
cate with their prospects, clients, and contacts, 
then they have a platform. 
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Now, the truth is that most businesses don’t 
have a platform. And if you’re selling to con-
sumers, it’s almost a guarantee that they’ll not 
have a platform. 
 
That’s OK. This one isn’t a deal breaker, but it 
can help you multiply results if it’s present. 
 
When a referral partner has a platform, they 
have a problem... 
 
They need new content to share with their pro-
spects and clients every week or every month. 
 
When you interview them, they’re going to 
want to share it with people through their plat-
form. Remember, it’s in their interest to  
share it.  
 
Having a platform, means that they’ve got a 
built-in place to share the interview—and put 
you in front of everyone they know. 
 

5. Authority 

It’s not always necessary, but it’s very helpful if 
the partner you’re interviewing carries their 
own authority. If they’re already perceived as a 
leader, authority, and expert within the market, 
that will help you increase your own  
authority positioning. 
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Why? Because people accept the idea that 
“birds of a feather flock together.” 
 
We tend to assume you’re of equal social status 
as those with whom you associate. 
 
But wait...you’re thinking, “How will I get that 
big authority in my market to agree to  
an interview?” 
 
You may not be able to get the President of the 
United States to get on the phone with you to-
morrow, but you can easily get a “name every-
one knows” in your market to agree to it. 
 
In 2008, I moved to a new city. The only person I 
knew in that city was my employee, who ran 
our small office there. 
 
One of the first things I did was get connected 
with the business community. Part of that pro-
cess was interviewing the head of the local 
economic development board. 
 
She didn’t know me before I asked. I was  
brand new. 
 
I explained that I was going to interview her, 
put it on CDs and send it to all of our developer 
contacts around the state. (We had a list of 
about 100–not big at all.) 
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She happily agreed—it was totally aligned with 
her interest of getting the word out about de-
velopment opportunities in the city. 
 
I also sent it to every business leader I wanted 
to meet in my new city. Suddenly, I went from 
newcomer to “plugged in”. I wasn’t any differ-
ent. I still didn’t really know many people, but 
the perception was that I was connected in  
the community. 
 
After all, not one of the people that received 
that CD had ever interviewed the  
development director. 
 
I continued to do interviews with other busi-
ness leaders. Soon, I’d walk into any gathering 
of business people in town and was known. 
 
By associating with people who already had au-
thority within the group I wanted to be seen in, 
I jumped to a leadership position in the minds 
of everyone in the group. 
 
I skipped right past the years most people 
spend trying to break into a market. 
 
Authority is the shortcut that can make that 
happen for you, too. 
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Easier than You Think 

I know, from the speeches I’ve given, and from 
the 1-on-1 work we do with clients, that for 
many people, this idea seems too far off—too 
big, or too different from the world they see 
themselves in to really take action. 
 
For most, it requires a leap in the authority they 
grant themselves in their own mind. Hey, you’re 
humble, I get it. That’s a good thing. And, what 
you need to know is that every person you de-
cide to interview is just that...a person. 
 
Sure, they may have done some special things 
in their work, but at the end of the day, they 
have spouses, kids, a dog, bills to pay, payroll to 
meet...they’re living life, just like you are. And, 
they’re always happy to get promoted. 
 
This approach to networking is easier than  
you think. 
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As you read this, there are 10 or 20 or 30 un-
knowns that are bugging you. Your brain wants 
to have them all nailed down before moving. 
It’s OK. In fact, it’s normal. 
 
But this approach is far easier, and more effec-
tive than any other method of growing  
your network. 
 

You Only Need 20 

You can change your world, 20 people at  
a time. 
 
You just need a list of 20 people you’d like to 
add to your network. That’s it. 20. 
 
It’s a small number, and you can build your list 
of 20 right now, in the next 30-minutes or less. 
 
In fact, we’ve created a simple tool—The Net-
work Builder™—you can use to organize your 
list of 20 potential partners, and track your pro-
gress. Download it now at 
http://unstoppableceo.net/networkbuildertool 
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How to Pick Your 20 

Grab your contact list from your email, or your 
CRM, or even places like LinkedIn, Facebook, or 
Twitter. If you don’t have the right people on 
one of your contact lists, grab the membership 
list from the industry association, civic group, or 
other organization where you want to network.  
 
Start with a list in front of you, don’t try to do 
this without a list. It will be almost impossible to 
build a list of 20, without a list to work from. 
 
Six years ago, as I was trying to ramp up my 
marketing and consulting business, I did this 
exercise. I pulled the list of members of a mas-
termind group I was involved in.  
 
There were 44 people on the list. 
 
I narrowed it to 20, by choosing people that 
were targeting the same market as me, and 
whom I wanted to get to know. People that 
met my business goals, and that I wanted a real 
relationship with. 
 

Send a Simple Invitation 

I emailed each of the 20 personally using a 
simple template that read: 
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“John, 

I think your perspective on (insert topic) 
would be really helpful for my clients 
and prospects. Most of them have is-
sues with (insert a problem they face). 

Would you be open to doing a short in-
terview with me? We’ll have a conver-
sation about (insert topic), record it, and 
I’ll send it to everyone in my database. 

And, I’ll be sure to tell everyone how to 
get back in touch with you, so the ones 
who want immediate help can work 
with you. What do you say? 

-Steve” 

All 20 agreed to an interview. 
 
That’s right, not one person turned me down. 
Why would they? I’m offering free promotion in 
exchange for 30-minutes of their time. And in 
that 30-minutes they get to show how smart 
they are on a topic they’re passionate about. 
 
Would you say no? 
 
Of course not! 
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How Many Should You Interview? 

The better question is how fast do you need to 
expand your network to hit your business goals. 
 
At a minimum, you’ll want to distribute one in-
terview each month. But, as with all things in 
life, the minimum isn’t always the best option. 
 
Most people will want to distribute one inter-
view every other week, or one every week. This 
gives you the opportunity to open 26 to as 
many as 52 new relationships each year. 
 
Imagine how your business would improve if 
you opened 26 new relationships, with key in-
fluencers in your market in the next 12 months. 
It would be transformational. 
 

Batch and Record Your Interviews 

We find that it’s easiest to batch your inter-
views. By doing this, it allows you to get in the 
flow of these conversations, and it keeps the 
rest of your schedule uninterrupted by net-
working activities. 
 
You can record four to six interviews by phone, 
in an afternoon. 
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Recording the interviews requires some tech-
savvy. I won’t go into all of the details here be-
cause technology changes rapidly, and every-
one’s situation is different. 
 
If you’d prefer not to worry about any of the 
technology, and just get it handled so all you 
have to do is show up and have a conversation, 
then you’ll want to look into our Authority 
Agency program, where we do it all for you. 
http://unstoppableceo.net/agency 
 

Distribute Your Interviews to Your List 
of Prospects and Clients 

In 2007, I put interviews on audio CDs and we 
mailed them to our top prospects. Today, tech-
nology has improved and podcasts have be-
come a mainstream tool used by both business 
people and consumers. 
 
Between email, social media, and podcasting 
technology, there are lots of choices for distrib-
uting your interviews. Over time, you’ll want to 
improve how you distribute them, but in the 
beginning, simple is best. 
 
Just get them out. Until they’re out, you’re not 
really giving value to your partner, or your own 
network of prospects and clients. 
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The Interview Blueprint 

It’s one thing to say, “do interviews”, but it’s 
quite different to actually do them. In working 
with our clients to implement this strategy, I’ve 
found that it’s natural to feel a bit unclear, and 
nervous before starting your first  
few interviews. 
 
There are really just three parts to the  
interview process: 
 

1. Set the Angle of the Interview 
2. Conduct the Interview 
3. The Network Multiplication Question 

 

Set the Angle 

The first and most obvious obstacle you’ll face 
when beginning to use The Exponential Net-
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work Strategy is choosing what to talk about 
during your interview conversations. 
 
To simplify the process, we’ve identified three 
basic “angles” you can take in your interviews: 
 

1. The Success Angle 

The Success Angle aims to uncover what made 
the interviewee successful—either in general or 
in some specific area of their life or business. 
This can be one of the most interesting angles 
to take in any interview.  
 
First, it allows you to shine a bright light on the 
success of the person you’re interviewing. This 
will create a stronger bond with the person. 
 
Second, these are often the most universally 
interesting interviews for your audience. All 
growth-focused people are hungry to hear how 
others have found success, so they can learn 
and grow. Growth-minded people are the best 
clients. They are positive, future focused, and 
going somewhere. They’ll fuel your business if 
you attract them. 
 
My own podcast—The Unstoppable CEO Pod-
cast (http://unstoppableceo.net/podcast)—
starts each episode with the success angle by 
asking the guest, “What habits, mindsets, or 
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practices have helped you stay unstoppable  
in business?” 
 
Every time I ask that question, it generates 10-15 
minutes of outstanding content. It also gratifies 
the person I’m interviewing. And, it’s the type of 
question that most anyone can answer without 
much preparation. 
 

2. The Expertise Angle 

The Expertise Angle is designed to reveal the 
person’s expertise in a certain topic area. This 
can also create extremely valuable content for 
your audience. You may give them access to 
information and expertise that they would not 
otherwise be able to get. 
 
The key here is to match the expertise of your 
interviewee, with the interests of the people 
you’ll share the interview with. 
 
That’s not as difficult as you’d think. Particularly 
if you’re focused on growing your network with 
people who are approaching the same target 
market as you are. They’re likely dealing with 
topics that are highly relevant to the people 
you’ll share the interview with. 
 
The Expertise Angle requires a bit more prepa-
ration on your part (or on the part of the person 
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being interviewed). You’ll need intelligent ques-
tions to ask your guest, and that requires a bit 
of research. 
 
I’m often interviewed by others about my ex-
pertise in referral marketing, as a result of my 
book, Unstoppable Referrals: 10x Referrals, Half 
the Effort. 
 
For each of those interviews, the person inter-
viewing me, either has to read the book and 
prepare questions, or I have to feed them ques-
tions (which I do). 
 
For you, doing interviews with other experts, 
one way to accomplish the preparation is to 
have a pre-interview call or short meeting (it’s 
easy to do this over lunch), and build an outline 
for the interview together with the  
other person. 
 
This cuts prep time for both of you. 
 

3. The Client Glory Angle 

The third angle you can use is focused on high-
lighting the great results you’re creating for 
your clients. The Client Glory Angle takes one of 
your clients and interviews them in a way that 
tells the story of the success they’ve achieved 
since working with you and your firm. 
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This approach is effective on many levels... 
First, it helps cement your relationship with 
your client. They “buy-in” again, and remind 
themselves, in their own words, why they turn 
to you for your expertise. 
 
Second, it provides a valuable case study for 
your business, that will do a better job of selling 
your next client, than you could ever do on  
your own. 
 
Third, it will be a piece of “news worthy” con-
tent that your client will want to share with eve-
ryone they know...and I guarantee they know 
people who would be great new clients for you. 
It’s often a better approach to stimulating refer-
rals than the old “do you know anyone who 
wants to buy what we’re selling” approach. 
 

Conducting the Interview 

The technology for recording interviews 
changes constantly, and, honestly, isn’t some-
thing you as the business leader should be in-
volved in anyway. You should be focused on 
two things—establishing new relationships and 
asking for interviews, and conducting inter-
views. The tech and the steps it takes to pro-
mote and distribute an interview should be 
delegated to your team, or to an outside firm 
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that specializes in handling the details. Most in-
terviews will have four parts: 
 

1. The opening and introduction of the 
guest. 

2. The interview conversation. 
3. The promotion of the guest. 
4. Your next-step offer. 

 
The opening and introduction are just what 
you’d expect—you welcome listeners and in-
troduce the guest. It’s important to tell listeners 
why you invited the guest to be interviewed—
explain the special success they’ve had that’s 
relevant, or the expertise they bring  
that’s useful. 
 
The often forgotten, yet vitally important part of 
the process is the next-step offer. This is often 
pre-recorded and edited onto the end. It’s your 
opportunity to tell the listener about your busi-
ness and make an offer for them to take a next 
step with you. 
 
Too often, we see entrepreneurs leave off this 
critical piece or they make an offer that doesn’t 
fit with the medium, and their results suffer. 
 
Your interview will be shared with many poten-
tial clients, so be sure to let them know how to 
take a next-step if they have a problem you  
can solve. 
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The Network Multiplication Question 

The benefits of doing these interviews are 
great—they help you access and create rela-
tionships with people you might not otherwise 
be able to reach, they position you as an au-
thority and leader in your market, and they will 
be distributed to many potential clients, acting 
as a form of a referral. 
 
And the hidden value in these interviews hap-
pens almost as an afterthought at the end, with 
one simple question... 
 

“I’m looking for more smart people to 
interview. I’m sure you know one or two 
people who’d be great for this series. 
Who might they be?” 

This one simple question will turn one connec-
tion into two or three or five. It is the secret to 
getting connected with otherwise  
closed groups. 
 
It’s honest, authentic, and easy for the person 
you’re interviewing to answer. 
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Turning Interviews into 
Referral Opportunities 

If you do the things we’ve covered so far, you’ll 
rapidly expand your network and increase its 
value to you. In the process, you’ll get intro-
duced to potential clients as each interview  
is shared. 
 
All of that is good, and it will lead to new busi-
ness, but it is an indirect approach.  
 

The Foundation for Direct Referral 
and Sales Opportunities 

The relationships you’ll build through The Ex-
ponential Network Strategy form the founda-
tion for better and more direct sales 
opportunities. 
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You’re building real relationships with the peo-
ple you interview. You’re creating real reciproci-
ty with the people you interview, and you’re 
establishing yourself in a very unique position 
in the lives of every person you interview. 
 
After all...how many people ever get inter-
viewed about their success, or their expertise? 
 
I’ll tell you...out of the 7 billion people on the 
planet right now, the percentage is so small 
you can’t see it. 
 
It’s a unique and novel way to be a part of 
someone’s life and business. It’s memorable. 
 
And because you stand out in a very positive 
way, you lay the foundation for bigger and bet-
ter business opportunities. 
 
There are two primary ways to capitalize from 
your new relationships... 
 

1. Turn the Tables on Your Referral Partners 

The first and easiest way to create referral op-
portunities for yourself is to “turn the tables” on 
your referral partners... 
 
Ask them to interview you. 
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Here’s how to do it: 
 
Simply say, “Wow, I’m getting such great feed-
back from our prospects and clients about your 
interview. I’m really grateful for your generosity 
in sharing your expertise. I’d like to return the 
favor. I know some of your contacts probably 
struggle with (insert your topic), and I can help. 
Let’s do another interview, where you interview 
me and you can share it with your people. I’d 
love to be able to help you the same way you 
helped me.” 
 
If you’re sincere, all of that is true. It makes say-
ing “yes” a no-brainer for most people. 
 
They’re going to look like a hero to their net-
work for sharing your valuable expertise. 
They’re going to get to “even up” with you, after 
you just helped them. And, you’re going to 
share the interview with all of your people, so 
they’ll get exposed to your prospects, clients, 
and network yet again. 
 
It’s all upside. And there’s none of the pressure, 
risk, and downside of a traditional referral. 
 
This is a very easy “yes” for almost everyone 
you’ll interview. 
 



58  •  STEVE GORDON 

 

2. The Sponsored Sales Presentation 

The second, and most powerful way to turn 
your interviews into opportunities is to have a 
person you’ve interviewed host a presentation, 
where you’re presenting to their clients  
or network. 
 
These can be delivered in-person in a seminar 
setting, or virtually through a webinar. 
 
Depending on your relationship with the host, 
you’ll want to temper the directness of your 
pitch, but even if you deliver a solid presenta-
tion with a very soft pitch, you’ll get leads and 
sales appointments. 
 
I’ve personally done webinars for people I’ve in-
terviewed with anywhere from 30 prospects at-
tending to as many as 783 attending. 
 
And those partners were happy to host me. And 
many of your partners will be happy to host 
you, too. 
 
It’s in their interest to do so. You’re able to bring 
value to their clients, prospects, and network, 
that helps cement their position as the source 
of great information and solutions. 
 
Will everyone you interview be willing to host a 
presentation for you? No, of course not. But I’ll 
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wager that more will be willing to do this, than 
would give you a direct 1-on-1 referral. I’ve done 
over 100 interviews, and we consistently land 
hosted presentations from partners who’ve 
never referred a prospect 1-on-1. 
 
Why? Because hosting a presentation is less 
risky. It’s seen as a value add for their network, 
rather than an introduction that’s leading di-
rectly to a sales conversation. 
 

You’re Skeptical…I Know 

It’s OK...I’d be skeptical, too... 
 
If I didn’t experience this process each and eve-
ry week in my own business. Not only that, I 
watch our clients, and many of my colleagues, 
leverage interviews to establish really strong 
cross-promotional relationships. 
 
The fact is that at the end of almost every inter-
view, the person you’re talking to will say to 
you, “This has been really great! How can I help 
you in return?” 
 
If you know in advance that, when you’re asked, 
you’re going to take the opportunity to deliver 
over-the-top value to that person’s network, by 
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giving them a great, informative, and relevant 
presentation, this all becomes so easy. 
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C H A P T E R  8  

Advanced Strategy:       
Getting Meetings           
with Prospects 

Now that you can see how to continually ex-
pand your network by using interviews to open 
the door to new relationships in a friction-free 
way that adds real, and immediate value to the 
other person, there’s an advanced strategy that 
can open the door to high-level prospects. 
 

Bypassing the Gatekeeper 

There are entire books written about how to 
get past the gatekeeper and reach the hard-to-
reach prospect. 
 
Executives, CEOs, and business owners are no-
toriously hard to reach. They’re busy running a 
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business. And, they suffer from “attack of the 
zombie vendors” all day, every day. 
 
So, they’ve built elaborate and strong walls to 
repel unwanted sales calls, drop-ins, emails, so-
cial media pitches...you name it, they know 
you’re coming, and they’ve put a barrier up to 
stop you. 
 
Why? 
 
They have their own agenda and their own 
goals. And right now, as far as your prospect 
knows, you’re working on your agenda—selling 
something—and your goals. 
 
Sure, you know that you’ve got to deliver a solu-
tion that supports the prospect and what they 
want to achieve, but they’ve been burned be-
fore by other “sales people.” 
 
You get lumped into the same category until 
you prove that you’re different. 
 
So be different. 
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Be the “Success Journalist” for Your         
Target Market 

As you’ve already discovered, most every busi-
ness person (and most humans in general), en-
joy talking about their own success. Specifically, 
most want to talk about the things that they 
believe made them successful. 
 
The reason this is such a strong pull is simple—
to reach success, we always stand on the 
shoulders of those that came before us. We 
learned lessons through study, so that we could 
avoid (some) of the pain that a  
mentor experienced. 
 
And, in most people, the desire to share our ex-
periences so that others might “stand on our 
shoulders” is so strong, it’s almost irresistible. 
 
Yet, in most industries, in most markets, no one 
is cataloging these stories of success. 
 
Which means, there’s an opening for you to be 
that person. To be the success journalist of your 
market and for your prospects. 
 
Rather than trying to beat the castle door down 
as a “sales person”, get invited in, to discover 
the success secrets of your best prospects. 



64 •  STEVE GORDON 

 

Why Now is the Best Time in History          
for this Strategy 

This strategy isn’t new, however, in the past it 
was more difficult. Those who used this strate-
gy in the past might compile all of the inter-
views into a book. 
 
Still highly effective, but a lot of work to publish 
a book. So much work in fact, that very few 
people ever tried the approach. 
 
But today, digital media allows you to conduct 
and publish the interviews very easily. Podcasts, 
online media, and free/easy distribution 
through email and social media mean that you 
can offer the benefit of fast and wide distribu-
tion to the prospects you interview. 
 
All of that combines to make this a highly at-
tractive offer to your prospects. Executed well, 
this strategy will have prospects aware of other 
interviews you’ve done with industry leaders, 
and they’ll actually work to get themselves on 
your interview list. 
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Targeting Your Top 100 Prospects 

To make this approach work, it’s important to 
be intentional. Start by identifying, and listing, 
your Top 100 prospects. 
 
For your business, 100 might be too few, or too 
many. Adjust the number to fit your growth 
goals, but make sure it’s large enough to make 
an impact in your business. 
 
Without the intention that this list brings you, it 
will be difficult to stay consistent and you won’t 
get the end result you want. 
 

Publishing to Your Top 100 Prospects 

Not only do you want to interview your top pro-
spects, but you want to publish every interview 
you complete to all of those same prospects. 
 
The goal is to position you as the leader who 
gathers together the influencers in the market. 
You also want to pre-sell the prospects you’ve 
yet to interview on the idea of being inter-
viewed. The easiest way to do this is by sending 
them interviews you’ve done with their peers in 
the industry. 
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No Faster Way to Go from “Best-Kept        
Secret” to “Known Authority” 

A funny thing happens when you become the 
“success journalist” in your market… 
 
You’re suddenly, almost instantly, a known au-
thority. Word gets around that you’re interview-
ing top leaders in the industry—they talk to 
each other—and that increases your authority 
in your target market. 
 
There’s no faster way to go from being the best-
kept secret in your market to being recognized 
as a leading authority in the industry. 
 
Think of the celebrity and authority that jour-
nalists such as Larry King have gained by simp-
ly interviewing other leaders. 
 
They actually accrue the perception of leader-
ship and authority by their association with the 
leaders they interview. 
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C O N C L U S I O N  

Developing Your Most 
Valuable Asset 

Now you have the blueprint for developing your 
most valuable asset—your relationship with 
other growth-minded people. 
 
The old ways of networking are ineffective at 
creating real, deep, lasting relationships. You 
chase “connections” as if accumulating connec-
tions was the secret to success. 
 
Connections without relationship are worthless. 
 

A Powerful New Paradigm for         
Expanding Your Network 

The Exponential Network Strategy, that you’ve 
just learned, empowers you with a tremendous 
advantage in the new entrepreneurial century. 
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You have an easy, scalable, and high-value way 
to open new relationships. Because of this new 
method, you’re able to instantly create value, 
align your interests with those of the people in 
your network, and establish or enhance your 
authority positioning. 
 

A Never-Ending Stream of Follow-up       
Material for Your Network 

You now have a huge new capability that few 
businesses possess. 
 
While each interview you conduct opens a new 
relationship or strengthens an existing relation-
ship, you also create a valuable by-product… 
 
The interview becomes valuable, even sought-
after, content that you can (and should) use to 
nurture your existing network of clients, pro-
spects, and partners. 
 
While your competitors lose relationship equity 
each month they fail to stay in touch with their 
network, you now have a wonderfully valuable 
way to follow-up, without being that “just 
checking in” guy. 
 
After all, you want everyone in your network to 
say, “Oh wow, another interview from Bob…I 
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can’t wait to hear this one.” And you want them 
to say it every time a message from you arrives 
on their desk or in their inbox. When you own 
their attention, you eliminate your competition. 
 

Increasingly Attract Better Prospects 
and Higher-Level Connections 

No other way of opening new relationships 
works as well, to attract better prospects and 
connections to you. The reason no other meth-
od works as well is that the old way of network-
ing is only semi-public. 
 
Yes, you attend events and meetings, but most 
of your relationship building is done in one-on-
one meetings. The Exponential Network Strat-
egy, allows people to experience—as a listen-
er—what it would be like for them to be in 
relationship with you. 
 
They’ll see the benefit from the outset, and they 
are attracted by that benefit. 
 
They experience your personality, your voice, 
your demeanor, and by experiencing it in ad-
vance, you remove much of the risk of connect-
ing with you. 
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Demonstration is a powerful means of com-
municating. You’re demonstrating, in each in-
terview, the value you bring to  
every relationship. 
 

Continually Increase Your Confidence  
and Ambition 

As you grow your network using the strategy in 
this book, you’ll experience greater and greater 
confidence that results from always having a 
positive experience with every new relationship 
you open. I also find that for the business own-
ers we’ve coached through this process, they 
gain immense confidence as industry leaders 
that they previously viewed as being “on a 
higher level” are now seeking them out and 
treating them as a peer. 
 
Soon, this increased confidence will expand 
your ambition. You’ll soon realize that you not 
only can play a bigger game, with bigger play-
ers, but you actually are already, by virtue of 
your innovative approach to  
starting relationships. 
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No Better Time to Focus                     
on Relationship 

With all of the focus on virtual relationships 
through social media and other digital technol-
ogies, there’s a quiet craving for real, authentic 
relationships with like-minded people. 
 
The Exponential Network Strategy, gives you a 
tremendous marketplace advantage, because 
you can now open more quality relationships 
than others in your market. 
 
Those authentic relationships are driving busi-
ness in the 21st century. There is no better time 
to be focusing on opening and deepening  
your relationships. 
 
If you continually grow your network, your in-
fluence, and your authority, you will escape the 
pressure of commodity competition. 
 
What better investment can you make in your 
business today? 
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T H E  U N S T O P P A B L E  C E O ™  P R O G R A M  

Systematically Creating 
Authority for Professional 
Service Firms 

Have you ever felt that selling professional ser-
vices is just harder than selling a product?  
 
Have you ever thought that sales tactics in 
most sales books and sales training just don’t fit 
you or your business?  
 
Have you ever felt the frustration of losing a cli-
ent to a lesser, lower priced competitor?  
 
You’re not alone. I was there, at the age of 28, 
when I became the CEO of my first consulting 
firm. Selling was totally unnatural. I tried “sales 
training” and read marketing books. Yet, when I 
did what I learned in those trainings, it back-
fired. Why? 
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Because traditional sales and marketing tactics 
destroy your authority. Selling professional ser-
vices and commanding premium fees requires 
that you and your firm are positioned as the au-
thority in your market, in the eyes of your po-
tential clients. 
 
Without authority, you’re “just another [insert 
your profession]”…you’re a commodity. And 
you’ll be forced to settle for commodity fees, 
and income. 
 

An Expert Team to Do Your Authority 
Marketing For You  

So you can focus on your clients. 

Our Authority Marketing Agency works with 
clients, like you, who are ready for growth, but 
prefer to focus on their own area of expertise, 
and leave the marketing to the  
marketing experts. 
 
At the end of the day, your job is to  
build relationships.  
 
Implementing marketing isn’t always a good 
use of your time. But it IS important for it to  
get done. 
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Our goal is to create growth systems in your 
business for you. The result: you can free your 
time, focus on clients, and still have the busi-
ness create new opportunities and revenue 
(without running around doing business devel-
opment all the time). 
 

What to do Next 

To find out if we’re a fit for one another, I rec-
ommend you schedule a Growth Opportunity 
Analysis call. On this 30-minute call we’ll get to 
know one another, dive into your goals for your 
firm, and determine together if we should go 
any further. 
 
There’s absolutely no pressure for you to buy 
anything on this call. In fact, you can’t  
buy anything.  
 
We carefully evaluate every new client, and on-
ly accept clients with a mindset  
for growth. 
 
If we both decide there’s a fit, we’ll schedule a 
second call. On that call, we’ll recommend a 
plan to reach your goals. 
 
At the end of that call, you’ll be able to choose 
one of four next steps: 
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1. Do nothing. 
2. Take our plan, and do it yourself. 
3. Work with someone else to imple-

ment the plan. 
4. Work with our team to implement the 

plan. 
 
To schedule your Growth Opportunity Analysis, 
go to:  
UnstoppableCEO.net/apply 
 
Multiply your success! 
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