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Praise For Now Start With Who

“Now Start With Who is a timely reminder that our
businesses exist to make our customers’ lives better.”

Chip Wilson, Founder of lululemon and author of

Little Black Stretchy Pants

“Jon’s passion for serving people is a breath of fresh air
in the business world. His message will encourage your
heart, renew your passion and help your team get clear
on its mission to help customers.”

Trevor Throness, CEO of Getting People Right &

Author of "The Power of People Skills"

“Jon Morrison has helped my chiropractic practice and
many others get clear on their messaging. I teach
chiropractors about marketing and Jon has been a vital
aspect of helping my chiropractors get laser-focused on
their marketing message.”

Dr. Kevin Christie, Author of Doing It Right: Modern

Chiropractic Marketing & Co-Founder of the

Chiropractor Success Academy



“Jon Morrison is a master of reducing confusion. His
skills and this book will help you declutter your
marketing, which will declutter your website, and your
business life. Not only will your marketing become
simpli�ed, but your customers will buy more often since
they aren’t confused. I can’t recommend him enough.”

Dr. Josh Satterlee. Author of Clinic/Gym Hybrid

Secrets: The Revolutionary Method to Maximize

Your Chiropractic License, Have The Clinic of Your

Dreams, and Live The Life You Desire!

"Jon Morrison has so eloquently identi�ed that the crux
of any business and any relationship, for that matter, is
the 'Who.' If we can start with our 'Who,' we will easily
be able to identify the corresponding 'Why, What and
How.' This is such a critical book for all organizational
leaders!"

Tim Dumas, CEO of Servus Leadership



T

ONE

Introduction: It’s All About People

A customer is the most important visitor on our
premises. He is not dependent on us. We are
dependent on him. He is not an interruption of our
work. He is the purpose of it. He is not an outsider
of our business. He is part of it. We are not doing
him a favour by serving him. He is doing us a
favour by giving us the opportunity to do so.

- Mahatma Ghandi

he COVID-19 pandemic was the most disruptive force
that most of us have ever experienced. We will feel its

impact for decades to come.
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While the virus brought disastrous setbacks to so many areas of
life, COVID-19 launched our world ahead by ten years in so
many ways. Let me give you an example: If you are in the
medical �eld, pre-pandemic, you already knew something like
telehealth was coming. Like the ripples that show up in a glass
of water in Jurassic Park, we knew something big was coming.
The patient experience needed a shake-up. COVID brought
that change to the mainstream sooner than anyone could have
expected. With telehealth as an accepted tool, if someone
needed help, they didn't have to leave the house, drive through
tra�c, and go from one waiting room to the next only to have a
short visit with a hurried doctor. Anyone with a screen and
decent wi� could receive that critical �rst appointment with a
doctor from the comfort and convenience of their home. Tele‐
health is now here to stay. That's what COVID did in
healthcare.

There were giant leaps forward in retail as well. In 2019, we all
knew e-commerce was the future of retail. We just didn't
presume that our grandparents would �gure out how to shop for
our 2020 Christmas presents on Amazon. Most brick and
mortar stores scrambled in the Spring of 2020 to get their prod‐
ucts online to avoid going out of business. Out of necessity,
COVID-19 brought e-commerce to the masses much quicker
than we expected.

Those are just a few examples of how society's evolution was
launched ten years ahead by the virus.

What changed for you during the pandemic? We are all a little
di�erent. Your customers certainly changed. How did your
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business change with them? Many businesses did not survive
the pandemic. For many of them, based on how things were
going pre-COVID, shutting down was inevitable. What
would've happened at some time in the coming decade,
COVID accelerated. Some time ago, these struggling compa‐
nies lost touch with the one essential element they need to
survive and thrive in business today: A commitment to serve
people.

When they lost that, the writing was on the wall. The COVID-
19 crisis delivered it quicker than we thought.

Perhaps your business has lost its commitment to serve people.
You and your team could use a fresh vision and inspiration for
the customers that will fuel your business for decades to come.
This book will reconnect you, your team, and your business to
the people you may be missing the most right now: your cher‐
ished customers.

The One Thing Businesses Must Do

One of the consequences of automating, economizing, and digi‐
tizing everything is that we can quickly lose track of why our
business exists in the �rst place.

Every business primarily exists to serve its customers. While
many perks come with having a business (the earning of wages,
the trips, the tax write-o�s, and company golf tournaments), a
business exists to make a customer's life better. Too many busi‐
ness leaders and entrepreneurs have forgotten about how impor‐
tant people are. For many of us, it took a global pandemic to
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remind us how good it is to have people around - and how much
we struggle without them.

Helping people is mission-critical for any company to make
money. Reaching more people is critical to sustainable growth.
We are calling those people your "Who."

Every business has a Who. Your Whos are the people you love
to help, that you're good at helping, and they are the people who
are happy to pay you well for it. Others have called them your
"ideal client," "customer avatar," or a whole host of other names
that consultants have come up with over the years.

Let me show you why you need to prioritize your Whos or risk
disruption from a company that does. You'll soon see the bene‐
�ts of re-centering, putting customers at the core of what you do.
In doing so, you'll reach more of them. We've got a lot of case
studies of thriving businesses that have done just that.

It's time to do a check for what is pumping the heart of your
business. It's time to rediscover your core conviction for helping
people. It's time to Start With Who.

What A Novel Virus Taught Us About How Much We
Need People

When I started writing this book near the end of 2019, I had no
idea what was coming in 2020. Did anybody see 2020 coming?
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There was a toilet paper shortage
A lot of people died.
There was a global pandemic
Businesses that struggled
We saw massive social unrest
We endured another excruciating US election
And everything else that went awry in our lives that
memorable calendar year

It’s a year full of stories that will be passed on for generations.

We will forever remember the scramble for PPE, the refriger‐
ated mobile morgues parked outside of hospitals, and the plexi‐
glass everywhere.

While it was a boom year if you
worked for Amazon, owned shares
of Tesla, or could pivot to e-
commerce, it was one of the most
challenging seasons we’ve all had
to go through.

2020 was a truly unique experience because it’s something that
we, the whole world, experienced together.

Of course, it didn’t seem like we were doing it together. We
went into lockdown and isolated. We lost our sports, o�ce
culture, restaurants, favorite annual conferences, attending
church, being moved by concerts, and going to school.

And we lost our minds sometime between the second and third
wave.
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We noticed an ache build-up in us. Separated from the events
that made life fun, we learned that the true joy in all the usual
activities was never the events themselves. What made “going
out” meaningful was the people with whom we shared the
experience.

Just like with these public events
and outings, it’s the people that
make your business meaningful
too.

Putting people back at the heart of
why you do what you do is the driving principle of Now Start
With Who. I want to show you how critical it is to have your
customers at the core of your business strategy.

Connecting with people wasn’t only a problem in 2020. For
many of us, it has always been a struggle. It may not be
connecting that’s the issue. It’s connecting with the right people
we �nd such a challenge.

This Is For Those Struggling To Connect With People

It troubles me that most of us go through each day frustrated
because we know our best ideas are not getting the attention
they deserve. Why is that happening? We have a people
problem.

Our ideas are not connecting with the people that need to hear
them.
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You may have an amazing idea for a business you want to start.
Perhaps it is a service or product you want to add. It could be a
cause you want to advance. You may have an organization you
want to improve or a new process that will increase e�ciencies
and pro�ts.

No doubt, what you’ve got inside of you could help many
people. But you don’t need to be convinced of that. Other
people do.

It would serve everyone best if you �nd a way to e�ectively
transfer that passion from you to others. Imagine if they could
share the excitement you feel. Imagine if they could see things
as clearly as you do.

The problem is (and we all know it), they don’t.

For Those Struggling To Achieve Their Purpose

We start the book engaging with the ideas of Simon Sinek. He
wrote an in�uential book about the importance of �nding your
“Why” in life. I appreciate this book and its in�uence on our
culture today. It has inspired millions of people to look for
purpose and meaning in life and business. The reality is that not
everyone who read Start With Why is taking the proper steps to
achieve it. They haven’t taken any steps at all.

This can be discouraging. To know your Why and not be
actively taking the proper steps towards it is to miss the very
reason we think we are alive.
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In the next chapter, I’ll reveal the reasons I see this happening.
In the meantime, I will tease out my theory: We don’t get our
“Why” because we have a Who problem. Put another way, we
struggle to achieve our purpose because we can’t get people
helping us do it. We are missing the people needed to get
behind our Why.

Great Whys go unful�lled because no one else buys into them.
Why seekers are missing a strategic element to achieving
anything signi�cant, this element will capture the right people’s
attention and generate a movement when appropriately
applied.

Starting With Who provides the strategy to:

achieve your purpose
grow a business with your favourite customers
improve your marketing
streamline your communication
clarify your message
advance your cause
get the traction your ideas deserve
increase your satisfaction in life
get your Why

You’re about to learn the importance of �nding a speci�c group
of people and helping them win in life. You’ll learn to diagnose
what is causing them pain so that you become the leader they’ve
been looking for. Our goal will be to help you create marketable
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solutions that improve their lives by helping them overcome the
problems holding them back.

When you Start With Who, you make a di�erence on a micro
and macro level. The right product, service, course, or new tech‐
nology can profoundly change a life. That’s micro. When one
life changes, a whole family can bene�t. When families are
better, we see transformation in entire communities. When you
see that happen, you've made your mark on this planet. That’s
the macro change for which many of us aspire.

Any kind of real success in life involves impacting people.
There are few signi�cant achievements accomplished in history
that didn't involve people.

Human connection is essential to
the success of your business.

People are not your problem.
People are your goal. As we look
at reconnecting with customers,
we discover just how powerful helping real people can be.

Now let me tell you how a string of lousy dating relationships, a
Facebook Group with thousands of chiropractors, and my early
days as a Baptist preacher led to the development of why we
should Start With Who. It's a principle I'm excited to share
with you.

I'm convinced it transforms your life and business.
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TWO

You Get Your “Why” When You Start
With “Who”

Look after people, and people look after you.

– Sam Walton

oo many of our friends, family, members, business
colleagues and customers feel like they lack purpose in

life. I don’t blame them for feeling that way. They’ve been told
since they were young that humanity’s existence is meaningless.
When you’re only one in over 7.5 billion people on the Earth,
how do you feel special? If we humans are just one of the
zillions of other organisms struggling to live out some kind of
existence while inhabiting planet Earth, what’s the point? What
do you do with the discovery that our planet is just one big
molten rock circling a giant star that scientists tell us will blow
up or burn out one day?
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What do you think it does to someone to hear messages that
their existence has no meaning in the big picture? Intelligent
people �gure out quickly that if life has no meaning in the big
picture, neither does it matter in the small one.

If we humans are no di�erent from dirt, grass, or animals, what’s
the point of trying to make something or do something with our
lives? Why spend our �nite time at work trying to serve others
and make a living?

We’ve been told this for a long time. It has left many discour‐
aged, and others have given up on life altogether. We have a
poverty of purpose in our world today.

Deep Down, We All Know Better

Despite what we may have been told in our school textbooks,
we all know that there’s something special about people.

Imagine you are driving down some highway road and out of
nowhere you see up ahead of you a tree, a rock and a baby. Your
vehicle has too much momentum to come to a complete stop,
but you still have enough time to react and avoid hitting one of
them.

Which do you choose?

You pick the baby every time. That’s because sane people intu‐
itively know that there is something special about people.
People are di�erent than any other inhabitant on planet Earth.
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They are di�erent than the rocks and the plants. People are
di�erent from the animal kingdom. While you could still be
horri�ed or traumatized if you were to hit a rodent or even one
of the higher mammals, if you hit a human being with your
vehicle you would be completely devastated (and face legal
repercussions because our entire justice system is set up with
the belief that people are di�erent).

The �rst principles in this book are about growing your business
by getting your views of people right. Human beings are not a
resource to consume. They are not a means for us to get what
we want. People are not a rung on the corporate ladder we step
on to advance. People lie at the heart of every business. A body
could never function without a heart. A business without
people wouldn’t be alive either.

Human Beings And The Need For A “Why”

Thankfully, millions of people have rejected the idea that their
life is meaningless. Many people have Simon Sinek's work to
thank for their new-found sense of purpose. Sinek's message
gave a generation of otherwise hopeless people the belief that
their life could serve a bigger cause. Sinek calls it a “Why”. A
Why is the goal that makes you excited to get out of bed each
morning. It’s the driver that keeps you going; keeps you reaching
for a life of signi�cance.

Since the 2009 release of Simon Sinek's Start With Why, busi‐
ness leaders, entrepreneurs, entire companies, and organizations
of all sizes have scrambled to �gure out their "Why." All around
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the world, they've huddled around board room tables or taken
four-day naval-gazing retreats to �nd their "Why." 

Several of my friends confessed to losing sleep, trying to �gure
out their own Why. Thankfully, many of them �nally found it.

Discovering your purpose is a powerful milestone in life and
business. Knowing your Why, however, doesn't get you across
the chasm. It just opens your eyes to a new starting point. 

Now the real challenge comes. I fear too many people who get
inspired by starting with Why never get to the other side called
"Win."

That's what I noticed when researching this book. I talked to
colleagues, clients, and other business leaders about their Why.
When I asked how they �gured it out, they lit up like a
Christmas tree. Everyone loves to discuss their Why. If you ever
run out of things to say at a business networking event, just drop
Simon Sinek's name and you’ll have a whole crowd around you
in minutes. When I asked businesses how they were applying
what they learned from Sinek, their countenance changed.
Su	ce it to say; they were ashamed that they weren't where
they should be.

Here's what I observed in my survey: Most fans of Simon Sinek
and the "Start With Why" approach struggle with applying the
material. It turns out that achieving one's Why is no easy
endeavor. We all start with the best of intentions. It's just that
our follow-through is lacking. Time passes, and we don't get any
further ahead, bridging the gap between "Why" and "Win."
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There's a reason for this. It took me several years to diagnose the
problem and prescribe the solution.

The Chasm

As I mentioned above, there exists a vast chasm between
knowing your purpose and actually achieving it. How do you
know if you’re one of the few who �gure out the way to bridge
the distance between inspiration and transformation?

We are going to learn the process how to go from “This is an
inspiring vision for my life and business…” to the thrill of
arriving on the other side. I’m calling this “winning”.

Picture two cli�s on each side of a span. On the one side of the
cli� there are three giant letters. “W”, “H”, and “Y”. “Why” is
the driver for what motivates you to do what you do each day.

On the other side are the letters: “W”, “I”, “N”. “Win” means
that you’ve achieved what you started out to do. You arrived.
You crossed the chasm. You �nished the journey, accomplishing
what you sought out to do.
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The problem is that far too many people are comfortable on the
“Why” side and never leave. They know their Why but years
pass and they don’t get anywhere closer to the other side.
Without the right bridge, they fall into the abyss of obscurity.
Then they climb out and try again. But with no bridge built, it’s
the same result.

With time, those letters “W-H-Y” fade. As discouragement sets
in, the Why moves to the other side. By this point, getting to the
Why with the Win seems unattainable. This leaves you more
discouraged and hopeless than you were before you knew what
a Why even was.

Why People Don’t Win

Many people don’t achieve their Why because the Start With
Why approach doesn’t adequately equip us to make the jump
from inspiration to application.

Let me use one glaring example I resonate with the most. In
chapter �ve of the best-selling book, Start With Why, Simon
Sinek tells the story of a man named “Brad” who struggled to
win the heart of a girl he fancied. In Sinek’s account, Brad
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messed up his �rst impression with that ever important �rst
date. We know from how Sinek described the date that Brad
loved bragging about himself. It’s not hard to picture the situa‐
tion. We’ve all met someone like this. Brad is the kind of guy
who loves talking about his ideas, his dreams, his awards, his job,
and anything else he wants to bring attention to in order to
reveal how great he is. It’s not that he loves talking about those
things - it’s that he only talks about them. Why did Brad struggle
on this date and all his other dates? There are a few ideas to
consider. Here’s how Simon Sinek diagnoses the problem.

On their only date, Sinek recalls how Brad mistakenly only
o�ered this potential suitor the pure facts about his life.
According to Sinek, Brad mistakenly spoke about his wealth, his
fame, and his many exotic experiences as data point. To Sinek,
Brad’s goal was purely the transformation of information to
another. It was about numbers and facts. Sinek argues that if
only Brad had o�ered the compelling “Why” around the infor‐
mation, he would have had more success in winning over the
girl. As I read Sinek’s advice, I became convinced that the best-
selling author and most-viewed TED speaker’s suggestion
wouldn’t work either.

Here is the script proposed by Sinek taken directly from Start
With Why. This is what Sinek recommends Brad should
have expressed to the girl on their �rst date. Note that the infor‐
mation/data is still all there, but Sinek has 
owered it up a bit:

‘Do you know what I love about my life?’ he starts
this time, ‘I get to wake up every day to do
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something I love. I get to inspire people to do the
things that inspire them. It’s the most wonderful
thing in the world. In fact, the best part is trying to
�gure out all the di�erent ways I can do that. 

It is amazing. And believe it or not, I’ve been able to
make a lot of money from it. I bought a big house
and a nice car. I get to meet lots of famous people
and I get to be on TV all the time, which is fun
because I’m good looking. I’m very lucky that I’m
doing something that I love, I’ve actually been able
to do pretty well because of it.’1

Sinek’s advice is that instead of just 
at out saying, “I’m a big
deal,” Brad should disguise it with some humble bragging.
Sinek’s goal for Brad is to list how great he is and veil it with
statements about beliefs and values (what will be called the
“Why”). 

Here’s a better approach for guys like Brad, who can’t wait to
talk about how great they are on a �rst date: 

Don’t do it.

Here’s the truth: Other people don’t care about how big of a
deal you think you are. I know that’s tough to hear for some. But
it’s an insight that will help you make the kind of connections
you crave with people. 

We shall soon see that what’s true in dating is true in business.
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One of the reasons we get stuck at “Why” is because we have an
overin
ated sense of self-importance. We think everyone should
be impressed by our “Why”. But they’re not. We discuss the
reasons for this in detail later.

Here’s a thought for impressing people: What if Brad didn’t
start by talking about Brad at all? What if Brad asked questions
instead of o�ering information? I argue that Brad would have a
lot more success on dates if he took a genuine interest in the
person sitting across from him, rather than the Humble-Brag-
With-My-Why technique.

To all the people like Brad, who have honest intentions to
achieve something important but haven’t been able to get others
to buy-in, I o�er you a better way. I know it because I’ve lived it.

I Was Brad. Then I Learned There’s A Better Way

I can hear a disaster like Brad’s and Sinek’s dating strategy
coming from miles away. For years, friends and family watched
me try to �nd love like one observes an auto accident - you
witness it happening, you cringe, and yet you can’t stop staring.
Looking back, I see the glaring 
aw in my approach to dating.
Let me lay out my old methodology for you. You’ll soon see why
it never worked.

First, I would meet a nice girl and take her out for co�ee—
nothing out of line so far, I’d say.
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Next, I would work hard to impress the date by dropping my
many “Whys” that I’ve accumulated in my life. I was passionate
about my many Whys for sure. Like:

Why I love sports (“I like to stay active. That reminds
me, did you know I played competitive hockey
growing up?”)
Why I’m important (“Let me tell you about some sort-
of-famous people I’ve met...”)
Why I’m interesting (“I’ve traveled to some very exotic
places…”)
Why I’m one of the good guys (“Here are some social
issues I’m passionate about because it’s cool to be in to
things like this these days…”)

Do you see a 
aw in this approach to winning someone’s
a�ections? 

You could almost hear my poor dates thinking out loud, “He is
passionate for sure. He is passionate about himself.” The girls
would likely return to their friends and say,

You know, he did pay for the co�ee but…I’m just
not sure I’d love to spend the rest of my life hearing
all about his Why.

My Strategy That Failed Miserably

With wisdom and enough hindsight, I see that endlessly talking
about my “Why” led to a string of broken relationships. It was
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always about me. That approach didn’t work. Helping others
not make the same mistake is what inspired this book. After
reading chapter �ve of Start With Why, I had a burning passion
for challenging Simon Sinek’s ideas and o�ering an alternative
way forward for his fans. I thought maybe my experience could
help someone avoid the pain I went through.

Those conversations ended up as the book you are holding
today. Thankfully, I �gured out a better way to capture some‐
one’s attention.

I’ll share with you the story of how I managed to get it right. I’ll
show you how when you change your focus from your Why to
your Who; it will help you achieve your dreams and goals. I’ve
seen it happen in the business right after seeing it work in my
most important relationship.

The Strategy of Who That Landed Me the One

In my early thirties, I was able to redeem my years of bad dating
experiences. A friend introduced me to a girl named Hayley.
She was both beautiful and intelligent - a great start. Right from
the outset, I was determined to get a di�erent outcome than the
brokenness I was leaving in the past. I didn’t want to screw up. I
started by committing in meeting number one to shutting up
and taking a genuine interest in Hayley’s life.

As part of my new approach, I began collecting some informa‐
tion on her. Many would call this “due diligence.” Some might
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call it creepy. Whatever you want to call it, it worked because it
got me away from only thinking about myself.

On our �rst date, I learned about her budding career as a
teacher. That was my in to start a string of questions about her
passions in life. I realized she loved teaching children. She
mentioned it was an excellent career for raising a family. We
had plenty to talk about as the time 
ew by. The two of us
aligned on the idea that strong families and fantastic teachers
are pillars of a great society. We had so much more to talk about.
As time went on that night, our conversation switched to
discussing the next date. The plan was working.

For the next date, I started asking about her parents, siblings,
extended family, nieces, friends, neighbors, and anybody she
ever knew. Her answers sparked my curiosity and led to more
questions. I wanted to learn as much about Hayley as I could. I
took many mental notes. Later I would transfer these onto an
ongoing note I kept on my phone.

The third date went smoothly, and by the time we went on our
fourth date, my boldness was at an all-time high.

With sheer boldness, I summoned the courage to ask one night,
“Hayley, what’s your favorite food?” She said, “Lasagna.”
Wanting to add layers to my ever-growing list of facts about her,
I asked a prodding follow-up question:

“What do you like about lasagna?”

As it turns out, she appreciated the meat to cheese to noodle
ratio the most.
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Later she confessed my question went too far and made me
appear “weird.” Point taken. I justi�ed it knowing I was
compiling an impressive database of information. Sure, one
could interpret this as weird. But if she found out at the right
time, it could also be seen as a very romantic gesture. Relation‐
ships are risky like that.

One day I was reading through my list and realized that this was
the girl for me. In the process, I also realized that if I spent my
life making all Hayley’s now well-documented dreams a reality,
I could achieve my goals of leading a happy family as well. Not
long after, I decided that I would spend my life helping her
experience the life she always wanted.

Today, we are happily married
with three beautiful girls. They
keep us busy and laughing all the
time. Often, at the end of a long
but rewarding day, we remark to
each other that while it’s never
easy, we are living out our dream, one day at a time. As
mentioned, this new approach to dating was a catalyst for the
“Start With Who” business strategy I will lay out in this book.

While we’ve been putting together a great love story, I can see
that my new methodology of winning someone over was a bril‐
liant sales strategy.
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Start With Why...Then Start Again With Who

In Start With Why, Sinek e�ectively convinces his readers that
every person, organization, or company needs a deep-seated
purpose. The Why is their cause or belief that they are working
to achieve. A “Why” could also be a problem in the world they
are working to solve.

For those who struggled to �nd their "Why," Sinek co-wrote a
follow-up book titled, Find Your Why: A Practical Guide For
Discovering Purpose For You And Your Team2.

This accompanying book helped
readers look to their passions,
experiences, struggles, etc., to
tease out some themes that could
lead to a "Why" statement.

Once the assigned exercise is complete, anyone should know
why they're motivated as they are.

I excitedly read the book and did the prescribed exercises. I clar‐
i�ed my Why. But I still felt something was missing.

People nodded their heads politely when I told them about my
Why. However, a polite agreement doesn't mean they would
come along for the journey to help me achieve it. My pitches
fell 
at. I didn't sell books as I wanted. My talks didn't land like
I thought they should have.
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It didn't take long before realizing that "Start With Why" and
"Find Your Why" needed a follow-up. I couldn't be the only one
that felt this way.

I did a quick Google search to see if anyone else was writing in
line with my discontent about the "Start With Why"
phenomenon. I found that Ken Krogue, in a post for Forbes3,
made an argument that when it comes to achieving signi�cant
sales, �nding the right person was more important than talking
about your Why. Krogue was the �rst person (and one of the
only ones) on the Internet that I saw asking the question,

“Why not start with Who instead?”

I'm not convinced that Krogue had it right, either. He argues
that getting your Who right always precedes achieving your
Why. The logical outworking of his argument is:

First, �nd people with whom you connect. Next, discover your
purpose as you help them. 

This is where I disagree with Krogue. I’m with Sinek on this one
that our Why is foundational to the reason we show up and
work up each day. Once we have our Why clear, then we �nd
the people that we can help. Without a Why leading us, we are
in danger of becoming what Zig Ziglar called a "wandering
generality."4 Wandering Generalities are the people who aspire
to become a celebrity by trying to reach everyone. They may get
large followings but a cursory survey of their lack of impact
reveal their work to be a mile wide and an inch deep. They are a
mile wide and an inch deep.
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Instead, Ziglar encouraged leaders to become a "meaningful
speci�c." This is where you become something special to an
intentional group of people. I prefer this approach. I have never
wanted to be a celebrity, but I have always known that I wanted
to impact a multitude of lives.

Is Liking People Just For Extroverts?

Helping people has always been the fuel that drives me as a
professional. This book's message - that recovering a passion for
serving and helping people, does not surprise my friends and
family who saw me grow up. In school, I was terrible with math
and science. I barely passed the bare minimum. It was the same
experience while working through my MBA. I have always
struggled with accounting and �nance classes. On the other
hand, I loved any learning that involved people. I loved studying
the social sciences (psychology, sociology), playing team sports,
and sharing ideas with friends.

Does that mean I'm an extrovert? Not at all. Even those close to
me mistake my love for people for extroversion. Believe me, it's
not being an extrovert that fuels my love for people. It’s even
insulting to introverts to suggest that the way they recharge
alone means they don’t like people. Those close to me are often
surprised to learn that I too need signi�cant amounts of time
alone to feel like a healthy contributor to society. Rather, my
passion for people comes from my beliefs about the nature of
humanity. Additionally, I’ve seen in history and from my
mentors that a career devoted to serving people is the path to a
life of joy and signi�cance.
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Where I Learned About Loving People

For years, I cut my vocational teeth by serving in a local church.
It is leading in a church where I sharpened my skills in how to
create a culture of service. The church is the place where we
need to learn how to love people better. As one given the mantle
of “leader”, I knew I needed to model it myself. But I couldn't
personally care for everyone myself. When you're the pastor of a
large church, that’s a crisis of limitation. You can't be there to
care for everyone with the attention they all deserve. As a
leader, however, you can work hard to create an organization
and culture where everyone feels valued and cares for each
other. When a church is full of people who care for others, it
can be a dynamic presence in their community.

But love doesn’t always come naturally for any organization.
Creating an organization like this starts with developing strate‐
gies around the philosophical beliefs and values that people are
worth caring for. Many of us know this intrinsically. Do we have
anything in our stated values about why people matter?

The business world has a few things to learn about how critical
people are to its existence (and growth). Today, I have trans‐
ferred my focus to serving entrepreneurs and business leaders. I
help them restore a passion for serving humanity. When they do
this, their lives, their business and their communities at large are
rewarded.

If you’re struggling to make the jump from “Why” to “Win”,
you may have a people problem. You will appreciate the chal‐
lenge coming in the pages that follow. If you know you are
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destined for more impact than you are currently making, this
book is for you.

In order to get across the Why to Win chasm, you need a bridge.
Serving other people is how you are going to get across.
Together we will see that there are very intentional steps to take
to get to where you want to go. You’ll be inspired by some
amazing business leaders who took those very steps en route to
winning their story.

It’s Tough To Achieve Your Why

After my time as a pastor, I began my second career as a
marketing consultant. I took my passion for people and applied
it to growing businesses.

I realized that many companies have great Why's, but that
doesn't guarantee sales, pro�ts, and growth - the things they
need to scale their Why.  
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Let's go back to Brad, the struggling bachelor in Simon Sinek’s
example. Imagine Brad applied his dating strategy to his compa‐
ny’s sales and marketing. It still wouldn’t work. We all
know why.

The problem is that leading with and sharing your "Why" does
not capture attention in our noisy world.  

In dating and business, human psychology is similar: People
don't care about you as much as you care about yourself.

Of course, our moms care about our Why. Our spouses pre‐
tend to care about our Why. But the real people we need to
reach in business, the ones who pay our bills and help us
achieve our goals - they really don't care to hear about our Why.

I'm not alluding to mean people. Even the kindest, most benevo‐
lent saints out there aren't thinking about us like we think they
should. They've got enough to think about already. They're
consumed by trying to �gure out their own Whys. They've got
busy lives. They are lives full of problems that they're working
hard to solve to make their stories work out for them.5

I understand how frustrating it
can be to be passionate about your
purpose and yet struggle to get
others on board.

If you profoundly impact what I'm
calling your "Who," then you can achieve your Why. 
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When it comes to your business, embracing the Why is a major
component to success. But you’ll never get your Why unless
you are wholly devoted to serving a Who.

Both Why and Who matter but for di�erent reasons.

Climb The Mountain, Discover Your Why,  Come
Home, And Then Start With Who

Some people think I’m kicking o� this book by throwing shade
on Simon Sinek. That’s not the case at all. There’s nothing
wrong with healthy disagreement. Our culture needs to learn
how to disagree respectfully. I think everyone should embrace
the “Start With Why” framework for which Sinek is famous.
We could all bene�t from taking the time to �gure out our Why.
I highly encourage it. 

You could schedule a quest to �nd your Why. Climb a moun‐
tain to get inspired. Don’t return until you �gure out why you
exist (your purpose, mission, values, etc. - all the things that
Sinek recommends). Once you get it, descend the mountain.
You will feel inspired and ready to make an impact. Now you
know your purpose. Now it’s the time to direct your energy to
achieve it. 

Now it’s time to get to work and Start With Who.

When you return, don’t assume people will want to hear about
what you learned while you were gone. None of us were up
there with you. We didn’t share your mountaintop experience.
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We’ve been stuck in the valley, and trying to make it down here
is the only thing on our minds.

Why People Don’t Listen To Us

Your Why is personal.

Remember when you came back from that exciting trip and
quickly became discouraged when the people you talked to
seem bored and disinterested after a few minutes of telling your
stories? Except for those closest to us, most people don't care,
nor do they have time to hear about everything we've seen or
done. Strangers, acquaintances, and Uber drivers may politely
give us a couple of minutes of their time.

I recall the year I spent studying at the University of Oxford. I
spent a year sitting under some of the best minds, engaging in
life-changing conversations, and being a part of stories that we
could share for hours. When I got home, much to my surprise,
no one seemed as interested in my time there as I was. That
year, I visited Auschwitz, walked around Stonehenge, partici‐
pated in the search for a lost city in a Middle Eastern archeolog‐
ical dig, and won a prestigious award for my Varsity Match
performance against the University of Cambridge in ice hockey.

When I came home, I thought I'd have lineups of people
waiting to talk about what they had seen me do on social media.
They didn't. Family members had already heard the stories on
the phone. Old friends wanted to spend the time laughing about
the shared memories we had. New friends wanted to create new
memories. I couldn't get into it with strangers. Unless it's about
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drama in the royal family, most North Americans can't be both‐
ered with what's going on in the UK (and I understand that).

I'd say most people I talk to regularly have no idea about my
experiences in England. While I'm always happy to share if
asked, I know people have their own stories of adventure, strug‐
gle, and achievement.

The truth is that their ambivalence doesn’t bother me one bit. I
don't have the time to listen to their’ experiences either. Not
having time to listen to each other is a symptom of a bigger
problem outside the scope of this book.

We're all busy trying to make the most of today. That's our
focus.

Assuming that you're going to have ample opportunities to share
your "Why" is setting yourself up for disappointment. Don't
expect to come down from your quest hoping to show up to
sold-out theatres full of people waiting to hear about why you're
here.

The same principle applies to your business. I want to show you
the trouble with trying to do marketing like people try to
impress others - by just talking about yourself.

How to Sell a Tide Pen

What happens when you try to market your product, service, or
idea and lead with your “Why”?
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Let’s look at the di�erence between Starting With
Why vs. Starting With Who as it pertains to how you might
pitch a product. 

Imagine for a moment that you work in the marketing depart‐
ment for the detergent giant. Your team is trying to sell their
new “detergent in a pen” product. In this imaginary scenario,
you’re knee-deep in a routine marketing meeting. Seeking a new
marketing campaign for a new year, the top thinkers all chime in
to o�er a slant of the company’s “Why.” They get together with
you and your team in a boardroom and start brainstorming
ideas. 

The chair of the meeting puts a question before the group,

Okay, everyone, we have been leading this industry
for years. We need a fresh message that will take
this company into the future. What can we say to
convince the masses to choose Tide over our
competitors?

One person puts their hand up: “Remember how we were one
of the �rst detergents on the market designed to �ght stains.
Let’s tell people that we are innovators.”

There is agreement around the room as heads nod.

Another adds, “Let’s tell our story. We should �lm a commercial
about how we’ve been perfecting our stain-�ghting detergent for
sixty years now. We have proven expertise in stain removal.” 
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The executives all love it. There is a clear consensus while the
room starts to bubble with excitement. 

Another adds, “And as far as I know, no one here has ever been
to jail. That means (motioning to write letters in the sky) ‘We
can be trusted.’”

Thinking they are really onto something, another partner stands
up and shouts, “And we are the number one brand recom‐
mended by washing machine companies!” 

The room erupts in chanting and whisks the VP of Marketing
out in a hero’s parade to celebrate over drinks.

 “We’re number one! We’re number one!” can be heard echoing
through the o	ce as they leave. 

The scribe taking notes is left in the room alone, thinking that
this message doesn’t resonate with her. Regardless, she pens her
summary and forwards it to the advertising department for next
year’s campaign with a grimace:

Buy our pen because we are the number one,
innovative, and trustworthy detergent company
recommended by washing machine companies…
and we are very proud of it.

Who is inspired by this campaign? It's a tired tactic that takes
zero creativity and total narcissism. It's the same tactic used by
the guy on the �rst date who only wants to talk about how
amazing he is.
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This example identi�es one of the signi�cant 
aws of starting
with "Why." People get put o� by another company talking
about themselves. The problem with this campaign is that it is
all about them. There's nothing about what Tide does for the
bene�t of the consumer. 

What if, hypothetically, I was their target market? Let's examine
how starting with Who can produce di�erent results.  

One Of My Nightmares

Starting instead with Who considers �rst the intended audi‐
ence. It captures their attention by highlighting a speci�c
problem the audience is struggling to overcome. 

If I'm the targeted customer of this company (their Who), here's
a better way to capture my attention. I don't care about their
awards or years of service. I care about keeping my shirts clean. 

It's the morning of the big presentation. I have spent hours
researching and going through every detail of my upcoming
talk. I have read it out loud to myself in front of the mirror
multiple times. While I get great reactions from the audience in
the mirror, the talk remains unproven to real-life audiences.

I say "goodbye" to my wife and kids, pulling out of the driveway
like a soldier going into battle. In a few minutes, I'll be going
through the drive-thru of my co�ee shop to get another dose of
liquid inspiration. My favorite co�ee is now riding shotgun with
me. Together, we are o� to conquer the world. 
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As I navigate the route and weave through tra	c, I feel con�‐
dent that I have selected the right sports coat (casual but still
professional) with a matching shirt. I bring no spare shirt. Why
would I? You can't have two favorite shirts. Besides, what could
go wrong? I am listening to my favorite pump-up music, take a
sip, and tragedy hits. My mouth has failed to make the perfect
connection with the lid opening. 

I've spilled my co�ee. It's not all the co�ee. A few drips. But
that's enough to stand out for sure.

In a moment, my con�dence has vanquished. For the rest of the
day, I'll be convinced that everyone is noticing and focusing on
the co�ee spots on my shirt.  

My swagger is gone.

Giving the presentation stressed me out enough. Now I have
stains that not even my jacket will cover. My anxiety level has
just maxed out.

What would ease the stress? 

There exists a pen that discharges laundry detergent instead of
conventional ink!

This pinnacle of human innovation assures me that no matter
what substance may hit my shirt, I could get it o� with that
magical, patented, translucent 
uid. 

I keep one of those pens in my car in an unconventional act of
wisdom. I have lived through this nightmare and wish not to
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repeat it. I should keep two around because one in the laptop
bag never hurts either.

The guys in that marketing meeting should've directed their
campaign away from themselves. They could have targeted
co�ee-loving, favorite-shirt-wearing business people who desire
to drink their co�ee with boldness.

Who doesn't face the threat of a co�ee stain every morning
commute? Who couldn't bene�t from the ease of knowing that
any stain is no match for the power of a disaster-erasing pen?

By turning their eyes and focusing on this kind of situation, they
would get our attention. If you work for Tide and are reading
this, you can have that one for free.

That's the power of a compelling narrative rather than just
talking about yourself.

In summary, what's the di�erence between the above two
approaches when selling a stain-removing pen? There's a
complete di�erence in perspective with the hero of the stories:
It's about Why vs. Who. The �rst story focused on the company's
Why. They were the focus, and nobody cared. The second
looked at the transformation the product could o�er a customer
by casting the consumer as their message's focus.  

That, to me, is a much more e�ective approach. If you ever �nd
yourself marketing a stain-removing pen, you can have that one
for free.
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Starting With Who Is About Identifying Problems And
Then Showing How You Can Help Solve Them

What if, in your journey to spread your ideas, you got up each
day and instead of shouting, “Look at me! Listen to my story!
See how great I am!” you thought: 

“Who am I helping win today?” 

This kind of message works. It’s how you create raving fans of
your brand.

It is the most e�ective way to present your ideas, so they impact
the marketplace, and you make the income you are looking for -
you start with Who. 

Maybe you have an idea that you
want other people to buy into,
grow a business, or advance a
cause close to your heart.

If this is the case, you already
know what your Why is. The challenge then becomes achieving
it. Could it be possible to achieve your Why, you will have to be
open to the idea of discovering and focusing on your Who? To
do this, we need to take our eyes o� ourselves, maybe even
swallow some pride and keep our mouths shut. In some cases,
this won’t be easy. Serving your Who is the only way to make
your Why a reality.
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How To Get Others To Buy-In To Your Ideas

Here’s what we know about busy consumers today: They only
listen when there is something of bene�t to them. If they listen,
they are only being cordial and waiting for the part where they
get some advantage. 

If you read Start With Why, you would think that every busi‐
ness transaction is an exchange of core values. Simon Sinek
argues that we should only give our money to companies with
whom we agree on fundamental core values. 

When is the last time you said to yourself before making a
purchase, “Before I buy this, I want to make sure I agree with
this company’s core values.”?

Granted, a boycott may happen from time to time when a
company achieves notoriety, making the news because of a
newsworthy indiscretion. You have every right to boycott. But
here I’m talking about the bulk of your consumer decisions. Do
you know the Why of the company that made your vacuum
cleaner, breakfast cereal, or the car you drive? 

Not likely.

You bought those things for what they do for you. They looked
good, were on sale, or made you feel good.
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Why People Buy Stuff

People buy products and services because it solves a problem for
them. In most cases, it’s not because the manufacturer or
supplier has a resonating core value.

Simon Sinek reiterates this familiar chorus throughout Start
With Why,

People don't buy what you do; they buy why you
do it.

I don’t think that’s true.

Sinek’s suggestion that people only buy your Why is overstep‐
ping. It’s giving people too much credit for what motivates their
decisions. It’s assuming we’re all taking the time to do something
that we all know we don’t have time to do.

Here’s my confession: I don’t have a clue what the core values
are for the vast majority of the vendors I purchase products and
services from either personally or to run my business.

The last time I bought a power tool, my �rst thought was not to
go to Home Depot’s website and read their “About” page and
see what the company’s mission statement was. 

I just needed a  drill. That’s it. I didn’t need a cultural
manifesto.

I believe people buy products and services because it solves a
problem for them, not because the manufacturer or supplier has
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a resonating core value.

There is one thing that motivates consumers. It comes from
business guru, Michael Hyatt. Hyatt teaches that we consumers
are tuned into the radio station W.I.I.FM (That is, “What’s in It
for Me?”). According to Hyatt, we make purchases because:  

1. We think something solves a problem for us.
2. It makes our life easier.
3. It helps us to become better people. 
4. It satis�es an inner desire to be identi�ed in a

particular way.

It’s Not Your Why; It’s Me

I make purchases of products and services because they promise
to help me overcome something I am facing.

A company's Why almost never crosses my mind. Neither when
I am logging on to an e-commerce site or walking around a
brick-and-mortar store. I buy things not because I'm a benevo‐
lent consumer trying to save the world and help a CEO achieve
their Why. I make purchases because what they’re o�ering
helps me get what I need to win that day.  

As a consumer, the big question that I need to have answered
is: did the brand connect with me so that I knew they would solve
a problem I was facing?

Do you think people buy Apple products because they love
Apple's Why and want to help them become the most prom‐
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inent company globally? For the hardcore ones, that's true.
These are the people who line up for a week before a new
phone is released. But for the vast majority of iPhone users, my
guess is "No." Most iPhone users haven't even read the "Terms
and Conditions" they've signed, never mind Apple's mission or
vision statement. 

Do you know the mission, vision, or values of what drives Apple
Inc.? If you don't, it's ok. Most people don't. Most of us buy
Apple products because of what these products do for us.

Apple is a user-friendly technology that enables tech-savvy
millennials, soccer moms, kids, and grandparents to leverage
technology's power. 

Apple has done a brilliant job of building a community and
tribe that enjoys sparking conversations about their purchases
and experiences. If you have a couple of free hours, go to any
co�ee shop at any hour of the day and start looking around. Ask
all the people with the glowing Apples on their laptops a ques‐
tion about their beloved Apple product. They shut down what‐
ever they were doing and tell you all about it. This is the
validation they have been craving all day! They love to expound
on how excellent their own tech choices are. 

Note that it's not the Why they rave about Apple. It's all about
what Apple does for them. That's why they bought the product.
And then, next launch next year, they'll come running back for
that same rush again.1

Apple may be Sinek's poster child for doing "Why" well. I argue
that without appealing to their Who, Apple would have never
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accumulated its cult-like millions of happy customers.

I am looking forward to the new iPhone - whenever it comes,
whatever it looks like — I'll be ready.

Now Shift from Why to Who

Suppose you want to get from “Why” to “Win” you absolutely
must Start With Who to get you there. Ideas spread, connec‐
tions get made, and in
uence grows when we get over ourselves
and focus on serving the people we're trying to reach.

In Dale Carnegie's classic book, How to Win Friends and In�u‐
ence People6, one of the primary principles Carnegie shares is
that to win people over, you must see things from another's
point of view. In other words, knowing your Who is imperative
because if you don't know or understand your Who, you will
advertise, market, and communicate from your Why and
perspective. 

The late Carnegie further
expounds the value of Who by
encouraging the reader to appeal
to the other person's inner desires
and wants. By adopting this
approach, convincing someone
your product or service is in their best interest becomes much
more manageable. 
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If you're frustrated because nobody seems to care about your
Why, it's now time to rethink your approach to people. We
could all learn a lesson in loving people again. That’s the next
step towards winning your Why.

1. Sinek, Simon. Start With Why (Penguin Books, 2009). p 77
2. Sinek, Simon, Docker, Peter, & Mead, David. Find Your Why: A Practical

Guide For Discovering Purpose For You And Your Team (Harlow, Eng).
Penguin Books, 2017.

3. See Simon Sinek Says 'Start With Why,' But Sales Experts Disagree" Ken
Krogue. Full article: https://www.forbes.com/sites/kenkrogue/2015/07/
06/simon-sinek-says-start-with-why-but-sales-experts-
disagree/#6631274b4b82

4. See https://www.ziglar.com/quotes/meaningful-speci�c. Accessed April
5, 2021.

5. For a powerful treatment of this idea, I recommend the book, Building A
StoryBrand by Don Miller. (HarperCollins Leadership, 2017).

6. Carnegie, Dale, How To Win Friends and In�uence People. New
York:Simon & Schuster, 2009.
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Love People And Help Them Win

Get closer than ever to your customers. So close that
you tell them what they need before they realize it
themselves.

- Steve Jobs

ow far would you go to help one of your customers?
This example of customer service sets the bar high for

the rest of us. I didn't have to go further than my favorite hot dog
vendor in town to meet the hero of this story.

It's a heart-warming story of how far a hot dog vendor would go
to love a customer. Andrew "Skully" White is the owner of
Lully's Food Experience. It's a gourmet hot dog stand in a Cana‐
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dian Tire parking lot in Abbotsford, B.C. It's also happens to be
my favorite hot dog joint in town.

For three years, Tim Hiscock was a regular customer of Lully's.
Hiscock and White never knew each other's �rst names, but
they still bonded over the love of good food and sports.

That relationship nearly came to a screeching halt when Tim
Hiscock's kidneys were nearing complete failure, a complication
of living with Type 1 diabetes. Hiscock had recently taken a
turn for the worse. The doctors prescribed a strict diet and
drastic measures to be taken for him to survive. Hiscock’s wife
went to Scully, explained his kidney condition, and pleaded
with the hotdog vendor to stop selling her husband his weekly
hotdog.

"We told him that we just found out that Tim needed a new
kidney," Hiscock's wife told a reporter in an interview. "Skully
asked what was involved in donating a kidney. We told him the
donor had to have a matching blood type. He [Skully] quickly
threw in, 'If I'm a match, you can have mine.'"

"I knew you could live o� of one, and I asked him, what's the
criteria?" Skully commented when asked.

It turned out the pair was a blood match, and White committed
to the transplant within days.

"It's a cool journey. For me to be able to yank something out of
me while I'm alive and stick it into him? And it works. It's the
coolest," he said.
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"If you've got two healthy kidneys, give one up and save some‐
body," White said. It was the most amazing feeling in the world
that I could do this for him."1

In another article, Skully White was asked by a reporter why
he'd donate a kidney to a customer whose name he didn't even
know. His response was indicative of someone who had a love
for humanity:

"Why not?"2

I get the sense that if Skully had six kidneys, he would have
given them all.

For The Love Of Customers (And Humanity)

I’m not asking that we take Skully’s lead and o�er a kidney to
our top customers. I’m not even asking that you would
be willing to give a kidney to a customer if you had to. In this
chapter, I’m only asking that you care about the essential people
for your business, your customers. That means that if they ever
experience health issues, at least send �owers.

Many businesses have lost their love for humanity. This lack of
love is re�ected in poor care of their customers. We’ve all expe‐
rienced the disappointment of a business that didn’t go the extra
mile for us. How do you avoid doing it to your customers? 

Many businesses start with compassion for the customers and
their problems. Small companies can go above and beyond to
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o�er rockstar service. Under relentless pressure to keep the
machine pro�table, little compromises happen along the way.
These include:

produce quick pro�ts at the expense of quality
automate systems at the expense of customer service
hit their goals to earn promotions
appease shareholders as if it was the only thing that
mattered

Customer care su�ers when businesses work so hard to increase
short term pro�ts that they compromise product quality,
embrace sleazy sales tactics, trim services, and stack on more
unexpected fees to customers. In exchange for a quick win, the
customer pays for it. This may work for the annual report.
However, over time the company that relentlessly reduces value
and squeezes more money out of their customers is doomed.

The commitment to add pro�t by adding value is a core convic‐
tion that you can’t create by simply writing it on the o�ce wall
or posting it on your website. It comes from your driving beliefs
about the mandate to serve other human beings.

If you don’t get this right, your brand will su�er if it’s not
already. The modern consumer comes with built-in Tupper‐
ware detectors - they can smell plastic from a mile away.
Because of this, every company needs the right mindset and
care for other human beings to succeed.

How do you feel about this question: Are human beings a valu‐
able gift to this world, or are they a resource to be exploited?
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You can’t pretend to care. You have to really care. Anyone can
fake it for a while. But no one can fake it long enough to grow a
business that makes both income and impact.

If we are honest, too many of us don’t care about people like we
know we should. We can give all kinds of lip service about the
importance and power of love, tolerance, and acceptance. If
we’re honest, people can easily annoy us. Does it seem like
we’ve done everything to protect ourselves from this “annoy‐
ance” by eliminating human interaction from day-to-day life?

We have self-checkout to avoid cashiers. 

We have ATMs to avoid bank tellers. 

The delivery guys used to knock on the door and chat for a few
minutes. Now they drop o� the stu� and take o�. 

As with society, so with our businesses. We automate and dele‐
gate ourselves out of the customer experience. 

While productivity hacks are wonderful gifts to e�ciencies,
they can become the beginning of our business losing touch
with the heartbeat of business - the people we help.

Business is a microcosm of the rest of our lives. Remember how
miserable we got when we were isolated in lockdown?

When COVID lockdowns started happening, many people
were sad. But some thought it was novel.

“A couple of weeks at home doesn’t sound so bad,” we thought.
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By the winter of 2020, six months into the pandemic, we were
devastated with the second wave surging. First, social gatherings
caused us to stay home (this time, it was much less welcomed).
Then it was Thanksgiving that got “canceled.” Then Christmas.
By contrast, no one thought being cut o� from their friends and
family was fun or novel anymore. We missed the football games,
the ugly-sweater parties, and just being with people. We missed
hugging our loved ones. 

We felt distant. We felt alone. 

It’s no surprise that mental health deteriorated to a crisis level in
many communities during this season. 

The COVID lockdowns reminded us of how important people
were to us personally - even the introverts �gured it out. 

2020 was a reminder that connecting with people is essential to
living a healthy life. The car, house, and holidays may make life
fun, but they do not make for a rewarding life. Nobody ever
goes to their deathbed wishing to get one more hug in from their
vehicle or their stocks. 

If you can get this right, you will have both joy and success in
life and businesses. People are tough to have around, for sure.
But we’ve all learned that we’d rather the problems that come
from having them around than the problems that come with not
having them. 

We will look at the state of your heart in regards to how you feel
about your customers. 

Wouldn’t it be nice not to have to pretend anymore?
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It’s About Truly Caring For People

If you get this chapter right, you’ll have a new outlook on
people. The bridge to winning in business and achieving your
Why depends on genuinely caring for people.

It has to be something that everyone values - they cannot just
put it on a website, placard, or billboard. You have to really
mean it. Let’s talk about the condition of your heart towards
other human beings.

“People Are More Important Than Things”

My Grandpa, or “Papa,” as we called him, was and still is a hero
of mine. Though he died when I was only twelve, he was
around for much of my early childhood. He was an engaged
grandpa. He was there to o�er unsolicited grandfatherly
wisdom to any impressionables who would listen. I remember
the car rides I took with him on the way to hockey games,
church, or while running various errands together. He proudly
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drove his old Buick with a cigar in his mouth. Papa was a talker.
I call these moments “skyscraper drives” - it was story upon
story upon story upon story.

I confess now that his insight then fell on deaf ears at the time.
His word has become appreciated in my life through my twen‐
ties, thirties, and now into my forties.

In a recent visit with my mom, she pulled out a tribute that I
had written for Papa as an early teenager. I wrote this two years
after he lost his battle with lung cancer. It’s incredible to me the
trivial things moms hold onto can become uncovered and even
make it into a book decades later. 

As I read the tribute, I was taken
back in time. The document resur‐
rected memories that I thought
were lost. My writing celebrated
Papa’s love for people. I knew
even then how special it was that I
got to have that time with him. 

Here’s what he taught me the most. It’s the heartbeat of this
business book:

Jono,” as he called me, “people are more important than things.

Papa would often recite this phrase when we were together. I
used to roll my eyes; we heard it so often. I’d give anything to
hear him repeat it in person. 

Nostalgia aside, Papa was right. People are more important than
things. 
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By his standard, the measure of a successful life was found not
to accumulate material items. One can determine a life of signif‐
icance by the positive and transformative impact we made on
other people. Though he died much too early, I see how my
grandpa passed his values on to me. His words of wisdom serve
as a guiding star that leads me through challenges and tempta‐
tions of life. They are at the core of how I run my businesses.
His message has ultimately become the primary message of this
book: 

The heart of your business has to be about people because people
are more important than anything else.

When Love Is Tough

There’s a lot of commotion (aka “yelling”) about the importance
of love these days. It’s like people think that the louder they
shout it or the angrier they feel, the more they love. But it’s clear
to see that this is not the best expression of love either.

We all know deep down that we should be loving people more. 

While I’m not great at showing it, I do want to be better at
loving people. The desire is there - it’s the application I �nd
most challenging. The distance from what my head knows
I should feel and what my heart does is vast.

Can you relate? Do you intuitively know that you should love
people more but struggle to love people the way you know you
should?
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Business Is About Loving People

One of the things I love about business is that you have to love
people to be good at it.

Did you have to read that again? It’s true. Your business exists
because you have a mandate to love people and help them. As
entrepreneurs and business leaders, we don’t have to shout it on
the news or write it on some cardboard at a rally. We do have to
show it each day we arrive at work.

And when you do that in business, you are rewarded for it.

It’s the responsibility of people, not the government, to help
each other out. Too many of us observe problems in the news or
read something troubling in our social media feeds. We look
around at our broken communities and hope someone else does
something to solve these issues.

Many look to a government program to rid the world of wrong.
They blame past or current political leadership for society's ills,
hoping that “their person” will make it better next time.

That’s not how it works. The government has neither the
resources, creativity, speed, track record, or the soul to bear the
mantle of “universal problem solver.”

It’s our responsibility as humans to solve problems for each
other.

We have to care for each other. I’m convinced that business is
part of the divine plan for making his world better. When we do
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an excellent job of helping people, we are rewarded with the gift
of money.

We Need People In Any And Every Business

To run a pro�table business, we need people around us to
varying degrees. Regardless of how talented or brilliant, or hard-
working we are, we need people around to make it a success.
Without the right people, our business or idea will not catch on.

If you're going to have people around, you might as well learn to
care about them. You might even enjoy them for the value they
can bring to your life in return.

You may think people annoy you. I get that. But I bet that you
are more of a people person than you think. Here are some
questions to tell that you aren't as ornery about other people as
you think you are:

Did you miss being around people during the COVID
lockdown?
During lockdown, did you �nd yourself watching old
clips of large events and miss the days you could be
around crowds of people?
Do you get a buzz from going to conferences? Even
just a little buzz?
Do you drive and �y through snowstorms during the
holidays to be with your spreadsheets? 
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Have you ever grieved when you watched the news
and saw a video or image that represented a great loss
of human life? 
Do your best-kept memories involve the nights you
spent binge-watching TV alone? 
If a hurricane or �re was approaching your house,
would you run inside to grab photos of your car?

It’s always about people. 

Try this: When you think about your years at work, what are the
highlights that come to mind?

It’s all about the people. Customers and coworkers are what we
remember most.

People are the jewel of life. When we are far from connecting
with other people, loneliness creeps into our hearts and makes
life incredibly miserable.

My Struggle With Loneliness

Loneliness carries a particular sting that cuts us deep. 

I experienced a memorable moment like this on a trip that took
me halfway around the world. At a time that I should have felt
immeasurable happiness, I only felt lonely.

Traveling alone many years ago, I stopped in Paris on a layover
en route to Africa. I was doing some intense work building an
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orphanage and wanted to get in some sightseeing before the big
push. Since I was traveling alone to Africa, I reviewed my travel
itinerary and was pleasantly surprised. Once I landed in
London, I saw a layover that would allow me to cross an item o�
my bucket list: 

Get a picture standing in front of the Ei�el Tower. 

When I landed, I quickly found a locker to stash my luggage
and then made a beeline to Gatwick International across the
English Channel and into Paris. 

Once in Paris, I grabbed a cab to Champ De Mars. I scouted out
a picturesque place to capture a moment with the world-
renowned landmark. I was excited. I felt a rush of satisfaction
upon arrival, knowing I would forever have this picture. 

Bucket list item: Check!

Taking out my trusty 35mm (that’s what we used to call a
camera when they didn’t come with a phone attached), I placed
it on the tripod. I looked through the lens and determined the
best place stand to capture both myself and the tower. I set the
timer and positioned myself, striking my best pose.

I got the picture. I ful�lled the mission. There was a moment of
euphoria.  

And then… the feeling was gone. 

Suddenly I felt something I never felt this strong before. I had
achieved a life milestone, but I had no one to share the moment
with. There was no one around to high �ve.
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I was all alone. 

I was on a tight schedule and needed to get back to the airport.
After a few more shots of the tower, I hailed a cab and headed
back across the channel to Gatwick. Of course, my driver didn’t
speak any English. He seemed to be tuned into classic rock (in
English). The song that came on during the drive
was Desperado by the Eagles. 

This song is by far the loneliest song ever written.

“Mauvais Quart D’heure.”

Later I realized I lived out the French expression, which trans‐
lated means "bad quarter of an hour."

I won't forget the sting of loneliness that hit me that day. I was at
one of the most iconic, most beautiful, and most romantic places
in the world. And it was soured by having the experience alone.
They say that feelings of depression can be like being lonely in a
room full of people. I wasn't alone in just a room. I was alone in
one of the busiest cities in the world.

Re�ecting on this moment, I real‐
ized that no matter how incredible
the experience is, it loses its cool‐
ness real quick if other people
aren't involved. It's like that in
travel, at home, and in business.
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It's the people, not towers or exotic travel, that make life the
most meaningful.

Here's an illustration with which we can relate. Open up the
photo app on your phone and scroll through the moments
you've captured. As you're scrolling, take note of the ones that
make you pause and grab a second look. Which images cause
you to linger? I can guess already. It's the ones with the people
in it. Architecture, mountains, oceans, rivers, and trees all have
their beauty, but nothing grips our attention like human beings.

Further to the point, have a look at the photos you've posted that
that receive the most engagement. It's the ones with faces, not
the landmarks or geography. The lesson: People naturally
connect with other people.

Putting People First

I saw the power of what putting people �rst can do for you
during my days as a pastor. Even as a young man, I had the priv‐
ilege of spending time with people in their �nal moments on
Earth. I was there for those mysterious, sacred moments where
they breathe their last breath and pass from this life to the next.
In all my times doing this, I never visited someone's deathbed
and heard them request to be surrounded by piles of their
money or material things. The things we spend so much of our
lives pursuing do not console us when we're facing the end of
our lives. 

We will talk more about that in the next chapter.
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Business Is About Helping People Win

You will soon discover that every great business has put other
people at the center. Humans are unavoidable.

As Don Miller points out in Building A StoryBrand, every busi‐
ness is H2H – human to human.3 We are all people trying to
help other people win. Your platform may be marketed or sold
as Business to Business (B2B) or Business to Consumer (B2C).
Still, at the core, you are a human doing business with other
humans. There’s always a human behind every buying or selling
transaction.

What If There Were No People?

I know that you’ve probably thought it before. Maybe you’ve
even yelled it out in a moment of frustration:

“I’d like this job a lot more if there weren’t any people in it!”

Peaceful as it may sound for a while, I know you wouldn’t
like it. 

What kind of a world would it be if there weren’t any people? 

Imagine how hard Adam would have had it. Adam is the
biblical character whom the Jews, Christians, and Muslims
refer to as the �rst human. Based on your beliefs, you can call
him whatever you’d like. Somebody had to come �rst and �gure
the place out. And this somebody had to deal with the fact that
there was no one else around to help. When it was just one
person, there were no other people around to help him solve
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problems. While this may seem like the introvert’s dream, it
took forever to do anything.

Here’s why it was pronounced early on that it was “not good for
man to be alone”.4

Every time Adam wanted bread, it came at a high cost. First, he
had to come up with the idea of farming. That would’ve been a
signi�cant milestone for even one person’s lifetime of research.
Then Adam had to take the time to grow his grain, water it,
harvest it, thresh it, gather other ingredients, bake them all over
a �re, and then cut his bread into uniform slices (but we know
that “sliced bread” was a game-changing discovery to come
many generations later). 

Here’s the point of my comical illustration: Without other
people running their businesses, Adam would have had to do
everything himself.

Thankfully, that’s not the case today. There are people all over
the world operating businesses that make our lives easier.

These people are showing up to work and serving people like
you and I. We never see them. We never get to thank them
personally. But they do it anyway. And you’d do it for them too.
You probably do help them in one way or another in your
business.

That’s the power of people working together to serve each other.
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What to Do When People Frustrate You

People can be frustrating. You already knew that. Even the
world's most extroverted of us get "peopled out." We all need the
occasional night alone binge-watching Net�ix.

When people bother us, the temptation is to give up on the
whole human race entirely. We enthusiastically declare:

"Forget all this talk about Who. I'm taking that �rst �ight to Mars
with Elon Musk and Richard Branson!" 

I understand how the part of life that is most important also has
the opportunity to do the most damage to us—the need for
having a Who is something that none of us can escape. 

People can hurt us deeply. But a life without any people would
be a cold, depressing shell of an existence. 

The great 20th-century author and scholar C.S. Lewis
described the risk of relationships in his classic book The Four
Loves:

To love at all is to be vulnerable. Love anything,
and your heart will be wrung and possibly broken.
If you want to make sure of keeping it intact you
must give it to no one, not even an animal. Wrap it
carefully round with hobbies and little luxuries;
avoid all entanglements. Lock it up safe in the
casket or co�n of your sel�shness. But in that
casket, safe, dark, motionless, airless, it will change.
It will not be broken; it will become unbreakable,
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impenetrable, irredeemable. To love is to be
vulnerable.5

Lewis encourages us that no matter how much we’ve been hurt,
or burned by a bad deal, or betrayed by a partner, we cannot
give up on having people in our lives. The cost of abandoning
people is a cold, shrivelled heart. That, to me, is far worse than a
broken one.

What If You Just Don’t Care?

Imagine if you found out that your favorite Starbucks barista,
the one fuelled on arti�cial enthusiasm from their endless
supply of free co�ee, didn’t care about you? What if you found
out that they only smiled when you came in and remembered
your name and your personalized drink because that was their
job? What if you discovered after years of your generous tipping
that they were pretending to be friendly with you. What if you
discovered it was all an act to impress their manager and get
promoted?

You’d be devastated.

What if your favorite company started screening your calls
every time you showed up on their call display? Would you stay
loyal to them? What if Amazon blocked your account or didn’t
accept returns because they came from you?

What would you do?
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You’d stop giving them your business and �nd another company
that did care. If that’s how you feel about a company that
doesn’t care about you, why wouldn’t one of your customers
react the same if they found out you’ve lost your passion for
serving.

In life and business, you are rewarded when you put people
�rst.

Zig Ziglar famously said,

You get all you want in life if you help enough
other people get what they want.6

This proverb that has been providing business leaders wisdom
for thousands of years:

A generous person will prosper; whoever refreshes
others will be refreshed.7

In the above two quotes, Ziglar, the greatest sales coach, echoes
the wise Solomon, one of the wealthiest men who ever lived, to
teach us about the importance of putting others �rst as a founda‐
tion for success.

If you want to achieve your �nancial and lifestyle goals, the best
way to do it is by helping people achieve theirs. 

Another way I’ve been saying the same idea is “You get your
Why, when you start with Who.”
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Let’s Recapture Your Passion For People

Now Start With Who is about restoring the awareness of how
essential people are at every level of business.

Seth Godin writes of the signi�cance of helping people in
business:

If you can bring someone belonging, connection,
peace of mind, status, or one of the other most
desired emotions, you’ve done something
worthwhile. The thing you sell is simply a road to
achieve those emotions, and we let everyone down
when we focus on the tactics, not the outcomes.
Who’s it for and what’s it for are the two questions
that guide all of our decisions.8

The mindset Godin and I are calling for you to adopt does not
come easily. You already know that anything worthwhile takes
courage and hard work.

Personal relationships outside of business are challenging -
that’s why so many relationships become stagnant or die. I’m
deeply committed to some of the most challenging relationships
in the human experience. I’m married. I’m a father. I’m a son. I
have in-laws. I participate in discussions on social media. Tele‐
marketers have my phone number.

I also have clients whom I am committed to serving. Meaningful
relationships require work. There are always going to be times
of trials and obstacles to overcome.
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Despite the di�culties that arise, the above are the most
rewarding relationships in my life (except the telemarketers). To
give up on them because they’re di�cult, tiring, frustrating,
inconvenient, or a mix of any of those would be disastrous to the
joy they bring me.

Periodically, I may have a client with unreasonable demands
and unrealistic expectations. I do what I can to make their expe‐
rience a positive one. For every challenging client, the tempo‐
rary frustration is overridden by the call, email, or even
handwritten letter that says something along the lines of:

We just wanted to drop you a quick line to let you
know how much of a di�erence you have made in
our business. The work you have done has
increased our sales, increased engagement, and
increased retention. We are so thankful we chose
you and your team. Keep up the good work!

That email came from a client I almost gave up on. They chal‐
lenged me. Things were awkward at times. But we pressed
through the di�culty and came out stronger through it. Every
relationship has con�ict. That doesn’t give us a pass to give up
on them or the importance of relationships in general.

See New Leads With Eyes Of Compassion

As business owners, we know our customer's struggles. After
working with them for a while, we start to see that we are the
best solution for speci�c situations with which they're strug‐
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gling. The problem is that they may not know we are best for
them yet.

Before they meet you, they hear all kinds of voices that sound
like you during the sales cycle. These voices promise something
similar, and sometimes for a better price. You may know your
competitors are inferior, but this potential customer does not.

We wish they could come to us �rst. We hope prospects would
come to us as innocent and optimistic as high school sweet‐
hearts. But they don't come to us like that. They often come as
divorcees, a little hurt and a little jaded from previous bad expe‐
riences.

It's your job not to be angry at them for not seeing you as the
obvious choice. We must compassionately show customers how
your company, product, service, course, or whatever you provide
will be the solution they need.

A Routine To Grow Empathy For People

I learned from a business mentor how to grow in empathy and
tune in to a stranger's needs before getting on the phone with
them. I spend a few minutes thinking about who they are and
what they are currently going through. They reached out to us
because something in their life is broken. They are hopeful that
my company can help guide them to a better situation.

Yes, it may be just about a website for which they could use
some help. Maybe it is a marketing limitation they keep banging
up against. To us, it's just another Thursday morning. To them,
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however, it's a problem that's not going away on its own. What's
going on when someone has a website or marketing issue?

Their leads are drying up
They're watching competitors succeed
They wonder if they can make payroll
They're losing sleep at night due to an uncertain
future
It's holding them back from their goals and dreams
It may even be a�ecting their other relationships at
work and home

The website or marketing is never the only problem.

There’s always a much bigger problem behind the problem.
That's why we can have empathy when we're just meeting
someone for the �rst time, and they could use some help.

Here's what helps me care for a stranger. I get in their proverbial
shoes a bit and walk around in their life. I do some research on
this person with whom I'm about to connect. I want to learn
what I can about the origins of their business. I want to know
their product and how they are currently communicating its
value to the world. I check out their social media presence. I
don't do this to be creepy. I do this because I'm curious about the
person.

I want to learn as much as I can about who this unique being is
that I'm about to cross paths with.
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I have found little nuances about individuals by seeing some‐
thing they are interested in. Sometimes you can �nd a place
they have visited or even a business periodical they read and
recommended.

Some might think I am just trying to establish rapport and use
sales psychology to win them over. It goes deeper than that. If I
see something that gives me a chance to show empathy, it will
help me connect with them. When I know more about them,
my heart warms up to the opportunity to do good in their life.
And even if nothing is ever mentioned, subconsciously, I want
them to know that I care about their situation. By this point,
they are more than just a sales metric.

We Cannot Fake It Forever

Anyone can fake caring for
customers for a few years. During
that time, only a few will notice.
The problem is that if nothing changes, in a few years, everyone
will notice. 

If your heart was a gas gauge, would it be on “Full” or “Empty”
regarding how much love you’re feeling for others? If it’s empty,
you’re going to struggle to care for customers as they deserve.  

Take a moment to evaluate where your heart is at with people. 

What do you need to do today to grow in love, compassion, and
empathy? Perhaps you’re still hanging on to something for
which you need to let go.
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This could be:

A painful experience with someone you never fully
dealt with
A tough customer in the past that you haven’t forgiven
Or you’re running too fast and not taking the time to
care for people
You’re so motivated by sales and pro�ts that you’ve
forgotten that each customer is a life of value and
dignity who needs help

We carry around unnecessary baggage from our past and bring
it into every relationship in the present and future. It’s time to
let that stu� go. Whatever happened, recapturing that passion
you once had to help people is something you’ll need to lead a
healthy life and business.

Conclusion

If you've lost that loving feeling with people, you might need to
put the book down and think about what's going on inside.

Your customer is a human being with friends, parents, children,
brothers, and sisters. They are loved and cherished by God
himself.

Do whatever you have to do to let a little compassion seep into
your heart. Pray, meditate, or think about the preciousness of
humanity so that when it's time to interact with the people, you
elevate to a place where you do care about them.
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Professional, you're there to help them in their time of need.
They're more than another dollar sign to capture into your
account. They are your Who. They have a story, a struggle, and
they're looking for the very help you provide.

For them, it's chaos going on in their lives. For you, it's just
another Thursday morning to show up and humbly serve.

The human heart was wired for relationships. People may bring
issues but having no people around brings signi�cantly more
issues. In this chapter, we focussed on how even in business, we
need to love people and help them win. Remember, helping a
Who is the way you go from Why to Win.
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It’s Time To Serve, Not Fight

It’s easier to love a brand when a brand loves you
�rst.

-Seth Godin

ociologists tell us that we as a society are more divided
than ever. Politics, race, religion, you’ve seen, heard, and

experienced the things that divide us.

The media prey on this because a good �ght always sells. It has
always been this way. There’s something about a battle in the
woods in elementary school that will draw a crowd over a
healthy exchange of ideas. Fighting is all too common. While
I’m no paci�st, we cannot live our lives going from one �ght to
another.
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If you feel like your life is a daily �ght against the market, your
competitors, or the demons inside of you telling you to give up,
you’ve now had a vision of a better way.

Let’s stop �ghting everything and start serving some people we
know we can help. It’s time to make the kind of impact you
know you want in your life. The �ghting may provide a rush of
adrenaline as you struggle to survive. It will leave an unin‐
spiring legacy and a joyless existence getting there.

As we conclude the book, you will see that you can achieve your
Why without having to feel like you’ve had to �ght your way to
every opportunity. There is another path: It’s the path of service
your Who.

You Don’t Have To Fight Anymore

Allow me to jog your memory to an epic movie from the early
80s, a classic that was one of the �nest stories ever to hit the big
screen. Of course, I’m talking about Rambo: First Blood.

Rambo is the classic American war hero. The Vietnam vet was a
highly trained soldier who was notorious for being great on the
battle�eld. His struggles came when he tried his hand at civilian
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life. As a former Green Beret, Rambo is misunderstood as a
drifter and is arrested. Rambo quickly escapes his captors and is
then chased by the crooked authorities. Not knowing whom
they are �ghting, they cannot capture Rambo, who survived a
Vietnam POW camp and is as tough as anyone.

Rambo’s mentor and former commanding o�cer, Colonel Sam
Trautman, radios him and lets him know he doesn’t have to �ght
anymore. Rambo insists they drew �rst blood. Rambo is a
soldier. Fighting is all he knows. In his mind, he must continue
to �ght. Eventually, after escaping a collapsed mine, blowing up
a gas station, and destroying a gun store, Rambo reencounters
Trautman. “You don’t have to �ght anymore” is the theme of
their talk. This strikes a nerve with the brave hero. Rambo
breaks down in tears and surrenders. Instead of �ghting, he
agrees to a life of serving his community, leading from his
strength and bringing good into the world.

What if, like Rambo, you need to stop �ghting every day and
start serving? Doesn’t that sound more life-giving?

What if you found others who need your help and showed up
every day ready to serve them? As we’ve discussed, the money
will be there if you do. 

Whatever you do, you’re in the business of making other lives
better. Help them win their story and be amazed how, in turn,
they help you win yours.
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Instead Of Fighting To Get Your Why, Start Serving
Your Who

We have enough �ghting in this world. Remember the last elec‐
tion? I don’t even need to specify when or where. They’re all
nasty blood baths.

The nations, the politicians, the world religions, races, and your
competitors.

What if:

the world took the lead from the best businesses?
we business leaders could teach the world about the
power of serving?
Starting with Who is the key that unlocks the kind of
income and impact that your heart desires?

Instead of �ghting for every opportunity you can to promote
yourself, what if you just started serving the people you know
you help best.

When you serve, you win people over. When you win people
over, they talk about you. When they talk about you, the good
news travels. It results in more followers, more readers, more
listeners, more referrals, and more satisfaction in life (and more
people at your funeral, but you won’t be able to see that
yourself).

That’s the kind of impact you’ve always dreamed of making. It
all starts with a commitment to service.
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The People Who Need You Today

When we get stuck in a rut, we can easily wallow in pity. We
lose hours, days, weeks, months and even years wishing our life
and business would be di�erent. Focussing on ourself, it’s never
enough because we were never meant to be satis�ed alone.
When it is just us, we miss the opportunity to actually get the
thing we are looking for: a real connection with people.

Business is a wonderful vehicle for creating authentic connec‐
tions with people.

If you don’t get over yourself, nobody wins. You don’t. And the
people you can help don’t either. Without you, your Whos
remain stuck in their problems.

They lose hope each day. Their anxiety grows each day. They
wonder if there’s anyone who can help them.

Suppose you've lived with anxiety, frustration, loneliness, or
some other problem you couldn’t solve on your own. In that
case, you know how easy it is to turn to despair and hopeless‐
ness. The world loses its color. Life seems like it has no purpose.

That’s what’s going on when your business is not around. Your
Who is waiting for you and your team today. They’re hoping
today is the day you get over yourself and get back in the game.
The people you can help are sitting there despondent because
their problems are not going away on their own. They're praying
that somebody like you would show up and help them break
free.
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Now, imagine how sad it would be if they never met you and
your company. What if they did meet you, but you were so busy
being a Brad, talking about yourself and how great you are? You
would’ve missed the chance to make that critical �rst
impression.

That would be terrible. But you’re not going to do that because
today is a new day. You’re starting again with Who.

When You’re Starting With Who

Now that you’re going to Start With Who, it’s time to start
connecting with the people you can help. You’ll start talking
about how you understand how frustrating the pain is, the prob‐
lems you solve, and the outcomes you deliver.

You’ll notice strangers start to trust you. They’ll gladly hand you
their credit card, eager to sign up for your services, course,
widget or whatever you do.

That’s how you live a life of
purpose. It’s time to change lives.
It’s time to start �lling up your
funeral.

It’s Time to Tell a Better Story

It’s time to work hard to change culture perception in business.
What if you and I, by the way we treat our clients, could be a
force for changing how our culture sees business? It’s time to
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restore the heart of business. It’s about people serving people
each day. That’s the mindset we approach our work.

My goal in this book in writing Now Start With Who has been
to serve you as a modern-day “Samwise Gamgee.” He’s the
beloved companion to Frodo in J.R.R. Tolkien’s famous Lord of
the Rings.

My favorite scene in the book/movie series comes when Frodo
is weary from his journey, cannot handle the ring's burden, and
wants to give up. He tells his travel companion that he cannot
go on anymore.

You may be feeling like you don’t want to go on thinking that
business is only about growth, making shareholders happy, or
just making ends meet. Customers, with that mindset, are just a
means to an end. You know it’s not satisfying. It just doesn’t feel
right.

Thankfully, there’s a better story to write. Service is a much
better story than �ghting or exploiting people.

If you feel like you’re not enjoying the old way of doing busi‐
ness, let Sam close o� the book with his encouragement to
Frodo and all of us:

Sam: I know. It’s all wrong. By rights, we shouldn't
even be here. But we are. It’s like in the great stories,
Mr. Frodo. The ones that mattered. Full of darkness
and danger, they were. And sometimes you didn’t
want to know the end. Because how could the end
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be happy?... A new day will come. And when the
sun shines, it will shine the clearer. Those were the
stories that stayed with you. That meant something,
even if you were too small to understand why. But I
think, Mr. Frodo, I do understand. I know now.
Folk in those stories had lots of chances of turning
back; only they didn’t. They kept going. Because
they were holding on to something.

Frodo: What are we holding onto, Sam?

Sam: That there’s some good in this world, Mr.
Frodo ... and it’s worth �ghting for. 

There is a better way. It’s about serving. It starts with serving
your Who.

Because people are always worth it.
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