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Kim Kirmmse Toth  

 

Kim has an expertise and a true devotion to women 

of all ages, but particularly those midlife and be-

yond.  

As a business and professional life coach Kim is also 

a licensed clinical social worker and a Professional 

Certified Coach (PCC) through the International 

Coach Federation.  

After 23 years of very successful Private Practice she 

retired from this particular business in 2009 to fully 

pursue her coaching business.  

Kim has been a senior International Trainer at Mentor 

Coach since 2005, is an author, speaker, workshop and 

Teleclass leader and radio guest.  

She is a graduate of Dr. Martin Seligmanôs Authentic Hap-

piness program as well as a student of Chris Peterson, 

Sonja Lyubomirsky, Robert Emmons and other prominent 

Positive Psychology experts.  She considers herself a 

óstrengths based coach.ò All of this results in a belief and a 

value system consistent with gratitude, optimism, a love of 

learning not just for herself but for all others.  

 

Kim is a gifted and intuitive coach who empowers women 

to embrace all life has to offer in this 3 rd  stage of life.   As a 

business coach and solo -entrepreneur she helps women 

build strong businesses while maintaining a life of balance.  

As important as having a financially thriving business is to 

women for their secure future, family, friendships, health 

and wellness must be a priority. It IS possible to for this 

ónon-financialô side of óretirementô to blend with the ófiscal 

responsibilityô side. 

 

I:   Why did you leave your 23 years of private practice?  

 

KKT:   People actually ask me that, and I think what they 

more wonder is, why I was there so long.  I was in the 

same office for those 23 years.  I was pregnant with my 

youngest, and by the time I left, she had graduated from 

college, so I think thatôs when you look over things and 

say, ñWell, I think itôs time for me to do something differ-

ent.ò 

 

I also took managed care in my therapy practice, and any-

one who has done that before knows that it can eat you 

alive.  I had started taking coaching classes in about 2003, 

and I just loved it.  It just seemed so much healthier to me 

and so much more fun, and people were wanting to move 

forward.   
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KKT:  Iôm really into positive psychology, and one of the lingoes that I like so much is, ñYou donôt have 

to be sick to get better.ò  I was really ready to start working with people that wanted to move forward.  I 

was ready to not have to diagnose people all the time, and many of the people that I worked with really 

did not need to be diagnosed.  Thatôs the old medical model, and thatôs what you had to do, so I was 

ready for a change.  

 

I:   I can hear that in your voice.  What were the losses of closing your practice, and what did you learn?  

 

KKT:   My office was in a medical building, and most of the people like myself had been there since the 

building opened up, since the building was built.  We knew each other maybe not on a good friend basis, 

but we saw each other all the time.  Now when I go back there, because I have a couple doctors there, I 

feel like such a foreigner.  Itôs really strange. 

 

It was time for me to leave.  The one thing that I really learned is that the next transition I make needs 

to be a lot faster.  It took me six years from the time I began taking coaching classes until I closed my 

practice.  I could have cut my transition time in half, which means I would have built my coaching busi-

ness faster than I did.  Truth be told, Iôm a real sap, and I just loved my therapy clients.  I think there 

was a big part of me that just didnôt want to say goodbye.  It was like the end of an era.  Thatôs a long 

time to be in the same office.   

 

I:   Definitely, I can understand that, because youôve developed a relationship ï you get to know them, so 

itôs hard to just close them off. 

 

KKT:   Yes, and because there are more boundaries around therapy clients than there are with coaching 

clients, I knew that they werenôt going to email me.  They werenôt going to call me and invite me to 

lunch.  Itôs just very different, so I knew that if I did see them, it would just be because I ran into them. 

 

I:   What were the gifts of this change?  

 

KKT:   For me, it really opened up not just my time, but also opened up my energy and the opportunity 

to put myself fully 100% into my coaching business.  I learned a lot doing my practice for 23 years.  I 

learned a whole lot.  I learned a lot of patience, and I learned a lot of things that I was able to bring with 

me into my coaching business.   

 

It was also really nice for me to just focus on one business.  Of course, I never seem to focus just on one 

thing.  I always seem to have many things Iôm focusing on, but these were two entirely different busi-

nesses, so it was really nice for me to put my energy into just one.   

 

I also have to say, I have a home office, and that part is really nice.  I donôt have to get dressed up 

every day, I donôt have to put any makeup on.  I donôt have to do everything else that you have to do to 

get to an office.  That part is very cool.  

 

I:   Thatôs my favorite part, too.  What are you doing in your business right now? 

 

KKT:   I work with women after the age of 50 primarily, although I do have some that are younger, and I 

work with a few men as well.  But generally, I work with women after 50.  Because of where I come 

from, they happen to be primarily therapists, other coaches, or other heart -centered service providers 

that are wanting to build a coaching business, or that already have a coaching business, but they want to 

move it forward more.  They want to make more money.  They want to package things differently.  They 

just want their business to be stronger for them.  They really want help with breathing more life into the 

business that they already have.   

 

Thatôs primarily what I do, but the other piece is that because of our age, my age, itôs really important  

to make sure that thereôs some good life balance around that.  We have waited a long time for this stage 

of life.  

 

I:  Why did you choose this particular group to work with?  
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Kim Kirmmse Toth  continued...  

KKT:   Primarily, I am that woman.  I am 59.  It really does seem to be the type of women that I attract, 

and I just adore these women.  Theyôre intelligent, theyôre savvy, theyôre fun, and theyôre ready to try 

new things.  I find they are always looking for an adventure, and this either is a new piece in their life of 

something that they want to do, or itôs something that they want to just do differently or do bigger.   

 

I:   Donôt you think women after 50 are more interested in being retired and not working? 

 

KKT:   Some of them may be.  Iôm sure many of them are, if financially they are able to do that.  Iôm just 

not ready for the rocking chair, and I think a lot of women over 50 are not either.  Again, itôs not just 

about the money.  A lot of women need the money, thereôs no doubt about that, but itôs about remaining 

vital and being engaged.  Itôs about taking on new challenges, about pushing ourselves forward to learn 

new things, and just not staying in the same place.  Thatôs not to say that you can't do that on a volun-

teer basis, because you can, but getting paid to do something that you love is a really wonderful thing.   

 

I:   I can see that.  In what areas do you believe many women could take better care of themselves?  

 

KKT:   Well, we could be here for a really long time if I went through all of them!  Thereôs a lot of ways 

that all women could take better care of themselves.  I think that finances is on the top of the list.  A lot 

of us didnôt work if we had children, or like myself, I worked part time, which means I didnôt put as much 

into Social Security as if I had worked full time.  A lot of women donôt work at all when their kids are lit-

tle, or they just have other circumstances going on that they donôt work, which is fine.  But unless you 

have money coming in from somewhere, you could be in really big trouble.  

 

The divorce rate for women over 50 is very, very high.  The other piece of that is, itôs generally initiated 

by the woman.  Divorce hits both people financially very hard, no matter how you slice it.  As women, we 

often donôt pay as much attention to money as we should, and it might be because we donôt understand 

all the investment possibilities.                

 

We arenôt real clear on investments and stocks and bonds.  It also might be that we think or expect our 

husbands or other men in our lives will take care of us.  I know that that is true for a lot of people, that 

that is their expectation.  The sad reality is, it doesnôt happen as often as people may think that it does, 

which means that weôre on our own.   

 

The bottom line is, we need to be financially savvy, and we need to take charge of that piece of our life 

and not expect others to do that for us.  Whatôs that book?  Prince Charming Isn't Coming.   

 

Thereôs a lot of other ways that I think we can take care of ourselves a lot better than many of us do, be-

cause we may have been caretakers for our children or our spouses or our parents, and we may never 

have had the time to really focus on ourselves.   

  

Itôs really important that we look at this time of our lives.  We need to give ourselves time to go to the 

gym or to do yoga.  We need to be sure that we eat well, that we get our eight hours of sleep every sin-

gle night, that we take time for our families, we take time for our friends, and for our spiritual needs.  

Itôs really time that we put ourselves as a priority.   

 

That said, I still truly believe that women can build a business that allows them to do all those things ï to 

earn an income, have fun, take care of themselves, and just be sure that your business doesnôt overtake 

your life.  For a lot of us, when we were younger, and a  lot of younger women now and men included ï 

your work life takes over everything.  Iôd like to think that weôre at a point in our life right now where we 

donôt have to allow that to happen, that we can finally balance all that so that we get all the good pieces 

that are out there.   

 

I:   What are the advantages of women after 50 owning their own business?  

 

KKT:   For me, whether youôre a first time business owner or you have an established business that you 

just want to grow bigger or better, itôs important that youôre really given the opportunity to work with 

people that you really care about, that you really love.   
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KKT:   Hopefully this isn't a time in your life where youôre doing it just because youôve got to save for col-

lege, and you have to make your mortgage payments, and you have to pay your health insurance, but 

itôs really a time where you can share all your gifts of experience and of wisdom, and create a coaching 

business thatôs portable.   

 

Thatôs  probably one of the things I love most about my business, is that itôs a portable business, which 

gives women a great deal of flexibility.  You can build it around your lifestyle, instead of building your  

life around your work, as I mentioned before.  Iôm able to go see one of my daughters, who lives out of 

state, or go to our cottage thatôs in Canada, and still teach my classes, still be where I want to be, and 

work, teach, and meet with my clients  if thatôs how Iôve scheduled it.  I donôt have to just stay home, 

and that part for me means an awful lot.   

 

You get to set up your own hours, you get to take time off.  For me, I like time off in the summer.  For 

some people, itôs more around the holidays.  Youôre in charge, and youôre your own boss.  I think that 

women can really turn their entrepreneurial spirit into a reality when they start their own business.   

 

From what I hear from a lot of women in their sixties or their late sixties, theyôve always wanted to start 

a business, and they just never did for whatever reason.  Now, the idea of it just sings to them, and they 

love it.  Itôs very exciting to watch when I see that happen. 

 

I:   What do you think they need to watch out for?  

 

KKT:   Getting themselves in too deep.  Owning your own busi-

ness, especially when you have a home office means itôs really 

easy to work too much.  When you have an office outside of your 

home, you lock your door and you drive home until the next day. 

When you have your home office, certainly we can shut our 

home office door, and we need to make sure that we really do 

that.   

 

We have the freedom to work whenever we want, but we can 

really overdo that.  Itôs really easy to say after dinner, ñWell, Iôm 

just going to run upstairs and check a few emails, or write this 

report, or do a little a work.ò  If you donôt keep your eye on that, you find out that you can just be work-

ing way too much, and things can get out of balance.  Having a home office can make that really easy to 

do.   

 

The other issue that I know I can get caught up with, and I hear from other women, is not getting out of 

your home office enough, and instead relying on your computer, your website, your E -zine, your emails, 

all of that, to be how you do all of your work.  You can really become very isolated.  I donôt know if you 

find that with your work or not, that even though we are talking to other people, if youôre just sitting in 

this space, it can happen before you know it.  

 

I:  Yes, I can see that.  It would be very easy for that to happen.  

 

KKT: Iôm much more of an extrovert than an introvert, and I really like my alone time, but I also know 

that I need to get out with people. Thatôs something that also can get lost when we hide out in our home 

office.  We really need to make sure that we create time to get ourselves out into the communities where 

we live, to let the people know we exist.  Let the people know that weôre a real person, just not a picture 

on a website.  We can either speak, or we can do networking.  We can run workshops.  Whatever we 

need to do to put ourselves out in the world, and not locked away at home in our sweatpants.  

 

Itôs a lot more powerful for us and a lot more empowering to go out into your community and let people 

know who you are, talk to people, find out what people are looking for, find out what people are wanting, 

and let them know what you have to offer.  Youôre only going to get that first face-to - face when you go 

talk to people.   

 

Thatôs just a little warning, I guess, from somebody who knows that itôs really easy to hide out, and when 

we hide out like that, weôre really playing very small.   
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Kim Kirmmse Toth  continuedé 

KKT: Sometimes, the easiest way to change that is just go out.  Join a chamber, join whatever ï just get 

ourselves out there so that people know who we are.  I can get on my podium with that one.  

 

I:   Some women after 50 may not be computer literate.  Can they still grow a coaching practice?  

 

KKT:   Absolutely.  I know thatôs a fear some women have, but also, I think a lot more women over 50 

are more computer savvy than they may realize.  I donôt know how to do anything fancy, and thereôs al-

ways the community colleges and thereôs a lot of other schools that teach computer skills to people who 

want to learn.  You can also go to your kids or your grandkids or your neighbors, but itôs not like we need 

to know it all, either.   

 

Thatôs the other piece that I think people can get really caught up in.  I donôt know everything about 

computers.  I hire out what I donôt know.  I donôt know how to build a website.  I can hire someone to 

build a website.  I know how to write my E -zine, I donôt know how to put it out to the people on my list.  

I hire somebody to do that.  I personally donôt need to know how to do all that.   

 

I know that thereôs a lot of women that think they 

should know, and I think thatôs fine, but itôs important 

that we not get so caught up in doing things like that 

that we arenôt building our business and doing what we 

need to do to make money.  Thereôs a lot of resources 

out there, and that piece should not at all get in the 

way of women after 50 starting their business.  

 

I:   What is the best way for a woman to promote her-

self if she hates selling?  

 

KKT:   First of all, weôre not used car salesman here, 

and the reality is ï and itôs true for any business in the 

world ï if you donôt market and you donôt sell yourself 

and your products and your services, then youôre just 

not going to have a business.  Thereôs just no other 

way to say it.  You have to be able to put yourself out 

there.  Itôs simply part of the deal.   

 

I think it really does help and again, hopefully women 

that are starting businesses or growing them even 

more so at our age, that we really love what weôre do-

ing.  Weôre really passionate about it.  We want people 

to know what we have to offer.  We know that weôre 

offering something, a service or a product or a pro-

gram, whatever it is, and that itôs something that peo-

ple really want, not just something that people  need, 

but something that people really want.  We are offering 

our clients an opportunity to learn and to grow, and 

weôre offering them that piece.   

 

That feels a lot different to me than selling.  Yes, the only way that people are going to know what we 

have to offer is if we tell them.  You can do that with your website and with your E -zine, but again itôs 

that connection within your community.  Itôs talking to people and hearing their stories, hearing what 

theyôre looking for, whatôs missing for them that theyôre not where they want to be, and then being able 

to say, ñWell, this is what I do.  This is what I have to offer, and it might be something that you want.ò  

That to me has a whole different connotation than selling, do you think?  

 

I:  Definitely.  I definitely feel that way.  What inspires you, Kim?  
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KKT:   Oh, what inspires me é I love seeing people in general grow.  I love seeing people have a dream 

about something, and instead of just wishing, hoping, and praying, that they really do whatever needs to 

be done to make sure that that dream comes true, whether itôs starting a business or traveling the world.   

 

I love being a piece of that process and seeing people move forward.  That was true as a therapist, and 

itôs true as a coach.  Itôs just definitely something that Iôm passionate about, and I put my whole heart 

and soul into that.  Everybody wins.   

 

I:   How do you inspire others and change their lives?  

 

KKT:   We all have things in our lives that we wish maybe didnôt happen to us, or that we could have 

done without, or that we could have just avoided.  IIôve been through my share, and I came out the 

other end.  I have always come out the other end, and I think people like to see that.  People like to be-

lieve that you do move through things.  There may be transitions that are really difficult and we wish we 

didnôt have them, but youôll get through it.  I got through it.  Youôll get through it.   

 

We have choices, and if we look at the world as a positive, loving place and we embrace people that are 

part of our support system that urge us on and tell us to keep going, and weôre great, weôre wonderful, 

and weôll get through it.  Donôt hang around with people that are the naysayers.  Theyôre those negative 

people that say, ñOh, you can't do that!  Youôre not smart enough, or youôre not clever enough.ò  Those 

people, you just need to stay away from.  I guess thatôs it in a nutshell. 

 

I:   Do you have any other words of wisdom?  

 

KKT:   I think weôre in a time and a place right now where there are so many opportunities for women to 

be that entrepreneur that theyôve maybe always wanted to be, but never had the time.  It was never the 

right space in their life.  Whether itôs a coaching business or any kind of a business, anything, this is a 

time to go after those things that we have always wanted and for whatever reason we werenôt able to do.   

 

Itôs really an opportunity to expand your own personal achievement, your autonomy, and at the same 

time to fill your purse and your bank account and have that sense of financial security.  As we talked ear-

lier, we have to take care of ourselves in many ways, and financially is one of the biggest pieces of that, 

because we can't expect other people to do that for us.   

 

Take a leap ï have a leap of faith, and believe that you can go out and do whatever you want to do.  This 

is the time of your life that youôve been waiting for, so you donôt want to spend it in a rocking chair sit-

ting on your tush.   

Learn how to start a coaching business or breathe life into the one you already have,  

while you are doing what you love, getting paid what you are worth and  
still have the lifestyle you have earned:  

 

http://www.positiveaginginc.com/  
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Michael Gerber  

is the founder of Michael E. Gerber 

Companies , a coaching, training, and 

education firm he created in 1977 to 

transform the development of small 

businesses worldwide.  Now approach-

ing his 32 nd  year, Michael E. Gerberôs 

extraordinary work has achieved stun-

ning results by transforming more than 

65,000 businesses in over 145 coun-

tries. His book, The E - Myth Revisited , 

has been translated into 29 languages , 

and used in 118 universities in the 

world.   

 

Michael Gerber has founded 11 new 

ventures in the last four years.  Michael 

lives with his wife, Luz Delia, in Carls-

bad, California, where they are inten-

tionally and joyously pursuing their 

shared vision for transforming the 

world one business at a time .  

I:  I understand that Dave Ramsey, Robert 

Kiyosaki, Jack Canfield, and Tim Ferriss all 

recommend your New York Times  bestsel-

ler, The E -Myth Revisited.   What is the  

E-Myth?  

 

MG:   The E -Myth is the entrepreneurial 

myth.  It essentially is the cause for the 

vast majority of small businesses to go out 

of business on a regular basis.  The entre-

preneurial myth means the people who 

start businesses, arenôt really the entrepre-

neurs we think they are, but rather what 

Iôve come to call ñtechnicians suffering from 

an entrepreneurial seizure.ò 

 

They create a job for themselves, rather 

than creating a business that can operate 

without them, without creating a business 

thatôs scalable, without creating business 

that has its own form, substance, and sys-

tems that operates independent of the 

founder, independent of the owner.  

 

I:   I see.  Why do entrepreneurs fail?  

 

MG:   Entrepreneurs fail for all sorts of rea-

sons, but true entrepreneurs fail simply be-

cause the timing of what theyôve invented 

isn't right, the capital isn't available, or they 

missed the point in the starting of their 

venture.  The fact of the matter is that the 

people that you think of as entrepreneurs 

arenôt really entrepreneurs at all.   
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MG:  Entrepreneurs in the main succeed or fail very, very abruptly because they always start something 

thatôs significantly bigger than anything theyôve ever done before, significantly different than anyone has 

ever done before, and because of that, theyôre playing in a very, very, very solitary and unusual game.   

On the other hand, all the other guys who start companies arenôt entrepreneurs at all.  As I said earlier, 

theyôre technicians suffering from an entrepreneurial seizure, and they create a job for themselves, and 

now theyôre working for a lunaticðthemselves.  They get busy, busy, busy, busy doing what they know 

how to do, but fail to do all of the things they absolutely must learn how to do in order to build a busi-

ness that really works.  

 

I:   I know that you started The Dreaming Room at the end of 2005, which is a two -and -a-half day inten-

sive.  From your experiences with The Dreaming Room, you wrote Awaken the Entrepreneur.  First, what 

is The Dreaming Room, and what happened that inspired the ñawakeningò book? 

 

MG:   The Dreaming Room is what I call an entrepreneurial incubator; not an incubator for the business 

per se, but an incubator of the entrepreneurial personality.  In my book, Awakening the Entrepreneur 

Within, the subtitle of which is How Ordinary People Can Create Extraordinary Companies without any 

experience to guide them, Iôm essentially describing or defining what an entrepreneur actually is in a way 

that has never been defined before.   

 

I speak of the four personalities of the entrepreneur that are critical if anything of substance, anything of 

value is going to be created.  

 

I:   Can a technician be transformed into the entrepreneur that is needed to run these businesses?  

 

MG:   The technician first of all has to understand itôs not knowing how to do the work in your business 

thatôs going to make you successful at that.  Itôs knowing how to convert the work that you do in your 

business into an intelligent system that you can then delegate to others to utilize to produce the result 

your company has been created to produce.  I talk about those four personalities, and theyôre very, very 

critical, if the technician in us is going to give way to the entrepreneur within us.   

Thatôs the dreamer , the thinker , the storyteller , and the leader .  

The dreamer  has a dream.  Thatôs a picture of a great result.  The dreamer sets out to create a great 

result.  Martin Luther King, not an entrepreneur but certainly a dreamer, said very, very simply and 

straightforwardly, ñI have a dream.ò   

 

The truth is, most entrepreneurs have a dream.  Walt Disney had a dream.  Michael Dell of Dell Com-

puter had a dream.  Steve Jobs had a dream.  These true entrepreneurs, true creators, certainly and ab-

solutely have a dream.  Itôs bigger than life, and theyôre pursuing it with everything they have. 

The dream is not enough.  The second part of the entrepreneurial personality is the thinker .  The thinker 

has a vision.  The dreamer has a dream, a great result, and the thinker has a vision for how that great 

result is going to be produced.  That business model will enable that great result to be manifested in the 

world.   

In our particular case, when we started in 1977 with what then was called the Michael Thomas Corpora-

tion.  I was Michael and the other guy was Thomas.  I had a dream , and I had a vision .  My dream was 

to transform the state of small business worldwide.  My vision  was to invent the McDonaldôs of small 

business consulting.  I absolutely knew that the key to being able to transform the state of small busi-

ness worldwide was to do with consulting with small businesses exactly what Ray Kroc did at McDonaldôs, 

and transform the state of small businesses by developing a system ï a turnkey system that could be 

delivered absolutely every single time without fail.   

The third part is I had a purpose .  Every entrepreneur has a purpose.  They must have a  purpose, and 

the purpose overrides everything else.  The purpose in our case was that no one would ever have to start 

a small business and fail.  Now, understand fully 90%, nine out of ten of all new businesses will be out of 

business within five years.  Itôs staggering when you think about it.  Given those statistics, one asks, 

ñWhat is it then that causes those businesses to fail?ò   
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Michael Gerber continuedé 
MG:  What it is, is what I said earlier.  Theyôre not really entrepreneurs.  They go to work, they do what 

they think needs to be done, but they donôt know how to do anything else.  The purpose must address 

someone, someone specific, who is going to become the customer for your business who isn't getting 

what they need in their life, and your business is going to provide it to them better than anyone else has 

ever done it.  

 

Finally, there is the mission .  I have a dream , I have a vision, I have a purpose , and I have a mission.  

The personality of the entrepreneur who has a purpose is the storyteller .  Entrepreneurs tell stories.  

Entrepreneurs who donôt tell stories cannot in fact awaken the energy thatôs absolutely essential if a busi-

ness is going to thrive.   

 

Finally, the leader  has a mission.  So weôve got a dreamer, weôve got a thinker, weôve got a storyteller, 

weôve got a leader.  We have a dream, we have a vision, we have a purpose, and we have a mission.  

The mission is to invent the system through which your dream, your vision, your purpose can be real-

ized, and that system must be scalable.  That means it can grow, grow, grow, grow, grow, and deliver 

what it is youôve invented to truly have a transformational impact on the world.  Thatôs the fundamental 

principle of awakening the entrepreneur within, and the fundamental activity we engage in in The 

Dreaming Room.  

 

I:  Quite an impressive model you have there  

 

MG:   Well, thank you.  

 

I:   What is the new kind of entrepreneur?  

 

MG:   The new entrepreneur is interested in doing something more than simply making money, more 

than simply growing a company.  The new entrepreneur truly wants to have that transformational impact 

on the world.  ñThe company that I create,ò the new entrepreneur would say, ñhas to have meaning.ò   

There has to be something beyond simply the business of business.  In order to be satisfying, in order to 

be deliberating, in order to be conscious, Iôm convinced that we are going to have a profound impact on 

people and on the circumstances which possess those people which those people suffer from.  Thatôs 

what entrepreneurs in this new age of the new entrepreneurs, as I think of it, are going to be focusing 

their attention on.   

 

The perfect example for the new entrepreneur is Muhammad Yunas, the inventor of Grameen Bank micro 

lending in Bangladesh.  He has literally transformed the lives of impoverished women by the millions be-

cause of the unique business model that he invented and has continued to grow throughout the world.  

Itôs absolutely stunning what Muhammad Yunas has done.  In his book, Banker to the Poor, he tells the 

story about how he did it.  Itôs truly remarkable when you think of it, that anybody, literally anybody who 

has a dream, a vision, a purpose, and a mission who is truly called to have a profound impact on the 

conditions that people suffer from in the world can create a great company.  

 

Itôs that individual who is called to do that and is determined to learn how to do that, and is willing to 

take the risk to do that, who I refer to as the new entrepreneur.  

 

I:   They not only just want to make a business, they want to make a difference ï a big difference.  

 

MG:   They want to make a difference, and they want to make a difference differently.  They want to 

make a difference differently and passionately, and nothing, absolutely nothing, will keep them from do-

ing it.   

I:   I like people who are that fired up.  I understand you wrote an additional new book based on your re-

flection of both The Dreaming Room and the  Awakening  ï can you share with us a little about your new 

book, The E -Myth Enterprise?   
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MG:   The E -Myth Enterprise is really a set of stories dealing with four premises, and that is that a com-

pany, if one were to think of it as a model, is a visual model , an emotional model , a functional 

model , and a financial model .  It also is visual, emotional, functional, and financial in relationship to its 

four primary influencers.  Those four primary influencers are of course the customer , the employee , 

the supplier , and the lender or investor .  Each of those primary influencers has their own visual, emo-

tional, functional, and financial preferences.   

 

Every single entrepreneur who starts a company must start a company think-

ing visually, thinking emotionally, thinking functionally, and thinking finan-

cially.  When you begin to put those four pieces together and apply them to 

any company that you might think about, you will see exactly where that 

company succeeded in applying these principles, and the action that their 

business took every day and where they ignored them.  Iôm saying, ignore 

them at your own risk.   

 

The E -Myth Enterprise is really a series of stories of individuals who didnôt ig-

nore those, but absolutely pursued them with everything they had.  We give  

a visual, we give an emotional, we give a functional, and we give a financial 

template for an individual to understand better what I mean by that.  

 

I:   You were talking about the different things that you need to have as an 

entrepreneur.  How many people, would you say, have all four of those ingre-

dients?  

 

MG:   Iôd say that weôre all potentially active entrepreneurs.  I say that weôre all born with an entrepre-

neur within us.  The entrepreneur is nothing other than a creator.  Thatôs what an entrepreneur is.  Each 

and every single one of us has a creator within.   

 

Our problem is that part of ourselves is pretty much subjugated by our parents, by our teachers, by our 

peers, by our bosses, by our friends, by our associates, and on and on and on to the point where very, 

very few of us ever live the truly creative life.   

 

The Dreaming Room is my attempt to awaken that creator inside of the people who come to participate.  

In other words, to me, everybody is stuck where they are.  I would say itôs not only to me, I think proba-

bly everybody knows to the degree that they are stuck where they are and can't get beyond it.  We can't 

get beyond it because our imagination can't see anything beyond it.  We feel compelled to be and to do 

the things we do, and to be the person we are.   

 

Iôm suggesting we are significantly more than the person we know, and the person we have been, and 

the habits weôve developed over our lifetimes  Iôm saying at the age of 74 that every single one of us can 

rise above it.  The way we rise above is to begin to understand the potential of rising above it, and be-

ginning to get the experience of actually actively pursuing that part of ourselves that lies above it and 

beginning to feel the movement within ourselves that causes us to begin to see whatôs missing in this 

picture.  As we begin to see whatôs missing in this picture, we get to begin to experience a new taste of 

what living is all about.  As we begin to do that, we begin to ask the question, ñSo what else could I do, 

other than what I have done to give other people the experience that Iôve just had?ò  Thatôs where all of 

this begins.  

 

I:  So when you have The Dreaming Room, youôre really bringing the magic, the creator within us out. 

MG:   Absolutely, and thatôs what Iôm doing, thatôs what theyôre doing, thatôs what everybody in The 

Dreaming Room is doing.   

 

Itôs absolutely astonishing when you experience it.  People as they walk into The Dreaming Room are not 

able to appreciate whatôs about to happen.  People walk out of The Dreaming Room shocked, and theyôre 

shocked at how long theyôve allowed themselves to live without truly tapping into an imagination that 

was actually a stranger to them.  Theyôre like a stranger living in a strange land, like Heinlein said.  

Theyôre not truly aware of how much creativity resides within them, because nobodyôs taught them how 

to tap into it.                                                                                            (Continued next pa ge. )  
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MG:  Thatôs what we do in The Dreaming Room.  Thatôs what weôve done at E-Myth Worldwide.  Thatôs 

what weôve done in working with the tens of thousands of small business clients, the technicians Iôve 

talked about who have broken businesses, simply because they have broken imaginations.  They truly 

donôt understand or appreciate how different their business can actually be by beginning to see some-

thing they had not seen before, and the extraordinary potential of it.   

 

This is not just motivation.  This happens, and has to happen, inside of every single individual.  You can't 

make them do it.  You can't simply teach them to do it.  They have to be hungry for something other 

than what they have.  

 

I:   I see.  Youôre the number one small business guru and also a coach, and have several coaching pro-

grams.  What type of person do you work with?  I understand that there are going to be entrepreneurs, 

but who usually comes to you?  

 

MG:   Weôve worked with just about everybody.  Name it.  People ask a question, ñIs this appropriate for 

this particular kind of business, or this particular kind of individual?ò  No.  Itôs appropriate for anybody 

who comes and says, ñLetôs do it.ò   

 

In fact, thatôs simply what it is.  Letôs do it.  Letôs just do it.  I donôt care who it is, I can tell you abso-

lutely someone, everyone, anyone who rises to the occasion will begin to discover something inside of 

themselves that will reveal itself in a way it had never revealed itself before.  There are CEOs of compa-

nies who walk in with a company thatôs dead in its tracks, and walk out with a company that they never 

could have imagined they would be leading forward into a completely new role, a new game, to do some-

thing they hadnôt even conceived of before.   

 

All this happens in a very short period of time.  Itôs absolutely stunning.  Itôs absolutely astonishing.  

When I did my first Dreaming Room in December 2005 I hadnôt a clue, actually, what I was going to do.  

I just said, ñCome dream with me.ò  A blank piece of paper and beginnerôs mind ï thatôs how we start 

every Dreaming Room, with a blank piece of paper and beginnerôs mind.  Not with an idea of what weôre 

going to do, not with a need to pursue some particular vector, not to actually actively engage with some-

one I already know inside of myself.  No ï itôs a blank piece of paper.   

 

Itôs a blank piece of paper regarding your life, regarding your career, regarding your relationships, re-

garding your company, regarding entrepreneurship, regarding work, regarding creativity, regarding 

imagination.  Blank, blank, blank.  Thatôs what is so exquisite about it ï it just begins to reveal itself.  If 

weôre present, if Iôm present, if theyôre present, if weôre passionately convinced that this game weôre 

playing has value to uncover something we have never uncovered before, something magical will hap-

pen.  Itôs that magic weôre all looking for. 

 

I:  You have the book, The Most Successful Small Business in the World.  Will you share a little about 

that book with us, please?  

MG:   Itôs very difficult to do that in a short interview, but let me say it revolves around the ten principles, 

and the ten principles simply tell you that there are fundamental realities of a business thatôs going to 

soar, going to grow, going to be exponentially successful in what it chooses to do.   

 

The Most Successful Small Business in the World  essentially says that every single small business that 

exists on this planet can be the most successful small business in the world, if you in fact go through 

each of the ten principles and apply them.  You will see that each of them call you out of yourself to 

reach for something higher than you are, and in the process of doing that, something truly remarkable 

happens.  It happens again and again and again and again ï the ten principles never fail.   

 

Iôll say to anybody who is listening to this or reading this, thatôs exactly what they need to do.  Go read 

The Most Successful Small Business in the World and go acquaint yourself with the ten principles, and 

suddenly youôll be in a new world.  Thatôs why I say, anyoneôs business can become the most successful 

small business in the world, because the world weôre speaking about is a completely different world than 
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MG:   We do.  We have.  We will.  Thatôs why weôre here. 

 

I:   What can we expect from you in the next year?  

 

MG:   Weôve started two new companies over the past 15 months, the first of which is called Michael E. 

Gerber Partners.  Michael E. Gerber Partners is really a social network, a business network that effec-

tively enables every single vertical market in the world, whether that vertical market be a chiropractor or 

an optometrist or a financial advisor, etc. to truly understand how to apply the E -Myth point of view.  Go 

to work on  your company, not in  your company.  Create a company that works without you as opposed 

to because of you.   

 

To apply that and to do that, Iôm seeking out co-authors to co -author these 

vertical E -Myth books.  We have nine books on their way to being published, 

the first of next year.  I mentioned two of them ï The E -Myth Chiropractor , 

The E -Myth Optometrist .  Weôve just published The E -Myth Attorney: Why 

Most Legal Practices Donôt Work and What to Do About It.   

 

There are 310 such vertical markets that weôre focusing our attention on over 

the next three years, which means there will be 310 new E -Myth books telling 

through the eyes and voice of the generalist ï thatôs me , and that specialist ï 

thatôs my co-authors ï who have taken the E -Myth point of view and applied it 

in a profound way to truly transform the state of their practice so they can 

now go out and teach their peers in their market, in their industry.  They show 

other chiropractors, other optometrists, other financial advisors how to apply it 

as they have.   

 

As we begin to do that, we see it as the largest social network of its kind in 

the world, raising all business to a level of performance and productivity unlike 

anything thatôs ever been done before in every industry.  Thatôs one company. 

 

The second company is called Origination, and itôs the new venture development process by which we 

engage the unemployed, the underemployed, the self -employed and sole proprietors in a process that 

begins with The Dreaming Room, and then takes them through four very distinct steps of development.   

 

We call them very, very simply, the New Venture Development Process.   

 

The first is Leap .  The second is Affirm .  The third is Launch .  The fourth is Grow .  Through the pro-

gram weôve developed called Leap, Affirm, Launch, and Grow, we expect to start hundreds of thousands 

of micro companies by engaging the entrepreneur within each and every one of those founders, to teach 

people who normally depend upon a job and who can no longer depend upon a job, to show them that in 

fact they donôt have to depend upon getting the job, that in fact they can create jobs for countless other 

people while teaching them at the same time how to awaken the entrepreneur within themselves.  In my 

mind, itôs an economic development program and process unlike anything thatôs ever been done before. 

 

Thatôs all weôre doing over the next year. 

 

I:  Fascinating.  Itôs incredible what youôre doing. 

 

MG:   Thank you.  

I:   Can I ask you a couple personal questions, if you donôt mind? 

 

MG:   Of course.  

 

I:  What inspires you?  

 

MG:     What inspires me?  Itôs a great question, and I donôt mean to belittle the question, because Iôm 

asked that all the time.  Where do I get my passion?  Where do I get my interest in doing all of these 

things?                                                                                                           (Continued nex t page.)  
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MG:  What inspires me is creating.  I love to create.  I cannot not  create.  Creating is key.  Without cre-

ating, life is meaningless.  I believe in earnest that if weôre born in the image of God, and I believe we 

are, weôre born to create.  Here we are, on this earth.  Weôre born to create.  Weôre born to fix the world, 

and itôs endless.  There are an infinite number of things we could do, and those infinite number of things 

are simply calling to us, and to the degree weôre awake and looking, we see them.  Theyôre so exciting 

and enticing when you begin to understand how broken the world is, and yet how extraordinarily remark-

able it is to fix it.   

 

Thatôs what I do.  I just continue in the pursuit of my dream, my vision, my purpose, and my mission, 

which hasnôt changed in the past 40 years.  The dream is the same.  The vision is the same.  The pur-

pose is the same.  The mission is the same.  Itôs simply pursuing it to discover how to do it better and 

better and better than itôs ever been done, and thatôs endless.  I know Iôll not figure it all out, but thatôs 

also whatôs exciting about it, because I know somebody will. 

 

I:   How do you inspire others and change their lives?  

 

MG:   Very simply.  I write books.  I speak.  I just came back from an event in Las Vegas where I was a 

keynote speaker.  The event started out discussing growing a business.  By the time I was done, people 

were crying.  People were coming up to me and asking, ñHow do I get to feel that way?ò and I had to say 

to them, ñYou are feeling that way.  You can't help but feel that way.  Itôs why weôre here.ò   

 

As you begin to do that, writing books, speaking, creating companies that have a profound impact on the 

people who work there and the people who buy from us, the people who are developers with us and so 

forth and so on, all of those things come together to have a profound, profound, profound impact.  

 

I know thereôs going to be, as itôs been said, a tipping point ï meaning at what point in my life does the 

true transformation of small business occur?  The true transformation, because weôve awakened the en-

trepreneur within countless of millions of people, and we donôt know what that will be and we donôt know 

when that will be, but we know the fundamental principles are true because weôve applied them, applied 

them, and applied them again and again.  Weôve watched them in every kind of business possible, and 

every kind of individual possible truly have their transformational impact, so I know weôre doing the right 

thing.  All we have to do is to continue to pursue it with everything weôve got, and in the process we will 

awaken the entrepreneur within millions upon millions upon millions of people in the world, and as we do 

that, the world will truly be shifted into a completely new plane.  I honestly believe thatôs true. 

 

I:   I can tell that you do.  I believe you too.  What made you choose this arena for your lifeôs great work? 

 

MG:   Who knows.  First, I was doing this, then I was doing that, and here I am.  The truth is if we go 

back to the day I started my first company in 1977, nobody would have ever been able to say that I 

would be successful at doing this.   

 

I didnôt know anything about business.  Iôd been a hippie when there were hippies.  Iôve been a beatnik 

when there were beatniks.  I was a jazz saxophone player.  I was a framer of houses.  I wanted to be-

come a contractor.  I had absolutely no notion that I would be doing this at all, and then a friend of mine 

asked me to do him a favor, and that favor led to the insight which essentially told me, ñMy God, I 

thought everybody who owns a business knows what theyôre doing.ò  I suddenly discovered they didnôt, 

and I was called to it.   

 

So who knows when these things are going to happen to you?  I have to say to every single individual I 

ever meet that you cannot possibly know when that epiphany is going to strike you and youôre going to 

be called to it.  You can't know.  All you can do is live your life as though itôs about to come, and if you 

live your life as though itôs about to come, it will.  When it does, it will hit you over the head in a way 

youôve never been hit before.  Thatôs the most extraordinary moment when you suddenly awaken and 

see what youôve been missing. 

 

I:   You probably get this question a lot, but what advice would you offer someone thinking about opening 
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MG:   I would say, stop.  Donôt open that business.  Come dream with me.  Come to The Dreaming Room.  

At Origination, we are licensing, certifying Dreaming Room facilitators.  I did The Dreaming Room 58 

times myself.  I led 58 Dreaming Rooms, all to the point where I would be able to invent a system so 

that I could turn around to somebody like you and say, ñWould you like to have this impact on people 

you know?  Would you like to have this impact on people who are thinking about starting a business?  

Would you like to have this impact on people who are stuck and perhaps unemployed and simply donôt 

know where to go or what to do?  You can ï because we can teach you how to do that.ò 

 

Our intent is to have thousands upon thousands of Dreaming Room facilitators around the world.  We 

now have a Dreaming Room facilitator in Colombia.  We have a Dreaming Room facilitator in Sweden.  

We have a Dreaming Room facilitator in Denmark.  We have two Dreaming Room facilitators in South 

Africa.  We have a Dreaming Room facilitator who just left the training to go back to Sydney, Australia, 

where he is going to begin to conduct Dreaming Rooms there.  Throughout the world, absolutely 

throughout the world, and weôve only begun training Dreaming Room facilitators three months ago.   

 

You have to understand, itôs already happening.  Itôs already happening, and I would say to anybody who 

for any reason whatsoever thinks theyôre going to start a business, please, please donôt.  Donôt start your 

business yet.  Before you ever write a business s plan, before you ever open your door, you have got to 

come dream with me.   

 

Youôve got to come to a Dreaming Room, and the reason you have to do that is because you have to dis-

cover your passion.  You have to discover the meaning of the business you wish to create.  You  have to 

discover the truly, profoundly important reason for doing this, other than simply creating a job for your-

self.   

 

Creating a job for yourself is the worst thing you could possibly do, but creating a dream for yourself, a 

vision for yourself,  purpose for yourself, a mission for yourself, I can tell you that no business will fail 

that is absolutely consumed and obsessed by those four words ï dream, vision, purpose, mission .  

Then, once that happens, youôll begin it in exactly the way that is necessary for you to build a scalable 

model so it can be replicated successfully again and again and again, just like a McDonaldôs hamburger 

stand could.   

 

I:   Iôll tell you, Michael, I think it was Walt Disney who said, ñCome back and rediscover your childò ï I 

think youôre the Walt Disney for small businesses.   

 

MG:   Thank you.  Nobody has ever called me that before, but I love it.   

 

I:   I really appreciate you being here.  Thank you so much for joining us and sharing so much of your 

passion with us.  

  

MG:   My delight.   

 

http://www.inthedreamingroom.com/michael - gerber.html  

http://www.inthedreamingroom.com/michael-gerber.html


Jackie Lapin  

works with clients for trans-

formation business consult-

ing, helping them to con-

sciously create remarkable 

business breakthroughs.  

She is a master of practical 

conscious creation and one 

of the worldôs leading media 

relations consultants.  

She married both of these in her 

career serving her transforma-

tional business consulting clients 

and giving individuals and en-

trepreneurs the skills to become 

happier, more successful, and 

more prosperous.  Particularly, 

she helps authors, speakers, 

and coaches achieve fame and 

fortune through radio publicity.   

I:  So how did you become an 

expert in both media relations 

and author marketing to the 

personal development self -help 

marketplace?  

 

JL:   I have a long history in 

publicity. Iôve been in the busi-

ness more than 30 years and 

among my unique claims to 

fame is that you have me to 

thank for the worldwide poker 

phenomenon, among other 

things.  

 

I:   Oh, wow!  

 

JL:   My clients have included 

Caesarôs World, AT&T, Mazda, 

Toyota, the World Poker Tour 

and many additional  major 

companies.  Iôve been very suc-

cessful over the years in this 

area, but about five years ago I 

started on my own spiritual 

journey.  I wanted to look at 

why my life wasnôt really turning 

out exactly as I wanted it to, so 

I began to read a lot of really 

empowering books by some of 

the tremendous people in this 

self -help genre. In the process, 

I began to see a thread that I 

hadnôt felt that anybody else 

had addressed.  
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JL: That was how our energy really could influence our ability to manifest -- and that really we could learn 

to manage our energy, to raise our personal frequency.   

 

About the same time I realized that I could ask the Universe questions and get answers.  So I said to the 

Universe, ñIf I can get millions of people playing poker all over the world, what am I really supposed to 

be doing with these skills?ò   

 

I then had this amazing experience.  I call it a ñUniversal download.ò It was a vision that I should teach 

people how to consciously create their lives -- and then how to do the same thing for the rest of the 

planet. So I embarked on writing a book called The Art of Conscious Creation: How You Can Transform 

the World, which we turned into a number one bestseller on Amazon. Iôm very pleased to say that people 

constantly write to me about how it has changed their lives.   

In the process of launching the book, I realized there was really no central source of information and/or 

list of radio shows that focused on the personal development marketplace.  So I set out to create this list 

initially for myself.  Then when we finished, I realized we had more than 700 radio shows that specialized 

in personal development.   

 

I thought to myself, ñIf I can use this, then there have to be a lot of other people out there who can also 

find this useful.ò  Thatôs how I ended up creating a Personal Development Radio Media Tour where we 

introduce authors/speakers/coaches and leaders to these 700 radio shows, plus a number of other shows 

across the broadcast market that are aligned with their subject matter.  Itôs really been an enormous 

success and Iôm having a lot of fun with it. 

 

Thatôs how I segued from my PR career into the spiritual/self-help world, learning a lot more about 

coaching and consciousness, and then into servicing the wisdom teachers in that that area because I felt 

that there was such a void.   

 

I:   I know that most people think that TV is the key to book marketing, but tell me why you think target-

ing radio is so important.  

 

JL:   I find that radio really is a powerful medium to drive book sales.  When youôre on television you 

might or might not have a crowd thatôs actually interested in your subject.  Itôs a real shotgun approach. 

But when you get on particularly targeted radio shows, you are actually talking very specifically to those 

people that have already demonstrated an interest in your subject matter. Furthermore, I think that 

there is a real value to internet radio that I believe a lot of people overlook. They seem to think that if itôs 

not on broadcast radio, that it doesnôt have value. I can tell you that is not, in fact, the case.  You get a 

more targeted audience thatôs loyal and is already predisposed to buying.   

Here are some of the contrasts.  In broadcast radio you might get 10 minutes, if that, and youôre usually 

closer to five.  You get one chance to give your website and the host will almost never have read your 

book.  In internet radio, you get an hour, you get more time to sell and impart your message. Itôs a 

much more targeted audience that are probably book buyers in that genre. The host will have likely read 

your book. The host will probably help  you sell your products and your book. Itôs amazing because they 

often praise your book and encourage people to read it because they have found value in it.   

The host will also let you mention your website multiple times. He or she will encourage you to give a 

free website offer that drives opt - ins. If you have a free E -book or a free gift, something that is an as-

sessment tool or that drives people to your site and you get to talk about it. And best of all, you can pro-

mote more than your book. You can up -sell your coaching programs, your seminars, and anything else in 

your funnel.   

 

Whatôs really nice about Internet radio is it also stays on the web for years, so that you get residual buy-

ers from people who hear your interview later on. I continue to get emails and book sales from one par-

ticular show that I did more than two years ago.  

When you start using internet radio, as well as broadcast radio, youôve got a great mix. I think you see 

not only your sales jump, but your opt -in rates really improve.  Even if you donôt sell the listener right 

then, by getting him or her into your opt -in list youôve created an opportunity for future sales. 
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Jackie Lapin continuedé 
I:   Well I completely agree.  I know that I look for specific radio stations that hold my interest.  With so 

many internet radios shows out there, you have to pick the ones that are most meaningful to you. This 

makes complete sense to me, having a focused audience.  Who should an author be targeting in a public-

ity campaign, and how important is segmentation?  

 

JL:   Essentially when youôre looking to get into the marketplace, you really need to find the key people 

that are aligned with your subject matter. You donôt just want to go broadly mainstream.  You really 

need to segment your market according to whom it is that youôre speaking to now.   

 

For example, in terms of the TV media, youôre going to want to talk to morning drive time because those 

are the shows that really give time for books and programs that are of service to their viewers. So you 

want to look for the producers or the booking people for those morning shows. Then you want to ap-

proach the regular newscast, and youôre going to be looking for planning desk editors or assignment edi-

tors. Those are the people who make the decisions for the news broadcast, but you need to have a com-

pelling news angle in order to break into the actual news segments.  

 

With radio youôre looking for the producers of the radio shows. You can reach out to 

the host, but itôs not likely the host is actually going to book the show.  Itôs usually 

going to be the producer of the show.  If itôs really timely, something connected to 

a current news story, you can contact the news director at the station.  

 

With print magazines you target the editor or the book editor. Also contact the sub-

ject editor of whatever it is that youôre writing aboutéhealth, spirituality, features, 

business, etc. Look at similar articles that have been written in the past, see if that 

writer is on the magazine masthead, and then send your pitch to that person di-

rectly.  

 

With newspapers, again you need to pick the subject matter.  These days, if itôs 

spiritual or self -help, for instance, theyôre not writing much about it in the book sec-

tions. But if you get a really topical subject matter, you might be able to get into 

the feature section, so look for the features editor. If itôs a business book, consider 

approaching a business columnist.     

 

Today, you also donôt want to overlook some key bloggers and websites that cover your subject matter 

as well.  In those cases you have to sort of hunt around as to who the webmaster is or who the editor is.  

Sometime itôs very elusive, but it is worth the effort. Website commentary is really driving product these 

days and you donôt want to overlook that.  

Those are some of the different media segments that you want to reach. But I invite you to truly focus in 

on media covering your target subject matter. Hereôs another example, we worked with the author of the 

book Love Your Body, Love Your Life; it was targeted to fashion, beauty, fitness and women. Focus on 

your area.   

Target the media segments that are akin to your book, and donôt overlook them just to make a main-

stream media push.  

 

I: Okay, say I have a target market that I think I want to focus on. How do I find those media?  

 

JL:   Thatôs one of the things that is a bit more difficult. The internet has made it much, much easier to do 

today because you can simply do your research online as to who the editors are, who the producers are, 

etc. But the simple answer is, in a lot of cases, you really need to get on the phone. Get their phone 

numbers and their emails, because the email is going to be the most immediate way that youôre going to 

contact them. And you will do the follow -up by telephone.  

In the process of your research, donôt overlook your hometown media.  The hometown media is really 

important. Theyôre the people who are actually most likely interested in what you have to offer, because 

they want to know whatôs going on in their region.   
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I:  So how do you get these producers so excited that theyôre chomping at the bit to book you?   

 

JL:   The real key to this is having a powerful pitch letter. You want to write a pitch letter that makes 

them pick up the phone right away and call you or email you.  So, Iôm going to tell you what goes into a 

great pitch letter.  

 

The first thing is you want to get their attention, but in a good way.  The really critical part of it is the 

lead paragraph, and there are different ways to make that lead paragraph really interesting.  The first 

one is to ask a question.  One of the things that I did when I was launching my book is to lead with the 

question: ñWouldnôt life be nice if you could create a blueprint for it and it would end up just exactly as 

you imagined?ò  People thought, ñOh, thatôs kind of interestingéò and it would draw them in. So a ques-

tion is a really good way to start.  

 

Another one is a bold statement.  State something very powerful that is perhaps against the grain, or 

something people wouldnôt expect to hear --  and use that to lure somebody in.   

 

Another option is an unexpected juxtaposition, saying something like: ñItôs snowing in the Mohave Desert 

today.ò  People donôt think that it snows in the Mohave Desert, so you juxtapose those two kinds of 

things, and people ponder, ñWhat is this about?ò It creates curiosity. 

The next thing is to state a problem.  What is wrong in the world to which you are the solution? Paint a 

scene of something thatôs traumatic and emotional, that makes somebody feel something and they think: 

ñWe need to have a fix for this!ò What is the problem that exists that you are the solution to?  Thatôs 

what you have to answer in this letter.  

 

Or try a revelatory declaration ï declare something!  ñI am going to swim across the English Channel to-

day.ò  Producer thinks, ñWow. How are you going to do that?ò  So people are going to want to know. 

Be topical. You can key on whatôs in the news, a really good way to get people interested.  We wrote a 

pitch letter for a company that produced a product that kills bacteria and we alluded to the swine flu in 

the opening paragraphs, when the swine flu was at its peak. You want to be topical.  What is it thatôs in 

the news right now that makes sense regarding this book or program you are offering?  

Say something only you can say, that is so unique to you and can apply to no one else. My letter would 

say for example, ñI am the master of practical conscious creation.ò It can only apply to me because thatôs 

my platform. There are ways that you can create something thatôs uniquely yours. 

 

Another thing is to tweak, tease and intrigue. You can tweak the broadcaster, especially if you know a 

little bit about the host or the show. You pick on something that is of interest to them.  Tease them 

about it.    

Another thing that really works is ñ10 Tips.ò  ñI am going to offer your listeners 10 tips on éò ---  10 tips 

regarding whatever you are an expert in. Make sure itôs interesting and it has not been overdone any-

where else.  

 

You also can talk about how an interview with you benefits their listeners. This is very, very important.  

What is it those listeners are really going to want and need, and can get from you, that is going to 

change their lives?   

 

Hereôs another compelling question: What can you say thatôs never been heard before?  For example, 

what I talk about is aligned with Law of Attraction and a lot of people have talked about Law of Attrac-

tion, but nobody talks about personal frequency management , which is my unique ñtakeò on manifesting.  

So itôs different than what anybody else has heard, and even though there may be some similarities, it is 

uniquely me.   

You want to tell your own powerful story.  If you have a rags - to - riches tale or you have overcome illness, 

or thereôs a miracle thatôs happened in your life-- any one of these have made you the hero in the story. 

You want to tell that story because listeners think, ñIf she can do that or he can do that, well, then I can 

do it!ò Thatôs a powerful inducement to the producer. You want to illustrate that you know what youôre 

talking about in your platform, because you have been there yourself.   

So another good hook is to illuminate, motivate, inspire, and make them feel something.   
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Jackie Lapin continuedé 

JL:  You incorporate into an emotional element.  How can you move somebody and make them think, 

ñOh, thatôs just so sad, but look how inspirational it is. Look what theyôve done!ò  You want to make 

people feel ; emotion will get producers to pick up the phone.   

 

Dare to be different.  Dare to be your unique self -- but not too different, just something that is a little 

bit off - the -wall, but not over - the -edge. Too off - the -wall and your credibility diminishes.  

 

The next thing you want to do is take advantage of holiday and theme pitches.  Look at all the holidays 

and see where you can tie into those holidays.  Obviously, people have done wonders with maximizing 

Halloween, Christmas and New Yearôs opportunities, and health recovery after New Yearôs. However, 

keep exploring season and holiday opportunities that are less obvious. At one point we handled animal 

products and just before 4th of July, we sent out pitches offering company experts with tips and prod-

ucts to calm pets before all those fireworks exploded. Make yourself topical.   

 

With holidays, you want to work far enough in advance because radio shows 

donôt always just have a spot for you next Tuesday.  A lot of times theyôre work-

ing two and three months out, so give yourself at least four weeks when youôre 

doing a holiday pitch, if not longer.  

 

Those are all really good ways to make yourself irresistible to producers and edi-

tors.  

 

Now letôs talk about how to target your letter so it hits its mark.  

 

You want to mold the message to a specific audience without diluting it. We just 

spoke about different groups of media, and the same pitch letter isn't necessar-

ily right for all of them. Adjust based on what type of media you are pitching, 

(for instance, TV wants something more visual if possible), and the type of audi-

ence the show reaches. Tailor your pitch letter to that audience. Is this a female 

audience? But over here, thereôs a male audience and the pitch is a little bit dif-

ferent because men approach things differently. Does the interview have a busi-

ness angle? Now youôre pitching a show that is locally based and itôs mostly con-

cerned about whatôs going on in this community, etc.  You need to localize and tailor your pitch letter 

to the specific market.   

Thereôs also a value in knowing the show and the host. Sometimes itôs not all that easy if youôre sitting 

in California and youôre doing a show in New Jersey, but a lot of shows are now archived on the inter-

net, or streamed live. So you can listen, get a sense of who the host is, and tailor your pitch to that 

host and what his or her interests might be.   

 

Itôs really important to tweak your message and tailor your pitch letter to whomever is doing the book-

ing.  

 

Now, letôs talk about how to structure a really compelling pitch letter so that the producer and host can 

only say, ñYes!ò 

 

The first thing weôve already discussed, which is the attention-getting lead -- that first paragraph.  You 

have 30 seconds or less or get their attention, so it needs to be punchy and compelling.   

 

The next item to put in a letter is the subject introduction.  What is the reason for the interview?  Why 

are you asking to be on the air?  What is it that youôre going to be talking about?   

You then want to address your credentials.  What is it that you do that makes you an expert?  Now, 

this doesnôt necessarily mean that you have to have a bunch of letters after your name. You are an ex-

pert by virtue of your book, by virtue of your experience, by virtue of your coaching programs, by vir-

tue of whatever it is that you are teaching. Establish yourself as that expert --  and all it take is: ñJenny 

Jones, the author ofé.(name of book).ò 
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 JL:  Then you want to talk about what benefits the listener will receive from your message.  What can 

you offer that is unique and different ðwhat can you say that will make their listenersô lives easier, more 

interesting, more satisfying or better.  

 

Another possible element in the letter is a brief review quote from some well - known author or personality 

that has given you an endorsement. To increase your credibility even further, you might mention top 

shows that youôve been on ïñshe was recently seen on Good Morning America .ò  

 

Next, you want to offer a copy of your book or your product so the radio show host can get up to speed 

on it.  

 

And hereôs a really important closing point ï provide the contact information where the producer can 

reach you to book the interview.  It is amazing to me how many people leave that out when they write 

their pitch letter.  Make sure that you include in the last paragraph: ñPlease contact me at (telephone 

number) or email me at (email)ò and then close with a signature.   

 

Try to keep this to one page. I know it sounds like a lot of information. Yes, you can go to 10 -point type, 

but try to keep it to one page, and these days, of course, youôre emailing a lot of this so it doesnôt have 

to exactly fit on the page, but try to stay around that length.   

 

Once youôve got the interview booked, you will need to give the producer and host an interview packet, 

so prepare it in advance. Radio is a little bit different than print media. Include a release on your book or 

your product and a bio.  These would be the same for both print and broadcast.  

 

But hereôs what is specific to radio: You want to provide a brief two paragraph introduction of you. You 

never want to leave it to the host to create an introduction because, my goodness, youôll never know 

what theyôll come up with. Make sure you  give them the introduction.   

Give them a list of things you want to promote.  We call this a ñpromotion sheet.ò It  gives the book and 

its website, coaching programs, upcoming teleseminars, additional products, free opt - in web addresses, 

etc., so that the host has all the things that youôre trying to promote. 

 

You will also want to give the host a list of suggested questions that you would like him or her to ask 

you. Media hosts are very busy and they often donôt have the time to wade through content. If you pro-

vide questions, most of these folks will just go down the list that you give them.   

 

The last thing you want to provide is a jpeg photo of yourself, because oftentimes theyôll include this on 

their website or in a mailing they send out the their list.  

 

A couple things of that you also need to know ï first, test your pitch before you send it everywhere.  

Make sure that you run it past some friends or other people in your professional circle to make sure that 

it has impact and itôs really getting peopleôs attention.   

Now here is the way to follow -up the pitch letter.  

When youôre starting to do the follow-up calls, get to the point.  Donôt rattle on. You have 30 seconds; 

itôs like doing a 30-second sound bite. You have to be quick and you have to be concise and you have to 

be compelling.  Donôt over-introduce yourself; they donôt need all your credentials.  ñI am the author ofò 

will work perfectly fine.  

 

Sound exciting, because if you sound dull and stilted, theyôre not going to want you on the air, fearing 

you will bore their listeners.  So you really need to be upbeat and excited in the process of the phone 

pitch. Practice your pitch if you have any questions about it.  Actually write it down so itôs easy for you to 

rattle off quickly, (without sounding as if you are reading it), and then leave your number twice in case 

they donôt catch it the first time.  

 

Those are all very important steps if youôre going to be trying to book yourself on radio and TV. 

 

I:  Well thank you.  So now that Iôve got the interview, how do I make the most of it? 
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Jackie Lapin continuedé 
JL:   You want to tell the audience where to get the book. This is very, very important, so make sure that 

you do that in your interview.  Sometimes the host will actually do it for you, but you want to make sure 

when youôre talking to them prior to the interview that you establish whoôs going to give out your website 

and how many times ðyou or the host?  You can market your other products that we talked about, spe-

cifically your coaching program.  

 

One way to maximize the impact of the interview is also tell your list about it. If itôs an Internet-based 

show, the host will likely advance the interview via email, on the web and via social media. However, to 

increase the audience, you may wish to outreach to your list and encourage them to advise other people 

they know that youôre going to be on the air. 

 

I:   Okay.  I have two more quick questions for you.  What is a host looking for from you, and what kind 

of expectations does he or she have?  

 

JL:   They really want you to be upbeat and excited, engaging and lively. To be prepared, not rehearsed 

or reading from the content, but to be able to expound on it. They want you to be informative. They 

donôt want you to sell too much unless they intentionally open the door for you. On broadcast, most of-

ten theyôll let you sell a little bit, but expect you to do so judiciously. Thereôs a real distinction between 

broadcast and internet radio about how much selling you can do, but when youôre in the internet mode 

you can absolutely do a lot more selling. In summary, show hosts want you to be interesting, compelling, 

and lively.  

 

I:   How can you shortcut a lot of the effort of finding and outreaching to media nationwide and just relax 

while it gets done for you?  

 

JL:   I think that our Personal Development Radio Media Tour 

(www.personaldevelopmentradiomediatour.com ) is the perfect solution for an author who is tied up in 

coaching, marketing and content development and he or she just simply wants to be able to pick up the 

telephone and do interviews.   

 

We have a Self -Booking Program where weôll do your press materials, or you can provide us your press 

materials and then we offer you to the 700 personal development radio shows in our proprietary list. Plus 

weôll pick other aligned segments, whether youôre doing a business book or a beauty book or a health 

book or whatever it might happen to be and we will add those to the distribution. So weôre outreaching to 

somewhere between 2,000 and 3,000 radio shows, offering you to them, allowing you to sit back and 

take it easy while the process unfolds.   

 

The good part about this is you donôt have to go looking for all these different shows yourself.  We al-

ready have them archived. We know these folks and theyôre eager and willing and interested in personal 

development guests, and all you need to do then is be a great guest, market your books, your opt - in of-

fering and your coaching programs, while relaxing and enjoying the process.   

Weôre getting rave reviews on this program and people just can't say enough about it.  We did one for 

Arielle Ford, and other one Ken Foster. Our authors range from doctors with a health message, to media 

trainers inspiring others on how to deliver their message to spiritual based - teachers. If it is designed for 

personal growth, then it fits our mandate. You can find some of these endorsements on our website. This 

Personal Development Radio Media Tour is a lot of fun for us and itôs something that I think is really a 

great service to the speakers and coaches that we work with.  

  

I:  Can you think of anything else that would be of value to the coaching community?  

 
JL:  Actually, a couple of things...First, I do guide first-time authors in developing and implementing their marketing strat-
egy. As a "Book Marketing Coach," I will help them develop their book marketing plan and direct them on the optimum 
ways to drive awareness and sales. Most first-time authors are overwhelmed at the possibilities, and I help them focus 
and prioritize their time and money. The details are available at: http://jackielapinmediarelations.com/
bookmarketingcoach.html 
  

Secondly, there is something else I believe  a segment of the community can get very excited about.  
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JL: Itôs called LifeWisdomNetwork.com, the Virtual Village that is THE marketplace, directory and infor-

mation resource for the fast -growing Consciousness and Transformation world.   
 

Itôs mandate is connecting Conscious people with Conscious resources. Styled as a stroll through an invit-

ing, appealing and charming Village, the site is a portal to find leading experts in the personal develop-

ment, self growth and mind/body/spirit movements, intuitive and healing arts professionals; retailers, 

services, products, restaurants, spas and retreats, schools & certification programs, entertainment, mu-

sic, books, green resources, social networks, spiritual centers, events and a lot more.  

 

Visitors can take a guided video tour, browse through thousands of profiles of individuals, companies and 

information resources, discover a calendar of events and activities, hire speakers and musicians, learn 

what is within oneôs neighborhood and catch up with the news on the Whatôs New Blog.  

 

Authors, speakers and coaches can actually sell their books, products, events and coaching programs, 

provide their contact information for speaking engagements and secure opt - in signups via free offerings.  

  

My goal in creating LifeWisdomNetwork.com  is to help conscious authors, speakers, coaches, leaders, 

service providers and practitioners grow their businesses on a significant scale. We will be accepting Vil-

lage Members soon, and then will embark on affiliate campaigns, media exchanges and publicity to 

launch the site. We also give back on this site, providing a portion of the revenue to four different non -

profits.  I invite people to take a look at our beta site, and email me so that I can alert them when we 

are ready to launch. I will send a beautiful little video tour at that time. Please email me at 

jackie@lifewisdomnetwork.com. 

Would you like to be a guest on up  

to 700+ radio shows and TUNE  
In to YOUR audience in a BIG WAY?  

Enabling your voice, your message and your wisdom  
to reach tens of thousands of listeners ðmany of whom 

may be your next customer, client, speaking engage-
ment or website visitor?  

Then let Conscious Media Relations offer you as a guest 
to the 700+ radio shows that are anxiously  waiting for 

you to share your knowledge with their listeners.  

Contact me, Jackie Lapin, and I will be pleased to  
answer any questions you may have and to explore 

ways that this program can benefit you, increasing 

your visibility and revenue.    
 

Jackie Lapin    

www.personaldevelopmentradiomediatour.com/  

http://www.LifeWisdomNetwork.com
mailto:mailto:jackie@lifewisdomnetwork.com?subject=inquiry%20from%20Insights%20Magazine
http://www.personaldevelopmentradiomediatour.com/

