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FOREWORD
The following pages are filled with exciting stories and ideas. Two of the most important concepts I will introduce are the idea of a “Unique Process entrepreneur” and the idea of an “Industry Transformer.” Each represents a new way for successful and ambitious entrepreneurs to develop and expand in today's fast-changing marketplace. Here is a brief explanation of these two ideas.
Unique Process™ entrepreneurs.
In 1804, a French economist, Jean-Baptiste Say, defined an entrepreneur as someone who takes resources from a lower to a higher level of productivity. It was a good definition two centuries ago, and it's an even better one today. In every industry, entrepreneurs are those who create new breakthroughs in getting things done faster and better than larger, slower moving, less responsive organizations. In some cases, they create entirely new kinds of economic activity, results, and value. The Austrian economist Joseph Schumpeter believed that entrepreneurs are the ones who introduce “creative destruction” into human affairs. By this he meant that entrepreneurs, by continually creating new ways of getting things done, are responsible for the emergence of new, better, and different kinds of communication, cooperation, and creativity. In the process of being creative, they continually destroy less productive, “status quo” arrangements, relationships, and institutions in all industries and markets. The last 25 years have certainly seen great evidence of this entrepreneurially-induced creative destruction occurring in every sector.
The entrepreneurs who cause the greatest creative destruction over the long run are those who operate within Unique Processes. These are custom-designed businesses that combine two ingredients: the Unique Ability* of the individual entrepreneur and the unique dangers, opportunities, and strengths of their specific clientele. The creative combination of these two elements drives a self-evolving process of problem solving that provides more powerful and satisfying results for the clientele, and greater revenues and profits for the entrepreneur. Because each component of the process is truly unique— and understandable only from the inside—the resulting entrepreneurial company becomes more and more immune to competition in its marketplace. Unique Process entrepreneurs enjoy continually growing business and personal advantages that are not attainable by other entrepreneurs who do not operate within a Unique Process.
Industry Transformers.
As Unique Process entrepreneurs grow their revenues and profits, and as the positive reputation of their uniquely valuable problem solving spreads throughout the marketplace, they increasingly transform the structures, relationships, and institutions of their industry. They become a powerful force of creative destruction. Their competitors, noticing their extraordinary success, try various means of keeping pace to no avail. Gradually, a new industry begins to emerge as more clients, capital, and talent gravitate to the Unique Process entrepreneur's new way of doing business. This transformation from the status quo to the new model accelerates over time. And all because a single entrepreneur did things in a new, better way.
INTRODUCTION
A U.S. senator's aide and a committed school teacher from Connecticut create an alternative educational system that transforms the attitudes and ambitions of hundreds of thousands of the best and brightest students from the U.S. and abroad.
A husband-and-wife partnership in Cincinnati transforms a janitorial company into a think-tank for industry innovations and also into a national organizational model that enables immigrant workers to become successful, upwardly mobile U.S. citizens and homeowners.
A patent attorney from Silicon Valley, faced with a 90 percent drop in fees caused by recession and outsourcing, develops an integrative positioning-and-protection strategy that helps startup technology companies to become monopoly enterprises.
A carpet cleaner in Phoenix develops an extraordinary marketing system that transforms the profitability and professionalism of thousands of other firms in his industry — then goes on to apply the same system to dozens of other industries.
A mortgage broker in Santa Monica develops a seven-step educational process that enables thousands of people to save millions by having higher credit scores, then packages his wisdom so that thousands of other brokers in the U.S. can help their customers do the same.
An entrepreneur in Omaha takes over a nearly-bankrupt company and transforms it into a national “matchmaking” network that is now responsible for millions of American high school students finding the right college for themselves among thousands of institutions.
An accountant in Kansas gives up his practice to create a cutting-edge coaching system that enables hundreds of successful accounting firms to utilize technological breakthroughs to increase productivity and profitability.
A car washer from Indianapolis teaches himself how to clean private airplanes, then creates a “detailing” approach that goes on to dominate the private jet industry worldwide.
Unique Process entrepreneurs who transform industries.
This book describes how eight entrepreneurial companies in different industries have capitalized on a single business structure called a Unique Process to become extraordinarily productive and profitable, with the result that they are continually transforming their industries. By transforming themselves into value creation enterprises, they have become role models and teachers for many other companies.
The creators of these Unique Processes are all participants in the Strategic Coach® Program, a lifetime focusing program for highly successful entrepreneurs. The promise of Strategic Coach® is “lifetime growth” for entrepreneurs in all areas of their lives. The Unique Process is one of the key concepts of the Program, and makes lifetime growth not only an exciting promise but, as you will read in these pages, a practical and permanent reality for any entrepreneur who has the desire to create a “value creation monopoly” in his or her marketplace.
Having a value creation monopoly creates extraordinary personal and professional freedom.
Achieving this monopoly through the power of a Unique Process is an extraordinary advantage. There is no other business strategy that compares with it. Having a value creation monopoly introduces entrepreneurs to ever-increasing levels of professional and personal freedom that are beyond the comprehension of business owners who do not have a Unique Process. Unique Process entrepreneurs can plan, prepare, and execute in a continually innovative fashion that produces bigger, better, and more satisfying results. The increased freedom of thinking, decision making, and action makes the investment, hard work, and risk taking of being an entrepreneur worthwhile. It makes each day's activities exciting, and makes being an entrepreneur enjoyable for a lifetime.
The value creation monopoly, based on a creative partnership with clients and customers, essentially frees Unique Process entrepreneurs from the forces of commoditization that make life anxious, difficult, and frustrating for those who do not utilize this concept and have not built their businesses around this structure.
The entrepreneurial benefits of having a Unique Process.
Strategic Coach, the innovator and developer of the Unique Process approach, has coached well over 10,000 entrepreneurs at its centers in the U.S., Canada, and the U.K. The company itself has been a Unique Process enterprise for the past 25 years and has achieved its own value creation monopoly in the entrepreneurial marketplace. In other words, in writing this book, I am preaching what my company has been successfully practicing since the early 1980s. The result is that we are widely recognized as the premier coaching company for successful entrepreneurs.
My wife, Babs Smith, and I are the founders and owners of a company whose central goal is to help thousands of other entrepreneurs create their own Unique Process companies. By doing this, we hope there will be a growing global community of enterprises that share the same transformative philosophy, methodology, and extraordinary results. The eight interviews in this book demonstrate the qualities, capabilities, and ambitions of the hundreds of entrepreneurial companies that are already part of this Unique Process community. My purpose in writing this book is to invite many other entrepreneurs to be inspired and motivated by these success stories, and then to take the steps to transform their companies so that they can join this community.
There are many benefits that come from doing so. Here are a few that I have noticed over the past decade from watching the progress of our clients’ Unique Process companies. Unique Process entrepreneurs:
Differentiate themselves from all existing and would-be competitors in their industry in ways that are positive, appealing, impactful, and permanent.
Establish long-term growth relationships with their clients and customers, who become their greatest sales force.
Get paid extra, and upfront, for their unique wisdom, innovation, and problem-solving capabilities.
Protect their products and services from being commoditized.
Attract high-quality team members and associates who become long-term creative team members within the Unique Process organization.
Achieve higher levels of productivity and profitability on an ongoing basis.
Continually innovate new business concepts, tools, and systems that always keep them on the cutting edge of progress and successes.
Achieve value creation monopolies in every area of their activities, with a constantly increasing impact and influence in their marketplace and industry.
Develop proprietary “intellectual capital” that continually increases the market value of their companies.
Position and package themselves and their businesses as “intellectual capital companies.”
The inner ingredients of Industry Transformer™ success.
The eight entrepreneurial companies that are featured in this book are all enjoying these benefits, and will continue to strengthen them in the future. But these benefits are the result of much deeper principles and strategies at work. In studying these and other entrepreneurial successes in our Unique Process community, we have identified eight ingredients that, over time, transform these companies into Industry Transformers. As you will learn from the interviews that follow, none of these business owners set out to transform their industry. Nor in many cases does it particularly excite them when it is pointed out that they are doing so. For them, being an Industry Transformer is simply a by-product of pursuing more important purposes in their work.
The nine entrepreneurs we interviewed set out to improve their personal and professional lives, to be more useful to their clientele, and to increase their entrepreneurial freedom. We have discovered that when you pursue these objectives within the structure of a Unique Process, you naturally and invariably begin to gain all of the benefits outlined above. And you automatically begin to transform, for the better, the industry in which you are operating.
I have organized the body of the book into interviews and “ingredients.” In the interviews, I asked the entrepreneurs to tell the stories of their entrepreneurial lives and to focus on the success of their Unique Process businesses. In the Ingredients sections, I have highlighted eight factors that seem to have most contributed to their Unique Process successes. This has been a labor of love on my part. My passion in my business and in life is to see talented and creative entrepreneurs transform every part of their personal and professional lives on an accelerating basis. It was very gratifying, therefore, to hear how these Unique Process entrepreneurs are achieving this.
INGREDIENT 1
One of the more noticeable common traits of the individuals featured in this book is the personal transformation of adversity of one kind or another. It seems that the challenge of overcoming obstacles, deficiencies, and shortcomings in their own lives has led to a growing lifetime capability to transform the situations of other people.
In some cases, the adversity that needed to be overcome was a lack of funding. Don Munce, in his interview, recounts how he needed to secure a million dollars virtually overnight to avoid bankruptcy.
In other cases, the entrepreneurs had to face their own lack of experience, knowledge, and skill. David Allen tells the story of his early years in the jet-cleaning business, working body-destroying hours with no strategy or plan, where every day's efforts were costing him “fourteen dollars to make ten.”
Some, they admit to chaotic personal lives, disabilities, addictions, and wrong-headedness. Tony Miller described how he made it halfway through grade school without being able to read, and later had to come to grips with the sudden loss of his father, and with his own alcoholism.
Unexpected changes in the marketplace were yet another source of setbacks. John Ferrell describes how, in 2003, the fees his firm could charge for patents, a main source of cash flow and profits, suddenly fell from $15,000 to $1,500 in six months.
Almost all of them laugh at these things now, but the situations weren't amusing when they were dealing with them. What is notable, however, is that, regardless of their experiences, all of these entrepreneurs had what I call a “transformative attitude” about themselves and their lives. In every case, they used the adversity or obstacles as “raw material” for personal growth, progress, achievement, and success. Having done this for themselves, they turned the lesson of their personal experiences into a business approach. Having successfully faced difficult situations themselves, they began looking for the difficult situations that others were facing. Having grown stronger and more skillful by overcoming adversity in their own businesses, they identified new areas of value creation in the adversity of other people's businesses and lives. They transformed their own dangers into opportunities, and their own deficiencies into strengths. They treated, and continue to treat, the difficulties of their own lives as a continual training school for becoming more useful to others.
The transformative attitude differentiates entrepreneurs.
Having personally coached more than six thousand entrepreneurs over the past 30 years, I believe that this transformative attitude is in large part what differentiates entrepreneurs from the general population. Other people are stopped or frightened off by adversity; entrepreneurs aren't. Other people are stopped by their obstacles, but entrepreneurs seem to gain positive benefits and advantages from dealing with theirs. But even among entrepreneurs, there are those who continually transform themselves and their situations much more purposefully and successfully. The entrepreneurs featured here — like Don Munce, Joe Polish, and Tony Miller — are at the far positive end of the spectrum. Because I have known each of these entrepreneurs for more than ten years, I can state the following about all of them:
They treat deficiencies in themselves and their organizations as invitations to grow.
They treat obstacles and opposition as opportunities to change their thinking and methods.
They treat failures, breakdowns, and setbacks as opportunities to learn and improve.
They treat their uncertainty, anxiety, and fear as fuel for personal achievement.
They treat sudden changes in the marketplace as opportunities to create new value for others and advantages for themselves.
They treat their own weaknesses as opportunities to utilize the strengths of others.
As you can readily see, these are not the normal ways of thinking, responding, and acting for many people today. There is no room for complaining here. None for criticizing others. No room for blaming. None for self-pity or making excuses. What there is, instead, is a powerful self-responsibility that sees life as a school, and all of life's experiences, especially the scariest and most difficult ones, as valuable tests and lessons. My sense is that Don, Joe, and Tony, and the others featured here, had these attitudes and qualities long before they became entrepreneurs. They became entrepreneurs because they already had them. For whatever reason, from an early age, they learned how to overcome adversity in their personal lives. Where others stopped in the face of opposition and shied away from adversity, they chose to keep moving and make friends with difficulty. They chose an entrepreneurial path because they already possessed the mental toughness and agility needed to deal with the kinds of challenges that entrepreneurs face. Being an entrepreneur for many years has only deepened and expanded these capabilities in each of them.
Overcoming adversity, then, is the first key ingredient of becoming a Unique Process entrepreneur and an Industry Transformer. Our first interview is with Richard Rossi who, as he puts it, was a “lowly aide” to a U.S. senator. One of his jobs in this position was to handle requests from the senator's constituents, among them a very demanding Connecticut school teacher named Barbara Harris. An elected official in Washington, especially a senator, gets hundreds of requests per day. The staff is always overburdened with work. Richard could have responded to her unrelenting requests for special treatment for her students in a number of different ways. He could have done the minimum. He could have tried to pass her off to someone else. He could have explained that there was only so much that any senator's office could do for her and tried to change her way of thinking. Instead of doing any of these, he took the approach of providing absolutely the best support that the office could provide. He provided her with first-class experiences for all of her students. In doing so, he helped create the opportunity of a lifetime, for both himself and for Barbara.

As a young aide to a U.S. senator, Richard Rossi was assigned to help one of his constituents, Barbara Harris — the type of passionate teacher that every parent hopes their child will have — organize the stellar Washington, D.C., field trip she had in mind for her students. Emboldened by their success and seeing an opportunity to provide a life-changing leadership experience to thousands of exceptional students from around the world, the two founded Envision EMI in Vienna, Virginia, and created a Unique Process, The Lifetime Advantage™, to fulfill their exciting and extraordinary vision.
Dan Sullivan: It's great to be talking with you, Richard. Before we start, one thing I want to recognize is that your co-founder, Barbara Harris, wasn't able to be with us today. So why don't you tell us a little about how you met Barbara and how the seeds were planted for this extraordinary collaboration.
Richard Rossi: Certainly none of this would have happened without Barbara, so I'll just include her in everything we discuss. Back in the mid-1970s I was in my mid-twenties and working as an aide to Lowell Weicker, a U.S. senator from Connecticut. Barbara was in her mid-fifties, working as a schoolteacher in Ridgefield, Connecticut.
Dan Sullivan: Sounds like an unlikely pairing.
Richard Rossi: I guess it might appear that way. But, actually, my job in the senator's office was to deal with people like Barbara. Barbara was what we'd call a troublesome constituent. She was one of those folks who would call the senator's office and say, “Listen, I am coming to Washington with a group of high school students. This isn't going to be just any old tour. I actually want every student in the group to have an individual experience that's customized to their interests. If there's a young person who wants to be a zoologist, they'll spend a day at the National Zoo; if they want to go into astronomy, they'll go to the Goddard Space Flight Center; medicine, they'll go to the National Institutes of Health. I want Senator Weicker and Senator Weicker's staff to make these things happen for me as a constituent of Connecticut.”
Dan Sullivan: How did the senator's office usually deal with people like that?
Richard Rossi: Well, they're usually just passed down the line to those in the office who are the youngest and most inexperienced, so of course I got the case. We met over the phone. And I realized that Barbara was one of those teachers that you'd want your children to have. Her whole purpose was to try and provide enriching experiences for the young people that were placed in her care. One thing I learned is that Barbara just doesn't take no for an answer, and that remains true to this day.
Dan Sullivan: So you were able to help her.
Richard Rossi: Yes, I was. We sort of became friends, and every year she brought a class down. Then the time came for President Reagan's first inauguration. She wanted to bring a small group of students down, and we managed to rustle up enough tickets for the ball, the parade, and the actual swearing-in.
Dan Sullivan: I bet the students had a blast.
Richard Rossi: They sure did. So fast-forward to Reagan's second inauguration in January 1985. By then I had left the senator's office to start my own business. At first, I focused on providing computer services to political campaigns, but this wasn't going anywhere. Then Barbara, God bless her, caught Potomac Fever. She decided to leave her career as a teacher and school administrator to come to Washington and seek her fortune. She was going to create programs for members of Congress, where they could bring their constituents to Washington and enjoy the same experience that Barbara was so good at creating for her students.
Dan Sullivan: How did you connect?
Richard Rossi: She called me up, and I offered her some office space down the hall. Then one day, she came to me and said, “Richard, what do you think about trying to bring a group of young people to Washington to take part in the inauguration?” We talked it over and hatched the idea over the table in one day. I had gained some direct-marketing experience working for the Republican Party, and we decided to send a mailing to principals around the country urging them to nominate their best student to come to this inauguration. It was just a sole proprietorship, and we called it The Election 84 Youth Inaugural Conference.
Dan Sullivan: You had nothing to lose.
Richard Rossi: Exactly. And the idea took off. We sent letters to all 535 members of Congress asking them to join our Honorary Board of Advisors. Ninety-three of them agreed. We sent the mailing out to principals around the country, and, long story short, it was a very, very big success. A few days before the inauguration we walked into a hotel ballroom in Alexandria, Virginia, and there were over 400 young people sitting there in ties, jackets, and dresses.
Dan Sullivan: And just totally excited.
Richard Rossi: Totally excited. You know, we had been so busy upstairs preparing that we hadn't even been part of the arrivals. We came downstairs and were just totally blown away by the energy in the room. It ended up being a great experience for the kids. We managed to wrestle up 400 tickets to the Inaugural Ball, and we also took them to other events around Washington, some of which are still part of our programs today. Certainly, there was no reason to believe this would be successful. We each put a few thousand dollars in and got family and friends to volunteer, so it was actually quite profitable. Throughout the process we were pretty relaxed. After all, what's the worst that could happen? Barbara would go back to being a schoolteacher.
Dan Sullivan: And you'd be banned from Washington.
Richard Rossi: (Laughing) Fortunately, that didn't happen.
Dan Sullivan: Richard, I have a question. You've given us a vivid picture of Barbara's passion for her students. When did you start developing that same passion for helping young people succeed?
Richard Rossi: For me, from the beginning, it was just an interesting business opportunity. Only after the programs started catching on did I get that fire for helping young people reach their potential.
Dan Sullivan: So we're in 1985, and you've just had a successful event. What was your next step?
Richard Rossi: Well, shortly thereafter, Barbara and I got the idea of trying to make a larger business out of this process of bringing young people around the country together to learn about citizenship and democracy and leadership. So we founded The Congressional Youth Leadership Council™. Once again, we did a mailing, and it was successful. I have to emphasize that at no point did we have any money, capital, or resources. We did this whole thing on a wing and a prayer. There was no fall-back position. We were very lucky it worked out.
Dan Sullivan: As you progressed, what kinds of insights were you getting about this type of business?
Richard Rossi: We discovered, first of all, that we were doing a great job selling, and also that our programs were extremely well received by the young people and their parents. We had parents who would call and say, “Who is this person that you've sent back to me? They're so much more confident. They're so much more interested in their future and in their country's democratic process.” It really was perceived as a transformative experience for their son or daughter.
Dan Sullivan: You probably had some champions among the principals too.
Richard Rossi: What actually happened is we started shifting our marketing away from principals and toward teachers. We found that principals are often bureaucratic and looking for a reason to say no. Teachers, on the other hand, have this real affection for their students.
Dan Sullivan: There are a lot of Barbaras out there.
Richard Rossi: The teachers just want what's best for their students, so they've always been our biggest champions.
Dan Sullivan: What was the next growth juncture?
Richard Rossi: Well we were continuing to grow the Congressional Youth Leadership Council, but we realized that there's a real clamoring out there for programs that teach people about career interests. So in 1992, we founded The National Youth Leadership Forum™, which is a tuition-based educational program that helps prepare highly talented young people for their professional career. The program has taken off, and we now have forums on national security professions, law professions, and medical professions. It's come to the point where everybody knows us in the military establishment, and the Pentagon now has a manual prepared on how to take care of our program each year.
Dan Sullivan: It's become institutionalized.
Richard Rossi: Exactly, and I can tell you it was hard to get in the door with a big bureaucracy like the Pentagon, but once you're in, you tend to stay in. The medical program has also taken off, and we're now in nine cities, with over 8,000 young people attending each year.
Dan Sullivan: Why don't we shift gears a little and talk about your company, Envision EMI™, because I know it's been very important in terms of supporting the growth of these programs?
Richard Rossi: Sure. Envision EMI is basically the umbrella company that administers all the different programs in our portfolio. You know, when we first started out, Barbara and I weren't very organized. I can't even begin to tell you how rinky-dink the whole thing was. We had tiny offices and only one computer, so people had to sign up in shifts to use it. We didn't keep records or mailing addresses of people who attended.
Dan Sullivan: You needed an organization to support your ambition.
Richard Rossi: Exactly. And over time, we've built our company,
Envision EMI, into a really powerful Unique Ability Team* with over 200 full-time employees. At any one time, we might have 1,000 part-time people. This team is responsible for administering all the programs, doing the marketing, finding the participants. I must tell you that a watershed moment for the company was when I joined Strategic Coach. Up until that time, Barbara and I weren't really used to thinking in terms of big goals. We were always focusing on the day-to-day minutiae, still interviewing every employee and signing every check.
Dan Sullivan: You were 24/7 guys.
Richard Rossi: Unfortunately, yes. But when we joined the Coach, we started asking, “How big can our future be?” And we knew there was just a lot more room for growth.
Dan Sullivan: Can you talk a little about how Envision EMI is structured?
Richard Rossi: Sure. We have different teams. So one is involved in recruiting and marketing, and another is focused on delivering a great educational experience. The education folks are split into two parts. First, there are those who create the actual curriculum — materials, books, lesson plans. The other part includes those who actually have to put the show on and recruit the hundreds of temporary staff we hire each year. These are the program directors who oversee the temporary staff. But everyone is focused on the same core objectives, which are captured by our company mission statement: “Educate, motivate, inspire.”
Dan Sullivan: What an enormous undertaking.
Richard Rossi: Fortunately, we've developed hundreds of specific methods over the years, the majority of which Barbara and I don't even really know about, because we have great people working for us who oversee all of that. My role in the company is very forward-thinking. I don't do anything that involves day-to-day operations. Obviously, Barbara and I approve the overall strategy and the annual budget, but beyond that we're really thinking about how to grow our business exponentially.
Dan Sullivan: Sitting here in 2008, what's the scope of your offerings?
Richard Rossi: Well, we start with second-, third-, fourth-, and fifth-graders through a program called The National Young Scholars Program™. For sixth- and seventh-grade students, we have something called The Junior National Young Leaders Conference™ that brings young people to Washington to study leadership through historical role models. They go to Harpers Ferry, they go to Colonial Williamsburg, they go to Capitol Hill, and it's just a spectacular experience. For ninth-graders, we have The National Young Leaders State Conference™. The participants actually stay in a hotel room for three or four days and study personal leadership skills like goal setting, confidence building, communication, negotiation, and time management. These are the kinds of things most people learn later in life and say, “Gee, I wish I'd learned that 20 years ago.”
Dan Sullivan: All of these programs are part of the Congressional Youth Leadership Council umbrella.
Richard Rossi: Exactly. The next program, starting in Grade 10, is The National Young Leaders Conference™, and this is our major conference for high school students. Then we have The Global Young Leaders Conference™, which brings people from over 100 different countries to Washington and New York to study globalization, democracy, and diplomacy Participants might visit places like the Department of State and the United Nations. They'll attend museums like the Smithsonian, while being exposed to issues affecting the global economy and international business. So it's a really comprehensive program. We offer a version of the program in Europe as well. Finally, we have a program for the college market that has college students visit a variety of different foreign countries to study specific career interests.
Dan Sullivan: So you basically have a continuum of offerings from third grade all the way through the college level.
Richard Rossi: That's the idea. We finally have a product line that can attract and retain long-term, repeat customers as their children progress through the education system. We also have young people who have been through our programs and will come back to work for Envision EMI, which is very gratifying. If there's one overarching theme in all of our programs, it's leadership. We want to give young people a lifetime edge that can help them achieve their full potential.
Dan Sullivan: How many young people are going through your programs each year?
Richard Rossi: I'd estimate about 50,000 per year, which means that over the past 22 years, close to half a million young people have been through our programs.
Dan Sullivan: That's really a staggering number, Richard. If you're talking about a single high school, not only is that far greater than the student body, it's significantly greater than the total number of alumni who have ever graduated from that school.
Richard Rossi: That's a nice way of capturing it. But what really makes us unique is that we only focus on the best and the brightest. This makes our job a lot easier. The students are already so talented and so motivated that they can really take advantage of our programs. And the parents recognize this talent so they're extremely enthusiastic about sending their kids.
Dan Sullivan: Richard, some of your earliest participants are now in their thirties. Do they ever come back and talk to you?
Richard Rossi: They do come back, and what always stands out are the friendships they've developed with fellow participants and faculty advisors. The impact of the program is ongoing— it doesn't end when the program ends.
Dan Sullivan: You must have a pretty high insurance liability, dealing with all of these talented young people.
Richard Rossi: One of my friends was an insurance executive, and I remember asking him about our liability. He basically said it's unlimited. We've got busloads of America's best and brightest seventeen-year-olds, and if something unspeakable were to happen, we're really in a vulnerable position. So it's one of the issues Envision EMI constantly has to look out for, making sure our programs are top-notch from a safety and logistical standpoint.
Dan Sullivan: Of course, one of the things that differentiates Envision EMI from a lot of other organizations running educational programs is that you're operating on a for-profit basis. How has that incentive structure influenced your ability to innovate and create value in the marketplace?
Richard Rossi: That's a great question, Dan. When we first started out, some programs were organized as non-profits with independent boards of directors because it just wasn't acceptable to do it any other way. We certainly wouldn't have enjoyed the same broad political support in Washington if these programs didn't start out as independent non-profits. Twenty years ago, there was just a different set of standards. Now we see for-profit companies like the University of Phoenix, along with test prep companies and college counseling services. All of these businesses are challenging the old taboo, which assumed that anybody paying taxes in the education world was illegitimate or unethical.
Dan Sullivan: At the present time, all of your major programs are for-profit, right?
Richard Rossi: Yes. We've always had a balance between forprofit and non-profit but we're now in the process of purchasing the assets of The Congressional Youth Leadership Council and The National Youth Leadership Forum. Now it's come to the point where people really don't care about that distinction. What parents and teachers are looking for is a high-quality program that can have a transformative impact on students, and that's certainly what we deliver.
Dan Sullivan: I also presume that despite this shift, you continue to get a good reception from the Washington establishment. Why don't you talk a bit about the attitude of public officials and other honorary figures toward your programs? I know a lot of prominent people sit on the Congressional Youth Leadership Council board and you invite a lot of these people to speak in front of student groups.
Richard Rossi: First of all, everyone loves to be admired. Yet no matter what we say, their expectations are usually low. “These are high school students. Well, all right, I'll do this appearance once and that will be that.” Then they walk into a room full of young people sitting respectfully, dressed in ties and jackets or dresses for the ladies. They're so smart, so interested, so admiring, and the questions are so insightful, that when the event ends the speaker comes to us and says, “Wow, I just love this, and I'm happy to help.” They're blown away by the level of engagement and intensity in the room, and it energizes them to stay involved. That's why I always say that our real secret is in the selection process. The real secret is in our ability to continually attract the best and brightest.
Dan Sullivan: Speaking of the best and brightest, it's very interesting to see how you've decided to approach the education of your own children. Why don't you talk a bit about that?
Richard Rossi: Sure. I'm just a huge believer in experiential education, and I have issues with the traditional school system. My wife and I don't have the Unique Ability® to teach the children ourselves, so we actually bought a house in the D.C. area and converted it into a schoolhouse for both of our kids. We hired a teacher and worked with her to create a curriculum. We make sure to incorporate a lot of real-life experiences into the curriculum. And we're certainly lucky to live in the D.C. area, which is an unbelievable classroom — the Smithsonian alone.
Dan Sullivan: At a broader level, of course, you're not only transforming your children's education. Your programs are also transforming the whole education industry by turning this idea of experiential education into a Unique Process that supports an entire organization and all of the programs you've talked about today.
Richard Rossi: I believe that you're right, and I say that humbly, but I don't think the facts can lead you to any other conclusion. All too often, in the traditional education system, the high achiever gets ignored. The institutional focus is always on teaching to the test and dealing with basic competencies. In contrast, we celebrate the high achievers and provide an innovative atmosphere where they can grow.
Dan Sullivan: Just looking at the capabilities and methods you've developed, there really isn't any stopping point. You're just scratching the surface.
Richard Rossi: That's very true. Experiential education is a huge market, and it's only a matter of what part of the market we can get. But we're not even close to maxing out our potential. Barbara and I are always asking, “What's the next big thing?” Certainly Strategic Coach has been a really important influence in terms of helping us think big. I truly appreciate everything that the entire Strategic Coach team has done for us.
Dan Sullivan: Thanks, Richard. Now, I want to return to something we discussed earlier, and that's your passion for helping young people. I know at the beginning you primarily viewed this as a business opportunity, but sitting here now, with the way everything has taken off, you must feel an enormous amount of passion and pride in what you're doing to transform the education industry.
Richard Rossi: That passion became very prominent during the mid-1990s, when I realized that our programs were actually having an impact on the future of the world. They weren't just vehicles for growing our company financially. They had become far, far bigger than me or any other individual. Some of my happiest moments are when Barbara and I are out in the field spending time with the program, observing the program. Whenever I go out and spend time in the field, that passion just rekindles.
Dan Sullivan: Richard, I understand that several years ago, you took your wife and kids on a once-in-a-lifetime trip around the world. I think our readers would love to hear more about this adventure, especially because one of the themes we want to emphasize is the extraordinary set of personal rewards available to people like you who have built their business and gone down the road to industry transformation.
Richard Rossi: This is a topic I can spend hours talking about, Dan, so I'll try and restrain myself. I think it was more than 12 years ago when I first told my wife that when we had kids, I wanted to take them around the world and give them a sense of how beautiful and fragile the world is. This was a dream of mine for years, and as the business became more and more successful, I started to think, “Hey, we can actually do this.” It took several years to plan the trip, and then we ended up traveling for more than six months, spread out over a nine-month period of time. We visited all seven continents and went on something like 65 different plane rides. We even created a website, www.lifesgreatestadventure.com.
Dan Sullivan: How old were your kids at the time?
Richard Rossi: One was twelve and the other was ten. But this wasn't one of those “let's go and see what happens” trips. We hired a tutor who worked with us from Washington and developed an integrated curriculum that corresponded to each site we were visiting. So this allowed the children to compare and contrast the various cultures we encountered and their approach to things like religion and social life.
Dan Sullivan: I'm sure a lot of entrepreneurs out there can't even imagine leaving their business for six months. So it's a real testament to your accomplishments that you had an organization in place that could allow you to leave without skipping a beat.
Richard Rossi: Thanks, Dan. You know, I can count on one hand the number of times I checked in with work during the trip. I was just totally confident in our team at Envision EMI, and when I came home, there really weren't a lot of messes to clean up. So it was an extraordinary feeling to know that I have this freedom to pursue some of my dreams in life without jeopardizing the business.
Dan Sullivan: Richard, you've created a huge, transformational experience for half a million people. But one of the things I've discovered is that in the process of creating a business, entrepreneurs essentially create a school to transform themselves. What kind of transformation has Richard Rossi gone through over the past 22 years?
Richard Rossi: That's a great question. I think the big transformation for me has been in understanding my life's purpose. For a long time, my objective was simply to be successful financially and build a great business. I never saw myself as someone who could have a larger impact on humanity. Now I really feel that sense of purpose. I feel so blessed to know that I'm not just out there making widgets. I'm actually in a position to do well financially by doing good in the world.
INGREDIENT 2
Every transformation of an industry starts with an overriding passion on the part of a single entrepreneur. In the case of Barbara Harris and Richard Rossi, it was the passion to have the best and brightest students have learning experiences and challenges that were equal to their capabilities and ambitions.
This passion, as we see with these two individuals, is the permanent, lifetime love of something. In the case of Gary Boomer, it was a love of using technological capabilities to increase productivity and profitability — and to share his insights with other firms and practitioners in the accounting industry.
As we will also see, the “something” that is loved, that is the source of the passion, can be anything. For example, Tony and Mary Miller have a passion for transforming the situations and fortunes of their employees and their families. Through their Dream Manager process, they are helping thousands of people in what could be “dead-end” jobs plot out and implement a lifetime of personal progress within the American economy and society.
In the case of almost every entrepreneur we explored for this book, the passion is focused on crucial improvements in the way that other people are able to live their lives. For Philip Tirone, the passion lies in enabling tens of millions of Americans to gain maximum use of their money by learning how to achieve and maintain high credit scores.
Transformation results from an “others-focused” passion.
We have also discovered that the passion is almost never about the personal advancement or aggrandizement of the entrepreneurs themselves. In David Allen's case, he designed cutting-edge software for his biggest customer, NetJets, then shared the advantages of this breakthrough with his competitors. As David put it, “Look, it takes the productivity and professionalism of everyone up a notch. Whether the client is working with us or our competitors, this tool makes things better for everyone. Besides, the word has gone around. Everybody knows who created it.”
In this sense, the entrepreneurial passion that is powerful enough to transform industries is always “others-focused.” Don Munce is passionate about high school students and their parents having the best possible information to make the right college choice. On the other hand, he is just as passionate about colleges and universities locating and communicating with high-quality students. His company does extraordinarily well, Don is financially well off, and he has a great lifestyle. But in talking with him, what he is always most excited about are the breakthroughs that he and his team are creating for their clients.
In each case of industry transformation, the entrepreneur is passionate about making a crucial, lasting, positive impact on actual clients and customers in the marketplace that is available to them. This passionate desire to be permanently useful lies at the core of their personal meaning as individuals, and it keeps getting stronger.
In Strategic Coach, we have hundreds of entrepreneurs operating inside their Unique Processes. Some have been doing so for years, while others are in the early stages. Many more are getting ready to start the journey. I have noticed that the progress these entrepreneurs make and the success they enjoy is first and foremost a function of the passion they bring to the project. They already have the prime ingredient of passion; Strategic Coach provides the structure for them to maximize it. The Unique Process speeds up the progress and success of these entrepreneurs because it frees up and channels their lifetime passion to be useful in extraordinarily valuable and rewarding ways.
Qualities of entrepreneurs with a passion to be useful.
Not all entrepreneurs in the marketplace have this passion to be useful. Some are strictly looking out for themselves. But this quickly becomes apparent, making it easy to identify the ones who are truly looking out for others. The latter have the following four qualities:
Their greatest enjoyment comes from helping other people gain greater clarity, confidence, and capability.
Their greatest satisfaction comes from seeing other people succeed as a result of their wisdom and skill.
Their greatest meaning comes from knowing they have made a permanent, crucial difference in the growth, progress, and success of others.
Their greatest purpose lies in developing new capabilities of their own that will be useful to an even greater number of people.
A greater number of passionately useful entrepreneurs.
Visit: http://www.smashwords.com/books/view/14575 to purchase this book to continue reading. Show the author you appreciate their work!