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			Foreword

			If you’re reading this book, odds are you own or work for a small or medium business (SMB, or entrepreneurial company). If you happen to work at a larger corporate enterprise, your firm may acquire one of these often rapidly growing businesses—or perhaps several—sometime this year.

			For anyone who hasn’t experienced both types of organizations, it can be difficult to understand just how unique and different large corporations and privately held entrepreneurial companies can be. Perhaps the most glaring difference is how owners, leaders, and employees of these distinct companies perceive the safety, security, and stability their companies provide. Owning stock in a publicly traded company or being employed as a leader or an employee at such a firm feels safer and more predictable for a lot of people than being similarly involved at an early-stage entrepreneurial company.

			Some of this perception is reality—the probability of business failure at a small firm is much higher than at a well-established, well-capitalized corporation. More than 80 percent of businesses fail in their first five years, and only about 10 percent survive beyond year ten. However, most entrepreneurs believe that—despite the risks and challenges—being in complete control of one’s own destiny is far more comforting than being a small cog in a large machine, subject to the whims of stock-market fluctuations, unpredictable changes of ownership or strategy, and corporate politics.

			While the mainstream media and our elected officials seem to focus on “big business,” small, privately held companies are playing an increasingly vital role in the global economy. According to the World Bank, they represent 90 percent of all businesses and employ more than half of all workers worldwide. These small companies may seem like “David” when compared to much larger and more well-established “Goliath” enterprises, but they account for over 40 percent of the gross domestic product (GDP) for most nations.

			That means the success of entrepreneurs and their fledgling companies is something everyone should care about, not just the determined people who start these companies or help them grow into tomorrow’s corporate juggernauts. Federal, state, and local governments should be doing everything they can to help make it easier for small businesses to succeed, but most agencies treat small companies just like larger corporations. As a result, entrepreneurs feel like they need to leap tall buildings, dig deep ditches, and circumvent massive roadblocks to start and run a new venture. There are dozens of forms, filings, fees, and fingers in the pie. It’s confusing, expensive, and potentially devastating.

			It’s also difficult for entrepreneurial companies to compete with bigger companies in the battle to attract and retain top talent. Nearly 60 percent of business owners say finding and recruiting talent is more difficult than trying to find toilet paper during a pandemic. New anti-gig laws make it tougher to hire 1099 contractors, and it’s much harder for a small company to understand more complex compensation and benefits programs, much less fund and manage them. In recent years, the people shortage has escalated, and the inability to afford a full-time Human Resources (HR) team turns the recruiting process into a nightmare. Finding the right who for the right seat is a tall order.

			Assuming a small, growing company can navigate these challenges, the key to success is making sure it delivers tremendous value to the right kind of customers, every single day. That may sound simple, but it’s not easy. Whether you build products or deliver services, it’s really hard to determine exactly who your ideal customers are, what they want, and how to consistently deliver in a way that delights them at a competitive price. It’s even harder when you are the only person on your market research, product development, or sales team. This is precisely why so many entrepreneurial ventures fail, and why we (along with our friend and mentor Gino Wickman) believe those who succeed deserve whatever financial and emotional success they achieve.

			At the age of twenty-one, Gino Wickman made the decision to embark on his own entrepreneurial journey. Three years later, he stepped into a role at his family’s business, a leading real estate sales training company based in Livonia, Michigan. Working with his father, Floyd Wickman, as well as the leadership team, Gino was able to turn the company around after three years and get it running consistently well. After seven years, he and his team decided to sell the organization.

			During that journey, Gino accumulated a set of simple concepts and practical tools (assisted by his father, his business mentor Sam Cupp, and several notable business thought leaders) that helped him and his team clarify and simplify the company’s vision and get much better at executing on that vision. During this phase of his career, Gino also became one of the founding members of the Detroit chapter of EO (Entrepreneurs’ Organization) and began sharing some of these tools with fellow members. He quickly discovered a real knack—and passion—for helping entrepreneurs run better businesses and live better lives.

			To document and codify what he’d learned, Wickman created the Entrepreneurial Operating System (EOS). His EOS Process, EOS Model, and EOS Toolbox were specifically designed to help small business owners and leaders get a better grip on their businesses, customers, employees, and lives. Companies implementing EOS focus on strengthening the “Six Key Components” of their business—Vision, People, Data, Issues, Process, and Traction. This creates an organization full of people who are crystal clear on the company’s vision, executing on that vision with discipline and accountability, and working together as a more cohesive, functional, open, and honest team.

			After experiencing success with his local network of entrepreneurs, Gino decided to share EOS with the world. He outlined its concepts and proven techniques in his first book titled Traction, which paved the way for six more books in the Traction Library that collectively have sold millions of copies. He and his business partner, Don Tinney, also founded EOS Worldwide, a firm dedicated to sharing EOS with the world through its community of more than 550 EOS Implementers around the globe. Together, Gino and his team (including the co-authors of this introduction) have helped more than 20,000 companies implement EOS, with another 150,000 companies using EOS Tools on their own.

			***

			Start with Who is a book that explores the question that’s asked and answered often—and in a myriad of ways—when a leadership team begins implementing EOS. That question is, “Who?”

			The first step in strengthening the Vision and People components, for example, is discovering and defining a company’s core values. That process begins with who. Specifically, “Who are the three people in this organization you’d consider superstars—the folks you’d love to clone because if you had a hundred of them, you’d defeat the competition and maybe conquer the world?” Once a leadership team answers that question, they align around a handful of characteristics or attributes their superstars have in common, and those become the three to seven core values that define the company’s culture. When those values are repeated often and consistently used to hire, fire, review, reward, and recognize people, the leaders have created the culture they want.

			In addition to answering the who question culturally, companies running on EOS work hard to define exactly what they need from a “skills and experience” standpoint. Leadership teams first define the right structure for the organization, clearly define the expectations for each role or “seat” by using an EOS Tool called the Accountability Chart, and then also use several other EOS Tools to attract and retain people who fit the culture and are great at their clearly defined jobs.

			Answering the who question is also important outside the organization. When strengthening their company’s Vision component, leadership teams define a high-level, four-part marketing strategy. The first and most important part of that strategy requires a team to decide who their ideal customer is. The answer is referred to as a company’s target market. While that may seem like something most successful companies have already agreed upon, many are not clear or aligned around a definitive answer. So, we dig in and define the demographic, geographic, and psychographic profiles of the kind of people or companies who are most likely to become long-term, high-quality business partners. In other words, who are your ideal customers/prospects, where are they, and how do they think?

			Once a leadership team agrees on its target market, crafting a marketing message (and process, and tactics) becomes much easier. You simply begin investing 100 percent of your proactive selling and marketing activities pursuing ideal prospects and 0 percent chasing relationships that are likely to yield little to no value. That creates a much higher return on a company’s investment of its precious sales and marketing resources.

			The concepts Gino Wickman and his co-authors lay out in the Traction Library are aligned with the wisdom shared in many other business books such as Good to Great by Jim Collins, Start with Why by Simon Sinek, The Four Obsessions of an Extraordinary Executive by Patrick Lencioni, and the book you’re reading, Start with Who by W. Craig Reed. Throughout the following pages, Reed offers a new, more recent perspective about who firms should hire and fire. Also, about who we should target and nurture as ideal customers. Most importantly, this book can help us better understand how to effectively communicate with and persuade candidates, employees, prospects, and customers based on the latest behavioral and brain science, as well as provide sage wisdom about persuasion and storytelling. While not exclusively focused on entrepreneurial companies, Start with Who is ideal for any business owner, leader, or individual contributor at any size company, as long as they are willing to step out of their comfort zones and take risks.

			If you’re an executive at a large corporation, reading books like Traction, Process!, or Start with Who may motivate you to make change happen in a way that moves beyond your firm’s safe and secure boundaries. If that seems like a constraint, Start with Who includes concepts that will help you safely challenge the status quo and innovate for the greater good—like storytelling techniques, messaging guide templates, persuasion models, recruiting secrets, and sales enablement tools.

			If you’re at a smaller company, the greater flexibility and appreciation for finding new and better ways of doing things will make these books a perfect accelerant of your desire to change the game for the better. Just like EOS can help a leadership team take their company to the next level, adopting the concepts and recommendations found in Start with Who will help you challenge the biggest and best of your competitors.

			Having the courage to embrace change can be risky, but it can also be rewarding. Wherever your employment or entrepreneurial journey takes you, we’re motivated to help you get everything you want from your business.

			***

			Mike Paton is an EOS Implementer who succeeded Gino Wickman and spent five years as EOS Worldwide’s Visionary. He’s the host of the top-rated podcast The EOS Leader and co-authored two books in the Traction Library—Get a Grip and Process!

			Mark O’Donnell is the current EOS Worldwide Visionary, former Head Coach and EOS Implementer who has worked with over one hundred companies to help them get what they want from their businesses. He’s also a serial entrepreneur who has built and sold multiple entrepreneurial companies like the ones talked about in this book.

		

	
		
			CHAPTER 1

			Virtual Storms
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			John Bettoni’s hands shook as he stared at the monitor on his desk. His pulse quickened. One by one the green indicators on the screen blinked, turned yellow, and then red. A Christmas tree gone postal. How had this happened? John tried to remember. Just a few months ago his colleagues were patting him on the back and high-fiving him in the Seattle data center. At his prompting, the small financial services firm he worked for had authorized the budget required to move forward.

			Excited, John’s team implemented his grand plan to further consolidate and upgrade. The advantages were clear, the return on investment appeared sound, and the technology was proven. Initial results were promising. They reduced expensive system costs. Management time plummeted and resources were better utilized. Weeks later, things turned sour. An unexpected scenario unfolded, and John had a bad feeling that his days as the director of information technology at Henderson Financial might be numbered.

			John had joined Henderson less than a year earlier. His boss, Norman Gage, served as the company’s chief information officer. When John was interviewing for his job, Gage had told him the company was a dynamic, high-growth entrepreneurial company in the financial sector. John could leverage his many years of experience and make a difference. But success is always preceded by hard work fraught with risk. Henderson was not a forgiving environment. Mistakes here came with severe consequences. Underperformers never lasted long.

			A few months into the job, John made a mistake. It was a minor thing, but it didn’t go unnoticed. Gage cornered John in the data center and told him if he messed up again, he should practice saying “French fries or onion rings?” into a microphone. Gage made the comment with a slight smile, like it was a joke, but John had never seen Gage strive for funny.

			John had been replaying the memory in his head when Gage came storming into his office. The man’s pudgy cheeks were beet red, and his forehead glistened with beads of sweat. His normally brown eyes were bloodshot crimson, as if he were channeling a demon.

			Gage crossed John’s office in three strides. He stammered when he spoke. Spittle flew off his lips. “What…you…you….what?” His breath reeked of bad coffee. A doughnut crumb clung to his chin.

			“I’ve got it under control,” John lied. He hated the lie, but he had a wife and two young daughters to feed. Last week was little Julie’s fifth birthday. He’d promised her a new house with her own room someday. She had hugged him tight, given him a toothless grin, and said all she really wanted for Christmas were her two front teeth. She kissed his cheek and waddled up to bed. John’s eyes had filled with tears.

			Gage calmed down enough to speak. “You’ve got one week, Bettoni. Understood? One week before we go live with the new service offerings and all heck breaks loose. If you can’t get this fixed by then…”

			“I know,” John said, “I’ll need to learn how to say ‘French fries…’”

			Gage turned and marched out, cursing, snorting, and shaking his head like a mad bull.

			John lowered his head and closed his tired eyes. He searched his worried brain for an answer. He needed help but did not know where to turn. Then he remembered. He opened his eyes and lifted his head, along with his hope. He palmed his mouse and double-clicked on LinkedIn. The web-based professional social network had become the largest in the world with some 850 million members. John had amassed over 1,000 first-level connects and did not know most of them. He had been frequently pinged by hundreds, who used the system’s InMail to send unsolicited messages. Most of these were obvious or lightly veiled spam messages that John deleted. He accepted Connect requests from only a few.

			Like virtually all his colleagues, he also no longer accepted cold calls and deleted cold emails. He simply did not have time to respond. However, there had been one outreach a few months ago that had intrigued him. The approach had been unique and informative, and the messaging compelling, so John had agreed to connect with this person on LinkedIn. Over the past few months, this professional had communicated unobtrusively, and the content imparted had been timely, thought-provoking, and engaging.

			John clicked a few times until he found the person’s LinkedIn profile. Her name was Linda Singer, and she worked for a technology solution provider called LeadingDynamics. Originally, she had sent him a Connect request simply stating that she wanted to connect so she could invite him to join an exclusive LinkedIn Group for leaders. Also, to provide him with executive leadership research. This was intriguing to John and the first time he’d seen someone in sales or marketing offer him leadership development information in this way. John had clicked on Linda’s LinkedIn profile and had also found it to be refreshingly different.

			While most sales or marketing professionals tended to brag a lot about themselves on their profile, Linda did not. Most profile copy made the person appear to be constantly trolling for a new job, which always raised a red flag in John’s mind. Were they content at their current firm? If not, then why not? Were there issues with the management, culture, revenue, or solutions that might cause people to jump ship?

			Linda’s profile seemed different. She rarely used the term “sales” in her profile. Instead, she used words like colleague, collaborator, expert, strategic partner, servant leader, helpful, or friend. She outlined her core values. Even her title was simply “strategic account manager.”

			Her profile talked about her passion and purpose, her motivations and areas of expertise and interest. She told short stories about how she had been fulfilled professionally by helping her colleagues (not customers) solve pervasive problems and achieve success. About how she had been rewarded by ensuring others accomplished their goals. She used actual customer quotes along with words and phrases that evoked a friendly, personable tone. John had come away feeling like he’d made a new friend. With many others, he’d been reminded of the movie Ghostbusters wherein he felt like he’d been “slimed.”

			After connecting, Linda had sent John something he’d never seen before: a personalized message that included information about him, his interests, skills, and more. Also, she used words and tone that seemed to resonate with him, as if she had met him before. Linda included a link to a Leadership Profile Survey. Curious, he had clicked. The landing page welcomed him to a short survey that ensured LeadingDynamics sent John relevant, interesting, and personalized thought-leadership information. Also, information on the topic of leadership development that might help with his career advancement. She also sent him a link to a detailed neuroscience-based assessment that included best practices, team development strategies, and a powerful decision-making template. Curious, John clicked on that as well.

			The assessment displayed visually interesting and contrasting pictures and videos, along with numeric scales to select the degree to which he related to the videos and images displayed. John had taken personality profiling and career evaluation tests before, but this was quite different and apparently based on the latest science. He answered the questions and within seconds received an email in his inbox. The email contained a link to his assessment. He clicked and downloaded. A minute later, he raised an eyebrow. The assessment seemed incredibly accurate. It outlined his leadership traits, communication style, preferences, and professional attributes. It then recommended best practices and improvements to enhance his leadership abilities and career. John found all this thought-provoking, useful, and unique. It certainly set Linda apart from all the rest.

			John also found a link at the bottom of the email that sent him to a company landing page. To his surprise, instead of seeing lots of copy and “here’s what we do” messaging, he instead saw a link to a section labeled “Challenges.” He clicked on a few that he’d been concerned about. The page portrayed easy to comprehend pictures with minimal text related to various problems, along with short descriptions for each. He found one that seemed relevant and clicked. Again to his surprise, instead of finding a phone book’s worth of copy about what the company provided, he’d been directed to a short video. He started the video, which briefly discussed the problem in a questioning style and then ended with a few interesting questions about what he’d viewed. No copy, no downloads, no white papers. John was surprised by the approach.

			Based on his preferences and answers to the questions, John occasionally received emails with links to a few thought-leadership documents. None of these contained an overabundance of sales jargon. Most white papers or articles he’d downloaded from other vendors were just smoke screens for a sales pitch. They offered a few tidbits of useful information but then slanted their take to focus on an array of solutions, as if they were a jackknife that could do everything.

			The content received from LeadingDynamics broke the mold on this approach. It was well written and engaging without being biased. It usually contained a one-page synopsis so John could decide if it was relevant, and if so, download it. The documents were no more than three or four pages long, used a compelling storytelling approach, and covered important topics from a variety of unbiased angles. The conclusion included a brief mention of LeadingDynamics and their capabilities, but not a glossy sales pitch. He recalled that one of the documents warned of a similar scenario to the one he now faced, as if it had been a prognostication about his current dilemma. He’d found the article quite interesting and had implemented some of the tactics, but he had to admit that he’d not heeded all the advice or contacted Linda for more information. Perhaps he should have. Still, she had not been pushy and instead had continued to send occasional information and point him to various articles or news posts.

			John clicked on the Message button on LinkedIn and sent Linda a quick text to contact him about an issue. Linda replied right away that she could call John first thing in the morning. John had a full calendar and so scheduled the call for 1:00 p.m. the following day. John then sent an email to his firm’s current solution provider, FisionWorks, even though he had doubts about their ability to help with this situation.

			That afternoon, a sales rep named Dwayne Peterson from FisionWorks replied to John’s email. John invited him to join a video call, and Dwayne’s face popped onto his screen. The mid-thirties district manager had short brown hair and smiling white teeth. John had worked briefly with this partner previously, and the company seemed sound but not stellar.

			Dwayne asked what was up. John took a deep breath. He touched a small globe on his desk and spun it around on its spindle. His seven-year-old, Angela, had given him the ornament. She had seen it in a toy store, tugged on her mother’s blouse, and said, “Mommy, can we give Daddy the world?”

			“How can I help you?” Dwayne prompted, bringing John back to the present.

			“I’m having a bad day,” John said into his desk camera. “We expanded our virtualization project, consolidated servers, and implemented a cloud storage solution. At first, everything was great. Then we got a few storms. Then some tsunamis.”

			John hoped Dwayne knew what he meant. Performance slowed when dozens of users tried to access files from various systems at the same time. These “storms,” as they were called, were like a dozen people trying to get through the same door at the same time. Tsunamis occurred when the traffic turned into a stampede.

			“How slow are we talking?” Dwayne said.

			“Slow like my five-year-old reads books slow,” John said.

			“I see.”

			“Slow like turtles on sleeping pills slow.”

			“Interesting picture.”

			“Slow like I’m going to be waiting in the unemployment line slow,” John said.

			“That’s pretty bad slow,” Dwayne said. He smiled and leaned forward. He asked for screen control and then displayed a PowerPoint presentation. “You’re in luck, my friend, because FisionWorks has just the right answer for you.”

			“But I…” John started.

			Dwayne waved him off. “Let me show you what I mean.”

			Dwayne flipped to the first slide in his presentation. “As you can see, FisionWorks is a mega-million-dollar value-added reseller with hundreds of employees, and we’ve been around for decades and have won dozens of awards and represent some of the largest firms in the industry, including all of the name brands that offer every imaginable solution you could ask for, and we have dozens of trained experts in virtualization and cloud storage solutions and we also offer professional services and assessments and I’m confident we can find a solution to any problem you might have.”

			Dwayne inhaled a deep breath and then flipped to the next slide. The screen displayed more words than Tolstoy’s War and Peace. “Here’s all the solutions we offer and the vendors we represent.” He grinned and waved a hand in the air, as if he were a game show host. He proceeded to name every solution and vendor and described in technical detail every value proposition for every offering of every type. Thirty minutes later, he took another deep breath. “As you can see, there’s just no question that we’re the right choice to help you solve your problems.”

			John leaned back in his chair. “Do you know what my problems are?”

			“Well, whatever they are,” Dwayne said, “I’m sure my technical team can suggest the right solutions to solve them.”

			John turned his head and starred at the globe on his desk, the one Angela had given him. He wasn’t feeling comfortable with Dwayne but figured he should at least go the distance. He needed some answers. John spent the next half hour asking Dwayne dozens of questions. For almost every answer, Dwayne referred to his PowerPoint presentation or a brochure or white paper or some other document. He offered assurances that FisionWorks could do various assessments to uncover the cause of John’s problems and provide solutions to resolve them, but he did not impart any new insights or revelations.

			John thanked Dwayne for his time and said he’d be in touch. Dwayne promised to email with more information and “touch base” the following day to schedule a call with his technical experts. John nodded and ended the video call.

			John spent the rest of the day and much of that evening trying to find some answers to his problems. His wife, Sherry, called twice. She said the girls wanted to know where Daddy was. John said he’d be home soon. By midnight, he was. The house was dark and smelled of pine from the Christmas tree. He tiptoed into the girls’ room. Blonde curls draped across tiny pillows. Julie opened one eye. She flashed him a toothless smile and rolled over and snuggled into her pillow. John walked over and kissed her cheek. Her smile broadened. Angela slept nearby. He kissed her cheek too, left the room, and pulled his weary body up the stairs.

			Promptly at nine the next morning, John received an email from Dwayne. Attached were a dozen documents, including white papers, customer success stories, vendor brochures, and so forth. Links in the email connected to videos, ROI calculators, and case studies. John browsed through several of them but didn’t find anything relevant.

			Prior to lunch, Gage marched into John’s office and demanded an update. John said he’d contacted a few experts and he would have some answers soon. As Gage stormed off, John hoped that he hadn’t just lied to his boss again. By late afternoon, John was beginning to believe that he probably had. He’d made little progress on the issue when his phone chimed. He glanced at his watch and remembered that he’d scheduled a call with Linda Singer.

			“Hi, John,” Linda said. “You asked me to call you today at one. Is now still a good time?”

			“It is,” John said. “Thanks for calling.”

			Linda said, “Your message briefly stated your current problems, so I reviewed these with our technical team. I have a few more questions and several potential concerns. Would you mind if I started with the questions?”

			John was impressed that Linda had taken the time to research his issues, and he was intrigued by her mention of “potential concerns.” What concerns?

			“I don’t mind,” John said. “Please ask away.”

			“Thank you,” Linda said. “I want to be as helpful as possible. I sensed in the tone of your message that your issues are urgent, and I’d like to help you resolve these before they cause any internal problems with your team or management.”

			John did not respond as he thought about Gage’s red face.

			Linda continued, “First, please take a moment to explain in detail the issues you’re currently having.”

			John explained.

			“Thanks,” Linda said. “What I heard is that you recently expanded your virtualization footprint and are now having virtual storm performance issues. Is that correct?”

			“Yes, big-time.”

			“Are you also experiencing any security issues or incompatibilities?”

			John raised an eyebrow. “Not as yet, but it’s always a potential concern. For now, we’ve been focused on the performance issues.”

			“Which applications are the slowest?” Linda asked.

			“Mostly our legacy and business apps.”

			“What’s your physical server to virtualized machine count?”

			John was again impressed. Rarely did a vendor ask him this question. John gave her the answer.

			“How many terabytes on your storage area network?”

			Again, John gave her the information.

			“How many desktops have you virtualized?” Linda asked. Her voice sounded pleasant, confident, and professional.

			“About a hundred so far,” John said.

			“I see,” Linda said. “We’ve helped hundreds of firms like yours across several decades, and we often see bottleneck issues like these. This is because your virtual machines reside on your servers, but your data—all the employee files and so forth—resides on your storage. When users try to access that data, a bottleneck can occur. Fortunately, our technical experts have solved similar issues with simple, fast, and affordable solutions, so that’s not what concerns me.”

			John raised both eyebrows. “Then what is?”

			“I noticed that you operate in ten US states. Is that correct?”

			“Yes. Is that relevant?”

			“Yes, very relevant, as I’ll explain.”

			“Okay,” John said as he swallowed hard. Sweat lined his palms.

			“Your answers indicated that you’ve moved lots of data to the cloud. Is that correct?”

			“Yes,” John said. “I figured we could move some files to the cloud and save on local storage costs.”

			“That’s a smart move,” Linda said, “but as you know, many cloud solutions can be less than secure and slow. Unfortunately, many of them are software-based, and that makes it easier for bad guys to steal your data.”

			“The solution I implemented is software-based, and they assured me it was secure. Are you saying it’s not?”

			Linda’s voice turned urgent. “Yes, precisely. I’m sure you’ve heard of the recent Headstart Bug? It’s a flaw with software security that allows hackers to steal sensitive information. That’s a bad enough problem on its own, but now it’s even worse due to recent updates in most US state civil codes. I assume you’re storing personal information for your customers in the ten states you operate in?”

			John sat forward in his seat. “Well, yes, of course we are. What’s the problem?”

			“If you’re hacked and can’t prove you properly protected the information, your firm could be fined and forced to publicly disclose the breach, but that’s not the worst of it.”

			John bit his lip. “What is?”

			Linda’s tone became even more urgent. Her sentences had a short, staccato quality. “Most state codes also allow for a ‘private cause of action.’ This action will come from your customers. They can now more easily sue you. The combined lawsuits could cost your firm millions.”

			John’s heart fluttered. His virtual storm performance issues were bad enough, but now things had taken a turn for the worse. How was he going to explain to Gage that by moving to the cloud, he had exposed the company to millions in potential fines and lawsuits? If his job was on the line before, it was hanging by a thread now. “Are there any answers to this problem?”

			Linda’s voice sounded calm, assuring, and comforting. “Fortunately, yes. There is a logical solution. There’s an ‘Encryption Safe Harbor’ clause for all civil codes that can protect you if the right actions are taken. How are you encrypting your data?”

			“We’re relying on the encryption provided by the cloud vendors.”

			“I was afraid of that,” Linda said, sounding concerned again. “They might not meet all the requirements. You may be exposed to potential fines or lawsuits.”

			“Just what I wanted to hear,” John said as he snapped a pencil in two.

			“Are you working with anyone to help you solve these issues, John?”

			“I contacted another partner, and they’re researching answers now.”

			“Did they inform you of the consequences for violating these codes?”

			“No.”

			“Well, even so,” Linda said, “I suspect you’re in good hands and probably would not entertain a second opinion at this point. I hope I’ve at least been of some help and would be happy to answer any questions you might have in the future.”

			John was puzzled. Every other sales professional he’d spoken with during his career had always pushed for a follow-on call. He figured the action had been drilled into them by their sales managers. Why wasn’t Linda asking him for a meeting?

			“You said your team had solved problems like the one I’m having,” John said. “I’d like to know more about that. I’d also like to learn more about these
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