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			This book is dedicated to the entrepreneurs, business leaders, and professionals who have Stories, Passion, and Knowledge to share with the world. 

		

		
			Visit us online to access these free resources: 

			TEST your authority status. 

			Are you a New Media Novice, an Innovative Influencer, or a Stand-Out Authority? Most industries have numerous experts, but very few rise to authority status. Are you one of them? 

			
					Take the Authority Assessment to find out at 
forbesbooks.com/assessment.Your score will be emailed to you within seconds of submitting. 



			

			SUBSCRIBE to Authority Weekly.

			You’ve learned about the Seven Pillars of Authority Marketing™, now stay on top of the latest marketing trends and strategies with the Advantage|ForbesBooks weekly newsletter. Read articles from ForbesBooks Authors or pursue other articles from the Advantage|ForbesBooks team on how to grow your business and become the leader in your field. 

			
					Subscribe at forbesbooks.com/authority-weekly.

			

			
LISTEN to Upside: The Business Growth Podcast. 

			Did you enjoy Rusty’s insight in the book? Then tune in every Thursday to hear Rusty interview leading entrepreneurs, leaders, business growth strategists, and other experts to help you on your journey to business and personal growth. Each episode is less than thirty minutes and easy to digest on your way to work or on a run. 

			
					Listen at forbesbooks.com/podcast.

			

			APPLY to be our next Author.

			ForbesBooks Authors comprise an exclusive community of industry professionals, idea makers, and thought leaders—limited to those who qualify and meet specific criteria. 

			
					Apply to be our next Author at forbesbooks.com/application.
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Foreword

			by Steve Forbes

			“All I need is a sheet of paper and something to write with, and then I can turn the world upside down.” —Friedrich Nietzsche

			There is no secret formula for great leadership. However, there are certain timeless attributes: the ability to inspire trust, to impart a vision and sense of direction, to make hard decisions and see that they are carried out, and to develop the art of delegating instead of trying to do everything yourself. This, in turn, means picking capable people for carrying out particular tasks and constantly evaluating their performances. Understanding their strengths and limitations is crucial. Great leaders are crisis managers, which may mean having to deal with problems for which there is no “playbook,” that is, no obvious solutions and answers. Inevitably, mistakes will be made, though great leaders learn how to rebound and move ahead. 

			Very importantly, outstanding leaders strive to do big things that can turn conventional wisdom on its head. This, of course, is going for the high risk. A wannabe great leader, overcome by timidity and the desire to play it safe, is bound for forgettable mediocrity. 

			While all of these factors have been known since the dawn of recorded history, there are only a relative handful of individuals in each generation who are willing to step up and take the reins. 

			You want to be one of them. As you pursue your bold ambitions, you understand that complacency is death. As one scholar of leadership has put it, to not make a resounding impact in your field is akin to dying on your knees instead of on your feet. In today’s environment, leadership is amplified by authority and there is no room in this world for uncertain authority; it’s a contradiction. Now, here comes a crucial point: authority cannot be achieved quietly. If you want to be seen as a thought leader in your field—a person of outstanding authority whose observations are accorded instant respect, whose pieces of advice are almost treated as prescriptions, and who makes such a positive impact that they leave a lasting legacy—then you need to make it clearly known. 

			And one of the most powerful ways to achieve this rare stature is through book authorship. Over the years I have written several books and co-authored or edited others. Each in its own way has underscored those vital elements of leadership mentioned above. They have sharply challenged conventional wisdom. They established a foundation of trust by conveying solid fact over myth. Furthermore, people are inspired to take action when they better understand the American political and economic climate. 

			But in today’s media landscape, the journey to becoming an authority isn’t complete with a book, just like the journey for Forbes to become a modern global business and media brand wasn’t limited to a print magazine. I encourage you to be bold and embrace the same innovative “media” mindset that we have fostered at Forbes for more than a century. Just like we went beyond the magazine to reach our audience in new ways, Adam and Rusty will teach you how you can integrate rented, earned, and owned media to build an audience for your message in a bold and transformational way.

			The value of firmly establishing your authority in your field cannot be overstated. Sharing your unique perspective within your field is one of the most direct and powerful ways to make this happen. It is your vehicle to drive real and lasting change. 

			Bottom line: people have to know you’re there. And this book will show you the way to do it. 

			
Preface

			In the spring of 2015, Advantage Media Group founder and CEO, Adam Witty, took a step back to try to identify the macro trends that would shape the marketing world in the years to come. At the time, the company he founded more than a decade before in 2005, Advantage Media Group, had helped hundreds of entrepreneurs, CEOs, and professionals create and publish a book to help grow their business. Although the company was incredibly successful and won numerous awards for rapid growth, quality, and culture, he believed book publication only scratched the surface of what the company could achieve for its authors. It grew steadily apparent to Adam—he needed to provide a marketing framework, one that could be reliably executed.  

			As you know, because you chose to pick up this book, there is no shortage of options when it comes to marketing. Adam felt like a shift was taking place that was putting more power in the hands of you—the business leader. Rather than having to do what everyone else is doing by focusing on the expensive, time-intensive, and unreliable process needed to build a corporate brand, you could control your own marketing destiny. 

			How did he know a shift was taking place?  

			He saw it happening in his own life.    

			When Adam founded Advantage, he did what most entrepreneurs and business leaders do—he focused on building the company’s corporate brand. He was successful by most metrics, growing the company at a significant rate, but he was plagued with significant competition from other publishers. The company didn’t truly hit “lift-off” until he started focusing on something none of his competitors were focused on—a personal brand. Adam knew he didn’t have the marketing budget or brand name in place that large publishers had. He decided the quickest and most effective route to success was to focus on building his own personal brand. This, in turn, would bolster the Advantage brand. As a result, he was named to the Inc. Magazine 30 Under 30 list in 2011, wrote numerous books, began speaking at EO, YPO, and Vistage events and made it a point to personally be involved in author events around the country.  

			The shift to Authority-building had a significant impact on the business. Revenues have grown tenfold and the visibility Adam built opened the door for a partnership deal between Advantage Media Group and Forbes to launch the company’s first ever book publishing imprint, ForbesBooks. 

			By building his personal Authority, Adam recognized he was playing a game none of his competitors knew was being played. Authority Marketing was the most important macro trend entrepreneurs, CEOs, and professionals needed to pay attention to. 

			He decided the best way to help authors was through an acquisition and he went on a nationwide hunt for the top thought leadership agency in the country. That search quickly led him to Rusty Shelton, who was running Shelton Interactive, an award-winning agency that represented more than thirty-five New York Times and Wall Street Journal bestsellers, including clients like Keller Williams Realty co-founder Gary Keller, Chicken Soup for the Soul, and numerous other global brands. A published author himself, Rusty had been building his own Authority, first by speaking at Harvard on the changing world of PR and marketing at the age of twenty-three and by being a veteran speaker of many other elite conferences including SXSW.

			Adam and Rusty quickly hit it off and joined forces to build the Authority Marketing System that has helped numerous experts build their Authority, expand their impact, and, ultimately, make their competition irrelevant.

			The book you’re about to read will teach you how to utilize Authority Marketing to take your business to the next level. 

			
PART I: the big idea

			
What is Authority Marketing? 

			Charlie Epstein went over his notes carefully as the car proceeded down Avenue of the Americas in New York City. He had been studying and rehearsing the entire way from Springfield, Massachusetts. As the car pulled up to the offices of Fox News, Charlie took a deep breath. He was about to appear live on Fox Business’s Closing Bell with Liz Claman and was determined not to screw it up. A few weeks earlier, he had been given the opportunity to appear on the show remotely, but things had not gone well—his location was too dark and his responses not as sharp as he would have liked. Luckily, his team had convinced the show’s producers that he would be a much better guest in person. Now it was time to do or die. 

			For Charlie, it was an incredible moment. As he waited in the green room among familiar TV news personalities, he couldn’t help but consider how far he’d come. He had gone from being a normal life insurance and 401(k) salesman, waiting on his next prospect meeting, to a leading Authority in the financial field waiting in the green room to address millions of Americans on one of the highest-rated cable finance shows. 

			How had things changed so much for Charlie?

			His transition from commoditized financial advisor to leading Authority in the financial space began with a decision he made years earlier to play a game no one else knew was being played. He recognized that he was fighting an uphill battle competing in a crowded space and knew he had to do something to differentiate himself from his competitors. 

			His transition from commoditized financial advisor to leading Authority in the financial space began with a decision he made years earlier to play a game no one else knew was being played. 

			He wanted to work smarter rather than harder, which was a must in a field as competitive as his. Think about it—as of this book’s publication in 2018, there are nearly 285,000 financial advisors in the United States.1 All of them have the necessary credentials, the prerequisite education, and the experience to become financial advisors—which makes them experts in their field. However, just like doctors, dentists, attorneys, among others, simply having the formal credentials doesn’t make any single financial advisor stand out from the other experts in the crowd. 

			So, what does?

			Authority Marketing! 

			Charlie was an early adopter of Authority Marketing. He repurposed his expertise and credentials, using them to build his Authority. To do so, he had to successfully leverage the books he wrote, as well as the Seven Pillars of Authority Marketing—which you’ll learn about in this book. 

			So, what do we mean by Authority? 

			Authority occurs when someone takes the right steps to combine stand-out, trustworthy expertise in his or her field with the kind of high visibility you might often associate with a celebrity. When that happens, the expert’s name becomes synonymous with the field he or she works in—which of course provides an incalculable advantage over competitors. 

			But even though the advantage is incalculable, the blueprint formula for building it is fairly straightforward: 

			Authority = EXPERTISE x CELEBRITY 

			If the mere mention of the word “celebrity” makes you want to put this book down or pause the audiobook recording, we understand—but hang tight while we unpack what we mean by celebrity. We don’t mean “household name” celebrity or a me-first, ego-driven celebrity. Instead, we’re talking about the kind of high-impact visibility and third-party credibility that causes you—the expert—to be viewed as a mission-driven thought leader in your specific niche or field. 

			In this book you’ll read about numerous Authorities—formerly unknown experts who’ve gone on to make millions of dollars and impact countless lives by becoming well-known experts. Ones like Charlie Epstein. 

			The good news is that it’s never been easier to build Authority and use it to accelerate the speed of trust. In today’s media environment—which is driven in large part by discoverability and brand-building pre-engagement—when you combine great knowledge and expertise with celebrity-style visibility, you are perceived as far more than just another expert that someone can shop on price against competitors. Instead, you are seen as the go-to thought leader in your field! Someone who any prospect would feel fortunate to even get a meeting with.

			Authority marketing builds your visibility and credibility in your field and uses that thought leadership as a way to drive business and make a bigger impact.

			Authority doesn’t just happen to you—it’s the result of a specific process called Authority Marketing which builds your visibility and credibility in your field and uses that thought leadership as a way to drive business and make a bigger impact. Doing this creates a wonderfully unfair advantage over your competitors, which takes us back into that green room with Charlie. 

			His journey to Fox News had begun a few years before when he published his first book, Paychecks for Life. Early in his Authority Marketing journey, he used the book as a credibility-booster with current and potential clients as well as his key strategic partners and referral bases. The fact that he was a published author simply put him in a different light with everyone—even with his family (more on this fun side-effect later). He then expanded to using his book to drive speaking engagements and publicity opportunities, working his way up the PR ladder to the aforementioned national TV appearance, which he nailed the second time around to the point that Liz Claman actually chased him down afterward to tell him how great he was! 

			Charlie Epstein is one of many examples of the power of Authority Marketing and how it can be used to transform careers and change lives. He went from a commoditized expert, competing against thousands of advisors, to a noted Authority, with thousands of advisors as clients of his latest business, The 401(k) Coach.  

			A Personal Brand Accelerates Trust


			Everyone understands the value of having a visible, respected corporate brand, but few understand the power of a personal brand the way Charlie did. 

			Most entrepreneurs launch a business and focus on building visibility or equity for the corporate logo and name, whether it be through high-end graphic design, expensive advertising campaigns, a dominant social-media presence, or even PR. When you focus on your corporate brand, you are not only playing a game everyone else is playing, you’re often playing against some of the biggest brands in the world. When you go head-to-head with large, established brands, you often fight a losing battle because you’re chasing a brand that has several decades’ head start in terms of awareness and often a marketing budget that dwarfs yours. This is a fool’s errand, as you just don’t have the resources or name recognition to compete with the biggest corporate brands in the industry. 

			But Authority Marketing levels the playing field by focusing on an individual Authority brand: meaning that you essentially become your own brand. Against the backdrop of a marketplace that is increasingly skeptical of large corporate brands, Authority Marketing accelerates the speed of trust like nothing else. 

			Authority Marketing levels the playing field by focusing on an individual Authority brand: 
meaning that you essentially become your own brand.

			Sticking with our financial advisor example, imagine an entrepreneur’s business was just acquired for an eight-figure amount and she is interviewing four different advisors, each of whom has the expertise and experience necessary to earn the business and provide sound financial advice. Assuming each is trustworthy and has good relationship skills, what makes one stand out versus another, especially if each one is associated with large financial firms that have established brands? Not much, right?

			Using this same example, what if one of the four—Donna—is an active speaker in town and has been quoted frequently by local media? When the entrepreneur—Rachel—visited her website and LinkedIn profile prior to the appointment, she noticed that she is a media personality, keynote speaker, and even a published author. This initial impression of third-party Authority accelerates the speed of trust and completely changes the dynamics of the meeting that they set up because Donna has already established her Authority before Rachel even enters the room. Instead of feeling like she’s about to receive a sales pitch, Rachel feels fortunate to have gotten a meeting with such an Authority and she now has a significant edge, as she’s prescribing solutions instead of selling services. 

			she now has a significant edge, as she’s prescribing solutions instead of selling services.

			The single most valuable benefit to becoming an Authority is accelerating the speed of trust. When you do so, you’re not seen as someone who has something to sell, but instead as a thought leader that has something to teach. The key is to use Authority to establish trust before you ever sit down with someone. When you do this, you don’t have to establish your credibility or make the case as to why you’re the best resource; you can go right to problem solving and, as such, people are more willing to take your recommendations. In other words, Authority reduces the sales cycle. Oftentimes, that means potential clients shop around less, if at all. They feel lucky to be talking to you and are going with you because of who you are rather than what you offer—because you have demonstrated that you are a trustworthy advisor.

			This works in any field. Imagine you were picking a dentist. You’re browsing local dentists online and you come across one who has published a book on dentistry and been featured in local media. The third-party credibility that the dentist’s book and media experience provide differentiates him or her from local competitors, and you see that dentist as an established Authority. You’re going to trust that person’s capabilities almost immediately, and chances are, you’re going to feel lucky to have him or her as your dentist. That’s the kind of competitive edge that being an Authority provides. 

			Your Blueprint

			Again, being an Authority doesn’t just happen—effective Authority Marketing involves a strategic process of systematically positioning a person as the leader and expert in his or her industry, community, and marketplace to command an outsized influence and edge on competitors. A strategic process means creating a deliberate plan which is executed over a specific period of time. This eliminates ad hoc questions like, “What do we need to do today?” or “How should we tackle this next month?” Authority Marketing requires a clearly defined blueprint that is implemented methodically over time. It is only through deliberate intention and disciplined action that real Authority can be gained. 

			effective Authority Marketing involves a strategic process of systematically positioning a person as the leader and expert in his or her industry, community, and marketplace to command an outsized influence and edge on competitors.

			Systematic positioning—the implementation of your blueprint in such a way as to provide the most effective return on investment possible—goes hand-in-hand with strategic process. If you’re practicing law in Cleveland, Ohio, you’re not going to get much mileage from local TV in San Antonio or Atlanta. You wouldn’t waste your time pitching news stories to the Los Angeles Times. Rather, you would focus your efforts in your practice’s prime radius, then work to ensure you become known in every aspect of that area’s most visible media. As we will talk about later in this book, the credibility that comes with national media is very important, but for many businesses, local media provides the most direct impact on Authority. This is about more than brand recognition—you don’t just want people to know the name of your practice; you want them to see or hear the name and say, “Hey, I have been hearing a lot about that person.” 

			The reality of any business comes down to competition. You’re competing in a marketplace, an industry, and a community. Coming out on top is all about the sway you have over and above other businesses to help you influence people toward your services. Your blueprint needs to be designed to achieve just that. (Much more about this starting in Part II.)

			Entrepreneur Ben Compaine once said, “The marketplace is not a podium in a quiet lecture hall where everyone gets a turn to speak. It’s more like a crowded bazaar in Casablanca. You must distract people from their main occupation—living—and show them that they can’t live a minute longer without one of your beautiful rugs.” 

			When you and your business are the Authority, you have a powerful microphone and platform in that crowded bazaar, and that wonderfully unfair advantage makes all the difference, because it allows you to stand out above your competition. 

			Done properly, Authority Marketing isn’t about ego or attention—it’s about affinity, which equals trust, and it turns you and your business into a magnet for potential clients, customers, or prospects, rather than you needing to go out and sell yourself to them one at a time. This book is about showing you how to do just that.

			Authority Marketing isn’t about ego or attention—it’s about affinity, which equals trust, and it turns you and your business into a magnet for potential clients.

			
The Three Eras of Authority Marketing 

			Although it may sound like a new concept, the story of Authority Marketing is as old as civilization. In ancient Rome, Authority derived from titles. Men of the Senate or the Plebian Council were seen as the authorities on matters of the state and public life. To become such an Authority, one needed to be a born member of the Patrician class or be a skilled orator who could effectively speak to the masses and be elected to the Plebian Council. In either case, it was the official status bestowed by the Roman state that conferred Authority. 

			Such is the way it went for much of history—if you wanted Authority, it had to be officially bestowed upon you by the state, monarchy, or institution of social significance. The English government would extend it to individuals outside of government with official titles and honors, such as knighthood. These individuals enjoyed public trust, notoriety, and preference as a result. However, there was a flipside for all of those who weren’t fortunate enough to have such Authority bestowed upon them and, for most, it meant a life of limited opportunity. 

			Centuries later, with the advent of mass media, the dynamic began to change. Looking back, we can now categorize the evolution of true Authority Marketing into three distinct eras. In the first era, pre-1875, Authority had to be officially bestowed by a formal Authority, whether that be a government body, monarch, or social institution. In the second era, roughly 1875–2000, the media gained the power and ability to crown individuals with Authority. Now, in the digital age, we have seen the democratization of media, and with that the dawn of a third era of Authority Marketing. Today, you can establish yourself as an Authority by serving your audience. This is the revolutionary power of the new media landscape. 

			Today, you can establish yourself as an Authority by serving your audience. This is the revolutionary power of the new media landscape

			Before we dig in on the opportunities presented in our current era, let’s look back at the first two to provide a foundation for our current opportunity.

			Era One – Institutional Authority (pre-1875) 

			Marcus Tullius Cicero was one of Rome’s most famous figures. He was a member of the Patrician class, a politician, and a lawyer, who served as consul in 63 BC. He was able to rise to Rome’s highest position for two reasons: his noble birth and his tremendous oratory skills. Cicero was born with Authority and was able to command more of it through his ability to communicate with the masses. 

			Cicero’s oratory was so influential, he had a significant impact on the Latin language, affecting its style and prose. Imagine having so much Authority that the way you spoke changed the very language for everyone. 

			There were several other prominent Roman figures who used the Authority of their state titles to spread their influence—most notably Gaius Julius Caesar. It was through his Authority and influence that Caesar transformed Rome from a republic to an empire, and in so doing, made himself a figure of worldwide significance. To this day, variations of his name are used as titles to confer Authority and power, such as czar. 

			Caesar’s name carried such clout that his nephew and successor, Octavian, took it as his own, adopting the name Augustus Caesar. Augustus went so far as to have two months of the year renamed in honor of his late uncle and himself: July for Julius, August for Augustus. Now that’s Authority Marketing!  

			Social institutions, such as the Catholic Church, were also sources of Authority during the first era of Authority Marketing. The advent of the printing press, in 1440, furthered the Church’s influence by facilitating the wide distribution of the most influential book of all time: the Bible. The spreading of Christianity, thanks in no small part to the Bible, led the Church to such high levels of power, it rivaled states and monarchies. This created conflict with those seeking to compete with or contest the Church’s Authority. 

			While the Pope has always been a social and spiritual Authority, King Henry VIII famously challenged it in 1527, after Pope Clement VII refused to annul his marriage to Catherine of Aragon. With a little help from Martin Luther and later John Calvin, the resulting Protestant Reformation significantly shifted the balance of social and spiritual Authority and resulted in many subsequent conflicts and wars.  

			These examples demonstrate not only how Authority was conferred throughout most of history, but also how incredibly valuable it was. It was synonymous with power and influence, and in this era many died in disputes over it. Even the United States experienced such conflict, as the nation was forged by men of burgeoning Authority contesting that of others. 

			George Washington was the father of the United States and one of its most revered historical figures. When the Continental Congress needed a man to lead the colonial army against the crown, they called on General Washington. He was their natural choice as a man of high social stature, a decorated veteran, and a Freemason (another social institution capable of bestowing Authority by association). The American Revolution was a challenge to the Authority and power that Great Britain held over the American colonies. When Washington was victorious, he was the logical pick to be the first US president—precisely because his Authority and success on the battlefield had established him as a man of trust with the people.  
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