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Matthew: Hello and welcome to Marketing Smarts, a podcast brought to you by 
MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs and I thank you for listening.  

If you would like to succeed in business and aren’t afraid of really trying, what is 
the best approach? According to this week’s guest, Bob Burg, the secret to 
getting ahead in business and in life in general is to put others first.  

To illustrate this belief and how one might put it into practice, Bob, along with co-
author John-David Mann wrote a little story called The Go-Giver.  

It’s a business parable in the vein of “Who Moved My Cheese?” that follows an 
ambitious young every-man, Joe, as he encounters and eventually overcomes a 
host of frustrations and gains a new respect for the value of building networks by 
serving others. 

Sally Hawks had brought Bob to my attention and I invited him to Marketing 
Smarts to discuss The Go-Giver, how much harder it is to write a story than a 
more practical how-to book and what, if any, secret messages the book might 
contain.  

Before we get started, I want to remind you that if you like what you hear on 
Marketing Smarts, and even if you don’t, you could always leave us a review in 
iTunes or a comment on our site.  

You can also reach out to me directly via email at mattg@marketingprofs.com.  
Without further ado, let’s get started. Bob, welcome to Marketing Smarts. 

Bob:  Thank you, Matt. It is great to be with you. 

Matthew: Excellent. You are down in Jupiter, Florida. Is that true? 

Bob: Yes, sunny and warm Jupiter, Florida. I grew up in Massachusetts and got down 
south as fast as I could. I like the warm weather. It suits my style. 

Matthew: Nice. I am actually speaking to you from Concord, Massachusetts. In fact, our 
Ann Handley, the Chief Content Officer here is just north of me in Andover. 

Bob: Oh, Andover. My mom grew up in Hayborough. That is right near Andover. My 
dad is a Chelsea boy and I grew up in Natick  which is about 20 minutes south of 
you. 

Matthew: Yep, I know Natick. That is excellent. Well I am really glad that we have the 
opportunity to speak with you on Marketing Smarts. Today, I think that I would 
like to discuss primarily your best-selling book, The Go-Giver, as well as touch on 
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some of the leadership lessons that you and your co-author, John David Mann, 
cover in It’s Not About You. 

 Before we get started, for those who have not read The Go-Giver yet, it is a 
parable. It’s a story so it’s not a business book like you might expect. There is 
nothing saying, “Here is how to do this,” or “Organize yourself this way”, but it 
has those lessons in it.  

It made me curious about you and your story. You don’t have to go into great 
depth, but I was just curious. Before we begin talking about the book, could you 
introduce yourself to our listeners and trace our how you ended up writing The 
Go-Giver? 

Bob: Sure. I began my professional career as a broadcaster. I started out in radio and 
then TV. I was the news anchor for a very small station that was an ABC affiliate 
in the Midwest. I was probably the worst newscaster you’ve ever seen.  

I could read the news but I was only 23 or 24 and had absolutely no knowledge 
in the news. Also, I didn’t care so that was not a good combination. I think I was 
probably too inherently positive anyway.  

My idea of a good newscast opening was to say something like, “Good evening 
everyone. On the news tonight, everything is great. Go to sleep. We’ll let you 
know if something happens.” I soon found myself not doing well.  

Matthew: That would have been very refreshing of course, because it’s usually, “If it 
bleeds, it leads.” “A mom took her kids to the store and got home safely and 
everything is going great.” 

Bob: Yes. It just doesn’t sell the old advertising. I soon found myself in sales. I would 
say that I graduated into sales. The challenge was that I knew nothing about 
sales.  

I intuitively knew that the job of a salesperson is to find a way to provide value to 
someone but I did not know how to go about it or anything. Fortunately, I started 
getting my hands on some sales books.  

How to Master the Art of Selling by Tom Hopkins and I picked up Zig Ziglar’s 
book. Those are the people at that time who wrote about business in the early 
‘80s. I made a study of sales and within weeks my sales took off. This was only 
because I now had a system to put together with the attitude. I had a good 
attitude. I just didn’t have the good skillset and it takes both.  

Eventually, I worked my way up to sales manager of a company and then started 
teaching others what worked for me. Then it grew into a speaking business. One 
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way of helping to position yourself better as a speaker is to write a book, which is 
why I wrote my first book, Endless Referrals back in the early ‘90s. 

Matthew: That book was pretty successful. I will admit that I have not read it but it did  
  launch your career in this circuit as I understand it. 

Bob: Yes, it has been a big seller and it is now in its third revised edition. The last one 
that we did was in 2005. While the principles never change, technology certainly 
does. What is really funny is that this last edition from 2005 was one or two years 
before Facebook, Twitter and other types of social media came out. So I think 
that it is probably time to update it again. 

Matthew: I think, obviously, referral networks and social networking go hand-in-hand, 
especially with LinkedIn in the business world. 

Bob: Absolutely. It’s still all about creating the relationships. I always say all things 
being equal, people will do business with and refer business to those people they 
know and trust.  

It’s not to those computers that they know, like and trust. It’s still all about the 
person-to-person relationship. The social medium being used is simply a means 
to the end, but it is not the end. 

Matthew:  Now, you had read a number of sales books over the years and they are usually 
a system. “Here’s what you do, here’s the theory behind it, here is how you put it 
into practice.”  

Bob:  And Endless Referrals does that. 

Matthew: Right. When you came to writing The Go-Giver, you chose to go with the parable 
model. I have to say that I was a little skeptical at first because I was wondering if 
it was going to be corny but it wasn’t. It was fun to read and interesting, and 
oddly enough, even moving at times. I am a softy though. I am curious as to why 
you decided to take the parable route. 

Bob: That’s a great question, Matt. One of the first books I ever read in the 
sales/marketing genre was Og Mandino’s The Greatest Salesman in the World 
and I really enjoyed that. There was The Richest Man in Babylon by Clason. 

I also remember when Blanchard and Johnson came out with The One Minute 
Manager, then The One Minute Sales Person and then Who Moved My Cheese 
by Johnson. I really enjoyed parables because they were short, quick and fast.  

So I thought, “What if I could take the basic premise of Endless Referrals and put 
it into a parable?” I came up with the name, The Go-Giver which is obviously a 
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play on the more well known term “go-getter” though the two are not opposed. 
We like people to be both go-getters and go-givers, just not go-takers. 

 I began to formulate the story and the characters and then I started to write it. It 
took me all of one minute before I realized that there is a huge difference 
between writing a how-to book and writing a book of fiction.  

I realized that I was not qualified to write this book of fiction. I knew that there 
was something there that could be very effective so I contacted John David Mann 
who had been my editor.  

He was the editor-in-chief of a magazine that I used to write for and he would edit 
my things. He is a great editor and a great writer. He had ghostwritten a couple of 
very, very big books, so people in the know knew that John David Mann was 
really a great writer.  

I asked him if he would work on it with me. He was very busy but because of the 
friendship we had, he took a look at it and then decided that it was something 
worth working on.  

 I basically asked him to be the lead writer and storyteller. So when you said that 
the story reads well, that’s John. I am more of a how-to, step one, two, three type 
of person. He is a magnificent storyteller, so all of the credit for that goes to him. 

Matthew: That is very gracious of you. You just answered the next question that I had 
about whether you found it more difficult to write a fiction-based book. It sounds 
like it was more difficult. I would encourage people to read it.  

  It doesn’t take very long. It is relatively short and there are real lessons to be 
drawn from it. But I did have a question that came up as I read through it. You 
have a number of archetypal characters who the protagonist encounters and I 
didn’t know how many of those were created out of whole cloth or whether there 
were real life stories behind the figures that one encounters in The Go-Giver. 

Bob: Some were based on actual people. Others were a combination of people, or 
loosely based on people. A couple of them were simply made up. 

Matthew: Could you give us a little insight into the background of some of the characters 
that informed your and John’s vision for The Go-Giver? Are you at liberty to say? 

Bob: Oh, absolutely. Pindar, the main mentor, was modeled after Bob Proctor who is a 
very successful businessperson who also teaches about prosperity and its basic 
principles. As we were writing it, we could hear Pindar’s voice as he was talking 
with Joe. 
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 Sam was the hugely successful insurance person. He was modeled very loosely 
on Dan Feldman who was one of the all time greatest insurance people, if not the 
greatest ever. 

 Nicole, the super successful CEO was based loosely on a woman that I used to 
date named Annette who was a teacher just like Nicole was. Like Nicole, she 
was very frustrated about the bureaucracy and so forth despite loving what she 
did and loving the value she provided to the students and the parents.  

Nicole came up with learning through the computer and software, and so forth. 
What Annette did, and this was many years before, was begin a tutoring service. 
She did so well and had so many referrals that she then had to hire other tutors 
and she built a huge business out of that. So that was how we modeled Nicole. 

 Rachel was totally made up. She started out as Ronald and became Rachel. Joe 
was made up because he is all of us. He is the protagonist and protégé. We’ve 
all been Joe at one time or another. He’s sort of on track and yet, not really. 

Matthew: He’s the everyman. 

Bob:  Exactly. 

Matthew: You just said that go-giver and go-getting aren’t opposites, just don’t be the go-
taker, which I understand. The book details a conversion experience in a sense, 
of a go-getter turning into a go-giver. So even though they might not be 
opposites, they are definitely different and I was wondering if you could describe 
the difference. 

Bob: It’s whether it’s an “or” or an “and”. In other words, if someone is a go-getter, 
that’s wonderful. We love them because they take action. You and I, everyone 
listening to this, are professional marketers. Someone might have a great idea 
but without action being put into the mix, nothing is going to happen. So we love 
go-getters.  

 What we would not like as much is someone who we would call a go-taker. That 
is the opposite of a go-giver, a person who feels entitled to take without having 
provided value to the person, relationship or process.  

We all know people like that, certainly, and they can be good people, but they 
tend to be frustrated by the fact that they really don’t reach the kind of level of 
success they feel they deserve. And even when they do, at times, it is typically 
short lived and yet they think that everyone else is naïve.  

 What we like is the combination of someone being both a go-getter and a go-
giver. When we say go-giver, we are talking about that man or woman who can 
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shift their focus from themselves to providing value to others. That is the person 
who accomplishes the most.  

The entire premise of the book is simply that shifting one’s focus from getting to 
giving and constantly, consistently providing value to others is not only a nice 
way to live life but a financially profitable way as well. And it all has to do with that 
shift and focus. 

Matthew: Right. The principles, or laws as you and John call them, are focused on 
principles that if you follow them it helps you make this shift from the getting to 
giving. I was curious as to what really helps people reset their mind about giving 
versus getting?  

I am sensitive to the amount of time that we have today and we could spend a lot 
of time going through the five laws. It would be worthwhile for you to enumerate 
them and say what they are about. But I was just thinking that with this idea, the 
core of it is, “You will prosper and you will benefit if you put others’ interests first”. 
And that does seem counterintuitive. Could you unpack that? 

Bob: I think you hit it on the head. It sounds counterintuitive yet it makes perfect sense 
when you think of it. In a free-enterprise based economy when no one is forced 
to buy from you, you must provide them value.  

There is an economical principle that says, “People will exchange their money for 
that which they feel is of equal or greater value than the money they are 
exchanging it for”. Law number one, for example, is the Law of Value. That says 
that your true worth is determined by how much more you give in value than you 
take in payment.  

But again, speaking of being counterintuitive, a person can say, “Wow, how do 
you give more? It sounds like a recipe for bankruptcy. How can you give more in 
value than you take in payment and survive, never mind thrive?”  

For that math, we simply have to understand the difference between price and 
value. Price is a dollar amount. It’s finite. It is what it is. Value is the relevant 
worth or desirability of a thing to the end user.  

In other words, what is it about this thing, this product, service, concept, idea, 
that brings with it so much worth and value that someone will willingly exchange 
their money for it and be ecstatic that they did while you still make a healthy 
profit? 

For example, you hire an accountant to do your taxes. This accountant charges 
you $1,000. That is his fee or his price. But what value does he give you in 
exchange? He saves you $5,000 in taxes.  
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He provides you with the security and peace of mind of knowing that it was done 
correctly. We see two types of value there. There is concrete value, the $5,000, 
and there is conceptual value in the peace of mind which is probably worth more 
than anything else.  

What he did is give you more in value than what he took in payment. So you are 
ecstatic about this, while he made a very healthy profit, which he should.  

That’s the kind of relationship we want to have with everyone with whom we do 
business. We want to give them so much more in value than we take in payment. 
They feel great about and we make a healthy profit.  

We do this by simply realizing that money is simply an echo value. It’s the 
thunder to value’s lightening, which means nothing more than that the value 
comes first.  

The money is a direct and natural result of the value that you have provided. 
That’s how you make the shift. You understand that when you focus on providing 
value to that other person, they can understand it and sense it.  

They are much more willing to do business with you. When your focus is on the 
money itself and not on the value, they are going to know that too on a conscious 
or unconscious level. Then the chances of a business relationship developing are 
much less. 

Matthew: That highlights something interesting. Even in that formulation, you have to give 
more value than you get in payment. You didn’t say, “You have to give more in 
cost than you get in payment,” because that is the recipe for bankruptcy.  

I think that people tend to reduce the notion of value to a monetary equivalent but 
it’s not. In a critical way, it plays into this schema that you have in The Go-Giver 
which is that value is a relational concept.  

Value is something that’s created between people and even across society. 
Things don’t have value in and of themselves. They only have value within these 
relationships which is why you need to actually develop relationships in order to 
demonstrate value or realize it’s echo in remuneration, I think. 

Bob:  You bring up a great point. 

Matthew: So the Law of Value is one of the five laws. There are four remaining. Could you 
outline them without necessarily going into depth? 

Bob: The Law of Compensation says that your income is determined by how many 
people you serve and how well your serve them. So the Law of Value talks about 
giving more in value than you take in payment.  
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Law number two tells us that the more people we provide this exceptional value 
to, the more money we are going to make. That’s pretty obvious. It’s exceptional 
value plus significant reach that equals very high compensation. 

 Law number three is the Law of Influence which says that your influence is 
determined by how abundantly you place other people’s interests first. That does 
not mean that you should be a doormat, self-sacrificial or a martyr in any way.  

It simply means that all things being equal, people will do business with and refer 
business to those people that they know, like and trust. The fastest, most 
powerful, and most effective way of eliciting those feelings toward you in others is 
by making that shift and putting their interests first.  

 Law number four is the Law of Authenticity. It says that the most valuable gift you 
have to offer is yourself. This means nothing more than understanding that when 
you come across and operate from a true, authentic core, people respond 
favorably and the trust will be there.  

If instead of that, you are not yourself and you come at it from, the Latin term is 
“phonus-balonus”, people can pick that up a lot more easily now than they ever 
could before, I think. They will not respond to you as well. 

 Law number five is the Law of Receptivity which says that the key to effective 
giving is to stay open to receiving. Just like breathing out and breathing in, giving 
and receiving are simply two sides of the very same coin.  

Neither of them is more righteous than the other. There is a time and place for 
both. The key is that when you focus on the giving part, focus on providing value 
to others, you can then allow the receiving. 

Matthew: This notion of receptivity is one that I was struggling with somewhat. How do you 
remain open to receiving? What is an example of being open and receiving as 
you understand it? 

Bob: This is a very deep topic in and of itself because most people don’t have a 
healthy relationship with money. Look at the way we’ve been brought up. The 
combination of that, plus our environment, schooling, media, televisions shows 
and movies, where there’s so much lack of programming. This isn’t done 
purposefully as part of any great conspiracy. It’s just what sells.  

How many times has a young kid been asked, “Hey, when you grow up, do you 
want to be wealthy or happy?” Be conscious of this when you watch a movie 
from now on.  

How many times do you watch a movie and see two types of people? There are 
the nice, good people who are usually poor but happy, who are being pushed 
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around and taken advantage of and the rich people who are mean, nasty, 
cowardly and have no soul.  

We get these messages on a daily basis and people take that in on an 
unconscious level. It wouldn’t be as bad if it were conscious because people 
could fight against it. People who should really be making a lot of money, who 
have earned the right, not the entitlement, but the right to make a lot of money 
because of the value they have provided will often sabotage themselves. This all 
has to do with an unhealthy relationship with money on an unconscious level. 

The first way to become more prosperous is to understand if this is something 
you are struggling with. If it is then you do something about it, whether it is 
getting coaching or reading books on prosperity. A great book that covers this 
was written in 1960 called “Psycho-Cybernetics” by Dr. Maxwell Maltz.  

He talked about how the mind works, how it is a mechanism that leads us to what 
we believe we are supposed to have. He talked about how if we believe that the 
truth is that money is a bad thing and that we are not deserving of it, we are 
going to sabotage ourselves.  

Fortunately, he also teaches how to reprogram ourselves to be more receptive to 
the good things that are going to happen. This was a very important book in my 
life that I read about 30 years ago. So receptivity is an important topic. 

Matthew: It’s funny. On the one hand, I would say that there certainly is a celebration. If 
you remember back to Robin Leach and “The Lives of the Rich and Famous”, or 
“MTV Cribs”, there is some focus on, “Wow, isn’t it cool to be so wealthy?”  

But in the stories you are talking about, is it really so much about the people 
being rich and pushing people around or is it just the fact that because of money, 
you have power?  

And really, what people are responding to isn’t, “I don’t like wealthy people,” but 
more like “I feel bullied or pushed around by people who have more power than I 
do. It just so happens that the more money you have, the more power you can 
wield”. 

Bob: The news media, television programs and major movies portray wealthy people 
as being bullies who are pushing people around. It’s the J.R. Ewings. If we had 
time to do this, I would go into a couple of movies and take them apart for you so 
you see exactly what I mean.  

Personally, I think that money makes a person more of what they already are. If 
you are poor and generous with others and then you become wealthy, you will 
probably become wealthy and generous. If you are poor and miserly and then 
you get wealthy, you are probably going to be wealthy and miserly.  
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 But that’s not really how it’s portrayed. I think that in a lot of ways, society makes 
money the enemy. Certainly, this gets into how capitalism is looked upon as 
something evil when it has accounted for more prosperity in a few hundred years 
than there has been in thousands and thousands of years in society before. What 
we see today when people talk about the special interests or corporations buying 
influence from governments, that is not capitalism.  

That is corporatism or colonialism. So what happens is that you have a whole 
society of people who don’t know the difference. Capitalism and free-enterprise is 
the free and willing exchange of products and services between two or more 
willing people.  

Any time governments get involved, operate outside of their constitutional 
bounds and start granting special favors because they have been bought and 
paid for is not capitalism. That’s not a free-market. 

Matthew: Right. On that front, it’s more of a balancing act because you can’t have a market 
for anyone to exchange goods without the constitutional role of the government.  

At least, in the United States, Rule of Law allows a market to take place. Military 
control of a specific territory allows the market to take place. The government has 
to be there. There is no such thing as a free market outside government. 

Bob: Well, a free market doesn’t mean free in terms of the rules or regulations at all. 
What it means is that the government has a legitimate function, which is to 
protect its citizens from force and fraud. 

 In other words, the main function of the government is to protect the rights of the 
individual. When individual rights are held in the highest regard, it allows for a 
flourishing. 

 But free market doesn’t mean that you are free to put a gun in someone’s face 
and say, “You have to buy from me.” 

Matthew: Free market doesn’t mean that there is no government whatsoever. 

Bob: Right. There needs to be. The government is supposed to serve as a referee. It 
is not supposed to make special rules and laws that favor some people, 
businesses or industries over others.  

It is supposed to operate within a system where it is there to protect rights. When 
you go protecting the citizenry from force and fraud, most other rules are 
regulations are simply a repeat of that.  
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So while the government has a legitimate role to play, when it gets more involved 
than it should for political reasons, that is when we get into trouble. I think that we 
have certainly found that to be the case. 

Matthew: And it plays out in many different ways all over the place. We are surprisingly 
close to the end of our time here. In the book, you talk about how appearances 
can be deceiving, “listen to the music, not the lyrics” and things like that.  

We talked about this a little bit before the show and you said that there was no 
secret message, strictly speaking, to The Go-Giver.  

The rules for success that you lay out in this book do depend and operate within 
an ideal system. I was wondering if maybe that was part of the unwritten 
message in the book. That the free-enterprise system specifically is the system 
for which The Go-Giver was really written. 

Bob: Oh sure. Well, it would not hold true in a communist system. There are dictators 
like Fidel Castro, Kim Jong Il or Kim Jong Un, his son and Mugabe. 

Matthew: These are authoritarian systems. 

Bob: Remember, they operate out of force. In a free-enterprise-based economy, force 
does not come into play. No one has to buy from you. So that’s the key.  

The more free market the system is, the more purely free market. It doesn’t mean 
a free for all. It means that there are rules and laws to protect the citizenry. 

Matthew: Which is where force then has to come in, right to enforce the rule of law and 
protect people against infringement or fraud as you described. Or even to 
maintain a specific geographic territory in which the system can play out. There is 
a role for force. It’s just not taking place at the level of market exchange. 

Bob: Oh yes. We have police and military for a reason. You don’t want someone being 
able to break into your house and steal something. As I said, when I talk about 
free markets, I am not talking about anarchy. We rely on law. We have a Rule of 
Law that is very important. But it is there for a very specific reason. That is to 
project the rights of the individual.  

 The Go-Giver and the five laws absolutely work within the free-market system. A 
company actually cannot be profitable without using these five laws. Understand 
that these are not things that John and I made up. These are things that people 
have been using for as long as markets have existed.  

It is not as though this is experimental in any way. I think the only thing that John 
and I did differently in this book is put it in a story form in an entertaining way so 
that people who might not have understood it before could possibly grasp it. 
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Matthew: I do encourage people to check out the book. Even more interesting to me is 
your follow-up. It’s not about you, it’s about leadership. The story is a little more 
detailed and complex in terms of what it is laying out there so I encourage people 
to check that out as well. 

 If people want to find out more about Bob Burg, where would you send them? 

Bob: I would have them visit www.Burg.com. They can connect with me from there on 
social media, go to my blog and register and have some free chapters sent to 
them so they can get an idea of the story before making the commitment to 
purchase it. 

Matthew: All right, perfect. Bob, thank you very much for taking the time to talk to us today. 
Thank you listeners, for listening to the very end. This has been the Marketing 
Smarts podcast brought to you by MarketingProfs. I have been your host, 
Matthew Grant, and I’ll talk to you next week. 

  

 


