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Book Topics: Divot, Not Pivot 

Stephen Shapiro 

If you’re a consultant or member of a C-suite, you take a different approach to 
writing a book than an academic or fiction writer. Your primary goals are to 
increase your business and to help your clients increase theirs. That means you 
need to see your book not as an end product but as one aspect of your overall 
business strategy. You want to implement a holistic approach that integrates 
innovative business tools with a book’s content. 

Traditional and hybrid publishers published Steven Shapiro’s books. He also 
published independently and is an expert on leading from a holistic perspective. 
He’s a generalist in the best sense, for he brings what he’s learned from a range of 
businesses to each new consulting position. 

Unlike some authors, who move from subject to subject in each new book, Stephen 
advises going deeper in a way that creates more value for the reader. He also feels 
strongly that a book's purpose is not about royalties; it is about impact. A book’s 
impact has a ripple effect on all the other services and products one offers. 

If you want to explore the possibility of getting the maximum impact from a book 
and build your business, study this podcast carefully.  

Listen in to this episode of Writing to Get Business to discover 

• How can an author best choose between traditional, independent, and hybrid 
publishing? 

• What are the advantages of writing and publishing books for particular 
clients? 

• Why can a brand color be a powerful  marketing tool? 
• What are the three basic realms of products and services? 
• When is it better to create a new product instead of a new book? 

Patricia: This is Pat Iyer with Writing to Get Business. I have the pleasure of 
bringing to you Stephen Shapiro, who I have known many years. 
Stephen is a speaker and an author. We met in National Speakers 
Association years ago. I joined in 2008. And I suspect Stephen’s been 
a member longer than I have. Is that true, Stephen? 
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Stephen: I first got involved in 2001, when I moved back to the United States, 
and I first discovered them. So, a little bit longer, not too much. 

Patricia: All right. Back to the United States. Tell me about where you came 
from. 

Stephen: So, I was living in London, in the late 90s, into the early 2000s, and 
came back in 2001, but then went back to London for a little bit. It 
was just great to have a chance to experience a different culture by 
living in a different country. 

Patricia: Did you come back before 9/11 or after 9/11? 

Stephen: I was in London during 9/11. I actually had friends who were flying 
from their honeymoon in Italy to New York. They worked in the 
World Trade Center. And they were flying through London. Got stuck 
in London, and they stayed with me. So, it was actually a really nice 
time to connect with them and share stories about the people that they 
knew. And it was a very, very challenging, but interesting time. 

Patricia: I bet that was hugely emotional for them. 

Stephen: It was. It was. I mean, they were glued to the TV. And it was 
interesting to watch different coverage. I mean, like here, you have the 
BBC, which is a different type of news broadcast. And so, it was just 
interesting to see the contrast between the American networks and the 
British networks and the European networks. 

Patricia: Yes. Tough times, very tough times. 

Stephen: Absolutely. 

Patricia: So, you got involved in National Speakers Association after you 
moved back to the United States, probably more or less permanently. 
And I know that I've heard you speak about your personality cards. 
Personality Poker, is that the name of the product? 

Stephen: Correct. Yep, that's the name. 

Patricia: You've always struck me as an innovative person who has looked at 
how to repurpose and monetize your knowledge. And that's one of the 
themes of our podcast, is that it doesn't end with your book, doesn't 
end with the book royalties. It is a platform for which you can expand. 
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Tell our listener or our viewer who's watching this on our YouTube 
channel, how did you go from your not being published at all, but to 
your first book? What was that journey like? And what prompted you 
to write your first book? 

Stephen: So, I wrote my first book when I was actually living in London. I was 
working for Accenture at the time, which is a large management 
consulting firm. And at the time, I was leading a 20,000-person 
innovation practice. So, I was approached by a publisher to do a book 
because when you're leading that many people, they're like, “Oh, lots 
of good sales coming our way.” 

So, for me, it was actually interesting, because I didn't have an agent, I 
didn't have to do a proposal. Basically, they offered me a book deal 
pretty much on the spot. And I published the book. And interestingly, 
I had the first copies of the book in my hands on September 10th, 
2001. I had one day to celebrate. And basically, the end of October is 
when I had my book launch party and basically, my book launch party 
was also my leaving Accenture party. And that's when I left the world 
of consulting and decided to launch my speaking, author, thought 
leadership business. 

Patricia: Did the publisher know you were planning to leave Accenture at the 
time that you got the deal, or maybe you weren't thinking about 
leaving at the time? 

Stephen: I wasn't thinking about leaving, but I did ask for a leave of absence to 
go and promote the book because I thought, hey, this is a great chance 
and it would be beneficial to the company, because a lot of the 
examples in the book were their clients. And basically, we just 
worked out an arrangement where I would leave, and it worked out 
for everybody, I think, because I really wanted to promote the book 
and they wanted me to do other work. So, it worked out fine. I mean, 
it's been a great relationship that I've had over the years with them. 

Patricia: You know, when I think of Accenture, I think about all those airport 
corridors that I walked through that had huge Accenture signs, always 
with eye-catching graphics that got my attention. That's, I have to 
admit, about the sum total of what I know about the company, is that 
they have invested a lot of money in marketing and advertising over 
the years. 
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Stephen: Well, and they needed to. When I left the company, they had just 
rebranded to Accenture. Originally, when I joined the company, was 
Arthur Andersen, and then they became Andersen Consulting. And so, 
they rebranded as Accenture, and they did these big marketing 
campaigns around the world. I mean Tiger Woods was a big part of 
their early advertising campaigns because they created a new name, a 
new brand. And they tried to be everywhere. And I thought their 
marketing strategies were absolutely brilliant. So just a fabulous 
company. 

Patricia: What was the content of that book? 

Stephen: Everything I've written about has been innovation. That's all I've done 
for the past 25 years. So that book was called 24/7 Innovation. 
Unfortunately, a book that's 20 years old on innovation is a little on 
the outdated side.  

 Yeah, you’ve got to keep on changing things. But there are still 
concepts there, the fundamental principles, definitely, still apply. 
Some of the case studies may be a little older at this point. But that's 
everything I write is about innovation, problem solving, creativity, 
collaboration. I'm basically a one-trick pony when it comes to that. 

Patricia: But as you just reeled off all of those words, it's clear that there are 
many dimensions of innovation. 

Stephen: That's right. 

Patricia: You can have the most innovative person in the company, but if that 
individual can't communicate with the rest of the team, then things are 
going to fall flat, or it's going to be even more difficult to make 
changes using that individual's brilliance. 

Stephen: Absolutely. I mean, that's the nice thing with innovation is it is a 
broad topic with a lot of different places you can go. I've applied 
innovation; one of my books is on how do you apply the concepts of 
innovation to your own personal life? Another one is how do you 
apply the concepts of innovation to collaboration and teamwork? 

You mentioned Personality Poker. Another one is all around how do 
you create a culture of innovation? Another one is specifically about 
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problem solving. So, each of the books that I wrote were around a 
very specific subset or a very specific slice of the world of innovation. 

Patricia: And were these books independently published or did you go through 
a traditional publisher for each of them? 

Stephen: So, I've had six in total. First one was McGraw Hill. Second one was 
Wiley. The third one I self-published, truly self-published, didn't even 
have an ISBN number on it. It was only sold in bulk to my clients who 
hired me to do speeches. And that was a great book, I got a lot of 
leverage out of that one. Then I had two books with Penguin for their 
portfolio imprint. And then my last one was hybrid published. So, I've 
done self, hybrid, traditional, I've run the gamut. 

Patricia: What would you recommend to somebody who is faced with those 
choices and is confused as to what direction to head to? 

Stephen: They all have pluses and minuses. It really depends on why you're 
writing a book. And I think that's the question which a lot of people 
don't take enough time to think about. They spend a lot of time 
thinking about the book, but not why are they writing the book? What 
are they hoping to do with the book? What's the end game for the 
book? And so, I think that really is going to determine the right 
strategy. 

I mean, I loved being traditionally published. To say that I have two 
books with Penguin is, to me, great. For my most recent book, I knew 
I couldn't go traditional publishing, because I needed to own the 
intellectual property. I've taken the content of the book and I've 
created videos where I basically read the book in front of a green 
screen, and created hours and hours of content around that, created 
tools where all the content from the book is repurposed into tools. 

And most traditional publishers want to own audio, video, digital 
rights of any form of the book. And so, for me, that wasn't an option. 
And I just didn't want to go down the self-publishing path, because I 
wanted a book that was really going to be a work of art, something 
that when people held in their hands, they would say, “This is a 
beautiful, spectacular book,” and it represents my brand. 

Patricia: That's a great point. Because I'm sure you and I have both picked up 
books that have been independently published. And you look at it and 
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say, “I know this was independently published. This was not edited. 
This was laid out in a very unusual way.” Maybe double-spaced, for 
example. Or one book I can think of it was a size 16 font, just in order 
to stretch the book to meet the minimum number of pages. You've 
clearly seen those books as I have. 

What was the arrangement with the hybrid publisher? Did you have to 
invest to get that book published or was there a split on sales? 

Stephen: There's definitely an investment. I mean, I think all hybrid publishers, 
there's going to be an investment. There is a slight split on sales, but 
it's relatively favorable. I mean, compared to la traditional publisher, 
where I might get from a retail channel, a very, very small percentage, 
maybe 10% or 15% of the price, it's basically been flipped on its head. 
So, the publisher takes a much smaller percentage. 

Obviously, Amazon and whatever distribution channels take their 
percentage. So, there's a little bit of sharing but also the nice thing is if 
I sell to my clients directly, I keep all of the profits. But I did have to 
pay for all the books to be printed. So, when I went with Penguin, I 
didn't have to pay for books to be printed. But I also got a very small 
amount of money on the back end of it compared to the percentage of 
what the book costs. 

Patricia: I know with the traditional publishers that I have gone through that 
I've gotten 10% to 12% royalties if that. Now they were big textbooks 
that were $100 apiece. So, it turned out to be that I would get a nice 
size royalty check twice a year, but I, quite honestly, make more 
money every month with the check that Amazon sends me or puts into 
my bank account now than I ever did from a traditional publisher. 

Stephen: Yeah. And again, it comes down to what's the purpose. I mean, the 
purpose of my books, rarely, is for me to make money off the books. I 
mean, I will make much more from the follow-on services and 
products and other things that I'm going to sell on the back of a book. 

So, I've never really looked at the financial implications of traditional 
versus hybrid versus self. I mean, obviously, hybrid is the one which 
is the most money that you have to outlay. So, that's the one big 
consideration. But it's, really, there's a lot more to be made up in other 
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ways. And so even with my self-published book, like I said, I only 
sold it in bulk. 

What I loved about it was every time I sold it, though, it was a print-
on-demand book, it was customized for the client. So, if they had 500 
people, 200 people in the audience, it didn't really matter how many 
people in the audience, because this particular print-on-demand 
publisher that I was using had no setup costs, and the minimum print 
run was like 50 copies. So, I was able to put the logo from the client 
right on the cover, put a message from the CEO on the inside. In some 
cases, we rebranded the entire outside of the book to match the colors 
of the company. 

And it's a great, great product to provide to people when you can do 
that level of customization. So that was great for the self-publishing. 
That was more of a gift for things. The book that I have right now is 
really more of a, I guess, a marketing tool in some respects, because 
people who read it really get what I'm talking about and see the value 
in the content. 

Patricia: And I noticed, also, that every time I think of you, I think of you in 
purple, Stephen, and you are true to your brand colors in this podcast. 
If you're listening to this podcast, let me tell you, he's wearing an 
elegant purple button-down shirt. And he's got his book with a purple 
cover in the background. Is purple your brand color now and has it 
been, or is this a recent change? Because it's embedded in my brain, 
Stephen equals purple. I’ve got that. 

Stephen: So, purple was always my color. And I think I really got into purple 
about 20 years ago. I remember I was doing a speech in Singapore, 
and I wore purple a lot. And I was doing a speech in Singapore, and 
somebody said, “Did you know that purple is the color of innovation 
here?” I was like, “No, I didn't know that.” So, I just started wearing 
purple more and more and more. And so, it became my color for a 
while, until maybe about six or seven years ago, when a branding 
agency said, “Ah, purple, it doesn't represent you well. You should 
change your colors.” 

So, I changed my colors. And it just became a little vanilla, didn't 
really have any pop to it. So, when it came time to do this book, we 
decided we're going back to purple. And that's because a buddy of 
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mine who designed the cover came out with a version that was purple, 
and I said, “Sold. We're doing this.” 

Patricia: There's great value in being consistent. And when you go into your 
closet, you never have to think about what color shirt you're going to 
pull out. If you're going to be on camera, you know the answer to that. 

Stephen: It is true, it makes life a little easier. Although, I do have so many 
different shades of purple. I'll wear different purple for different 
occasions. Or, if I'm wearing a sport coat, I'm going to wear a 
different color purple. But I like the consistency. It's a fun color. It's 
recognizable, a lot of my branding and other materials are in the 
purple realm. And so, it's good and I like it, and from a book 
perspective, it's interesting, because when we were considering a 
purple book, the publisher was originally like, “I don't know.”  

And so, I went to the bookstore, and I looked, and in the business 
book section, there were, literally, two books that were purple. One 
was Rich Dad, Poor Dad, which sort of had various purple shades in 
it. And the other one was The Harvard Business Review’s book on 
innovation articles. And so, I thought, “Okay, well, there’s not a lot of 
purple. One happens to be Harvard Business Review with innovation. 
So, let's go with the purple because it's going to stand out.”  

And like you said, people, when they see the book, because there's the 
Invisible Man on the cover and there's a lot of subtle things that we've 
done. The glasses, actually, if you get the light right, will sort of glow. 
So, there's a lot of things that we did to make the cover really pop, 
especially in a bookstore or if you just see it on somebody's shelf. And 
it's been fun just to play around with it. 

Patricia: I know, when I was working with Greg Williams as his ghost writer, 
and purple is his brand name, brand color, also, he talked to the 
publisher about having a purple cover. They assured him it would be 
purple. But it came out like a dark navy color. And he said, “You 
know, that's not purple.” And they said, “Oh, but when it's printed, it'll 
be purple.” Well, it came out as dark navy, and he was not happy. So, 
I'm glad that you got your purple cover. 

Stephen: Well, and we had the test runs, because we wanted to make sure it was 
the right shade of purple. Because just because something looks one 
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way on a screen doesn't mean it's going to look the same way when 
it's printed. And even with the proofs of the book, the arcs (advance 
review copies), the color of the purple on the paperback review copies 
is actually different than the book. And so, I wanted to make sure 
when the finished hardcover book came out, it had this deep rich royal 
purple, and it was exactly what I wanted. So, the publisher did a great 
job with that. 

Patricia: Perfect. You mentioned Personality Poker, and I wanted to explore 
with you some of the ways that you have monetized the book. We've 
talked about the fact that if you expect to get rich off the royalties, 
think about another source of income. But clearly, you have used your 
books to position your knowledge in front of your customers. So, tell 
us a little bit more about the strategy that you use. 

Stephen: So, I'm always thinking about what I can do to create the greatest 
value for my clients. And there's a framework that I developed a long 
time ago that I've always had in the back of my head any time I'm 
creating something.  

And basically, when it comes to products and services, especially in 
the realm that we're talking about, there are three categories. There's 
the tell me, there's the enable me, and there's the do it for me. 

And most of the time, when we think about products, we talk about 
tell me, which, tell me what to do, read a book, go to a workshop, 
watch a speech, whatever it is, we're telling somebody what to do. But 
then the audience, the person who read the book, or saw the speech, 
has to figure out how to apply that and actually make it a reality. So, 
that's sort of, to me, the lowest level of value that you can provide 
someone because the amount of effort it is on the person who is 
consuming the content is the greatest amount of effort. 

On the flip side, you have the do it for me, which is more of a 
consulting model, which is great, because that's easiest for the 
consumer of the content, but it's most expensive and is not scalable for 
the thought leader.  

So, it's that middle category, that enable me, that has always intrigued 
me, which says, “How can we create something which, basically, 
packages up our intellectual property in a way that is as easy as 
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possible for the reader to apply, as easy as possible for the customer to 
apply these concepts?” And so, everything I develop, whether it's 
Personality Poker, I could talk about personality tests, or I could 
create a deck of cards that actually, when you play this very simple 
game, reveals your hand by just playing the game, and it's a lot of fun. 

My Invisible Solutions book, yes, I can tell people how to reframe 
problems, but we've developed a number of tools that actually help 
you do the reframing. There's a chatbot, where it asks you a bunch of 
questions and, as part of asking you questions, will help you do the 
reframe. So, I'm always trying to think of what is the way that I can 
create the greatest value for my clients in a way that takes as little of 
my time as possible, but also respects their time. And that's how I 
think about product. 

Patricia: I think I remember hearing you talk about this at one of the NSA 
meetings, and it was probably the one where we were playing 
Personality Poker. And I remember walking into a room crowded with 
people, and people swapping cards, and holding up cards, and then 
having you talk about using products related to being a speaker. 

Stephen: That makes sense. I mean, I have talked about and played Personality 
Poker at NSA events before, so that's quite likely where I talked about 
it. 

Patricia: Who is the person or entity who seeks you out? What types of clients 
are most attracted to the message that you have to offer? 

Stephen: Most of my work is around really helping large companies rethink the 
way that they innovate, rethink their business, rethink their business 
models. So, my clients are, typically, Fortune 100 companies. The 
people who hire me are either like a chief innovation officer, or the 
head of a business unit, or, if it's a smaller company, maybe the CEO. 
But that's more traditionally who I've targeted. 

Now, as I've developed more tools, though, and that's the nice thing 
with creating these enablement tools, is that I've been able to target 
companies that maybe aren't as large, maybe they don't have as much 
money, but they still have the same types of problems. And so, my 
goal is to figure out how can I scale my business, support people, 
regardless of their size, and give them the tools that will help them 
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solve whatever problems they have? So, although traditionally, it's 
always been large companies, I really am always trying to figure out 
how can I serve a broader market? 

Patricia: I did a podcast, a few weeks ago, with April Callis-Birchmeier, who 
focuses in on change management. See Podcast #63.) And I'm 
thinking about the two of you kind of shoulder to shoulder, because if 
the company recognizes the need to change, then they may think in 
terms of innovation, where they come up with an innovation, and then 
they encounter the resistance to change that can torpedo that 
opportunity to improve systems or efficiencies. Do you have 
conversations with your clients around, “Okay, we've come up with an 
innovation. Now, how do we bring it about?” 

Stephen: A lot of my work is around that, too. My work is not around coming 
up with ideas, because that, to me, is a small part of the innovation 
process. It really is how do we create innovation as a cultural norm? 
How do we propagate it through everyone and have everyone embrace 
it and want to participate? So, I'm looking beyond just creativity, 
which is maybe the spark and the inspiration. I'm looking at 
organization structures, measurements, leadership styles, collaboration 
methods. To me, all of those need to be put together. Because you're 
right, if you deal with just one part of the problem, well, that doesn't 
necessarily solve anything, because you have all the other aspects that 
need to be dealt with. 

Patricia: Yes, and humans who have their stakes in maintaining the correct 
way, the current way, not wanting to alter what they're doing. When I 
was in graduate school, getting my Master's in Nursing, I came across 
the term “change agent”, and I started getting fascinated with what do 
you do when you go into a new organization. 

In this case, when I finished my master's degree, I was hired to be in 
charge of the nursing education for a large urban hospital. And I 
thought through when I walk in that door, how do I recognize what 
needs to be changed? Because I was convinced I would find 
something that needed to be changed. After all, I came out of my Ivy 
League program so, therefore, I was going to solve all their problems. 

And then the change agent philosophy says, “Hmm, I don't think you 
should just go in and say, ‘Stephen, you're going to do it this way 
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today, because I told you, it's a better way to do it.’” So, I went 
through a process of working on every unit in the hospital, to get to 
know the employees and establish my own credibility, so that I could 
draw on that capital in the seven years that I ran the department. 
People would listen to me because I had worked side by side with 
them. So automatically, I established that I knew their jobs, and I 
established those relationships with them. The whole aspect of 
innovation has so many different components. 

What do you see as your next book? Have you thought in terms of 
where you want to head with your content from this point forward? 

Stephen: Well, given that I just came out with a book about a year ago, I'm not 
putting too much thought into the next book. But one of my beliefs is 
that we, as authors, and speakers, and thought leaders, is we're told to 
pivot, we're told to change direction, what's next. And one of the 
metaphors that I like to use is golf. If you're a bad golfer, you'll do 
something which is called the divot. And a divot is where you go too 
deep. You, basically, miss the ball and a chunk of grass goes flying. 

Well, for my business, I've really, for the past 10 years, been divoting, 
not pivoting. I'm not trying to go broader or to the next thing, I'm 
actually trying to do what's deeper, what's more valuable. So, this 
whole concept, Invisible Solutions, which is an entire book, an entire 
body of work built around lenses that I've developed, started 10 years 
ago with my previous book, Best Practices Are Stupid. 

And there was just one chapter in there where I talked about the 
power of reframing problem statements, asking better questions as a 
means of finding better solutions. And people said, “It's a fascinating 
concept. I like the idea. How do we do it?” And so, I spent the past 10 
years developing tools, methods, processes, and gathering stories 
around how do you reframe a problem, not just the concept, but 
actually the practical application of it. And so, what I do next is 
probably not another book, but it's going to be other products that go 
deeper and deeper and deeper into the process of reframing and 
creating a culture of innovation. 

Patricia: That sounds like essential work, the culture has to support and nourish 
and applaud and encourage innovation. Otherwise, it stays dead in the 
hard drives of those computers of the innovators who can't reach the 
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people in the way that they understand. And maybe that's in the 
reframing and the framing of those concepts to help individuals make 
their contributions, recognize the value, contribute, and actively build 
the change that embodies the innovation. 

Stephen: Absolutely. To me, everything is in the reframe. So even though a lot 
of the work that I do is in reframing the problem itself, we can 
reframe the way we sell the concept internally, we can reframe the 
way that we get the organization to embrace. Each of these different 
reframes become extremely important in the endgame of being able to 
make innovation a reality. 

So, I'm always looking at it from a very broad perspective, the people, 
the process, the technology, the measures, the strategy, all these 
different components, we have to address all of them in order for any 
kind of innovation to be successful. And each of those can be a part of 
a reframe. To me, it's a process that can be scaled in a number of 
different ways. 

Patricia: You're right. I've been thinking about the psychology of reframing and 
change, and you've just added five other factors there that are critical 
to the success. 

Stephen: Well, it does take a lot. And I think a lot of these initiatives have 
failed in the past because people, for example, are just talking about 
innovation. They've equated creativity with innovation, and they're 
not the same thing. They seem to think that if we get people 
developing wacky ideas, and people thinking outside the box, and 
people come up with kooky suggestions, that that's going to move an 
organization. And it's not, it's not. 

We don't need more ideas, we need better solutions to more important 
problems, and then we have to have the means to actually bring that 
forward inside the organization. It's not a quantity of ideas, it's a 
quality of solutions that actually get implemented. And I think people 
think too narrowly about innovation or any type of change program in 
order for it to be successful. 

Patricia: I just finished editing a book, The Chief Executive Team, written by 
industrial organizational psychologist, Ricardo Vargas. And he talked 
about all of the competing demands on the executive team and their 
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ambitions. Because many of them are jockeying for the position of the 
CEO, and how an executive team can be very dysfunctional, unless 
they're willing to look at the people, the processes, all of those 
components that you just listed. It's not just making one change, it's 
looking at the whole organic organization with all of its variables, to 
become able to move from a dysfunctional to a functional team. And 
with the functional executive team, you then have a much more 
functional organization. 

Stephen: Right, right. We tend to think about things in terms of boxes, in many 
cases, people, process, technology. But it's really the intersection, it's 
the connection of all those different pieces that really make the 
difference. If you deal with things in isolation and don't deal with the 
interrelationship between them, then you don't get the results. You 
might optimize one part of the business while sub-optimizing another 
part of the business, and you need to really address all the pieces 
together, which is why it's so complicated. And it's easy to say these 
types of things but it's another thing to actually make them a reality, 
because there are so many ramifications of spending too much time in 
one place and not another place. 

Patricia: And there's also the lack of objectivity that exists within the 
organization, bound by tradition, bound by fiefdoms, bound by 
ambition. When you come in as an outside consultant coach to work 
with that organization, you can see things that, I believe, they are 
blind to, or at least some members of the association or organization 
are blind to. 

Stephen: I think that's the big value of outside perspectives in general, is it's 
hard for us to look at ourselves objectively. The other thing which I do 
is if I go into a company, and let's say it's a financial services 
organization, they'll ask me, “Okay, so what other financial services 
organizations did you work with because we want somebody who's an 
expert in financial services?” 

And I said, “Look, the fact is that, yes, I've worked with dozens of 
financial services organizations, but that's not why you're hiring me. If 
you want a financial services expert, bring in a financial services 
expert. But if you want to bring the best thinking from healthcare, 
retail, whatever it might be, bring them together in new ways. It's 
getting those connections, connections across industry boundaries, 
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connections across functional boundaries, that's where the real magic 
starts to happen. And so that, to me, is what gets very exciting, is to 
bring all those different perspectives together into an organization. 
And that's why I think an outside perspective can be helpful as I've 
worked with pretty much every single industry you could possibly 
imagine, and I bring the best thinking from each of those industries to 
the industry I'm working with. 

Patricia: How can our listener or our viewer find out more about you, and your 
services, and your book, or books? 

Stephen: I mean, you could go to my website, which is steveshapiro.com. If 
you want to learn about Invisible Solutions, which is my latest book, 
you can go to invisiblesolutionsbook.com. That's probably the best 
place to start, all those you'll find my books, and speeches, and other 
materials, everything's right there. 

Patricia: Excellent. Well, if you are interested in the topic of innovation, I 
encourage you to check out Steve Shapiro’s most recent book. If you 
are a company looking for a consultant or assistance, you can find his 
information at the website that he just defined for you. Thank you, 
Stephen, for being part of the show and sharing your thoughts and 
experiences with us. 

Stephen: It was my pleasure, Pat. Thanks for having me. 

Patricia: And thank you to you who has been listening to this program or 
watching it on our YouTube channel. Be sure to tell a couple of other 
people about Writing to Get Business. Our podcast focuses in on using 
a book as a business tool, not just focused on the royalties, but on the 
opportunities and the doors that open to you when you become an 
author.  
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