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BEFORE WE BEGIN 
1) IT’S THE CONTEXT THAT MATTERS
2) HOW ARE YOU GOING TO TAKE ACTION?
3) ARE YOU WILLING TO INVEST IN YOUR OWN VALUE?

FULL DISCLOSURE
1) TRY TO FIGURE IT OUT MYSELF
2) KEEP MYSELF ACCOUNTABLE
3) SAVE MONEY BY AVOIDING EXPERT HELP & NEVER EXECUTING
4) TAKE ACTION WHEN I HAVE TIME – DELAY FOREVER 
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BUT… ‘WHY?’

MY QUESTIONS FOR MYSELF
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SOCIAL 
MEDIA

DO WHAT 
THEY NEED 

TO

AN 
INDIVIDUALS 

SUCCESS

PERSON’S 
VALUE

PERSONAL 
BRANDING

COMMERCIAL
LEVERAGE

SELF 
AWARENESS
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EVERY GREAT STARTUP NEEDS A 
HYPOTHESIS

JUST LIKE EVERY 
MAN NEEDS A 

PURPOSE
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MY HYPOTHESES
SELF AWARENESS CAN BE GAINED THROUGH PROCESS

SELF AWARENESS IS CONTAGIOUS

SELF AWARENESS GIVEN SHAPE AND MEANS OF TRANSMITION CREATES THE 
ULTIMATE COMPETITIVE ADVANTAGE:

RESONANCE
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MY PLAN
GIVE ENOUGH OF THE RIGHT PEOPLE, THE EXACT PROCESS TO DEFINE:

• WHO THEY ARE
• THEIR PURPOSE
• THEIR MESSAGE TO THE WORLD
• AND HOW THAT TRANSLATES TO THEIR UNIQUE BRAND 

THEN GIVE THEM THE OPTIMAL TOOLS, SUPPORT & INFRASTRUCUTRE

• CREATE A FOCUSED PERSONAL BRAND
• TO CREATE DIRECT COMMERCIAL RETURN
• IN ALIGNMENT WITH THEMSELVES & THEIR GREATEST FULLFILMENT
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“WHEN YOU STOP WORRYING ABOUT 
YOURSELF THEN YOU TRULY BECOME 

FREE TO TAKE AN INTEREST IN 
OTHERS”
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THE PROBLEM WITH ENTREPRENUERS – IT’S THE IDEA THAT MATTERS

THE PROBLEM WITH MARKETERS – IT’S THE BRAND THAT MATTERS

THE PROBLEM WITH SALES PEOPLE – IT’S THE PITCH THAT MATTERS

THE TRUTH 

YOU ARE WHAT MATTERS
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PEOPLE TRUST 
PEOPLE NOT 

LOGOS

“

#BAZGARDNER
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CONNECTION

TRUST VALUE

VISION
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THE POWER OF PERSONAL BRANDING
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SALES

PERSONAL BRAND BEATS EVERYTHING
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TRUST + REACH + INFLUENCE
RESONANCE CASE STUDIES



ANDREW ROCKS – CEO ANNOUNCER GROUP



DANIEL GRUSD – FOUNDER ONELIFE WEALTH MANAGEMENT



WILLIAM JOHNS – FINANCIAL PLANNER 





PEITA DIAMANTIDIS – CO FOUNDER CABOODLE
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GroanArgghh

Brains.

Grrrrr

Grrrrr

Argghh

BECOME A HERO IN THE BATTLE AGAINST
GENEROCIDE
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generocide

The act of making a large group of people, especially 
professionals, entrepreneurs & business people conform to 
appear and sound identical to each other and to lose all 
semblance of individuality. 
Synonyms: Zombie Apocalypse, Boring Accountant, Herd 
Mentality, Sheep, Boring as ‘Bat Sh@#’

1.



TRUST + REACH + INFLUENCE

MYSELF SUCCESS

THE GREATEST LIE IN BUSINESS
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RESONANCE VS GENEROCIDE
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Where to start ; Conventional Thinking
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Brand

Beliefs Attraction

Alignment

PurposeTrue self

RESONATE
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Emotion creates

Constructive Energy

Fear basedLove based

Being myself Conflict with self

Destructive energy
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Emotion creates

Harmonic life

Fear basedLove based

Being myself Conflict with self

Discordant life



TRUST + REACH + INFLUENCE

Resonance / Dissonance is the impact of 
energy (emotion) on others

Dissonance

Off brand meOn brand me

resonance
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WHEN RESONANCE FALLS TO GENEROCIDE
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CONFORMITY



Developing businesses and people within SME’s throughout Queensland
Driving cultural change and value-based foundations
Working with franchise owners/members to create a working business plan to grow their businesses with 
pre-determined goals and objectives
Assisting business owners to have team members complete activities that result in the achievement of 
company objectives
Working one-on-one with individuals to coach and motivate them toward achieving their desired goals and 
aspirations
Reviewing systems and procedures within businesses and assisting owners/members to build accountability 
in business activities and outcomes
Assisting and coaching through change management, as and when required
Interviewing potential candidates on behalf of businesses

♦ DISC facilitation

Frank Lee
Business Coach
Sydney, Australia Banking

Blah Blah
Also Ran Co
A University

ResonanceTRUST + REACH + INFLUENCE



Maggie Bore
Partner - Accountant
Brisbane, Australia Banking

Blah Blah
Also Ran Co
A University
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I am the Principal of Blah Blah & Co and I am a Chartered Accountant and Registered Tax Agent.

I have over ten years business advisory experience and have clients in many industries. I completed my 
Bachelor of Business (Accountancy) degree at the Queensland University of Technology in 2006 and I 
completed my Chartered Accounting post-graduate diploma in 2009. I was awarded a merit certificate in 
the Taxation and Ethics & Business Application modules of the Chartered Accountants program, placing 
me in the top 5% of candidates.

Blah Blah & Co delivers professional accounting services that directly align with clients' business or 
financial goals. We take the time to gain a deep understanding of clients' business and circumstances. 
We then apply innovative strategies and customised solutions to provide relevant and expert guidance



Bob Dobalina
Senior Financial Adviser
Sydney, Australia Finance

Blah Wealth
Also Ran Co
A University
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Bob is a holistic Financial Adviser working across cash-flow, debt management, wealth creation, retirement 
planning and wealth protection to list a few. 

Bob is passionate about inspiring and empowering individuals to make conscious decisions about what they 
want in life, then assisting them in taking action to make this happen. He endeavours to do this through having 
a grounded conversation with each individual to identity what is fundamentally important to them, then qualifies 
and quantifies these aspirations in order to make them achievable. Ben values his ability to communicate and 
build relationships at all levels.

Bob holds a Bachelor of Business, a Diploma of Financial Planning, an Advanced Diploma in Financial 
Planning and is currently completing a Masters of Financial Planning at Griffith University. Ben has also been
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Unique experience at MD/Start-up/big company level, with combination of business strategy, 
digitisation, leadership, business development, digital marketing and scalability planning.

- 14 years retail management to General Manger/Director level of 30 stores and 700 employees.

- Founder of online real estate and education business from start-up to annual sales of $14m and 
100 employees/contractors/franchisees within 3 years from 2001-2004

-Founder of Real Estate site in 2006, the market leader in online tools for property investors, now 
listed on the ASX

- Multiple leadership roles as a volunteer in community and business organisations and schools.

Specialties: Project management, strategy planning, financial modelling, empowering, developing 
and leading teams, international business, franchising, website development, real estate 
investment, marketing, strategic business alliances.
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WAKE UP – CLIENTS & CUSTOMERS DON’T 
CARE ABOUT YOUR EXPERIENCE & 

QUALIFICATIONS



TRUST + REACH + INFLUENCE



TRUST + REACH + INFLUENCE

98% of web traffic to services firms is to the ‘about me’ page

Average time on page 4-7 seconds

It’s the SEO of you & your people that matter more than your 
company

Average time on page 4 - 7 seconds

Source: Microsoft Web Study
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79% of Large Business have a Social Media presence. Up 
from 56% a year ago

Source: sensis.com.au

SMALL BUSINESS LAGS BEHIND

61% of Big Businesses now measure Social Media ROI 
almost doubled from 29% 1 year ago.

Only 48% of SMB have a Social Media Presence. Up from 
31% a year ago

Only 22% of those measure their Social Media ROI

BIG BUSINESS HAS FINALLY MOVED
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Australians are now spending more 
than half a day per week (12.5 hours) 
on Facebook Alone

Up 4 Hours on Last Year

Source: sensis.com.au
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Source: sensis.com.au

50% of Australians use Social Media Daily

More than 25% check in MORE than 5 times per day

90% Of Australians aged 18-39 use Social Media

Social Media has 100% higher lead close rate compared to 
outbound marketing

59% of Social Media users think businesses who have a 
Social Media presence are more approachable
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TRUST + REACH + INFLUENCE
UNLOCKING THE CONTEXT ENGINE
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IT’S CONTEXT THAT DRIVES BEHAVIOUR

CONTEXT
THE PROGRAMMING LANGUAGE OF 

THE HUMAN SPECIES
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The sum total of a persons predilections, perceptions, 
avoidance patterns and aspirational motivations, most of 

which are unnamed / not conscious within the rational mind 
of the individual

PERSONAL CONTEXT;

#BAZGARDNER
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YOUR 
VALUE

APPLY LOGIC

1) CONTEXT MISMATCH
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YOUR 
VALUE

1) CONTEXT CONFLICT

APPLY LOGIC
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YOUR 
VALUE

1) CONTEXT ALIGNMENT

APPLY LOGIC

MAYBE
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CONTEXT FIRST

LOGIC LAST
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To place a person into the context necessary for them to 
move forward to achieve what they desire

CONTEXTUALISE:

#BAZGARDNER
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YOUR 
VALUE

CONTEXTUALISE 
FEAR
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YOUR 
VALUE

CONTEXTUALISE 
PERSONAL 
TRAITS
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YOUR 
VALUE

CONTEXTUALISE 
ASPIRATIONS

LOGIC 
LAST
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POWER TIPS
OFTEN MERELY NAMING THE CONTEXTUAL ISSUES CREATES BEHAVIOURAL 
RESONANACE 

MATCH CONTENT TO THE CONTEXT PAIN POINTS & ASPIRATIONS OF YOUR 
CLIENTS / CUSTOMERS

COMBINE YOUR PERSONAL PURPOSE & MESSAGE WITH THE CONTEXT OF 
THOSE YOU CHOOSE TO SERVE AND YOU HAVE A FOOLPROOF FORMULA FOR 
GROWTH HACKING
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THE CONTEXT ENGINE IN ACTION - RECRUITMENT
MISSION: RECRUIT A KICK ASS TEAM MEMBER TO SUPPORT THE OPERATIONAL
DEVELOPMENT OF OUR GROWING STARTUP

• OBSESSED BY DETAIL & CLOSING LOOPS
• ABLE TO THINK FOR THEMSELVES
• SYSTEM BUILDER

HOW?: CREATE A CONTEXT MAP BASED ON THE 5 BEST CANDIDATES ACROSS ALL 
OF THE BUSINESS WE WORK WITH.

• DEFINE HOW THEY THINK – PREDELICTIONS & PREFERNCES
• RUN DIFFERENT PERSONALITY PROFILES
• PROFILE THEIR CONTEXT MAP – KEY CROSS OVERS
• WRITE A JOB AD COVERING THE 3 STEP CONTEXTUALISATION PROCESS
• WHILST STICKING TO OUR PERSONALITY BRAND MATRIX



The professional world has 
changed. NOW is the time to 

start building the most valuable 
brand there is. YOU

TRUST + REACH + INFLUENCE



TRUST + REACH + INFLUENCE Resonance

TRUST + REACH + INFLUENCE
FIND YOUR CLARITY & AMPLIFY IT
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MY PLAN - REVISITED

GIVE ENOUGH OF THE RIGHT PEOPLE, THE EXACT PROCESS, 
TOOLS, SUPPORT & INFRASTRUCTURE TO CREATE THE 

POTENTIAL FOR UNLIMITED COMMERCIAL RETURN BY BEING 
THEMSELVES AT SCALE.
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MY PLAN - REVISITED
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TRUST + REACH + INFLUENCE
TELL ME HOW TO DO THIS
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POWER TIPS
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POWER TIPS

GET YOUR CONTENT 
ESPECIALLY VIDEO IN 
FRONT OF YOUR 
INFLUENCE NETWORK
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POWER TIPS
CONNECT ON LINKEDIN 
THEN BUILD AN 
AUDIENCE ON
FACEBOOK
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POWER TIPS
GET CONTEXT RELEVANT 
CONTENT IN FRONT OF 
YOUR EXISTING CLIENTS 
ON FACEBOOK TO 
SKYROCKET YOUR 
ENGAGEMENT AND 
WORD OF MOUTH
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POWER TIPS
SPEND MONEY TO GET 
VIDEO OF YOU IN 
FRONT OF YOUR 
INFLUENCE NETWORK 
ON FACEBOOK – NO 
PITCH JUST VALUE
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POWER TIPS
CREATE ANCHOR 
VIDEOS WITH VIRAL 
APPEAL WHICH YOU 
SPEND $$ ON TO BUILD 
REACH WITH YOUR 
CHOSEN AUDIENCE
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POWER TIPS
USE SIMPLER LIVE 
VIDEO AND EASY 
PIECE TO CAMERA 
WHICH WILL THEN 
PICK UP ‘FREE VIEWS’

HACK: LIVE VIDEO IS WATCHED 3 X LONGER
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POWER TIPS
RETARGET ONLY TO 
THOSE WHO RESONATE 
WITH YOUR CONENT –
USE FACEBOOK AND 
GOOGLE RETARGETING 
TO MAKE YOUR OFFER 
OF ‘GREATER VALUE’.



TRUST + REACH + INFLUENCE Resonance

POWER TIPS
I LAUNCHED MY PERSONAL PUBLIC FIGURE FACEBOOK PAGE 
AND WITH ‘PRE RELEASE’ SEEDING GENERATED 30,000+ VIDEO 
VIEWS.
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POWER TIPS
USE INFUSIONSOFT TO 
BUILD AUTOMATED 
CAMPAIGNS THAT COMBINE 
VIDEO AND EMAIL = WIN



Working With

The social adviser



Creating Your

FIELD OF
Dreams



The 

unpitch



The

Fluff!



• Working directly with over 300 firms
• Generating More than 150 million in new revenue

Here is what we have learnt

Estimates based on both hard data and commentary from our clients

The results of what I've learned from you, speak for themselves. I think when I spoke at 
AdviserEdge last year I was predicting a 40% increase in fee growth on the previous year. Not 
only did I achieve that, I managed to do even better. I should also say that result was on the 
back of two years of double-digit revenue growth!

Before AdviserEdge 2013 and starting to work with TSA, I was the lowest billing partner in my 
division. Now I’m on track to be the second highest billing and I've built the majority of that 
from scratch.

I'm not telling you this to make a big fella of myself. It's simply a demonstration that I know 
this stuff works and the results speak for themselves.

Dean Johnson
Partner
WLF Accounting & Advisory



• Working directly with over 300 firms
• Generating More than 150 million in new revenue

Here is what we have learnt

Estimates based on both hard data and commentary from our clients

Prior to my association with Baz Gardner, I had a highly organised and systemised 
financial planning practice, which was extremely efficient, but relied entirely on 
referrals, and I was very poor in asking for referrals, so growth was slow.

This all changed when I started to work with Baz Gardner and the team at The Social 
Adviser. The return on investment for me was massive, out of all proportion to the 
cost.

In the space of about 3 years, I nearly trebled my net profit and increased the value 
of my practice nearly 6 times.

This allowed me to sell my practice at the end of 2014, for my asking price, to the 
person I wanted to buy it – a brilliant outcome for all concerned at minimal cost.

John Strange
Founder
Your Business Freedom

Estimates based on both hard data and commentary from our clients



Here is what we have learnt

Estimates based on both hard data and commentary from our clients

In the 3 years after AdviserEdge and starting to work 
with The Social Adviser, I was able to triple my revenue
and at the same time significantly reduce my costs. I was 
able to take a 3 month holiday in the first year and I 
personally have gone from 100% capacity to about 20% 
capacity (but don’t tell Rodney I said that).

Gavin Kelly
Principal 
Aspiri Financial Services



• Working directly with over 300 firms
• Generating More than 150 million in new revenue
• Saving more than 120 million in expense
• Delivering over 190 workshop days

Here is what we have learnt

Estimates based on both hard data and commentary from our clients
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• Working directly with over 300 firms
• Generating More than 150 million in new revenue
• Saving more than 120 million in expense
• Delivering over 190 workshop days
• Over 4,000 individual meetings with firm owners
• Delivering over 1.6 Million Minutes of online learning

Here is what we have learnt

Estimates based on both hard data and commentary from our clients



• Speaking on stage to more than 45,000 Advice 
Professionals

Here is what we have learnt

Estimates based on both hard data and commentary from our clients



• Speaking on stage to more than 45,000 Advice 
Professionals

• Being the catalyst for more than 220,000 videos

Estimates based on both hard data and commentary from our clients



• Speaking on stage to more than 20,000 Advice 
Professionals

• Being the catalyst for more than 220,000 videos
• Helping to manage the Social Media for both FPA & AFA

Estimates based on both hard data and commentary from our clients



Go
Maybe 
No 

GMN Traffic light system

context driven client engagement map 



It’s 
Called

Being honest

Being clear
Being focused



Do you resonate 
strongly with Baz?

Are you always so 
consumed with the 

‘urgent’ that you have 
to keep putting off 
everything else?

Go 
Maybe 
No 

Talk to others 
who have 

worked with us

Yes

No / YesYes

No Don’t work 
with us

?

Do you resonate with 
them?

No
Yes

Are you 
willing to 

share with 
others?

No

Yes

Are you willing to be 
‘punched in the 

awareness?’
No

Can you stick to a 
plan when it’s no 

longer a shiny toy?

Yes

No

Yes

Do you take 
responsibility for 
getting the most 

out of your 
professional 

relationships?

No Yes

Yes

No

Do you believe 
in paying 

others to get 
Advice?

No

Yes

Are you 
always 

looking for 
win win

situations?

No

Yes

When you are struggling 
are you willing to admit 

it and ask for help?

Is the idea of being 
surrounded by like 
minded peers as 

valuable to you as the 
process?

No

Yes

No

Yes

If a service provider 
makes a mistake or you 
feel let’s you down. Do 
you first act to let them 
know because you want 

to help them fix it?
No

Yes

Are you willing to have a 
professional relationship 
that is more like a deep 

friendship than a service 
provider? Ie we actually 
give a sh@#t about each 

other.

No

LETS DO 
IT!

Yes
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What now?

LET’S CHAT
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