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The Shape of Success
One of my longest-lasting consulting relationships is with an
exceptional mid-sized, high-end residential firm with 6-8
employees. In fact, this principal is now retiring in her
mid-60s with a financial future that is secure solely through
the results of her practice over the past thirty years.
She has, over time, done just about everything right.
• Long ago, she purchased her building which is now paid off.
This means she can either sell it for about $1 million, or
rent it out at about $7,000/mo, forever. That’s better than
Social Security, though of course she has that, too.
• She set up retirement accounts for her and her employees long
ago as well. This means she has been socking away tax-deferred
savings for decades. It’s amazing what that compound interest
does over time.
• She committed to incredible benefits for her employees,
something few firms do. This created the “golden handcuffs”
she wanted and true to form, turnover has been almost zero.
These employees climb the learning curve, become more
efficient, and are able to take on more responsibility making
the principal’s job easier.
• She created a “right-sized” company with a breakeven point
that did not move. Her breakeven was under $2 million in
sales, which means she did okay at that level (her wage of
$144,000 a year was included in that number) and in the year
where she did $3.2 million, her combined salary and net profit
was over half a million dollars!
• She knows that she must first be a business person whether or
not she wants to. Probably, she’d rather be a designer, but
designers don’t make money unless they work for giant firms.
Business people make money. She is nice, but candid and never
afraid to confront a customer with a problem. She doesn’t give
up on hard-won profits just because that is often the easier
path. She works hard to master essential business skills, and
where that’s out of her reach, she hires outside experts to
help her along the way. All of the successful ones do.
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I’m always advocating that residential designers “climb
luxury ladder,” meaning that they slowly but surely try
higher and higher net worth clients, who spend more and
jobs and are less and less price sensitive to increases
hourly rates and markups.

the
to find
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To learn what this firm did in its record year, I asked this
client to rank her firm’s top 15 clients by dollar volume and
the source of the client. Let’s look at the results and then
discuss them.

!
Here are my take-aways from this extremely valuable list and
advice for you:
• Year in and year out, you must commit to a “right-sized” firm
that can pay the bills and pay your salary even in “down
years.” This firm could have done that without the #1 whale
that we see at the top of the chart above. But more
importantly, you must be able to manage the “whale” without
adding a ton of overhead or staff when they surface. In this
case, this firm was able to do that, generating well over
$200,000 in net profit (over and above their norm) from just
this one great client.
• You must constantly search for whales. The other clients pay
for your day-to-day lifestyle; whales pay for your comfortable
retirement.
• The sources here are just astonishing. This firm has one of
the best-performing websites I’ve ever seen in terms of
generating qualified leads, and yet not a single one of the
Top 15 came from that source. (Much less from Houzz,
Pinterest, Instagram, a blog, SEO, witches’ potions, et al.)
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They came from the most traditional influencers that I talk
about and write about endlessly and tirelessly every month.
(See The 1-Day Marketing Plan under the “Archives” tab at
www.edgemembership.com.)
Quick Tip to rekindle former clients. . . ask for updated
referrals! Let me share my own story. About three years ago,
after I left the faculty at TCU and began working with designers
again, I decided I need to refresh the testimonials provided by
my best clients. I reached out to five of them and simply told
them this story and asked if they’d mind restating or rephrasing
how their consulting experience with me had benefitted them.
Not only did I get new and powerful testimonials, but within two
weeks, three of the five had hired me again resulting in over
$20,000 in fees.
I had no such intention when I asked for the referrals, but as I
thought about it, it made sense. They simply had not been
thinking about me. And yet, as time went by, they realized I had
added value to their practice. So, once I made myself top-ofmind, even for a moment, I was able to break through the clutter
and quickly and easily gain work that I hadn’t even proposed.
This precise scenario applies to you. You’ve probably lost touch
with great clients from the past, clients who may appreciate the
work you did for them even more as the years go by. Reach out to
them and ask them if they would mind providing a testimonial for
your website. Or, ask them to complete a simple, 6-8 question
survey. The ability to shift the mindset of someone through
survey questions is a sophisticated field of psychological
study, and I’ll get back to it in a future edition of The Edge.
For now, let me just playfully give this question as an example
of what can be done, albeit more subtly:
Q: Please please select one of the following to rate your
experience with our design project:
1) It was absolutely the best design experience we’ve ever
undergone.
2) It was really better than the best, actually, unbelievable!
3) Words cannot describe how incredibly brilliant you were in
completing our design project.
4) Better than life itself!
Ha! You get the point? Surveys can be loaded with “forced
choice” questions that help to put the survey taker into a very
positive mindset, perhaps causing them to move a new project up
from the back burner to the front.
We’ll get to other techniques to reach out to former clients
below, but for now, I’ll just say that you must put on your
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calendar every month to take actions and include client outreach
on your ongoing Influencer Marketing Campaign.
The last observation I’ll make about the chart above is to point
out a few statistics:
• The average job from among the Top 15 was $113,340
• The average job if we throw out the high and the low (thus
including the whale) was $79,880.
• The median (half are above and half are below) is about
$62,000.
• The bottom three average about $38,000
Now, this firm might have 30-40 jobs in a year, so the majority
of their jobs were actually less than $38,000. But they are
extremely careful about not taking the “wrong jobs,” including a
required client questionnaire both in print and verbally. Sure,
they had to take some jobs that didn’t pass their screen. You
know, relatives, best friends of key influencers, and not-sogreat referrals from past clients. . .
But overall, this firm did a terrific job of knowing the jobs
they wanted, aggressively pursuing them through various
networking strategies, and patiently waiting until the whales
appear. That, more often than any other strategy, is the key
formula for success.

It’s a Balance Sheet Problem
I'm consulting with an interior design client right now that has
a balance sheet problem.
Most designers don't consider themselves a "numbers person" and
only about 1/3 really examine and understand the P&L statement
they receive from their bookkeepers each month. Fewer than that
read the other statement that is likely produced, the balance
sheet.
That's
Warren
banker
almost

a little odd because financial analysts all the way from
Buffet looking to acquire a company, to a community
looking to make a loan to a small business, will look
exclusively at a company's balance sheet.

Balance sheets "balance" because there is a mathematical
relationship between the three categories shown on a balance
sheet——assets, liabilities and owners’ equity.
Balance sheets also reflect a firm's position at the instant the
balance sheet is produced, whereas P&L statements cover a longer
period of time, normally a month or a year.
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So, assuming the books are current and accurate (a big
assumption!) by asking for today's balance sheet, an analyst or
banker can almost immediately answer questions like these about
your firm:
* Do you have sufficient cash on hand to pay your bills? All of
your bills!
* Is the firm well managed in terms of collecting what is owed
to it?
* Have you, the owner, personally invested enough of your own
capital?
* Does your firm have too much debt on its books?
* Is there stale inventory on the books?
* What is the "net worth" of your business?
While most attention is focused on the P&L statement (sales,
costs of goods sold and ultimately, profit) the business owner
concerned about the long-term will start learning more about the
balance sheet, as that's where true wealth is created.
A simple place to start is with a ratio called the Current
Ratio. Look at your latest balance sheet and find the sub totals
for Current Assets and Current Liabilities. Divide the former by
the latter to generate a current ratio. Example from one of my
coaching clients:
Current Assets
Current Liabilities

$136,500
$74,350

$136,500 / $74,350 = 1.84:1
The rule of thumb for the ideal current ratio is 2:1, or Current
Assets twice the amount of Current Liabilities. This company is
in pretty good shape on this front. (Can you think of what you’d
do to manipulate these ratios if, for example, you were going to
seek a line of credit and knew the bank would require a ratio of
2:1?)
Like all ratios (and we could look at 20 or more just from your
balance sheet!) the key is to be in a range. Neither too high
nor too low is better than "just right." Ratios are also
valuable for these three reasons:
1) To compare your firm to industry benchmarks (The average
Current Ratio for the top 25% of interior design firms
nationwide is almost 3:1, showing excellent liquidity.)
2) To compare your firm to itself, that is, the trend line from
quarter to quarter and year to year
3) To set goals for improvement.
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And how would you improve your Current Ratio, as asked above?
Here are a few common and effective strategies:
1) Bill faster! Get those invoices out so that “work in process”
is converted first to an accounts receivable, and then to cash.
2) Increase prices, increasing the total amount reflected on
invoices
3) Inject equity into the company. This is what a bank will
require if your Current Ratio is too low. Taking on debt
wouldn’t help because while it would increase cash, it would
also increase the liability account, “Notes Payable.” If you
taken on a long-term note, this could help because only a
portion of it would show as “Current” and the rest would show up
as “Long term” which would not affect your Current Ratio.
(Notice that some actions that may seem logical, like simply
reducing accountant payables, may not help the current ratio
much as this would reduce cash by the same amount.)
The net worth of your firm (not the same as the “value” of your
firm) increases when assets are increased, and/or liabilities
are reduced, and when profits are earned. In fact, net worth,
from an accounting standpoint, is defined as Total Assets minus
Total Liabilities, and profits go straight into the equity side
of things as retained earnings.
If you want to really step up your game and become the "numbers
person" every firm needs for you to create wealth and earn what
you deserve, start paying attention to your balance sheet. It's
where true wealth is born.

How Firms Fail
Some time ago, I worked with a consulting client and uncovered
some sobering news——the firm was insolvent. That’s not
necessarily a death sentence, but it sure is a flashing red
light that a turnaround is required, and that always requires
that urgent and often uncomfortable decisions be made.
When I conduct my 90-day consulting engagement called a DYF, for
“Designing Your Future,” the client receives three separate
written reports of about 30-36 single-spaced pages each. I’d
like to share with you, verbatim, a few paragraphs from this
client’s Phase I report:
Looking backwards, the pattern is fairly clear. You started
a small design practice and gradually began to grow your
top line. Like most designers, you lacked the business and
financial skills to project how that growth would
negatively impact cash flow and how you would fund any
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deficits. Like most designers, the more concerned you
became about cash flow, the more you tried to sell, only
compounding the cash flow problem.
Despite repeated efforts, you were never able to
find the “numbers person” who could have helped
you balance sales, overhead, and cash flow.
(Becoming a “right-sized firm.”) As time went by,
a certain confidence built up based on always
“getting by,” but underneath, the business was
continuing to grow and thus, the problems were
getting larger.
And to add to the problem, the desire to
sell more sometimes led to lower pricing
on merchandise (“the missing gross
profit”) which, again, magnified the
cash flow problems.
At some point, with critical
expenses due (payroll and
taxes) and still confident
about growing your way out of
the problem, you used customer
deposits to pay normal
operating expenses. I’m sure
you assumed you would soon
replace that money, but for
the reasons I have explained,
there was never really any
chance of doing so under the
existing business model.
The stress on
employees when they
knew cash flow was
tight (and even that
payroll might be
missed) and when
they were unable to
place orders for
clients on a timely
basis, led to
turnover and the
threat of more
turnover.
There are
no secure
employees
today at
your firm
and your
future is
at
risk…
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I’m happy to say that this firm, which does great work and has a
dedicated principal, is successfully implementing the turnaround
plan I prescribed, and getting its balance sheet back in order.
After that, we’ll be creating scenarios for the principal to
achieve her 5-year exist strategy with a secure financial
future. As I told her, “It’s never too late!”

Advanced Marketing Workshop
I hope you were able to join me a few weeks ago for the Advanced
Marketing Workshop. This was based on a survey I did of
designers (members of The Edge and non-members who submitted a
survey) to find out exactly what marketing methods are working
for them right now!
While a link to the recording was emailed to you, and is
available under the “Archives” tab at www.edgemembership.com, I
want to include some highlights here, both for convenience and
because they support the opening segment above, the one about
the source of one designer’s Top 15 clients.
Awareness is Key
Chet Holmes is the author of a wonderful book on sales called
The Ultimate Selling Machine. If you’re into such things, I
think it would be a valuable read, though the lessons to
interior design will take some cutting and pasting.
Chet, unfortunately deceased, was a world-class sales person, so
good that he was routinely hired by Berkshire Hathaway (Warren
Buffet’s company) to work with some of their portfolio
companies. Because of this, he worked across many industries and
had to find techniques that would also work in horizontal
niches.
One thing that Chet drives home in his book is the importance of
timing. He asks us to imagine an entire football stadium filled
with buyers, or at least people who fit the demographic of
potential buyers.
From Chet’s study, he gives us this useful, if sobering
statistic: Ask the entire audience to raise their hands if they
are considering buying right now (buying anything) and only 7%
of the hands will go up. Chet proves that this is true whether
you’re asking people how many are considering a luxury vacation,
or how many are considering buying new tires for their cars.
There is no reason to doubt that this is true for those
considering design projects as well.
As I ask you to do in the 1-Day Marketing Plan course, imagine
your best subdivision, that is to say, several blocks
The Edge, June, 2018
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surrounding some of your best clients over time. If you can
imagine 100 homes, this statistic would argue that seven of
those homeowners are sitting around their kitchen table on a
given weekend, discussing a potential design project. That
sounds about right to me.
But how do you know which seven? How do you identify them? How
can you afford to reach them at exactly the right time, knowing
that it will be a different seven from month to month and year
to year.
Well, you can’t move in with them and you probably can’t bug
their homes. (Though that could certainly be an advantage!) You
can’t hit their mailbox with something new every day. In fact,
the vital twist-of-thought is this: You can’t identify them at
exactly the right time, so you must ensure that they think to
identify you when they’re having “the talk!”
That, in one word, means the whole shootin’ match for you is
awareness. You must consistently stoke awareness and you must
surround this “100” (or 1,000) with awareness so that when the
“seven” have “the talk,” your name comes up.
The reason your name is going to come up is that you have been
nurturing the relationship with key influencers who are also in
touch with those seven. In fact, you want to surround them.
Naturally, this includes your key builders, architects,
realtors, and former clients. While you may also do direct
response campaigns such as mailings, or be involved in charities
or other networks, you must surround your key prospects with a
small volunteer army that will dramatically increase the odds of
someone mentioning your name at exactly the right time.
So, it was no surprise that the dominant successful marketing
strategy submitted in surveys had to do with traditional wordof-mouth, gifting strategies, and key influencer networks. As I
pointed out, for those who were wishing for some “magic pill,” I
think we found it! It just happens to be the one that has always
worked and always will, but that many tire of over the years and
let slip.
You simply must constantly invest time, effort, creativity, and
a little bit of money in the leverage of networks, and I damn
sure don’t mean social media networks!
Designers assume such networking is necessary when they’re in
their 20s and 30s, but later with a steady flow of work in
house, they tend to forget about it. They no longer want to go
to chamber meetings and join builders’ associations and
volunteer for assignments. They don’t want to “sell!” (How
gauche.) And those are the ones who never break through, unlike
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the client I featured at the top of this newsletter. Just look
at her Top 15 above and ask yourself whether she was sitting on
her hands or busy tending to her network. The answer is clear.

!
Chambers, charities, networking groups, golf clubs, alumni
groups, builders, realtors, architects. . . They all have groups
and clubs. The more time people spend going down various social
media rabbit holes, the more space is freed up for belly button
to belly button networking. Six Cups Marketing1.
Heck, Edge Member Carol Spong from La Jolla tells of joining a
walking group, and over time getting some work from seven of the
other members of the group! By the way, I don’t think she’d mind
me sharing this with you——Edge member Carol Spong is 80 years
old! And she and I were talking the other day about a 5-year
exit strategy! Why not sooner? She loves what she does.
There were more ideas presented in the Advanced Marketing
Workshop including:
• A strategy of winning awards and making sure everyone knows
about them. It’s not the PR you get that matters, it’s what
YOU do with it afterwards;
• Paid Social media including Facebook ads, but mostly for those
with a retail arm;
• Being technologically compatible with key influencers (a must)
• Television ads (again, a member firm with a retail arm)
• And few more nuggets.

1

My recommendation that you personally put a warm cup of coffee into the hands of six people who could buy from
you, or refer others to you, each and every week!
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If you missed the live event, please consider viewing this
webinar as mandatory for Edge members. You can find the link
under the “Archives” tab at www.edgemembership.com.

Face to Face is 34 Times More Effective Than eMail!
Imagine you want to get people to donate to a cause, or perhaps
to attend an event that you are hosting or sponsoring that is
also attached to a charity. (A great marketing idea, by the
way.)
Now assume that you could send 200 emails to your key friends,
influencers, family members and acquaintances, or, you could ask
the people you encounter in a typical day face-to-face to
donate. Which method do you think would be more effective?
When asked, many think the mass coverage and convenience of
email would work better, but in studies, you need to ask just
six people in person to equal the reach of 200 emails. (See “Six
Cups Marketing!”)
For years, we've all been taught that we can get great results
from email if we just become clever copywriters who can craft
winning subject lines. But a new study in the Journal of
Experimental Social Psychology indicates that people tend to
greatly overestimate the power of their persuasiveness via textbased communication, and underestimate the power of their
persuasiveness via face-to-face communication.
When subjects were asked how many people they thought would
submit a survey based on either an email or in person request,
they said that both groups would yield about a 50% response
rate. In fact, the face-to-face requests were 34 times more
effective than the e-mailed ones.
The greatest marketing strategy on earth for interior design?
Did I mention putting six cups of hot coffee into the hands of
key influencers, former clients, partners, friends, journalists,
networkers and just about anyone else...every week!

Can You Survive Running a “Sloppy” Business?
Strategic planning maestro, Michael Porter of Harvard first told
us decades ago that there are only three strategies available to
any firm. They are, overall cost leadership, differentiation,
and focus.
Over that same period of time, I’ve been applying these
principles to small businesses with a slight twist: You must
have a strategy of focusing on a niche market, and then
differentiating within that niche.
The Edge, June, 2018

Page !11 of 16
!

There are many implications to this, but one result is that to
the extent a small subset of customers sees you as unique, the
more they will be willing to pay. Think of a local coffee shop
that offers freshly-made chocolate chip cookies. Those cookies
will sell at a higher price and greater profit margins than the
ones found on aisle five of the grocery store.
Here’s the bottom line: You can’t survive unless your design
firm has plush margins. You can’t survive on a bottom line that
shows 5% or even 10% profit. You need at least 20% and,
preferably, 30%. And yes, I’m talking NET profit margin which
means your gross profit margin must be far more than that.
One of the reasons you need high profit margins is that you may
have to allow for a sloppy business. Given my academic and MBA
background, I never thought I’d say that. I’m the guy who builds
spreadsheets for everything, who insists that his clients do
cash flow projections every Monday morning, and who admires the
owner who wrestles every penny to the ground in the form of some
report or another. (Squeezing every dollar until the eagle
screams!)
But for the ninety-nine percent of design firm principals, that
level of quantitative analysis is rarely achieved. After
studying hundreds of companies, I am convinced that well-meaning
efforts to impose such discipline often adds more overhead than
they save. In other words, in trying to be highly efficient,
there is a cost to that efficiency, that in many cases, may
exceed the potential return.
Let’s take SEO. (Please! as old-time comedian Milton Berle might
have said.) How many firms embraced a degree of technical
analysis in this pursuit, including adding Google analytics to
their website and blog, hiring an SEO specialist to do keyword
research, watching their page rankings. . . Only to never fully
correlate the effort to the results, and eventually letting the
effort peter out over time?
That’s not to say that there can’t be a valuable return on
efficiency and analytics. Fortune 500 Companies can exist or
even thrive on 5% profit margins because they are able to
identify and wring out every penny of costs. But you can't
afford that overhead, that staff, or that capability.
Again, I'm not urging you to aspire to being sloppy, but I'm
urging you to seek and defend the profit margins that would
enable you to profit, even if you are.
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If you have low profit margins, you’ll have to measure
everything and be brutally efficient. It’s one of the classic
indications of Michael Porter’s “overall cost leader” position.
That’s not a path to success for an interior designer. If you
keep your margins high, focus on your customers, engage in “Six
Cups Marketing,” you can forget about most of the rest. The
model will just work.

Education, Inspiration, and YEE HAW!
Save the dates of November 14-16,
2018 for the Edge Members Annual
Boot Camp. Since we use the event
as a member recruitment program,
we will also be inviting nonmembers, albeit at a much higher
price.
As in 2017, this 2nd annual “Boot
Camp” will be held at the Norris
Conference Center in downtown Fort
Worth. This worked well last year
as it kept both travel and room
Edge Members will enjoy a private
and board expenses down. (It’s 25
dinner on Wednesday, November 14 at
minutes from the DFW airport.) The
Joe T. Garcia’s, Fort Worth’s oldest
Norris Conference Center is a
and must famous Mexican food
business meeting facility. It’s not
restaurant.
fancy. The half-dozen hotels within
easy walking distance range from
the very nice Four Star Worthington Renaissance, to budget
options, to some interesting bed and breakfast options.
In case you didn’t know, Fort Worth has an incredibly lively
downtown district, some of the finest art museums in the world,
and is the home to the TCU horned frogs (where I served on the
faculty) and, of course, to Billy Bob’s, the world’s largest
honkey tonk where you can learn to line dance. (You know you
want to. . . or watch an indoor rodeo!)
The brochure and pricing will be available by the time you’re
reading this and, of course, you’ll be notified via email. There
will be early bird savings available. I can tell you the
curriculum is going to be jam-packed and in terms of work, it
truly will be a boot camp!
As the brochure states, if you want to listen to
a lot of pretty people talk about a lot of pretty things,
the Boot Camp ain’t for you. If you want to learn how to
build financial security through interior design, the
Boot Camp is the only event for you!
The Edge, June, 2018
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I hope to see each and every Edge member there!

More Advanced Marketing Ideas
If you take countless pictures on your phone, or even pull
scores of images off Pinterest and Instagram every month, you
may want to consider the potential marketing
impact of Groovebook. (www.groovebook.com.)
While there are now competitors, Groovebook was
the first service to allow you to select 100
photos from your iPhone and instantly upload
them. The company then sends you those 100
photos in a little photo album, with each image
perforated and about the size of a small
postcard.
The service is a monthly subscription for only
about $4/mo. Each month the cover is bright and different. Not
only would this be a great way to build a reference library of
your own, but imagine sending your insights and ideas to key
influencers. You could enter their addresses and let Groovebook
do the mailing, or you could just order 10-20 copies for
yourself, and drop them in your own direct mail piece. (Or hand
them out when you’re drinking one of your “six cups of coffee”
with an influencer each week!)
Remember, the game
an interior design
kitchen table. One
have received——and
inspirations.

is awareness. The game is “being there” when
project is first born around a prospect’s
way to “be there,” is for that prospect to
held on to——a sample of your work or your

Gift Cards for Realtors
It seems that realtors are always thrown into the “architects
and builders” bundle for potential influencers. In reality, I
hear about them as true sources of business only 10% as often as
the others. Still, if that 10% includes even one nice job, it’s
worth a year’s worth of effort.
One Edge member who has a retail arm simply offers the realtors
in his network the opportunity to provide their clients a $100
gift certificate for home furnishings at closing. The
certificate is actually a beautifully crafted plastic card, like
a credit card. Now what home buyer wouldn’t appreciate that
gift? They assume the realtor paid for it.
But not only did the realtor not pay for it, the realtor got
one, too——a $100 gift certificate for themselves!

The Edge, June, 2018

Page !14 of 16
!

That’s $200 retail, which assuming a 100% markup on most
accessories (“keystoning” in retail parlance) that’s only a cost
of $100. Which means they only have to buy an extra $200 once
they’re in the store for you to breakeven. Besides, who wouldn’t
pay $100 to have a brand new home owner come into their store
and introduce themselves? Someday, one of those shoppers is
going to become a six-figure design client, which will pay for
all the gift certificates in the world.
Sounds like a winner to me.
Subscriptions
One Edge member gives top influencers annual subscriptions to
House Beautiful or Architectural Digest. The recipient is
reminded of their generosity every month and tends to associate
them with the quality of work in those magazines. The designer
sometimes links a one-to-one email campaign with language such
as, “Did you see that incredible master on page 45? I just did a
project similar to that for a client in your neighborhood. Let
me know if you’d be interested in discussing something like
that.”
Awareness, awareness, awareness!
Custom Pretzels
One Edge member swears by the oddly named
company, Fatty Sundays.
(www.fattysundays.com.) The firm allows you
to customize pretzel sticks in almost any
color combination, and then sends them to
your influencer list. They’ll definitely
get noticed. (Did someone say,
“awareness?”)
Send Out Cards
To send her individualized personal notes, the same Edge member
also uses a service called Send Out Cards. Can you guess what
they do? (www.sendoutcards.com)

Strategic Pricing Workshop Coming Up
As I notified you by email, the semi-annual Strategic Pricing
Workshop has been rescheduled. You’ll probably have the new date
by the time you read this.
As with the Advanced Marketing Workshop in May, I’ll be
surveying members and non members for the specific pricing
strategies that are working best for them today. Be sure and
complete the survey and plan to attend this event live.
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Drunk People are Better at Solving Problems!
No, I didn’t make that headline up; it is verbatim from a recent
edition of the Harvard Business Review.
The research was done by professor Andrew Jarosz of Mississippi
State University and was based on serving vodka-cranberry
cocktails to 20 male subjects until their blood alcohol levels
neared legal intoxication.
They were then given a series of word association problems to
solve. Not only did those who imbibed give more correct answers
than their sober control group performing the same tasks, but
they also arrived at the conclusions more quickly!
Dr. Jarosz doesn’t dispute that alcohol slows us down mentally,
but argues that creative problem solving is the one area in
which a key effect of drunkenness——loss of focus——is a good
thing. It’s important, for example, not to fixate on one’s first
thoughts.
I just shared this story to tempt you with how incredibly
creative the Edge Members dinner is going to be at Joe T.
Garcia’s in Fort Worth on Wednesday, November 14, 2018! Their
Margaritas are world famous! And I’m buying!

Registration Now Open!
The 2018 Edge Member Boot Camp
November 14-16, 2018
Fort Worth, TX
Get the brochure and register today at

www.edgemembership.com

