
 

Part 2 - Core Focus 

Lawrence:	 Luke, welcome back to the membership.


Luke:	 It's my pleasure. Thank you very much for having me, Lawrence.


Lawrence:	 Great to have you as always and really excited to continue this series. The 
Traction series, which is based on the book Traction by Gino Wickman, 
which is a an operating system for your business.


Lawrence:	 As you and I, Luke, we were talking before and I will mention this on 
obviously other episodes of in this series, I know members could buy the 
book and implement it in their business, but there's nothing quite like 
hearing from someone who's actually taken the book and implemented it 
in a high intensity training business context, in terms of you implementing 
it there with your team at Discover Strength.


Lawrence:	 But then, also seeing those that have done it well and those that have 
made mistakes, also in this industry, to really make sure that we get the 
most out of this system and implement it effectively within our business.


Lawrence:	 So with that said, this is obviously the episode that's going to be focused 
on the core focus element. The core focus includes identifying your 
business purpose and your niche. So do you want to ... Just to kind of set 
this one up, do you want to talk about what exactly is the core focus and 
why is that important as part of this process?


Luke:	 Sure. I'd love to. And Lawrence, I maybe have said this on other episodes 
in this series and I'll probably say it in the future, but I agree with what you 
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said that, that hearing examples from other businesses drive home the 
point in the book.


Luke:	 But it's also worth saying that, for almost seven years, I've spent over 
$200,000 working with the top traction consultant, the top traction 
implementer in the world. I mean, this is the guy that ... They have a 
meeting every quarter, that they go to, and every implementer from around 
the world flies in and they get recognized based on who's seeing the most 
clients. And I mean, this is the guy.


Luke:	 I mean, he literally does a mastermind just with other Traction 
implementers, to teach them, and the amount of money he charges them 
is just astronomical. So he's really, really good. He's a master of his craft 
and we've been lucky to work with him for for almost seven years now.


Luke:	 Reading the book is one thing, but having someone who's applied the 
principles, implemented the principles in so many different companies, is 
just a whole nother level of depth, which has been really fun. Hopefully I 
can bring some of that to this episode. So when we think about-


Lawrence:	 I bet he's worth his weight in gold.


Luke:	 He created his own manual of how to implement every nuance of traction 
for the implementer. That manual, I mean it is ... he could sell it for literally 
a half a million dollars. How much money these implementers pay to 
come in and learn from him over a two-day workshop, it's incredible, but 
it's a calculated expenditure. They understand, "Okay, I'm going to spend 
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$20,000 with him, but I'm going to increase or improve my own business, 
my consulting business by another two, three, four, five, $600,000 in a 
year." And that's literally what they're all doing, so it's pretty impressive.


Luke:	 So this concept of core focus is really simple. There's two things. There's 
two questions we're answering. The first question is, why do we exist? So 
that's the core purpose. That's the terminology, core purpose.


Luke:	 So much terminology out there, mission statements and vision 
statements, and traction would say the vision component involves this 
core focus, which is core purpose. Why do we exist?


Luke:	 The second question is, what's our strategic niche? And another way to 
look at that is, what do we want to be known for? What do we want to be 
the best in the world at? So I think we should take them one at a time. If 
it's okay with you, Lawrence, can we talk about core purpose first?


Lawrence:	 Yeah, let's do that first. Sounds good.


Luke:	 So core purpose, of all the different elements of traction, is probably the 
element that leaders and owners struggle with the most. The core 
purpose answers the question, why do we exist? When you ask that 
question, let's just pick on a health club for a second. Why does the 
company exist?


Luke:	 Your first answer to that question ... Let's say we're a health club ... is to 
help people reach their health and fitness goals. Well, why is that 
important? And you say, "Well, if people reach their health and fitness 
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goals, they're going to live longer and get more out of life." But why is that 
important?


Luke:	 Well, if they're living longer and they're getting more out of life, they're 
able to engage with the people, the relationships that matter.


Luke:	 Okay. So after you ask why and enough times, you eventually land on the 
core purpose of, to change the entire universe. When you land on that 
purpose, you went too far. So now you've got to dial it back like three or 
four whys. And that level right there, is probably the company's true core 
purpose.


Luke:	 So the litmus test here is, it should have nothing to do with the technical 
work that you do. It shouldn't talk about the industry. The best, I think, 
example here for your listeners is, we think about Disney as a company, a 
multibillion dollar company. It's very diverse in their offerings.


Luke:	 So Disney has what? Theme parks. Okay, Walt Disney World and Walt 
Disneyland. Disney has animation. They make movies, they have cruise 
ships, they own ABC and ESPN. So Disney is really diverse in what they 
do.


Luke:	 I'm looking forward to, what, Monday ... not Monday, Saturday. This 
weekend, I'm going to go to the new Star Wars movie. That's Disney. I'm 
consuming Disney. Well, Disney's core purpose is three words, make 
people happy. So if you're going to go work at Disney, whether you're 
Mickey Mouse wearing the Mickey Mouse helmet in the Magic Kingdom, 
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on the park grounds, or if you're a staff accountant somewhere working in 
the offices in Orlando, you have to be inspired by that overarching core 
purpose, make people happy. It doesn't tell you anything about what we 
do, but it's our reason for existing.


Luke:	 Now, be really clear on this, it's not your Everest to climb. You're not 
saying, "Well, eventually we're going to make all the people happy. We'll 
be able to measure that everyone is now happy and our work is done."


Luke:	 It's not a goal that we'll ever attain. It's our reason for being, it's the 
reason the company was founded. So my litmus test for this ... And Gino 
doesn't talk about this specifically, but it's a great litmus test ... is the core 
purpose that you pick for your company, any individual employee that you 
hire, it could be their own individual core purpose.


Luke:	 Let me give you an example. Let's pick a fictitious regional health club. 
Let's say a health club in Jacksonville, Florida. Let's call it the Jacksonville 
Fitness Center.


Luke:	 If their core purpose is to improve the fitness of the community of 
Jacksonville, and you hire a part-time college student to work in your 
health club, which is a lot of what health club employees are, could that 
be that individual's core purpose? Well, that individual's 20 years old, is 
not native to Jacksonville. They're going to school in Jacksonville, but 
when they graduate from college, they're going to move out of 
Jacksonville. They don't care about Jacksonville. So is their individual 
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core purpose to help the citizens of Jacksonville achieve their health and 
fitness goals? Absolutely not. They could care less.


Luke:	 So you have to tap into something that's going to resonate with the 
people that you're going to hire. Now that's just one way to approach it.


Luke:	 I think Disney did that, make people happy. So someone's going to apply 
for a job at Disney, they're going to find out that's what the core purpose 
is and they're going to say, "You know what? That's always been 
meaningful to me. That's how I've wanted to live my life. That is really one 
of my own purposes in life."


Luke:	 So you want to have alignment between purpose because you're not 
going to really be able to teach somebody purpose. You're looking for 
alignment in that purpose. So, I think that's the key.


Luke:	 The key criteria here is, that shouldn't talk about the technical work that 
you do. And when I've walked through this process with so many fitness 
leaders, they always want to include something about high intensity 
training, evidence-based training, something about safe training, efficient 
training. And that's actually not what we're supposed to do with the 
purpose. It shouldn't talk about exercise whatsoever.


Lawrence:	 Why is it important to have a clear purpose?


Luke:	 Because you have to be able align everybody in your organization around, 
why do we do the work that we do? The technical work that we're doing 
every day, which is what we're going to get to in the strategic niche, what 
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is it serving? What are we trying to achieve? Why does this matter? When 
I put my head on the pillow at the end of the night, what's the greater 
good that we're really a part of here?


Luke:	 So we talk about purpose-driven companies. There's so much that's been 
written, so much dialogue, so many podcasts recorded on purpose-driven 
work. And it's a misnomer that purpose-driven work means you move to 
Africa on a mission trip and you build churches.


Luke:	 I mean, that's not the only purpose-driven work that someone could do. 
So, we just have to clarify what that purpose is because people want to 
be a part of something that's larger than themselves.


Luke:	 You could even say that this core purpose is, maybe the cathedral that 
we're building. We're a brick layer and we're going to spend our entire 40 
years laying brick, all serving the idea that we're building the cathedral of 
Notre Dame.


Luke:	 Now what's the difference? Notre Dame actually has an end point. We've 
actually built it and now we're eventually finished with it. So, the core 
purpose doesn't really have a finish line. For that person that's laying brick 
on Notre Dame for over 75 years of its construction, there is no end in 
sight for them, but they need to understand how their work contributes to 
something greater. So the purpose is important.


Luke:	 I would say I just .. It seemed like I just picked on fitness leaders or high 
intensity training practitioners. But from my experience, leaders in all 
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industries really struggle with this purpose and they actually want to fast 
forward through it. They think, maybe at the end of the day, it doesn't 
even matter for their scaling as an organization. And I think it does, 
Lawrence. I think you have to know, "What am I connected to that's 
greater than myself?"


Lawrence:	 I agree. You gave some examples there of it done badly, in terms of 
coming up with a purpose in high intensity training. Do you want to talk 
about how you came up with a purpose for Discover Strength and other 
examples where you see it done well?


Luke:	 So, yeah. So I gave you Disney, make people happy. I think that's really 
done well. I'll tell you our core purpose and core purpose can actually 
change over time. So I'm going to tell you two iterations of our core 
purpose.


Luke:	 For, I don't know, probably four or five years, our core purpose is what we 
called never stop improving. I mean, that was the ethos of the 
organization. Never stop improving is why we existed. It was the idea that 
you could do one more rep in this workout relative to what you did last 
workout.


Luke:	 It's the idea that your body fat percentage could be better at 40 than 
when it was 30. It's the idea that, "As an organization, man we had a really 
good 2019, but we can do more in 2020." It's the concept of just living life 
in crescendo, that we have more to do, more to accomplish. We can 
constantly improve as an organization, as a team. We can improve in our 
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craft. Never stop improving was the ethos of the organization, it was the 
purpose.


Luke:	 Now when we say purpose, there's two other ways you can phrase it and 
Gino goes into this in the book. You can call it your purpose, you can call 
it your cause or you can call it your passion. It's only those three things, 
but you got to pick one word to kind of describe it. I like the word purpose 
and I think I like it because it's something that Jim Collins had written 
about so many years ago and I'm just comfortable with that vernacular, 
but that's a way to frame it up.


Luke:	 Now, over time, we changed that core purpose. Instead of never stop 
improving, we actually now break the cardinal rule of not talking about the 
technical work that you do. So right now, our core purpose is leading a 
movement in evidence-based exercise. And the reason that we switched 
this core purpose is it was inescapable.


Luke:	 I mean, I came up with this core purpose when I was 20 years old, sitting 
in a University of Minnesota School of Kinesiology classroom, listening to 
a lecture in exercise physiology or biomechanics or motor units or 
something. And I'm thinking, "I love this, I love learning about this." But at 
the end of the day, in that moment, I realized, "We're not learning this. 
We're not studying this in a vacuum. It is only meaningful if it actually 
trickles down and impacts how a human exercises."


Luke:	 I knew in that year, in the year 2000, very few humans exercised 
intelligently. And so I said, "Well, I'm going to spend the rest of my 
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professional life trying to bridge the gap between what science knows and 
how humans actually exercise." And there's a massive chasm there.


Luke:	 I love working out and I love exercise, but I also love science, why not 
spend the rest of my life trying to bridge that gap? So that was the 
impetus for leading the movement in evidence-based exercise.


Luke:	 So that core purpose means we have to do a few things. We have to be 
committed to evidence=based exercise. We also have to be committed to 
leading the movement, which means we have to grow to a certain size. It 
means we have to go first. It means there's strategic decisions that we 
have to make. It means we want to lead our clients. We want to lead, we 
want to influence the academic community. We want to influence our 
colleagues.


Luke:	 So it is really, when it comes down to it, when I look at a new candidate in 
their very first interview they go through and I share that with them, I say, 
"If you feel like this is a purpose that you have in your own life, you want 
to lead this movement in evidence-based exercise, that we could apply 
scientific evidence, scientific literature to how someone works out, you 
have to come work with us."


Luke:	 The right candidate looks at me and they don't say this out loud, but they 
say, "Yes, this is what I want to sign up for. I want to spend the rest of my 
working life doing this, contributing to this cause."
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Luke:	 So like I said, we're breaking the cardinal rule that you shouldn't talk 
about what you do, the technical work that you do. We just couldn't get 
away from it because it was frankly why the company was founded. I think 
a good core purpose, 95% of the time will not talk about the technical 
work.


Luke:	 Joe Cirulli, Gainesville Health & Fitness, their core purpose is something 
along the lines ... I'm going to have it almost right here ... to inspire the 
community of Gainesville to ... And then it's like to live their best life or to 
achieve their something. That's really what they're trying to do. They feel 
like, "If we build a club, that's great enough and we're innovative enough, 
and we're constantly improving and we provide great workouts and we 
provide great service, we're going to inspire the people that come to our 
club to do great things in their own lives. So that's our core purpose, is by 
building a great club and a great experience, we can inspire others to get 
more out of their lives."


Luke:	 I think that's a great core purpose. It's very little to do ... It's nothing to do 
with exercise, it just inspiring a community. And that works for Joe 
because Joe's into that.


Luke:	 Now the litmus test I think is, can he hire someone that says, "Well, that 
happens to be my purpose also"? Because when you have that purpose 
alignment, you cannot be stopped. So just think, the people that I'm 
hiring, would they find this to be aligned with their own purpose? To be 
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fair, I think people can have more than one purpose in life, so it should be 
one of their chief purposes.


Lawrence:	 That's awesome. Okay. So let's move on then, if that's okay, to talking 
about strategic niche. Do you want to just explain exactly what that is and 
how a company can go about identifying that for themselves?


Luke:	 Strategic niche is the most exciting concept in the book for the high 
intensity training practitioner, because we almost already naturally have it, 
and frankly the rest of the health club world is struggling with it. They are 
backpedaling. They don't know how to deal with it.


Luke:	 When I speak on this in conferences all over the world, it is not well 
received because they'll say, "I don't want to do the work of changing 
this." I'm telling you that right now ... The businesses from the end of 
2019, right now as we record this, and this will go live in 2020, within five 
years we'll have attrition. We'll have 20, 25% of our health clubs and 
fitness businesses will go out of business because they do not have a 
narrowly defined strategic niche. And we can trace back the decisions 
that they made, where they got out of the strategic niche, and that's what 
spelled their doom.


Luke:	 So core purpose we got to get right. Strategic niche, if we don't get right, 
we will go out of business. And if we get the strategic niche right, we will 
grow faster. It's the number one foundational tenet to scaling a business.
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Luke:	 Strategic niche is just, what do you want to be known for? What's the one 
thing when the consumer thinks of your brand? Only one thing can come 
to mind and what do you want that one thing to be? What's the mental 
space that you want to own?


Luke:	 Jim Collins always framed this as a hedgehog concept, but it's really the 
same thing. So it's these three questions. What drives your economic 
engine, what are you passionate about and what can you be the best in 
the world at? So you got to be passionate about it, you got to be able to 
make money on it and you got to be able to be the best in the world at it. 
You can't be number two or number three.


Luke:	 If you're number two or number three in it, then you have to narrow the 
category. You got to narrow the scope. You want to be narrower. And of 
course the saying that we use, and I've probably said this in your podcast 
before is, the nicher, the richer. The more narrow your niche is, the faster 
you'll grow as an organization.


Luke:	 So think about it as your sandbox. It's your discipline to say, "We're going 
to play only in this sandbox. We're going to make all of our money in the 
sandbox. And if our goal is to get to $1 million in revenue, we will not 
make a single dollar outside of that sandbox." If our goal was $100 
million, all of that money is within that sandbox. And we've seen so many 
great companies over time follow this principle and grow.
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Luke:	 You can go back to Andrew Carnegie in the 1800s saying, "Put all your 
eggs in one basket and just watch that basket." The secret to success is 
doing less and just staying focused.


Luke:	 You fast forward to Steve Jobs when he comes back to Apple and what's 
the first thing he does? He cuts 90% of the product line and says, "We're 
going to focus just on this." And today, Tim Cook, the current CEO of 
Apple would say, "Hey, you can look at all of the products Apple makes. I 
can set them on the tabletop in front of you. Yet Apple is the first trillion 
dollar market cap company we've ever seen and we do less than anyone."


Luke:	 You look at companies trying to compete with Apple, just in iPhone space, 
and Apple has one interface. They have one interface for their phone. So 
they do less, but they do it so incredibly well. So this is the ethos of 
strategic niche, pick one thing.


Luke:	 Now, why is it so easy for a high intensity training practitioner? Because 
most of us are only interested in one thing, high intensity strength training 
workouts. So that strategic niche is not supposed to be something that 
you market externally, in terms of how you word it.


Luke:	 Our strategic niche is personalized strength training. So, we're not running 
an ad that just says personalized strength training. We could, but it's not 
supposed to sound sexy. It just tells you, "This is what we do and this is 
what we don't do."
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Luke:	 So in the early days, we didn't have a strategic niche. We were just into 
strength training and guess what we did? If someone wanted to talk about 
nutrition, we talked about nutrition. If someone wanted to talk about 
cardio, we talked about cardio. If someone wanted to prepare for a 
marathon, I would make a marathon training plan for them. So we took 
every opportunity that came at us and we just said yes to it.


Luke:	 And then over time, what happens? The market looks at you as, "Well, are 
you the best company out there in one-on-one efficient strength training 
or are you just a mediocre company at marathon training preparation?"


Luke:	 That's why we're so adamant about staying out of nutrition. As soon as 
we get into nutrition, people say, "Oh, I've heard of Discover Strength. 
That's the place that offers mediocre dietary counsel." That's not what we 
want. We want-


Lawrence:	 So true.


Luke:	 Yeah, we want to be known just for that one thing, and so we want to get 
more and more niche.


Luke:	 Now, let me tell you, there's probably three chief reasons why operators 
get away from the strategic niche. The first one is they think they're going 
to grow faster. "Oh, well, if we had massage here, we could grow faster. If 
we offered some diet, we could grow faster. Our customers are asking for 
it."
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Luke:	 Yeah, your customers are asking for it. Okay, but you know what? People 
walk into Victoria's Secret, which is a women's lingerie store in the US, 
throughout some of Europe. If I walk into that lingerie store and say, "Hey, 
I'm looking for a shirt and tie for a man," they're going to say, "We don't 
sell it." And if I say, "Well, hold on. Doesn't a guy need a shirt and tie?," 
their response would be, "Yeah, we just don't have to sell it to you."


Luke:	 Mistakenly, what fitness businesses have done is that, if customer is 
asking for it, we have to sell it to them and we absolutely should not. It's a 
classic example of, we should not listen to the customer.


Luke:	 We should listen to the customer in terms of how we deliver our product 
or service or what is important to the customer, but we don't have to give 
the customer the products and services they want. If we listen to them, 
we will unknowingly erode our brand. They won't know who we are within 
a couple of years.


Luke:	 So that's the first reason I think we get away from strategic niche is, we 
listen to the customer. We say, "We could make more money if we offer 
this, this or this."


Luke:	 The other reason is, we get bored. I mean, if all you do is 30-minute 
strength training workouts every day of your life, you might get bored. You 
might've had some success in it and you say, "I've had success in this. I 
have this entrepreneurial mindset. I'm going to do this also."
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Luke:	 I can't tell you, Lawrence, how many times I've had something come 
across my plate where I said, "I think we're doing pretty well with our 30-
minute workouts at Discover Strength. I could try something else." But I 
go back to that strategic niche and say, "No, as soon as I divert attention 
from this, we become weaker as a brand."


Luke:	 I think the third reason is, we champion a couple companies today, 
namely Google and Amazon and we say, "Well, everything that they do 
seems to work. I'm an entrepreneur. I could take the same approach." But 
I mean, there are literally tens of thousands of companies who have gone 
out of business, that are no longer relevant because they got outside of 
the strategic niche.


Luke:	 You could make an argument that Google actually rose to dominance 
because they were so niche to just caring about search in the early days, 
and it was their strategic niche that allowed them to grow and become as 
profitable and be in a great cash position as they are.


Luke:	 So the strategic niche is the most important business decision that a 
leader will ever make, but here's the key. Lawrence, it's not just that you 
went through the mental exercise of picking the strategic niche. It's you 
are getting rid of every offering that's not strategic niche.


Luke:	 Everything you talk about has to be around that strategic niche, so you 
have to get rid of massage. You have to get rid of golf training. You have 
to get rid of all of the other stuff that you do that's on the periphery of that 
niche. You want to just focus in that niche.
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Luke:	 And by the way, I mentioned Victoria's Secret, the lingerie store in the US. 
Well, they started to really struggle as they expanded their product 
offering after a few decades. They offered swimsuits. They offered more 
apparel for woman. A woman could almost buy a full outfit to wear to like 
an office job at Victoria's Secret.


Luke:	 And over time people said, "I don't know who Victoria Secret is anymore," 
and they've gone back just to bras and underwear. So when the customer 
thinks about bras and underwear, they think about Victoria's Secret. When 
they think about Victoria's Secret, they think about bras and underwear. 
That's what strategic niche is.


Luke:	 We have a massive competitive advantage, in that every health club 
company in the world doesn't have a strategic niche. When you think 
about the average big health club, what are they known for? They're 
known for nothing and we have this great opportunity to stay niched on it.


Luke:	 Now, we're seeing that happen in other areas in fitness. So we're seeing it 
happen in spin and yoga and barre classes and bootcamp classes. Now, 
the thing that I think we want to be aware of is, there're also a lot of 
studios and boutiques that are launching, where within their boutique 
they're trying to do four different things and I think that's a really bad 
decision also. So I'll stop ranting there, Lawrence, and let you interject.


Lawrence:	 No, that was amazing. Just to add to your comment there about Google 
and Amazon, it's like well, it's easy to have a selection bias there, isn't it? 
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Not see all the companies that had such a broad product range of focus, 
but failed in that process, as you said there.


Lawrence:	 The other point is, is just some commentary on that, is he chases two 
rabbits catches neither, which is straight out of Traction and quite a 
famous quotation there.


Lawrence:	 I'm hoping the tannoy is not too loud. Can you hear me over the tannoy 
on your side though?


Luke:	 I can hear you perfectly.


Lawrence:	 Good. Okay. I'm sure it'll be fine for the listeners, but apologies to the 
members about that.


Lawrence:	 So just one question on this and then we'll wrap up. At Discover Strength, 
you have a few adjunctive services. You sell protein shakes, you have a 
Bod Pod, you have some additional services that really compliment your 
strategic niche. So how do you, as a business, assess when you should 
have complimentary products and services? How do you distinguish 
between those and shiny objects?


Luke:	 A couple of things would be, do you market those other things? We are 
not marketing protein shakes. It's a convenience, that after your 
workout ... Okay? So our strategic niche is personalized strength training, 
and having protein around the time of their workout supports that, so 
we're going to offer it for convenience at the end. But you're not going to 
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go to our website and see anything about protein shakes and we're not 
trying to get better at protein shakes.


Luke:	 The other one would be Bod Pod tests. We do Bod Pod tests, but we 
spend very little time and energy marketing it. If you go to our website, 
you're going to have to really dig to find out anything about Bod Pod 
tests. We're just not going to lead with it.


Luke:	 Now, we a choose Bod Pod test because it supports the strategic niche of 
personalized strength training, and it's a great way to measure the chief 
outcomes or some of the chief outcomes of personalized strength 
training. But it's not the core of the business and we're not going to 
market around it extensively.


Luke:	 Then the other thing I would say is, in the meetings that you have as a 
team, almost all of your meetings, all of your discussions should be 
around something that's truly niche. We do not do meetings. We do not 
focus on how we're going to grow our Bod Pod testing, how we're going 
to grow our protein sales. Because frankly, it's less than 1% of our total 
revenue. We're just not going to talk about it.


Luke:	 We say, "Great, we could pick up another $20,000 for the year on shakes, 
if we really focused on it, but we're going to maybe miss out on a full 
million dollars over here in strength training workouts, because we take 
our eye off the ball." That's what we're focused on, is we have to pick up 
an extra million dollars in strength training workouts next year. So, it takes 
tremendous focus to be able to do that.
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Lawrence:	 Yeah. This was incredible. Everything you said is just absolute gold, Luke. 
I always appreciate it. And again, I just want to reiterate for everyone 
who's listening to this, please do grab a copy of Traction by Gino 
Wickman, so that you can kind of follow along. And that will provide a lot 
more information on how you can help identify and plan your business in 
the traction way effectively.


Lawrence:	 I think this is just ... This series of podcasts is very helpful, in terms of 
putting it all in a high intensity training business context.


Lawrence:	 Luke, I know you've got a flight to catch. So what's the best way if we've 
got to find out more about you, and you want to talk about REC for a 
moment as well?


Luke:	 Sure. They can always go to discover strength.com. We'd love for them to 
attend REC, end March this year, in Minneapolis. They can go to 
resistanceexerciseconference.com.


Luke:	 We've got just an incredible lineup of keynotes and some really fun 
interactive things going on in the conferences here. If anyone wants to 
shoot me an email and ask questions about any of this or the conference, 
just luke@discoverstrength.com


Lawrence:	 That's great, Luke. Thanks again and this is brilliant. As I said, I really, 
really appreciate it and looking forward to talking to you soon.


Luke:	 Thank you Lawrence and thanks for putting up with any background noise 
here at the airport.
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Lawrence:	 No, no problem at all. Cheers, Luke. Talk to you soon.


Luke:	 Okay. Take care.


Lawrence:	 Bye.
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