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PRESENTATION NOTES 
 
Engagement as Resonance 
Engagement — like “innovation,” or “alignment,” or “paradigm,” or 
“synergy” — is a term that’s in danger of losing its meaning because it’s 
overused, it’s a complex phenomenon that we don’t fully understand, 
and it means different things to different people. 
 
As we in the meetings world use the term, engagement is generally 
understood to mean people’s levels of activity or involvement. These are 
good things, but I want to suggest that they’re the byproduct of 
something that’s occurring on a deeper level — something best 
described as resonance. 
 
In scientific terms, resonance occurs when the vibrations produced by 
one object come into alignment with those of another. So if you know an 
object’s natural rate of vibration, you can make it move — and even 
organize itself — without touching it. When you do it to liquid using 
sound waves, it looks like this: 
 

 
 

http://www.gregfuson.com/
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And it’s true of people as well. When the vibrations, or the heartbeat, of 
an idea or an event align with our own, we’re deeply moved by that. We 
become engaged, and it looks like this: 
 

 
 
 
Throughout Convening Leaders, PCMA is offering a lot of great sessions 
that will address engagement from a practical, transactional standpoint, 
so I’m going to instead address it primarily from an emotional standpoint 
— how and why people are moved by a particular idea or cause or 
brand. 
 
How I Got Here 
Seven years ago I took the stage for the first time ever to kick off a new 
conference that I had created. Before this I was always a behind-the-
scenes guy; I booked the speakers, but I didn’t do any speaking myself. 
I was petrified at the prospect, my stomach was in knots, I couldn’t eat 
all morning, and I felt like I needed some form of support. A prop. 
 
I went onstage carrying my newborn daughter, who was just a few 
weeks old at the time. I’m sharing this with you for two reasons. First is to 
confess my willingness to exploit a baby for the sake of winning an 
audience’s sympathy. But also (although I didn’t fully realize it at the 
time), it was a moment of humanity and vulnerability that signaled 
something powerful to the people there. It let them know that this was 
going to be a very different kind of experience. 
 
Before I tell you the rest of that story, I need to go back a little farther. 
 
Prior to venturing out on my own, I spent 17 years with the Pacific Coast 
Builders Conference (PCBC), an annual conference and tradeshow for 
the homebuilding industry, where I was VP of content development 
responsible for all educational programming. 
 
In the time that I worked there, this was our annual growth line: 
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I’ve left off the numbers because I’m not sure the organization wants 
them divulged, but you really don’t need them to see that we did pretty 
well. (Of course this growth mirrored the unprecedented run-up of the 
housing market, but we thought it was because we were geniuses.) 
 
1993 was the year I started there. In 2000 Tradeshow Week named us 
one of 50 fastest growing events in North America, and by 2006 we had 
maxed out all three halls of the Moscone Center in San Francisco. 
 
Yet in the midst of all this growth, I began to feel restless. There was this 
awareness in me that PCBC as an event — and homebuilding as an 
industry, and really our entire economy at that point in time — were all 
about more-bigger-faster. Now there’s certainly nothing wrong with 
growth, and the success was exciting (not to mention financially 
rewarding), but still something was missing. 
 
In 2005 things began to change, and here we have what screenwriters 
would call the catalytic event that changes the trajectory of the story. 
That year I attended TED for the first time, and it was transformative for 
me. It’s not just that TED has amazing speakers sharing ideas about 
how to make the world a better place (although that by itself is pretty 
cool), but they also stimulate multiple senses and emotions through 
music, spectacle, performance, and a connection to something bigger 
than ourselves. 
 
I came away from that experience with the realization that conference 
planning can be more than just methodically connecting the dots and 
making sure all of the details are covered — it can be an expression of 
art, and it can be purposeful. And now working on a conference that’s 
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only about more-bigger-faster — without something else at the heart of it 
— just wasn’t satisfying. 
 
So I returned from TED and began the brainstorming process for 
something new — something deeper and more significant. I wanted to 
spark the kinds of exchanges in homebuilding that TED was doing for its 
group. 
 
Real estate development is a very numbers-driven business, all about 
market analysis, structuring deals and maximizing return on capital. And 
yet there’s something profoundly human at the heart of its product: 
homes, neighborhoods and communities. So we set out to create a 
conference that would explore and better understand these very things 
— the human side of development, you might say — and that was the 
beginning of The Vine, a conference on the nature of community. 
 
From the outset we believed that the world didn’t need another 
conference full of developers talking to each other, so we determined to 
make this a much broader and more eclectic conversation. One of the 
core beliefs of The Vine is that inspired people create inspired places ... 
and inspired places create inspired people. We wanted this to be a 
place where creators of physical communities would learn from 
animators of social community, so we brought in artists, teachers, 
scientists, activists — even one of the cofounders of Greenpeace. 
 
As you might imagine, this was considered way too esoteric and touchy-
feely by a lot of our existing members. It had a polarizing effect — which 
was exactly what we wanted, and I’ll explain why a little bit later. 
 
Vibrant, Active Communities 
If you study the very best conferences, you’ll find that they do two things 
exceptionally well. 
 
The first is they create vibrant, active communities that people are 
drawn to. And this is the key — they build the community first. They get 
people interested and involved and committed to a set of ideas and 
values BEFORE they ever start marketing an in-person event. 
 
Chris Guillebeau writes a popular blog, The Art of Non-Conformity, in 
which he shares ideas and inspiration for how to build a career and a 
life around the things you’re most passionate about. Chris invested in 
this blog for two years, built a deeply loyal following of readers, and only 
then started thinking about getting those readers together in person. 
And so he launched a conference with the inauspicious name of the 
World Domination Summit. 
 
The first year he limited attendance to 500 and it sold out right away. 
The second year he bumped it up to 1,000 and it sold out in a single 
day. This year he’s increasing it to 3,000 people and it’s expected to 
once again sell out with a waiting list. 
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I realize you may not have two years to invest in building a community 
like Chris did, but if you want people heavily bought into your 
conference, the community should be the first thing you work on. 
 
It’s not that other conferences aren’t using online communities — it’s 
that most are doing it opportunistically. Typically you’ll see it used for 
pre-event build-up and a little bit of post-event recap. That’s traditional 
marketing through new channels, and people are smart enough to see 
that. 
 
What I’m suggesting is that you flip the mindset. Don’t be a meeting 
that’s trying to layer on a community. Be a community that holds in-
person meetings. 
 
One of the great things about a community is that it changes the selling 
proposition. If the thing you’re selling me is a discrete item — a 
particular conference at a particular location over a fixed set of dates — 
I’ll tend to evaluate it on a strictly practical basis, and it’s easy to come 
up with reasons why I can’t be there. The dates conflict, my boss won’t 
approve the expense, travel’s a hassle, it means time away from my 
family, etc. It’s an emotionless consideration. 
 
But if you’ve engaged me through an active, vibrant community ... and 
in that community I can connect with smart, interesting people who 
share similar values ... and those connections develop affinity and 
rapport over time, then your in-person meetings become the culmination 
of something I’ve been investing in. 
 
In the first scenario, which is interruption marketing, you’re saying, “Hey, 
buy this from me!” In the second scenario, which is invitational 
marketing, the community is saying, “Come join us for this.” 
 
In-Person Engagement ≠ Social Media 
When I talk about building year-round communities, a lot of people say, 
“Oh yeah, of course we’re using social media.” Well, that’s not really it. 
Social media is a great tool and by all means you should be leveraging 
it, but it’s misleading to equate the two. 
 
Online engagement is about building social capital, which has to be 
earned, and there’s only one way to do that: you give far more than you 
ask, consistently, and over time. 
 
That’s what a well-executed content marketing campaign is. When you 
take the content presented at your conference and expand upon it 
throughout the year (through blogs and videos and webinars and 
discussion forums), and you allow people to have conversations around 
that content with speakers and with each other — that’s still marketing. 
But it’s not pushy because there’s always value to the user. It’s the kind 
of marketing that people welcome because they’re getting fed by it. 
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Communities Form Around Purpose and Personality 
The challenge with building community, of course, is you can’t simply 
create an online forum and expect the world to show up. You have to 
draw people in, and the way you do that is with two things. Communities 
form around ideas or causes that feel purposeful, and they form around 
brands that exhibit personality. So let’s look at those two things. 
 
Purpose 
Consumer research shows that our purchasing decisions are 
increasingly linked to our values — we buy things because of what they 
say about who we are. More and more, products are like badges of 
identity. I’m not just choosing a product because I like it. I’m aligning 
with a product because I like what it says about my values. 
 
On Black Friday 2011, Patagonia ran this full-page ad in the New York 
Times as a way of promoting their Common Threads Initiative. 
 

 
 
Conservation is so deeply embedded in Patagonia’s values that they 
created a program to encourage people to NOT buy their products 
unless absolutely needed, and instead to consider repairing, reusing 
and sharing existing gear. Which, paradoxically, got more people to buy 
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their products. (So maybe they failed in their objective, but that’s a 
question we’ll leave to the sustainability track.) 
 
The most engaging events (or organizations, or people) stand for 
something that matters, are passionate about their values, articulate 
those values clearly and persuasively, and aren’t afraid of polarizing 
people who don’t stand with them. If you’re bland and inoffensive, 
nobody will hate you. But nobody will love you either. 
 
Bill Cosby has a quote that I love. He says, “I don’t know the key to 
success, but the key to failure is trying to please everybody.” 
 
And here’s another way of putting it, from artist and blogger Hugh 
MacLeod: 
 
 

, 
 

The Vine never grew to more than 200 attendees at any one conference 
(remember, we created it to deliberately polarize our customer base), 
but year after year its measures of engagement, quantitatively and 
qualitatively, were way beyond anything else we ever produced. 
 
Personality 
Another key piece of building community is attracting personality with 
personality. People aren’t drawn to ideas or causes that feel corporate 
— we want to know there’s a person like me on the other end. 
 
The way to achieve that is by putting yourself out there, and by that I 
mean putting your SELF out there. Be passionate, be vulnerable, be 
accessible. Let people see that your project exists because someone is 
fired up about the topic and believes it can change the world. 
 
Remember, when I did took my newborn daughter onstage with me, I 
was not an in-the-spotlight kind of guy. I had to overcome a lot of 
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reluctance, but I did it because I believed it was important to put a face 
and a personality on the event. To begin the first-ever meeting of what 
was billed as “a conference on the nature of community,” I told the story 
of my daughter’s first night home from the hospital. She was fussy, she 
wouldn’t stop crying, my wife had hardly slept for the past 48 hours, and 
the only thing that seemed to work was holding her. 
 
I spent that first night with my daughter cradled in my arms on a sofa in 
the living room, and at some point in the middle of the night it occurred 
to me: if you want to understand the essence of community, it begins 
with this, one human taking care of another. 
 
And that was the story I told to our attendees, because I wanted people 
to see, here’s this guy Greg Fuson who’s been sending you all these 
communications about The Vine, and he believes enough in the topic of 
community that he’s willing to risk looking silly in front of the entire 
conference. 
 
Laurie Coots, chief marketing officer of one of the largest ad agencies in 
the world, puts it this way: “A good product is not enough; consumers 
today are also looking for soul — and soul is one thing you cannot 
invent. It has to be authentic.” 
 
That authenticity comes from you. 
 
Experiential Learning 
The second thing that great conferences do is make their learning sticky 
— and what that really means is they make it experiential. They make 
learning memorable by embedding it in emotional experiences. There’s 
neuroscience to back this up. As scientists study the formation of long-
term memories, they’ve found that our brains encode emotional 
experiences more forcefully than mundane things, which helps us hold 
on to it longer. 
 
But we don’t need neuroscience to tell us this. Poets and storytellers 
have been using this device for thousands of years. Maya Angelou 
captured it best when she put it this way: 
 

People will forget what you said. 
People will forget what you did. 
But people will never forget how you made them feel. 

 
Our recollection fades, but our emotions persist. 
 
At one of the meetings of The Vine, we featured a dramatic performance 
by three young actresses. Their play, which was called “The Secret 
Ruths of Island House,” was a re-enactment of interviews they’d 
conducted with elderly women from a seniors’ care center.  
 
A number of our attendees are involved in the design and development 
of seniors’ housing, and it was a haunting reminder that so much of our 
cultural heritage is simply bottled up when we relegate our elderly to 



[9] 
 

these facilities without finding ways of connecting them back to the 
community — a point that would not have been nearly as powerful if 
made by an academic speaker with a PowerPoint slide. 
 
In-Person Engagement ≠ Interaction 
In the same way that online engagement does not equal social media, I 
want to propose that in-person engagement does not equal interaction. 
Interaction is great, and you certainly want it to happen, but the problem 
with equating the two is that it’s a very prescriptive approach. It 
suggests that you, the organizer, determine when and how it will occur, 
and it leads groups to script exercises that force interaction, which 
frequently backfires. 
 
What you really want to generate is not interaction (on your terms) but 
connection (on participants’ terms). Human connection is a fragile thing, 
and it wants to be coaxed out of people, not forced. What you can do, 
though, is create conditions in which connection is more likely to occur, 
and I’ll give you two examples. 
 
First was a conference where our lunches were packed, family-style, in 
picnic baskets. As we exited the auditorium we were told to form groups 
of six with the people around us, and each group was given a basket, 
an assortment of drinks, and a blanket to spread out on the lawn. What 
struck me immediately was how naturally I fell into casual conversation 
with strangers while picnicking on a blanket together, much more so 
than if we’d been sitting at a banquet table in a ballroom. 
 
I love that the organizers didn’t try to over-script the experience. They 
didn’t say, “Form a group of six and talk about THIS.” They gave us an 
ideal set of conditions where connection was more likely to occur, and 
then they trusted us to do the rest. 
 
Second, name badges are a great opportunity to bring more of people’s 
personality to the surface if we just allow for some customization. Ask 
attendees to upload a photo that reflects their interests or hobbies, or 
give them three lines of “Ask me about...” to fill in, then print their photos 
or responses on their badges. You can even do this in a no-frills sort of 
way by having people handwrite their responses. The point is, prompt 
them to share more of themselves than the traditional name, title and 
company. 
 
Every bit of information shared becomes a potential conversation starter, 
and that’s what you want to do — everywhere you can, create 
conversational handholds, like the knobs on a climbing wall, that give 
people something to grab onto and incentive to keep going. 
 
The problem with a forced approach — like a speaker who makes you 
go around the table introducing yourself and sharing your favorite brand 
of toothpaste — is that there’s no opt-in, and there’s no opt-out, and that 
makes people feel trapped and uncomfortable. 
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What you want to do is make it easier for conversations to begin, not 
dictate that people have this particular conversation right now. 
 
Winning and Sustaining Organizational Support 
Obviously you can’t implement any of these new approaches if you can’t 
win organizational support for them, which is why I call this the “I’d love 
to, but…” topic. So let me say first, if you think your organization or your 
industry is too stodgy to embrace this stuff, remember, we were able to 
make it work with real estate developers. Let me share some of the 
things we learned along the way. 
 
First and foremost, it’s crucial that you define success early — and then 
return to it often. What do I mean by that? Defining success is when you 
and a small, core leadership team specify, and then prioritize, the 
outcomes that you want from your project. This becomes the vision that 
guides all of your decision-making as you go. 
 
If you don’t have clear definitions established, other people — internally 
on staff and externally in leadership — will begin to impose their 
definitions on the project, and they may take it in directions you don’t 
want it to go. It’s not (necessarily) because they’re evil, they just have a 
different take on things, so clear definitions will help keep everyone on 
the same page. 
 
And then you want to return to it often because it keeps you grounded 
and focused, even when things get murky. 
 
There are three stages to every project. There’s the initial launch when 
you have all kinds of momentum propelling you out of the gate. There’s 
the final push when it all comes together and you can see the finish line 
ahead of you. But there’s also the in-between stage, and that’s where 
you’re most in danger of getting off track. 
 

 
 
You’ve lost the initial momentum, the finish line is still a ways off, and 
you’ll begin to compromise things unless you have those clear 
definitions of success to keep you focused on what matters most. 
 
Don’t Define Success by Dollars Alone 
Next, when you’re pitching your idea for a new conference — or new 
elements within an existing conference — don’t measure success by 
dollars alone. One of the biggest mistakes I made with The Vine was 
presenting the hockey stick chart of how much money it would make. 
 
That may not be realistic — it certainly wasn’t in our case — and you’ll 
be held to that standard and questioned when it doesn’t materialize. Of 
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course you need to be profitable, but be realistic and gradual about 
growth projections. 
 
Identify Intangible Indicators of Success 
A great way to bolster your support and lessen expectations on profit is 
to identify — and celebrate — intangible benefits that accrue to the 
organization as a result of what you’re doing. 
 
Because The Vine extended way beyond industry topics and addressed 
issues of universal significance, it began to attract support from some 
major companies outside our usual world — companies that had never 
been part of our tradeshow but found this new event intriguing and 
valuable. 
 
IDEO, a global design firm named one of the most innovative companies 
in the world by Fast Company, was a big supporter from the outset and 
eventually became a content partner of ours. 
 
Target was a major sponsor, and their senior public affairs officer 
became a valuable adviser to us, because they understand that when 
local communities are strong and vibrant, their stores do better. The 
Vine was the bridge that connected their world of retail development 
with ours of residential development. 
 
And here’s one that will have special significance to any of you who 
attended last year’s Convening Leaders: Bert and John Jacobs, the 
cofounders of Life is good®, were huge supporters of ours, and their 
involvement injected fantastic energy into the event, as you can 
imagine. Not only that, but they made a connection with leaders from 
Newland Communities, one of the largest master-plan developers in the 
nation, and the two companies partnered to stage Pumpkin Festivals in 
cities throughout the country, raising over $1 million for children in need. 
That’s intangible value to our organization — the benefit to us was 
indirect — but it’s a tremendous success story to tout. 
 
The alignment with companies of this caliber — companies that, keep in 
mind, had never shown an interest in our industry before — was a huge 
feather in our cap, and that earned us a lot of grace from our board 
when profits weren’t materializing as originally projected. 
 
Here’s another significant angle. If you’re in an industry that’s sometimes 
perceived as the villain, give them the opportunity to be the hero. 
Associations that lobby are typically viewed as entrenched defenders of 
the status quo. But by supporting a conference that’s organized around 
something bigger than your industry, something of deeper significance, 
now they’re part of a more progressive, forward-thinking solution to the 
issues. Don’t underestimate how appealing that can be to an 
association that’s tired of being painted as the bad guy. 
 
Build a Coalition of the Willing 
My last thought on organizational support is that you’re not trying to win 
everyone. If you want to do something unique enough to capture hearts 
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and imaginations, you’ll have plenty of skeptics, and that’s fine. You’re 
not doing this for them. Find the avant garde thinkers who embrace 
what you’re doing, and serve them. It will grow from there. 
 
I understand that you probably work for an organization that’s reluctant 
to change — I certainly did — and for that matter you may face 
resistance from customers who are reluctant to change. But there are 
people in your industry, even if they’re in the minority, who will applaud 
what you’re doing and support it. Focus on them. 
 
Large vs. Small Events 
Among those reading this, there may be organizers of meetings of 50 
people, 50,000 people, and all sizes in between. So there’s no way I can 
tell you exactly how this plays out for your particular event. Also, what 
constitutes a large vs. small event is relative to your organization. 500 is 
a large meeting to some of you and a small meeting to others. 
 
But the key thing for our purposes is that engagement requires 
personalization, so the way I’ll define a small event is one where you 
have the ability to highly personalize the experience for participants. 
 
Is the size of your group manageable enough that you can customize 
people’s badges like we talked about earlier? Or when you have 
giveaways of books or t-shirts or laptop bags, can you vary the items so 
that not everyone gets the same things in the same colors? These are 
logistical issues, but they matter because variety and individuality are 
engaging. 
 
And then there’s simply the scale and intimacy of being in a small 
enough group where faces begin to look familiar and people don’t feel 
like strangers to you. So you can probably see where I’m going with this 
— if you want to be engaging, it helps to be small. 
 
Small events, take advantage of your opportunities to personalize the 
experience wherever you can. One year at The Vine we gave attendees 
Life is good® t-shirts, but we let people choose from a wide variety of 
designs and colors. When everyone gets the exact same t-shirt, wearing 
it creates a stigma — we all look like groupies. But when each person’s 
is a unique expression of personality, it becomes a conversation starter. 
 
Large events, all is not lost for you, but I think the way you’re going to 
see the best results is by incubating smaller gatherings within your 
larger overall event. And that’s to your advantage anyway because 
avant garde thinking, by definition, isn’t mass. If it becomes mass, 
something new comes along and replaces it. 
 
So give people small opportunities, not only so that you can personalize 
the experience, but also so they feel like they’re part of something 
select, part of a special tribe. 
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Doing This on a Budget 
When I showed PCBC’s growth chart earlier, you may have noticed that 
it only goes until 2006. (A few things have changed since then.) 
 
March of 2006 is when we first held The Vine. June of 2006 is when the 
chairman of PCBC gave the welcoming address at our convention and 
declared to a ballroom full of people, “What housing bubble?” 
 
 

 
 
 
Well, the bubble burst, and the downturn was steep and severe. 
Needless to say, this threw our organization into quite a bit of turmoil, 
and there was intense pressure to eliminate anything and everything 
that was deemed unnecessary. The Vine had incurred losses, and our 
board had pretty much resolved to eliminate it altogether. If we wanted 
to keep it alive, we had to be inventive and resourceful. 
 
The obvious first step was to condense the offering. A three-day 
program in a resort setting was way too costly for us and our attendees. 
But the challenge was, could we create a condensed, one-day, far less 
expensive offering that still lived up to the promise that The Vine had 
established? Could we do this on the cheap and still be proud to put our 
name on it? 
 
One thing I can tell you through this experience is that a large budget 
isn’t always your friend. In hindsight, I can now see how the deep 
pockets we had at the peak of the housing market made us lazy in some 
ways. We threw money at things because we had it, and that kept us 
from finding the more creative (and less expensive) opportunities that 
were available AND that were more in the spirit of what The Vine was all 
about. 
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Fixed vs. Variable Expenses 
No one who’s ever worked with me will accuse me of being an 
accounting, dollars-and-cents kind of guy, but necessity forced me to 
learn a few things. 
 
All conferences have fixed and variable expenses. Your fixed costs are 
sunk, the things you have to absorb regardless of how many people 
attend. Your variable costs are based on the number of people, and 
they’re offset by the registration fees you collect. In order to make The 
Vine work, we had to bring our fixed costs as close to zero as possible, 
and those consisted of: 
 

 Marketing 
 Venue (here I’m also including AV) 
 Speakers 

 
I realize this may sound like a shortcut, but we’ve actually already 
covered how to address all three. If your values and your purpose have 
resonance with people, these otherwise fixed costs can be greatly 
reduced, if not eliminated. 
 
Because we had built an actively engaged community of people who 
want to be aligned with The Vine, all of our marketing was now done via 
outreach to that existing community, and to referrals of their friends and 
colleagues. Our marketing costs went to zero. 
 
Through relationships that we had established with influential companies 
that believed in what we were doing, IDEO and others agreed to host 
events at their facilities. With IDEO in particular, the venue became a 
significant part of the marketing — we were able to sell the intrigue of 
going behind the scenes of such a legendary design shop. Our venue 
costs went to zero. 
 
These same companies provided their thought leaders as speakers, 
and also helped us bring in other speakers with whom they had 
relationships. Our speaker costs went to zero. 
 
The Vine as a three-day conference became a series of one-day salons, 
co-developed and hosted by partnering organizations. And in the midst 
of the worst housing crash since the Great Depression, we continued to 
hold Vine events, engagement levels were still high, and we made a 
small profit at a time when other offerings were being slashed left and 
right. 
 
Again, I’m not trying to shortcut this process, because it was anything 
but simple. But what we realized — when the bottom dropped out of our 
market, our budget was stripped, and our board was on the verge of 
pulling the plug — is that we had already done the hard work. 
 
The hard part is doing something remarkable and purposeful enough to 
generate an engaged community. The easy part was getting that 
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community to move when we asked ... because we were already 
resonating with them. 
 
A Call to Adventure 
So now I want to ask ... What resonates with you? 
 
What aspects of your work energize you, so that when you’re working on 
them you come alive? What are the things you can get so immersed in 
that you lose track of time? 
 
What would you work on for free? Even if you didn’t have your current 
job, what things would you still gravitate toward because you find them 
so fulfilling? 
 
These are important questions. Whatever organization you’re with, 
whatever industry you support, there’s something at the heart of it that 
gives your work significance and purpose. Finding that something — 
and ideating around it, and building upon it, and putting it at the center 
of your work — changes everything. 
 
Yes, this involves change and risk, and those things are hard. But it’s 
also a call to adventure. 
 
What we do matters too much to NOT do it with passion and soul and 
humanity. If you don’t feel passionately about the work you’re doing — 
about the meetings you’re asking people to be part of — how can you 
expect others to? 
 
You won’t create something engaging unless you’re deeply engaged 
yourself. 
 
That’s what all of this boils down to. 
 
If you want to be engaging ... be engaged. 
 
 


