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FREE Audiobook

Get The Audiobook FREE!

LISTEN NOW

FREE Audiobook

Get The Audiobook FREE!

https://soundcloud.com/awesomeness_grp/how-to-create-your-story-of-origin
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To capture the attention of your audience, you 
need a great hook.  The hook that works best is a 
compelling, heartfelt story.   Your challenge is to 
get noticed in a world of mass media, constant 
noise, and unrelenting clamor for attention.  Today 
most brand messages are drowned out before 
they even reach us.  But a few consistently break 
thru, stand out and rise above the noise.

The difference…they’ve mastered the only tool 
that has ever moved minds, created an emotional 
connection with the listener, changed behavior, 
and compelled people to take action.  That tool is 
The Art Of Storytelling. 

A good “Story Of Origin” is authentic, creative, inspires 
action, holds interest, energizes the message, and 
takes an audience on a journey with your brand.

To capture the attention of your audience,  you need a great hook.

HOW TO CREATE YOUR 

STORY OF ORIGIN
READ  2,748 words | 12 min 18 sec LISTEN  2,748 words |  17 min 05 sec

https://soundcloud.com/awesomeness_grp/how-to-create-your-story-of-origin-podcast
https://soundcloud.com/awesomeness_grp/how-to-create-your-story-of-origin


https://mastersclasscontent.s3.us-west-1.amazonaws.com/CompletedIssues/StoryOfOrigin/What-really-makes-a-good-story.png
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Stories are powerful.  We remember them more than facts, figures, statistics, or websites.  
Facts tell while stories sell.  

Storytelling has been around for centuries, but as entrepreneurs, your “Story Of Origin” is 
the most valuable tool in your marketing arsenal and will forever transform the way you 
talk about who you are, what you do, and the unique value you bring to your customers.

Crafting a story around your brand will grow an emotional connection between your 
customer and your company.  Customers that feel connected to that company will come 
back again and again.

Stories make our brains pay attention.   Stories are highly effective because the brain pro-
cesses imagination the same way as reality. With facts and figures, we only use two parts 
of the brain. Stories light up seven areas of the brain, with each area triggered by a specific 
sense described in the story.

Stories trump logic.  It is for this reason people buy first emotionally, and justify later with 
logic the emotional decision they’ve already made.  

Your customers don’t buy what it is.  They buy what it does.   What it is...is logical.  What it 
does is emotional.    

In a world where we have more competitors than ever, your story might be the deciding 
factor. Unfortunately, telling your story is difficult to define and even harder to articulate in 
an authentic way, which explains why most entrepreneurs haven’t done it.  

Over the next few pages, I’ll walk you thru step by step exactly How To Create Your Story 
Of Origin.

CONSUMERS ARE 
ACTIVELY SEEKING OUT 
BRANDS THAT TELL 
GREAT STORIES.  YOUR 
CUSTOMERS WANT TO 
BELIEVE IN AND BE PART 
OF SOMETHING BIGGER 
THAN YOUR BRAND.  

Research shows the brain is hardwired for 
stories. Stories help produce dopamine, 
oxytocin, and serotonin, which are con-
nected to pleasure, reward and well being.



5 Elements Of A Great Story Of Origin
Here are the five categories to include in your Story Of Origin with specific questions you’ll 
want to address.

1)  Inspiration

What was the inspiration that sparked the founding of your business?
Why did you start the company?  Share company history.
What problem(s) were you trying to solve?
Who were you trying to be a hero to?
What A-ha moments have you had?

2)  Obstacles

What obstacles did you have to overcome when starting your business?
What are your biggest failures and successes?
How did you overcome those obstacles and come out on top?
What are the challenges you’re facing in your business now, and what is your plan to over-
come them?
What is your big idea you’re focused on now?

3)  Uniqueness

What makes you different from other companies offering similar products or services?
What is your unique value proposition?
What’s interesting about your company?
What is the greatest asset of your company?  

4)  Accomplishments

Where are you now in your journey as a business?
How has your business evolved?
What achievements make you most proud?
What is your main focus moving forward?
How has your product or service impacted your customers?
How would your customers describe your company when they speak to others?

5)  Looking Forward

Where are you headed next?
What big problem is your company trying to solve today?
What is your vision moving forward?
What are you passionate about as a company?
How will you add even more value to your customers?
Your brand is a legacy…what do you want to leave behind?

| HOW TO CREATE YOUR STORY OF ORIGIN7
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https://mastersclasscontent.s3.us-west-1.amazonaws.com/CompletedIssues/StoryOfOrigin/Storytelling-Is-Not-Just-for-Campfires.png


Selecting A Great Title For Your Story
An eye-catching, intriguing title is a vital part of your story.  The title of your story should 
have the following characteristics:

•  Short      •  Be Unique

•  Simple      •  Provide Insight

•  Be Memorable     •  Easy To Pronounce

•  Descriptive     •  Indicative of your story’s topic.

•  A preview, but not a summary   •  Complementary to the cover.

The title you choose has a significant impact on how your story is perceived and more 
importantly, whether your story gets read or passed over.  

Here are a few pointers to come up with a compelling title:

•  Draw inspiration from a key theme of your story.

•  It could be a popular expression or a play on words.

•  Check out the titles of 20 books on Amazon on similar topics.

•  Name the title after a vital setting.

•  Choose the title inspired by a pivotal event in the story.

•  Relax with pen and paper and jot down what comes to mind.

•  Brainstorm.

| HOW TO CREATE YOUR STORY OF ORIGIN9

IT’S OFTEN THE 
TITLE THAT DRAWS 
PEOPLE IN, DESPITE 
THE AMOUNT OF 
TIME, EFFORT, AND 
ENERGY YOU’VE 
PUT INTO WRITING 
THE STORY ITSELF. 

Knowing you never get a second chance 
to make a great first impression, I want to 
pull out all the stops and hit them with 
my best-shot right out of the gate.  
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READ NOW READ NOWREAD NOW

READ NOWREAD NOW

A Story Of Origin that lists a chronological timeline of what happened in your company 
from inception to the present day is not going to hold someone’s attention.  It’s also not 
the brief bio on your About page.

For your Story Of Origin to be meaningful, it must be clear, concise, and compelling that 
touches on how your company came to be.  It shouldn’t be an epic novel, nor should it be 
a couple of paragraphs.

Here are some examples of origin stories:

5 Story of Origin Examples

https://techcrunch.com/2013/11/16/from-its-beginnings-in-a-denmark-loft-zendesks-steady-rise-to-the-top-of-the-helpdesk-heap/
https://www.starbucks.com/about-us/company-information
https://www.sitepoint.com/slack-story-son-glitch/
https://lifehacker.com/im-joel-gascoigne-and-this-is-the-story-behind-buffer-1446437914
https://www.patagonia.com/company-history.html
https://techcrunch.com/2013/11/16/from-its-beginnings-in-a-denmark-loft-zendesks-steady-rise-to-the-top-of-the-helpdesk-heap/
https://techcrunch.com/2013/11/16/from-its-beginnings-in-a-denmark-loft-zendesks-steady-rise-to-the-top-of-the-helpdesk-heap/
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https://mastersclasscontent.s3.us-west-1.amazonaws.com/CompletedIssues/StoryOfOrigin/nurture-your-leads-with-narratives.jpeg


Understand Your Audience

That is best done by listening.  God gave us two 
ears and one mouth for one simple reason.  So we 
listen twice as much as we talk.  Listen to under-
stand your customer’s needs and what keeps 
them up at night, staring at the ceiling.  Your story 
should tap into their “Pain.”  Make it all about your 
audience, not you.  Your story should show your 
customers how their lives will be better as a result 
of using your product or service.  

Keep It Simple and Focused

Leonardo da Vinci said, “Simplicity is the ultimate 
sophistication.”  Don’t allow your audience to get 
lost in the narrative.  Keep it simple.  Don’t use 
terms that will sail right over their head in an at-
tempt to impress.  They will never be interested 
in something they don’t understand.  Keep it 
short, concise, and to the point.  Nothing is 
worse than a dull, unfocused story that rambles 
on incessantly.  

Engage The Emotions

Tell your story in such a way that it touches upon 
the six basic emotions:  anger, disgust, fear, happi-
ness, sadness, and surprise.  Spark the emotional 
side of your audience’s brain.  Pull-on the heart-
strings, so they feel something.  Engage your read-
ers thru the senses.  Get the entire brain engaged 
instead of just a thin slice.

Get Clear On The End Game
Set goals for your story and know your story’s 
purpose.  Don’t get stuck in the details.  Focus on 
what your audience needs to know and what you 
want them to remember.  Make it all about your 
client, not you.  Always tie your stories back to your 
values and mission.

Keep It Short And Have A Great Title
The average individual consumes 100,500 digital 
words every day.  People have short attention 
spans, so keep it short and have a great title to 
grab their attention.  

| HOW TO CREATE YOUR STORY OF ORIGIN12

Tips To Brilliant Storytelling 



Include Imagery In Your Story

The brain processes an image 60 times faster in comparison to words.  That means you should 
show, don’t tell.  Use pictures to create a more compelling story.  Communication coupled 
with imagery – photographs or video- is more entertaining than just words on a blank canvas.

 

Be Authentic And Be Honest

Authentic storytelling is key to gaining customer trust.  Be credible, but don’t oversell it.  
Have a personality.  Don’t be boring or typical.  Be yourself.  And never lie.  Stop bragging 
and start relating to your audience.  Telling the truth about who you are without exag-
geration and fabrication is compelling and energizing to customers.  Don’t be afraid 
to address your failures.  It makes you human.  No one is perfect, and the fact you’re 
authentic…makes you more believable. 

Demonstrate How You’re Different

People buy differences, not similarities.  Use your story to demonstrate how 
you’re different.  Maximize your strengths and minimize your weaknesses. 

Conclude With A Call To Action

Make sure the ending is impactful as it can determine whether your 
audience recalls your message.  Always conclude with a compelling 
call to action. Convey to your customer what you want them to do as 
a result of your story.  Your Call To Action should be specific, timely, and a 
reasonable and natural next step for them to take.

When I find myself with a story that is too long and needs to be trimmed 
down, I follow these three steps.

| HOW TO CREATE YOUR STORY OF ORIGIN13

10%
of what 

they HEAR

20%
of what 

they READ

80%
of what they 

SEE AND DO
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https://mastersclasscontent.s3.us-west-1.amazonaws.com/CompletedIssues/StoryOfOrigin/The-Science-of-Storytelling.jpg


Step 1:  Paragraph By Paragraph
I will go thru the story paragraph by paragraph and ask 
the question…”If I deleted this paragraph, would it mat-
ter?  Would it alter the story I’m trying to tell?”  If not, then 
I have no problem removing the entire section.

Step 2:  Sentence By Sentence Within The Paragraph

Next, I’ll review sentence by sentence within each 
paragraph and ask the same question.   If I deleted this 
sentence, would it matter? If I think the sentence is im-
portant, then I’ll try to find ways to reduce the number of 
words to convey my point.  I’ll look to combine two sen-
tences into one and lower the word count even further.

Step 3:  Word By Word Within Each Sentence

If I still need to trim a story down, I’ll go thru each sentence 
word by word and see how many words I can cut out and 
keep the message intact.  I’ll also see how words can be 
combined and still convey the same message.

Editing And Proofreading Your Story
How would you feel if you received a document or pub-
lication from someone that contained numerous spelling 
and grammatical errors?

It is for this reason that you must proofread your story carefully for typos, inaccuracies, and 
inconsistencies, in addition to learning the industry-standard rules regarding punctuation, 
usage, grammar, and spelling.

| HOW TO CREATE YOUR STORY OF ORIGIN15

TRIMMING DOWN 
And Tightening Up Your Story



Conclusion
Every business has a story to tell, including yours.  From the moment you opened your 
doors, your “brand story” started taking shape.  With every new product or service you re-
lease into the marketplace, your story morphs and evolves.   Telling the story of your brand 
is an ongoing process.  Each day, your business grows, shifts, and adds new chapters to its 
story.  Make storytelling an integral part of how you attract, convert, and retain customers.

| HOW TO CREATE YOUR STORY OF ORIGIN16



Additional Resources

The Writing Process

CLICK HERE to download now.

9 Proofreading Tips

CLICK HERE to download now.

10 Writing Tips

CLICK HERE to download now.

https://mastersclasscontent.s3-us-west-1.amazonaws.com/StoryOfOriginContent/TheWritingProcess.pdf
https://mastersclasscontent.s3-us-west-1.amazonaws.com/StoryOfOriginContent/9ProofreadingTips.pdf
https://mastersclasscontent.s3-us-west-1.amazonaws.com/StoryOfOriginContent/10WritingTips.pdf
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Use a hook.  A “hook” is your opener.  It’s the attention-getter, the 
question or quote that immediately hooks your listener or reader.

What is in you, your family, or your history that led you to create, build, or 
master your business, product, cause, or mission?

You must anchor your message in the past, with something familiar, and 
easily identified by all.

The biggest challenge you face is the doubt in other people’s minds 
about who you are and what you’re selling.

Remember that a part of what you’re selling is the dream of possibility.  
You are a dream merchant.

If you want people to embrace your story, you need to overcome 
disbelief, skepticism, cynicism, and doubt.

Simplicity is the ultimate sophistication.  Always remember to let 
simplicity be your guide when telling your story.

Make sure your story rings true.  Speak in your voice.  The stories that 
pack the most punch are personal ones.

Your story needs to have a message – a clear takeaway for your audience.  
It must have a purpose and make a point.

Prune your details.  We all fall in love with our own stories, so we 
consequently end up including too much information.

1

2

3

4

5

6

7

8

9

10

Top 10 Takeaways
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More Cool Stuff



 For A Deeper Dive
For those that would like a “deeper dive” into this topic, we’ve provided 
you with several links below to assist you in your pursuit of knowledge.

Books
Brand Identity Breakthrough How to Craft Your Company’s Unique Story 
How to Write a Memoir in 30 Days: Step-by-Step Instructions 
Creating Character: Bringing Your Story to Life (Red Sneaker Writers Book Series 2)
Building a StoryBrand: Clarify Your Message So Customers Will Listen
Winning The Story Wars 
Unleash The Power of Story Telling 
The Story Engine 
BrandED 
Brand Identity Breakthrough
The Art of Story Telling

Articles
How to Tell Your Company’s Story
6 Storytelling Tips to Tell Your Business Story Like a TED Pro
There’s an Art to Telling Your Brand’s Story: 4 Ways to Get It Right
5 Essential Tips For Business Storytelling
Win More Business by Copying Nike’s Storytelling Playbook
How To Create A Brand Story That Connects With Audiences And Drives Sales
How Do You Get People to Believe in Your Business? Tell A Good Story
Storytelling, Brands And Some Words Of Wisdom
Make Storytelling A Part Of Your Content Strategy In 2018
Why the Best Storytellers Achieve the Most Brand Awareness

Infographics
Storytelling One Frame At A Time 
The Evolution of Brand Stories 
Storytelling-vs-Corporate Speak 
5 Elements of a Strong Company Story
The Art of Brand Architecture
Tell Your Company Story 
A Brand’s Narrative
How To Tell Your Company’s Story
It’s Your Story
Neuroscience of Storytelling

NOTE:  The above links worked at the time this issue was published.  If any of the links are broken, 
we apologize, but please understand the links are provided by the author and not under our control.

https://www.amazon.com/Brand-Identity-Breakthrough-Companys-Irresistible-ebook/dp/B01C37VTAW/ref=pd_sim_351_3?_encoding=UTF8&pd_rd_i=B01C37VTAW&pd_rd_r=cf7881fb-2bca-11e9-b82a-7d23db4f75b9&pd_rd_w=u9dlK&pd_rd_wg=L7lG2&pf_rd_p=90485860-83e9-4fd9-b838-b28a9b7fda30&pf_rd_r=3601J5FGE9J476YW1MBJ&psc=1&refRID=3601J5FGE9J476YW1MBJ
https://www.amazon.com/Write-Memoir-Days-Step-Step-ebook/dp/B00FCAW6IW/ref=sr_1_fkmr3_1?keywords=Creating+Your+Story+Of+Origin&qid=1549646474&s=Kindle+Store&sr=1-1-fkmr3
https://www.amazon.com/dp/B00CS8Q1B4/ref=sspa_dk_detail_3?psc=1
https://www.amazon.com/Building-StoryBrand-Clarify-Message-Customers-ebook/dp/B06XFJ2JGR/ref=sr_1_3?keywords=writing+your+business+story&qid=1549648419&sr=8-3
https://www.amazon.com/Winning-Story-Wars-Stories-Future/dp/1469208474
https://www.amazon.com/Unleash-Power-Storytelling-Hearts-Results/dp/0991081420/ref=pd_lpo_sbs_14_t_1?_encoding=UTF8&psc=1&refRID=T6ZR4A893J13STWJ9B1T
https://www.amazon.com/Story-Engine-entrepreneurs-strategy-storytelling-ebook/dp/B0722TR5LX
https://www.amazon.com/BrandED-Story-Relationships-Empower-Learning/dp/1119244560/ref=asc_df_1119244560/?tag=hyprod-20&linkCode=df0&hvadid=312820231662&hvpos=1o3&hvnetw=g&hvrand=5502048088076886744&hvpone=&hvptwo=&hvqmt=&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9031389&hvtargid=pla-569230922773&psc=1&tag=&ref=&adgrpid=67906663571&hvpone=&hvptwo=&hvadid=312820231662&hvpos=1o3&hvnetw=g&hvrand=5502048088076886744&hvqmt=&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9031389&hvtargid=pla-569230922773
https://www.amazon.com/Brand-Identity-Breakthrough-Companys-Irresistible/dp/1945884207/ref=asc_df_1945884207/?tag=hyprod-20&linkCode=df0&hvadid=312175933381&hvpos=1o12&hvnetw=g&hvrand=4198151668420623134&hvpone=&hvptwo=&hvqmt=&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9031389&hvtargid=pla-570423853858&psc=1&tag=&ref=&adgrpid=60258871817&hvpone=&hvptwo=&hvadid=312175933381&hvpos=1o12&hvnetw=g&hvrand=4198151668420623134&hvqmt=&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9031389&hvtargid=pla-570423853858
https://www.amazon.com/Art-Storytelling-Steps-Presenting-Unforgettable/dp/0802411339/ref=asc_df_0802411339/?tag=hyprod-20&linkCode=df0&hvadid=312132072158&hvpos=1o1&hvnetw=g&hvrand=6074084798382447736&hvpone=&hvptwo=&hvqmt=&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9031389&hvtargid=pla-526872310238&psc=1
https://www.inc.com/magazine/201402/adam-bluestein/sara-blakely-how-i-got-started.html
https://www.wordstream.com/blog/ws/2014/12/05/business-storytelling
https://www.entrepreneur.com/article/232069
https://www.forbes.com/sites/mikekappel/2018/01/17/5-essential-tips-for-business-storytelling/#768d0db8454d
https://www.entrepreneur.com/article/318320
https://www.forbes.com/sites/celinnedacosta/2018/01/31/how-to-create-a-brand-story-that-connects-with-audiences-and-drives-sales/#44dbe38c3d34
https://www.entrepreneur.com/article/315373
https://www.forbes.com/sites/steveolenski/2018/04/06/storytelling-brands-and-some-words-of-wisdom/#210c536d5ae1
https://www.forbes.com/sites/forbesagencycouncil/2018/05/24/make-storytelling-a-part-of-your-content-strategy-in-2018/#4e3827a82a61
https://www.entrepreneur.com/article/312273
https://s3-us-west-1.amazonaws.com/awesomenesscontent/StorytellingOneFrameAtATime.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/TheEvolutionofBrandStories.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/Storytelling-vs-Corporate-Speak.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/5Essentialelementsofagreatcompanystory.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/TheArtofBrandArchitecture.png
https://s3-us-west-1.amazonaws.com/awesomenesscontent/TellYourCompanyStory.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/ABrandsNarrative.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/HowToTellYourCompanysStory.jpg
https://s3-us-west-1.amazonaws.com/awesomenesscontent/ItsYourStory.png
https://s3-us-west-1.amazonaws.com/awesomenesscontent/NeuroscienceofStorytelling.jpg
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Studies show that 
92% of consum-
ers want brands to 
make ads that feel 
like a story. 68% of 

consumers find con-
tent that “informs and educates” to be 

the most valuable. 17% say content that “enter-
tains” is the most valuable, while 11% say content 
that “inspires” is the most valuable.
Source:  One Spot.  The Science Of Storytelling Infographic. 

DID YOU KNOW?

Would You Like To Share?

INSTRUCTIONS FOR SHARING

Would you like to share “Building A Business 
Of AWESOMENESS” with other business owners, 
entrepreneurs, salespeople or professionals?

In the email that delivered this issue, click 
the link in the sentence above “Sincerely.”
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This Week’s Inspiring Video

(Running Time:  1 min 1 sec)

The Crazy Ones
Download an 11” x 17” poster 

suitable for printing and framing.

DOWNLOAD NOW

The Crazy Ones

Here’s to the crazy ones.  The misfits.  The rebels.  

The troublemakers. The round pegs in the square holes.  

The ones who see things differently.

They’re not fond of rules.  

And they have no respect for the status quo.

You can praise them, disagree with them, quote them, 

disbelieve them, glorify or vilify them.

About the only thing that you can’t do is ignore them. 

Because they change things.

They invent.  They imagine.  They heal.

They explore.  They create.  They inspire.

They push the human race forward.

Maybe they have to be crazy.

How else can you stare at an empty canvas and see a work of art?

Or sit in silence and hear a song that’s never been written?

Or gaze at a red planet and see a laboratory on wheels?

We make tools for these kinds of people.

While some may see them as the crazy ones, we see genius.

Because the ones who are crazy enough to think they can change 

the world, are the ones who really do.

Steve Jobs
1955-2011

VIEW NOW

https://www.youtube.com/watch?v=-z4NS2zdrZc
https://mastersclasscontent.s3-us-west-1.amazonaws.com/StoryOfOriginContent/TheCrazyOnes_11x17.pdf
https://www.youtube.com/watch?v=-z4NS2zdrZc
https://www.youtube.com/watch?v=8rwsuXHA7RA


https://www.amazon.com/Building-StoryBrand-Clarify-Message-Customers/dp/0718033329/ref=sr_1_2_sspa?crid=1YLFO285QC55K&keywords=build+your+storybrand+donald+miller+book&qid=1663080108&sprefix=build+your+story+brand+donald+miller+book%2Caps%2C98&sr=8-2-spons&psc=1


https://www.amazon.com/Let-Story-Do-Work-Esther-K-Choy-audiobook/dp/B074F47LT2/ref=sr_1_1?crid=39SBR6J2PPO31&keywords=Let+the+story+do+the+work+audiobook&qid=1663080278&sprefix=let+the+story+do+the+work+audiobook%2Caps%2C94&sr=8-1
https://www.audible.com/pd/Let-the-Story-Do-the-Work-Audiobook/B074F3D3W5
https://www.audible.com/pd/Let-the-Story-Do-the-Work-Audiobook/B074F3D3W5
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https://podcasts.apple.com/us/podcast/the-ed-mylett-show/id1181233130
https://podcasts.google.com/search/THE%20ED%20MYLETT%20SHOW
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https://apps.apple.com/us/developer/canva/id897446218
https://play.google.com/store/apps/details?id=com.canva.editor&hl=en_US&gl=US


My Favorite Quotes
On

Storytelling

There’s
ALWAYS ROOM

FOR A

STORY
THAT CAN transport people

to another place

powerful
person in the world is the

The most

THE STORYTELLER SETS THE VISION, VALUES AND AGENDA

generation

STORYTELLER
of an entire

to come.

NO MATTER
WHAT you do

YOUR 
JOB IS TO

TELL YOUR 

STORY

oldest form
STORYTELLING IS THE

OF

education

PUSH
with a story.pull them in

share knowledge

There are 2 ways to

You Can

I N F O R M A T I O N  O U Tor you can

is about how to look your

impactfulbrand storytelling

audience
in the eye digitally

storytelling
is the most

POWERFULworld.way to put 
ideas into the

THERE IS NO GREATERagony
UNTOLD STORY

inside you
THAN BEARING AN



https://mastersclasscontent.s3.us-west-1.amazonaws.com/StoryOfOrigin-Quotes.zip


THE NEXT ISSUE

U P C O M I N G  I S S U E S



The information contained in this issue is published “as is” without warranty of any kind, 
either express or implied.  The content in each issue is for informational purposes only.  It is 
general information, and should not be relied upon or construed as advice on any specific 
topic or subject matter.  Opinions expressed herein are solely those of The AWESOMENESS 
Group, Inc. and our staff.  Material presented is believed to be from reliable sources; how-
ever, we make no representations as to its accuracy or completeness.  

All material included in this issue is copyrighted, 2019 by The AWESOMENESS Group, Inc. 
All rights reserved. The AWESOMENESS Group authorizes you to view, copy, download, 
and print the images and information on this web site or in the eBook, provided you com-
ply with all of the following conditions: 

(1)  All materials may be used solely for personal, non-commercial, and informational pur-
poses only.

(2)  None of the contents may be modified. 

(3)  The following copyright notice and permission notice must appear on each document:

 “Copyright 2019 The AWESOMENESS Group, Inc. All rights reserved.” 

(4)  Reproduction, copying, or distribution of materials included in this issue for commer-
cial purposes is prohibited, without the express written permission of The AWESOME-
NESS Group, Inc. To obtain permission to copy portions of this issue for commercial 
purposes, please send an e-mail to info@theawesomenessgroup.com stating your 
request with specificity.
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