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Transcript: Jama St John and Suzanne Tregenza Moore 

JAMA: Hello, and welcome to your Strategic Business Building podcast. I’m your 

host Jama St John of Strategic Virtual Solutions. I started my business in 1996 and 

have grown it to a successful, multi-virtual assistant business that focuses on online 

marketing strategies and implementation with an expertise in using Infusionsoft . I 

know the challenges that online business owners face on a daily basis and started 

Strategic Business Building so you can get quick strategies from experts who have 

been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re talking 

about a plan of attack that you can take action on immediately. 

And today we have with us Suzanne Tregenza Moore.  Thank you, Suzanne, for 

being here. 

SUZANNE: Hi, Jama.  Thank you so much for having me.  I'm delighted to be here. 

JAMA: I met Suzanne a couple of years ago and we just recently hooked up again 

at another event and I just wanted to have her on today for her new -- I don't know 

what you call it.   

SUZANNE: You know what? I have a new program and I'm really -- you know, I 

think as entrepreneurs we're always refocusing a little, right? We're dialing in further 

and further into what we're connecting with right now and so I'm doing -- it's a focus 

on your big why because I think that a lot of my clients, a lot of entrepreneurs kind 

of get stuck in that they start their business and they have kind of this really like feel 

good feeling about it and they want to serve people, but then they go on their way 

and it's like, oh, I got to do my social media and I've got to do my newsletter, and I 

got to do this and I got to do that and I got to make money and they get -- they kind 

of veer off their focus of why they started their business in the first place, and they 

get a little confused and everything seems muddled.  And so I feel like no matter 

where you are in your business it's always good to reconnect with your why -- why 

you started your business in the first place and the mission that you have for your 

business because when you do that, it just drives your business forward. 
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So I have a new program that's doing that and I'm delighted that you invited me 

here to kind of speak a little bit about that today. 

JAMA: Well, I think understanding your why is so important, and we're going to get 

into that.  Let's tell our listeners a little bit about you first, and then we'll get into the 

big why discussion. 

SUZANNE: Sounds good. Sounds good. 

JAMA: Suzanne Tregenza Moore is an online marketing strategist committed to the 

success of fellow entrepreneurs seeking to make a difference. Using her MBA in 

Marketing and Entrepreneurship along with her years of online marketing 

experience, Suzanne helps her clients break down the seemingly insurmountable 

challenges of growing a business into manageable tasks moving them beyond the 

frustration, confusion and overwhelm of trying to leverage the Internet to build their 

business. Guiding clients through the steps of her Simplify Online Marketing™ 

system, she is fulfilling her mission to enable other entrepreneurs to serve more 

clients while providing for their families emotionally, physically, spiritually and 

financially.  

So let's get into the big why discussion. 

SUZANNE: Very cool. 

JAMA: Those that aren't familiar with it, can you explain what the big why concept 

is? 

SUZANNE: Sure, absolutely.  And you know, a lot of times when you ask 

somebody, what is your why? What's the why behind what you're doing? They'll 

give you an answer that I actually think of as your personal why. So if somebody 

asked me my why and I gave them my personal why, it would be, well, I really want 

to be an entrepreneur so that I can pick up my kids every day at 3:00 and spend the 

afternoon with them and still provide for my family, bring in my for my family, right? 

That would be like a personal why. 

But when I talk about your big why, it's actually something that's outside of yourself 

and outside of your own personal needs and desires or those of your family or those 

you're close to. So my big why is that I want to help other entrepreneurs serve more 
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clients while providing for their families emotionally, physically, spiritually and 

financially. And the difference between those two is that the big why is not about 

me. It's about serving others and it's about recognizing that what I'm doing here isn't 

just about the fact that I want to make money, right? It's about the fact that I want 

other people to make money. I want other people to build the business of their 

dreams. I want to help them fulfill their needs because a lot of times when it's about 

you, okay, it's important enough to you or it's important to you, but it doesn't drive 

you forward and it doesn't inspire you and, frankly, it doesn't inspire others if it's all 

about you. 

JAMA: Yeah. 

SUZANNE: And yet, if it's about something bigger than you, then it just -- it creates 

a whole different energy around what you're doing and how you can market it to 

others or how you feel about it on a daily basis or what it means to the world. And 

it's about there's an element of service to your big why. I think it's really important 

that people tap into that service element because i t just -- it can drive them forward 

in a way that your own needs just don't. And especially, you know, you're a 

mompreneur, I'm a mompreneur, you know, we as women are so used to kind of 

putting our own needs on the backburner that I think that happens a lot in our 

businesses, too. 

JAMA: Yeah. 

SUZANNE: And we put those needs that would be the personal why on the 

backburner, but when it's about somebody outside of you, then you can really see 

the path that no, you really need to be doing this work because it's not about you, 

it's about them. 

JAMA: Right. So how does having a big why influence your business success? 

SUZANNE: So again, it keeps you driving forward. All of us -- any entrepreneur, any 

human being has bad days at what they're doing. You know, either they can't -- 

They're having technical issues or just things aren't coming together the way they 

expected or they start saying, no, this isn't the right thing, whatever it might be, 

having your big why is one of those things that keeps you from being willing to 

throwing in the towel because, let's face it, as a mom I could say, well, you know 
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what, maybe I could just go get another job that would still let me be out of work at 

3:00, right, and pick up my kids and provide for them, you know, financially. 

However, when I go back to my mission, then I go, well, okay, that would take care 

of me but it wouldn't take care of all the people out there that I'm supposed to be 

helping and that I want to help and that I have the skills to help, right?  So it 

influence your business success because you don't give up as easily and you keep 

driving forward.  And again, when you're focused on the serving others part rather 

than kind of being mired down in that selfish thing of like I just want to make money. 

There's a whole different energy around what you're doing. 

And think about it this way.  If you say, well, I want to invest in this thing in my 

business because it'll help me make more money, that's -- you know, it's not a bad 

reason to invest in something but when you say -- often you have self-talk and say, 

well, what if it doesn't and you know, it might not work out the way I want it to and 

you know, you can come up with a million excuses not to do it, right?  

But when you think about it and go, I want to invest in XYZ in my business because 

I know it's going to help me serve more people, I know that it'll help me access more 

people, I know it'll help me get more exposure -- whatever the thing is might help 

you do, there's a whole different aspect to that. And suddenly, you don't say to 

yourself -- you don't come up with as many excuses about why not to do it.  Instead 

you come up with reasons to do it because you're like, you know what, man, if I put 

that money into that tool, into that program, into that mentor, whatever the case may 

be, and that helps me serve more people, then I am doing something right in the 

world.   

And on the flip side, when you're going to sell your service or product and people 

see that you are not just out to make money but that you're really looking to serve 

them and perhaps serve the people around them and serve the world as a larger 

way, they are much more interested in investing in working with you because they 

don't feel that she's just desperate to make money feeling, right? They feel that, 

wow, she's like -- this is so much bigger, you know? 

JAMA: Yeah. 

SUZANNE: I mean, we've all experienced things like that.  And we've all made 

choices around, you know, whatever the case may be, whatever it is we're investing 
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in. Whether we've made them consciously or not, we've all made choices to buy or, 

you know, invest in things when there's a bigger picture involved or a big why 

involved, when there's a mission involved. 

JAMA: Yeah. Now, we've probably got some listeners, they're thinking, I don't know 

what my big why is or maybe they've got something they're thinking is their big why 

but maybe they're not thinking that's big enough, so how would you suggest figuring 

out what your big why is? 

SUZANNE: Well, you know what? It can be confusing, so there are a couple of 

things that I would say about this. First, you know, you really want to look at how 

you're serving people and what you do for them because that's a part of it, of 

course. And I also want to just point out that if you're a -- if you're selling a product 

and you're feeling like, oh, this doesn't apply to me, that's not true because your 

product might enhance people's lives, it might beautify their homes, it might beautify 

their surroundings, it might make a job they're doing simpler, whatever the case 

may be, you serve people in a bigger way whether you're selling a service or a 

product. So you know, I've had people say, I sell products, this doesn't apply to me.  

But you want to take a look at how you are serving people, whether you are -- 

whether they -- whether their business is simplified by something you do for them, 

whether you help them break down seemingly difficult tasks into simplified ones, 

whether you sell paintings to them, whatever the case may be and you really want 

to think about the attributes of what that does for them and how that not only 

changes their lives but the lives of the people around them.   

A great example of this is a massage therapist. So massage therapist could say, 

well, I give someone a massage and they leave and they feel better. Great. Yes, 

that's true. You are serving them in that way. But if you want to take it deeper, as a 

massage therapist you give a person a massage and they feel better. And because 

they feel better -- Here are the reasons they feel better. They took time for 

themselves. They took time to treat their body well. That inspires them maybe to eat 

better for that day or that week or that month because they're really into their body 

feeling well. Because they took time for themselves and relaxed maybe they're a 

little more understanding with their children that day. Maybe they feel like they're a 

better spouse or a better mother or a better child or a better caregiver because they 
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had that 60-minute period of time where they restored themselves and so they went 

out into the world as a better person.  

So your massage isn't just touching physically the person that you massaged. Your 

massage is touching all the people that they touch throughout the day. And you 

know, when you kind of realize how big what you do can be and how it can touch 

others, you have a whole different recognition of what your big why might be. So I 

encourage --  

JAMA: It's that ripple effect. 

SUZANNE: Exactly. It's the ripple effect. That's right. So I encourage anyone who's 

listening to kind of look at their business in that way and say, okay, how is what I'm 

doing serving people that I don't even touch personally or that I'm not selling to 

personally or that the service I'm providing doesn't serve personally.   

So that's what you want to be looking at when you're trying to figure out your big 

why. 

JAMA: And then once we figure out that big why, what do we do with it? Do we keep 

it to ourselves? Do we share it? How do we share it without being -- I don't know -- 

without sounding weird? 

SUZANNE: You know what? You really need to incorporate it into your business. 

Maybe it's incorporated into the topics of your newsletters. Maybe it's incorporated 

into your bio or your website or a video on your website or -- you know, whatever 

the case may be. And you don't have to go big guns with it, right? You don't have to 

say -- Your marketing material doesn't have to be like, I'm a massage therapist and 

it's not just that I want to give you a massage but I want you to treat your children 

better. Although I would probably buy that massage.  

But you know, you want to recognize what the values are that the person you're 

selling to is going to appreciate about your big why and you want to incorporate 

those messages into your marketing so that it's meaningful marketing for your 

audience. Does that make sense? 

JAMA: It does, but what if your big why doesn't really tie into what your business is? 
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SUZANNE: Great point. So perhaps you're a service entrepreneur and you say, 

well, you know, I can sell a million widgets but I don't see how somebody else is 

going to really appreciate that in my marketing, maybe your big why isn't about the 

sale of the widgets, maybe your big why is about as a company, whatever -- like a 

certain percentage of our sales or revenues or profit is going to go to this 

organization and maybe that organization doesn't have anything to do with the 

widgets you sell, right? Maybe it is Kiva that helps women in Africa and emerging 

nations build their own businesses and sell their wares across the world. Maybe -- It 

could be any one of a million things. Maybe it's your local library. Maybe it's your 

academic institution. It doesn't matter what it is, but sharing the fact that a 

percentage of your profits go to charity is a strong influencer for people to want to 

work with you. And in fact, actually, millions -- not millions of studies, but there have 

been many studies that show that companies that have a mission like that, even if 

it's not directly related to their business, out-perform their direct competitors 

consistently because people like to know that they're doing business with a 

company that has a soul. 

JAMA: Yeah. 

SUZANNE: So you really -- You know, you can communicate that in your marketing, 

in your website, in your outreach to your customers or clients, even if it isn't directly 

related to the service you provide. 

JAMA: Awesome. So Suzanne, we've got just a couple minutes left. What would be 

one strategy you want our listeners to take away from today's podcast? 

SUZANNE: So you really need to take some time and to figure out your big why, 

right? And you do need to include it. You can't -- Once you have it, don't hide it. You 

want to share it with people, right? You want it to be out there in your 

communications with people because, otherwise, they're not going to understand 

that you have this bigger mission, and I have to say, I mean, I did that myself. I kind 

of came up with -- it wasn't quite the why that I have now, but something similar. It 

was in me for a long time, but I never actually shared it with anyone. And then as 

I've refined it and as I've moved forward in my business, I'm sharing it more and 

more, and I think people are like, oh, wow, she really -- she's not just out to make a 

buck, you know? It's made a huge difference in the way people relate to me and 
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how they react to my offers. And so you know, figure out the right way to do that for 

you and move forward with it. 

And frankly, you know, if you're having a little trouble with that -- Is it okay if I share 

about my free program here?  

JAMA: Absolutely. Yes, go ahead. 

SUZANNE: So I actually have a free program right now that's called Start With Your 

Why and it's a number of audios and Q&A sessions, laser coaching sessions with 

folks and if you want to join in, you can join in. And it's also something that I intend 

to be running on an ongoing basis. So whether you hear this podcast when Jama -- 

the day it's released or whether you hear it like six months from now, you should be 

able to jump in to this program. I'm working with the entrepreneurs in this program 

to help them incorporate -- well, figure out their big why, develop it and then also 

incorporate it into their marketing materials effectively. 

JAMA: Awesome. Suzanne, thank you for being here today and for sharing this 

information and, like I said in the beginning, I think knowing your big why is so 

important and even putting it out there. You know, you don't want to figure out your 

big why and then hide it. You want to put it out there. People don't -- From Simon 

Sinek's book, Start with Why, people don't buy what you do, they buy why you do it.  

SUZANNE: Absolutely. 

JAMA: Something like that. I may have gotten that slightly off, but they don't buy 

what you do, they buy the why.  

SUZANNE: They really do. They really do. Well, Jama, thank you so much for 

having me. I'm really delighted that we were able to do this, and I hope that your 

listeners take away from this that this is not only a way to kind of help drive their 

business forward, but it really -- it helps kind of drive you forward emotionally when 

you connect your why to your business. There's just such a positive energy around 

it. 

JAMA: Yeah, absolutely. So get the link to Suzanne's program and to get a 

transcript of the podcast today you can go to 



 

 
 
 

 
Copyright 2014 Strategic Virtual Solutions  All Rights Reserved 

 
 

www.strategicbusinessbuilding.com/suzannemoore. Again, it's 

www.strategicbusinessbuilding.com/suzannemoore. 

And thank you, Suzanne, for being here and everybody have a great day. 
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Contact Jama: 

 

Strategic Business Building Website: 

http://strategicbusinessbuilding.com/ 

Strategic Virtual Solutions Website: 

http://strategicvirtualsolutions.net/ 

Phone: 

404-477-4267 

Email: 

info@strategicvirtualsolutions.net 
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