Lee Milteer’s Millionaire Smarts® Coaching Program
Secrets to a Super Successful Business Plan

Lee Milteer Interviews Robert Skrob

lll. What Separates Successful Business Owners from the Rest

Dear Millionaire Smarts® Members,

As business people, we all know that we are different from much of the world. We are the
providers and creators of most jobs and inventions!! One of the things that can really set you
apart is how much you will get out of your comfort zone and promote yourself. | know it can
feel a bit awkward, especially if you are shy but there are profits to be made from stepping up
into the spotlight. And really, you can have your staff do most of the heavy lifting if you want.
The following is advice from our expert guest this month, Mr. Robert Skrob, who I've known for
many years. I've hired Robert to speak at my events, and he’s also been a guest on this
coaching program before! Please enjoy and take his advice to heart. The following report is for
your personal use only; no reprint permission is given.

What Separates Successful Business Owners from the Rest
By Robert Skrob

The one factor that separates millionaire business owners from all the rest is their willingness
to promote themselves. Too many entrepreneurs hide behind a corporate facade, trying to
make it look like they have big companies; however, people want to buy from people, and the
business owners who put themselves and their personalities into their marketing attract more
customers than those who don't.

Does the idea of self-promotion create a sickening feeling in your stomach? A lot of business
owners say promotion isn’t for them. | know | was taught in church to be humble. My first
impulse was to create a big, fancy corporate name and to put up a website with an eye-
catching logo. When | started out | was trying to let my business be the star. That's the
opposite of what you should do.

Put your personality into your marketing and make your business look small. Customers love
doing business with the owner, not some faceless corporation. Many of the most successful
(and smart!) big companies use a personality, or an individual, as the front person to build a
relationship with customers.

For instance, the Wendy’s restaurant chain. Years ago, Wendy’s had a famous commercial
campaign where a woman said, “Where’s the beef?” Funny as those commercials were in the
1980’s, and as well-known as they became, they did not generate sales for Wendy’s
restaurants. The campaigns that outperformed those entertaining commercials were those
featuring Dave Thomas, founder of Wendy’s. Each time Wendy'’s introduced a special sandwich,
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Dave would go to the studio and shoot a commercial. Now, this was painful for Dave and
everybody else involved. He had never performed in front of a camera. It took him dozens of
takes just to say his name right. But he stuck with it because these commercials generated
more customers than any other advertising approach. Now Wendy’s has an actress playing the
role of Wendy, these new commercials work a lot better than the generic commercials had to
run after Dave Thomas’ passing.

Even for a large business, having an individual become the “face” of the company is better than
trying to look like a big, fancy corporation. In fact, one of the huge shortcuts to making your
business more popular and generating new customers and trust in the services you offer is to
incorporate your personality into the marketing and to make yourself part of what people are
buying.

One of the most famous examples of this is Lee lacocca and the Chrysler Motor Company.
Chrysler was in turmoil; it was about to go bankrupt and had to borrow from the federal
government to stay in business. The most important thing lacocca did to revive his ailing
company was to appear in the company’s television commercials. Rather than doing a
voiceover or using a professional celebrity, lacocca became the celebrity for the corporation.
The commercials featured Lee speaking to the viewer, saying things like “Everything you have
heard is true; however, our corporation is battling back, and we are delivering high-quality
products at fair prices to our customers. If you trust in me, you will receive a high-quality
product.” Well, the American public identifies with an underdog. lacocca’s sincerity and the fact
that he and his company were battling back endeared him to his potential customers, and
Chrysler’s sales soared because of it.

A third example is Donald Trump. Now, a lot of people do not like the Donald and are turned
off by the amount of self-promotion he does. Donald is shameless; in every interview, he
mentions how the next building is going to be the best building ever created, or a particular
golf course is going to be the most popular golf course ever, the most beautiful, the most fun
to play. Every building he has is going to sell out, and everybody involved is going to make
more money working with him than they could with anyone else. Well, by saying these things
over and over, even though he irritates many, he makes all of his boasts come true. His
buildings are the most expensive real estate in New York City and it's sold out. Why? Because
of Trump’s relentless self-promotion.

What holds true for Dave Thomas, Lee lacocca and Donald Trump is also true for you. You may
be shy, feel you aren’t worthy, or have been trained to be humble. All of that is fine—but not in
business. In business, you will get paid to the extent that you are willing to promote yourself.

You earn new customers by telling the world that your products and services are the best and
that doing business with you is the most pleasurable and worthwhile experience the customer
can have. You will make a profit to the extent that you raise prices and encourage customers to
compete with each other in order to have the privilege of doing business with you. And all of



this will come to you only if you are unabashed, only if you suppress fear and promote yourself.
Now, what are some of the ways you can promote yourself within your business?

In the Name of Your Business — In the early 1990’s, Harley Davidson Motor Company
encouraged its dealers to name their dealerships based on their locations, for example, Atlanta
Harley Davidson or Las Vegas Harley Davidson. What Harley Davidson discovered changed its
philosophy. Now the company encourages Harley dealers to incorporate the name of the dealer
principle, the owner of the dealership, into the name of the business, and to make the dealer
principle into a local celebrity. For instance, Bruce Rossmeyer owns the Harley Davidson
dealership in Daytona Beach. It used to be called the Daytona Beach Harley Davidson; now it’s
Rossmeyer’s Daytona Beach Harley Davidson. And for years in South Florida and Miami Florida,
there was Peterson’s Harley Davidson. Harley Davidson knows how to sell motorcycles, so you
should borrow a page from its playbook. Use your name within your business to encourage
folks to say, “You know, I trust him; I'm going to buy from him.”

In Your Marketing — Rather than include your logo all over your business marketing, it's
more important to include your image. Use your photograph, so people can see you and say,
“Oh, yeah, I want to do business with him,” or “I want to call him.” Some business owners are
concerned that if they use their photos on all of their marketing, they are going to have a
terrible time trying to sell their businesses later. Well, the fact is, people want to buy
businesses that have lots of revenue, not businesses that have pretty logos. So, if putting your
photo in your marketing and characterizing yourself as a celebrity is going to generate more
revenue for your business, then that is the fastest ticket to a high sales price for your business.
You should do everything you can to include yourself in your marketing. Tell your story about
how you got into business in as many of your marketing pieces as you can. That way, when
your potential clients are researching which vendor they want to do business with, they can
look at your story, consider who you are, and get to know you a little bit.

In a Monthly Printed Newsletter — Marketers who publish a monthly newsletter to keep in
contact with their current customers and referral resources generate more revenue, better
customer loyalty, a higher average purchase price, and a higher average purchase frequency
than businesses that do not. A printed monthly newsletter is one of the most important tools
any business owner can use to grow his business. Use this monthly newsletter as a tool to tell
customers about yourself. If you have an opinion about something going on in business, in
your community, or in your industry, tell customers how it relates to them and share your
opinions on the subject. There may be some customers that get frustrated or upset with you,
but you will attract in greater proportion the ones that agree with you. These customers will be
good customers for you and will be more loyal to you because they will feel like they know you
better. You can promote yourself and build a relationship with dozens or hundreds of
customers all at one time through your monthly newsletter.

In Your Email List — In addition to the monthly newsletter, many business owners
communicate with their customers through an email list. This is a great way to send out bi-
weekly, weekly, or daily updates about new products or new information about your products



and yourself. It can be as simple as the business owner’s calendar (where are you traveling this
month?), the types of customers you are dealing with, or success stories. All of these ideas are
great materials to send to an email list.

In Your Blog — Blogging is new in the world of marketing, but it has become very popular for
young people. Since more and more young people are making buying decisions, blogging is
going to become more important in a company’s marketing mix. Blogs are easy to create. Go to
www.Blogger.com and create a free one. If all you do for now is make a monthly posting on
your blog with content from your newsletter, then that is a good start. If you like, you can take
your monthly newsletter content, break it up into four pieces, and post it each week. That way,
you are able to recycle the same information that you are sending to your customers. Post the
information on your blog, and put a link to your blog on your website. Customers considering
doing business with you or researching your company will be able to get to know who some of
your customers are, they’ll see some of the things you are talking about with your customers,
and they’ll be able to identify with you and say, “You know, this one’s for me. | can see that
this person is going to deal with me fairly and is able to do a good job since he has all these
other customers.” Providing ongoing communication via a blog can be a great way to promote
yourself.

Self-promotion is a great way to keep your marketing up-to-date. We all know how easy it is to
create a website and allow the content to grow stale. It takes so much work to get a website
set up, that when you put it online, the first inclination is to just leave it alone and go on to
other things. However, through blogging and posting newsletters, you will be able to keep your
site’s content fresh and changing. So, when somebody comes to your website a year from now,
there will be 12 months’ worth of new information, even if it's just monthly posts on your blog.
If you keep your customers informed of what's going on, of new products, of new things,
visitors to your site will see a vibrant, successful business with lots of activity and lots of
customers.

As much as | don't like to do it, self-promotion is one of the most important things | can do as
a business owner. And the same goes for you. | understand that self-promotion doesn't feel
comfortable. I would rather speak through my actions than through my words. However, no
one will know about my actions if |1 don’t tell them about it.

The extent to which you are willing to promote yourself will determine the number of
customers you get and their willingness to pay you premium prices for the products and
services you sell. Although you've been trained that self-promotion is bad, self-promotion is one
of the most important skills you can have as a business owner. Self-promotion equals new
customers in your business.

Find out more about Robert Skrob at: www.AssociationMarketing.com.

HOMEWORK FROM LEE:
Make a list of your local newspapers and magazines and have your staff send out press


http://www.associationmarketing.com/

releases about the new products or services you're offering in your business. Write a letter to
your local TV and radio stations offering to do interviews on your expertise and be prepared for
them to call you for short clips where they need an expert.

Your Next Report will be The 3 Distinctions of Super-Successful Businesses

Your Mindset and Performance Coach,
Lee Milteer

P.S. How to Access the Millionaire Smarts® Membership Site: Go to www.milteer.com and put
in your code for the month, 685330 at the top of the web page on left where it says
COACHING SIGN IN. It will take you to the private and password protected Millionaire
Smarts® Coaching membership site.

Remember, on the membership site you can download the interview for your portable devices,
a transcript of the program, and all four reports. You'll also find Free Bonus reports from me,
Dan Kennedy, Phone Sales Doctor Chris Mullins, Newsletter Guru Jim Palmer, health and
fitness coach Joe Carabase, Leadership coach Kevin Eikenberry, and Sales Coach Steve Clark.
Share these valuable reports with your staff to improve your mindset and profits.
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