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I believe you will have the best seminar 
experience if you do not jump ahead and 
read, instead waiting to go through these 
materials with me as I talk about them. 

Feel free to go ahead and read the 
introduction. 
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INTRODUCTION 
I read somewhere that it's an Indian curse or blessing or both to say to someone, "May you have an 
interesting life." 

I have rarely been bored. 

I have started, bought, and sold several businesses and interests in others, and had businesses within 
businesses, so my own personal, entrepreneurial experience is pretty diverse. I've also been bankrupt, in 
hock to the government, hounded, disgraced, and had to start pretty much from scratch (in financial 
terms) over on two occasions. I'm sure there are any number of entrepreneurial mistakes I haven't 
made, although in the past ten years or so all the ones I see clients trying to make--or insisting on 
making--are ones I've already made, so maybe I've just run out of way to screw up. If so, I'm very 
grateful that's occurred while I'm still young enough to enjoy the pay-off. 

I've been very fortunate in the consulting business, too. My clients have tread in, now over 180 different 
product, service, industry and professional categories, and ranged from mom-n-pops to billion dollar 
entities. Some have been with me for over 17 years. Some have become millionaires during our 
relationships. A few have made hundreds of millions of dollars directly from our work together. Just the 
combined experiences of my Platinum Members is astounding. I have learned a great deal from 
observing my clients and being inside their businesses. Given everything I've learned from some of these 
clients, I should probably have paid them rather than the other way around, although that's not going to 
ever occur. 

It's my hope here to share with you those things that have emerged from all this as inviolate truths, as 
certainties, as laws that are so rarely successfully violated it is far smarter to obey them; those mistakes 
so endemic to entrepreneurs you are guaranteed to make them if somebody like me doesn't talk you 
out of it. I will not tell you "war stories" just to tell stories, but I'll do my best to give you concrete 
examples--and you can be assured the examples I do give you are far from isolated incidents. 

Of course, much o this has synthesized into some very strong opinions about things. And there may be 
more than one way to be right, here and there. So you can disagree if you like. You paid your money, 
you take's your choice. I can only tell you what I believe to be true from all my experience and 
observation, straightforward, clear, blunt and direct. I understand I'm not Moses coming down from the 
mount, with chiseled stone tablets. Still, if I felt like being a schmuck, I could say "I Told You So" at least 
once a day to clients who listen to some things I say but ignore others. It could be my motto. 

In addition to all the entrepreneurial lessons, we'll spend as much or more of our time on "marketing". 
Now here, if you've been with me for a while, we are certain to cover some ground that we have trod 
before. I can't help that. I want to tell you what has been most important and useful and consistently 
true, and that'll include some things old but some things new. 
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In any case, how much of this you've heard before vs. how much you hear for the first time isn't all that 
important. To get value, you only need to use this as a "forced thinking experience" and come out the 
other end with a solid short-list of things to do, things to change. Being here for three days, not working 
in your business but thinking about your business is its own reward. 

Finally, I'd remind you there's a whole world of experience and knowledge out there, where you're 
sitting. The people who come to my seminars are extraordinary. Don't waste this networking 
opportunity. You can sleep at home. 

I appreciate you coming. I've been looking forward to doing this, sort of a final "wrap-up" seminar. After 
the October dates for this seminary, I don't think I'll be doing any other in-depth, multi-day events. I 
certainly will never do this again. It's been fun getting ready. Digging through archives, old seminar 
notes, dredging up memories, and synthesizing and condensing the quantity into these notes. It's pretty 
cool to get paid to do this. (I frequently remind myself: I could be working for a living.) You're a real 
important part of all this. 

Thanks, 

 

Dan Kennedy 
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To get the most out of the seminar and to be respectful to others 
who are also trying to get the most out of the seminar: 

 

1. NO CELL-PHONES. If it goes off, it's a $100.00 fine to charity. No kidding. Turn the 
bugger off or leave it in your room. 
 

2. ASK QUESTIONS. We'll all have more fun, me included, if there's a lot of dialogue, 
not just monologue. I'd rather answer your questions. Don't be shy. We're not 
taping (in April). And it's impossible to de-rail my train of thought(!). Please ask as 
many of your questions as you can during sessions. this benefits everybody, and 
gives me a little recovery time on breaks. If you keep barraging me on all the breaks, 
I'll be running out of gas early on the third day. 
 

3. FIGURE OUT AS QUICKLY AS YOU CAN IF YOU'RE TOO COOL OR TOO WARM AND 
DRESS OR UNDRESS ACCORDINGLY, but forget about getting the room temperature 
changed to suit your preference. It'll probably be too warm for me and I won't be 
able to get it changed either. When you've put on as many seminars as I have, you 
learn that hotel room temperatures are like the weather. You can complain but it 
won't matter. 
 

4. GET BACK FROM BREAKS ON TIME. Here, you're eating just to eat. You can enjoy a 
leisurely meal back home. We need to start on time. 
 

5. THERE ARE A FEW PEOPLE WHO ARE GOING TO SHARE SOME OF THEIR EXPERTISE 
WITH YOU, on brief Panels, in other ways. Some of them may sell you something. 
You don't have to buy anything if you don't want to. But I'm very selective about 
who I put up in front of you, so you can be assured, if I were you, I'd grab what they 
have to offer. Anyway, at the very least, don't be grumpy about it. 
 

6. IF I SAY SOMETHING YOU FIND OFFENSIVE OR CUSS OR SOMETHING LIKE THAT, 
lighten up, and try not to lose out on the message because of it. Three days is a very 
long time to be on my best behavior. This isn't a 45-minute scripted speech. I 
probably will offend all of you at least once. You'll recover, It's a good trade-off for 
three days of unfiltered authenticity. 
 

7. STAY UNTIL THE END. It's silly to pay all this money then miss out on anything. 
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What Ideas Can I Take As-Is And Use Immediately? 

1.   

2.   

3.   

4.   

5.   

What Ideas Do I Find Interesting Enough To Research And Learn More About, For Future Use? 

1.   

2.   

3.   

4.   

5.   

What Ideas Do I Find Offensive or Disturbing… What Ideas Do I Instantly Disagree With—which 
means I should give them more thought? 

1.   

2.   

3.   

4.   

5.   
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What Ideas Remind Me Of What I Already Know, Even That I Have Used Successfully—but 
haven't continued using or am not using now? 

1.   

2.   

3.   

4.   

5.   

What Ideas Should I Pass Onto Someone Else In Or Associated With My Business? 

1.   

2.   

3.   

4.   

5.   

What Ideas Could I Share With My Customers Or Clients? 

1.   

2.   

3.   

4.   

5.   



 

8 
 

A Lifetime of 
MARKETING 

Secrets 
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The marketplace is 
NOT fair. 

The "best" provider of a particular product or service is rarely rewarded based solely on that 
superiority. 

The marketplace quite often rewards obvious mediocrity, if one desired benefit is delivered to 
them by the otherwise poor provider. 

Customers are not appropriately loyal. 

"Going the extra mile" only assists success, but does not assure it. 

Having any negative feelings toward an unfair marketplace or unappreciative, disloyal customers 
is a giant waste of time. 

Some marketers actually resent the fact that their customers get enormous value for relatively 
small dollars spent. This is idiotic on two counts; one, you set your prices. Two, the consumer is 
supposed to get enormous value. 

Expecting to operate free of successful and heightened competition is irrational. Expecting your 
customers not to be attracted by the competitors is like a woman expecting her husband not to 
look at other women. You and she will go through life unhappy. 

You cannot buy loyalty with quality or service, nor can you command it today based on 
yesterday's performance. Loyalty is ultimately an illusion, but day-to-day loyalty is a product of 
day-to-day marketing. 

 

NOTES: 
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Industry norms 
equal average results. 

Your success may very well be directly proportionate to the 
number of industry norms you violate, the extent to which you 
violate them, and the number of industry dinosaurs and self-

important gasbags you offend in doing so. 

 

 

NOTES: 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  



! [ƛŦŜǘƛƳŜ ƻŦ aŀǊƪŜǘƛƴƎ {ŜŎǊŜǘǎ

   LIST OF MY INDUSTRY NORMS      HOW CAN I VIOLATE THEM? 

1.   __________________________________   ___________________________________  

2.  __________________________________   ___________________________________. 

3.  __________________________________   ___________________________________  

4.  __________________________________   ___________________________________  

5.  __________________________________   ___________________________________  

6.  __________________________________   ___________________________________  

7.  __________________________________   ___________________________________  

8.  __________________________________   ___________________________________  

9.  __________________________________   _______________________________________  

10.   ____________________________________   _______________________________________  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 мм
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Dare to be different. 
We were planning our annual Winter Sale.  
Looking for an idea to make us different,  
separate and apart from all the other stores  
running winter sales. I suggested we have  
sale for three hours on New Year's Day. 

My colleagues were not enthusiastic. 

"All the other stores in town are closed so  
we won't get the usual traffic." 

"It's the morning after New Year's Eve.  
People will still be sleeping." 

"People stay home on New Year's Day with beer  
and pretzels in front of the TV set watching the Bowl games. It's a tradition." 

Few realized (including me) we were creating a new tradition. 

We sent a mailing to our customers announcing our Winter Sale would start on 
New Year's Day. We said the announcement they were reading was sent only to 
those on our mailing list and would not be in any other media. 

The sale ran from noon till 3 PM. We arrived an hour early to check the 
merchandising and signs. When we approached the store we saw lines of people 
standing outside. 

Our first thought was there was break-in, a fire, a something… 

No. They were waiting for the store to open. At the end of the three hours (and for 
the next twenty consecutive years) we did more business in the three hours of our 
New Year's Day sale than we did any WEEK of the year. 

Surely the other stores in town would follow our lead and also capture this 
success. 

Amazingly, they did not for ten years! 

When asked why, they said "No one goes shopping on New Year's Day. It's a 
tradition."
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THE THREE FUNDAMENTAL 
ECONOMIC QUESTIONS 

 

Will you buy customers? 

How much will you pay for a customer? 

How much more than your competitors will you pay? 

 

The Marketing Secret Of The Ages 
is to be able and willing 

to buy customers 

 

NOTES: 
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Good results from bad 
economics—THE most  
powerful financial strategy for 
the entrepreneur and marketer 
to insist upon. 
 

NOTES: 
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How to Find and Exploit 
Your 

POINT OF LEVERAGE 

1. Why are YOU in THIS market, RIGHT NOW? 
2. Why should I do business with you vs. any and all other 

options? 
3. How do you stack up against EACH of the other options? 

 

NOTES: 
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MARKET SELECTION CRITERIA 

Reachability 

Responsiveness 

Understanding 

Knowledge 

Affinity 

Point of Leverage 

Timing 

Competition 

 

NOTES: 
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Let us look for a business, an opportunity 
where fools and nincompoops 

are making good money in spite of themselves. 

 

 

NOTES: 
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My "10 Smart Market 
Diagnosis & Profiling Questions" 

1. What keeps them awake at night, indigestion 
boiling up their esophagus, eyes open staring at 
the ceiling? 
 

2. What are they afraid of? 
 

3. What are they angry about? Who are they angry at? 
 

4. What are their top 3 daily frustrations? 
 

5. What trends are occurring and will occur in their 
businesses or lives? 
 

6. What do they secretly, ardently desire most? 
 

7. Is there a built-in bias to the way they make 
decisions? (e.g. engineers = exceptionally 
analytical) 
 

8. Do they have their own language? 
 

9. Who else is selling something similar to them, 
and how? 
 

10. Who else has tried selling something similar to 
them, failed—how? 
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Marketing Strategy 

 

DIFFERENTIATE 
 

 

 

 

 

NOTES: 
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Marketing Strategy 

 

THE STORY 

A marketer must be able to weave a STORY, to make the 
ordinary seem exotic, to identify and exploit hidden benefits, to 

engage the customer's imagination. 

 

 

 

 

NOTES: 

  

  

  

  

  

  

  

  

  

 

  



Dan Kennedy's Marketing and Entrepreneurship Boot Camp/Lifetime of Secrets Boot Camp 

22 
 

 

 

Marketing Strategy 

 

#563: If you can't be first in your niche, 
  re-define the niche. 

 

 

 

 

 

NOTES: 
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Marketing Strategy 

DISCRIMINATE 

 

NOTES: 
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Absent your own 
System for Selling, 

you are controlled by 
the prospect's system 

for buying 
(or lack thereof) 

 

 

NOTES: 
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Only Two Ways to Obtain Leads 

1. Lead Generation 
 

2. Parasite 

 

 

 

 

 

NOTES: 
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LIST SOURCES 
Rental 
Purchase 
Exchange 

Compilation 

Public Records 
Directories 
5-House Plan 

Collection 

From Customers 
From Drawing Boxes 
From Lead Generation Advertising 

 

NOTES: 
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MEGA MEDIA ASSOCIATES, INC.     
 
 
 
 
 
 

There is Stored Value in the names that Joe Karbo ("Lazy Man's 
Way to Riches") owns and which he rents to other people.  
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180,000* 1980 (1st half) Mail Order Buyers $50/M 
183, 000 1979 Mil Order Buyers  $50/M 
  42,000 1976-78 Mail Order Buyers  $40/M 
  18,000* 1980 (1st half) Mail Order Buyers $60/M 
  27,000 1979 Canadian Buyers  $50/M 
 
 *These names will be released for mailings 

beginning after January 1, 1981 
 
PROFILE:  Mail Order Buyers of Joe Karbo’s “The Lazy Man’s 

Way to Riches” book.  These buyers are 
opportunity seekers who have taken action in 
order to increase their income and standard of 
living. 

 
SOURCE: 100% Space Advertising in such publications as 

Time, Parade, Los Angeles Times, New York 
Times, Carte Blanche, Barron’s, Grit, Nation’s 
Business, Popular Science and more than two 
hundred other publications. 

 
CLEANED: List is cleaned at least twice a year by first class 

address correction on mailing of owners own 
offers. 

 
 
SEX: 
80% Male 
 
UNIT OF SALE: 
4-UP Cheshire, Magnetic Tape (9T 
800 or 1800 BP ) plus a flat set-up 
charge of $15 (non-refundable).  
Pressure sensitive  labels 
$7.00/M 
 
SELECTIONS:  
State/SCF/Zip $3.50/M 
Key coding 1.00/M 
 
MINMUM ORDER: 
5000 names 
 
SAMPLE: 
Two samples mail pieces and one 
product are required for approval. 
 
RESTRICTIONS: 
One time use only.  Mailing date to 
be cleared in advance and reserved. 

9500 Mariposa Avenue 714-9663-8007 
Fountain Valley, CA  92708 
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Special Bonus Report 

HOW TO "THINK" MAILING LISTS AND GROW RICH 
© D.S. Kennedy 

The mechanics of obtaining mailing lists are discussed in detail in my "HOW TO TURN MAILING LISTS 
INTO MONEY REPORT" provided with The Magnetic Marketing System* Here, I'd like to coach you in 
how to THINK about lists. You see, you should constantly be checking out available lists, especially 
newly available lists as they become available as a means of shopping for opportunity. So I thought 
we'd look at a few recently available lists and think through the different businesses that might use 
them profitably: 

CLUBS OF AMERICA: this file contains buyers of various continuity programs, including Beer Club, 
Wine Club, Coffee Tasters Club, Chocolate Club, etc. 148,000 total, break-out by gender, state, zip. 
National marketers who might use this: a newsletter publisher, an info-product marketer—e.g. "How 
To Become a Fine Wine Expert Course," some other kind of club marketer, e.g. a travel club. But let's 
say I'm a local restaurant owner: maybe I can create my own continuity club to sell to the local hunk of 
one or more of these lists… say I own an Italian restaurant: for $39.95 a month auto-billed to your 
credit card, you get one special dinner a month on certain nights, one month Northern Italian cuisine, 
another a Creative Pizza Tasting Buffet, etc., etc., a newsletter, 10% off anytime, a free dinner o your 
birthday, etc. (Trap: many of these club memberships given as gifts. Question: can buyer-users be 
segmented?)  Stevens-Knox List Mgmt, 212-388-8800 

INTERNATIONAL MALE CATALOG BUYERS: 80% male buyers, average $90 purchases, very trendy Gen-
X type fashions. 204,000 current buyers by state or zip. National marketers: music/entertainment. 
Local: a hot nightclub, certain types of car dealers, shoe store, hair salon. Fasano Assoc. 213-874-4400 

BRIDES-TO-BE: compiled list (in biz since 1910!) incl. 60,000 average monthly "hotline" i.e. very recent 
requestors of info about wedding invitations and accessories that can be ordered by mail. File is 
selectable by wedding date, phone number, geography. Local: photographers, travel (honeymoons, 
cruises), real estate "first time buyer" programs. Rubin Response 847-619-9800 

WALKERS HUNTING PRODUCTS: 32,000 buyers of a device that works kind of like a hearing aid that 
amplifies noises like turkeys gobbling or deer walking through grass. Local: gun store or club, military 
surplus store, sporting goods store, travel agency (hunting trip destinations), pick-up truck and SUV 
dealers. Other List Co. 914-228-5859 

UNIVERSITY OF TEXAS LIFETIME HEALTH NEWSLETTER: 30,000 subs. 56% male, over age 60. National 
marketers: vitamins and herbs, especially re: prostate health, Viagra alternates. Local marketers: MLM 
distributors in health category (improve health, make extra money, have something interesting and 
rewarding to do), doctors, chiropractors. List Services 203-743-2600 

I pulled all of the above from the listings in the 7/27 Issue of DM NEWS, which serious students of 
direct-response get. 
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Here are some compiled lists: 

ALTERNATIVE HEALTH PROFESSIONALS: 72,000, incl. massage therapists, chiropractors, nutritionists, 
etc. 
ADDICTION TREATMENT PROFESSIONALS: 87,000 
BUYERS OF ASSORTED BOOKS RE: PUBLIC SPEAKING: 17,459 

What might you do with those? 

A FEW THOUGHTS FOR LOCAL MARKETERS 
Local marketers under-use commercially available mailing lists. If you use them, you gain an enormous 
competitive edge. Let's say I'm a carpet cleaner: how about a list of everybody who responded to 
radio or print ads and asked for info about and/or bought a new Oreck vacuum cleaner? 

If I'm a chiropractor, how about BackSaver or Magnetic Therapy catalog buyers? Or golf gadget 
buyers? If I'm a travel agent, what about buyers of travel videos? If I own a bakery, how about 
members of that chocolate-of-the-month club? Tip: TAILOR YOUR PROMOTION & OFFER TO THE LIST. 

CAN FINDING ONE HIGHLY RESPONSIVE LIST MAKE YOU RICH? 
Sometimes one great list is all it takes. For the owner of a local, really great, authentic German deli, a 
list of all the German families in his area might be enough (ethnic lists avail. From Numa Ltd.). Or he 
might find a list of people who buy gifts from Germany or German sausage by mail. If you're a national 
marketer, one or two good mail-order buyer lists with 100,000 or 200,000 could keep you busy for a 
long time. Even a small list, like Walkers above, could be worth $100,000.00 or more to a savvy 
marketer of how-to-video tapes for hunters. 

DO YOUR HOMEWORK 
Take the time to carefully consider each list; is there some way to make a good, strong link between 
these people and my business? *If you do not have the HOW TO TURN MAILING LISTS INTO MONEY 
REPORT, you can get it from my office for $5.00, checks only (no credit cards), or free with The 
Magnetic Marketing System. 

UPDATES RE: LISTS: 
(1) The selling of motor vehicle registration information has been controversial; some states do it, 
some don't; some offer registrants opt-out opportunities, some don't. DMV lists are of great value to 
many marketers—e.g. weight loss, because lists can be built by height/weight. DMV lists are currently 
sold commercially in 45 states R.L. Polk is the largest compiler. Illinois, one of the largest states, has a 
pending case in its State Supreme Court re: the Secretary of State's rights to restrict or terminate the 
sale and distribution of this information. (2) The deal between AmEx and a big data provider fell apart, 
but AmEx is still aggressive in offering lists of cardholders to its merchants. Virtually any product/buyer 
break-out is available. 
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Marketing Strategy 

 

BUY THE APPOINTMENT 
 

 

 

 

 

 

NOTES: 
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Marketing Strategy 

 

OBLIGATE 
 

 

 

 

 

 

NOTES: 
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WARNING 
The most 
expensive 

conceit 
is insisting that your particular market 

or clientele is somehow more 
intelligent, sophisticated, or discerning 

than all others or any others, 
so that hat is tried-and-true and 

universal in selling 
cannot be applied 

in your "unique" circumstances. 
 

NOTES: 
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MAJOR LESSONS 

YOU SET YOUR OWN PRICE 
Everybody eventually discovers—to their display—that the marketplace 
would cheerfully have paid more. 

As you increase prices, you may lose some portion of your past or present 
clientele or prospect universe, but there is always, in every category, 
another population segment fit to the higher price. VACUUMS FILL. N!TURE 
ABHORS A VACUUM. 

If and when real results and empirical evidence tell you that you have hit a 
price ceiling, that so suppresses response as to be disadvantageous, you 
can still find a way to extract a higher price from a percentage of the 
buyers, usually via skillful offering of premium options. 

Savvy marketing makes competition and competitive prices irrelevant. 
Direct-response marketing is usually taking place in a competitive vacuum. 

One key to charging premium prices and enjoying exceptional margins is to 
engineer a business NOT to require large numbers. 

Remember that the advertised price and the actual price are rarely the 
same. What occurs between the two is called: salesmanship. 

Price and positioning go hand-in-hand. 
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MAJOR LESSONS 

SELL PEOPLE WHAT 
THEY WANT 

People buy for their reasons, not yours. 

People rarely want what is best for them, or most 
affordable for them, or most practical for them. 

People rarely want what you want to sell them! 

Key: uncover "The One Thing" they DO want, that you can 
use to propel your entire sales process. 
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What People Want 
And Respond To Most 

 

To be told what to do. Authority, Direction 

To have it done for them. Ease, Speed, Convenience 

 

 

 

NOTES: 
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Marketing Strategy 

 

The Magic Pill 

1. Psychological reasons why people so easily accept the idea of a SECRET 
that has been kept from them or that has eluded them up until now 
 

2. The power of the new DISCOVERY 
 

3. The unpleasant truth people admit secretly to themselves, that makes 
them resistant to any pitch other than THE MAGIC PILL 
 

4. The reality of "NO TIME" 
 

5. The marketing premise that is truly both timeless an universal 

 

 

NOTES: 
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The act of buying something (even if it is not used 
or useful) satisfies many customers' needs and 
desires, and the sale of that product is a useful, 
valid and valuable service in and of itself. 

In engaging in such transactions, you are, at the least, no 
worse than any other purveyor of entertainment; in many 
instances, you are providing more significant psychological 
and emotional benefits. In some cases, only through 
repetitive investment in a particular area of interest or 
improvement does a person eventually become motivated 
to action. 

 

 

NOTES: 
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Marketing Strategy 

 

INSTANT ID: 
"THAT'S FOR ME" 

 

 

 

 

 

NOTES: 
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Marketing Strategy 

"EVERYTHING is based 
on fear." 

—Mel Brooks as The 2000 Year Old Man 

 

 

 

 

 

NOTES: 
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Marketing Strategy 

 

UTILIZE CELEBRITIES 
 

 

 

 

 

 

NOTES: 
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"This Local Snowmobile Racer Does NOT 
Have Any Bionic Body Parts!" 

 

Dear Friends: 

The Waterford area has to be the best place 
on Earth. We have it all here: Skiing, snow, 
ice skating, snow, ice fishing, freezing temps, 
snow boarding…and…SNOWMOBILING! 

The "Pepsi Kid" Rides A 
Rocket-Sled…With A Fuse! 

My good friend and long-time patient, Bill 
"Pepsi Kid" Buetow, is one of our many local 
sports celebrities. If you are familir with 
Wisconsin snowmobile racing, you've 
definitely heard of him. 

Recently, I watched Bill ride his "rocket-sled" 
before a race. I could be wrong, but I could 
swear that his sled is so powerful that he 
didn't turn a key to start it. He just lit a 
fuse…and hung on for the ride! 

 
Dr. Nielsen congratulates Bill Buetow 

(the "Pepsi Kid") after winning another 
grueling snowmobile race! 

Precision Racing Machines Need 
Maintenance…And Riders Do Too 

Now, you can imagine what happens to a 
precision racing machine during a race. It 
hits bumps, it slides, it jerks all around, and 
it needs lots of special attention and 
maintenance. 

It's really no different with snowmobile 
drivers and riders. They hit bumps, they get 
jerked around, and they get injured on 
occasion. And they also need periodic 
"precision tune-ups" and attention. 

Bill doesn't have titanium arms, or 
legs…or…any other space-age body parts. 
And he periodically injures his neck and back 
while racing. 

The "Pepsi Kid" is NOT Bionic 

And it's not uncommon to see him waiting at 
my front door (holding his neck or back) on 
Monday morning—before we open. 

Anyway, while I was treating Bill last 
Monday we started talking about doing a 
special promotion for other local residents 
who have headaches, neck pain, and back 
pain. 

Bill told me that I could use him in my 
advertising ONLY if I ran a special promotion 
to raise money for the Waterford Fire and 
Rescue Squad. I agreed, and we're calling it… 

The Bionic Body Relief Program™ 
(And It's Only Offered At My Office) 

From now until March 31, anyone in the 
Waterford/Burlington area (who has never 
been to my office before…or anyone who 
hasn't been in for awhile) will receive their 
first visit FREE at my office. 

However, there is a small catch. You have to 
make at least a $15 donation to the 
Waterford Fire and Rescue Squad. 

Now Offered For The First  
Time Ever…An "Iron-Clad" 

Satisfaction Guarantee! 

"The Bionic Body Relief Program™" is 
probably the finest program I've ever 
designed to treat your injuries. I want you to 
instantly realize how much your life can be 
improved with treatment at my 
office…therefore…your first office visit is 
GUARANTEED. 

At the conclusion of your first visit, if you 
honestly think I've wasted your time, or you 
sincerely believe that you will not benefit 
from my care in any way…all you have to do 
is say so…and you will NOT have to make a 
$15 donation. In fact, I will make a donation 
to the Waterford Fire and Rescue in your 
name…if this happens! 

 

Why You Need This Program 

Ok, now imagine how life will be in a few 
weeks…if you do not handle your miserable 
injuries right now. How will your injuries 
affect your job? Will your injuries result in 
future arthritis? Will you  be a fun person to 
be around at home? Or work with? Ok, you 
get my drift… 

Call For Your FREE Visit Today 

It's easy to make an appointment. All you 
have to do is call my office right now at 
(262) 534-3767 for "The Bionic Boy Relief 
Program™". We'll do everything possible to 
get you in the same day…even if we have to 
work you in during a busy time! We pride 
ourselves in busing this area's only "no 
waiting" office…for busy people who need a 
"precision tune-up". We're open 6 days a 
week and we're located near the Sentry 
Food Store, right behind the 76 Gas Station. 
And we accept most HMO patients! 

 

Waterford Chiropractic Office 
Dr. G.E. Niielsen * docnielsen@aol.com 

505 Aber Drive, P.O. Box 86 
Waterford, WI 53185-0086

The Bionic Body Relief Program™ 
Includes All Of The Following For a $15 
Donation To The Waterford Fire & 
Rescue Squad: 

 Private Health Consultation 
 Pain Pinpointing & Examination 
 Any Necessary X-Rays 
 A Four-Page Health Report 

New Insurance & HMO Hotline 
(And Free Recorded Message) 

Still not sure if your health insurance (or 
HMO) covers your care at my office? It's 
easy to check your coverage. Just call us 
toll free: 1-800-359-3765 Ext. #4 (24 
Hrs). All you have to do is leave your 
name, phone number, and the name of 
your insurance plan. We'll check it out 
and call you back as soon as possible! 
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Marketing Strategy 

 

GIFT(S) WITH PURCHASE 
 

 

 

 

 

 

NOTES: 
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Marketing Strategy 

 

MEMBERSHIP MARKETING 

1. Turn customers into "members" 
 

2. Create levels of membership, so you have upgrades to sell 
 

3. Upgrade members = enhanced CV* 
 

Models to study: 

AARP 
NASE 
Playboy Clubs 
Captains Club 
Oxford Club 
CEO Clubs 

 

 

NOTES: 
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Marketing Strategy 

 

#501: The longer you keep 
someone reading your copy, the 
better your chances of success. 

 

 

 

NOTES: 
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Marketing Strategy 

 

OBJECTS IN DIRECT-MAIL 
 

 

 

 

 

 

NOTES: 
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Chief Reasons Why People Do NOT Respond 

1. Mis-targeted (poor message to market match) 
 

2. Failed to secure attention, to have the opportunity to persuade 
 

3. Want but do not believe the promise(s) 
 

4. Insufficient urgency 
 

5. Financial considerations 
 

6. Fulfillment from other sources 
 

 

 

 

NOTES: 
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Obstacles To The Sale 

FEARS 

1. Of making a bad decision 
 

2. Of irrevocability 
 

3. Of embarrassment 
 

4. Of being taken advantage of 
 

5. Of later finding a better deal 
 

PROCRASTINATION 

APATHY (LACK OF URGENCY) 

OBLIGATION TO OTHERS 

CONFUSION 

1. Do not understand proposition 
2. Too many choices 
3. Criteria for decision-making too complicated 

NOTES: 
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The secret of Psycho-Cybernetics applied to  
advertising, marketing, selling, recruiting: 

 

People have weak, damaged, insecure self-images, thus 
they may be easily convinced that others can do a thing 
but still completely unconvinced they can do that very 

same thing. 
 

 

 

NOTES: 

  

  

  

  

  

  

  

  

  

  

  

 

  



Dan Kennedy's Marketing and Entrepreneurship Boot Camp/Lifetime of Secrets Boot Camp 

50 
 

 

 

Marketing Strategy 

 

RISK REVERSAL SELLING 
 

 

 

 

 

 

NOTES: 
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DIG 
THE 

WELL 
BEFORE 

YOU 
THIRST. 

 

#288: POWER OF RELENTLESS PROMOTION 

 

1. Daily 

2. Disciplined 

3. Diversified 

4. Directed 

5. Dynamic 

6. Dogged 
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If you can't generously, honestly 
guarantee it, 

find something else to sell. 

If you can guarantee it (or must), 
do so boldly and enthusiastically. 

Honor your guarantees without 
hesitation, equivocation. 

 

 

 

 

 

NOTES: 
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MARKETING "SUPER" COMPETENCIES 

FEARS 

1. Tilt supply-demand in your favor / use Takeaway Selling 
 

2. Make price a non-issue, sell in a competitive vacuum 
 

3. Write compelling sales copy efficiently 
 

4. Retain customers and capture lion's share of their  
business in your category, as preferred provider and  
trusted advisor 
 

5. Manage time and business so you can concentrate on marketing 
 

 

 

NOTES: 
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Marketing Strategy 

 

TAKEAWAY SELLING 
 

 

 

 

 

 

NOTES: 
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SELLING IS DIFFICULT 

The number-one challenge of selling: 
if you're so good, 

why are you prospecting/advertising? 
 

 

 

 

 

NOTES: 
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People Love To Buy— 
Hate To Be Sold. 

"I bought my      at" 

Nobody says "I was sold my     by" 
 

 

 

 

 

NOTES: 
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MARKETING IS SITUATIONAL 
BY NATURE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Different 
Markets 

Different 
Objectives 

Different 
Values 

Different 
Budget 

Different 
Competition 

Different 
Message 

Different 
Media 
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PARTIAL LIST OF AVAILABLE MEDIA 
How Many Are You Using? 

—How Many Different Ways? 

Advertising—Print 
Newspapers 
Newsp.— FSI's 
Magazines 
Directories 

E-Mail 
E-Mail Broadcasts 
E-Mail Broadcasts, Drive To Site(s) 
E-Mail Auto-Responders 
E-Publishing 

Direct-Mail 
Letters/D.M. Packages 
Postcards 
Oversize Postcards 
Self-Mailers 
Cultivation 
Tear Sheets 
"Lumpy Mail" 
A/V 
Package Inserts 
Statement Stuffers 

Internet 
Web Sites 
Shadow Sites 
Links 
E-Mail (see above) 

Telecommunications 
Recorded Messages 
Voice Broadcast 
Inbound Telemarketing 
Outbound Telemarketing 

Advertising—Radio 

Advertising—TV 

FAX 
FAX Broadcasts 
FAX Auto-Response/F.O.D. 

Manual Labor 
Exhibiting 
Speaking/Teaching 
Media Appearances 
Center of Influence
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Ten Leading Advertising Mega-Mistakes, 
More Often Than Not 

1. Cute 
 

2. Subtle 
 

3. Headline Fails Stand-Alone Test 
 

4. Focuses Attention On Something Other than Product/Offer 
 

5. Attempts Accomplishing Multiple Objectives 
 

6. Graphics vs. Copy 
 

7. No Offer, Weak Offer 
 

8. Single Reason For Response 
 

9. Single Means Of Response 
 

10. Me-Too Appearance 
 

 

NOTES: 
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SAMPLE 

V.P.'s Of Sales: 

Frustrated 
that your sales managers 

aren't effectively 
hands-on coaching, training and 

developing people? 

(ONLY) If you meet the following qualifications, 
we have critically important FREE INFORMATION 

you must consider before you make another decision 
about your sales and sales management organization*: 

1. You are a Vice-President of Sales. 
2. You have at least 15 sales managers 
3. You're in a business-to-business selling environment 
4. Your business is exceptionally competitive 
5. Your salesforce is in outside sales, calling on prospects and clients at their sites 
6. Your salesforce works with significant-sized transactions, complex transactions 

and/or extended sales cycles 
7. You are personally under pressure to meet quotas, as are your managers—and 

concerned about NOT meeting them 
8. Your sales managers have difficulty retaining top sales professionals 
9. You expect more of your sales managers than pushing paper, playing policeman 

and holding meetings … you want them effectively hands-on coaching, training 
and developing their sales team's skills 

NEW, FREE DEMO-CD AND EXECUTIVE REPORT REVEAL zczxvzvzvvxz 
asdsdasaadafdadsafdafdafdafafadafdafadsasasaafadsafdafdafdsaf 
adsaafsafsasdafsafdsafdadsadsafdfdadsa. TO REQUEST AND 
RECEIVE YOUR CONFIDENTIAL PACKET, CD AND REPORT: 

1. CALL 800-000-0000 24 hrs. day, 7 days wk. (recorded 
message, automated dispatch of your Packet)…OR… 

2. FAX your request on your letterhead: 000-000-0000…OR… 
3. VISIT www.xyz.com
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One of The Most Common 
Advertising And 

Marketing Mistakes……… 

……….spending money, time, and effort 
dispensing a NON-MESSAGE. 

Are you guilty? 
 

 

 

 

NOTES: 
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January 22, 2001 

Mr. & Mrs. Dan Kennedy 
 
Phoenix, AZ 

Dear Mr. & Mrs. Kennedy, 

Happy New Year! 

I hope you had a wonderful Holiday Season! 

I have enclosed envelopes and additional deposit forms for your annuities for the 
upcoming year. 

When it is convenient for you, I would like to meet to review your annuity plans. 

Please call me at 480-948-1048 or 1800-315-SAFE (7233). 

I want you to know that I greatly value your trust and confidence in my service. Our 
relationship is very important to me. 

Thank you for letting me serve you. 

Sincerely, 

 

 

President 

Arizona's Annuity Specialist 

 

 

 

Securities offered through Sigma Financial Corp. 
Member NASD, SIPC
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PICTURES IN ADVERTISING 

"A picture must do a job to earn its space. 
There must be a valid reason for its use. If an 
ad is dry and uninteresting without a picture, 
the cure is rarely a picture. There's 
something wrong with the headline or 
theme. A picture should be a plus, not a 
crutch. 

—Max Sackheim 
 

I am guilty of under-using pictures, because I am so copy-oriented; because I am lazy; 
because obtaining the right picture can be costly, time-consuming, and delay production. 
Yet, certain pictures have been enormously beneficial to me in my career—the bull photo, 
a prime example. Pictures have their rightful place in advertising, and failing to give them 
that is a perennial shortcoming of mine. 

 

NOTES: 
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EXPERTS ARE FINE, 
BUT EXPERTS IN WHAT? 

Objective  Expert Hired  

Generate leads (V.P.'s of Sales) 
to sell training contracts to  Ad agency 

Operate a web site that captures 
visitors' info and sells  Web developer 

Solve problem of weight loss 
advertising's results slipping  Another ad agency 

Develop an infomercial to sell 
a kitchen gadget  Game show producer 

 

NOTES: 
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"Expensive Experience" 

A Lifetime of 
BUSINESS 
LESSONS 
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Lesson #1: 

THE PURPOSE OF BUSINESS 

Warning: A business has a dangerous 
tendency to take on a life of its own 

Your business exists to 
satisfy your neŜds 

A business' purpose is: 

NOT to provide jobs 
NOT to pay taxes 
NOT to support the community 
NOT to improve customers' lives 
NOT to improve employees' lives 

It may do all of these things, to one degree or another, as a by-product of achieving 
its true purpose. 
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Lesson #2: 

HOW TO BECOME 
ENSLAVED BY YOUR OWN BUSINESS 

 

1. Capital/Profits Held Hostage Within 

2. Your Presence Required On Premises 

3. Your Time Required For Routine Matters 

4. Your Time Consumed Playing Parent 

5. Undue Emotional Attachment 

6. Debt 

7. "Dead Weight" Partners 

8. Unable to Develop Satisfactory Exit Options 

…but do not confuse this with permission to delegate everything. 

Owning a business requires operating and managing a business, and performing certain 
key functions personally, and carefully monitoring other functions. 
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KEY ENTREPRENEURIAL COMPETENCIES 

 

Ability To 
Provide 

Appealing 
Products, Services 

And Offers 

 

Ability To 
Affordably 

Acquire 
Customers 

 
 

 

Ability To 
Manage 

For 
Maximum Profit 

 

Ability To 
Retain 

Customers & 
Maximize 

Value 

 
 

 

Ability To 
Develop 

Value 
& 

Equity 

 

Ability To 
Meet 

Personal 
& 

Lifestyle Goals 

 

  

SALES 

PROFITS 

STABILITY 

WEALTH 
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KEY ENTREPRENEURIAL COMPETENCIES 

 

ABILITY TO PROVIDE APPEALING PRODUCTS, 
SERVICES AND OFFERS 

1. Collect relevant information, market research 
2. Organize, process ideas 
3. Positioning 
4. Find, identify, create USP's "hooks", themes 
5. Innovate 
6. Search 

ABILITY TO AFFORDABLY ACQUIRE CUSTOMERS 

1. Understand direct-response advertising 
2. Understand direct marketing 
3. Develop profitable economic models 
4. Test…test…test 
5. Understand target marketing 
6. Master "message to market match" 
7. Utilize broad array of media and tools 

ABILITY TO MANAG FOR MAXIMUM PROFIT 

1. Get an accurately evaluate your numbers 
2. Constantly re-allocate resources and attention 
3. Monitor and control costs, prevent losses 
4. Manage vendors effectively 
5. Delete to, manage staff effectively 
6. Insist on direct return from each investment 
7. Resist temptations to violate #6 
8. Massively exploit what works 

όContinued next page) 
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KEY ENTREPRENEURIAL COMPETENCIES 
(Continued) 

 

ABILITY TO RETAIN CUSTOMERS & 
MAXIMIZE VALUE 

1. A comprehensive back-end business strategy 
2. Understanding TCV or LCV 
3. Measure short- and long-term CV 
4. Continuous, frequent, interesting contact with customers 
5. Effective complain/problem resolution 
6. Awareness of, re-capture lost or inactive customers 
7. View retention as marketing 
8. Awareness of competition, pre-emptive response 

ABILITY TO DEVELOP VALUE & EQUITY 

1. Develop and protect Positioning 
2. Develop and protect Intellectual Properties 
3. Develop and protect Customer Lists 
4. Develop unique (complex) Marketing Processes 
5. Measure and work to improve benchmark numbers 
6. Develop renewable or automatically renewing sources of income 
7. Be a premium price/premium margin business 

ABILITY TO MEET PERSONAL & LIFESTYLE GOALS 

1. Time management 
2. Emotional/attitude management 
3. Clarity of objectives 
4. Avoid being enslaved by the business 
5. Develop AUTO-PILOT MARKETING for your business 
6. Extract cash 
7. Exit strategies 
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WARNINGS 
How Entrepreneurs Get In Serious Trouble 

 

Lesson #3: 
Danger of concealed information 

Lesson #4: 
Underestimating difficulty of tŀsk 

Lesson #5: 
Unable to control own destiny 

Lesson #6: 
Underestimating legal, regulatory risks……lazy or negligent about 
precautions…… 

Lesson #7: 
Excessive resistance, delayed reaction to new methods or technology 

Lesson #8: 
Ignoring predictable human flaws 
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Lesson #9: 

GROSS VS. NET 
 

 

 

 

 

 

NOTES: 
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Lesson #10: 

DANGER OF OVER-DEPENDENCE ON 
ANY ONE THING 

 

One client 
One vendor 
One market 
One product 
One marketing method 
One advisor 
One banker 
One employee* 

 

* The only indispensable person 
should be you. 

NOTES: 
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Lesson #11: 

A PRODUCT WITHOUT DISTRIBUTION 
HAS NO REASON TO EXIST 

 

 

 

 

 

 

NOTES: 
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ROAD TO RICHES 

Want to know if your new 
product will sell? 
Look first to the distribution 
network. 

CAN YOU afford to waste two years 
slugging it out in the marketplace, 
trying desperately to sell your big 
idea? If the answer is now, consider 
a more efficient use of your time: 
entering only those markets with 
strong distribution networks already 
in place. By taking advantage of a 
distribution system that's easy to 
penetrate, you'll be more likely to 
bring in profits your very first year. 
Take it from three who know—the 
struggles and successes of the 
following entrepreneurs illustrate 
how the viability of a distribution 
network for your market can make 
or break your business. 

THE BABY BLUES 
Entrepreneur Perry Lopez, 40, 
knows he has a great product, but 
he's had trouble getting his company 
off the ground. Put simply, his 
innovation happens to fall in a 
category that lacks an established 
distribution network: Baby products 
that target fathers. 

Some background: Following the 
birth of his first child, Lopez was 
disappointed to find such a limited 
selection of diaper bags and other 
baby accessories on the market. The 
products, often sewn with feminine-
looking fabrics, just didn't fit with 
the plain, manly image many dads 
like. So Lopez and his wife, Monica, 
38, jumped on an idea they thought 
the market desperately needed: Dad 
Gear, a line of baby accessory items 
designed strictly for dads. The 
couple had high hopes the products 
would sell, especially with all the 
recent talk about dads taking a 

greater role in parenting. In 1997, 
they sold the business they were 
running and launched Dad Gear in 
Pasadena, California. 

Monica took charge of marketing 
the products, but soon ran into 
numerous obstacles. "You don't' 
know how frustrating [marketing the 
product] has been," she says. "I've 
got a perfect product for a huge 
market, and nobody will take it. We 
thought our product would 
encourage dads to take a more 
active role in the lives of their kids, 
which e thought that everyone 
would like. The problem hasn't been 
the product or the price—the 
problem has been that stores don't 
have any place where they sell baby 
items for dads. The big retailers 
don't want the product because they 
don't know where to place it in the 
store." 

The Lopezes also tried selling their 
product through catalogs, but they 
ran into the same problem: Baby 
catalogs target mobs and grandmas, 
not dads. The couple couldn't find a 
single catalog tht wanted the 
product. At press time, the Lopezes 
were gearing up to sell the products 
over the Internet 
(www.dadgear.com). It seems to be 
the only route open to them now. 
But Monica still believes the 
product will be a bug success 
someday: "We're hoping we can 
create a new product category by 
proving with our Internet sales that 
there's a big demand for dad-
oriented baby products. Then we'll 
be able to go back and sell our 
product to retailers. 

EASY MONEY 
For Craig Jones, finding success 
selling their new invention was 
noticeably easier—in part because 
he could take advantage of a 

distribution network already in 
place. In 1996, Jones, 36, became 
one of the Red Cross' first Pet First 
Aid instructors. Although the course 
was designed to educate pet owners 
about what to do in the event their 
pet faced an emergency, there 
weren't any viable dog or cat 
mannequins for Jones to use during 
instruction. Confident lifelike 
mannequins would make learning 
"mouth-to-snout" resuscitation on 
pets easier, so in 1998, he moved 
forward with his inventions, Jerry 
(the dog mannequin) and Fluffy (the 
cat mannequin). By the end of 1999, 
Jerry and Fluffy were being used by 
veterinary schools and Pet First Aid 
instructors in 28 states, and Jones' 
Rescue Critters, LLC, based in 
Encino, California, now anticipates 
sales of $235,000 by the end of 
2000. 

My marketing program is very 
simple," Jones explains. "I receive 
half my orders the American Red 
Cross and colleges with small-
animal veterinarian courses, which 
orders the mannequins (priced up to 
$1,995 for Critical Care Jerry) 
whenever they start a new course 
somewhere in the country. All I do 
is look up the universities on the 
Internet, and look up faculty for 
small-animal veterinarian classes. I 
e-mail the professors and ask if they 
would like to see a brochure 
package. I typically get the order 
about three months after the 
professor requests an information 
package." Not many businesses 
have such an easy time marketing. 
But it happens all the time in small 
markets where investors are meeting 
a key customer need. 

IN THE KNOW 
How can you tell if your product is 
well-suited for an established 
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distribution network? There are a 
few indicators to keep in mind: 

The market size. Small markets 
typically have fewer competitors 
and a modest number of products 
designed for the market. Inventors 
have a fairly easy time getting 
retailers in small markets to hear 
their message and evaluate their 
products. Another advantage of 
small markets: You won't be faced 
with fierce competition from knock-
off products if you're successful. 

Consumers are easy to target. 
Small markets are only useful when 
you can easily find the market's end 
user. For example: firefighters are a 
small market, and are easily located. 
Ham radio operators are a small 
market, and they can be found 
through magazines that target ham 
radio operators. Manufacturers 
machining titanium make up another 
small market, but those end users 
are difficult and expensive to find. 
Another hard market for finding 
prospects: people interested in 
replacing their wood-burning 
fireplaces with gas-burning units. 

Distributors are easy to reach. 
You can sell items to police officers 
through uniform shops, catalogs, 
and specialty distributors that sell 
only to police. In this kind of 
market, there are only a limited 

number of distribution contacts, 
allowing inventors to penetrate the 
market usually on their own. 

NOVEL IDEA 
Jack Panzarella's Patterson, New 
Jersey, company, Street Glow, Inc., 
saw sales hit $16 million last year. 
One reason why his neon lights 
installed around license plates, 
under cars and under dashboards, 
are succeeding is because auto-
accessory stores are changing. 
Instead of just carrying car-
maintenance items, they're now 
including novelty products. 

Any time a new market emerges;, 
stores, retailers, and distributors will 
be on the lookout for new products 
to fill their shelves. That's a dream 
come true for inventors, because 
sales in that kind of situation will 
likely come easily. Some of the 
markets currently emerging include: 
cosmetics and fashion accessories 
for preteen girls, fashionable 
snowboarding gear, and long-
distance communications and 
survival products for sea-kayak 
enthusiasts. 

THE YOUNG AND THE SAVVY 
In franchising, age means nothing. 

AT THE ripe old ages of 24 and 22, 
respectively, Robert and Laurie 
Lozano were concentrating on what 

most people their age weren't—
starting a business. After working in 
a local Dairy Queen, the high school 
sweethearts decided to invest in a 
Dairy Queen franchise of their own. 

It was 1987 in Pharr, Texas, when 
the Lozanos took their $18,000 in 
savings and invested in their future. 
But they still had to finance the 
$32,000 necessary to buy the 
struggling store. Their ages 
combined with the store's scanty 
sales made it impossible to get a 
loan from local banks, so much so 
that they had to travel 130 miles to 
their hometown of Premont, Texas, 
to secure their loan. 

Their determination and fresh 
approach to franchising made all the 
difference. Robert says their initial 
goal was "to clean up the facility 
and serve a quality product." After 
remodeling and a community 
relations campaign, sales 
skyrocketed. 

Now, 13 years later, the Lozanos 
own 15 Dairy Queens in the Rio 
Grande Valley, all under their 
corporate moniker Lynn Lee, Inc., 
and boast 1999 sales of more than 
$8 million. Even President Clinton 
noticed the Loazanos. In 1997, they 
were named second runners up for 
the National Small Business Persons 
of the year award. — NLT 
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Lesson #12: 

How much time is spent 
TRYING TO SOLVE 

THE WRONG PROBLEM? 
 

 

 

 

 

NOTES: 
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Lesson #13: 

YOU RARELY GET 
THE RESULTS YOU WANT 

FROM THE PROCESS 
YOU PREFER 

 

 

 

 

 

NOTES: 
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Lesson #14: 

HOW TO GET THINGS DONE 
 

Implementation includes 
"breaking down the task" 

into those individual items 
that can be standardized, 

monitored, measured, 
managed, delegated, 

done. 
 

 

 

NOTES: 
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"Breaking Down The Task" 
 

Example—IN-BOUND TELEMARKETING 

People 

1. Advertising for—recruiting 
2. Interviewing 
3. Hiring 
4. Training 
5. Verifying Skills (Role-Play) 
6. Motivation 
7. Supervision 
8. Termination 

Script Development 

1. Script-writing 
2. Script delivery tools 
3. Monitoring results 
4. Testing variables 

Effectiveness Monitoring 

1. Numbers of calls handled per person/total 
2. Minutes required per call per person/total 
3. Accuracy of info collected per person/total 
4. Conversion % per person/total 
5. Upsell %(s) per person/total 
6. Script deviation 
7. Consumer complaints 

 

NOTES: 
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"Your biggest challenge here 
will be getting out from under 

the never-ending wave of 
trivia and bullshit 

long enough to  
do anything profitable… 

…even one thing in a day." 

—Bill Wallace 

 
NOTES: 
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Lesson #15: 

What are your KEY FUNCTIONS? 
 

What do you do so well 
others cannot or should not do it, and 
you should not delegate it? 

What you DARE NOT delegate? 

What can and should you finish, 
but have others start? 

 

NOTES: 
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Lesson #16: 

PERSONAL AND ORGANIZATIONAL 
ACCOUNTABILITY 

 

What is 'success' and 
how will you know if you are 

'successful' today…this week…this month… 
in this project? 

 

 

 

NOTES: 
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Lesson #17: 

CUSTOMER VALUE 
1-Frequency of Transaction 
2-Size of Transaction 
3-Longevity 
4-Referrals 

FREQUENCY 
Measure and monitor 
How to offer more products and services 
How to utilize event-driven marketing to stimulate more activity 
How to increase REPEAT purchases 
How to CROSS-SELL 
How to create RENEWABLE income 

SIZE OF TRANSACTION 
Raise prices/fees 
How to bundle 
How upsell 
Options 
Easy payment terms 

LONGEVITY 
How to design and use customer loyal—frequent buyer programs 
How to create and use "membership" for your customers 
How to create a loss for the customer who leaves 
How to remain interesting, entertaining, attractive to customers 
In-house credit 

REFERRALS 
"WOW"-ed customers 
Frequent communication 
How to convey expectations 
How to use RECOGNITION as motivation 
How to REWARD as motivation 
Formal referral marketing programs (continuous) 
Referral "Surge" Campaigns, periodic 
Endorsed Mailings 
"Forced" referrals 
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WAYS TO MAXIMIZE VALUE 
 

1. Increase FREQUENCY of purchasing 
 

2. Increase FREQUENCY OF REPEAT purchasing 
 

3. Increase SEQUENTIAL purchasing 
 

4. Increase average TRANSACTION SIZE 
 

5. Increase RETENTION 
 

6. Increase CATEGORIES OF PRODUCTS/SERVICES 
purchased 
 

7. Increase DIVERSITY OF MARKETING METHODS 

 

NOTES: 
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MORE DOLLARS FROM CUSTOMERS 
VIA MICROMANAGEMENT 

MEASUREMENT & LIST SEGMENTATION 

Examples: 

1. Average size transaction 
2. Average number of purchases per year 
3. Patterns of purchasing 
4. Total dollars per year 
5. Total dollars lifetime 
6. Price range elicits most response 
7. Type of offer elicits most response 
8. Media elicits most response 

 
MARTHA JONES 

2001 2001 GOAL STRATEGIES 

1. $42.00 $50.00 
 

2. 6 8  
3. Spring, Winter Spring, Winter +  
 Summer  
4. $248.00 $400.00  
5.   
6. $19 TO $29   
7. Gift With   
8. Direct-Mail   
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Lesson #18: 

The unique value of a business based 
on THE POWER OF SMALL NUMBERS. 

 
 
 
 
 
 
 

NOTES: 
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Lesson #19: 

MONEY ISN'T EVERYTHING 
 

CAPITAL 
 

OPM 
CASH 

 
An early, very significant entrepreneurial mistake of mine, which caused me considerable 
angst, was over-emphasizing the importance of OPM and failing to understand the superiority 
of OPR—notably that OPR can be accessed without accumulating debt. 

 

OPR 
Better Than Cash 

 
OPR can so significantly reduce the costs of acquiring customers and otherwise developing a 
business that it negates the needs for OPM. 

 
OPR Egs. Of Outcomes 
Contacts Solutions 
Distribution Lists 
Influence Endorsement 
Synergy Shared Expense 
Know-How Time Saved 
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Lesson #20: 

TOLL POSITION (Harvey Brody) 

 

1. Own a list 
 Relationship 
 Influence 
 
2. Own a media 
 
3. Own/control a proprietary product 
 
4. Own/control a proprietary process 
 
5. Own/control a valuable brand 

  

NOTES: 
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Best Harvey Brody Concepts 
 

TOLL POSITION 
 
RSP: Relatively Stressless Path 
 
SPIDOG: Solving Problems In Direction Of Goals 
 
SV: Stored Value 

 

 

 

 

 

NOTES: 
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Lesson #21: 

THERE IS ALWAYS 
MORE THAN ONE SOLUTION. 

 
Ten Things I Can Do About….. 

 
1.   

 
2.   

 
3.   

 
4.   

 
5.   

 
6.   

 
7.   

 
8.   

 
9.   

 
10.   
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Lesson #22: 

UNCOVERING HIDDEN VALUE 
IN A BUSINESS 

 

1. A Lazy, Bored Or Distracted Owner 
 

2. Pricing Mistakes 
 

3. Unapplied 80/20 Principle 
 

4. Satisfied Clientele With Unmet Needs 
 

5. Poor Frequency Or Consistency Of Customer Contact 

 

NOTES: 
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Unlocking Hidden Value In Your Practice 
by Richard H. Madow, D.D.S. 

with Dan Kennedy 

Do you ever get the feeling that there is hidden value in your practice, just waiting patiently to 
be pumped out? You know it's there, but you're just not sure where to look? 

Many practice management experts have stated over the years that the best way to instantly 
boost your practice and income is to purchase an existing practice near your current location. 
Why? Because there is good chance that the doofus down the street from you, who has been 
practicing the same way since they graduated dental school in 1874, has a ton of hidden value in 
their practice, but just doesn't know where to look. 

It's great advice. But maybe you aren't ready to purchase another practice right now. Or maybe 
the closest dental doofus is not within the radius of where a new patient would travel to see 
you. (Actually, that's not likely, but let's just assume it's true to keep this article flowing nicely.) 
You can still learn lots from others who are familiar with this situation. 

Marketing expert Dan Kennedy says that there are five places he looks for hidden value when 
evaluating a business or practice for possible purchase. So it would stand to reason that if we 
explore these factors within our own practices, we can boost our income without much effort. 
Wow—boost income without effort—where do I sign up?? 

Anyway, according to Dan, the five major areas to explore are: 

1) A Lazy Owner 
2) Pricing 
3) Unapplied 80 / 20 Principle 
4) Satisfied Clientele With Unmet Needs 
5) Poor Frequency Or Consistency Of Patient Contact 

Let's go crazy here, and look at these factors one at a time. 

1) LAZY, BORED OR DISTRACTED OWNER 

Is the owner really working, or just going through the motions or even worse—distracted and 
neglecting the fundamentals that make their practice tick? Maybe Coach Vince Lombardi is still 
right after all these years for better yet—SUPER BOWL CHAMPION BALTIMORE RAVENS 
defensive coordinator Marvin Lewis)—we win with blocking and tackling…not trick plays, crazy 
offensive schemes, or any other "fancy" tactics. While there is nothing wrong with constantly 
seeking out cutting edge marketing, maybe what you really need is to focus on fundamentals to 
double your earnings. 

Do you "dance with who brung ya'?" Are you right on top of quality control? Are you doing all of 
the simple things, like kissing every butt in your practice like it has never been kissed before? 
Are you on top of your number? Do you know how many new patients you are getting per 
month? Do you know exactly where they are coming from? Do you really know how and why 
your overhead dollars are being spent? These, and many other core things, are essential to 
running a dental business. 
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Do you find that you are being distracted by glamorous technological and clinical issues that 
really won't increase your business? We all seem to be these days. How about staff 
inefficiency? Staff accounts for the most overhead in a dental practice. Let's face it—without 
a fantastic staff, you could not get the job done, and with a truly great staff, all you have to 
do is show up and have them point you into the correct treatment room! 

But if you have one or two bad apples or queen bees that bring everyone down, you are 
losing some serious buckarama! Fundamentals all the way. (By the way, if your attention has 
been wandering from your core business, you may want to check out the classic book Acres 
Of Diamonds by Russell Conwell, or the tape "Greener Pastures" from the Lead The Field 
series by Earl Nightingale—www.nightingale.com) 

2) PRICING 

Okay, as hotsy totsy health professionals we can refer to it as 'fee control' or something like 
that, but let's face it—pricing and profit margins are just as important to us as they are GM, 
Wordstrom, or McDonalds. 

Just the other day, I talked to a Doc with a thriving practice, pushing capacity limits, who 
hasn't raised his fees in four years!! There's the oxymoron of "obvious hidden value!" (Kind 
of like that other dental oxymoron—"unnecessary crown!") Raising fees has been written 
about sooooo many times that I'll just keep it brief—RAISE YOUR FEES!!! 

Why? Well, first of all, we have to assume that you are doing up-to-date, top quality clinical 
dentistry. If you are, you are way ahead of practically every other dentist out there and just 
as your patients deserve this type of treatment, you deserve to charge the appropriate fees. 
The best part is, most patients don't know your fees anyway. But hey—do the math! If you 
raise your fees by 10% and lose 9% of your patients, your net will remain the same. Then 
you can either take more time off, spend more time with each GOOD patient, or see more 
new patients! Raise your fees by 20%, and you can lose 16% of your patients (who are 
probably your biggest pains-in-the-ass) and still net the same. (For more details on this, 
please see the May 1996 Richards Report. Wow—this thing has sure been around a long 
time!!) 

But there is, of course, much more to pricing. Businesses call it thing like "Average 
Transaction Size," "Upselling," or "Premium vs. Basic Goods And Services"—I think you get 
the idea. Without a doubt, the biggest loss of income in a dental practice has to do with—
not new patients—but what you do with the patients you have. Do they appreciate the best 
you have to offer? Is there gold in your charts? (Answer—yes!) Does every patient know 
they can have their teeth beautifully whitened, their spaces closed, their smile made picture 
perfect? 

I think you get the picture, and this is certainly not new territory. But just think about the 
typical scenario when a more forward thinking practitioner (like you) purchases an older 
practice. What do they always say? 

"This place is a gold mine! That guy has been patching amalgams for years. Every patient of 
his needs five crowns!" 
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But for some reason, at times this kind of stuff is right under our noses with our current 
patients, and we tend to ignore it. This is true hidden values. 

3) UNAPPLIED 80 / 20 PRINCIPLE 

Often called the "Pareto Principle," this was developed by Italian economist Vilfredo Pareto 
in the early 1900's, and it still remains true today. His original statement was, 

"A minority of input produces the majority of the results" 

and was based on his original observation that in most countries, 20% of the people control 
80% of the wealth. 

After further research, Pareto found that his 80 / 20 principle can be applied to multiple 
applications. What are some that apply to your dental office? 

 80% of your profits are from 20% of your patients 

 80% of the value in your day is produced by 20% of your activity 

 80% of all hassle, frustration, and waste core from 20% of the goods, services, and 
patients 

 80% of your production comes from 20% of the procedures you perform 

So what do we do about it? First of all, realize that all patients are not worth the effort. 
Secondly, start thinking about the real headaches in your practice. If one insurance company is 
giving you most of your insurance headaches ("insurance headaches"—that's a redundant term, 
isn't it? Kind of like "criminal lawyer!!") then wise up and ditch Aetna…ummm…I mean whatever 
that particular insurance company happens to be. 

Remember, you can't help but improve your practice by pruning anything that consumes 
resources disproportionate to the profits they provide. That goes for staff as well. It may even 
go for you!!! Most dentists let weeds grow up all around their flowering plants and water 'em all 
indiscriminately. Some even pay more attention to the weeds. 

(As a footnote to the Pareto Principe, it's amazing how often this applies to many situations in 
life. Think of your own!! Boy, this is fun! Here's one of mine—80% of my music listening is with 
20% of my CDs.) 

4) SATISFIED CLIENTELE WITH UNMET NEEDS 

This is based on the "mini-conglomerate theory" which goes like this: hard to get a patient, easy 
to sell multiple services to the same satisfied patient. 

In other words, patients who love your office will love anything you have to offer!! 

How often have you referred a patient to a specialist, and the first thing they say is, 

"Can't you do it here?" 
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It's because they love your office, and would just as soon stay there where they know everyone, 
have an established level of trust, and don't have to start a new relationship. If you refer a lot of 
perio, have you thought of having a periodontist in your office a day or two a week? Or oral 
surgery? The same goes for product sales. And it is one more reason why you want to buy the 
practice of Dr. Patch-It-Up. In short, offering everything you can to an established patient is 
much more cost effective than obtaining a new one. 

5) POOR FREQUENCY OR CONSISTENCY OF PATIENT CONTACT 

In most businesses, contact less frequently than once a month equates to hidden value. In 
dentistry, it is not quite as often but it is still important to let your patients know you love them! 
If you take a course, buy a piece of equipment that will make a certain treatment more 
accessible or comfortable, hire new staff, etc., take the opportunity to notify your patients with 
a well-written letter. If anything, they will remember that you are still around! 

CONCLUSION 

There is a very powerful principle of consulting called "fresh eyes"—that someone with 
reasonably good business sense and marketing knowledge can walk into ANY established 
business and see things that are invisible to the current owner and team. Some applies to the 
dental practice. "Fresh Eyes" is a great place to uncover hidden value. There are a number of 
great dental consultants cut there—the trick is to find one that fits your personality. On the 
other hand, this is sometimes like paying a psychiatrist to tell you something you knew anyway! 

You can also obtain "fresh eyes" by taking some courses (business or dental) and then asking 
yourself "Are we doing this?" Of course, the BEST seminar for this is The Richards Report Super 
Fall Seminar, where you get the most incredible mix of management, clinical, and motivational 
instruction, and the most FUN, all under the roof. Okay—enough for the self-indulgent 
commercial—just check out www.cbee.com! 

A second big category of unexploited opportunity is to list the things you know you should be 
doing but for some reason or another have not gotten around to yet. After all, you don't need a 
second plow horse if the one you've got is sleeping all day! 

The third strategy is to actually identify things which you will stop doing or postpone doing so 
that you can focus on a manageable number of priorities. Membership in the "Monthly Bug Up 
The Ass Club" can be very expensive. 

Finally, there is the issue of what you "want" to do. Little children kick their feet, wave their 
arms and scream "I don't want to do that." As an old mentor of mine used to say, "You ought to 
be enough of an adult that your want and I don't-wants don't kill you." Juveniles focus on the 
wants and don't-wants immediately before them; mature adults do the things that are 
necessary in order to get the bigger results they desire. 

The juvenile and adult alike would rather not clean the garage. The juvenile will let that rule, 
thus parking his car outdoors in all manner of bad weather, damaging its value, one day finding 
it unwilling to start at the least opportune time. The adult, who wants to have a clean, reliable 
vehicle he can be proud of at his disposal, will roll up his sleeves and clean the garage. Each 
morning when you get out of bed, you decide whether to be a baby or adult. In a way, this 
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means that the very first place you might look for hidden value in your business is your 
bathroom mirror. And it's time to go clean the garage! 

Dan Kennedy is an internationally recognized business consultant who has worked with all types 
of businesses, including professional practices. For more information about Dan, his "NO BS 
MARKETING LETTER," and his other publications, visit www.dankennedy.com or send a fax to 
602-269-3113. For information about his New Millennium Practice Marketing Systems, please 
contact Chris Nielsen at Advanced Life Support, 119 S. Elm Ave., Sanford, FL 32771. Phone: 407-
321-4403, Fax 407-321-4405. 

Richard H. Madow, D.D.S. is—well—you already know who I am!!! 

* * * 

Okay, let's now hear from a prolific author and a guy who really has the practice of dentistry 
figured out. Dr. John Wilie. John is usually known for his articles about practice efficiency and 
staff management (any guy that has earned millions in dentistry while working sixty or so days 
per year certainly gets my attention!)—but this article is about an underutilized, much needed, 
and highly profitable procedure. By the way—he does mention his fees in this article, but 
considering he practices in Keokuk, Iowa, feel free to double them if you live in a town with at 
least two movie theaters! 

  



Dan Kennedy's Marketing and Entrepreneurship Boot Camp/Lifetime of Secrets Boot Camp 

98 
 

Lesson #23: 

A business without theft, fraud 
and loss controls firmly adhered to 

is a business certain to 
suffer losses. 

 

Theft Triangle 

1. OPPORTUNITY 
2. NEED 
3. RATIONALIZATION 

 

Monetary Theft 
Embezzlement 
Inventory Theft 
Time Theft 

 

For Every Employee, Associate, Partner, 
there will be an exit. 

 

1. Non-disclosure 
2. Non-compete 
3. Care re. custƻmer relationships, status 
4. Contractual issues (pre-nuptials) 
 
 

LIST PROTECTION 
 
1. Constant back-up 
2. Frequent hard copy 
3. Duplicate off premises 
4. "Seeding" 
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FREQUENTLY INSPECT WHAT 
YOU EXPECT 

 

 

 

 

 

 

 
NOTES: 
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Too soon old, too 
late smart 

 

 Net 
Value 

Addit'l 
Earnings 

Req'd 
1.  Buy my own building (early) 200,000 260,000 

2.  Pay self first, no matter what 
(earlier) 

300,000 390,000 

3.  Steeper, faster fee/price 
     increases 

250,000 325,000 

4. Create renewable and continuing 
     revenues earlier 

 

250,000 

 

325,000 

5.  More intensely and 
     frequently work my past and  
    present customers, to build and  
    exploit value 

 

1,000,000 

 

1,300.000 

6.  Don't borrow from the  
     government/cut losses 
    quicker 

150,000 195,000 

 2.150,000 2.795,000 
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What Has Served Me Best 

Determined early not to be in a business where my income was dependent 
on others' successful performance 

Manufacturing my own credibility, expertise and celebrity 

Creating income beyond fee for service/fee for time 

Premium pricing 

Exploiting tiny target markets 

Letting others find Prime Customers 

Willing to change definition of business I'm in 

The power of small numbers 

Ruthless, militant attitude about my lime 

Unaffected by being disliked or criticized 

Conviction that just about everybody's inept 

"Message To Garcia" attitude 

Good enuff is good enuff 

Appropriate response to new technology 

Heightened caution about involvement in "high risk" situations, 
environments and associations 
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What Has Served Me Poorly 

Loyalty to a fault 

Persistence to a fault 

Dispensing free advice 

Tendency to over-react 

 

 

Neutrals 

Deadline pressure motivated, otherwise subject to laziness and 
procrastination 



 

 
 

 

A Lifetime of 

ENTREPRENEUR'S 
SUCCESS 
SECRETS 

What It really takes to be 
exceptionally successful 
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My Observations Regarding 

The Most Successful Entrepreneurs 

I've Worked With & Studied 

1. They have a personal philosophy—a set of core beliefs 
 

2. They attempt to minimize risk and challenge in favor of exploiting 
opportunities with a high probability of some measure of success. They 
grow risk-averse with success. 
 

3. They innovate, they do not invent 
 

4. They have come to grips with one of the most difficult of all questions: 
how do you draw the line between persistence and stupidity? 
 

5. They are plodders, as much as anything. 
 

6. They are very intolerant of weakness, such as that exhibited by excuse-
making, as a result, they are often perceived as rude, insensitive, 
lacking in compassion. 
 

7. They are curious about a broad range of subjects, always with the 
underlying intent of discovering something useful. They are aggressive 
in securing knowledge and information. 
 

8. They appreciate the value of relationships and do their best to be 
political in managing them. 
 

9. They build a personal support group that is often invisible to the 
outside world. They rely on expert advice. They welcome provocative, 
differing opinions. 
 

10. They extricate themselves from as much routine work as possible. 
("Sinatra doesn't move pianos."—Frank Sinatra.) This is sometimes 
perceived as egotism or arrogance, but rarely is: it is usually careful 
preservation of energy. 
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11. Of those things they judge important, they do a lot. They work smart 
but they also work hard. They usually out-work everybody around 
them. 
 

12. They are careful in their associations, wary of toxic people, time-
wasters, and the "accident prone." 
 

13. They militantly guard their time, and carefully allocate it. 
 

14. They have a process for making decisions about committing resources 
to a project or opportunity. 
 

15. They conquer their fears. 
 

16. They practice certain Psycho-Cybernetic principles and techniques 
(whether they identify them as such or acquired them elsewhere.) 
 

17. They are not easily manipulated. 
 

18. They respond aggressively to threats to their objectives. 
 

19. They are very serious students of their businesses, related matters, 
business and finance in general, human nature and psychology, and of 
themselves. (Incidentally, they (we) are all seriously flawed one way or 
another, if judged by psychological norms.) 
 

20. They have a harshly realistic perspective on the life they have chosen, 
its costs, its drawbacks and its dangers, and are consciously willing to 
pay the price. 
 

21. With rare exception, politically, they are conservatives. 
 

22. They are list-makers. Many have many lists they are constantly up-
dating, changing and replacing. They do not attempt relying on 
memory. They think on paper. They want to see it on paper. 
 

23. As they age, they seek to simplify their lives and place an Increasing 
priority on personal peace of mind than on any other priority. 
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FUNDAMENTAL BELIEFS 
OF SUCCESSFUL ENTREPRENEURS 

1. Smarter, quicker, stronger, tougher than just about everybody else. (Disdain for others' 
incompetence, ignorance and laziness.) 
 

2. In every adversity lies the seed of an equal or greater benefit or opportunity. (Arrogant 
certainty about one's ability to ultimately prevail.) 
 

3. Most situations work out in my best interest. (Perspective.) 
 

4. I fail but L am never a failure. (Strong self-image minimizes taking things personally.) 
 

5. It's all my fault; I accept responsibility in exchange for power. (Rarely feel or voice victim 
emotions.) 
 

6. I do not need to know everything—I can leverage others' know-how. (Focus on 
accomplishment, not accumulation of knowledge; not obsessed with others' 
perceptions. Able to solicit and consider dissenting opinions.) 
 

7. Avoid confrontation, but never fear it. (Selective about investing in battles.) 
 

8. You set your own price. (Understands and utilizes Law of Supply And Demand as well as 
psychological and persuasion principles without guilt or hesitation in commanding 
highest possible compensation.) 
 

9. You can do business successfully on your terms. (Tends to defy industry norms, 
conventions, societal rules, etc. with deliberate thought and strategic purpose.) 
 

10. Prioritizes desirable results. (Stays fixed on targets, willing to trade much—including 
ego—in order to achieve them.) 
 

11. Fair but tough—"I play fair, but I am not generous." (Recognizes that the world is 
horribly imperfect, people are flawed, and is willing, even quick to make the unpleasant 
decisions and act upon them, in order to further his own interests.) 
 

12. Very Serious Student—of his own industry or area of expertise, of business and finance, 
of human nature and psychology, and of self. 
 

13. Impatient, intolerant of delays, excuses. (Like it or not, most successful entrepreneurs 
are "classic" Type-A personalities.) 
 

14. Autocratic (not democratic)…"My way." 
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We buried "IF", "CAN'T" and 
"IMPOSSIBLE", but …… 

1. Just because a thing can be done, doesn't mean it should be done 
 

2. Just because a thing can be done, doesn't mean you should be the 
one to do it 
 

3. If you say yes to every opportunity and tackle every challenge 
indiscriminately, you will start many things but finish few and soon 
exhaust your energy and damage your reputation 
 

4. Banks don't add bonuses to your deposits for "degree of difficulty" 
 

5. Need a short list of overriding objectives to measure each 
opportunity or decision against 
 

6. Procrastination is sometimes smart 
 

7. Instead of the extremes of possible/impossible, consider ideas like 
"doable", "practical", "appropriate" 
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"Make it a point to 
keep on the look-out for 

novel and interesting ideas 

THAT OTHERS HAVE USED SUCCESSFULLY. 

Your idea has to be original 
only in ADAPTATION to 

the problem you are currently working on." 

ONE OF THE GREATEST INVENTOR'S 
ANTI-INVENTION ADVICE 

—Thomas Edison 

Invention vs. 
Innovation 

Innovation 

1. Transplanting proven methods 
2. Re-arranging the old 
3. Plus-ing 
4. Combining 
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What is the difference between 

stupid persistence and 

admirable perseverance? 

 

 

 

 

 

 

 

 

 

NOTES: 
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"When I talk about my craft, 

I emphasize one point 

over and over again: 

You don't have to be great 
to do a thing, 

you just have to 
not get tired 

of trying to be 
good at it." 

—Stephen King 

 

NOTES: 
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Making excuses, 
making money… 

…mutually exclusive. 

If you are relying on somebody adept at making excuses, don't. 

Be careful of excusing your own unproductive behavior. 

People poor in monetary terms are ALWAYS rich in reasons why. 

EXCUSE-BUSTER: has anybody else stuck with similar disadvantages, or with 
worse handicaps, overcome them and achieved goals similar to my own? 
Research and study such people for inspiration and ideas. 

 

 

NOTES: 
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TRYING 

vs. 

DOING 

vs. 

DONE 

 

 

 

NOTES: 
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INSATIABLE CURIOSITY 

A true story about Disney's Michael Eisner: 

one night, at 3:00 A.M., Eisner and his 

assistant climbed over a fence and onto the 

property of competitor Universal Studios in 

Orlando. Eisner wanted to check if there was 

any sign of construction on a vacant site, 

four miles from Disney World. 

*   *   *   *   * 

A true story about M. Douglas Ivester, CEO, Coca-Cola: 
a photograph from his trip to Egypt shows a  
group of tourists gazing at the Valley of the  

Kings—but Ivester ignoring that breathtaking  
site, instead staring into the nearby garbage  

can, counting Coke cans. 

*   *   *   *   * 

A true story about Millard Drexler, CEO, The Gap:  
hasn't worn a suit in 30 years. 

Scrutinizes thread counts, color of buttons, 
whether a particular store's carpeting 
appears too worn. Curious, frequently 

corrals kids on the street or at malls and 
asks their opinions about clothing. 
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MANAGING RELATIONSHIPS 

1. History's Greatest Lesson: today's ally, tomorrow's enemy, and vice 
versa. 
 

2. Friends come and go, enemies accumulate. 
 

3. Somebody's lowly assistant today is some company's vice-president 
tomorrow. 
 

4. Best marketing choice is Top Dog-to-Top Dog, but there are typically 
multiple points of entry, and often all must be explored 
simultaneously 
 

5. Harvey Mackay's question: how many people can you call at 2 A.M. 
and get S25,000.00 or some other significant assistance, with no 
explanation, if you must have it? 
 
Next: how many people could call you…… 
 
Now you know how many true friends you have. 
 

6. Never mistake a person's self-interest being served for friendship or 
loyalty. 
 

7. Nixon: You cannot count your friends when you are on top of the 
world. You get a more accurate count when the world is on top of 
you. 
 

8. Bad behavior may be tolerated by others—until such time as you no 
longer deliver value far in excess of your aggravation. 
 

9. Reputation is cumulative. 
 

10. People hold grudges much, much longer than they remember 
anything else. 
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The Mastermind Concept At Work 

Examples 

1. At Guthy-Renker 
2. Platinum 
3. My informal network 
4. How clients do it 

5. George W. Bush 

Caveats 

1. Avoid having it become an inefficient time-waster 
2. Avoid having it become a social activity 
3. Prevent domination by one or two strongest participants 
4. Avoid duplication 
5. All participants must be able (and willing) to give as well as to have good 

opportunity for gain 
6. Meetings require a key facilitator 

Benefits 

1. "Sounding Board" 
2. Encouragement 
3. Shared Experience 
4. Dissenting and Differing Opinions 
5. Expanded Testing. R&D 
6. Joint Ventures 
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"Less I do, 
more I make." 

—Ron LeGrand 

APPLICATIONS: 

1. Quantum income leap: marketer of the thing vs. doer of the thing……the 
biggest paycheck is in marketing. (One day writing one great sales letter 
replaces 20 days' speaking.) 
 

2. Time to think 
 

3. Focus on high value activities and opportunities requires saying 'no' more 
than saying 'yes' 
 

4. Extracting maximum use and value from what already exists rather than 
inventing new 
 

5. Delegation, outsourcing, automating 
 

 

NOTES: 
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"Look at everything he does...." 

 

Multiple streams of income  
Multiple types of income  

Use of many marketing tools, media and opportunities 
Many means of acquiring new customers 

Multiple sources of business intelligence 

Complex system of goals and progress measurements. 
including short, medium and long term, 
multiple categories, such as business, financial, 
personal, family, health, etc. 

Many tasks accomplished everyday 

EVERY SUCCESSFUL PERSON AND COMPANY UTILIZES THIS 
PRINCIPLE IN ITS OWN WAY. CONVERSELY, INDIVIDUALS 

OR COMPANIES WHO DO ONLY A PEW THINGS RARELY 
PROSPER BUT FOR A VERY SHORT TIME. 

 

NOTES: 
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CAREFUL IN THEIR ASSOCIATIONS 

Learn to avoid those 

who harm you unintentionally 

with just as much fervor 

as you avoid those who 

would harm you intentionally. 

 

 

 

NOTES: 
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TWO GREAT ILLS OF AMERICA, 
CIRCA 2001 

 

Entitlement 

 

 

Victimization 

 

 

 
NOTES: 

  

  

  

  

  

  

  

  

   



Dan Kennedy's Marketing and Entrepreneurship Boot Camp/Lifetime of Secrets Boot Camp 

120 
 

THEY WORK HARD 
THEY WELCOME BUSINESSES NOT 

EASILY REPLICATED 

Major Obstacle Is The 

Desire For 

Unearned Success 

"If it was that easy………………………"  

 

 

 

NOTES: 
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THEY MILITANTLY GUARD 
AND CAREFULLY MANAGE 

THEIR TIME 

 

 

 

 

 

 
NOTES: 
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TIME WE HAVE LEFT 

 

 1 YEAR 52 WEEKS 
 10 YEARS 520 WEEKS 
 30 YEARS 1560 WEEKS 
 60 YEARS 3120 WEEKS 
 70 YEARS 3640 WEEKS 

AVG. "ADULT" LIFE: 20 TO 70 YEARS 

50 YEARS = 2600 WEEKS 

IF YOU ARE: 45 TO AGE 70: 

25 YEARS LEFT…….. 1300 WEEKS LEFT 

NOTES: 
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# OF WEEKS MAJOR  # OF WEEKS MAJOR                       
     LEFT ACCOMPLISHMENTS                         LEFT ACCOMPLISHMENTS 
 

26   25   
      
      
 

24   23   
      
      
 

22   21   
      
      
 

20   19   
      
      
 

18   17   
      
      
 

16   15   
      
      
 

14   13   
      
      
 

12   11   
      
      
 

10   09   
      
      
 

08   07   
      
      
 

06   05   
      
      
 

04   03   
      
      
 

02   01   
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VALUE-OF-HOUR CHART 

 

Total 
Yearly 
Income 

No. Of Hrs. You (Want To) Work Each Week 
40 50 60 

 Value Of Each Hour: 
    
100,000 50.00 40.00 33.34 
125,000 62.50 50.00 41.67 
150,000 75.00 60.00 50.00 
250,000 125.00 100.00 83.33 
350,000 175.00 140.00 116.67 
500,000 250.00 200.00 166.67 
    
Tot Hrs 
Worked 
Yr (50 
weeks) 2000 2500 3000 
 

NOTES: 

  

  

  

  

  

  

  

  

  

 



 

 
 

"Hey, It Gets Late Early Out Here." 

Credit Yogi Berra with that observation. Everybody feels 
pressured by the ticking of the clock. 

I recently conducted a seminar on this subject for the national 
convention of ASI, the Advertising Specialty Institute, that was 
very well received, so I thought I'd share some of it with you. 
Also, the #1 "excuse" I hear most often from bad marketers 
who stay bad marketers is that you really can't separate the 
task of improving marketing from the challenge of improving 
personal productivity. And, although my focus is on teaching 
smarter marketing, for most entrepreneurs and sales 
professionals, it's the use and mis-use of time that is the #1 
controlling factor in success. 

Here are the ten best productivity enhancing strategies I'm 
aware of: 

1. Master The Phone 
2. Master Meetings 
3. Punctuality 
4. MAKE AND USE LISTS 
5. Link Everything to Goals 
6. Organize With Tickler Files 
7. TIME BLOCKING 
8. Live Of Peak 
9. MINIMIZE UNPLANNED ACTIVITY 
10. Profit From "Odd Lot" Time 

If you are unfamiliar with any of these, you will find 
considerable discussions of most of them in my book, No B.S. 
Time Management. In 1999, I'm scheduled to put together a 
cassette program on this subject. In this article, I thought I'd 
give you some of the highlights in advance. 

CAN NUMBERS CHANGE YOUR LIFE? 

In my business, one of the most important numbers is the 
ratio of billable hours vs. non-billable hours. For me, travel is 
the biggest enemy of this ratio. In most sales activities it's the 
ratio between true selling hours vs. non-selling hours. In fact, a 
salesperson half as good at selling but twice as good at 
efficiently routing his travels, clustering his appointments, and 
managing his time makes the same amount of money (or 
more); "productivity aptitude" is more important than selling 
aptitude. Anyway, you ought to determine what the important 
number(s) is in your business and start watching it carefully 
and working toward marginal, measured improvement with 
that number. (Accountability automatically improves 
performance.) 

A big, general number that can change your life is the dollar 
amount each productive hour must be worth, in order to 
achieve your goals. You'll find a formula for calculating that in 
Chapter 1 of my book. Once you land on this number, the 
dollar amount an hour has to be worth, you become much 
more tough-minded toward people or circumstances that 
interfere with achieving that value. 

HOW BAD ARE MOST PEOPLE AT PRODUCTIVITY 

Our Fortune 500 survey of CEO's found that they felt they 
averaged only ONE productive hour a day. Some years back, I 
directed a two week "time-and-motion study" of a sales 
organization. The top two salespeople averaged just three 
productivity hours a day, the bottom two reps two productive 
hours a day. The one hour differential represented over a 
$50,000.00 difference in annual earnings. This is what I call 
"the principle of the slight edge." As you can see, most people 
get nowhere near an honest day's work done in a day. Oh, and 
increasingly, the higher the income and more complex the job, 
the worse the productive to unproductive time ratio is. This 
means that by improving just a smidgen, you can gain 
enormously in income differential. For the Fortune 500 CEO, 
getting 15 more minutes a day of productive time would be a 
25% improvement in productivity but might multiply his worth 
to the firm and his own income, because even one more good 
decision a month might make a million dollar difference. If the 
sales pro can make one more call a day… well, you get the 
idea. 

WHAT IS "PRODUCTIVITY"? 

For starters, it's often easier to identify what isn't than what is 
and everybody ought to compile a little list of time sucks and 
time vampires to watch out for. Beyond that, here's my 
(copyrighted) definition that refers to # on the line above: 
productivity is the deliberate, strategic investment of your 
time, talent, intelligence, energy, resources and opportunities 
in a manner calculated to move you measurably closer to 
meaningful goals. 

A WORD ABOUT PUNCTUALITY 

Punctuality is a time management discipline that can have the 
world handing over just about anything you ask for. A 
consistently punctual person automatically commands the 
respect of others. Commitments noticeably kept equate to 
power. On the other and, people unconsciously make the link 
between a person's inability to keep minor commitments and 
the odds against them keeping important ones. In a 
memorable episode of "Spiderman"*, the criminal mastermind 
"Kingpin" tells his troops why he must kill Spidey: "If I cannot 
control my own city, how can I control a global criminal 
network?" Well, if you can't manage to get to a lunch meeting 
on time 15 blocks from your own office, how can you be 
trusted to handle anything of importance? By the way, a 
survey of 500 professional purchasing agents revealed these 
most common complaint about the salespeople they dealt 
with: 

1. Bids and quotes LATE 
2. LATE for appointments 
3. Unprepared for meetings 
4. UNRELIABLE personally, in general 

Right now, we're trying to get a little bathroom remodeling 
done. Three competing vendors came out. All promised 
written quotes the next day, by FAX. NONE kept that promise. 
None will be hired. 



 

 
 

TELEPHONE TIME SUCK 

For many people, the phone is the leading time suck in their 
lives. Here are the ten strategies: 

1. Change your mind about the need to be instantly 
and constantly accessible (see Chapter on 
"Takeaway Selling" in my No B.S. Sales book). 

2. Create a short "VIP LIST" of people whose calls you 
take, get ll others blocked, controlled, clustered. 

3. Cluster inbound calls via scheduled availability. 
4. Cluster making outbound/return calls. 
5. Have phone appointments made for you. 
6. Use voice mail intelligently. 
7. Use voice message delivery services (AT&T, ATG, 

etc.) so you don't have to keep calling back. Also: use 
FAXes instead of phone calls. 

8. Use smart marketing to replace dumb prospecting, 
so you have to make fewer calls. 

9. Use free recorded messages to screen and sort 
prospects, FAX on Demand, web sites, auto-
responders, etc. so you have to return fewer calls. 
Automate service. 

10. Invest your time talking ONLY to people past "5" on 
a 1-to-10 readiness scale for doing business with 
you. 

THE LINK TO "MAGNETIC MARKETING" 

For most salespeople and many small biz owners, the 
complete transition from prospecting to Magnetic Marketing 
is the greatest productivity improvement opportunity of all. In 
brief, you want to use Magnetic Marketing Systems to: 

• Eliminate cold prospecting. 
• End Image or "brand" (immeasurable) advertising. 
• Implement lead generation systems that cause 

interested, motivated "high probability prospects" to 
seek you out. 

• Automate as much of the early steps in your selling 
process as possible. 

• Change the way you are perceived. 
• Automate follow-up with unconverted prospects. 
• Sell in a competitive vacuum. 

This accomplishes three things: first, you will invest your 
personal time face-to-face or on the phone ONLY with pre-
qualified, largely self-qualified prospects choosing to do 
business with you. Second, as a result, your "closing" or 
"conversion" percentage leaps to 95%, so you waste no time 
NOT selling. Three, your continuing relationship with the 
customer/client is more productive due to the respect level 
established from the git-go. 

RE-CAPTURING CAR TIME 

Take a look at the time lost to travel: 

Daily Hours Per Year 
10 Min. 40 Hrs. (1 week) 
30 Min. 120 Hrs (3 weeks) 
40 Min. 160 Hrs. (1 month) 
2 Hrs. 480 Hrs. (3 Months) 

When you consider that many people use up 1 to 3 weeks a 
year in ordinary daily commuting, and most salespeople in the 
field, owner-operators of service businesses in the field use up 
3 months of each year in the car, it becomes obvious that this 
is an area of significant opportunity, for waste or gain, not to 
be taken lightly. (3 months represents 25% of your entire 
year!) there are only three ways most people can convert car 
time to productive time: one, use of the telephone; two, 
education and motivation via listening to audio cassettes; 
three, deliberate thinking, which means you have a notepad or 
microcassette recorder at hand, and start your trip by giving 
yourself a specific topic to work on. 

CONTROLLING PROCRASTINATION 

I doubt anybody ever conquers procrastination. (Actually, in a 
way, I'm procrastinating right now by writing this article 
instead of doing less interesting but more urgent paperwork.) 
More often than not, though, I'm able to push myself past the 
urge to procrastinate. There are only six antidotes to 
procrastination, and here they are: 

 Re-Frame the Task 
 Re-Engineer The Task 
 Better Incentivize The Task 
 Force Completion (Contracts, deadlines, etc.) 
 Delegate The Task Away 
 Eliminate The Task Entirely 

MINUTES MATTER 

For most folks, minutes just do not matter. They will placidly 
stand in line forever and a day with no more impatience than 
fat cows in a field chewing cud. This, maybe more than 
anything, accounts for the fact that the Mediocre Majority 
never gets very far or accomplishes very much in life. The time 
they senselessly squander is more than sufficient to invest a 
life-changing product, build a giant business, become a world 
class expert I virtually any subject of choice, write a book, be a 
mentor to others, or otherwise make a difference. For the 
Motivated Minority, minutes matter. The mediocre hide from 
stress, the motivated pressure themselves to make their 
minutes matter. 

*My literary interests may be more eclectic than you thought.
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TIME & MONEY BUDGET 

 Time % Money % 
R&D Education   

Outside-Box Experimentation   

Front End (Acquisition)   

Back End (Retention) 
Back End (Exploitation) 
Back End (Multiplication) 

  

Operations Mgmt.   

Investments   

   

   

 

NOTES: 
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TWO OVERRIDING 
MATHEMATICAL PRINCIPLES 

80/20 

80% of profits, from 20% of customers 
80% of problems from 20% of customers 
80% of profits from 20% of activities 
80% of your people problems from 20% of your people 
80% of the information you process will be nearly useless 
80% of the data you get from others will be inaccurate 
More than 80% of the typical person's time is wasted 

95/5  

5% of the people have 95% of the money  
...thus 95% of the people are wrong 

95% of your retained wealth will come from 5% of everything you do 

95% of your decisions can be wrong and you can still get rich from thoroughly 
exploiting the 5% you make that are right 

Only 5% of the things we worry about occurring ever occur 

Most people have about 100 different skills. About 5 of the 100 make a 
meaningful contribution to wealth. Only one of the five is of such profound and 
unique value that hardly anybody else can be entrusted to do it for you or 
instead of you, and that is THE key to wealth. 

 

 

 



 

 

PRIORITIZING & DECISION-MAKING 

 

1. Makes best use of my best talents and 
strengths 
 

2. Fits my personal preferences 
 

3. Leverages existent assets and resources 
 

4. A minimum level of acceptable results virtually 
certain 
 

5. Fastest to do 
 

6. Easiest to do 
 

7. Assistance from others available or delegation 
possible 
 

8. Produces repeatable process and/or enhances 
overall business value 
 

9. Synergy with other activities 
 

10. Involves positive associations 
 

11. Likely to look back on it 12-24 months later and 
rank it as important part of the year's progress 
 

12. Contributes directly to permanent wealth 

1. Requires me doing things I'm not very good at 
or requires significant learning curve 
 

2. Is incongruent with personal preferences 
 

3. Requires acquisition of new resources 
 

4. Results are uncertain, losses possible 
 

5. Slow 
 

6. Difficult 
 

7. All my work 
 

8. Produces one-time event or gain 
 

9. Distraction from other activities 
 

10. Involves negative associations 
 

11. Likely to look back on it 12-24 months later and 
rank it as of little significance 
 

12. Produces temporary income but may not 
translate to permanent wealth 
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THEY ARE FEARLESS 

SEVEN CRIPPLING FEARS 
 

Fear Of Poverty 

Fear Of Criticism 

Fear Of III Health 

Fear Of Old Age 

Fear Of Death 

Fear Of Loss Of Love 

Fear Of Loss Of Liberty 

(Source: N.H., Laws Of Success) NOTES: 

 

 

NOTES: 
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SUMMARY OF PSYCHO-CYBERNETIC 
KEYS USED BY MOST 

SUCCESSFUL ENTREPRENEURS 

 

1. Immunity to criticism or embarrassment 
 

2. Clarity of thought 
 

3. Ability to focus 
 

4. Resiliency 
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NOT EASILY MANIPULATED 

 

The tools most effective in controlling you, distracting you from 
your objectives, are guilt and obligation. These are the tools used 
by organized religion, by family members and friends and co-
workers, and by savvy marketers to manipulate people into 
altering or abandoning their personal priorities in favor of others' 
imposed priorities. Your challenge is to use these tools, but resist 
others' use of them against you, or for their purposes which are 
not in your best interests. 

 

 

 

NOTES: 
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Respond aggressively to 
trends and changes that 

threaten your security, objectives 
or lifestyle preferences. 

 

 

 

 

 

 

NOTES: 
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SERIOUS STUDENT OF HUMAN NATURE 

 

True Believer by Eric Hoffer 

Psychology Of Influence by Cialdini 

NLP 

Psycho-Cybernetics 

 

 

 

 

 

NOTES: 
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THE SERIOUS STUDENT TEST 

 

 

 

 

 

 

 

 

 

NOTES: 

  

  

  

  

  

  

  

  

  

  

  

   

 
Value information 

above 
everything else 

 
Value everything else 

above 
information 
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"The dairy farmer must still milk his cows 
on the morning after his wife's death." 

—Robert Schuller 

There is a certain trade-off for the entrepreneurial life and its opportunities and 
rewards, that the entrepreneur and his family must pay—and often the payment 
is demanded at difficult times or under difficult circumstances. The entrepreneur 
does not have one boss to call in sick to; he has dozens or hundreds of bosses to 
whom he has made express or implicit promises and owes performance, who 
rightly do not and cannot care about the entrepreneur's personal life or family 
obligations. The only way to have the "freedoms" that come with an "ordinary" 
life of salaried employment or hourly wages is to choose that life and accept its 
financial and other limitations and disadvantages. It is unreasonable to ask for 
the best of both, without the worst of either. Unfortunately, while you may come 
to fully understand this, those around you will never fully accept it, and from 
time to time, you will find them disappointed with you, angry at you and hurt by 
you. 
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BILL OF NO RIGHTS 

This is from Mitchell Kaye, State Rep, Cobb County, Ga. I have added to it 

"We, the sensible people of the United States, in an attempt to help everyone get along, 
restore some semblance of justice, avoid any more riots…hereby try one more time to 
ordain and establish some common sense guidelines…a whole lot of people were 
confused by the Bill Of Right and now need a… 

ARTICLE I You do not have the right to a new car, big screen television or any other 
material object More power to you if you can legally acquire them, but nobody's 
guaranteeing anything. Oh, and here's a tip: don't buy a houseful of this stuff on credit 
at 18% annual interest and then complain about not having any money. Radical idea: 
save up money to buy stuff. 

ARTICLE II You do not have the right to never be offended. This country is based on 
freedom, and that means freedom for everyone—not just you. You may leave the 
room, change the channel, express a different opinion, but the world is full of idiots and 
always will be. Every idiot has exactly the same right you do to spout off his opinions 
champion his causes, tell an ethnic joke, make a thoughtless remark, or otherwise be 
offensive. 

ARTICLE III You do not have the right to be free from harm. If you stick a screwdriver 
in your eye, learn to be more careful; do not expect the tool manufacturer to make you 
and all your relatives independently wealthy. You do not have the right to reward for 
ignorance, carelessness or stupidity. 

ARTICLE IV You do not have the right to free food and housing, Americans are the 
most charitable people to be found, but we are weary of subsidizing generation after 
generation of professional couch potatoes who achieve nothing more than the creation 
of another generation of couch potatoes. Nor do you have the right to health care, 
retirement, or any other such thing. These are all things you are supposed to pay for. 
Even a low-wage employee has millions of dollars flow through his hands during his 
working lifetime. It is your responsibility to live within your means, save, invest, and 
advance in your earning power so you can take care of yourself. 

ARTICLE V You do not have the right to a job. We all want you to have one, but you 
have to qualify for it, convince somebody to let you have it, and earn the right to keep it 
every day. If you are poorly educated, you must seek out opportunities and make 
sacrifices to improve your education. If you have habits that make you fundamentally 
unemployable, you must change them. If you get a job and discover you do not like it, 
though tomatoes, you must still do it to the very best of your ability, with a pleasant 
attitude, and be grateful to have it until you secure one more to your liking. 
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Two Very Good Lists To Make 
 

THINGS I NEVER WANT TO (HAVE TO) DO AGAIN 

  

  

  

  

  

  

  

 

LINES I WILL NOT CROSS AND THINGS I WILL NOT DO FOR MONEY 
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And written on paper "here's what my successful business looks like." Now think about this. 
Why wouldn't you do that? Why wouldn't you lay out what it looks like, what it's set up like, 
how it is so that you'll know when you get there that you've arrived? And again, a perfect 
business would be in that same situation where everything that is happening in the business 
now is exactly the way you want it to be. Let me ask you a question here. If we haven't written 
down these goals and we don't know what it looks like and we're not going to understand when 
we get there, what can we do to rectify that? How, as accurate thinkers, can we change all this? 
How can we get ourselves to have a really, really successful business? Well, in my experience , 
the only way you can do that is to literally sit down, write things down and make a list of what 
you want this business to do for you, how it looks when it's perfect. A little bit later in one of the 
other sessions we're going to talk about psycho-cybernetics and visualization But right now I 
want to talk about the hard-core, hard edge concept of writing this down and getting a 
successful perfect business laid out on paper. 

I've been writing things down and I have a list of goals always on my desk and I update it 
constantly. I have all my to do lists written down underneath that. I always have everything 
written down because I know exactly what a perfect business and a successful business is for 
me. There is no mystery on that whatsoever. I know exactly what it is. I know that a perfect 
business for me is one where I'm home. It's a business where I operate it out of my house. I 
know I can see my kids pretty uch any time I want, not always, but pretty much anytime I want. I 
know I can go to 99% of their sporting events and games. I've been a baseball coach or my three 
boys for years now and I know I've seen 99% of all y kids' games. The perfect business for me is 
one where I can go fishing and play golf, and that's during the week while everybody else is 
working. A perfect business for me is where I can go up to our house in Wisconsin anytime I 
want and spend time up there and go fishing and play golf. A perfect business for me is one 
where I don't have a huge ands-on involvement in the business in terms of how things get 
distributed or sold or whatever, and things are jobbed out. 

This happened back when I was in my sister-in-law's basement, I sat down and I made a list on 
two sides of a piece of paper. On one side I made a list of all the things I wanted my business to 
be and exactly what it as, all these characteristics, exactly how it's set up. I also made a list of 
the things I didn't want or refused to have. For example, in my case, my business would not 
have me ever wearing a tie, ever. I haven't worn a suit and tie for years, unless I'm going to a 
wedding or a funeral. I have a dark suit for the funerals and I have a lighter colored suit for the 
weddings. Those are my two suits, that's it. Yes, that's the only time I wear a suit. Another thing 
for me is I didn't want to have to travel much and be out of town all the time. I do some 
traveling a little bit, but usually it's fun and I do a few days a month. So for me that's fine in my 
definition of a perfect business. For some people they don't want any travel. I know I wanted a 
little bit, but not a lot. I also wrote down that my business could not have any kind of a hard 
product where I have to make widgets or like the items on the table like the glasses we're 
drinking out of or even the table itself or any of the stuff in this room. I don't want to make any 
of this stuff. I don't want to make any hard goods. Basically, in my case, I wanted to stick with 
information products and information services that I find to be much better for my personality 
and me. I also did not want a business that required inventory because I hate inventory. I cannot 
stand the thought of inventory. I don't like having to pay for things and have them sit and hope 
somebody is going to buy them. I don't know about you, but that drives me nuts. 
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MY TOP 3 FRUSTRATIONS TO RESOLVE 

  

  

  

MY TOP 3 OPPORTUNITIES TO όBETTER) EXPLOIT 

  

  

  

MY TOP 3 HAZARDSΣ DANGERS, VULNERABILITIES TO CORRECT 

  

  

  

TOP 3 ENJOYABLE & REWARDING ACTIVITIES TO DO MORE OF 

  

  

  

MY TOP 3 CHANGES, NEXT 3 YEARS 
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The Good Life: How to Get It – Everyday Rules 
By Pete Wakeman 

Editor's note: We at Inc. have written often about the desire of company owners to have not 
just a business but a life, too—a day-to-day existence that actually makes room for personal 
relationships; for the pursuit of decent health; for a family, maybe; possibly even for the 
occasional trip to the movies (though one should be careful not to overreach). But over the 
years of doing those stories a pattern has emerged, which is that the stories are almost always 
about people whose lives aren't working, people whose stabs at personal change—however 
hopeful or audacious—haven't yet been proven out. More often than not, in fact, the stories 
carry a not-so-subtle whiff of desperation—which surprises readers not at all, since readers, 
when it comes to marrying business and life, tend to feel a good measure of desperation 
themselves. 

That's been the pattern. Then along came Pete and Laura Wakeman. 

I met the Wakemans last summer, and Inc. readers met them in our November story about 
Great Harvest Bread Co., the business they have run since graduating from college, 25 years ago. 
(See " Zen and the Art of the Self-Managing Company.") The story focused on how Great 
Harvest, a chain of 137 franchised whole-wheat bakeries, enables information to flow so freely 
among its people that innovation and continual improvement happen inevitably, almost by 
accident. What the story left out, though, was the Wakemans themselves, and how they have 
succeeded at both growing their company and creating a life they not only enjoy but love. And 
we do mean love; when you're with them, the feeling is palpable. 

In a series of E-mail messages, I asked Pete Wakeman to say more about how he and Laura had 
managed this uncommon trick. I tried to explain to him that the overwhelming majority of 
business owners get swamped by their companies, that many aren't even aware of the need for 
psychic balance (personal obsession and workaholic martyrdom being the celebrated 
entrepreneurial traits that they are). I told him that most of those who do wish their lives had 
balance can't begin to imagine how to achieve it. Limit my workweek? Not bloody likely. 
Completely leave my business for a spell? Impossible. 

All too often, of course, the consequences of that behavior include bad health, impaired 
managerial performance, and all manner of burnout. Longer term, the consequence is that all 
too often there is no longer term. Most owners—I explained to Pete—don't run their companies 
for 20-plus years, as he and Laura have. Then I left him with some questions. What follows is 
part of my E-mail message and Pete Wakeman's response. —Michael Hopkins 

Pete, what would you tell business owners who are struggling? Can you describe for them how 
you make your balanced life work? The questions are simple, really: What are your hours? How 
do you take time off? What happened when Great Harvest needed you so badly that it might 
have seemed impossible to leave, but you did anyway? And how have you and Laura—as well as 
your company—been affected by this way of working? Begin at the beginning, if you can. When 
you started your bakery in the 1970s, did you have a clear idea how you would balance your 
work with whatever else was in your life? —Michael, October 13 
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IN THE EARLY DAYS OF THE BUSINESS WE HAD SIMPLE 
RULES, BUT WE FOLLOWED THEM LIKE RELIGION. 
A DIFFERENT KIND OF RICH  

Michael, I like that last question because it goes right to something important, which is the 
simple fact that we've been like this all our lives. It's not uncommon for people to want to 
believe they're trapped, and often those people will do the "must be nice" thing with us—must 
be nice to have a company, so you can take the whole summer off; must be nice to have enough 
money to go to Bolivia. The assumption is that the way we live is a rich-people thing, an arrived-
people thing, something few can afford (and by afford, I mean in time as much as in money). We 
always wish we could show people our younger selves, the Pete and Laura who had no money 
and were building things from scratch. We were surprisingly the same as we are now. 

Before the bakery, I graduated from college a year ahead of Laura and worked on a dairy farm. 
We were both working too hard, she on her schoolwork, I milking cows. I talked my boss into a 
three-day weekend one month, so Laura and I could go rock climbing with friends. We were so 
looking forward to that weekend; we needed it bad. When it finally arrived, off we went to the 
Schawangunks for some pure camping and rock climbing. Well, it rained like crazy all weekend 
long. Our friend, who basically lived at the climbing area and climbed every day of the week, was 
in a great mood, happy to just drink beer while it rained and to let his climbing calluses soften a 
bit. But something snapped in Laura and me that weekend, something deep—the very word 
"Schawangunks" still has this waterloo meaning for us, even today. That Sunday night, driving 
home in the rain, we vowed that no weekend would ever be that precious to us, ever again. We 
vowed to live more like our friend the climbing bum, rich in time. 

In the early days of the business we had simple rules, but we followed them like religion. One 
was the two-day weekend. We never violated that, no matter what—it was a line we were 
afraid to cross, as though lightning would strike us down if we did. Combined, the two of us 
worked about 50 hours a week. We didn't talk about work at home; that was a rule. That's 
especially important. When we left the bakery, we were gone until we came back. In fact, for 
our first seven years in business we lived 17 miles out of town, the last 5 of those over gravel, 
and had no phone. No phone and a gravel road for seven years is a wonderful, wonderful thing 
for teaching the basic work/home separation habits. 

Those things are what we have always called handrails—physical things that make it almost 
impossible not to live how we want. But the biggest handrail of all was what we used to call our 
"three-week trips." Sometimes longer than three weeks but never less; we never skipped them. 
In the early years they were mostly wilderness trips; later we often went to Latin America. We 
worked so we could take trips. We loved our work, but we worked so we could take trips. Later, 
as the business got more intense, it was easy to get confused and begin to think the trips were 
to refresh us so that we could work better. We fought that thought like the poison that it is. The 
trips were, are, their own justification. 

I have a list of our early three-week trips here on my computer. In 1975 (postgraduation, 
prebakery) Laura and I hiked 31 days straight, the full height of Montana from Yellowstone to 
Glacier. In 1976, our first summer with a running business, we left the business with our 
employees and hopped freight trains from Montana through Canada to the East Coast. When 
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we got back, we were short one employee; they had locked her up in girls' prison for stealing 
$1,000 from us. Bread quality, though, was still good. In 1977 we hiked from the Crazy 
Mountains to Cooke City, 27 days on the trail plus the logistics on both ends. A bakery employee 
dropped us at the trailhead. In 1978 our first daughter, Sally, was born; we only got a 9-day 
camping trip in the Bob Marshall Wilderness. In 1979, though, we made up for it, driving due 
north 60 hours through Alberta, British Columbia, Yukon, and into the Northwest Territories. I 
loaded Sally on my back, Laura carried the food, and we backpacked into the Mackenzies. Sally 
was six months. One night there were three grizzlies visible from our tent, just picking berries. It 
goes continually like that, to the present. The actual time away from the business was much 
longer than those trips suggest, because you need a week or two at least for logistics on 
wilderness trips like that. 

It was the inviolate nature of those weekends and trips that forced us to hire right and train 
right and invent systems for our people as the business grew. It grew up around that belief 
system, accommodated to it. Of course, that was fabulous for the business—imagine a little 
bakery, or a just-beginning two-employee franchise company, whose people knew they had to 
do Sundays alone, Mondays alone, August alone—and that there was no way to call if they got 
into trouble. 

Laura and I work on ourselves, read success stuff, write in our journals, build habits, break 
habits—if that's what it takes to have a great life, we're into it. But we really believe that it's the 
physical solutions that work, not the mental ones. The physical act of leaving has tremendous 
power. That sounds so obvious. It even sounds easy. And in fact, it is easy, once you get the 
hang of it. 

NEVER LET ANYONE—YOURSELF INCLUDED—MAKE YOU 
'PAY' FOR TAKING A VACATION. 
Handrails  

We really like strong lines between things. We carry time cards, and we punch in, punch out, to 
the nearest five minutes. We know when we're working. We get paid by the hour by Great 
Harvest. I have a little Excel sheet I keep—we make a conscious decision each year how many 
hours we will work. We work less now than we used to. In 1993 we worked 2,986 hours—that's 
for the two of us, so if you figure 2,080 hours is full time (52 40-hour weeks) we were working 
three-quarter time. In 1996 we decided to go to 1,000 hours each, basically half time. The past 
four years have been controlled, by time card, at exactly that. 

Aside from the 1,000-hour rule, we vary our schedule any way we want. Last winter, against a 
deadline, I worked an 18-hour day followed by a 24-hour day, straight through the night. I love 
the intensity of being on a roll. Other days we'll drive in for a single meeting and clock less than 
2 hours. To some extent the 1,000-hour rule has replaced the rigidness we used to have about 
weekends and vacations. Right now, for example, I'm billing. It's Sunday, I'm on a lawn chair by 
the Jefferson River in strong Montana sun, camped really nowhere, 50 miles outside Dillon. I live 
the life they like to show in the computer ads. Difference is, I have my 1,000-hour spreadsheet, 
and when my year is done, it's done. I know when I'm working and when I'm not. Writing by a 
river is nicer than writing inside, but it's still more like writing, less like river. 
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You can see, by fast-forwarding from our beginnings to now, that what works for us with a 100-
plus-bakery franchise is what worked for us with a single retail store. Simple, physical handrails. 
Handrails that we set, then follow without further questioning. All the good systems, all the 
good habits, derive from this simple act of partitioning. In the old days working on a Sunday 
would have been taboo. But the partition between work and play is just as simple and clear 
today as it was back then. 

When the company's needs made it seem impossible to leave  

Business is very dynamic. There's no off switch, as you well know. But honestly, nothing pops to 
mind, storywise, about times when it seemed impossible to leave the business, and that fact 
alone is interesting. The feeling of leaving for a long time, let's say three months, has always 
been the kid-out-of-school feeling, nothing more. Traditionally, right before going, we've drunk 
coffee through the night and built one last system or written one last newsletter. It's a happy 
time, when all workaholic taboos are suspended, and we're free to whirl ourselves right over the 
edge of crazy, knowing a big clean block of no work lies straight ahead. We do what it takes, 
using all this getting-out energy, to leave the business in good shape. But since we do it every 
year, it's nothing new for our people, and it isn't as onerous to get out as you'd think—now or in 
the past. Most of this getting-out energy goes into fun improve-the-business things, not things 
we feel we have to do. 

An important rule: never let anyone—yourself included—make you "pay" for taking a vacation. 
You work a bit harder before, but it's because you naturally feel like it. You work a bit harder 
when you get back, often, because you feel like it. But don't ever buy in to other people's myth 
that the work should stack up. It shouldn't, or something's broke. 

But your original question, I know, wasn't about when things are going right; it was about how 
to leave when everything's going wrong. I would give two simple answers. First, trust your 
people, even if they don't solve the problems exactly the same way you do. Problems that may 
look to be over their heads usually aren't, and they'll have a much more interesting summer if 
the thing is not running like clockwork. And second, remember the power of the physical 
solution: physically put one foot in front of the other (and I mean your physical foot), and you'll 
find your physical body moving out the door. Your brain may object vigorously, but it has to go, 
physically, where your body carries it. Then, physically, don't look back. 

After a week in the woods or wherever, it will make more sense. 

Find kindred souls. Hire them  

Laura and I purposefully created a little world where we fit. We hire people who think like us, 
and we accept as bakery owners people who want to live their lives the same way. Our head of 
Legal is off on a one-year leave; she'll be back next September. Our hiring ads say clearly that we 
need people with "strong personal loves as important as their work." 

This is not a little thing. You can't have a great life unless you have a buffer of like-minded 
people all around you. If you want to be nice, you can't surround yourself with crabby people 
and expect it to work. You might stay nice for a while, just because—but it isn't sustainable over 
years. If you want a happy company, you can do it only by hiring naturally happy people. You'll 
never build a happy company by "making people happy"—you can't really "make" people any 
way that they aren't already. Laura and I want to be in love with life, and our business has been 
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a good thing for us in that journey. It's been as much or more fun than any other work I can 
imagine. The proof is in the simple fact that it's kept our strong interest for 30 years. But we 
could never have done this if we had accidentally hired serious, intense people. For me, the 
simple idea of surrounding ourselves with the kind of people that we want to be is the whole 
reason we built and stayed with Great Harvest so long. We gathered a group of people like 
ourselves so we could be ourselves. 

What business gave us  

Because we have always cared so much about having fun and being nice people, I think we 
would have achieved that in our lives no matter what we did, whether we had been 
businesspeople or not. The business didn't really give us that—we gave that to the business. But 
what the business has given us in return is more excitement, even adventure, and much more 
constant growth and change than we would have had otherwise. I think that we are stronger as 
people for having chosen business as our trade. In weight training, you get strong by increasing 
resistance as soon you can handle it without injury. You'll get hurt if you start out lifting too 
much. But you can work up to weights that at first would seem impossible by increasing 
resistance in a stepped program. I love that about business. It makes you use everything you 
have—spiritually, mentally, emotionally—but, if you grow it right, it's always coming at you in 
chunks you're strong enough to manage (often, much to your own surprise). I don't know if I 
could have grown in the ways that were important to me doing anything else. —Pete, October 
22 

Pete, I wonder whether it might be harder than you think for some readers—people running 
companies or wanting to—to quite believe you. Because even as you describe convincingly and 
concretely how you've governed your work so it enables your life, it still can seem too easy. For 
many readers the idea of physically putting that one foot in front of the other, of "moving out 
the door," represents a forbidding leap of faith. It just doesn't look doable—not when it feels to 
them as if things are barely being held together as is, not when it feels as if without them the 
business won't have enough fuel. You would be right, of course, to say that to the extent those 
perceptions are accurate they're another sign that things "are broke." Never- theless, it's wise to 
respect the inhibiting power of those feelings. To most people that leap of faith is scary, is what 
I'm saying. Maybe you already understand that. Can you help people think about how to make 
the leap? —Michael, October 23 

YOU NEED A BUFFER OF LIKE-MINDED PEOPLE AROUND YOU. 
A blueprint of one's own  

I've been thinking hard about how to answer your question, which I could maybe restate as, 
How can it be easy to put one foot in front of the other, walk out your company's door, and not 
look back once, while you go do something else for three months? 

For many businesspeople, the idea that leaving can be that easy—not only easy but also good 
for them and for the business—is so far from their own personal experience that they will 
assume it's a lie or at best a careless exaggeration. As you so gently pointed out, the answer I 
gave before, "simply, physically, leave," just doesn't cut it. 
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I think I can give you a satisfactory answer. It's not an answer that's going to bring real 
satisfaction, though, because I'm afraid it might make the goal seem even further out of reach. 

If the question is, How can it be easy to walk out the door? then the answer is, It's easy when 
every facet of your life has been chosen or designed to make it easy. No exceptions. When all 
your choices are made with freedom and simplicity powerfully in mind, then freedom and 
simplicity are not only easy but also inevitable. 

It really is easy for Laura and me, and always has been. I'm not saying there has never been a 
tug-of-war—those feelings are common—but there's never been any question which side pulls 
strongest. I touched on some of the reasons earlier, such as structuring the company from top 
to bottom to support freedom of motion and building an organization of people who thought 
like us. The systems match, the people match, and right there you've avoided a huge hurdle that 
you would've had to get over if your company hadn't grown up from scratch around freedom as 
a vision. 

If I list the choices that we've made, the list may only serve to make freedom and simplicity look 
unachievable or even undesirable. But still such a list may be worth making. A person glancing 
down our list of choices might be able to identify things in his or her own life that make leaving 
harder than it needs to be. 

Our list is only an example of the kinds of things that work. Someone in another part of the 
country, with different personal loves, would take a different path—but if he or she kept 
choosing freedom at every turn, it would probably work just as well. 

One thing, though, before I do the list. There are certain questions that you should never ask, 
because they throw your brain into a looping pattern, and you have to completely reboot. 
Questions like, What was it like before the universe began? or, What does God look like? or, 
Which came first, the chicken or the egg? or, How long will my life be? or even, What happened 
to this day? They are essentially unanswerable. Relax, enjoy life, don't worry about them. 

HOW CAN IT BE EASY TO WALK OUT THE DOOR? WHEN EVERY 
FACET OF YOUR LIFE HAS BEEN DESIGNED TO MAKE IT EASY. 
The granddaddy of such questions is, How do other people do it? Over the years we've learned, 
the hard way, never to ask that question. It leads to the worst kinds of mental short circuits. As 
proud businesspeople ourselves, we don't know how CEOs of the biggest corporations can find 
the time to reproduce, much less buy Christmas presents for their young. As hard workers 
ourselves, we don't know how other people can put in 72 hours a week, week after week, and 
volunteer on the side and be so cheerful. As parents ourselves, we don't know how people 
making a third the money we do can send twice as many kids to college. As runners, we don't 
know how the best marathoners can run 26 miles at amazing speed, one race after another, and 
not have their knees and ankles unhinge. 

We've trained ourselves to be fully at peace with that unanswerable, universal question. So here 
we are, taking more time off, working fewer hours than anyone else we know in our position. 
And still, surprisingly perhaps, it's a challenge for us to keep our refrigerator from running 
empty; let's not even think about the challenges of putting up our Christmas tree. So read this 
list for whatever you can get from it, but forget trying to use it as some kind of recipe. 
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List of things that make freedom and simplicity come easy for us 

 We avoid debt like poison. Our first house cost $5,000—and that was with 10 acres. Our 
whole life we've bought everything with cash. Only three times can I remember signing 
to a note, and all three times we could have paid it off the same day it was signed, from 
our own savings. I frankly don't know why we had those notes; we prepaid every one. 
We paid them off quickly because even if you have $1 million in the bank, a simple little 
car payment will ever so slightly enslave your thinking. 

 Our company is private, and we own 93%. Anybody can put a trip on us, anytime, but 
would fail to get purchase. We just plain run it how we want. 

 In the business, we are always aware of our two hats. We are employees, and we are 
also stockholders. We never get the two mixed up. It's OK to swap hats as needed and 
as appropriate. It's not OK to forget which hat we're wearing. Our relationship with the 
business is carefully, almost fanatically, businesslike. 

 We're very rural. Our house is eight miles outside of Dillon, Montana, a ranching town of 
5,000. Sixty miles outside Dillon, in any direction, is basically empty except for ranches. 
There's no pressure in a place like this to be any way except exactly how you want to be. 

 We get outdoors—a lot. Every single day we're out in the weather for at least a couple 
hours. Where we live, it's completely quiet except for birds and things. Weekends, we 
hike, ski, or camp. 

 Our only newspaper is the Dillon Tribune. It comes out on Wednesdays and never prints 
a single word of world or national news. 

 Our TV plays only videos. We haven't had regular TV in our house since college, 30 years 
ago. Our daughters grew up with no TV at all. 

 Laura and I both write in our journals, on average, an hour-plus per week. We've been 
doing that almost as long as we've had the business. Our journal work is almost 
exclusively about being the people we want to be, living the life we want to live. 

 We run or lift weights for an hour or two every day, generally alternating six- or eight-
mile runs one day with weights in our yard the next, with hiking or skiing on the 
weekend. We do all our exercising outdoors, no exceptions, in our yard for the weights, 
on gravel roads for our runs. We know how to dress comfortably for every kind of 
weather Montana has. Being out in strong weather is one of our loves. 

 We are completely surrounded by animals at all times. That's important, because 
animals think differently. Right now we have four cats, two llamas, one old horse, and 
Kona, our dog who visits occasionally. We live in perhaps the "cowiest" place on the 
planet. There are cows and horses in all directions, all the time. We see baby calves and 
baby colts born alongside our driveway every spring. Even at work, our entire building is 
so pigeon infested it's like a prize-winning photo from National Geographic. Sheep 
drives come right down the main street through town. Yesterday we saw a herd of 
antelope close up and two deer you could have tossed a rock to. In fact, right at this 
moment as I dictate this sentence I'm driving between Butte and Dillon, and there are 
seven cow elk skylined on the hill to my right. 

 Our house is 1,300 square feet, not including the basement. It's a simple white 
farmhouse with a porch and a porch swing. Our bed is smaller than most, a simple full-
size, which still allows room for cats. The one bathroom has one sink, one toilet, and 
one very short tub, maybe the shortest real tub you've ever seen. No shower. It worked 
fine for us even when our daughters were going through high school. Sometimes, in the 
morning, all four of us were in there. 
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 We are surrounded by a thick windbreak of trees we planted ourselves. We can't see 
our neighbors. Even if we could, the closest is a quarter of a mile away. The trees are full 
of birds most of the year. 

 We have compelling, constantly evolving personal loves, totally unrelated to our work. 
Favorite magazines include The Bolivian Times and others whose titles few would 
recognize. We buy books like crazy. I just noticed that Amazon is keeping track of us and 
has sold us more than 200 books. Even so, we are lucky to own a magic bookcase that 
never gets full. I would say less than 25% of our reading is even remotely related to our 
work. Because of our small simple house and our magic bookcase, we aggressively 
prune anything we aren't going to use. 

WE ALMOST NEVER MULTITASK. WE START SOMETHING, 
DO IT, STOP IT, PAUSE, START THE NEXT THING. 

 We spend every summer either in Latin America or on a wilderness trip. When we travel 
in Latin America, we avoid cities. We try to find towns that are the Latin counterparts of 
Dillon. Rural travel in Latin America may seem completely different from wilderness 
trips, but both have the same effect on our perspective and priorities. 

 We have always found it easy to save. Even when we weren't making much money, 
saving came pretty easy. It seems as if we've spent less than we made, our whole life. 
That's good for freedom. 

 We meditate. I meditate mostly in the yard, Laura mostly in the house. Mornings, this 
time of year, I watch the aurora borealis. Our mama cat meditates with me. Meditating 
isn't religious for us; it's just a quiet time, without much thinking. 

 We eat simple and healthy. We don't try, particularly, but Laura has a degree in 
nutrition—and we are in the whole-wheat business, after all. Meals are simple and 
basic. 

 Speaking of the whole-wheat-bread business, it doesn't produce a lot of ethical-values 
bind. It's a nice business, that way. 

 We "buy it, don't make it." Anytime we can trade money for time, we do so. We were 
like this, to the extent we could be, even when we were poor. 

 We always "buy high, sell low." That's really a key to freedom. The minute we're done 
with something, we sell it supercheap and get it out of our life, fast. When we need a 
thing to make our goals happen, we outbid everybody. 

 We almost never multitask. We start something, do it, stop it, pause, start the next 
thing. We try never to think about what we aren't doing. We make choices mindfully, 
and then we're happy with them. 

 I was born without the gene for responsibility. I like helping people, I like being a nice 
person. But when people want to get me to do something, it's like trying to pick up a 
watermelon seed off a smooth plate. 

 We married each other. We think alike; we've grown up together since we were 15. We 
can move with great freedom, as a pair. —Pete, December 4, 2000 
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About 
MONEY 
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Some Thoughts About MONEY 

Money has energy. You are either in tune or in sync with it or not. You are 
either attracting it or repelling it. The ignorant simply call this "luck" and 
give it no further thought. But there's more to it than that. This is the 
intangible of wealth and success that cannot be boiled down to formula; 
the magnetic attraction aspect; the energy of money. 

To attract money, one must be comfortable with having it, with demanding 
it, deserving of it, and at peace with it. To attract it you must be certain of 
having it. Desperate pursuit or fearful insecurity repels money, sets up a 
negative energy shield that prohibits money from getting to you. To attract 
money, one must have a success or prosperity consciousness, not a poverty 
consciousness. To attract money, one cannot be casual about it, but neither 
can he be overly concerned about spending it or giving it; doing so signals 
money that you are afraid it cannot be replaced, and fear of any kind repels 
money. A tightly clenched fist cannot let the penny out, but it cannot 
receive the dollar either. 

To attract money, one must have ideas, but also put ideas into action, and 
put oneself into circumstances conducive to attracting money. Ideas alone 
never convert to money. The so-called "idea person" who claims to be so 
much of an idea creator that actually implementing is a waste of his talent, 
in truth uses ideas as excuses for inactivity; as a means of avoiding risk; and 
is again exhibiting fear, and fear always repels money. 

No one can literally "make money." You do not manufacture or print or 
mint it for yourself. Instead, a person must create exchangeable value of 
one kind or another, and find way to promote that value so others will 
desire it. 

It is a myth and a lie that you should not or cannot directly and overtly 
pursue money, or monetary benchmarks. Many teachers insist that you 
must only pursue other goals and let the money take care of itself. This is 
one of the reasons so many metaphysical teachers and success 
philosophers are broke. You can and should most carefully and diligently 
measure and monitor your financial progress. I have had my greatest 
success, my fastest wealth accumulation from the time that I became very, 
very, very serious about very frequently measuring where I was vs. where I 
wanted to be financially, setting financial return objectives for virtually 
every project, every undertaking, every activity, counting, celebrating the 
acquisition and investment of each additional dollar. To attract money, you 
must make it feel welcome, respected and appreciated when it arrives. 
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It is also a foolish adage: you can't count your money when you're sitting at 
the table. Perhaps true gamblers feel this way. But not investors, 
entrepreneurs; not those who understand that blind archery is dangerous 
minute by minute. After all, when will you not be 'sitting at the table'? 
When you are dead. So you must know where you are, and where you are 
in relation to the progress the timetable you have set up for yourself, all the 
time. You do not attract money by pretending it doesn't matter. That is 
disrespectful and insulting to money; it is fundamentally dishonest or 
delusional. 

It is also wrong to advise against hoarding money. If not wrong, at least 
simplistic. Some portion of the money that is attracted to you must be 
hoarded—that is, placed in the most conservative and safe of investments, 
immune to loss of value in any way. Other portions of the money attracted 
to you must be re-invested in your own enterprises, invested more 
aggressively elsewhere, invested in your health and well-being and personal 
satisfactions, invested in your family, and, of equal importance, given away 
freely to others you choose as legitimately deserving of assistance. 

Ironically, giving is as important as accumulating, in the continuous 
attraction of money. Giving conveys a message to money of both 
confidence and fairness, which attracts money. Accumulating without the 
counter-balance of giving conveys fear, which repels money. This was first 
driven home to me by my late friend Foster Hibbard. It is the strangest 
secret of money; that if you have two and give away one, you do not have 
one left; you have three or four or five. 

You can condition yourself and your thoughts to be magnetically attractive 
to money. 
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INDEPENDENT POSITION 

Less you need income, 
more opportunity presents itself 

Object should be to get to position 
of not needing (more) income 

so more and better opportunities 
present themselves, 

so you can be increasingly selective 

 

NOTES: 
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WHY AND HOW PEOPLE GET MONEY 

1. For what they do LABOR 
 

2. For what they know KNOWLEDGE 
 

3. For leveraging what they know how to do PRODUCT/PROCESS 
 

4. For getting others to do things LEADERSHIP 
 

5. For who they are CELEBRITY/CREDIBILITY 
 

6. For who they know INFLUENCE 
 

7. For use of their capital or other assets STEWARDSHIP 

 

NOTES: 
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HOW IS WEALTH CREATED 

Inherit 
Marry 
Luck 
Celebrity 
Sports 
Slow "Millionaire Next Door" Method 
Toll Position* 

 

X# Time To "Set Up" 
Y# Time To Harvest 

NOTES: 
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MILLIONAIRE BEHAVIOR 

FREQUENT PURCHASES 

31% Wal-Mart 
17% Sears, Penneys 

 

AUTOMOBILE OWNERSHIP 

20.9% Ford, Chevy, Olds 
12.3% A car at least 6 years old 

Source: The Millionaire Mind Millionaire Next Door NOTES 

 

 

 

NOTES: 
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3 MONEY MANAGEMENT 
RESPONSIBILITIES 

FOR ENTREPRENEURS 

Liberate cash. 

Avoid tying up cash in idle, inactive assets. 
Use credit wisely.* 
Take advantage of all no interest business credit* 
Abhor fixed overhead. 
Carefully monitor and control expenses. 
Minimize taxes. 

Extract cash. 

You are to extract cash from your business. 
MISTAKE: letting too much cash accumulate in the business. 
Get and carefully use good tax and financial advice EARLY. 

Invest cash. 

"Untouchables" At risk 
Assets that appreciate (or at least don't depreciate) Tax advantaged investments 

 

 

*No long term debt. 
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IRAs: THE BENEFITS OF TAX-DEFERRED 
COMPOUND INTEREST 

The chart below illustrates what happens if you invest S2.000 each year in an IRA at a 10% 
annual yield. 

Year 

Average 
Annual 

Yield 

Total 
Amount 
Invested 

Total 
Value 

1 Year 10% $2,000.00 $2,200.00 
10 Years 10% $20,000.00 $35,062.00 
20 Years 10% $40,000.00 $126,005.00 
30 Years 10% $60,000.00 $361,886.00 
40 Years 10% $80,000.00 $973,703.00 
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THE 
INCOME AT WILL 

POSITION 
 

" I literally used to sit down and say, 
'Now let's write a swimming pool.'" 

—John Lennon 

 

 

 

NOTES: 
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FINANCIAL FORTRESS PERSONAL 
INDEPENDENCE 

1. Zero debt 

2. Sufficient passive income from investments to meet your needs without 
having to work 

3. A portion of your personal capital as "untouchables" in conservative, 
safe investments 

4. Legal and insurance protection in place, to greatest extent 
possible……asset protection 

5. At least 50% of your time freed from mundane, routine business 
responsibilities and functions, so that you can creatively explore and 
exploit opportunities selectively 

6. A marketable personal skill and expertise that commands respect and high 
fees, if and when you choose to work 

7. Ability intact to create Income At Will 

8. Avoid those activities or associations that put your Financial Fortress 
at undue risk 

 

NOTES: 
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Debt Is Evil because…… 

1. The power of compound interest is used against you instead 
of to your advantage. 

2. Every dollar you bring in is instantly diminished in value by 
its need to contribute x-cents to servicing your debt 

3. It is habit-forming. It is easy to get good at juggling debt, 
comfortable at living in debt. Even to get so adept at 
'survival skills' it gets in the way of perfecting success skills.' 

4. It forces, compels or at least encourages you to do things 
you would otherwise not do. 

5. It provides a source of worry, anxiety, frustration and 
depression that is completely avoidable, which then 
interferes with your productivity. 

6. It makes you vulnerable to short-term competitive or 
marketplace forces that you could otherwise weather. 

7. It lengthens the time required to get to your personal 
"money number", signifying safe harbor, security and 
independence. 

8. To be fair, you must make a distinction between defensible 
debt and indefensible debt, however ultimately ALL debt is 
counter-productive. 
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"Make 
your money 
in the dark." 

—Lyle Stuart 
 

 

 

 

NOTES: 
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