
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

“The Ultimate Guide  
To Creating Wealth In Your 

Self Directed Retirement Plan” 
 

Featuring  
Thom Garlock 



 

 
2 

Part 1: The Importance Of A Self Directed Retirement 
Plan 
 
GREG: Hi, this is Greg Rollett and in this module, I’m joined by a 
good friend, best-selling author, and real estate entrepreneur Thom 
Garlock.   
 
In this section, Thom is going to give us an overview of an 
investing strategy that deals with using your own retirement 
accounts.   
 
As you may recall from the first module, Brian Tracy was sharing 
the characteristics of a great business in today’s economy, and 
what it takes to be successful.  What Thom is about to share with 
you syncs perfectly with Brian’s views.   
 
It will really help you to have a thriving real estate business, and 
achieve your business and lifestyle goals.  Thom, you and I first 
met a few months ago at the filming of America’s premier experts 
TV show in Washington DC last year.   
 
You mentioned to me some of the things that you do and some of 
your investment strategies.  I’d never heard of this concept, of own 
real estate in a retirement plan, until I met you and we had this 
conversation.   
 
As I recall, there were some other financial experts that were being 
interviewed on the show as well, and most of them admitted to not 
knowing much about this concept either.  Why is this such a secret 
to most investors? 
 
THOM: Greg, the problem is that there’s never been an incentive 
for your stockbroker, banker, or really anyone else, to tell you that 
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you can own anything other than stocks, bonds, or mutual funds in 
your IRA.   
 
From the day the IRA was created, all the way back in 1974, 
you’ve been allowed to own real estate, gold, silver, land, 
mortgages, tax leans, and even a business inside of your IRA.   
 
The good news is that the diversification into these other assets is 
not only allowed, but it really works.   
 
The investors that have diversified their retirement plans have done 
much better over the last ten years compared to the investors that 
have not diversified and they’ve only held stocks, annuities, or 
money market deposits in their retirement plan.   
 
It’s been a lost decade for many investors.  Many baby boomers, as 
we know, can’t retire as planned.   
 
It’s been hard to make money on Wall Street without dedicating a 
whole lot of time constantly trading the market.  That’s why I’m 
excited and really honored to create this course with someone as 
successful and respected as Brian Tracy.   
 
Brian has taught me over the years that you have to embrace 
change.  You have to have the right attitude towards change if you 
want to experience lasting success in life. 
 
GREG: Thom, I couldn’t agree more.  I’m really excited to learn 
more about these strategies, because there are a lot of 
misconceptions about what you can do with your retirement 
accounts.   
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I really want to dig into this material and help everyone listening 
learn these strategies.  Can you start by breaking down an 
overview of the steps? 
 
THOM: Sure.  I would say the first step is that you have to 
convince yourself that this is both possible and legal.  Although 
this has been done for thirty years – in other words, putting non-
traditional assets into a retirement plan – it’s still not well-known.   
 
When the people that you trust or that you go to for investment 
advice say, “I’ve never heard of this,” or, “that may be illegal,” it 
gives you reason to pause.  You need to do your own research.   
 
Go visit IRS.gov and look at the section on IRAs or see the list of 
self-directed IRA custodian sites that we’ve put into the action 
guide.  You need to go to their websites and convince yourself that 
this is really something that’s available to you.   
 
Here are three things to keep in mind.  When congress established 
the IRA in 1974, they did not make a list of investments that you 
can own in your IRA.   
 
Instead, they assumed you would make any investment that would 
fit your individual goals for retirement.   
 
The second thing to know is that since the original IRA accounts 
were provided by banks, brokerage firms, and mutual fund 
companies, those companies limited your ability to only buy the 
investments that they sell.   
 
The third item to keep in mind is that with a self-directed IRA or a 
401k plan, you direct the investments that go into your account.  
You can own anything that you want with just a few exceptions.   
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Your self-directed IRA custodian is just like a bookkeeper.  You 
tell them what to do, what to buy, and what to sell.   
 
At that point you’re in complete control of your account and those 
assets.  You can get your investment advice from anywhere that 
you like.   
 
The self-directing custodian is there to make sure that you don’t 
break any of the IRS rules, and we’ll talk more about those rules 
here in a few minutes. 
 
GREG: Thom, those are three great points to give us some 
background on what the IRA is, and what we can do with it.  That 
really ties into one of Brian’s main points that he talked about in 
his module, which is to do your research and create an action plan 
that ties back into your goals, right? 
 
THOM: Yes.  There are a lot of people that are doing self-directed 
IRAs.   
 
They’ve found ways to avoid Wall Street investments and to not 
have to pay taxes on the gains that they make every time they 
make a profit. 
 
GREG: Wow. Okay, I’m starting to convince myself that this is 
legal, I’ve started to look at the list of custodians, and I've done my 
research.   
 
What should I do next?  What are the action steps that I need to 
take? 
 
THOM: Well, you should know that this isn’t for everyone.  When 
you’re self-directing your retirement plan you’re taking 
responsibility for your own investing results.   
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Some people are afraid to manage their own money.  They don’t 
want to take responsibility for the results.   
 
I think the problem is that Wall Street has just been very effective 
at building our reliance upon them.  They want you to rely on only 
their research rather than doing your own research.   
 
Most investors depend on someone else to tell them what to buy, 
what to sell, and when to do it.  At the end of the day, every 
investor eventually comes to realize that they are in this on their 
own.   
 
Nobody cares more about your money than you do.  It’s up to you 
to diversify and build your own retirement plan.   
 
That’s why I wanted Brian to share his secrets on self-discipline, 
being creative, having the right mindset, and how to set goals.  The 
good news is, lots of people are doing this.   
 
One of the largest custodian company’s is now reporting that they 
have over a hundred and thirty thousand self-directed IRA 
accounts.  That’s just one company.   
 
You’ll find that the people doing this are so excited about the 
money they’re making and the results that they’re getting, that they 
want to share their stories with you.  They want to teach you what 
they’ve learned and how they do it.   
 
Nearly all of them will tell you that they wish they had started self-
directing their retirement plan sooner.  It happened to me.   
 
I’ll admit it, I ignored the advice from one of my mentors many 
years ago.   
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He’d say, “Thom, you’re making a lot of money, but you’re paying 
a lot of taxes.  It’s not what you make, it’s what you keep.”  
 
I didn’t really listen to him.  There wasn’t a course like this out 
there twenty-five years ago.   
 
One day, I had a great deal, and I needed two million dollars 
quickly in order to buy a project.  My mentor loaned me two 
million dollars out of his IRA for six months until I could get a 
bank loan in place.   
 
I didn’t realize that people had that much money in their IRAs, and 
that they would even use that money to make loans like the type I 
needed. 
 
GREG: Wow, Thom, that’s an incredible story.  I love that you’re 
talking from your own experience and the fact that you needed a 
little social proof and confirmation in order to be able to do that.   
 
That might be the case with many people going through this 
program.  If we don’t see others doing it, we’re a little skeptical 
ourselves. 
 
THOM: Yes, that’s a great point.   
 
When you’ve done your own research and you go to a self-directed 
IRA conference and meet other investors, you’ll be amazed at the 
options that you have and by the success that other people are 
having.   
 
All of these investors with self-directed retirement plans basically 
take the same approach.  That is, invest in what you know.   
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That’s what I advise our clients to do.  Just invest in what you 
know.   
 
If you don’t understand it, stay away from it.  Look for 
opportunities that you control and understand, and just invest in 
what you know. 
 
GREG: I think that’s really powerful information, to invest in what 
you know.  You started to talk about some of the things you’ve 
done with your clients.   
 
You told me a story before about one of your clients that has really 
diversified his money in his 401k upon retirement.  I’d love it if 
you could share that story with us today. 
 
THOM: Sure.  This is a client that spent his entire career in the 
aircraft manufacturing industry with a large company.   
 
When he retired four, maybe five years ago now, he’d built up an 
average size 401k plan.  After he’d done his research on self-
directed IRA plans he moved that 401k money into a self-directed 
IRA, and then he went out and invested in what he understood.   
 
He diversified his investments into gold and silver.  He bought 
three rental homes and then he bought twenty acres of land that 
they’re actually growing Christmas trees on now.   
 
If you look back at his success – we know gold and silver’s done 
very well over that four or five year period, the rental homes have 
provided good monthly cash going back to his retirement account, 
and the twenty acres with the Christmas tree farm, I think is going 
to be very profitable in ten years. 
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That’s just about the time he plans to start living off the money that 
he’s built up inside that retirement account. 
 
GREG: Thom, that’s a great story of someone taking action and 
using these IRA accounts to set himself up for the future, looking 
and planning ahead, something that Brian talks a lot about, and 
setting goals for the future.   
 
Looking at ten years, when this client of yours can start living off 
their funds.  So far, in this module, we’ve talked a little bit about 
the history of the IRAs and how we can use them.   
 
What else do we need to know about them before we can start 
taking action with these self-directed IRAs? 
 
THOM: Good question.  You really want to get a good 
understanding of the rules that are related to self-directed IRAs.   
 
We’ll get into more details on these later.  Basically, there are rules 
that are called prohibitive transaction rules.   
 
You’ll need to understand those and how to avoid making a 
prohibitive transaction.  Keep in mind, the IRS wants to eventually 
collect taxes that’ll be due when you as the account owner begin to 
withdraw money from your retirement account to live on.   
 
The IRS enforces rules that are in place so that the IRS eventually 
gets paid.  There are those types of accounts that are never taxed 
when you pull money out and live on it in retirement.   
 
We’ll talk about those next.  Keep in mind that the IRS wants its 
tax money, so they prohibit some transactions that may lead to a 
loss of money in your account.   
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If you lose money in your account, the IRS isn’t going to get the 
money that they want.  All of these prohibitive transaction rules are 
around the idea that the IRS wants to collect some taxes as you 
pull that money out.   
 
These rules that we’re talking about really restrict you, as the 
account owner, from getting any benefit from your account other 
than a financial benefit.  For example, every summer I get calls 
from parents that are sending their children off to college.   
 
They want to buy rental properties in that college town and have 
their son or daughter live in that property, and they want to use the 
money out of their IRA to finance the purchase of that property.   
 
Their plan, of course, is to avoid paying student housing costs for 
the kids and eventually, they want to sell that property, hopefully 
at a big profit, after graduation.   
 
I use this as an example because there are two reasons why that 
kind of transaction is considered a prohibitive transaction.  The 
first is that your IRA’s prohibited from doing business with a 
family member.   
 
We’ll talk more about that later.  The second reason is that, in this 
case, the account owner’s getting a non-financial benefit from the 
property owned by the IRA.   
 
They’re using IRA money to pay for a property that would’ve 
normally been paid for out of their own personal expenses rather 
than from the IRA account.  The assets in the IRA must be 
invested for the financial benefit only.   
 
In other words, you can really only buy investment properties 
inside of your IRA.   
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It’s ironic that the IRS would prohibit you from buying a property 
like the one we just described, when they have no problem with 
you going out and investing all of your retirement money in stocks 
that can become worthless. 
 
In that case, the IRS isn’t collecting any money because your 
account has been wiped out.  But nonetheless, there are these 
prohibitive transactions.   
 
They’re all listed in the action guide and we can definitely go 
through that later. 
 
GREG: Thanks Thom, for sharing that.  I think, again, that’s 
another great example, just so we can see different scenarios of 
what is going to work and what doesn’t work with these IRA 
accounts.   
 
As we wrap up this module, I want everyone going through this 
program to take some time and go through their action guide.   
 
Start looking at some of the background and the research into these 
self-directed IRA accounts so that as we move forward, you can 
begin implementing this investing strategy yourselves.   
 
Through the teaching and guiding that Thom is going to share, he’s 
going to break it down step-by-step for you so you can begin to see 
success with this strategy sooner.   
 
In the modules that follow, Thom is going to be sharing some more 
rules and guidelines that you need to follow.  You’re also going to 
learn some marketing and braining strategies that Brian’s going to 
share to help your business grow in the future.   
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Thom is also going to reveal a secret strategy about an IRA that 
never pays a tax.  He alluded to it a little before.   
 
Right now, go through your action guides, and come back and join 
us in the next module as Thom shares more information on how to 
use these IRA accounts. 
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Part 2: Choosing Your IRA Account 
 
GREG: Hi, this is Greg Rollett, and once again, I’m joined by best-
selling author and real estate entrepreneur, Thom Garlock.   
 
Throughout this program Thom and Brian have shared and given 
you guidance on how to be more successful and use cutting edge 
strategies to get ahead in your business.   
 
In this module, Thom is going to further break down his business 
strategy to help you get started investing in real estate using your 
IRA accounts.   
 
Thom, I wanted to start this module by talking about the different 
types of self-directed IRA accounts.  Can you share those with us? 
 
THOM: Yes.  Let’s cover the types of retirement plans available.  
We’ll talk about the most common accounts that can be self-
directed.   
 
In the action guide, there are a lot of details on the various types of 
accounts.  We’ll just really focus on the main benefits, and we’ll 
talk about the ROTH IRAs, which are the type of accounts that 
never pay a tax on profits.   
 
Let’s start with the most common type of an account.  What most 
people have is known as the traditional IRA.   
 
This started back in 1974.  The annual contribution limit is five 
thousand dollars a year, unless you’re over fifty years of age.   
 
Then you’re getting the benefit of what’s called a catch up 
provision.  In that case, you’re allowed to put up to six thousand 
dollars in that traditional IRA account.   
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Since we’re talking about contribution limits, let me touch on a 
common misconception about using the IRA as an investment 
vehicle.   
 
Although the amount you can deposit into your IRA each year is 
limited, the amount that you can make on your investments in the 
account is not limited in any way.   
 
Some people get the annual contribution amounts confused 
initially and ask, well, why would I ever use my IRA as an 
investment vehicle if I’m limited to only making five thousand 
dollars a year?   
 
Again, there are limits to what you can contribute into the account, 
but there is no limit on how much money that account can make 
every year.   
 
Most investors can take the annual contribution that they make into 
their account as a tax deduction when they deposit money into a 
traditional IRA. 
 
GREG: Thom, that’s a great background for starting to talk about 
IRA accounts.  In the action guide, there’s also a good table that 
lists each of the types of accounts, correct? 
 
THOM: Yes.  The ROTH IRA account was created by congress 
back in 1987.  In my opinion, it’s the most powerful wealth 
building account there is, since you never pay tax on the money 
that you take out of your ROTH IRA.   
 
Also, there’s never a requirement to take required minimum 
distributions out of your account when you turn seventy and a half 
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years of age, like there is in the traditional IRA or in the 401k plan.  
Also, the funds that are put into the ROTH are after tax dollars. 
 
GREG: Thom, those are some very important things that you just 
shared about the ROTH IRA.  What we need to gather is that the 
traditional IRA grows tax-free.   
 
I can make unlimited profits on the account, and I will pay taxes 
when I withdraw the money.  But the ROTH IRA, you can make 
unlimited profits and I never pay tax with the money I pull out.   
 
I’m assuming that’s correct.  Now, why would anyone choose a 
traditional account versus that ROTH IRA account? 
 
THOM: Good question, Greg.  Typically, those who favor the 
traditional account like it because they get to write off the amount 
of money that they deposit into the account each year.   
 
With the ROTH, the contributions are not deductible.  With the 
ROTH account, the IRS is basically saying, pay the tax on the 
money now before you put it into the account.   
 
Once you put it into the account, it can grow tax-free forever and 
you’ll never have to pay tax when you take money out of that 
ROTH account. 
 
GREG: Thom, I appreciate you clarifying that.  Something else I 
want to talk about, because a lot of people are working and through 
their work they have 401k plans.   
 
A lot of people have them.  Tell us a little bit about them, and how 
they would fit into this strategy. 
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THOM: Yes.  There are somewhere over forty million Americans 
that have a 401k plan at either a current employer or a past 
employer.  Many of them, unfortunately, are now telling the joke 
we’ve all heard, that my 401k is only a 201k.   
 
I believe that if the 401k owners were allowed to invest in what 
they control, they would have done much better, in terms of 
profits, over the last ten years.  But we know most plans that 
people are part of just limit you to paper assets.   
 
You’re not allowed to own hard assets in the common 401k plan.  
If you have a 401k plan from a past employer, that money can be 
transferred, or what is commonly called rolled over into a self-
directed IRA that you control.   
 
If the plan is with a current employer, there’s also a good chance 
that some or maybe even most of the money in that account can be 
rolled over into a self-directed IRA.  This is known as an in-service 
rollover.   
 
That simply means that you continue to work for the company and 
continue to participate in their employer-sponsored, but most of the 
money in the plan can also be moved out into a self-directed IRA 
that you control. 
 
GREG: Now, what about the small business owner or the 
entrepreneur, or the case where you’re both the employer and the 
employee?  If you own your own company, what can you 
participate in? 
 
THOM: In your case, as a small business owner, you’re in a very 
special situation that’s very powerful for building wealth tax-free.  
The action guide describe the details on what is commonly called a 
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solo 401k, which means that you are the sole employee of the 
company.   
 
You control and manage your own 401k plan.   
 
You can invest in anything that you want to invest in under the 
rules, which include real estate, precious metals, land, tax liens, 
and you can even take money that’s in your solo 401k and go out 
and start another business or invest in someone else’s business.   
These are very powerful accounts that you control.  If you want to 
diversify even further, and own stocks, bonds, and mutual funds, 
you can do that through any self-directed type of account. 
 
GREG: So, Thom, let’s keep breaking down this soloK plan.  What 
is the maximum contribution limit in one of these soloK plans? 
 
THOM: Each year you can contribute up to forty-nine thousand 
dollars if you’re under fifty years of age.   
 
If you’re over fifty, the limit is fifty-four thousand, five hundred 
dollars, which is a combination of salary and profit sharing the 
company is paying into your retirement plan that you control.   
 
You hold the checkbook to that retirement plan and it is yours to 
manage and invest any way that you like.  When the company pays 
money into an employee’s 401k plan, the company’s getting to 
take a deduction of that total amount.   
 
That action is reducing the amount of tax the company pays, and 
it’s also funding your retirement plan for the long-term.  Robert 
Kiasaki, in his book Rich Dad Poor Dad, points out that the tax 
laws in America are definitely written in favor of the business 
owner, not the W-2 employee.   
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It’s very much to your advantage to own a business, even if it’s a 
part-time business.  Every business in America is eligible to have a 
401k plan to benefit the employee.   
 
One of the biggest benefits of owning a business is you can fund 
your retirement plans.  That’s why I’ve wanted to create this 
course with Brian Tracy because of all the great support and help 
that he provides business owners.   
 
If you can take the skills that Brian teaches on building a business, 
and then use that business to fund a large retirement plan, and 
control that money and the investments that you manage, you’ll 
create wealth for the generations to come.   
 
You’ll be able to give part of that wealth away to the people you 
want to help. 
 
GREG: Thom, that’s great information and really powerful when 
you put Brian’s business building and success strategies on top of 
some of these IRA strategies that you’ve been talking about.   
 
Going back to some of the plans you’ve been talking about, are all 
of the plans you’ve been describing self-directed? 
 
THOM: Yes, they are.  That question leads us into custodians and 
what they offer.   
 
All of the information is in the action guide, so we’ll cover just the 
basics here and we’ll see how much more detail we need to go 
into.  It’s all in the action guide, and I think you’ll find that helpful.   
 
In this section, we’ll cover the three areas that are important when 
it comes to selecting a custodian service.  The first is that you need 
to ask, what the services are that that custodian offers.   
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Then, you need to know what fees they charge, and we’ll talk 
about checkbook IRAs as well.  
 
GREG: You’ve also compiled a list of custodians, and we’ve made 
that available in the action guide as well. 
 
THOM: Yes.  We update that list just about every month.  Any 
time you want a new list, just send an email to 
info@IRAassets.com.  
 
If you’ll put the words custodian list in the subject line, I’ll just 
reply back with a current list of custodians. 
 
GREG: Thom, that’s an incredible asset for everyone that is going 
through this program to get that current list of custodians.  Again, 
in the action guide it has that email; info@IRAassets.com.   
 
Please take advantage of it.  Thom, as we begin to talk more about 
custodians, I want to talk about what custodians offer.   
 
What do they charge? 
 
THOM: I should start by sharing with you that the custodian 
business is a very competitive industry.   
 
The fees they charge are almost identical between custodians.  
That’s good for us consumers, since the fees stay competitive.   
 
Typically, the services that are offered each year by the top 
custodians just get bigger and better.  All custodians are competing 
on the service that they offer, and many provide good basic 
education, so they help make it easy for you to open an account 
and use a self-directed IRA.   
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There are three types of fees that custodians charge.  The fee to 
open the account, at most custodians, is only fifty to hundred 
dollars, that’s all.   
 
That cost includes the custodian’s efforts in transferring money 
from your old IRAs or 401ks into this new self-directed account.  
It only takes about fifteen minutes for most of these custodians.   
 
Give them a call, they walk you through the forms you fill out, and 
your account is open.   
 
Again, you can have a self-directed IRA that can own real estate, 
precious metals, businesses, land, tax deeds, and all kinds of non-
traditional assets, at a cost to open it that’s only fifty to a hundred 
dollars.   
 
That’s the cost to start the account and to get the money transferred 
in.  The second fee you encounter is when you buy an asset.   
 
This is a transaction fee.  The transaction fees between custodians 
run somewhere between a hundred and two hundred and fifty 
dollars, depending on what it is you buy.   
 
If it’s real estate that you’re putting in your IRA, you’ll pay around 
two hundred dollars to the custodian when you buy the property, 
and you’ll pay another two hundred dollar fee at whatever point in 
time you sell the property.   
 
For that fee, the custodian’s reviewing all of the documents to 
make sure that the title to that property is properly being put into 
the IRA account.  They also review to make sure that you haven’t 
done any prohibited transactions.   
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That’s the second fee.  The third fee is the annual fee.   
 
All custodians charge these.  The annual fee to have the account, 
regardless of whether you have any activity going on each year or 
not, is somewhere between two and three hundred dollars per year.   
 
In total, the cost is going to depend on how much buying and 
selling of assets you’re doing in the account.  In general, 
custodians just get paid when they do work.   
 
The more you ask them to do, the more they charge.  If you buy a 
rental property and you hold it for several years, you’re only going 
to pay a one-time fee when you buy the property.   
 
Years later, when you sell it, you’ll pay a fee, and in-between the 
the sale and the purchase dates, you’ll have an annual fee to 
basically own the account and have the custodian do the reporting 
that they’re required to do. 
 
GREG: Thom, that sounds pretty reasonable, as with most 
investment services.  You’re only paying when you use the service.  
 
THOM: Yes.  I realize no one likes to pay fees; I don’t either.   
 
When it comes to paying fees for a self-directed IRA, you’ll find 
that, if you compare how much money you would’ve paid in taxes 
on any transaction compared to the fees that you’re paying to the 
custodian, the custodian fees are always much less than the taxes 
would be on any transaction that you do. 
 
GREG: Now, you also mentioned some educational services that 
are offered by custodians.  Am I going to need any additional 
education after going through this program that you and Brian have 
put together? 
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THOM: It depends on what you want to hold in your IRA.  If you 
want to finance the property and be creative, many of the 
custodians that we recommend have excellent educational reports, 
newsletters, and they do online webinars.   
 
All of these extra services are free to their clients.  The big trend 
right now, with custodians, is to hold networking events.   
 
Keep in mind that the custodian is prohibited from making any 
investment recommendation to you as the account holder.  
However, they are allowed to invite all of their clients to 
educational event where people hear about new ways to invest 
their IRA.   
 
It’s an opportunity to meet other investors that are looking for 
opportunities.  Unless you’re going to do very complicated 
transactions, the course that we’re working on today will get you 
where you want to go. 
 
GREG: That’s really good news to hear.  It’s also good to know 
that these custodians are offering this education if we do have a 
complicated matter.   
 
I’m starting to get a little intrigued by the checkbook IRA concept.  
It sounds like I can be my own custodian and avoid the typical 
fees.   
 
Is that correct? 
 
THOM: Well, the rules require that there’s always a third party 
custodian.   
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However, you can dramatically reduce the role the custodian plays 
to a single task every year, which is where the custodian needs to 
collect the value of the account and report that to the IRA and to 
you as the account holder.   
 
If you’re the account owner, and you want to keep your own 
records and handle your own banking activity, you can save a lot 
of transaction fees and have much more control by using what the 
industry calls a checkbook IRA, or it’s sometimes called an IRA 
LLC.   
 
LLC stands for Limited Liability Company.  The way these work 
is very simple.   
 
I’ll break it into a couple of steps.  Step one is that you open a self-
directed IRA and you transfer your old IRA or 401k account into 
that new self-directed account.   
 
Step two, is that you‘ll ask your custodian to help you form a new 
limited liability company, in your state, so that you’re basically 
starting a new business.  You’ve formed a company.   
 
Like any business, there are stockholders, or investors, that put 
money into that company.  In this case, it’s your IRA that’s buying 
shares in the new business you just created.   
 
The new LLC is created.  You become the manager.   
 
You then go to your favorite local bank, you open up a business 
checking account for your new company, and your IRA custodian, 
at your direction, will then transfer the money that’s in your IRA 
over into that new checking account that you’ve opened.   
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At that point in time, your IRA money is under your control, 
through the checkbook that you control.  That allows you to go out 
and make any type of investment you’d like to make through that 
checkbook IRA.   
 
At the end of the day, your IRA funds are all in that checking 
account and you hold the only checkbook.   
 
You can go invest these funds any way you like, as long as you 
follow the rules and you avoid prohibited transactions, you can go 
ahead and buy assets that you understand and want to own inside 
of your IRA. 
 
GREG: Thom, I want to thank you for sharing that strategy on the 
checkbook IRA.  In your action guides you have those steps 
broken down.   
 
If this is something that you want to pursue, you can take action 
right now.  Open that self-directed IRA and LLC, go ahead, get the 
back account, and get that checkbook IRA up and rolling.   
 
You started to mention it right there at the end; prohibited 
transactions.  What are some of the assets that are not allowed in 
an IRA or 401k plan? 
 
THOM: It’s really a short list.  You’re not allowed to buy life 
insurance that is providing any benefit to you as the insured party.   
 
You can’t buy a life insurance policy in your name using IRA 
money.  Secondly, you’re prohibited from buying stock in a 
subchapter S-corporation.   
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There are reasons why you wouldn’t want to do that anyway, but 
know that that’s prohibited.  The third type of asset you have to 
avoid is a larger group that’s basically collectibles.   
 
That means no collectible coins, artwork, antique cars, wine, and 
really anything that gets its value because of its scarcity.  If it’s a 
collectible, you cannot own it in an IRA.   
 
A lot of investors will say, hey, you mentioned precious metals, 
but now you’re saying no coins.  What’s the difference?   
 
The rules allow gold, silver, platinum, and bullion, but not rare 
coins.   
 
You can go out and buy one ounce American eagle coins, minted 
here in the US, but you cannot go out and buy a 1935 St. Godden’s 
dollar coin, because it’s a rare coin, and rare coins are prohibited. 
 
GREG: Thom, thanks again for sharing that list.  That list is in 
your action guide.   
 
Just to briefly go over it again; it’s no life insurance, where you, 
the account owner, are the insured party.  Also, no stock in a 
subchapter S-corporation, and as Thom, mentioned, the 
collectibles.   
 
No collectable coins, antique cars, or things like that.  It really is a 
short list, Thom, which you mentioned.   
 
Over this module, it’s been an incredible journey to see all the 
pieces coming together to what we can do with a self-directed IRA 
plan.  What I need everyone to do right now, as soon as this 
recording ends, is to go through your action guide.   
 



 

 
26 

Go through the questions, the exercises, information, and the 
action steps that Thom and Brian have laid out for you.   
 
It’s going to give you a direct path to begin using Thom’s 
techniques and Brian’s business strategies to create a very strong 
business and a plan to use these self-directed IRAs.   
 
In the next section, Thom, I want to ask you about owning real 
estate and other assets that are commonly held in these self-
directed IRAs, and put the final pieces together in this puzzle so 
that everyone going through this program has the tools and 
information that they’re going to need to be successful just like 
you have in your own business.   
 
Again, go through your action guide right now, and we’ll see you 
again in the next module. 
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Part 3: IRA Investments 
 
GREG: Hi, this is Greg Rollett.  Once again, I’m joined by real 
estate entrepreneur and best-selling author Thom Garlock.   
 
In this module, Thom is going to bring everything together with 
what we’ve been talking about with these self-directed IRAs and 
talk about how real estate plays into the equation, alright?  So, 
Thom, this is it.   
 
It’s time to get everyone fully up to speed so they can go out with 
your strategies after finishing this program and begin creating 
some additional wealth for themselves and begin living a more 
successful lifestyle, just as you’ve been able to create for yourself.   
 
I wanted to start by talking about the different type of assets that 
investors are putting in these self-directed retirement plans. 
 
THOM: Yes.  Before we jump into the different types of assets that 
you can own, Greg, I just want to touch on something that Brian 
Tracy spoke about.   
 
Brian asked a great question, which is, is there anything that I’m 
doing today, that knowing what I know in the current market, I 
would not start up again today?  I think that’s a great question to 
ask ourselves.   
 
For most investors, based on what we’ve seen in the last ten years 
and what we see every day in the stock market, most will answer 
Brian’s question by saying, you know, I wish I hadn’t put all my 
retirement savings in stocks, bonds, and mutual funds.   
 
My goal here is to open your mind to a different strategy, a 
strategy where you can be in complete control, where you always 
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know where your retirement plan is invested, and you always 
know how it’s performing.   
 
I encourage you to take Brian’s question and write it out.  On a 
regular basis, write down what it is that’s not working for you and 
just stop doing it.   
 
Have the courage to change direction and start using your time and 
resources in better areas.  It’s not that hard to do.   
 
You have to just eliminate what’s not working and find new ways 
that are working.  You get to success, in my experience, much 
faster. 
 
GREG: Thom, I couldn’t agree more.  That is an extremely 
powerful question.   
 
I encourage you guys, in your action guides right now to just spend 
a few minutes going over that question.  As Thom said, if it’s not 
working, stop it now.   
 
This really puts your focus on the things that are working and 
concentrates your resources on achieving your goals much faster.  
 
THOM: Yes.  Let’s take a quick review on where you should be at 
this point in the course.   
 
Number one, you should have convinced yourself by now that self-
directed IRA plans are legal and they’ve been used successfully by 
many people for many years, even though you might just be 
learning about it now for the first time.   
 
Number two, you’ve looked at the different type of accounts that 
are available, and you’ve narrowed your choices down based upon 
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your goals, your finances, or other factors.  You’ve opened an 
account, or you know what type of account you’re going to start 
with.   
 
The third step is where it gets fun, because step three, after you 
have your account opened, is when you get to go shopping for the 
type of investments that you can put inside the self-directed plan 
and control these for good returns over time.   
 
I can’t stress enough how important it is that you take these 
following steps in order.  The problem is, if you go shopping right 
now, let’s say for a great real estate deal, you’re going to find one.   
 
Like most good deals, you’ll have to move pretty fast, or you’ll 
miss out.   
 
If you haven’t done your homework and you haven’t opened up a 
self-directed account, you’re going to find that that good deal gets 
away from because it takes some time to get the account, not just 
opened, but it needs to be funded, of course, before you can buy 
assets for your account.   
 
It often can take twenty-one to thirty days to get your funds 
transferred from your old IRA or 401k plan over into the new 
account, so that you can buy whatever it is that you want to buy.   
 
You need to take these steps in the right order, or you’ll find 
yourself losing out, getting frustrated, and we don’t want that. 
 
GREG: It’s really important that everyone going through this 
program takes the first steps and goes through the first two 
modules where you talked about how to get started before we 
cover exactly what to do to get the types of assets that you want in 
these self-directed accounts.   
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Let’s start by going over some of the different types of assets that 
you can hold in self-directed accounts, and also some of the basic 
steps that you need to take regardless of what you’re going to be 
buying in your account. 
 
THOM: Before we go into the list of all the different assets, let’s 
cover those three basic steps that take place.  Regardless of what 
the type of asset is, these are always the same steps you take in 
order to buy the asset and get it into your account.   
 
Step number one is pretty obvious.  You have to find the asset you 
want to buy and negotiate the deal that you want.   
 
The negotiating phase can be very quick and easy, or it may take 
some time.  For example, if you’re going to buy ten ounces of 
gold, there’s really no negotiating.   
 
You have to pay the market price.  You do that, and you receive 
the gold.   
 
If you’re buying real estate, it’ll be a little more involved as you 
would expect.  There’s just more moving parts in a real estate 
transaction then there is buying something at market price.   
 
That’s step number one.  Find what you want, negotiate the deal 
that you are happy with.   
 
Step number two; when you purchase an asset, there’s a purchase 
agreement between the buyer and the seller that both you and the 
seller need to sign.   
 
You deliver that purchase agreement to your custodian with 
whatever authorization form they require, and the custodian will 
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review the transaction to make sure it is legal and proper, and that 
the name of your retirement plan is on the document so that it is 
the vehicle that acquires that asset.   
 
That’s step two.  Step number three is very simple.   
 
Your custodian now pays money from your IRA to the seller, and 
they make sure that the title to that asset is registered in the name 
of your IRA.  It’s that simple.   
 
Your IRA now owns the asset and all the profits you make are tax-
free since all the income and all the profits flow back into that IRA 
account.  If you’re using the checkbook IRA, the steps are just a 
little different.   
 
Step one is the same.  You negotiate to buy and put it in the 
account.   
 
Step two is different though.  In step two, with the checkbook IRA, 
after you’ve reached an agreement with the seller, and you’ve 
signed the purchase agreement you just write the check from your 
account and you pay the seller, or Escrow Company if you’re using 
one.   
 
You’re writing the check.  You’re buying the asset in step two.   
 
In step three, it’s the same as using a custodian, expect now you’re 
playing that role and you need to review the documents to make 
sure the title to that asset is in the name of your IRA so that you’ve 
done everything proper.   
 
Those are the steps you take regardless of what the asset is that you 
want to own in the account.  To sell the asset, it’s just as easy.   
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You agree to a sale price, and when the buyer pays for the asset, 
you make sure they’re paying that money to your IRA account, not 
to you individually.  They’re paying that money to your retirement 
plan, since it is the owner of that asset being sold.   
 
You just make sure the money that comes from the sale all gets 
deposited to the retirement plan, not into your pocket.  You want to 
make sure it goes into the retirement plan so that all the money is 
tax-free. 
GREG: Thom, I love the way that you broke that down to just 
three easy action steps to obtain the asset into your IRA account.  
Those action steps are also broken down in your action guide so 
you guys will have them in front of you as you go through this 
process yourself.   
 
Thom, let’s get into some of the assets you can hold into the 
account. 
 
THOM: Now that you know how to get assets into the account, 
let’s talk about all the options you have on what to own or buy in 
the account.  Real estate is by far the most common asset held in 
the self-directed IRA.   
 
However, before we get into real estate as an asset class, let’s just 
look at some of the asset classes that people will often invest in 
through their self-directed plan.  We’ve talked a little bit about 
precious metals.   
 
Those have been very popular.  If you buy gold, silver, or platinum 
with the help of your custodian, the custodian will require that that 
precious metal be held by a third party depository.   
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All custodians have a list of the depository companies that they 
use.  Brinks Security, for example, is one of the more popular third 
party depositories that are out there.   
 
If you use a checkbook IRA and you buy precious metal, you can 
hold the metal yourself in a separate safety deposit box at your 
local bank.   
 
Because your IRA is the ultimate owner of this gold, silver, 
platinum, or whatever you’ve bought, you should really store that 
in a separate safety deposit box, separate from your own personal 
safety deposit box.  You need to clearly separate your assets from 
the IRA assets.   
 
Another area that’s very popular is venture capital investing.  If 
you want to own shares in a business or invest in a franchise 
business, you can do that with your IRA or self-directed 401k plan.   
 
The company selling shares will need to issue a stock certificate in 
the name of your IRA, and they’ll need to provide some evidence 
that they’re really authorized to do business in that state where 
they operate.   
 
The custodian that you use will give you a short list of what they, 
as the custodian, need to receive from the company selling shares 
before the custodian will release your money and pay for those 
shares.   
 
Here’s a quick example.  Let’s say you have a friend that’s 
developed a new internet business, and it’s doing well, but now 
they need more expansion capital.   
 
Your IRA can buy shares in that company, and then receive 
royalties, dividends, and profits from the operation of the business 
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or from eventually selling your shares on an IPO or selling them 
back to the company.   
 
In every case, all the money’s tax-free since it’s all going back to 
the IRA.   
 
Another popular area of investment is oil and gas.   
 
Speaking of royalties, any investors with experience in the oil and 
gas industry want to put their retirement plan money into owning 
part of an oil and gas well, owning royalties from a well or from an 
entire oil field, depending on what it is you find and what you want 
to buy.   
 
Oil and gas is popular.  Another area that’s not as common, but I 
see a lot of people do well in this because it’s back to investing 
what you know, is in the equipment leasing area.   
Your retirement plan can actually own equipment or machinery 
that is then released from your account to a business or person who 
needs that equipment.  Years ago, there was a high school music 
teacher in Arizona who was in charge of the school band.   
 
He saw, every year, when students joined band, they would rent 
instruments and many of them would eventually buy those 
instruments.  He used his IRA to buy all the band instruments that 
were then rented to members of the band.   
 
It turned out to be a very profitable investment for him.  It’s one of 
the better examples I’ve seen of investing in what you know.   
 
Equipment leasing can come in many forms and flavors, you just 
think about what you’re good at, what you understand as an 
investment, and ask yourself whether that may be an opportunity 
for your IRA to invest. 
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GREG: Thom, I really appreciate you breaking those down and 
even sharing that last example to let people think outside of the 
box, to find some assets that are going to help their accounts grow.   
 
We really want to start digging into some of the real estate 
opportunities that are available to us.  I was hoping you could 
cover some of them and some of the ones that have worked very 
well for you over the years. 
 
THOM: Yes.  We put a very detailed list in the action guide, so I’ll 
cover the more popular investments here.   
 
Rental properties, of course, are the most common real estate asset 
that people hold in their retirement plans.  Most investors start with 
local properties that they manage themselves, but over time they 
start to expand into other markets.   
 
They might expand into other markets to get higher returns or they 
just want to diversify.  It doesn’t make sense to own twenty 
properties all in the same zip code, when maybe you should spread 
your property out in different markets around the country.   
 
Of course, there are other income producing type of properties like 
retail centers, office buildings, and apartment buildings, and all of 
these can be owned by the IRA.  We’ll talk about property 
managers here in a few minutes.   
 
For now, know that all of the income is tax-free or tax deferred 
when you own the property in your retirement plan.  Eventually, 
when the retirement plan sells that property, all of the gains that we 
hope occur all go back into the IRA tax-free.   
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Rental properties are very popular.  Another type of real estate 
asset is land.   
 
It’s my favorite.  It’s very easy to own land in your IRA, and as 
long as you pay the property taxes on that land nobody can take it 
away from you or your IRA.   
 
Since these retirement plans are typically longer-term investment 
accounts, land is a good asset because it’s a longer term investment 
as well.  The two go together, in my experience, very well.   
 
There’s a great strategy to buy land in the path of progress, and 
eventually partner with a land developer.   
 
In that case, the developer would do all of the work getting the 
approvals and putting in roads, and then as each lot in that new 
residential community is sold, your IRA splits the profits with the 
land developer.   
 
Your IRA would get paid every time that a lot sells or every time a 
home is built on one of the lots that are owned on the land held by 
your IRA.  There are many investors out there now buying 
agricultural land and they lease it to farmers or ranchers.   
 
Some are buying land that they lease to wind energy or solar 
energy companies.  There are a lot of ways to make income off of 
land.   
 
Land, again, is very easy to own inside the IRA.   
 
Vacation properties are good opportunities right now.  They make 
good investments in today’s market.   
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Keep in mind you can’t use the property if it is held by your 
retirement plan.   
 
Many people will buy a property now, in their IRA, use it as a 
vacation rental property for many years, and eventually, they’ll 
take that vacation property out of the IRA as a distribution and 
then they’ll begin to use it themselves, either full-time or part-time.   
 
So vacation properties are definitely worth looking at.  Another 
real estate related investment is simply buying mortgages.   
 
Some people prefer to own or buy existing mortgages in their IRA, 
or they’ll make loans out of their IRA secured by real estate.  They 
don’t have to worry about tenants, property managers, or 
maintenance on the property.   
 
They just get a payment each month from the homeowner.  Now, 
you have to be careful, of course, that you make a loan in an 
amount that is well under the market value of that property in case 
you have to foreclose or take the property back.   
 
Most IRA lenders will loan about sixty percent of the current 
market value so that they’re protected on their investment in case 
there is a default on that mortgage.  But mortgages are good.   
 
They’re a good passive way to generate income into the IRA.  
Another area that’s popular are tax deeds or tax liens.   
 
Many investors with smaller retirement accounts like tax liens 
because you can earn ten to fifteen, or as much as eighteen percent, 
sometimes more, on smaller investment amounts of only a few 
thousand dollars, which is typically what it can cost to buy a tax 
lien.   
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There are several courses out there that you can find on doing tax 
liens, and they teach you how to buy and sell tax liens, and what 
you should or shouldn’t do.  If tax liens are of interest I’d 
recommend more study.   
 
Actually, more study in any of these areas will help you if you’re 
new to these types of real estate assets. 
 
GREG: I want to thank you for breaking some of these different 
asset categories, just in the real estate field.  There are many 
different strategies that you can go and utilize to put into your IRA 
accounts.   
 
Earlier, you mentioned property managers.  In your IRA accounts, 
are you required to use a property manager? 
 
THOM: No.  Some custodians prefer you use a manager so that 
you as the account owner are not asking to get reimbursed for 
management services that you might perform.   
 
It is not required that you use a third party manager.  The key thing 
to keep in mind is that you cannot be paid from your IRA for any 
of the work you do on the property.   
 
On some of my properties, I use a manager and have the manager 
deduct their monthly management fee from the rent check.  I have 
them deduct any small repairs that they do.   
 
I also ask them to pay the utilities so that the check that goes into 
my IRA every month is the net amount.  All the expenses have 
been deducted.   
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I get the net check and I just send that on to the IRA custodian for 
deposit.  Doing it that way eliminates the custodian from having to 
pay any of the bills to manage the property.   
 
Many investors don’t trust managers, or they buy a property that 
really can’t support a manager’s fees.  When you interview 
managers, I’ve found, it’s very important to ask that manager, 
“How many other properties like mine do you manage?”   
 
If the answer is, “Oh, we manage many properties just like yours,” 
I’d be careful.  That’s when you need to find out, how many of the 
properties that you manage like mine are actually owned by you?   
 
Because, too often, the manager is going to rent their own 
properties before they get around to renting the one that’s owned 
by your IRA.  That’s not always the case, but it does happen.   
 
There are many good courses out there that can teach you more 
about real estate investing if you’re new to this, and you need to do 
more homework.   
 
An author by the name of John T. Reed, in Alamo, California is 
one of my favorite authors when it comes to real estate investing.  
You can just Google John T. Reed and find many of the books that 
he’s written.   
 
His newsletter’s very good.  Another favorite author is Sid Chase.  
He has a good book that’s out recently called No Bull Real Estate.   
 
It’s very good.  If you just Google No Bull Real Estate you’ll find 
all that Sid has done, and I would highly recommend the work of 
those two authors. 
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GREG: Again, those are two great resources.  What I want to do 
now is go over a quick scenario.   
 
Let’s say I have a hundred thousand dollars in my self-directed 
IRA, but the property I find is going to cost two hundred.  Can I 
borrow whatever I need to buy that property? 
 
THOM: Yes, you can.  There are banks and individuals that’ll loan 
money to your IRA to buy property.   
 
They all have their own guidelines on what they’ll allow loans for.  
Sometimes it’s based on the location of the property.   
 
My advice is that, while you shop for property, you also want to be 
building a team of people around you.  If it’s real estate that you 
want to own in your self-directed IRA, the team of people that 
you’ll want to work on building is going to include some of the 
following people.   
 
You’ll have an IRA custodian, of course.  You’ll find a good real 
estate agent that especially understands investment properties.   
 
You’ll want to have a good title company or an attorney close by 
that you can go to for advice and to help you close escrow on 
whatever your IRA buys.  You’ll want a lender that can help you 
look at different options on leveraging the property that you 
purchase.   
 
We talked about property managers.  If your desire is to not 
manage the property yourself, another person on the team should 
be a good property manager.   
 
In many cases, you’ll even want to have a good contractor onboard 
your team in case any of the properties that you buy are going to 
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need some cosmetic fix-up, especially if you’re buying a 
foreclosure property or a bank owned property.   
 
Those come as-is, and that means they normally need some work 
to get them back in a condition to resell or put on the rental market.   
 
Building a good team’s very important because that team of people 
that you’re working with is benefiting from your benefits, and you 
can benefit from theirs in that they’ll refer deals to you because 
they’ll know that you’re a serious investor and they’re part of your 
team.   
 
Good synergies are made when you can build a team like that.  
There’s a list of lenders in the action guide that will loan money to 
your self-directed IRA.   
 
You’ll want to talk to them before you go out and make offers to 
buy properties.  These lenders know the IRS requires that the loans 
made to an IRA must be a non-recourse loan.   
 
Non-recourse simply means that you, as the account owner, are not 
providing a personal guarantee on the repayment of that loan.   
 
Since there’s no recourse for the lender other than to foreclose on 
the property if your IRA doesn’t pay the mortgage, the rates that 
you’ll pay to that lender will be slightly higher.   
 
More importantly, the loan to purchase price will typically be no 
more than sixty-five to seventy percent.  What that means is that 
you might be able to borrow sixty-five to seventy percent of the 
total purchase price.   
 
Your IRA will need to fund the balance of that price in order to 
pay for that property.  You’ll also want to keep a small reserve of 
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cash in your IRA that owns that property in order to pay for any 
vacancy or maintenance costs.   
 
In terms of lenders, we keep updating the list of lenders that are out 
there, interested in loaning on real estate to IRA accounts.   
 
If you’re interested in constantly getting an updated list of lenders, 
just send an email to info@IRAassets.com, put IRA lenders in the 
subject line and I’ll just reply back with the current list.  
 
GREG: Thom, again, that is another great resource for everyone 
going through this program; that updated list of lenders to get the 
money that you need to fund some of these real estate assets that 
you want to put into your IRA account.   
 
Again, if you want a current list, all you do is send an email to 
Info@IRAassets.com, and put IRA lenders in the subject line.  
Thom, we’re coming to the conclusion of the program, and before 
we finish, I want to go back to two powerful points that Brian 
Tracy spoke about.   
 
The first one is, if you’re doing something that’s not working, have 
the courage to change and take a new fresh approach.  The second 
is to create win-win opportunities with all the people that you work 
with.   
 
Thom, how can we take those two points and bring it together with 
all the IRA strategies that you’ve been talking about here in this 
program? 
 
THOM: I think it’s all about team building.  You don’t have to do 
this all on your own.   
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Put more energy into building a good team of people, and you’ll 
find that you get much further faster when you’re a part of the 
team.  It’s what I am always coaching my clients to do.   
 
Find the best people you can put on your team.  You’re the 
quarterback of the team.   
 
Just keep building it.  You’ll find you’ll have no shortage of 
opportunities when you’re building win-win opportunities, and 
constantly improving the people on the team and the results of 
your team.  
 
GREG: Thom, I couldn’t agree more.  You yourself are an asset to 
people that are going through this program and for people that are 
wanting to get started with IRAs.   
 
I wanted to ask, how can people reach you and your company for 
more information and advice on this concept to get started? 
 
THOM: Sure.  The best way is to just visit the website.  It’s 
www.IRAassets.com.   
 
From there, you can gather more information or send us your 
questions.  The more info you can share about yourself and your 
situation the better.  You can also send email questions to 
info@IRAassets.com, sign up for our newsletter on the site, or 
learn more about us on Facebook.   
 
It’s been great to share this with everyone.  I can tell you that every 
single one of the investors I’ve helped with self-directed IRAs over 
the years have all said the same thing either right after opening 
their account or buying their first property in the IRA, and that is, 
wow.   
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I wish I would’ve started this years ago, but I’m glad I’m doing it 
now.  This has been great to share all this with you Greg, and I 
appreciate it. 
 
GREG: We appreciate the information that you’ve been able to 
share, Thom.  You’ve have given us a wealth of information that is 
truly unknown to most investors and even people in the real estate 
market and real estate investment business right now.   
 
I encourage everyone to, again, go through their action guide.  In 
that action guide, Thom has laid out these step-by-step approaches 
to going through this investment strategy in your self-directed 
IRAs.   
 
If you guys do need more information or have questions while 
you’re going though this, please visit IRAassets.com, or shoot 
Thom an email directly at info@IRAassets.com to have Thom 
guide you through the process so you can see the benefits and you 
can tell Thom, hey, I should have started this years ago as well.   
 
Thanks again for going through this program and we look forward 
to seeing all of your success stories in the future. 
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Part 4: What A Successful Business Looks Like Today 
 
GREG: Hi, this is Greg Rollett and today I'm joined by a very 
special guest. We're very privileged to have the legendary Brian 
Tracy joining us today as we're going to be talking about how your 
business can really survive and thrive in today's economy.  
 
Brian, over the course of this program we're going to be talking 
about both your experience in your own business and with 
businesses that you've been able to help become more successful 
over the years.  
 
A lot of people know your background as a sales and leadership 
trainer and they might not see the experience you have in the 
business world. I'd really love to open up this conversation by 
talking about the journey that you've had both in your own 
business and through helping others. 
 
BRIAN: When I started off my career I came from a poor family. I 
did poorly in school, and my first business was selling soap when I 
was ten years old, from door to door. I learned something there that 
changed my life in business forever: I would knock on doors and I 
would say, "I'm selling soap to go to YMCA camp. Would you like 
to buy a box?" and they'd say "No. No, thank you; not interested. 
Don't want it, can't use it, can't afford it."  
 
Then one day, just by accident, and very often businesspeople have 
an accident and something works and it changes their business. By 
accident, I said, "I'm Brian Tracy, I'm selling Rosamel beauty soap, 
but it's strictly for beautiful women," and then I stopped.  
 
All the resistance disappeared. She said, "Well, it wouldn't be for 
me." I said, "Oh, yes, it would." She said, "Well, then I'll take a 
box," and she took a box, and I began selling soap like you cannot 
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imagine. I sold more soap than almost all the other kids in the 
campaign put together.  
 
I sold enough soap for myself and thirteen other kids to go to 
YMCA camp; I broke every record in the industry. I could sell 
soap to virtually every single person I spoke to. If I was speaking 
to a man, I'd say, "It's strictly for handsome men."  
 
It's strictly for beautiful women. My point is this: it is the 
psychology of the selling. It is the emotional impact; it's the 
transformation that takes place in the person's life or work that 
causes a person to buy or not buy your product or service, and if 
you cannot connect with that, people will say, "Don't want it, don't 
need it, can't use it. I'm not interested." But if you can connect with 
that, you can sell your product or service all day long. 
 
GREG: I love that. Throughout this program we're going to talk 
about how you've transitioned from selling soap to building an 
international company working with millions of people all around 
the world and I think that's going to add some great experience and 
great lessons that business owners can really derive from.  
 
Now, I want to talk about what a successful business looks like. 
I'm sure it's changed from selling soap to running the company that 
you guys have now, so in your mind, what are some of the 
characteristics that make a business successful in today's 
economy? 
 
BRIAN: If you build a building, you always start with the 
foundation. And what is the foundation? The purpose of a business 
is not to make a profit; the purpose of a business is to create and 
keep a customer. Of all the focus of everyone in the business, 80% 
has to be on customer creation, and the other 20% has to be on 
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customer keeping: taking such good care of your customers after 
the sale.  
 
So the purpose of a business is to create and keep a customer; that's 
the 80%, what we call the point of the spear. The question is: what 
is the measure of a successful business? The answer is customer 
satisfaction. The customer uses the product and is happy that they 
decided to buy your product or service.  
 
So what is the measure of customer satisfaction? The answer is 
repeat business. The customer buys it and is so happy they buy it 
again and tell their friends. Here's the final, ultimate- and this is 
breakthrough stuff- the ultimate of successful business is that 
customers recommend you enthusiastically to others and say, 
"You've got to buy this product or service like I did."  
 
So your customers become your best salespeople, your advocates. 
The key to all of this, the foundation, is creating a great product or 
service that makes people happy, that causes them to buy again and 
causes them to enthusiastically tell their friends, and that has to be 
the central focal purpose of everything you do in business. 
 
GREG: I think that's really important, and right now I really 
encourage you to have your Action Guides in front of you. I 
encourage you to think about your existing products and services 
and go through them and see the customer experience the entire 
way through the funnel from the time someone learns about your 
product to when they buy the product to when they're using the 
product, because there's different customer experiences for each 
level of involvement with the product and I think that's really, 
really important, moving forward in this program.  
 
One thing that I think business owners need to really stop and think 
about, especially if their business might be struggling in today's 



 

 
49 

economy, they need to stop and really assess where they are in the 
marketplace, wouldn't you agree? 
 
BRIAN: Yes. One of the most important things that we teach in 
our programs is what is called "Zero-Based Thinking". Zero-Based 
Thinking is one of the greatest of all personal and business 
concepts. It says that you stop on a regular basis, like time-out, 
stop, and you ask yourself this question: "Is there anything that I 
am doing today that, knowing what I now know in the current 
market, I would not start up again today?  
 
Is there any product or service that I'm offering that knowing what 
I now know, I would bring to the market? Is there any process, any 
expenditure, any activity in my business that knowing what I now 
know, I would not start again if I had to do it over? Is there any 
person that I've hired or I'm working with or working for or 
partnering with who, knowing what I now know, I would not get 
involved with again?"  
 
If the answer is no, the next question is, "How do I get out of this 
and how fast?" Slam on the brakes, because here's the discovery: 
once the answer comes back "No", the situation is not savable. It's 
the most amazing thing; you can't go back and adjust it and modify 
it.  
 
If you say, "No, I would not start this or get into this or hire this 
person again," it's too late to save it. The only question is: Do you 
have the courage and do you have the resolution to stop it and start 
using your time and your resources in better areas?  
 
GREG: I think that's really important to make that stop now and 
not let it continue as you go. Once we've seen that, we're starting to 
assess our business and we're answering the questions you just 
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asked. I think the next step, moving forward, is setting real, 
actionable goals for the business.  
 
I know you have some great theories and strategies and tactics to 
help business owners set some goals. Once we've kind of looked 
back and we've answered some questions, we've found some 
problem areas in our business, how do we set goals moving 
forward?  
 
BRIAN: There are two ways to set business goals. What most 
people do is they set sales goals, and your sales goals have to be 
broken down. First of all you say, "I want to sell this amount in 
this year," and your business planning, your market planning, your 
research, is all aimed at giving you realistic numbers of how much 
you can actually sell.  
 
Everything costs twice as much and takes three times as long in 
business. Let me repeat: everything costs twice as much and takes 
three times as long. So if you do really good business planning- 
conservative, thoughtful, based on research- which most people 
don't- even then, it's going to cost twice as much and take three 
times as long, so you have to build that into your calculations.  
 
People say, "I want to sell this much in this year." Well, then they 
have to break it down to how much they want to sell each month. 
Then you have to break it down to how much you have to sell each 
day, and what some people do is break it down into how much you 
have to sell each hour.  
 
Think of QVC; QVC actually breaks it down to how much they 
sell each minute. I've been on QVC. There are two ways to be on 
QVC, and I did not know the right way. So I started talking about 
my product and how good it was and everything else, and the 
numbers didn't move.  
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They jerked me and within 30 minutes I was off of QVC, and I've 
never been invited back. However, I went onto another television 
channel later, and I had a morning and an afternoon slot. In the 
morning slot I did the same thing with QVC; how good my product 
is and how nice it is and everything else, and the sales were 
average.  
 
But they had me scheduled for the evening slot, so they gave me 
one more chance. I went back to my hotel and I turned my whole 
sales presentation around and I focused it totally on the difference 
my product will make in your life: how it will improve your life 
and your work and your health and your happiness and your 
income and your relationships and everything else.  
 
I went back and I didn't even talk about my product; I just talked 
about benefit, benefit, benefit, benefit, benefit, and the phones fell 
off the hook. We sold thousands and thousands of dollars worth of 
product, and I realized: my God, it's Rosamel beauty soap again! 
Nobody cares about what your product is; they only care what it 
does.  
 
So when you start to plan out what you want to sell you have to 
focus on: what does my product do and how many people can it do 
that for? Then you have to work out how much it's going to cost 
you to achieve those sales goals and how much will be left over at 
the end of the day. 
 
GREG: I think that's really important and I love some of the things 
you just said in there. I think it, again, goes back to the benefit of 
what your product can do, and that's really important. It goes back 
to assessing competition and thinking about your business as a 
whole, instead of just having the blinders on, thinking, "Well, I 
make soap."  
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That’s really, really important. What I encourage you guys to do 
right now is in your Action Guides you have a section where you 
can start to create your own goals, whether it's sales goals, 
different numbers, production goals that you want to do, and I 
encourage you to spend a few minutes going through that because 
it's really, really important to set these goals.  
 
After you've set these goals, rip that page out of your Action Guide 
and paste it up right next to your computer or next to the 
whiteboard near your conference table, wherever you need to see 
it, because you really need to revisit these things on a regular basis, 
right? 
 
BRIAN: Right. There's a method that you can use that has made 
more people rich, in business especially, than any other creative 
thinking method ever discovered. I use it all the time and it's made 
me rich. It's very simply called the 20-Idea Method.  
 
Sometimes we call it Mind-Storming, where you actually focus on 
brining out the best thoughts in your own mind. We do it with 
groups of business owners, but also we encourage people to do it 
alone. What you do is you take your goal or problem and you write 
it in the form of a question at the top of the page.  
 
For example, your goal is to sell x number of dollars worth of 
product in one year or one month. Then what you do is say, "How 
can I sell this amount of product by this date?" Very specific 
question. Then you generate 20 ideas.  
 
You discipline yourself to keep writing until you have at least 20 
ideas; sometimes I'll get to 25 or 35. The first time you do this will 
be very hard, but you keep saying, "I could do this and I could do 
that and I could do this. I could promote here; I could cut here; I 
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could discount there. I could joint venture with this; I could do 
strategic alliance here."  
 
You keep writing down every single thing that you could think of 
to achieve that sales goal, and the most amazing darn thing- and I 
just did this exercise for myself two days ago on a project that I'm 
working on- is answer number 20 is often the breakthrough answer 
that will make you rich, not 19.  
 
People quit after 5 or 6 or 8 or 10 answers because your mind will 
dry up, but keep pushing, keep squeezing your brain, because 
you've got the information in there. The 20th answer, and I've seen 
this for more than 25 years, often transforms people's lives and 
takes them from rags to riches.  
 
Therefore, 20 ideas. 20 ideas to achieve your sales goals; 20 ideas 
to achieve your profitability goals. 20 ideas. If you want to have 
some fun, do it with a group of people and have them throw out 
ideas.  
 
I worked at a company once- I've got to tell you this great story- 
their sales were about 20 million a year. Their goal was, over the 
next two years, to get to 25 million. So I took 17 executives 
through the Mind-Storming process and we wrote all the answers 
on flip charts and put them up around the room.  
 
They were skeptical, but they came up with 37 answers; 37 
answers to increase their sales by 25 to 50%. Five years later their 
sales were $104 million. They literally blew the doors off the entire 
industry, and it was all attributable to the ideas generated in this 
once session.  
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Does it work? Yes. The only thing I ask you to do is try it out, and 
the true measure of how serious you are about succeeding in 
business is if you hear a good idea, you try it once.  
 
Most people won't try an idea the first time. They've always got to 
reason. "Oh, I'm too busy, and I don't know if it'll work," and so 
on. I'm telling you, it works, so give it a try.  
 
Write down your most important business question or problem as a 
question, and write down 20 answers. Then take action on at least 
one of those immediately. 
 
GREG: That's a take-action item right now. That might be a pause 
and come back and visit us in a few minutes. It really does come 
down to taking action if you want to see the results that you really 
want to see in your business.  
 
Go ahead; you guys have that exercise and I really want you to 
take advantage of it because it's worked for Brian, it's worked for 
your businesses. Just hearing that story; that's really just incredible.  
 
As we grow from that, we've talked about how, with your soap, it 
was about having the benefits: what's the benefit of the product? 
That it's only for beautiful women or handsome men or whatever 
the case is.  
 
Part of that in this economy is a lot of businesses are in the price 
war, the lowest price war, and that's not the business that we want 
to be in. We don't want to be seen as a commodity, as a low-price 
strategy.  
 
I think having the benefits that you were talking about helps you 
get out of that. How do we transition from the low-price business 
to getting into get a benefit-driven business where we can get the 
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prices and the affluent customers that are really going to make a 
difference in our business? 
 
BRIAN: Today it's interesting; the high-price stores, products, and 
services- Mercedes-Benz, Rolls Royces, Rolex watches- they're 
selling out of stock. People say you have to cut prices; you only 
have to cut prices if you can't think of any other reason for people 
to buy your product or service.  
 
What you're talking about is you talk about the benefit. We talk 
about what is called a Unique Selling Proposition, a USP, and this 
is the one reason why people should want to buy your product or 
service more than any other product or service that's available. You 
have to be crystal clear about that.  
 
What you do is you offer a benefit that is really, really desirable. 
Many people say, "This is a great benefit because it'll do this and 
it'll do that," but the feature is not a benefit. A benefit is a result, 
and out comes a transformation that will take place in the life or 
work of the person that is worth paying money for.  
 
What you do is you offer them this benefit. You say, "If you use 
my product, this is what you'll enjoy. You will become a beautiful 
woman, a handsome man." People don't care about the means; all 
they care about is the end.  
 
A good friend of mine has a wonderful way of putting it: if you're 
selling a vacation, you sell the destination, not the airplane. Most 
people spend 90% of their time selling the airplane, the travel, the 
arrangements, the hotel you stay in, the transportation from the 
hotel, and so on and so forth.  
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No! People want to know about the warm beaches and the palm 
trees and the lovely ocean. So you spend 90% of your time talking 
about the benefit or result that the person will enjoy.  
 
You talk about the pleasure, the difference. People don't buy life 
insurance; they buy peace of mind. People don't buy investments; 
they buy long-term security for themselves and your family.  
 
You've got to think: what is the ultimate outcome or result or 
benefit, and if you buy my product, I promise you, you will get this 
benefit in spades, and I'll guarantee it. If your product or service is 
good, people will guarantee it.  
 
You're using an iPad; if you bought that iPad and it didn't work, 
they would snatch it out of your hand and replace it with a brand-
new iPad and an apology, and probably several upgrades and a 
bonus, and send you a note as well because they take the 
functionality, the working of their product, the delivery of the 
promise so seriously, the same as every single successful company 
whether it's Amazon or Mercedes-Benz or Lexus or anything else. 
They promise you a benefit that will have an impact on your life, 
and they stand behind it 100%.  
 
GREG: I think that goes back- and we're hearing some themes 
recurring over and over again- it also goes back to customer 
experience when you're driving that benefit and how you're talking 
about Apple and even Amazon and Mercedes-Benz; it's a total 
customer experience that goes to the benefit, but it also follows 
through on that benefit. 
 
BRIAN: Yes. This is something I'm really adamant about; I teach 
it all the time. I speak to about 250,000 people a year; I speak to 
thousands of business owners.  
 



 

 
57 

Here's something that's so important, and the measure of your 
success is simply this: how many people, after using your product 
or service, go, "Jeez! This is a great product! This is a great 
service!" If they don't say that, then you have to go back to the 
drawing boards and keep working and increasing the percentage of 
users who say, "Jeez, this is a great product!"  
 
Have you ever been to a great restaurant and you walk out of that 
restaurant and you say, “Boy, that was a great restaurant! That was 
a great dinner! Those are great people"?  
 
Every place that people go back to over and over again, when they 
describe it to others, they say, "There are really great people there. 
Great products; great services." The problem, Greg, is too many 
people are trying to sell average, and sometimes not even average 
products, by trying to find a gimmick.  
 
They're trying to find a trick, they're trying to find some way to 
con people into buying a lousy product, a product that they'll only 
buy once, whereas all successful businesses, going back to my 
basic model, focus on making their customers so happy in 
delivering the promise that the customers say, "This is a great 
product!" and they want to buy it again and they want to bring their 
friends.  
 
"You've got to come; I'm going to take you to this restaurant." 
"You've got to see this movie! This movie's incredible; I'll buy you 
a ticket." That's the kind of experience that you want your 
customers to have, and if they have that, you can charge almost 
anything you want and your business will grow and grow and 
grow.  
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GREG: I love thatand it makes a whole lot of sense. Again, it's that 
customer experience. We're hearing recurring themes throughout 
this first part.  
 
We've really been talking about what makes a business successful 
in today's economy, and in the last part of this first section I 
wanted to talk about your team because the team members really 
make a difference in your business being successful or not, either 
as a solo entrepreneur or a small-business owner as a small team, 
the team is really important.  
 
Even in your business where you're out there, you're doing the 
speaking; you're doing the training; you've developed a team as 
well that really keeps the machine moving. Can you talk about how 
you've been able to build a team that you can trust and rely on 
while you're on the road or you're working with different groups? 
 
BRIAN: First of all, hiring somebody to help you, to back you up, 
is very similar to getting married. You just don't rush into it; you 
just don't meet a person and say, "Hey, you look good. Let's get 
married!" What you do is you have to go slow, and when you start 
your business, by the way, you're going to make a lot of mistakes.  
 
You're going to have a revolving door. The average turnover for a 
small business is about 200% a year, and the reason for that is 
hiring is not only a skill that takes a lot of experience, but also 
there are a lot of people out there who have only one skill, and 
that's interviewing well for a job.  
 
So they'll seem nice and cheerful and friendly and they'll have a 
nice curriculum vitæ of their skills and so on. Within 24 to 48 
hours you'll realize this person can't find their bum with both 
hands. So we see this all the time, so this is one of the things I 
recommend: we're always hiring.  
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We have about 15, 16 people and we have low turnover; about 10 
or 12 of the people have been there 5 or 10 years, but we do have 
new people. One of the things I teach is called the law of three.  
 
The law of three in this says interview a person that you like at 
least three times, then interview that person in three places and 
have that person interviewed by three other people.  
 
If you take the law of three, what I say is interview at least three 
people for the job and pick one you like, interview that person at 
least three times, interview them in three places; don't sit in your 
same office, same chair. Take them across the street to McDonald's 
and buy them a cup of coffee.  
 
I once was interviewed by a very wealthy man worth $800 million, 
and I didn't even know it was an interview. He invited me to come 
out with him to his ranch; he had a ranch outside of town. We just 
walked around and he showed me his cattle and he showed me 
other things.  
 
We walked around and I commented and he asked me little 
questions about my background and so on and so forth. Afterwards 
we came back to the house and he said, "Okay, the job is yours." I 
didn't even realize that was a job interview.  
 
He was just checking to see how I would behave and how I treated 
other people at the ranch and whether I opened the gate and things 
like that. He was just kind of watching. I've been interviewed like 
this before by senior people; they take you for a walk and just talk 
about general things.  
 
So interview them three times. Now, here's the key: before you 
hire anybody, have that person interviewed by at least three people 
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other than yourself. You say, "I'm a little person. I don't have a big 
business.” Well, have your wife interview.  
 
Everybody has to be interviewed by my wife, by the way, because 
women have tremendous sense for whether a person will work out 
right or wrong. Have your friend who works in your other business 
interview this person.  
 
Have your accountant interview this person. Have somebody else; 
three people. Never trust your own judgment to hire when you're a 
business builder because you're emotional, you're impetuous, 
you’re busy, you're distracted.  
 
You look upon hiring as something you've just got to get over 
with. Have three other people talk to the person, and then say, 
"What do you think?" If the consensus is 100%, hire them. If one 
person says no, don't hire them.  
 
Remember, it's easier not to hire a person than to hire a person and 
have to wrestle and fight with them and then get rid of them and 
then get sued by them and all the darn things that can happen to 
you. Hire slow; we say "Hire slow, fire fast". 
 
GREG: It's a good motto to work with. Building on that, now that 
you've gone through this hiring process, let's talk about how 
beneficial your team is to your business.  
 
BRIAN: I have a team, as I say, of about 15 people. Each one of 
them, as a matter of fact, has been hired through this process; they 
all know how to use this process, so they actually hire the people 
under them.  
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There are about four or five people in my office who do hiring, 
which is an interesting point, by the way. In any company there are 
three or four people who have the capacity to hire a person.  
 
That's one of the things, if you can avoid it, by all means do it: 
when my people hire somebody, I'm the last person to pass 
judgment. They introduce the person to me after they've been 
vetted three times at three places by three people.  
 
So now you have a person in place. Then the most important word 
for business success is clarity. Clarity: each person must know 
exactly what it is that you want them to do and exactly why you 
want them to do it.  
 
If you can give them a clear 'why', they'll be very creative in the 
'what' and the 'how'. Then what you do is you keep giving and 
delegating tasks to people that free you up to do the things that pay 
even more. You always use another factor we call 'hourly rate', and 
you say, "Calculate your desired hourly rate."  
 
If you want to earn $50,000 a year your desired hourly rate is $25. 
If you want to earn $100,000 a year your desired hourly rate is 
$50; that's your annual income divided by 2,000 hours, the average 
number of hours an entrepreneur works.  
 
Then you say, "All right, I want to earn $25 an hour, so that means 
I cannot do $10 an hour work. I can't do typing; I can't do checking 
email; I can't read the paper or make coffee or photocopies."  
 
What you do is as soon as you determine this is what you want to 
earn, then what you do is you hire anyone else who can do that at a 
lower hourly rate than you desire to free up your time for doing 
things that only you can do. 
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GREG: That's really, really powerful. I like that strategy a lot. 
What I want to do now is I want to bring this first section and 
really wrap it up. We've been talking about what really makes a 
successful business in today's economy.  
 
We've heard some really great recurring themes: it's the customer 
experience, it's the benefit your product brings to the marketplace, 
it's about hiring great people that are going to make an impact and 
free you up to do the things that are going to allow you to grow 
your business.  
 
Let's talk to the business owners that might be struggling a little bit 
that are going through this program. What is the first thing, first 
action, that you would tell them to do to really take that direction 
to go from where they are now to where they want to go? 
 
BRIAN: First of all, realize that all business owners are struggling. 
I'm a business owner; I'm struggling. One of the things that I 
learned many years ago, which is one of the great business 
concepts, is called the strategic business unit concept.  
 
That's where you take the products and services that you have and 
divide them into specific units. For example, we have several 
seminars that we offer; we have several programs and seminars 
that we give; we have a series of products that we sell online.  
 
What we do is we look upon each of them almost like a separate 
mini-business; like a separate strategic business unit. Then we have 
a mini business plan for each one rather than having them all 
together and everybody's doing a little bit of this and a little bit of 
that.  
 
You think through zero-based thinking; if you were not now 
offering this product, would you bring it to the market? If the 
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answer ever pops up 'no', then discontinue it. Perhaps the most 
important quality for business success in the 21st century, 
according to the Manager Institute, is flexibility.  
 
Flexibility; be flexible. Realize that almost every decision you 
make will turn out to be wrong in the fullness of time, 70% or 
more; every product or service or marketing or advertising 
decision.  
 
It may be right when you initiate, but that's questionable; but it'll 
turn out to be wrong because the market will change, so be 
flexible. Be willing to abandon things that aren't working.  
 
The only questions you ask are: Does it work? Is it working? Wall 
Street Journal today said the most important thing an entrepreneur 
does is realize that if the customer is not buying it, stop selling it. 
Don't beat your head against the wall just so it feels good when 
you stop.  
 
Peter Drucker once said the greatest problem in business is 
managerial ego. We bring our product to the market, we invest our 
egos in it, we invest our time, our heart, we tell everybody it is and 
how wonderful it is, but like the story about the dog food, the dogs 
don't like it.  
 
If customers don't like it, they don't want to buy it, they argue with 
you about price, they bring it back, move on to something else. 
What's the most successful high-tech company in the world today? 
It's Apple.  
 
Do you remember Apple's NeXT Computer? Do you remember its 
tablet computer? They brought it out, it seemed like a good idea at 
the time, it bombed in the market; they just pulled it off the market 
and moved on.  
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You don't see them trying to keep on selling something that 
customers don't like. So be really flexible, be adaptable, adjust to 
the realities of the market, and be willing to try something new. 
Try to make your product faster, better, easier to use, cheaper; try 
different forms of advertising.  
 
The most important thing that you need to know is if you could 
narrow it down and say to your customer, "You'll only get one 
benefit: this is the primary benefit." Let me rephrase it: "You'll get 
many others, but this is the one benefit, more than anything else, 
that you will get if you use my product or service."  
 
Can you be absolutely crystal clear about that benefit, and then can 
you guarantee that your customer will get that benefit? If you can't 
be clear about the benefit, you need to be clear. If you can't 
guarantee it, take the product off the market.  
 
I work with one of the biggest MLM companies in the world. 
They're very successful; very high-quality products. Every year 
they take product off the market because exhaustive research 
shows that the product is good, but it's not the best, so they just 
take it off the market and they discontinue it.  
 
People say, "But I like that product! I like that product," including 
myself. People say, "Yes, but it doesn't meet our standards of being 
really excellent, so we've decided to discontinue it and focus only 
on those things that we can quite confidently say are really 
excellent."  
 
A critical point is Aristotle said that the ultimate aim of all of 
human activity is to be happy. Happiness is the one thing that we 
all strive for. The only question is how good we are at achieving 
our own happiness.  
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Even Ayn Rand said this in her philosophy of Objectivism. Your 
job is to make your customers happy, and the whole focus is "How 
can I make my customers happy? How can I make them happier 
than my competitors? How can I make them so happy that they 
buy from me and buy it again and tell their friends?"  
 
So whenever you're having challenges in the market, and there are 
always sales challenges, revenue challenges, pull back and say, 
"Wait a minute. For me to be successful, I've got to make people 
happy."  
 
I'll give you a great story: Jim Collins' bestselling book Good to 
Great examined over 1,100 businesses and isolated several 
businesses that had been good for a long time and then became 
great businesses. 
 
One of them was a company that realized- this was a Fortune 500 
company, multi-billion dollar company- that the competition was 
so tough in their industry that they could never be the best in their 
industry, and by the best it means that you want to be in the top 
10% of your industry.  
 
They could never be the best, so they took a great big deep breath 
and they decided to sell off their company; sell off the factories 
and sell off the distribution facilities and sell off the manufacturing 
and sell off everything and take the money and invest it in a new 
business where they could be the best in the industry, and they did.  
 
Everybody said, "You must be crazy!" Their stock took a terrible 
beating in the stock market. Today it's one of the most respected, 
most profitable companies in the world because they had the 
courage to recognize that we cannot be excellent in this area; we 
can only be a "me too" product.  



 

 
66 

 
If you're a "me too" product, you have to sell solely by lowing your 
price and by gimmicks and by making claims that aren't true, and 
then by dodging customer phone calls and everything else. But if 
the product is great, people will line up.  
 
Somebody said to me the other day, "My product is so good there's 
no competition." I said, "That's really incredible." This is a 
business owner, and I said, "That's really incredible. So, there must 
be a lineup of people around the block every morning when you 
get to work waiting for your services because they're so good," and 
he went, "Huh?"  
 
I said, "There's no lineup? Well, that means that your product is 
not the best product. It's not the irreplaceable product. Your 
product's available; look in the Yellow Pages. Your product's 
available from 50 other companies."  
 
He wrote back to me and he said that was the biggest shock of his 
life. He's been walking around telling everybody that his product is 
so unique and good it's the best in the business, and he realized that 
if it was the best in the business his phone would be falling off the 
hook; his waiting room would be jammed.  
 
People would be lined up in the streets. The parking lot would be 
full. People would be throwing checks at him over the heads of 
other people if his product was that good. So don't fool yourself. 
 
GREG: Right. Don't let the ego get in the way; be flexible. Brian's 
just shared with you some great wisdom, tips, and strategies of 
what a successful business looks like in today's economy, and I 
encourage you to go back and go through your Action Guide.  
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Look at all the things that you can do with your own products and 
services and with your team to make your products great, to make 
your customer experience a great place from the time that they 
learn about your product to the time they buy it to the time that 
they use it.  
 
When we come back here in part two we're going to be talking 
about building your brand and your brand both as a business owner 
and through your business. Thanks again for listening to part one 
and we'll see you again in part two. 
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Part 5: Marketing And Branding Your Business 
 
GREG: I am back with the legendary Brian Tracy, and we've been 
talking about your business and what your business needs to look 
like in today's new economy.  
 
In this section we're going to talk about media marketing and PR, 
and then we're going to get into a little bit of branding. These are 
some really critical elements in order to take your business from 
where it is now to where you want it to be going.  
 
You know, Brian, throughout your career you've been a front man 
in sales and selling your own business and helping other businesses 
with sales and marketing. I really want to kick this off with maybe 
some fun stories of some successes you've had in selling and in 
marketing that really have helped your company and your career 
take some leaps.  
 
BRIAN: Yes. Well, the critical thing is to find out what is the most 
pressing need or desire of your customer, and then offer to satisfy 
that need. We say that a good prospect has a need that is not 
satisfied and they have this need now. In other words, they're 
hungry.  
 
Sometimes you drive along the highway and they have a great big 
billboard that'll say, "Hungry?" and they're not looking for 
someone who's thinking about being hungry; they're looking for 
someone who's hungry now. Then it'll say, "Turn off at the next 
exit."  
 
The second thing is that they have a problem unsolved, and the 
problem is a real concern to them. Third of all they have a goal that 
has not been achieved, and they want to achieve that goal. 
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Financial independence: the most popular single ad with regard to 
money is "Lower your taxes."  
 
Everybody wants to reduce your taxes because they consider that 
money to be literally lost money, and everybody is concerned that 
they’re paying too much and that other people are paying too little. 
So if we ask a question "Lower your taxes?" it immediately 
catches people's eye.  
 
The fourth thing is that they have a pain that has not been taken 
away. The critical thing is immediacy; you're not looking for 
people to bring in and talk to and convince that they have a need or 
a problem that your product will solve.  
 
You're looking for people who have it already and are looking for 
a solution. For example, if you're selling indigestion problems, you 
say, "Indigestion? Take this!" "Headache? Take that!" "Thirsty? 
Take one of these!"  
 
In other words, it's very important that you know exactly the most 
important thing your product or service can do for the customer. 
Then you find: where are the customers for whom my product or 
service can do this? Where can they be found?  
 
GREG: I think that's a great place to start. As we build out in this 
section, we're going to be talking about media marketing and PR. I 
want to start with media because I think that's the thing that's, for a 
lot of people, at the front of their mind. 
 
 That could be TV; that could be big print; that could be getting in 
big, major blogs and media. Talk a little bit about how to get into 
some of those medias, and also: how can that benefit your 
business? 
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BRIAN: Okay. Remember, there are 30 million businesses out 
there right now. Every one of them is fighting desperately to get 
exposure; you mentioned earlier the importance. The most 
valuable and most rare commodity in America today is attention, is 
to get people's attention and hold it. 
 
So therefore, trying to get media exposure is very tough. The 
average person is exposed to about five thousand commercial 
messages per day; in newspaper, television, radio, Internet, spam, 
wherever they go, magazines, there are commercial messages.  
 
The average person has to just blot them all out. To get their 
attention you've got to be sure your message is getting through. Let 
me just start off with what I teach to my business owners. There 
are four parts of marketing strategy that you need to think about.  
 
What is that most valuable work you do in your business? It's 
thinking clearly. You think clearly with tools. The first tool is 
called specialization. What is it that you specialize in?  
 
You can specialize in a product or service, you can specialize in a 
market, a particular type of customer, or you can specialize in a 
location. A 7-11 specializes in a location. So what do you 
specialize in? What is your area of specialization?  
 
You never say, "We do everything." A dentist does not do hair and 
does not paint toenails. A dentist specializes in teeth, and a 
cosmetic dentist specializes in how pretty your mouth looks.  
 
You've got to be clear about your area of specialty so that a child 
could tell another child what you do; what it is that you offer. The 
second key to marketing strategy is differentiation.  
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Basically, 80% of all marketing is differentiating yourself from 
your competitors. It's showing your customers that your product or 
service is better, faster, cheaper, more popular, useable, more 
convenient; it will make you happier than any other product that's 
available in the market today in your price category.  
 
A great example is McDonald's. Nobody compares McDonald's 
with Morton's but in McDonald's price category, which is 
inexpensive, it focuses on value, quality, price, and cleanliness. In 
other words, you get good value, you get good quality, you get 
reasonable prices, and it's clean.  
 
Also, the people are chipper, the facility is nice, so people know 
they can go to McDonald's and consistently get that quality of 
experience, and they sell a billion a year in 42,000 outlets. They’re 
the most successful restaurant operation in the history of man on 
Earth, but at their level.  
 
Therefore, you have to be excellent within your niche. 
Differentiation; you have to be different. Better, superior, faster, 
easier, more convenient in three ways in order to compete in 
today's market. It used to be you had to have one great area of 
differentiation.  
 
Today it's got to be three, and you have to figure out what those 
three are. Those are the high ground, and you've got to take the 
high ground and hold that high ground against your competitors. 
Don't allow yourself to say, "Oh, we're better in all these areas."  
 
The only time you know is when your customers tell you that 
you're better. The third area has to do with segmentation, which is: 
you segment your market and you say, "Where are the customers 
who most want what I specialize in and who most appreciate and 
will pay for my area of differentiation?"  
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You don't advertise Mercedes-Benz in the ghettos and you don't 
advertise McDonald's in the upper level neighborhoods. Where are 
the customers? They say today that all marketing today is 
segmented marketing; finding your segment.  
 
Then the fourth part is concentration. You advertise, promote, 
concentrate on the media, the market, the publicity, whatever it is 
that most reaches the people that you have decided are the very 
best people who will buy the fastest and pay the most for your 
product.  
 
So that's strategy, and you have to think it through. Specialization, 
differentiation, segmentation, and concentration: if you miss in any 
one of those, you go broke. These are not casual things; if you 
miss, you go broke, and 80% of businesses eventually go broke 
because they don't have answers to those four.  
 
The other thing that is so important is what we call the marketing 
mix. The marketing mix has seven key parts. The first part is the 
product or service itself and why it's good and who it's good for.  
 
The second is the price; how much do you charge? You can take a 
price and charge from $9.95 to $10.05, and your sales will drop 
50%. Why? It's because up to $9.95 people will pay it; it's called 
the no-brainer price.  
 
Once you go over ten dollars, it's "Let me think about it for awhile, 
and think about it forever." So pricing is really, really important. 
The third part has to do with promotion. What raise are you going 
to get the goods out of the woods, get the news to your customers, 
that the product is available?  
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I'll give you a very interesting example, a radical theory. A friend 
of mine opened a first-class restaurant, and rather then spending 
tens of thousands of dollars advertising this restaurant in a 
competitive market, what he did is he went down to Yellow Cab in 
a busy city.  
 
He went down to Yellow Cab and he said, "I'd like to invite your 
drivers and their wives to come to our restaurant for dinner at no 
charge, as our guests, next week," just the week prior to opening. 
Restaurants go through a shakedown phase where they test 
everything out.  
 
So they gave out these awards to the drivers and their wives, and 
for the next three or four days the restaurant was full because these 
were time-limited; full of taxi drivers and their wives. They treated 
them well and gave them beautiful food and wine and everything 
was paid for.  
 
And what do you think happened? Every single time a 
businessperson got into a taxicab and said, "Do you know of a 
good restaurant to eat at?" they said, "Yeah, this restaurant."  
 
The parking lot was jammed with taxis dropping off 
businesspeople in twos and foursomes. The restaurant was full for 
five years because those businesspeople then went out and said, 
"Geez, I went to a good restaurant last night."  
 
So they put all of their money into free, at the beginning, into the 
minds and hearts of people who would tell everybody else about it. 
Great marketing strategy, because that turned out to be cheaper 
than buying advertising.  
 
The way that you promote your product is really the key. We call 
this the jelly in the jelly donut. The fourth part has to do with 
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place: where do you sell? There are three others. The three others 
are packaging: what does your product or service or place of 
business look like?  
 
You'll find, for example, if you take an Apple product, they are 
insane about the beauty of the product. As you know, Steve Jobs 
was insane about making it beautiful, making it thin, making it 
elegant, so that people held it with pride and handed it to people 
and people touched it, and they sell them by the tens of millions.  
 
Therefore, how beautiful is your product? It must be as beautiful as 
or more beautiful than your competitors, or you back to the 
drawing boards. You should put your packages  through this test: 
ask a kid: "Which one would you pick?"  
 
The kid will always pick the one that looks the most attractive. If 
you don't pass the kid test, you can go out of business; you can go 
broke. The sixth part of the marketing mix is people.  
 
The people are the people who actually interact with the 
customers, and they'd better be really nice, pleasant, polite, 
cheerful people. Even people behind the counter at McDonald's are 
trained to be cheerful.  
 
The last of the seven is positioning, which we'll talk about when 
we come to branding; how you position yourself in your market 
and the hearts and minds of your customer is really the critical 
factor in whether or not you become successful. 
 
GREG: That's really great. I really love all seven of those keys 
right there in the marketing mix. What I want you to do is I want 
you to think about how your products and services fit into each of 
those seven elements.  
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Go through that in your Action Guide right now, because that's 
really going to set the tone as you move forward and you create 
strategies to now go out and market and get the customer. So let's 
expand on that.  
 
BRIAN: One point: one small change in the marketing mix can 
transform your business. One change, if it's the right change and 
the right time, can transform your business; can take you literally 
from average to extraordinary if it's the right change. So you keep 
looking as to "How could we improve in one or more of these 
areas?" 
 
GREG: I like that. Now that we've really thought about these seven 
areas in the marketing mix, where do we go from there?  
 
BRIAN: You go and you say, "All right, who, where, and what are 
the media that are already selling to my potential customers?" I 
often say to my business audience, "What is the sound that the owl 
makes in the deep woods?" Everybody thinks about it for awhile 
and then they go, "Whooo? Who?"  
 
Yes. Last year they spent eight billion dollars on market research 
in the United States alone, asking the question, "Who? Who? Who 
is my perfect customer? Who is my ideal customer? What is his or 
her age, occupation, income, educational background, level of 
family formation, the demographics?  
 
What are his or her psychographics? What are their fears and needs 
and desires and wants and hopes and aspirations? What moves 
them emotionally and spiritually and mentally? What's going on in 
their minds?"  
 
You have to know the answer to the question "Who?" 80% of new 
products fail each year because they get the 'who' wrong or they 
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don't even think about it. They think, "This is a good product; I 
think it's a good product. People will buy it."  
 
No; you should be able to tell me, if I were to ask you, "I know a 
lot of people in this community, Greg. Tell me the kind of people 
who buy your product or service. Tell me all about them, but don't 
mention your product or service. I don't want to hear that.  
 
I don't want to hear the name of your company or your product or 
service; I just want you to describe the person. Who is the person, 
ideally- what they call the avatar- the person who would be most 
ideal to buy your product or service immediately and pay a good 
price for it?"  
 
If you can't do that, then you have to go back to the drawing boards 
and do it. Most people start off saying, "I'm looking for someone 
who wants to buy life insurance or who wants to be fitter and 
healthier and have more energy and everything else." 
 
 No; don't talk to me about your product or service because nobody 
cares what it is; they only care what it does to transform their life 
in a positive way. So who are these people? Who? Who, and who 
are they, and then where are they, and why do they buy, and what 
value do they seek?  
 
Then what are they looking for and what else do they buy, and who 
are their competitors and why don't they buy, and how could you 
offset that? The greater clarity you have with regard to your 
customer, the easier it is to pick media.  
 
Then you find media that are selling effectively to the kind of 
people that would buy from you. One of the things that we do, you 
and I do this, and we do this with a lot of other companies, is 
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called joint ventures or strategic alliances; you've heard about other 
people's money, other people's ideas.  
 
The great breakthrough in small business today is other people's 
customers, OPC; you find somebody who is already selling to the 
perfect customer for you and you go to them and say, "Look, let's 
do a deal.  
 
Let me sell my products to your customers, non-competing, and I'll 
share them with you, and then I'll sell your products to my 
customers. Let's share customers.  
 
They're all the same type of customers; rather than trying to find 
new customers, the hardest and most expensive thing in the world 
today, let's go out and sell to each others' customers." 
 
GREG: Yeah, and make it a win-win for both of us.  
 
BRIAN: Make it win-win; share the revenues.  
 
GREG: Exactly. Now I really want to dig onto something because 
you hit it on the head when you were talking about people and 
knowing who your customers are, but also in today's landscape- 
and this kind of segues into branding- people really do buy from 
people in today's age.  
 
You mentioned Apple, who we mention a lot; we really can relate 
to Steve Jobs. We love the products, but we can relate to Steve 
Jobs. Let's talk about the concept of people buying from people in 
today's marketplace. 
 
BRIAN: This is very important, but it depends upon your product. 
People say, and I've taught this for years, is when you are face-to-
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face with a prospective customer, yes, they buy depending on how 
they feel about you. 
 
Sometimes I'll ask my audiences, "What percentage of customers' 
decision-making is emotional? What percentage is logical?" After 
they say 80/20 or 90/10, I'll say, "No, it's 100% emotional."  
 
When you're dealing directly with another person, the make their 
decision emotionally and then justify logically. The number one 
reason that people buy a product or service from a person is 
because they like the person. I call this relationship selling.  
 
If you're selling your products face-to-face, whether it's in a retail 
setting or it's direct sales, knocking on doors, talking to people, 
trade shows, where they're dealing with you, it's how they feel 
about you. If I like you, and I trust you, and I feel comfortable with 
you, then I will buy from you, because I will assume that you'll 
take care of me.  
 
However, if you're selling via Internet- and the Internet is 
transforming all of marketing- even if you're selling via Internet or 
via newspapers or direct mail or even radio or newspaper, then it's 
not the person that's selling; it comes back to the benefit that you're 
offering.  
 
Once you get people, if you say, for example, "Would you like to 
save 50% on your taxes this year with a new rule that the IRS has 
just issued and your accountant doesn't even know about, call this 
number," that's going to get a lot of people phoning the number.  
 
Then you have to make sure that the person who answers the 
phone is a really nice person, because the one characteristic of 
people replying to ads is they are suspicious, because they're afraid 
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that they're going to be hard-sold and up-sold and cross-sold and 
down-sold.  
 
So make sure the person on the phone is really a nice person and 
asks really good questions about how they can help this person 
who called in so the person lets down their guard and relaxes and 
starts to feel good about who they're talking to. Wherever it's 
people-to-people selling, then the people doing the selling have got 
to be genuinely nice people. 
 
GREG: I like that, and some of that's going to go back to the 
business and the brand and the culture that the business has started. 
Let's really start to talk about a brand.  
 
So we've gone out, we're going some selling and some marketing, 
we're getting some data back, we're seeing how people relate to our 
products and how they buy our products. How does a brand play 
into that?  
 
I know we were talking earlier: you can't start with a brand; you 
kind of have to start with your customers and your product and 
your services, and then you kind of build into that brand.  
 
BRIAN: This is something I know exhaustively; I've taught it for 
years. Theodore Levitt, who is the dean of Harvard Business 
School, wrote a book some years ago, a tremendous book. It's 
called The Marketing Imagination, and in that he talked about the 
most valuable asset that your company has, and it is your 
reputation with its customers.  
 
Your reputation consists of how you are known to your customers, 
how your customers think about you when you're not there, how 
your customers talk about you, how your customers visualize you, 
how your customers feel when your name is mentioned.  
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What is the reputation that you have with your customers? That is 
the most valuable asset you have. Interestingly enough, there's a 
coffee brand in Hawai'i called Kona Coffee. It's the most popular 
brand in Hawai'i.  
 
It's interesting; the guys who started this company, entrepreneurs, 
came up and they decided they wanted to do a leap forward by 
buying a brand that nobody was taking advantage of.  
 
They stopped selling Kona Coffee 90 years ago, but it was still so 
famous in Hawai'i they paid $300,000 to buy the name Kona from 
the ancestors of the people who had built the original coffee 
company in the last century. 
 
GREG: Wow, that's a strong brand. 
 
BRIAN: Then they took that name and they put it all over 
everything. Within two years, they're the best-selling coffee in the 
islands and they sell all over the world because the brand, even 
though it had not been used for 90 years, was still in the minds and 
hearts of people; they identified with it.  
 
Black & Decker was sold recently to another major company. 
They paid $100 million for the company: $10 million for the 
assets, $90 million dollars for the name Black & Decker because it 
had such a great name.  
 
So how do you develop this reputation? The question is, you have 
to ask, "How do we want people to think about us after they've 
dealt with us? When a person walks away from us, if we were 
going to interview them, what would we want them to say?  
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Would we want them to say that our products were excellent, that 
the service was wonderful, the people were cheerful, the building 
was efficient? Do we want them to say the packaging was great? 
What do we want them to say? What impression do we want to 
leave with them?"  
 
Because that becomes your reputation, and then over time it 
becomes your brand. First the reputation is what people think 
clearly; the brand is the instinctive response. For example, lot of 
research on this: Sony.  
 
When you think of Sony, what do you think? High-quality 
electronics. Sony can charge 30-40% for the same product that 
some other company sells using the same components from the 
same manufacturer.  
 
You put the Sony name on it, the price is worth 30-40%. This 
brings us to the final point about branding. The best definition I 
ever saw: "Branding is composed of two elements. Element 
number one is the promise you make when you ask the customer to 
buy from you. Element number two is the promise you keep."  
 
So always remember that it's the promise you make and the 
promise you keep. It's easy to make promises to get people to buy. 
You can give them discounts, you can deceive them, you can tell 
them all kinds of wonderful things to get them to buy, but it's the 
promise you keep that they remember.  
 
When they say, "Yes, you did keep your promise. Yes, it did work. 
Yes, the food was delicious. Yes, the product was effective. You 
delivered on your promises and by gum, I'm going to buy again 
and tell my friends." 
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GREG: I love it. So now, Brian, as we close out this section I 
really want to wrap up the sales, the marketing, and the branding, 
and I want to give everyone listening some actionable steps, 
because I really want them to take away- as soon as they hit pause- 
I want them to turn to their team members and have an action plan 
they can go after. What can they do right now to really start 
marketing their business, selling their products, and integrating the 
brand into that? 
 
BRIAN: Well, you've heard the 80/20 rule. I've said before that 
marketing and selling is the jelly in the jelly donut. It's the 80% 
that accounts for everything. Everything else you do in the 
business is the bread part of the jelly donut.  
 
If you are serious about your business, then you think about 
marketing which is attracting people who are interested, who have 
a need, a want, a desire, and selling, which is persuading them to 
buy from you rather than someone else who can satisfy the same 
need.  
 
Marketing is attracting qualified prospects; selling is converting 
them. Every company- 95% of companies- can be better at this. If 
you're not really good at selling, get good at selling.  
 
Listen to the best audio programs, take the courses, read the books; 
your ability to convert interested prospects into customers 
determines your entire life. Here's the wonderful thing: all 
marketing skills are learnable.  
 
All sales skills are learnable. All business skills are learnable. You 
can learn every skill you need to learn in order to achieve any 
business goal you can set for yourself, but you've got to become 
deadly serious about marketing and attracting new people.  
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Forget all the little nonsense that you do during the course of the 
day. There's a beautiful line that says, "Social networking is social 
not working"; this is not a way of generating customers, it's a way 
of having communications with people. If you develop a customer 
after ten years, God bless you.  
 
Your job is to get out there and talk to customers; talk to them on 
the Internet, talk to them on the phone, talk to them person-to-
person, but your job is to be literally obsessed with contacting, 
communication, and talking to customers, explaining to them why 
they will be so much better off than they are now if they buy your 
product or service, and you must do this from dawn to dusk.  
 
Do your paperwork before 8:00 in the morning and after 6:00 at 
night, and between eight and six do nothing but think about 
attracting and converting people into buying what you sell. 
 
GREG: That's really, really powerful information that you just 
shared. Go back, and if you need to learn some selling skills, go 
learn it. Find the master in sales that you can learn from; find the 
master in marketing, find the master in business, and really 
improve those areas in your business.  
 
Go back into Brian's seven areas of the marketing mix and look at 
all those, and again, look at how you can insert your products and 
services into that marketing mix and really get the results that you 
want out of your business.  
 
So go through your Action Guide, and we will see you again in the 
next section. 
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Part 6: Building An Everlasting Business 
 
GREG: Hi, this is Greg Rollett and welcome back to the series on 
building a thriving business in today's economy. Today we've been 
joined by the legendary Brian Tracy.  
 
Brian's been sharing some of his best secrets to creating a business 
that is successful in using marketing, media, PR, and branding to 
really get your business in the position it needs to be in order to be 
more successful. Here in this section we're going to be talking 
about recession-proofing your business and building a business 
that has a lasting legacy.  
 
I really wanted to start by talking about your business, because 
your business has been able to survive through multiple presidents 
and different economic situations and different price points for 
your products. How do you think you've been able to really survive 
and change and continue to grow through all these different 
circumstances?  
 
BRIAN: You hear a lot about innovation today; innovation and 
creativity. Basically, what it means is you're constantly looking for 
faster, newer, better, easier, cheaper, more convenient ways to 
generate revenues.  
 
The key to the success of your business is cash flow. If you have 
positive cash flow, you survive. If you have negative cash flow for 
any period of time, you die.  
 
As Jack Welch, the CEO of General Electric, once said, if there's 
anything that you would do to save your business if worse came to 
worst, don't wait; do it now.  
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Throw everything off the ship to keep the ship afloat. Lay people 
off, fire people, cut back, but remember this: there's a great piece 
of work called Profit From the Core, and I teach it all over the 
place.  
 
Basically what it says it that a business starts off with a core 
product or service that the business owner and people are good at 
producing and it's profitable, and that's where every business starts, 
whether it's cookies or donuts or something else.  
 
Then they begin to expand, and as they expand, they tend to 
expand into areas that they hope will be really profitable, but often 
are not as profitable as the core business.  
 
Then they expand into other areas, and this s the natural tendency 
of companies, to keep expanding into areas that are not as 
profitable as the core business, and if they’re not careful, what they 
do is they take their eye off the ball and their competitors go in and 
grab the core business.  
 
So when the market starts to turn down, what you have to do is you 
have to pull back in like an army camp; pull your soldiers back in 
to defend the core. You have to start discontinuing all low-profit, 
no-profit activities and do it quickly.  
 
Get your ego out of the way; we're talking about survival here. Get 
your ego out of the way and get back to those products and 
services. As they say, "Dance with the one what brought you."  
 
Get back to the products and services that were the ones you 
established your business on, and make sure that your business is 
profitable. Cash flow, positive cash flow, is everything, and you as 
the business owner are 100% responsible for the survival of your 
business.  



 

 
86 

 
You must make any decisions, any hard decisions, any cold 
decisions, but you've got to assure survival, and that means you've 
got to have cash. You've got to pay down debt; you've got to insist 
on payment from your customers; you've got to negotiate better 
and tougher terms; you've got to do everything to assure survival.  
 
If you have that mindset, then the next thing you do is say, "What 
other products or services could we introduce to the market that are 
an extension, a logical extension, of our key skills, our core 
competencies, what we do really well?"  
 
Like a McDonald's can bring out a salad or a McRib or something 
else; they're not starting a donut business across the street, they're 
doing a natural and logical brand extension or product/service 
extension from what they're already good at.  
 
As a matter of fact, there's a little book that's called Small Bets, and 
what is says is you don't have to bet your whole company; 
experiment with one small new product and see how the market 
response. The rule is: the only test is a market test. The only true 
test is a customer test.  
 
By the way, a great way we teach this, to test a product or service, 
is if you have a good idea, call one of your customers and say, 
"Look, I've got a good idea for this product or service. What do 
you think?" Customers are amazing; they will tell you like that, 
exactly if it's a good idea.  
 
Then you say, "How much would you pay for this? I'd probably 
have to charge this kind of money in order to bring it to the market. 
How much would you pay?" They'll say, "That's a reasonable 
price," or "No, I wouldn't pay that much," or "I'd pay even more 
than that if it will actually do what you say it will do."  
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You talk to ten customers and they will show you how to 
recession-proof your business. The other thing is the hardest thing 
to do is to get a new customer. The easiest thing to do is to take a 
satisfied customer and sell them more stuff.  
 
The easiest thing beyond that is to get referrals from satisfied 
customers. A good friend of mine was called by a person whose 
business was going through a recession and said, "What can I do? 
No matter how much I advertise, I can't seem to attract more 
business," which is quite common.  
 
He said, "Go back to every customer you've had for the last two or 
three years and tell them, 'Thank you for your business; would you 
like to buy some more?'" The guy went back and did that; within 
60 days he increased his sales 40%; went from being in the red to 
being in the black.  
 
He said he could not believe how much extra business there was 
just by asking his happy customers to buy some more. Then he 
said, "Would you happen to know anybody else who might be 
interested in what we sell?" and he started to get a river of referrals 
and new business.  
 
He reduced his advertising and promotion, he put all of his focus 
and time and telephone calls and personal visits on his existing 
good customers, and they saved his life. 
 
That's one of the most wonderful things you can do, is of course 
get new businesses with new products and services, but take 
fabulous care of your existing customers and get them to buy more. 
 
GREG: That's a great, great strategy because there's really this 
money just sitting there. 
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BRIAN: Yes, because they already know you. They already like 
you; they already trust you; they've already given you money; 
they've already enjoyed your product or service. Say, "Hey, come 
on down and do it again!" 
 
GREG: Something that I want to talk about, especially in today's 
economy and today's age, is attention. We sort of talked a little bit 
about this in marketing, that our attention spans are shorter, we 
have sites like YouTube that instead of watching a 30-minute TV 
show, we're watching a 3-minute video clip.  
 
You have technology that's increasing and just the amount of 
content that's needed to put out there. Just yourself, you're doing 
blog posts; you're doing videos; you’re doing speaking; you're 
writing books. There's just a lot that goes into keeping a customer's 
attention. Can you talk about how that affects business today? 
 
BRIAN: You have to realize that 99% of the time people think 
about themselves; that a person is more concerned about a split 
fingernail that they have that they want to get repaired than if 
100,000 people are washed out into the ocean in a flood in 
Bangladesh.  
 
So therefore, if you want to hold people's attention, you have to 
keep answering the question "What's in it for me?" What's in it for 
me? What's in it for me? If you want to get people's attention, you 
have to constantly be addressing what it is that they want and what 
they need and what they care about.  
 
It’s interesting; they will show photographs to men or women to 
find out what causes pupil dilation, because pupil dilation is the 
very best indicator of interest. When a person sees something of 
interest, their pupils dilate.  
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You know what they find that causes men's pupils to dilate the 
fastest? Of course, it's pictures of attractive women. What causes 
women's pupils to dilate is pictures of babies. It's automatic; you 
show those pictures.  
 
I only tell you that example because your description of your 
product or service has got to cause pupil dilation. It's got to cause 
people to pay attention, jerk awake, because it's connecting with 
something that they really want and need and care about; a pain 
that they have or a goal they want to achieve.  
 
If you can offer that, then you'll get their attention, and if you keep 
offering that, like for example we used to say that if you can get 
people to say 'yes' six times in a sales presentation, then they'll buy 
your product.  
 
Six ‘yes’s and they become like a little dog. So I would be selling 
investments, and I say, "Would you like to see an investment that'll 
pay you a tremendous rate of return with no risk?" "Absolutely."  
 
"Would you like to become financially independent?" "Yes." 
"Would you like to have investment that is better than what you 
have already?" These are the same questions. "Yes."  
 
"Would you like to have an investment that you can afford us to 
manage for you so it assures high returns?" "Yes." "Would you 
want an investment that will enable you to sleep well at night 
because you don't have to worry about it?" "Yes."  
 
It's the same question asked six different times; it's six different 
benefits of making a good investment. If the person says yes, by 
the time they've said yes the sixth time, their buying temperature is 
buying and they want to use your product or service.  
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Really good advertising and promotion keeps addressing the 
fundamental need; with regard to money, it's for security and 
growth. That's what people want. They keep repeating, "Would 
you like more security? More growth? More growth? More 
security?" Growth and security; security and growth.  
 
The other person is saying "Yes, yes, yes, yes," and it's the same 
thing with beautiful foods and lovely restaurants and beautiful 
decor and lovely lighting and wonderful service and beautiful 
dishware and fabulous food; it's all a description of the restaurant.  
 
As long as you’re describing what the customer wants and needs 
and is willing to pay for emotionally as well as logically, you'll 
have their total attention.  
 
GREG: I like that a lot. Attention is very, very important. As we 
talk about a business that we want to last, there are things that 
we're going to have to do on a day-to-day basis in order for out 
business to be here one year, five years, ten years, twenty years 
down the road.  
 
We've talked about goals, we've talked about marketing, we've 
talked about sales, but what are some things that business owners 
really need to think about on a day-to-day basis that are going to 
impact them years down the road and make sure they're profitable?  
 
BRIAN: Here's an important point: life, as you say, is the study of 
attention. Therefore, what business owners pay attention to largely 
determines the direction of their business. It’s like the guidance 
system in the guided missile.  
 
If business owners pay attention to social media, then the company 
will go nowhere. If business owners are obsessed with selling, 
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obsessed with top line, top line, top line- good business owners are 
asking every hour: "How much did we sell?"  
 
Every day: "What were our sales today?" Every week: "How much 
cash do we have in the bank?" Every month: "What were our sales 
and profitability?"  
 
Whatever the business owner pays attention to the most, that's the 
direction the whole company goes in. Everybody follows the lead 
of the business owner, so therefore if you want to build a long-term 
business, one of the things that we talk about is you've got to get 
control of your debt.  
 
You've got to have no debt or low debt, and the only debt you have 
should be debt that is serviceable by your positive cash flow. The 
businesses that succeed the most are the ones that have cash.  
 
Did you know that Apple is sitting on $50 billion in cash today? 
That Microsoft is sitting on $46 billion in cash? These are the most 
successful companies in the world; they have choices.  
 
They can plan for the future; they can invest in new products and 
services because they have cash in the bank. So you as the business 
owner: pay attention to the cash.  
 
How much cash? Pay attention to the sales; how much revenue? 
Pay attention to the receivables. Pay attention to the payables.  
 
It's the most important thing you can do because you build a long-
term business by building a really strong short-term business. You 
build your business day-by-day, week-by-week, month-by-month; 
it'll build itself year-by-year. 
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GREG: I love it; I think that's great information to leave you guys 
on today as we wrap up this third and final section. What I 
encourage you to do is really go back and listen to everything that 
Brian has shared with you and really start to apply it to your 
business.  
 
It's only those that take action that get results, and that's a really, 
really strong part of this course. Brian's given you some actionable 
tips, strategies, and things that you can turn around and implement 
right now in your business, day to day.  
 
Get that cash flow going and you're going to see a very successful 
business in the future. Brian, I want to thank you for joining us 
today. 
 
BRIAN: Thank you, Greg. 
 
GREG: Again, I encourage you guys to take action, and we look 
forward to seeing your successful businesses for years to come. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


