
It is not new clients, but old clients, that are the key 
to growth and profitability

Your client relationships are the number one asset 
you have. You can secure customer relationships by:

Keeping in touch -- whether it be by telephone. mail, or in person --
all customers want to feel that they are special and that you take
special interest in seeing to their needs.
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Providing post-purchase reassurance. Each time a 
customer places an order with you, call him/her a 
week after receiving your product or service to see 
how it's going. This will allay any post-purchase 
dissonance
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Benefits of Post-Purchase Reassurance

You allay any 'post-purchase dissonance' (buyer's remorse) that may
be festering in the mind of your customer, his/her family or
associates.

You dramatically reduce -- and perhaps eliminate -- the refunds.
exchanges or costly service expenses that disenchantment always
produces.

You make the customer more receptive to your next offer.

You develop a closer relationship with your customers 
and satisfy their cravings to be acknowledged.

You give yourself an opportunity to recommend a 
buying strategy that includes continuous repurchasing.

You get the chance to immediately 'upsell' the 
customer to some more expensive product or service 
that you make available exclusively to them at a 
preferential price.

You can solicit a customer's sales referral.

You can often tum the initial sale into a renewable 
annual contract by adding more products or services 
at a discount.

You can explain the use of the product so It will be 
used more often and reordered sooner."

Giving your clients the best deals and guarantees that 
you possibly can get away with.3

Preferential pricing -- let your 'old' customers In on 
the best deals first. Give them the opportunity to buy 
your sale items before the public does.
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Building rapport and trust. Be as honest as you can 
be with your customers. People do business with 
ethical people they can trust.
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1. Increase your number of 
buyers/clients/prospects

lead generation + converting more

By making it inviting, easy, informative, 
nonthreatening. educational. inspiring, and fun
to do business with you, you'll lift your company 
above your competition.

1. You cannot service too much.

2. You cannot educate enough.

3. You cannot inform too much.

4. You cannot offer too much follow up or follow 
through too far.

5. You cannot make ordering too easy.

6. You cannot make calling or coming into your 
business too desirable.

Converting Prospects

The more synergy you can bring together In your 
package, the better.

By reducing the cost to a modest and nonthreatening 
monthly or quarterly payment, you dramatically 
increase appeal.

Here are some techniques that successful 
direct-marketing companies use to get orders 
or increase the size of their orders.

Introduce a trade-up offer. A company might offer. for 
example. that for an additional $35. the customer can 
get... 

Offer special packaging. This might include holiday. birthday. or
other special-event gift wrapping. or unique. reusable boxes.

Present a compatible item. After a sale is made on prescription
sunglasses. for instance. try to sell the customer a second pair of
glasses at a discount.

Offer an extension. New-car dealers and home-appliance retailers.
for example, offer extended warranties or extended service contracts.

Make selective price increases. You might try raising prices of hard to-get
or hard-to-find products.

Increase minimum-order requirements. If you're a business-to business
office supply marketer. try increasing the minimum
purchase requirements on selected products.

Offer bulk discounts. Some of your customers will respond to bulk
purchases if they get price breaks from you.

Offer a premium on specific purchases. For some customers. a free
gift will convince them to buy from you. For example. you could give
the customer a free can of auto polish when he or she purchases an
electric buffer.

Introduce 'bundle' deals. Computer marketers have increased sales
by making 'bundled' offers -- e.g., offering a computer. a printer.
software, and paper at a lower price than what the total cost of the
separate items would be.

Referrals

Most people and businesses spend all of their time, 
effort and money on conventional marketing, 
advertising or selling programs when a fraction of that 
effort, and virtually no expense, would get them many 
times the results if they developed a formalized 
referral system.

Referral Systems

Step One: Every time clients deal with you in person, 
through your sales staff, by letter, e-mail or on the 
phone, diplomatically ask them for client referrals. But 
first you must set the stage.

Tell your clients that you realize you enjoy doing 
business with them and they probably associate with 
other people like themselves who mirror their values 
and quality.

Tell them you’d like to extend to them the opportunity 
of referring their valued and trusted associates to you.

Then help the client see a clear picture of who in their 
lives could benefit most effectively, and naturally, 
from your services or products.

Tell them what kind of person or business it might be, 
where they are, what they are probably doing – and 
why they’d be benefited. 

Show them what that person or entity  would be 
doing or buying right now so that the picture is vivid. 
Then extend a totally risk-free, totally obligation-free 
sales offer.

Step Two: Willingly offer to confer with, review, 
advise or at least talk or meet with anyone important 
to that client. 

Offer to consult their referral or let them sample or 
get a demonstration of your product or service in 
action without expectation of purchase, so your client 
sees you as a valuable expert with whom they can 
put their friends or colleagues in touch.

A formal client referral system will bring you an 
immediate increase in clients and profit. And it 
doesn’t cost anything to implement it.

A referral-generated client normally spends more 
money, buys more often, is more profitable and loyal 
than most other categories of business you could go 
after.

Acquiring clients at a 
break even upfront

Guaranteing purchases 
with risk reversal

Host beneficiary /Strategic Alliances/
Endorsers/ Distribution channels

Advertising

Using direct mail / email There are four types of direct mail promotions:

1. Direct sales (asking for the order)

2. Lead generating (asking for an inquiry)

3. Third-party endorsements

4. Database marketing (mailing to your own customers)

Running special events 
and Information nights

acquiring qualified lists

Unique Selling Proposition

Your Unique Selling Proposition is that distinct, 
appealing idea that sets your business apart from 
every other 'me too' competitor.

Unique Selling Proposition

Your Unique Selling Proposition is that distinct, 
appealing idea that sets your business apart from 
every other “me too” competitor.

Examples

Dominos Pizza - Hot, juicy, delicious pizza – delivered 
to your door in thirty minutes or less – or it’s yours 
absolutely free

In the 1960’s Avis was struggling to come up with a 
marketing approach that would gain them the market 
advantage that they desired. They needed a Unique 
Selling Proposition that was very powerful. After all, 
Hertz was heads above them in size and in market 
share.

What did they do? They came up with a USP: “We’re 
Number Two – We Try Harder” – and they 
demonstrated that by extending themselves, by 
working harder, by giving better rates, by being more 
cordial and courteous.

Nordstroms built their department store success 
through one basic, unique selling proposition. If you 
have any problem with a purchase, for any reason, 
bring it back for a no questions asked, 100% money 
back refund – anytime in the future. Anytime in the
future, not in three days, not in seven days, not in 
thirty days. If a year later you’re dissatisfied – if five 
years you’re dissatisfied – IT’S NO PROBLEM.

Financial advisor Howard Ruff built a twenty million 
dollar newsletter empire back in the eighties, by 
putting himself in a unique and a distinctive position 
in his market place. 

Most of the other financial advisers took the position 
that they were big time Wall Street pros. And they 
were trying to appeal only to the affluent investors.

Howard took the opposite approach – he said “I am 
the financial adviser to the middle class. And I want 
to protect your interests at a different level. I know 
how hard you work to make a dollar. I know how 
important it is that you don’t lose it. 

I know how critical your retirement monies are to 
you. I respect and I approach your situation
differently than anybody else.”

 Some companies position themselves as having the 
best selection or broadest array of buying options. 
Their USP is 'broad choice.'

Other companies may offer more limited selection, 
but their USP is 'low price' or 'low markup.'

Another company may decide they don't want to be 
known for just price or selection, so instead they offer 
the finest quality at a higher. but still reasonable 
price. Quality or exclusivity -- even snob appeal -- is 
its USP.- # -



Growing your client base

3 ways to grow 
your business

Methods

There are many kinds of USP successes:

Another company may decide they don't want to be 
known for just price or selection, so instead they offer 
the finest quality at a higher. but still reasonable 
price. Quality or exclusivity -- even snob appeal -- is 
its USP.

Still, another firm may offer a product at reasonable 
prices, but their distinct selling appeal is that they 
offer better service, assistance, or installation help.

Increase perception with 
Better client education

Use PR and Media Management

Improve your consultative & advisory skills 
with everyone in your organization

Qualifying leads upfront

Put out irresistible offers

communicating more frequently 
with your existing clients

deliver higher than 
expected levels of service

Educating your clients by giving 
them the reasons why

Telemarketing / Phone sales

'What kind of product or service lends Itself to 
telemarketing? 
The answer has 3 parts:

1. It should be a unit with a high price.

2. There should be enough markup In It to pay the 
telemarketers a good commission.

3. After all expenses are taken out there should be a healthy profit left.

Learn to ask questions as you talk to prospects. It's the best way to sell. Keep the
following nine points in mind as you refine your telephone skills:

1. Develop a plan. Before placing a call, be aware of 
exactly what it is you want to learn before the call is 
over.

2. Prepare a list of topics to cover. Have a specific question under each topic.

3. Ask permission. It's common courtesy to ask the 
customer's permission to ask questions.

4. Time questions properly. Avoid making your 
presentation sound like an interrogation.

5. Begin with broad questions that relax the prospect 
and 'get the ball rolling.' Then your questions can 
become more specific as the prospect reveals certain 
needs and concerns.

6. Build upon previous answers. Your feedback shows 
the prospect that you're listening.

7. Balance the number and type of questions. Though 
asking too few questions isn't a good practice, too 
many questions can make the prospect impatient for 
you to 'get to the point:

8. Don't ask manipulative questions (e.g., 'of course 
you would like to save 60% on your materials' costs, 
wouldn't you?'). They Insult the prospect's 
Intelligence.

9. Be relaxed and conversational. Always let the 
prospect finish talking. Listen carefully.

here are some pointers:

In telephone sales, you don't have the advantage of 
body language so tone of voice and rate of speech are 
critical. A good personality, the ability to build 
confidence, and to be in charge and to work towards a 
close are necessary for phone sales.

You must get through to the right person 'C the one 
who makes the buying decision. Expect to be 
confronted and rejected by many secretaries

Listen to what the other person is saying. Then 
respond to his or her needs accordingly.

Answer questions by asking questions. 'If I 
understand you correctly, you would be interested 
If...Is that correct?' Or, 'If I could provide this service 
for you at a price below market with no risk on your 
part, is there any reason why we couldn't do 
business?'

Read back information. Don't assume the person 
you're talking to understands. Keep asking, 'Am I 
making myself clear?' ...Does this make sense to 
you?'.. ."Don't you agree?'

Don't try to sell anything that's too technical or 
complicated over the telephone. Keep it simple.

Ask for action. Offer a choice between two 
alternatives. Anticipate objections. Make it easy to 
say 'yes' and difficult to say 'no.' Use post-purchase 
reassurance as soon as you've sold the customer

Follow up a telephone purchasing commitment in 
writing. Verbal commitments are quickly forgotten.

Building A Powerful Sales Force

Here are some guidelines for getting the most from your salespeople:

Make sure salespeople understand that you won't settle for less than
a 100% commitment from them. If your sales reps aren't the best
salespeople they can be, they will never sell at their maximum
potential.

Encourage reps to emulate a top-selling sales rep. By using a
respected, hlgh-performing salesperson as a role model, sales reps
can pick up the techniques that lead to success.

The sales rep should develop a pre-call selling plan whlch Is based
on the known characteristics and needs of each specific customer.

 Reps should attempt to encourage buyers to discuss their problems
and needs. Once the salesperson can get buyers to talk about their
problems as they relate to the product, the sale Is practically made.

To generate repeat business, your salespeople have to demonstrate
to buyers that they are better than anyone else at fulfilling needs
and solving problems

 Reps should have quick access to Information -- both from within
and outside your company.

The seven motivational forces to which people respond are:

 Acceptance: People want to be reassured that they are needed.

Accomplishment: They derive pleasure from a task completed.

Environment: They have great desire for pleasant 
surroundings and friendly associates.

Recognition: They need praise.

Responsibility: They want authority.

Security: They are deeply concerned about the future.

Status: Status symbols impress them. They want status.

Tips for coaching your sales force

1. Don't criticize. Instead, provide salespeople with 
'how to' advice. Repeatedly tell them what you llke 
about their performance.

2. Build their self-confidence.

3. Ask questions. By asking questions. the sales 
manager gets the salespeople actively involved.

4. Build on your strengths. Take advantage of training 
materials that might help struggling salespeople.

5. Pressure the salespersons to evaluate themselves. 
This Is the first step In getting salespeople to traIn 
themselves.

6. Always come to an agreement about what 
corrective action to take to Improve.

7. Keep records. Set specific standards of 
performance and make sure they're being met within 
stated time limits.

Making the most out of Rejection

1. Find out why. A rejection can be educational if you 
find out the reason -- be it logical or frivolous.

2. Find out if the competition is meeting the 
customer's needs. and learn how. It is crucial to 
identify. pinpoint. and satisfy customer learn how. It 
is crucial to identify. pinpoint. and satisfy customer

3. Exit gracefully from a non-productive sales call 
because time is the salesperson's most Important 
asset. Identify sales calls that are mistakes.

4. See the interview from the buyer's perspective. 
Listen 'between the lines.'

5. Leave the door open. Try to end the sales calion a 
positive note

SIX KEY SfRATEGIES FOR DEALING WITH REJECTION

1. Divorce your ego from the sale. Remember that 
the prospect is not attacking you personally.

2. Realize that the 'intimidating' prospect you are 
facing may have a lot of problems.

3. Don't automatically assume the problem is on your end.

4. Plant a lot of seeds. Salespeople who generate a 
lot of activity have little time to mourn over the loss 
of one sale.

5. Anticipate rejection so you won't be overwhelmed by it.

6. Give failure minimal attention and keep on calling.

ELEVEN TOP-NOTCH SUGGESTIONS
TO IMPROVE YOUR LiSTENING SKILLS

1. Let your customers tell their stories first.

2. Remember that you can't listen and talk at the same time.

3. Listen for psychological needs. These are needs 
other than what the prospect may mention,

4. Listen for the main ideas. What is central to the prospect?

5. Don't lose concentration and miss the speaker's main message.

6. Take brief notes regarding important data.

7. React to the message -- not the person. Don't 
allow your mental impressions of the speaker to 
influence your reaction.

8. Listen selectively. Listen in such a way that you can uncover hidden messages.

9. Relax. When the prospect speaks, try to put them at ease,

10. Don't criticize your customer's point of view.

11. Listen attentively and ask good questions.

The BTRF guarantee enables you to do something 
that a basic guarantee or risk reversal approach does 
not. 

When you utilize a better than risk-free guarantee 
you are acknowledging and rewarding the client for 
the value of both his/her time and faith expended in 
favoring you with his/her purchasing decision.

When you tell me that if I am dissatisfied for any 
reason whatsoever. You will not only give me full and 
immediate return of my purchase price, but you 
promise me an additional reward on top – a 
compensation incentive for having taken the time, 
effort and faith to purchase in the first place – I’m 
impressed. 

I’m hard-pressed to say “no” to a
proposition like that.

Whenever two parties come together to transact 
business of any kind, one side is always asking the 
other (consciously or otherwise) to assume more or 
all of the risk. If you ask someone to take on all the 
risk, their first inclination is not to buy.

- $ -



Risk Reversal

Whenever two parties come together to transact 
business of any kind, one side is always asking the 
other (consciously or otherwise) to assume more or 
all of the risk. If you ask someone to take on all the 
risk, their first inclination is not to buy.

Examples

Did you ever subscribe to a magazine or a newsletter 
and the reason you subscribed was because they gave 
you a 30, 60 or 90-day, no-questions-asked, 100% 
money-back guarantee? Or even not ask you to pay 
up front? That’s risk reversal.

As president of Chrysler, Lee Iaccoca took only a $1 
annual salary and stock options that would pay off 
only if he improved the company’s bottom line.

2. Getting clients to ethically increase their 
average purchase transaction value

Larger units of sales

combinations

Using point of sale promotions or their equivalent

Bundling products 
and services together

increasing prices

changing your profile of your products and services

Offering greater or larger units of purchase

3. Increasing transaction frequency (Get more 
utilization out of the relationship)

6 ways

1. Develop a backend line of products and services

2. communicating personally with your clients

3. Endorsing other products to your list

4. Running special events

5. Pre-framing or programming preeminently, your 
clients

6. Price inducements for frequency

The first thing to do is send a letter within five days 
or a week from the time of your customer's first 
transaction where you:

1. Thank them:

2. Resell the value of your company

3. Reassure them of the prudence of purchasing the product or service
(if that can be identified).

Spend everything you can Justify to bring in a 
customer as long as the customer costs you less than 
he/she earns you. If you feel you can't afford to 
spend more than the entire initial sale profit to get a 
customer, just remember that you'll be making 
money on him/her In a few months. Start out 
spending only what your cash-flow can justlfy, but 
after a quarter or two of reorder profits, step up the 
ad budget.

Your best prospects are your existing customers. If 
you've been putting all your marketing efforts into 
acquiring new customers, stop and divert some of 
your resources into reselling, upselling, and cross-
selling to those same customers.

Current buyers (after they buy)

acknowledge them?

speak to them differently?

do you truly fall in love with them?

do you treat them special?

do you analyze categories of buyers? segment you never targeted?

are you leveraging success stories?

are you trying to get media?
posting on website?

makes you look more powerful

are you trying to be a thought leader?

3 Advanced Ways To Grow A Business

Penetrate one new market or 
distribution channel every year

Start with your general or 
vertical market products and 
ask, can they be taken to 
other markets?

get ideas from looking at the profile of  
your current buyers first

Look for how many or alternative 
ways to reach your market or how 
what you have can be as is, with 
modification or combination be 
taken to other markets

Create at least one new 
product or service every year

start by looking at your buyers

before

during

after

instead

come up with macro concept

A product from scratch takes more time, logistics

Do searches and find people who have expertise with 
products but poor sales people or marketers and 
acquire the rights an exact to what they have exact or 
modified 

use new products or 
services on high or low end

higher end offers

later part of selling cycles when trust is established

coaching, packages

the next program offers the next one and so on

You can package on frontend or bonus

Acquire assets, buyers, intellectual property, 
brand of competitive or complementary 
business every year on a pure performance 
based payout

start start generic with the list buyers and ask what 
they buy...

before

during

after

instead

list of companies in those fields

your problem is the solution to somebody else's problem

show them they will make a lot more with you than 
doing it by themselves

if possible, go to larger companies

approach on doing an earn out, percentage on sales 
or 
flat rate that is based on sales generated

The Power Parthenon of Geometric Growth

systematically adding Revenue 
or market impact pillars 

Direct Sales

Telemarketing

Referral Systems

Joint Ventures/Strategic Alliances/Partner Deals

Direct Mail

Advertising

Develop and back end and front end

Endorsements

1 pillar at a time

you can do it small and safe in the beginning

low, slow, safe and small

get the model working first

More action items from the book

Step one Is to upsell or resell right at. or Immediately 
after, the Initial sale, preferably at the polnt of 
purchase.

Contact or visit a customer right after the sale to see 
how they like their purchase, and
offer them a deal on a related product or service.

Secure the rights to high-profit or repeat-type 
products or services that are logically
suited to your new customers, then follow up with 
calls, visits or mailings to sell those
other products.

If you don't want to push other people's products or 
services, you can turn over your
leads or prospects to other companies whose 
products or services are compatible, and
take a flat fee per lead or a percentage,

If you have a consumable, repeat-sale product or 
service, set up a regular monthly, quarterly, 
semiannual, or annual contact strategy, based on 
testing.

Be the first to approach them about new products or 
merchandise you are willing to
reserve for them, if they'll call you, come In, or send 
back the card.

The most profitable thing you'll ever do for your 
business is to understand and ethically
exploit the marginal net worth of a customer?

If you haven't 
calculated your 
customer's marginal 
net worth yet, here's 
how to do it:

1. Compute your average sale and your profit per sale.

2. Compute how much additional profit a customer is 
worth to you by determining how many times he/she 
comes back. Be conservative.

3. Compute precisely what a customer costs by 
dividing the marketing budget by the number of 
customers it produces.

4. Compute the cost of a prospect the same way.

5. Compute how many sales you get for so many 
prospects (the percentage of prospects who become 
customers).

6. Compute the marginal net worth of a customer by 
subtracting the cost to produce (or convert) him/her 
from the profit you expect to earn from him/her over 
the lifetime of his/her patronage.

Another method you can use to boost your profits is 
telemarketing. What would happen, for example, If 
somebody from a company you're familiar with, 
whom you liked and trusted and had a good 
relationship with, called you up and offered you a 
proposition on either a product or service, or a 
package (a combination of products or services) that 
was only being made available to an exclusive group 
of customers, and not normally available, or an item 
that was not normally stocked, but that the store 
could manage to get If you were really interested in 
it? Chances are, If it were something you were 
excited about, you'd probably agree to purchase it.

Jay also believes that business owners must observe 
their customers closely to clearly understand their 
needs,

Once I spent the entire day with a client who taught 
me more than I taught him. I relearned an important 
lesson I had forgotten. The lesson was to get back in 
touch with the real, live pulse of your marketplace.

I mean actually go onto the selling floor and handle 
two or three dozen sales transactions once a week to 
better comprehend what the customers' interests 
really are and what turns them on.

You should take customer service calls once a day 
and re-read all the indicative customer complaints 
that are received.

The cornerstone of your marketing plan (according to 
Jay) should be to educate your client. You first 
educate them on your product or service.

Take your customer by the hand

People need to be explicitly told how to act to obtain 
your product or service. Therefore-
- and this In Incredibly important -- every sales call. 
letter. commercial. or personal
contact should make the case for your product. Give 
prospects a brief education. then
take them by the hand, figuratively speaking, and tell 
them what specific action to take
next.

If you're selling an impulse item, or if the offer is for a 
limited time. tell your prospect to get in touch with 
you immediately. And don't be abstract. If you deal by 
phone. tell them to pick up the phone and call a 
specific number.

- % -



Money Making Secrets of Marketing Genius Jay 
Abraham and Other Marketing Wizards

Mr X

Education based marketing

If you're selling an impulse item, or if the offer is for a 
limited time. tell your prospect to get in touch with 
you immediately. And don't be abstract. If you deal by 
phone. tell them to pick up the phone and call a 
specific number.

Tell them why

Whenever you make an offer. ask for a sale, run an 
ad. have a salesperson make a proposition to a 
customer or prospect. or offer a product or service for 
sale at a specific price. always tell the reason why.

Why can you sell a product or service at a lower price 
than your competitor? Is it lower overhead or volume 
buying? Do you buy odd-lot inventories? Do you not 
give all the services? Why is your price so good?

If your price is high, tell the customer or prospect 
why. Do you offer a product far superior than the 
norm? Is your product made with demonstrably finer 
materials? Is your product designed to last or perform 
2 1/2 times longer than your competitors?

Why is your price high? Is it handmade? Is it made 
twice as durable. or with three times the personal 
stitching or handiwork of some machine-made similar 
product?

If your price or the package is an especially appealing 
value, tell me (the customer) why you're making this 
offer. Is it because I'm going to order from you for the 
first time. and it's an exclusive offer to first-time 
customers? Or, is it because you got a great purchase 
on all or part of the components in the package. and 
you want to pass the savings on? Or, is it because 
you're overstocked and you want to get your capital 
out of slower moving inventory. so you're willing to 
sell at a loss.

Make yourself into an expert

Reposition your company as the source for Industry 
information -- as the expert In the Industry -- and 
you'll be amazed at the Increase in business that 
results.

First, do some homework. Read everything you can 
get your hands on to keep informed on industry 
trends, developments. and forecasts.

You can have somebody ghostwrite a book or report 
for you that you disseminate through press releases, 
trade journals, or have the publication available free 
to anybody who wants It.

People desperately need to be acknowledged and told 
that they're important. Educate them without making 
them feel stupid, and then direct them to action.

Preemptive advertising

The first person to tell the public something - even 
something that every other competitor is doing - if 
the public doesn't know anything about it, it sounds 
like a profound revelation.

People don't appreciate what you do for them unless 
you articulate it.

Components

1. Describe In detail the components. construction, 
method. or process that goes Into the creation or 
manufacturing of your product.

2. Spotlight all the unIque advantages or 
characteristics of your product or service. compared 
to your competitors, such as life expectancy. 
warranty. service policy. cost. craftsmanship. money 
savings. etc.

3. Compare the performance or useful life of your 
product against your competitor's. And If the case for 
yours. on a dollar-cost basis. Is superior. say so.

4. Use testimonials.

5. Describe the problems they will avoid If they buy your product or service.

6. Use all the benefits and advantages of your 
product or service.

7. Point out any prestige or status value for the 
purchaser.

8. Advocate the selection of your product over the 
competition -- but offer solid reasons why your 
product Is superior on a cost. value. construction. or 
performance basis.

Power partnering

Start with a generic list of your 
buyers and ask what do they 
buy...

before

What does your 
buyer profile buy 
before they buy 
from you?

The faster you start the relationship, the faster the 
first sale. The faster the first sale, the faster the 
second or third sale.

Can you implement of the 93 referral generation 
systems with your partner's database?

Acquire clients at a break even upfront by giving the 
profit over to your partner?

Do any of your partners have distribution channels 
you can tap into?

Can you get access to any endorsers?

Can you direct mail to their audience?

Can you telemarket to their audience?

Can you run special events and information nights to 
their audience?

Can you buy or acquire qualified lists on a percentage 
of profit?

Can you deliver higher than expected levels of service 
by partnering with another business as your service 
provider or add-on services?

during

Ethically increase their 
average purchase 
transaction value

Can you partner with anyone to create and fulfill on 
Larger units for sale?

Can you partner with anyone to create combinations, 
bundles of products?

Can you partner with anyone to create point of sale 
promotions or their audience on their points of sale?

Can you increase prices by partnering with anyone to 
increase product value or perceived value?

after

How can you get them to come back and buy from 
you the various products and services that they would 
buy after they buy from you?

Can you partner with anyone to create or develop a 
backend line of products and services

Can you partner with anyone who can communicate 
personally with your clients or theirs?

Can you endorse their products to your list and vise 
versa?

Can you run special events and information nights to 
their audience?

instead

What does your prospect buy instead of 
buying from you and how can you offer that 
to them so that they buy form you?

The faster you start the relationship, the faster the 
first sale. The faster the first sale, the faster the 
second or third sale.

Can you partner with anyone to create to develop the 
line of products and services and offer it to someone 
who has access to prospects as a front end and start 
the relationship?

Can you endorse some one else's products to 
someone who has access to prospects as a front end 
and start the relationship?

Can you run special events and information nights to 
their audience of your prospects and start the 
relationship?

Can you buy or acquire qualified lists on a percentage of profit?

Can you get access to any endorsers?

Assets

Power Partnering

Philosophy

In the world there exists different, companies, 
media, influencers who already have invested to 
the market you want to reach (Reliable, 
dependable, trustworthy)

advertising is first stage trust building 
which could take a lot of resources

Power partnering allows you to 
connect with those who already have 
built the trust, thus short cutting the 
process

When you establish trust with 
them you can also pay on 
performance

find other companies who have already done it

9 major benefits

You can use it to achieve 
advantages of scale, of 
scope, or of speed.

You can increase market penetration.

You can enhance your 
competitiveness in local, 
national and international 
markets

Enhance product development

You can develop new business 
opportunities through products and 
services.

You can create new 
businesses at will

You can get control of 
tangible and intangible 
assets

You can use strategic 
alliances and joint ventures 
to sharply reduce costs/
increase profits.

There are a lot of things that you can’t 
afford to do on your own. But if you joint 
venture them and you only pay for other 
organizations in direct proportion to the 
revenue that comes in, that actually is no 
longer a cost. They’re an income stream.  

Working with Relational Capital

1. Identify all the people have direct access, 
compatibility and trust to your market that are not 
competitive to partner with

2. Find people who have expertise with products but 
poor sales people or marketers and acquire the rights 
to what they have exact or modified 

3. Look for how many or alternative ways to reach 
your market or how what you have can be as is, with 
modification or combination be taken to other markets

4. If you can't afford to acquire tech, expertise, 
resources etc, ask who has extra resources that you 
can partner with and/or pay for results

5. Acquire assets, buyers, intellectual property, brand 
of competitive or complementary business every year 
on a pure performance based payout dimensions

Money

Intellectual

Relational

human

Knowledge

based on trust

non competitive

collab to what they do

same market segment
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negotiations

Point out the following facts:

Your product or service is absolutely non-competitive to the host's
product or service. In the case where you approach a competitor,
point out to them that any ancillary profits will result from
reworking their list, after they have drawn all the profits they can
from it. This may be especially appealing to companies who own
large, 'one-time' purchaser lists.

It's not going to take away or supplant any income or profits the host
would ordinarily realize.

 It augments their profits.

They don't have to lift a finger or spend a dime. If they wish to
participate In the marketing expense, that's even better. You will be
able to reduce your capital risk.

You will create all the marketing material -- subject to their
approval. You will pay all the printing, postage, and other costs
(avail them of the opportunity to Joint-venture with you wherein their
profit share is greater).

You'll Indernnlfy and hold them harmless -- plus you'll
unconditionally guarantee everything sold.

The host company can have all orders routed through them for
verIfication.

Repeat over and over, it's purely bonus for them.

you can give them

percentage on profit 

share of whatever you can monetize

front end profit

pay for qualified leads

many ways of looking
at joint-venturing
and strategic alliances

Start a new business that you can offer in your retail 
store that can offer something to the existing traffic, 
can be unrelated to your core business

Instead of paying for advertising, approach list 
owners or high traffic locations/sites and work a split 
on revenue for the ad placements

If you do daily deliveries, work a JV deal with another 
business that does daily deliveries and do their 
deliveries on the way for a fee

Improve another businesses marketing and get
paid only percentage based on the added business 
volume.

Approach companies that send out paper billing and 
invoicing to clients in large volumes and place an ad 
insert with an offer in there and work a split

If you have an offer that is at a price point that is too 
high for some of your leads, partner with
a smaller scale service provider, and refer business to 
them for a revenue split.

If you are a home builder that specializes in first time 
home buyers,and you pay around $15,000 to attract a 
new buyer, approach people in apartments and offer 
them $5,000 cash if they agree to move out
into one of your homes.

Approach newsletter subscription businesses. Bundle 
the newsletters together at a low price for a 3-6 
month term to the consumer. Ask for a 25% percent 
revenue split on any extended 
subscriptions with each newsletter business.

If you have an insurance company, start an organization so you can
have a captive market (American Association of Retired People)

Gather a bunch of individuals together who are in
non-competitive business but are trying to reach
the same demographic, organize the event but ask
the others to pay for the advertising. Everyone gets
to speak and promote their offers during at the event.

Provide the staff and the programs if they let you sell CDs of those programs in the back
of the room at the end of the live seminar for a share of the profits.

Get someone who has authority to be the face of your 
product, to do your advertisements. To add star-power.

Instead of charging consulting fees, take a 
percentage of the increase in revenues or savings in 
expenses.

Buy cheap internet traffic and media, start a lead 
generation business and get paid per lead generated.

Get books, content and information that is out of print but useful, 
buy the rights, strip the content down into a manual and sell it as a report.

Create a product and approach a brand to put to their name on it
so you can mark it up and offer a split with the brand.

Approach manufactures of products and say “Test these designs against yours. 
If they tremendously increase sales, give us 5%. If they don’t, don’t use it.

Post a 1-800 number on an ad that does not have one, 
quantify the sales increase from the 1-800 number and 
work a split on the profits generated from the 1-800 number

Find a business that does not have an efficient phone sales force, bring in your own
and work a split on the profits generated by your sales force.

find inventory that does not get exposure, work a deal with the owner, 
to place in high traffic retail locations and work a 3-way split.

Find office buildings that that do yearly leases but have a hard time
getting leases, work a deal with them and open up suites, cubicles etc that 
can be rented monthly or weekly.

Barter

Trading your products or services for things your 
business needs or wants is called “Business Barter.” 
Barter gives you the amazing ability to vastly increase
your purchasing power – sometimes by as much as 
5-10 times over. 

Done right, barter also gives you the effect of having 
almost unlimited capital. It’s like having a blank check 
to fill in. It allows you to acquire products and 
services now, but pay for them much later. And the 
longer you take to pay, the less it ends up costing 
you. You can make barter a major factor in your 
business growth
strategy. 

Triangulation

Triangulation is the use of three separate transactions 
(or more) to achieve your ultimate barter
objective. 

Start-Up Marketing

Jim Cook, wrote a great book, The Start-
Up Entrepreneur, here's a list of 'must 
do's.' as he calls them.

1. You must develop the ability to see the needs and wants of others.

2. You must find a market gap.

3. You must become a service and quality fanatic.

4. You must get started.

5. You must offer your original investors the chance to profit in a big way.

6. You must start small.

7. You must use the telephone constantly for acquiring all kinds of information.

8. You must hire the best people and generate entrepreneurial excitement.

9. You must charge enough, meet problems head on, 
and collect your money up front.

10. You must develop a strategy that helps your 
customers grow, improve, or profit.

11. You must alm constantly to become the dominant company in your industry.

12. You must maintaIn honesty and integrity always -- and in all dealings.

13. You must accept no freebies, government grants orsubsidJzed loans.

14. You must be generous to employees with wages, profit-sharing, and benefits.

15. You must see your company as national, rather than local or regional.

16. You must develop tenacity and perseverance to 
survive days and nights of anxiety.

17. You must manage your company for constant mistake avoidance.

18. You must win your customers back again and again.

19. You must apply a fall-safe range of management checkpoints and controls.

20. You must establish a corporate philosophy that stresses quality and service.

21. You must develop an error-free reporting system.

22. You must constantly seek to pay minimum taxes, 
but always stay within the law.

23. You must diversity Into those areas that fit and 
supplement your existing business.

24. You mustfind something worthwhile to do with the money you earn.

25. You must sell your company or service only when 
you are no longer excited about what you do.

Copywriting

Sales Letter 

Here are specific 
components your 
sales letter should 
contain:

It must get the reader’s attention with a powerful headline.

The letter must show clear and distinct advantages in the body copy.

The letter has to prove or validate your claim of 
benefits or advantages through factual examples – 
comparisons, analysis, testimonials or credentials.

The letter must persuade the reader to reach out and 
seize the advantage you
promise.

The letter must motivate the reader to act, respond, 
order, write, come in or send
back the coupon.

(WIIFM) What’s In it For ME?

Positioning: How to open the door, set up the call, and position yourself /
business more powerfully and effectively. 

Differentiation

“What’s different about you?” “Why should I hire/buy from YOU?”

What Are Their Other Options?

Ways to Differentiate

Benefits

Value

Results

Focus on a specific target market

Focus on Competitive Advantages

Showcase Your Expertise

Carefully Craft Your Message

The buying stages

Unaware

Aware

Interested

Hurting and Evaluating

Ready to buy

Cialdini’S Six Principles 
Of Influence

1. Reciprocity What value are your offering in your communications?

2. Commitment And Consistency Is there small initial commitments which are delivered upon with consistency?

3. Social Proof
Do you have testimonials, case studies and are others 
talking about your work?

4. Authority
Is your communication performed with authority and 
confidence and if possible back by credentials?

5. Liking
Are you likable, do those that you are communicating 
with feel like they are similar to you?

6. Scarcity Are you valuing your time, energy and opportunity cost?

Why Should Your Prospect Act Now?

Why Might Your Prospect Say “No”?

What Are ALL The Benefits Your Product Offers?
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Questions to ask yourself
What Are ALL The Benefits Your Product Offers?

Why Should The Prospect Believe You?

How Is Your Product Different?

Who are you selling this product to?

How to think like a world-class marketer

15 elements

Step #1 - Read
Read every good ad you see published. then clip and save It for 
future reference. Do the
same with direct-mailing pieces that come to your home or office. 
Record all the good TV commercials that convince you to buy -- 
especIally the ones that almost convince you even though you 
don't need the product.

Step #2 - Observe
Spend weekends and evenings shopping. Note the 
conduct. personalities, and actions
of retailers and service companies. Keep a notebook 
In your pocket for Jotting down Ideas
and observations. Every time something irritates you, 
make a note of it. Every time something delights and 
pleases you, write It down.

Step #3 - Get Involved
Ask your customers questions. Go out In the field and 
spend some time as a salesperson. Find what your 
prospects really want -- and what their major sales 
objections are. Spend one day a week working the 
customer service phone or counter. Go out on service 
calls.

Step #4 - Play Customer
Order something from your own company under an 
assumed name and see how the average customer Is 
treated. Complain about the purchase and see how 
your problem Is handled. Do the same thing with 
your competition and observe how their treatment 
differs from or Is similar to your company's.

Step #5 - Listen
Let your employees share with you their observations 
and opinions, and pay close attention to what they 
say. Call customers and ask questions about your 
performance, Image, conduct, etc.

Step #6 - Nurture Ideas
Encourage your marketing people, sales manager, ad 
people, etc. to try a lot of new Ideas,
concepts, approaches, offers and packages. 

Step #7 - Show People You Care
Acknowledge your staff, your customers, your 
vendors, Don't forget about past customers and the 
prospects you don't sell. Service the Living daylights 
out of everyone -- no holds barred, Follow up on 
inquiries. Follow up on delayed orders. Follow up on 
problems. Follow up after every sale.

Step #8 - Learn From Others
Keep a notebook at home, at the office, in the car. 
Whenever you observe a powerful marketing 
technique that captivates you -- makes you want or 
crave or respond to a product or service -- Jot down 
the concept, approach, language, sales pitch, etc. 
that captivated you and incorporate similar or related 
techniques into your marketing tests. A great 
marketer picks the brains of peers, competitors, 
employees, and retired colleagues.

Step #9 - Test, Test, Test
* Test as many premises and concepts as possible. 
Test your promises.
* Test various media to determine which ones give 
you the most leveraged return for your ad dollar.
* Test various headlines or their equivalents.
* Test the size of your mailings, and the length of your 
sales pitches.
* Test your packaging.
* Test the 'marginal net worth' of customers and 
prospects.
* Test your sales approach and varying scripts.
* Test commercials.

Never, ever stop testing and retesting. Your marketing 
will never stop improving.
Remember also that profit is a function of time. Speed 
up the process of testing and
evaluation, and you can leverage your return 5, 10. 
100 times.

Step #10 - Improve The Best. Not The Worst
Also, remember this: Most marketers spend far too 
much time, effort, and money trying to revive or 
salvage products that are in trouble or are not viable 
-- and far too little time worrying about how
to make successful products or services even more 
successful. A truly brave world-class marketer looks 
at unfavorable test results in the face, cut losses, and 
move on to new products, services, or concepts.

Step #11 - Don't Shout
Good advertising, good sales letters, good sales 
pitches -- good overall marketing successfully sells 
the product or service without drawing attention to 
Itself.

Step # 12 - Be Compelling
Think about the ads, sales letters, or sales pitches 
that compelled you to buy. If they are truly 
compelling, you become immersed in the facts, 
benefits, or explanation of construction or 
performance and forget that you are reading a sales 
pitch.

Step #13 - The Idea Is Everything
A great marketer learns quickly that what you say is 
Infinitely more important than how you say it. 
Marketing is effective because of content, not form. A 
great concept will transcend mediocre copy. Great 
copy will not transcend a bad concept. Focus your 
attention and effort on developing great concepts. 
Find the biggest, most believable, embraceable, and 
honest promise possible.

Step #14 - Give 'Emn The Facts

Pack as many facts as possible into all of your 
marketing. Few advertisers give enough
facts to compellingly sell their products. A lot of 
Ignorant marketers believe prospective buyers aren't 
interested in learning all the facts they can about a 
product or service they're contemplating buying.

Step # 15 - Keep A Good Thing Going

Once you come up with great marketing, you will tire 
of It far earlier than the
marketplace. Too many marketers kill their ads, stop 
their mailings, or try and change their
salespeople's pitches because they are tired of 
hearing them, The marketplace Is not.

Nine Drivers Of Exponential Growth

Marketing

YOu have activities that are 
marketing actions, tactics & 
Strategies

Models

vehicles

Message

Proposition

CTA

Proof 

Outcome for prospect

Risk Reversal

communication sequence

means

media
on target or off?

better ways to reach

headlines

Are you testing with various approaches that 
communicate benefit or gain control of a conversation 
through a question that provokes the prospect to give 
you control

are you proving in your communication that your product does what you say?

Is there a no or low risk way for them to take the first step?

Are you following up with more constant advancing 
and enhancing communication?

Are you using referral generating systems?

Strategy

Change your strategy, you change your results

most companies don't have one and operate tactical instead

Strategy
start with break even

start with partnerships

Look at different strategies out there borrow, adapt and adopt

Capital

dimensions

Money

Intellectual

Relational

human

Knowledge

If you can't afford to acquire tech, expertise, 
resources etc, ask who has extra resources that you 
can partner with and/or pay for results

Business Model

how you would get the clients in the first place

Ask yourself, what is your model and how does it feed 
and complement your overall strategy

Examine different industries and learn their strategy

Relationships

How can you identify all the people have direct 
access, compatibility and trust to your market that 
are not competitive to partner with

How many businesses/industries that reach your 
market before, during, after or instead?

How many people who sell an alternative means for 
past/inactive or non buyer prospects.

Make a list of all relationships that you have that are 
influential

Influencers who have a bond with the market you 
serve

Distribution Channels

There are many good products that do not have good 
distribution

Find those that have good distribution for one thing 
and partner with them on other offers
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Distribution Channels
mailing list that someone else would pay money for 
and share of business

endorse other people to your list

Products & Services

The effort it takes to acquire a buyer in the first is a 
huge investment, the effort to resell to them is lower

point of sale, package, post sale that serve the buying 
profile to double or triple value of the client.

most companies do not understand that the faster 
you start the relationship, the faster the first sale. The 
faster the first sale, the faster the second or third sale.

Try easier entry offers

look at products as being a driver for exponential 
growth

Processes, procedures and systems

figure out processes and sub processes critical for 
outcome and evaluate 80/20. optimize through 
training

see who excels at what? (Sales Reps etc)

Look at all processes used to drive your business and 
figure out many ways to test improving them

take what you know, leverage internally and then 
externally

Ideology

Belief in Strategic business growth 

looking at all areas and is it worth it?

whatever you think, your reality becomes

Decide what your belief systems are for yourself, 
clients and teams

Change your ideology, you change your results
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