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THE	GKIC	MAGNETIC	MARKETING	LIFESTYLE	LIBERATION	KIT		
Go	from	Frustration	and	Overwhelm	to	Wealth,	Success,	and	a	Great	Business	Lifestyle		

	

Welcome	to	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit.	The	information	in	this	

program	has	the	power	to	completely	change	your	business	life	from	one	of	frustration	and	

overwhelm	to	wealth,	success,	and	a	great	business	lifestyle	that	gives	you	the	freedom	to	do	

what	you	want	to	do.	

If	you	are	like	most	small	business	owners	today,	you	are	confused,	overwhelmed,	and	frankly	tired	
of	the	so-called	experts	and	their	conflicting	advice	about	how	to	run	your	company.			

You’re	hearing	things	like:	

• It’s	all	about	social	media	
• No,	direct	mail	is	best!		
• Direct	mail	is	dead!		
• If	you	aren’t	on	Twitter,	your	business	won’t	survive	
• Facebook	is	the	must-have	in	your	marketing	and	sales	arsenal	
• You’ve	got	to	do	Google	Local,	SEO,	local	search,	advertising,	online	reviews	
• And	on	and	on	and	on	…	

We	are	here	to	mute	the	noise—to	guide	you	to	clarity	about	a	relatively	short	list	of	fundamental	
principles	and	strategies	that	will	prevent	you	from	wandering	around	lost	in	a	deep,	dense	forest	
of	media,	all	demanding	your	attention,	time,	and	money.	

The	principle	of	attraction	is	something	you’ve	probably	heard	about	on	a	talk	show	like	Oprah	or	
read	about	in	a	self-help	book	by	one	of	the	so-called	gurus.		

Unfortunately,	 the	principle	of	attraction	 is	most	 frequently	presented	as	merely	a	metaphysical	
concept,	and	people	carry	it	to	foolish	extremes—we	know	you	have	heard	this	before	because	we	
hear	it	all	the	time—thinking	will	make	it	so.		

GKIC	wants	you	to	know	the	truth,	and	here	it	is:		

Doing	nothing	but	thinking	about	growing	your	business	or	practice		
WILL	NOT	make	it	so.	

Fortunately,	that’s	only	half	the	story.		
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Here	 is	 the	 truth	 that	 smart	marketers	 know	 and	 use	 to	 their	 advantage	 every	 single	 day:	 The	
principle	of	attraction	is	legitimate	when	applied	in	a	practical	manner—as	in	a	marketing	and	sales	
strategy—and	that’s	what	Magnetic	Marketing	is	all	about.	

The	idea	is	simple:	

Most	marketers	approach	the	process	of	marketing	and	sales	as	if	they	are	hunters,	which	makes	
potential	customers,	clients,	or	patients	feel	like	prey.	This	naturally	produces	resistance.		

We	prefer	selling	in	a	low-resistance	environment.	In	a	low-resistance	environment,	the	consumer	
feels	 like	 he	 is	 discovering,	 selecting,	 and	 coming	 to	 you	 rather	 than	 reacting	 to	 a	 pushy	 sales	
presentation	where	he	needs	to	keep	his	guard	up	to	avoid	being	sold	something	he	doesn’t	want	
or	need.		

When	you	do	marketing	and	sales	right,	your	prospect	chooses	you.	

Sounds	great,	doesn’t	it?	So	why	doesn’t	everyone	approach	marketing	and	sales	this	way?	

Let	us	offer	you	this	radical	and	challenging	idea:	

Pretty	much	everything	you	think	you	know	and	have	been	conditioned		
to	believe	about	marketing	and	sales	is	wrong.	

THE	GREAT	DIVIDE	OF	BUSINESS	OWNERS	

We	are	about	to	expose	a	great	divide.		

• On	one	side	are	the	majority	of	companies	and	business	owners.	They	are	married	to	a	very	
traditional,	mainstream,	brand	and	name	visibility,	largely	unaccountable	marketing,	sales,	
and	advertising	strategy.		

They	are	investing	their	money	week	after	week,	month	after	month,	year	after	year,	based	
on	the	hope	that	it	will	lead	to	new	customers.		

They	think	(falsely,	by	the	way)	that,	by	using	the	newest	media,	they	are	doing	a	new	kind	
of	marketing	and	sales.		

But	in	truth,	they	are	merely	moving	the	same	bad	advertising	and	flawed	marketing	and	
sales	strategies	from	one	media	to	the	next.	

• On	the	other	side	of	the	divide	is	a	small	ragtag	band	of	rebels	and	renegades	who	utilize	
Magnetic	Marketing.		

All	of	which	we	are	revealing	to	you	today.	
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When	you	see	how	Magnetic	Marketing	works,	you’ll	smack	yourself	in	the	head	for	not	seeing	it	
sooner.		

• You	will	be	in	awe	of	how	much	sense	it	makes.		
• You	will	never	look	at	an	ad,	a	sales	letter,	a	website,	or	any	other	marketing	and	sales	piece	

the	same	way	again.		
• You	will	make	major	changes	in	your	advertising,	marketing,	and	sales—fast.	

We	know	this	can	sound	a	bit	intimidating,	but	don’t	worry.	You	aren’t	alone	in	this.	Lots	of	people	
have	been	where	you	are.		

Here’s	an	actual	letter	from	one	of	our	members,	Robert	from	Florida:	

I	was	 trying	to	size	up	the	 telephone	poles,	 trying	to	 figure	out	which	pole	gave	me	time	to	

accelerate	my	truck	fast	enough	that	when	I	hit	the	pole	I’d	die	on	impact.		

I	 did	 this	 each	 morning	 on	 my	 morning	 commute	 to	 work	 before	 I	 discovered	 Magnetic	

Marketing.	

My	customers	thought	they	owned	me,	my	employees	hated	me,	and	I	wasn’t	making	money.	I	

thought	my	only	value	to	my	wife,	our	four-year-old	daughter,	and	our	newborn	son	was	dead	

so	they	could	collect	the	life	insurance	policy	I	had	bought	two	years	before	when	I	opened	my	

business.	

The	suicide	exclusion	in	the	life	insurance	ran	out	just	about	the	same	time	I	was	in	more	debt	

than	I’d	ever	imagined.	My	revenue	was	an	up	and	down	yo-yo,	and	my	employees	blamed	me	

for	 everything	 that	 was	 going	 wrong—even	 though	 none	 of	 them	 were	 stepping	 up	 to	 do	

anything	to	grow	the	company.	

Magnetic	 Marketing	 changed	 everything.	 I	 discovered	 there	 were	 ways	 to	 generate	 more	

income	without	having	to	get	new	customers.		

I	was	able	to	spend	less	on	marketing	and	sales	and	yet	generate	more	new	customers	because	

I	knew	what	was	working	and	what	was	a	waste	of	money.		

I	learned	how	to	customize	my	marketing	and	sales	message	and	create	an	offer	that	attracted	

customers	I	enjoyed	working	with	and	who	appreciated	what	I	provided	for	them.		

Most	 importantly,	 I	 figured	out	a	power	 that	gets	customers	 to	come	to	me	rather	 than	me	

having	to	chase	them.	

The	skills	I’ve	learned	have	transformed	my	life.	I’m	now	in	control	of	my	business.	I	have	the	

income	and	freedom	to	enjoy	time	with	my	family	and	go	to	my	kids’	games	and	performances.		
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We	take	family	vacations	each	quarter	where	we	get	away	to	discover	fun	places	throughout	

America.	And	my	company	is	generating	more	money	from	each	customer,	which	allows	me	to	

invest	to	hire	better	employees	who	get	the	job	done	right	the	first	time,	take	ownership	for	

their	role,	and	appreciate	the	opportunity	to	work	at	my	company.	

Magnetic	Marketing	has	given	me	a	reason	to	live,	an	opportunity	to	be	creative,	and	has	helped	

me	enjoy	my	family	more	than	I	ever	could	have	imagined—all	from	a	single	business	course.	

Thank	you.	While	you	promised	Magnetic	Marketing	would	transform	my	business,	it	actually	

transformed	our	lives.	There’s	nothing	I	could	say	to	thank	you	enough.	

Signed,	

Robert	from	Florida	

Robert’s	letter	gives	you	an	idea	how	life-changing	Magnetic	Marketing	can	be	for	any	business	or	
practice.	When	you	are	sitting	there	with	bills	to	pay,	customers	who	are	leaving,	and	employees	
who	annoy	you,	it	may	seem	like	there’s	nothing	you	can	do.	

Allow	us	to	reveal	a	better	way	to	run	your	business.	Something	that’ll	make	your	business	fun,	give	
you	pride	in	ownership,	and	create	a	great	lifestyle	for	you	and	your	family.	

The	smart	questions	are	not:		

´ How	can	I	“get	past”	the	gatekeepers?		
´ How	can	I	“get”	an	appointment?		
´ How	can	I	“lure”	a	prospect	into	my	showroom,	store,	office,	seminar,	or	webinar?		

And	the	worst	question	of	all:		

´ How	can	I	sell	something	to	someone	today?		

These	questions	all	have	the	same	primitive	foundation;	the	caveman	contemplating	how	he	can	
find	and	kill	a	beast	today	so	his	brood	can	eat	tonight.	

THE	SMARTER	QUESTION	

Here	is	the	much	smarter,	more	sophisticated	question:	

How	can	 I	 set	up	a	system	of	attraction	 that	brings	a	 steady,	 reliable	 stream	of	 ideal	potential	
customers,	clients,	or	patients	to	me,	asking	for	my	advice	or	assistance	as	a	trusted	authority	or	
provider	in	their	category	of	interest	or,	even	better,	prospects	who	have	predetermined	to	become	
my	customers	or	clients	if	I	accept	them?	
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This	is	a	much	more	complex	question.	It	represents	a	major	shift	in	approach.	If	you	can	accomplish	
this	for	your	company	or	practice,	it	will	beneficially	(and	maybe	even	radically)	alter	your	entire	
experience	of	doing	business.	

Establishing	 a	 system	of	 attraction	will	make	 competition	 irrelevant,	minimize	 price	 resistance,	
facilitate	price	elasticity	and	higher	profits,	make	your	time	infinitely	more	valuable,	and	create	a	
less	stressful	selling	scenario	for	you	and	your	customers—leading	to	greater	customer	satisfaction	
and	more	referrals.	

The	concepts	and	strategies	we	reveal	within	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit	
are	what	the	most	successful	small	businesses	in	the	United	States	and	around	the	world	are	using	
right	now.		

Within	this	program,	we’re	going	to	show	you	exactly	how	you	can	reap	the	benefits	of	using	them	
yourself	in	your	own	business.		

And	what	better	way	to	do	this	than	to	have	some	of	our	GKIC	members	tell	you	their	stories		

Throughout	this	program	you’ll	have	the	opportunity	to	meet	and	learn	about	several	businesses.		

They	are	as	diverse	as	the	small	business	world,	from	service	businesses	to	retail	to	professional	
practices	and	everything	in	between.		

They	represent	a	small	collection	of	 the	 thousands	of	GKIC	members	around	the	world	who	are	
using	Magnetic	Marketing	strategies	to	transform	their	businesses	and	their	lives.	

You’ll	learn	more	about	these	businesses	later,	but	allow	us	to	introduce	them	to	you	briefly	here:	

• Mark	Mehling	is	a	retired	Navy	pilot	who	created	a	part-time,	$100,000+	income	working	
from	home	after	he	noticed	something	 invisible	 to	 those	around	him	and	began	applying	
some	basic	business	principles	he	learned	from	GKIC.	

• Dr.	Donna	Galante	is	an	orthodontist	in	a	small	town	of	85,000	people.	This	town	is	full	of	
general	dentists	offering	orthodontics	to	grow	their	income	as	well	as	28	other	orthodontist	
competitors.	In	spite	of	stiff	competition	Donna	went	from	a	sinking	ship	practice	with	silent	
phones	to	doubling	her	new	patient	flow	and	increasing	her	practice’s	profit	by	more	than	
$500,000.	

• Hoss	Pratt	 spent	 three	 years	 flying	 giving	 seminar	 after	 seminar,	week	 after	week	 after	
week,	until	he	and	his	family	couldn’t	take	it	anymore.	This	all	changed	when	he	wrote	down	
what	his	best	business	life	would	look	like.	Today	he	works	from	home,	makes	six	figures	a	
month	in	an	all-virtual	business	with	no	employees,	and	spends	plenty	of	family	time	with	
his	wife	and	baby	daughter.	
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• Jimmy	Nicholas	turned	to	the	GKIC	community	for	help	after	years	of	no	profits	and	nothing	
but	 struggle.	He	began	using	GKIC-style	mailings	 and	 increased	his	 profits	 by	more	 than	
600%,	and	he	is	on	track	to	add	$1.4	million	of	recurring	revenue	over	the	next	five	years.	

• John	 Rinaldi	 sells	 equipment	 that	 provides	 metrics	 and	 analytics	 for	 heavy	 machine	
factories.	He	transformed	his	business	from	being	just	one	of	many	suppliers	of	a	commodity	
product	and	became	a	celebrity	among	his	customers	around	the	world,	growing	sales	by	
140%	and	net	profit	by	715%.	

• Walter	Bergeron	 took	massive	action	 for	90	days	 to	go	 from	“marketing	by	accident”	 to	
having	a	fully	implemented	profitable	marketing	system	for	his	electronics	repair	business.	
His	$1.1	million	in	sales	speaks	for	itself.	

• Dr.	Darold	Opp	is	a	family	dentist	in	a	small	town	in	South	Dakota.	When	an	unscrupulous	
business	partner	got	Darold	into	trouble	with	the	IRS,	the	whole	town	knew	it.	This	dentist	
lost	everything,	and	then	he	earned	it	all	back	and	more,	by	investing	more	into	marketing—
and	into	his	community.	

• Dr.	Rick	Schaefer	started	a	high-end	medical	practice	that	focuses	on	providing	premium	
services	at	premium	prices	 for	a	highly	targeted	niche	of	patients.	His	Knee	Specialists	of	
Wisconsin	brings	in	over	$50,000	a	day,	and	he	has	patients	dancing	in	the	hallways.	

• Jeff	 Giagnocavo	 uses	 customer	 education,	 authority	 marketing,	 and	 a	 unique	 selling	
proposition	(USP)	to	get	his	customers	to	buy	$30,000	mattresses.	

• Danielle	Keperling	thought	it	would	be	a	good	idea	to	go	back	to	school	for	an	MBA	when	
the	 residential	 housing	 market	 tanked	 in	 2008.	 While	 the	 degree	 didn’t	 help	 her	 learn	
anything	about	marketing,	a	serendipitous	find	in	the	university	library	landed	her	family-
owned	historic	restorations	company	on	Planet	Dan.	She	set	about	taking	massive	action,	
and	now	her	dad	complains	about	having	too	much	business!	

• Dr.	Phillip	Yoo’s	parents	told	him	that	all	he	had	to	do	to	become	successful	was	to	become	
a	doctor.	They	were	wrong.	He	has	learned	that	whatever	your	profession,	you	need	to	be	a	
marketer	first.	

• Shaun	Buck	was	a	teenaged	dad	who	made	$4.25	an	hour	playing	the	mouse	at	Chuck	E.	
Cheese.	Determined	to	raise	his	son,	Shaun	quit	school	to	get	a	“real	job”	and	started	his	first	
business	at	age	21.	GKIC	helped	him	narrow	his	 focus	to	his	best	product,	and	today	The	
Newsletter	Pro	produces	and	mails	millions	of	newsletters	a	year	for	clients	in	just	about	
every	industry.	

• Dr.	 Jeff	 Anzalone	 is	 a	 self-described	 “redneck	 periodontist”	 in	 Monroe,	 Louisiana.	 Dan	
Kennedy	 calls	 him	 the	 “Doc	 with	 Hustle”	 because	 Jeff	 really	 hustles	 when	 it	 comes	 to	
implementing	GKIC	strategies.	Like	most	dentists,	he	left	dental	school	with	no	marketing	
skills.	GKIC	changed	all	that,	allowing	Jeff	to	leapfrog	over	barriers	and	become	known	as	the	
best	provider	of	periodontics	and	an	expert	in	the	field	of	dental	marketing.	

• Dustin	Burleson	opened	his	practice	as	an	orthodontist	a	million	dollars	 in	debt.	Taking	
what	he	learned	at	his	first	SuperConference,	Dustin	transformed	his	practice	in	12	months.	
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Now	he	charges	his	patients	$2,000	more	than	most	of	his	competitors	and	has	gone	from	
zero	patients	to	7,500	active	patients.	He	has	gone	from	just	doing	what	he	does	to	marketing	
what	he	does.	

ABUNDANCE	THINKING	

All	of	the	marketers	you	just	heard	about	share	an	important	philosophy:	

• They	believe	success	is	possible.		
• They	know	their	ideal	customers,	clients,	or	patients	are	out	there.	
• They	are	willing	to	do	what	it	takes	to	attract	them.		

Magnetic	Marketers	are	optimists.	They	think	in	terms	of	what’s	possible—and	then	they	go	out	and	
do	it.	

Arguably	the	most	famous	Magnetic	Marketer	of	them	all,	Dan	Kennedy,	has	this	to	say	about	having	
a	strong,	optimistic	marketing	and	sales	philosophy:	

Within	the	GKIC	community,	we	believe	that	you	can’t	eat	philosophy,	but	what	we’ve	found	is	

that	 hundreds	 of	 successful	 small	 business	 owners,	 from-scratch	 millionaires,	 multimillion-

dollar	 entrepreneurs,	 and	 high-income	 earners	 that	 are	 part	 of	 our	 community	 have	 a	

profound,	 definitive	 philosophical	 belief	 that	 provides	 them	with	 strength,	 motivation,	 and	

resilience.		

For	example,	belief	in:	

• Capitalism	and	free	enterprise	

• Self-reliance	and	initiative	

• Responsibility	and	opportunity	

• Abundance	and	self-interest		

You’re	 right	 to	make	 your	 business	 and	 your	 life	 as	 you	 see	 fit	 to	 fulfill	 your	 business	 and	

personal	goals.		

A	lot	of	business	owners	instead	get	focused	on	what	are	industry	norms,	what	they	see	their	

competitors	doing,	what	they	learned	to	do	when	they	first	started	in	business,	and	they	feel	like	

that’s	the	only	way.		

The	truly	successful	business	owners	instead	mold	their	business	and	the	industry	to	their	own	

life	preferences	and	lifestyle.	

If	you	listened	to	a	typical	business	owner	complain	about	the	current	economic	climate	in	his	town,	
you	might	believe	it’s	harder	than	ever	to	succeed	in	small	business	today.		
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One	of	our	GKIC	members	owns	franchises	around	the	country.	Everywhere	he	goes	he	hears	the	
same	things:	

• “In	this	town,	people	aren’t	willing	to	spend	money.”		

• “One	of	the	big	boxes	came	into	town,	and	now	no	one	can	compete.”		

• “We	haven’t	recovered	from	that	big	storm	that	took	out	most	of	the	town	a	few	years	ago.”	

The	fact	is	that	many	business	owners	focus	on	all	the	problems	and	challenges	they	face	rather	
than	look	for	the	opportunities	within	those	challenges.		

The	GKIC	business	owners	that	Dan	Kennedy	described	for	us	seek	out	the	hidden	opportunities,	
leverage	them,	and	succeed	in	the	most	difficult	of	circumstances,	both	here	in	the	United	States	and	
throughout	the	world.		

It’s	not	the	circumstances	that	make	the	successful	business,	but	it’s	the	attitude	of	perseverance	
and	resilience	and	a	commitment	to	take	the	initiative	that	are	the	keys	to	being	successful	in	any	
circumstance.	

Here’s	another	fact:		

There	is	more	money	in	our	economy	today	than	there	has	ever	been	before.	

The	average	gross	domestic	product	per	person	is	more	than	$70,000.	Of	course,	this	dollar	amount	
isn’t	 spread	equally,	 but	 still,	 throughout	 the	 entire	 economic	 spectrum,	people	 today,	 even	our	
poorest	citizens,	are	wealthy	by	standards	of	25,	50,	and	100	years	ago.		

You	see	folks	standing	in	the	unemployment	line	checking	Facebook	on	their	iPhones.	And	kids	who	
say	they	need	free	college	tuition	are	sitting	in	Starbucks,	sipping	$7	lattes,	and	surfing	the	internet	
on	$1,000	laptops.		

People	today,	even	in	the	most	difficult	of	circumstances,	will	spend	money	on	the	products	and	
services	they	want.		

Our	goal	as	a	business	owner	is	to	create	products	that	our	customers	ardently	want	and	to	use	
marketing	and	sales	that	brings	these	customers	to	our	businesses.		

Customers	buy	what	they	want	to	buy.	There	is	more	purchasing	going	on	today	than	there	has	ever	
been	before.		

The	market	 for	 your	products	 and	 services	 is	 there,	no	matter	what	you	may	be	hearing	 to	 the	
contrary.	

Here’s	still	another	fact,	and	it	is	one	that	can	save	you	money.		
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When	we	sit	down	with	brand	new	members	who	come	into	GKIC,	we	often	find	that	their	marketing	
and	sales	investments	are	costing	them	more	money	than	they	should.		

When	you	carefully	analyze	the	costs	associated	with	different	aspects	of	your	marketing,	sales,	and	
business	 strategies,	 you	will	 probably	 find	 that	 you	 get	 80%	of	 your	 results	 from	20%	of	 your	
investments.		

This	80/20	ratio	is	actually	a	famous	management	principle	known	as	the	Pareto	Principle.	Applying	
it	to	your	business	or	practice	is	the	smart	thing	to	do.		

What	 if	 instead	of	spending	everything	you’re	spending	today,	you	could	spend	just	20%	of	that	
amount	and	still	get	80%	of	the	results	you’re	getting	now?	Wouldn’t	you	save	a	whole	lot	of	money	
and	be	a	lot	more	successful?	

This	is	what	we	focus	on	at	GKIC—finding	the	20%	that	is	the	most	successful	of	your	marketing	
and	sales	efforts	and	using	these	strategies	to	grow	your	business.		

This	type	of	analysis	might	result	in	a	comprehensive	redesign	of	your	business	or	practice.		

Would	this	be	difficult?	Sure.		

Would	it	be	worth	it?	You	bet!		

If	we	can	advise	you	on	one	thing,	it	would	be	this:	Be	open-minded	when	it	comes	to	taking	a	frank	
look	at	your	business,	what’s	working	and	what’s	not.		

YOUR	BIGGEST	OPPORTUNITIES	FOR	A	BREAKTHROUGH	

	

Here’s	the	truth:		

The	opportunity	for	either	a	big	product	breakthrough	or	a	marketing	and		
sales	method	breakthrough	exists	in	most	businesses.	

The	heart	of	many	turnarounds	is	generally	right	within	the	business	itself,	and	not	outside	of	it.		

You	might	 look	for	a	new	way	to	package	your	product	or	a	new	type	of	product	or	service	that	
would	 appeal	 to	 your	 existing	 customers—or	 you	might	 find	 an	 entirely	 new	way	 to	market	 a	
product	and	service	that	you	already	have.	

Now	we	have	arrived	at	the	heart	of	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit.	

We	are	going	to	help	you	find	the	gold	that’s	already	within	your	business	or	practice.	Don’t	throw	
this	gold	away!		
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Fight	 the	 temptation	 to	 rush	 off	 to	 look	 for	 greener	 pastures.	 Instead,	 find	 out	 how	 Magnetic	
Marketing	will	attract	high-value	customers	to	the	business	you	already	have.	

MAXIMIZING	THE	VALUE	OF	EVERY	CUSTOMER	

A	big	nugget	of	gold	that	you	should	mine	in	your	business	is	maximizing	the	value	of	the	customers	
you	already	have.	

As	you	study	The	Magnetic	Marketing	Lifestyle	Liberation	Kit,	we	will	 show	you	exactly	how	 to	
attract	new	customers	to	your	business,	but	the	fact	remains	that	adding	new	customers	is	the	most	
expensive,	the	most	difficult,	and	the	slowest	way	to	add	more	income	to	an	existing	business.		

The	fastest	ways	to	increase	your	income	are	to:	

1) Increase	the	size	or	dollar	value	of	the	transactions	you	have	with	existing	customers.	
2) Get	your	existing	customers	to	buy	from	you	more	often.	

The	most	successful	small	businesses	in	the	world	are	positioned	at	the	high	end	of	the	price	scale.		

They	leave	it	to	their	competitors	to	focus	on	selling	from	the	perspective	of	being	cheaper	instead	
of	being	better.	If	you	compete	on	price,	you	have	nowhere	to	go	but	down.	

For	example,	one	of	 the	most	successful	chiropractors	within	GKIC	 is	 surrounded	 in	his	area	by	
other	doctors	that	charge	$25	to	$35	less	per	typical	treatment,	and	yet	our	member’s	practice	is	
bigger	and	more	successful	than	any	of	his	close	competitors.		

Within	GKIC,	that’s	not	an	exception;	it	is	a	rule	of	business.		

Almost	every	time	we	work	with	small	business	owners,	one	of	the	very	first	things	we	ask	them	to	
do	is	to	raise	their	prices	or	fees.		

Sometimes	the	adjustments	can	be	pretty	dramatic.	Most	companies	underprice	and	wait	too	long	
to	increase	prices.	One	way	that	businesses	can	immediately	increase	profits	is	by	increasing	their	
prices.	

What	we	have	found	at	GKIC	is	that	the	owners	and	managers	of	broke	companies	sit	in	conference	
rooms	and	try	to	figure	out	how	they	can	sell	more	stuff	at	lower	prices.		

The	leaders	of	the	smartest	businesses	in	the	world	sit	in	conference	rooms	and	talk	about	how	they	
can	sell	at	higher	prices.		

Lowest	price	is	the	laziest	and	riskiest	advantage	to	try	to	market	with.	Buying	business	by	offering	
lower	prices	is	relatively	easy,	but	keeping	the	business	you	obtain	purely	because	of	a	low	price	is	
difficult.		
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Here’s	why.	

When	you	look	at	similar	products	and	one	has	a	higher	price	and	a	competitor	has	a	lower	price,	
what’s	your	first	assumption?	That	the	product	with	the	higher	price	must	be	more	valuable.	So,	
what	do	you	want	your	customers’	first	assumption	to	be?	That	your	products	are	superior	to	those	
of	all	your	competitors,	right?	But	few	business	owners	truly	get	this.	

Most	people	who	go	into	business	shop	their	competitors	to	see	who	has	the	highest	prices	and	who	
has	the	lowest,	and	then	they	price	their	products	or	services	somewhere	in	the	middle.		

This	is	absolutely	the	wrong	thing	to	do.	There	is	no	advantage	to	being	in	the	middle.		

You	won’t	be	viewed	as	a	premium	player	in	the	market,	and	you	won’t	have	the	margins	you	need	
to	create	a	unique	and	memorable	experience	for	your	clients,	customers,	or	patients.		

Plus,	you	will	have	all	the	lower	priced	competitors	coming	in	to	undercut	your	prices,	tempting	you	
to	reduce	your	margins	even	further	in	an	effort	to	get	and	maintain	business.	Let	us	say	it	again.	
There	is	no	advantage	to	being	in	the	middle.	

Likewise,	there	is	no	lasting	advantage	to	pricing	your	products	and	services	the	lowest.	Bottom	
price	is	impossible	to	maintain.		

There’s	a	long	history	of	low-price	competitors	being	created	and	ultimately	failing.		

Depending	on	your	age,	you	may	remember	Kmart	as	being	 the	dominant	 low-price	competitor	
throughout	the	United	States.		

Well,	along	came	Walmart.	Sam	Walton’s	company	found	a	way	to	source	and	distribute	products	
at	consistently	lower	prices	and	knocked	Kmart	off	the	low-price	throne.		

Many	thought	a	juggernaut	like	Walmart	would	be	unbeatable.	Just	a	few	years	ago	it	was	hard	to	
imagine	 how	 any	 company	 could	 outdo	 Walmart	 in	 the	 low-price	 business.	 Now	 we	 see	
Amazon.com	with	a	very	good	chance	of	doing	exactly	that.	

	

The	point	is	that	there	will	always	be	someone	trying	to	figure	out	how	to	sell	at	lower	prices.		

Meanwhile,	there	are	thousands	of	successful	businesses	selling	the	same	products	as	Walmart	and	
Amazon,	but	at	premium	prices.		

Using	the	strategies	and	techniques	you	will	learn	in		
The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit		

will	allow	you	to	position	your	company	as	a	high-value	business.	
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You	will	 learn	how	 to	give	your	prospects,	 customers,	 clients,	 or	patients	 the	 reasons	why	 they	
should	be	choosing	you	over	any	other	provider.	When	you	do	this,	price	becomes	irrelevant.	You	
can	charge	the	highest	price	in	your	industry	or	profession	and	attract	your	best	customers.	

Smart	 marketers	 do	 not	 compete	 on	 price.	 Instead,	 they	 focus	 on	 building	 a	 relationship	 with	
prospects	so	that	when	the	time	comes	to	buy,	these	prospects	have	predetermined	to	buy	from	the	
company	they	already	know,	like,	and	trust.	

Here’s	an	example	from	the	automobile	sales	industry,	where	price	is	an	obvious	factor.	Today’s	
customers	shop	in	advance.	They	go	online	to	identify	the	vehicle	they	want,	to	locate	the	dealers	
that	have	the	vehicle,	and	to	negotiate	the	price.	The	auto	dealership	ends	up	being	little	more	than	
a	“delivery	boy”	in	this	scenario.	

GKIC	members	handle	their	auto	dealerships	very	differently.		

They	use	smart	marketing	and	sales	to	bring	in	customers	who	do	not	shop	around.	Instead,	these	
customers	are	choosing	which	dealer	they	want	to	work	with	and	then	finding	a	car	on	that	dealer’s	
lot	to	purchase.		

Smart	marketers	aren’t	competing	on	price.	They	are	building	relationships	with	their	customers.		

One	way	they	do	this	is	by	providing	premium	service.		

For	example,	the	smart	marketer	will	go	find	the	car	that	his	customer	wants	and	bring	it	to	the	lot	
to	sell	to	the	customer.		

The	dealer	makes	his	customer’s	life	easy;	therefore,	this	customer	is	willing	to	pay	whatever	price	
the	dealer	or	salesperson	puts	in	front	of	him	because	no	one	else	is	providing	such	personalized	
service.	

Here	is	something	else	you	need	to	know	about	sales:		

Boundaries	are	changing.	

Did	you	know	that	Dan	Kennedy	flies	from	his	home	in	Cleveland,	Ohio,	to	see	his	dentist	in	Virginia?		

And	he’s	not	alone.	Doctors	and	dentists	who	know	how	to	market	are	gaining	celebrity	status,	and	
patients	will	 literally	 drive	 past	 (or	 fly	 over)	 dozens	 of	 other	 providers	 and	 pay	 higher	 fees	 to	
professionals	who	know	how	to	build	relationships	and	offer	a	premium	patient	experience.	

Charging	higher	prices	or	fees	should	be	the	beginning	point,	not	the	ending	point	of	your	marketing	
and	sales	strategy.	You	CAN	raise	your	prices.	The	only	real	impediment	to	raising	your	prices	is	
you.	Once	you’ve	made	the	decision	to	do	it,	you	will	be	ready	to	learn	how	to	do	it.	

The	first	way	to	raise	your	prices	is	extremely	straightforward.		
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You	simply	raise	your	prices	across	the	board.	 It	 is	a	perfectly	good	strategy,	and	 it’s	one	worth	
trying.	

INCREASING	PRICES	USING	TIERED	PRICING	

Combining	a	price	increase	with	tiered	pricing	can	be	especially	effective.	With	tiered	pricing,	you	
offer	multiple	options	at	different	price	points.		

When	you	offer	more	than	one	price	point,	most	people	select	the	middle	option.	You	can	use	this	
knowledge	to	your	advantage.		

Here	are	two	examples:	

On	an	episode	of	Pawn	Stars,	Chumlee	took	over	the	hot	dog	stand	in	the	parking	lot.	A	vendor	was	
selling	hot	dogs	for	$2,	offering	them	to	the	stream	of	customers	coming	into	the	store.	Someone	
joked	with	Chumlee	that	he	couldn’t	make	any	money	selling	hot	dogs,	and	he	said,	“Just	watch	me.”	

The	first	thing	Chumlee	did	was	raise	the	price	of	the	standard	hot	dog	to	$3.	Then	he	created	the	
Big	Hoss	for	$7.50	and	the	Sleeper	for	$10.		

Finally,	he	created	a	premium	level—a	hot	dog	with	caviar	and	gold	flakes!	He	priced	this	Cadillac	
version	at	$25.		

Chumlee	knew	he	wouldn’t	sell	hundreds	of	hot	dogs	at	the	$25	price	point,	but	by	offering	three	
levels	at	three	prices,	the	majority	of	people	chose	the	middle	option.		

His	average	transaction	went	from	$2	to	$8.75	per	customer.	And	don’t	forget	the	10%	to	20%	of	
people	who	always	buy	at	the	highest	level	offered.	Each	$25	hot	dog	that	Chumlee	sold	maximized	
his	profit	for	very	little	investment.	

The	second	example	of	tiered	pricing	is	familiar	to	just	about	everyone.	Movie	popcorn.		

The	theaters	always	offer	a	small	bag,	a	medium	bag,	and	a	 large	tub	of	popcorn.	Have	you	ever	
thought	about	how	they	price	it?	The	small	bag	costs	$4.75,	the	medium	costs	$5.75,	and	the	large	
tub	costs	$6.75.		

At	least	those	were	the	prices	the	last	time	we	checked.	They	might	have	gone	up	by	now!		

Anyway,	everyone	who	goes	up	to	the	concession	counter	does	the	math	and	figures	it’s	worth	an	
extra	buck	or	two	to	get	more	popcorn.		

Offering	three	price	points	increases	the	average	transaction	value	by	$1	or	$2.	Multiply	this	by	100	
customers	a	day,	365	days	a	year,	and	the	theater	has	increased	its	profit	on	popcorn	by	thousands	
of	dollars,	essentially	by	doing	nothing	more	than	what	they	were	already	doing,	selling	popcorn.	
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Just	by	putting	your	pricing	in	a	different	light,	you	can	increase	your	profits.		

How	would	you	like	to	increase	your	revenue	by	10%	without	having	to	get	new	customers,	without	
spending	 any	 more	 on	 your	 marketing,	 sales,	 and	 advertising,	 and	 without	 having	 to	 do	 any	
additional	work?	Well,	that’s	what	the	movie	theaters	do.	You	can	do	it,	too!	

INCREASING	PRICES	BY	REPACKAGING	YOUR	OFFER	

The	second	way	to	increase	your	transaction	size	is	to	change	the	way	you	package	what	you	offer.	
There	are	four	ways	to	do	this.	

STRATEGY	#1:	SUPER-SIZING	

The	 first	 repackaging	 strategy	 is	 called	 “super-sizing,”	 and	 if	 you	 immediately	 thought	 about	
McDonald’s,	you’re	on	the	right	track.	McDonald’s	made	this	strategy	famous	with	the	simple	phrase	
“Would	you	like	fries	with	that?”		

The	Golden	Arches	incrementally	 increased	the	average	transaction	value	of	each	customer	who	
walked	through	the	door	by	offering	an	additional	small	item	to	purchase.		

This	strategy	is	popular	on	the	internet	as	well,	where	it	is	known	as	the	one-click	upsell.		

Direct	mail	organizations	use	it,	too.	After	the	direct	mail	marketer	makes	the	initial	sale	and	charges	
the	customer’s	credit	card	kept	on	file,	it	is	easier	for	the	customer	to	say	yes	to	additional	offers	
because	he	no	longer	needs	to	pull	out	his	wallet	or	write	a	check.		

Super-sizing	is	one	of	the	easiest	strategies	for	small	businesses	to	implement	right	away.		

As	a	matter	of	fact,	you	can	start	today.	Just	select	one	of	your	smaller	products	or	services	and	ask	
every	customer,	client,	or	patient	your	version	of	“Would	you	like	fries	with	that?”	

STRATEGY	#2:	ADD	ON	OPTIONS	

The	second	way	to	increase	your	transaction	size	through	repackaging	is	called	“add	on	options.”		

This	one	was	made	 famous	by	 the	automobile	 industry.	When	you	go	 to	 the	car	dealership,	you	
purchase	a	vehicle	at	the	standard	price	and	then	add	on	the	options	you	want	for	a	fee.		

This	is	a	great	way	to	raise	your	prices	without	actually	raising	your	prices	because	you	break	out	
features	of	your	products	or	services,	assign	them	values,	and	then	let	your	customers	choose	which	
ones	they	want	to	add	to	their	initial	order.	

We’d	like	to	let	you	in	on	a	secret.		

About	20%	of	the	population	will	say	yes	to	whatever	you	put	in		
front	of	them	after	their	initial	purchase	if	you’ve	given	them		

a	reason	why	it	makes	sense	to	add	that	purchase.	
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We	 call	 these	 people	 hyperactive	 buyers.	 They	 won’t	 usually	 come	 back	 to	 make	 an	 add-on	
purchase,	so	the	best	time	to	make	a	second	sale	is	immediately	following	the	first	sale.		

You	are	leaving	money	on	the	table	and	hindering	the	growth	of	your	business	or	practice	if	you	are	
not	offering	something	immediately	upon	purchase	for	these	hyperactive	buyers.	

STRATEGY	#3:	PREMIUMS	

The	third	repackaging	strategy	is	called	“premiums.”	In	the	past,	a	premium	was	a	free	bonus	that	
had	absolutely	nothing	to	do	with	the	initial	product	or	service	sold.		

Maybe	you’re	old	enough	to	remember	this	premium	offer:	“Purchase	a	one-year	subscription	to	
Sports	Illustrated	and	get	a	free	football	phone!”	You	can	adapt	this	strategy	by	offering	a	premium	
version	of	the	product	or	service	you	already	sell.	

There	 will	 always	 be	 someone	 in	 your	 marketing	 and	 sales	 herd	 who	 wants	 the	 VIP	 special	
treatment,	the	gold	standard,	the	absolute	best	you	have.		

This	is	why	you	see	concierge	levels	at	hotels	and	VIP	seats	at	movie	theaters.	And	now	we	even	
have	premium	seats	on	airplanes.	In	the	past,	you	could	select	any	available	seat	on	the	plane,	even	
the	bulkhead	seats	and	the	rows	closest	to	the	exit.	Airlines	took	notice	of	what	people	are	willing	
to	pay	for,	so	now	if	you	want	more	leg	room	or	a	quicker	exit	off	the	plane,	you	pay	extra	for	the	
privilege.	

Not	everyone	will	want	your	premium	product	or	service,	but	for	the	20%	or	so	who	do,	you	can	
charge	a	premium	price	of	20%,	50%,	or	even	100%	more	than	the	price	of	your	standard	offering.		

This	might	 include	more	customer	service,	more	 face-to-face	 time	with	you,	more	hand	holding,	
additional	training,	or	additional	products	that	aren’t	available	to	everyone	else.	When	it	comes	to	
offering	premiums,	the	only	limit	is	your	imagination.	

STRATEGY	#4:	BUNDLING	VERSUS	CAFETERIA	

Repackaging	 strategy	number	 four	 is	 called	 “bundling	 versus	 cafeteria.”	Again,	 you	will	 see	 this	
strategy	used	a	lot	by	car	dealerships.		

Instead	of	getting	to	pick	and	choose	through	a	list	of	all	available	options	(the	cafeteria),	you	have	
three	packages	of	options	from	which	to	choose.	Of	course,	the	dealership	bundles	the	most-wanted	
options	into	the	premium	package,	so	if	you	want	those	options	you	are	forced	to	buy	the	higher-
priced	bundle.		

This	removes	a	lot	of	the	decision-making	from	the	customer,	and	the	profit	margin	for	the	dealer	
goes	up.	
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Comcast	and	the	satellite	TV	providers	offer	another	great	example	of	bundling.	How	often	have	you	
chosen	the	next	higher	level	of	service	because	of	one	or	two	channels	you	can’t	get	in	the	lower	
level?		

It’s	a	powerful	strategy!	

MARKETING	TO	YOUR	EXISTING	CUSTOMERS	

Another	powerful	strategy	to	increase	revenue	without	having	to	increase	the	number	of	customers	
you	have	is	to	market	to	your	existing	customers.		

Smart	business	owners	focus	on	making	additional	sales	to	existing	customers	with	zero	marketing	
and	sales	costs.		

STRATEGY	#1:	BOUNCE	BACK	OFFER	

This	is	quite	easy	to	do,	and	it	can	be	as	simple	as	having	a	bounce	back	offer.		

Here	is	an	example	from	a	GKIC	member	who	runs	a	dry	cleaning	business:	

When	each	customer	comes	to	pick	up	his	or	her	cleaning,	 the	dry	cleaner	gives	 the	customer	a	
coupon	for	a	discount	on	the	next	order.	This	incentivizes	the	customer	to	return.		

The	dry	cleaner	makes	this	good	strategy	even	better	by	assigning	a	short	turnaround	time	for	the	
deadline.	If	most	customers	come	in	once	a	month,	he	makes	the	coupon	good	for	two	weeks.	He	
will	increase	his	business	with	his	existing	customers	who	respond	to	this	time-sensitive	bounce	
back	offer.	

STRATEGY	#2:	FREQUENT	BUYER	PROGRAMS	

Another	approach	is	through	frequent	buyer	programs.		

Why	do	you	want	to	give	all	the	greatest	discounts	to	new	customers?	Instead,	recognize	your	most	
loyal	members	by	rewarding	them	for	doing	business	with	you,	using	loyalty	programs	that	give	
points	to	score	awards.		

It	can	be	as	simple	as	a	little	punch	card	or	as	complicated	as	something	that’s	connected	to	your	
point	of	sale	or	POS	system,	but	keeping	track	of	how	often	your	clients	are	doing	business	with	you	
and	rewarding	them	for	that	repeat	business	is	a	very	smart	approach.	

STRATEGY	#3:	CONTINUITY	INCOME	

Next	is	continuity	income.	Most	ordinary	businesses	focus	on	making	a	sale	for	a	single	transaction.	
The	smartest	business	owners	focus	on	making	a	sale	that	sets	up	a	series	of	transactions.		

Cooper’s	 Hawk,	 a	 restaurant	 and	 winery	 chain,	 provides	 a	 remarkable	 example	 of	 continuity	
income.	
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Cooper’s	Hawk	offers	memberships	in	its	wine	club.	For	$20	a	month,	members	get	one	bottle	of	
wine	and	for	$36	they	get	two	bottles,	plus	all	members	receive	discounts	on	additional	purchases	
at	the	restaurant.		

There	are	higher	 levels	of	membership,	 too.	Members	come	to	their	 local	restaurant	and	winery	
monthly	to	pick	up	their	wine,	thus	saving	on	shipping	costs.		

The	last	time	we	checked,	Cooper’s	Hawk	had	60,000	members	paying	on	average	$30	a	month.	This	
means	the	restaurant	chain	knows	it	has	at	 least	$1.8	million	 in	revenue	a	month	before	 it	even	
opens	its	doors.		

They	don’t	have	to	worry	about	marketing	the	restaurants	to	fill	tables.	They	have	60,000	people	
coming	in	to	pick	up	their	wine	every	month,	and	many	of	them	will	stay	to	have	dinner	or	order	
meals	to	take	home.		

Everything	 the	company	makes	on	serving	dinner	at	 its	 restaurants	 just	adds	 to	 its	profits,	plus	
many	of	the	dining	patrons	become	members	of	the	wine	club	after	enjoying	a	meal	at	one	of	the	
restaurants.		

Instead	 of	 viewing	 each	 customer	 as	 a	 one-time	 sale	 who	 may	 or	 may	 not	 come	 back	 to	 the	
restaurant,	Cooper’s	Hawk’s	goal	is	to	turn	dining	patrons	into	continuity	members	that	create	an	
ongoing	stream	of	revenue	that	the	business	can	depend	on	month	after	month.	

GKIC	member	Mark	Mehling’s	story	further	reinforces	why	maximizing	the	value	of	every	customer	
is	a	key	to	building	your	business.	

Mark	is	ex-military,	and	perhaps	that’s	why	he	tends	to	tell	it	how	it	is.	He	doesn’t	gloss	over	the	
inner	struggle	and	frustration	he	went	through	in	the	early	days	of	going	into	business	for	himself.	

“I	have	a	business	that	should	have	failed,”	he	declares.	“The	only	reason	it	did	not	is	because	of	
GKIC.”	

Mark	says	that	he	wasted	a	lot	of	time	and	effort	when	he	started	his	company,	making	one	mistake	
after	another.		

Sheepishly	he	says,	“Hopefully	from	hearing	my	story,	if	nothing	else,	you’ll	learn	and	be	able	to	say,	
‘I	can	save	months	and	months	and	not	look	like	a	fool	like	Mark	Mehling	did.’”	

The	retired	Navy	pilot	goes	on	to	say	that	his	 is	“a	story	of	endurance,	of	actually	making	things	
work,	of	listening	to	everything,	and	of	implementing.	There’s	another	name	we	could	actually	call	
this;	we	could	call	this,	‘Not	tonight,	honey.	Dan	Kennedy	gave	me	a	headache.’	The	implementation	
required	tons	and	tons	of	time	and	effort,	and	my	bride	 is	a	hero	for	putting	up	with	this	whole	
thing!”	
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Mark	started	Home	Watch	Valet	after	he	watched	a	neighbor’s	empty	house	get	flooded	while	the	
owner	was	out	of	 town.	His	company	provides	management	services	 for	people	who	 leave	their	
homes	empty	for	long	stretches	of	time.		

This	was	long	before	Mark	had	heard	of	Dan	Kennedy	and	GKIC’s	proven	methods	for	building	a	
business,	and	consequently	he	says	he	made	mistakes	such	as	skipping	the	important	step	of	doing	
his	research	and	trying	to	blaze	a	trail	into	a	new	concept.	

With	his	new	company	“going	down	in	flames”	as	Mark	puts	it,	 the	budding	entrepreneur	began	
looking	for	better	ways	to	market	his	business.	That’s	when	he	ran	across	“No	B.S.	Marketing	to	the	
Affluent.”	

“That	was	the	beginning	of	the	connection	with	GKIC,	which	has	now	blossomed	into	all	kinds	of	
amazing	things,”	Mark	says.	

One	of	these	amazing	things	is	that	Mark	became	a	book	author.	

“The	 first	 thing	Dan	said	was,	 ‘Write	a	book,’”	Mark	 recalls.	 “So	now	when	 I	walk	 into	a	 client’s	
million-dollar	property,	and	they	ask	me,	‘Why	should	you	be	looking	after	my	property?’	I	can	take	
this	book	and	literally	clunk	it	on	the	counter	and	say,	‘Well,	I	am	the	guy	who	wrote	the	book.’	This	
was	a	huge,	huge	change	for	my	business.”	

Mark	used	his	status	of	being	an	author	to	establish	himself	as	an	expert	in	the	field	of	managing	
houses	 for	 wealthy	 homeowners	 who	 are	 away.	 This	 one	 strategy	 from	 GKIC	 had	 Mark’s	 best	
customers	chasing	him,	instead	of	the	other	way	around.	

Another	GKIC	strategy	was	to	produce	a	catalog	of	services.	Mark	wasn’t	so	sure	of	that	one,	at	first.	

“Dan	said,	‘Have	a	catalog.’	I	watch	houses.	How	can	you	have	a	catalog	for	watching	houses?”	Mark	
laughed.		

“In	fact,	we	found	a	way	to	do	it.	We	took	all	the	extras	that	we	offer,	and	we	put	them	in	a	catalog.	
Our	company	provides	a	concierge-level	service,	it’s	a	very	high-end	service,	and	we	offer	all	kinds	
of	things.	All	we	did	was	put	it	in	a	catalog.”	

Mark	found	that	his	customers	loved	being	able	to	choose	bonus	services	from	the	Home	Watch	
Valet	catalog,	so	it	was	both	an	effective	sales	and	marketing	tool	and	a	customer	retention	tool.	

Pricing	is	another	key	strategy	Mark	learned	from	GKIC.	Some	of	his	customers	pay	between	$700	
and	even	up	to	$14,000	a	month	to	have	his	company	manage	their	properties.	

“Why	would	it	be	$14,000?”	Mark	asks.	“Because	it	includes	private	jet	transportation	to	and	from	
our	customer’s	summer	home.”	
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Mark	explains	 that	 this	positioning	as	a	very	high-end	service	also	allows	him	to	market	 to	 less	
wealthy	clients,	using	his	regular	menu.	

“The	advantage	of	this	is	that	now	when	I	go	in	with	a	regular	Home	Watch	Valet	menu	and	we	tell	
them	it’s	only	$150	to	$300,	they’ve	already	seen	the	$700	to	$14,000,”	Mark	says.	“This	has	made	
a	huge	change	in	how	we’re	able	to	sell.”	

Mark	discovered	that	a	subtle	change	in	wording	also	affected	the	way	he	could	price	his	products.	
Neighbors,	relatives,	and	friends	will	watch	your	house	for	free,	and	even	paid	house	watchers	often	
only	charge	$15	or	$20	to	check	on	a	property.		

By	calling	his	services	private	home	management,	Mark	can	start	at	$150	and	go	up	to	even	$14,000	
a	month,	depending	on	the	suite	of	services	a	customer	selects.	

Other	strategies	Mark	has	 learned	 from	GKIC	 include	using	a	scripted	email	sequence,	a	printed	
newsletter,	reverse	selling,	memorable	marketing	pieces	(he	uses	a	wedding	invitation!),	contests,	
repurposed	content,	firing	bad	clients,	raising	prices,	and	using	guarantees.	

Through	all	of	this,	Mark	says	the	key	to	his	success	is	to	remain	coachable.	

“I	used	to	be	a	rock,”	he	says,	“and	I	wasn’t	going	anywhere.	So	instead	I	became	a	sponge	by	doing	
things	like	joining	a	GKIC	chapter.	I	really	encourage	everyone	to	get	into	a	GKIC	chapter.	I’m	now	
in	a	mastermind,	and	it’s	absolutely	fabulous.	In	fact,	I	can’t	emphasize	enough	how	important	it	is	
to	get	into	a	chapter	and	be	coachable.”	

A	lot	of	business	owners	come	up	with	reasons	why	raising	their	prices	won’t	work—the	customers	
will	refuse	to	pay	it,	or	they’re	going	to	go	buy	from	competitors.	We	encourage	you	to	do	the	math.		

What	you’ll	find,	like	so	many	of	our	GKIC	members	like	Mark	Mehling	have,	is	if	you	double	your	
prices,	you’re	not	going	to	lose	half	your	customers.		

But	if	you	do	double	your	prices,	you’re	going	to	have	a	lot	more	revenue	to	hire	good	employees,	
to	run	a	stronger	business	or	practice,	and	to	have	money	to	market	your	business	and	still	have	
money	left	over	for	yourself.		

If	you	double	your	prices	and	have	slightly	fewer	customers,	then	you		
won’t	be	as	busy	and	you’ll	be	making	a	whole	lot	more	money.	

Don’t	let	fear	hold	you	back!		

This	brings	us	to	our	next	topic,	Fear	of	Failure.	Let’s	begin	with	a	GKIC	member	story.	

FEAR	OF	FAILURE	
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DR.	DONNA	GALANTE	KNOWS	A	LITTLE	SOMETHING	ABOUT	FEAR.	AND	THANKS	TO	WHAT	SHE	LEARNED	AS	A	
GKIC	MEMBER,	SHE	ALSO	KNOWS	EXACTLY	HOW	TO	OVERCOME	HER	FEARS	SO	SHE	CAN	IMPLEMENT	KEY	
MARKETING	STRATEGIES	TO	GROW	HER	BUSINESS.	
Donna	is	an	orthodontist	in	Rocklin,	California,	a	small	town	near	Sacramento.	For	a	long	time,	life	
was	good.	She	began	her	practice	 in	1997,	and	 the	practice	grew	and	grew	and	grew	with	 little	
marketing	effort	other	than	referrals	from	dentists.	Donna	was	living	the	American	dream.	Great	
career.	Married	with	two	kids.	Perfect.	

Fast	forward	10	years.	“Because	of	all	my	degrees	and	all	that	time	I	spent	in	school—we	were	just	
so	 smart—we	decided	 in	2007	 to	 take	out	 a	home	equity	 line	of	 credit	on	our	home	and	buy	a	
building	because	we	were	growing	so	fast	and	we	just	needed	more	room,”	Donna	recalls	ruefully.		

“The	year	after	we	moved	into	our	brand	new	building,	in	2008,	the	phone	stopped	ringing.	Literally,	
I’d	be	in	the	office	on	a	non-patient	day	doing	some	administrative	work	and	think,	“Gosh,	it’s	been	
really	quiet.	Wow,	the	phone	hasn’t	rung.”	

Donna	explains	that	Sacramento	was	hit	especially	hard	by	the	recession	and	the	collapse	of	the	
housing	market.	And	it	has	yet	to	fully	recover.	“Sacramento	is	number	four	in	foreclosures;	you	can	
drive	down	the	neighborhoods	in	Sacramento	and	there	is	nobody	in	those	homes,”	she	says.		

“When	we	bought	our	building	in	2007,	it	had	a	50%	vacancy	rate.	It	was	that	way	in	2007	and	it’s	
still	that	way	today.	There	is	nothing	around	us,	maybe	a	handful	of	other	offices	that	are	in	this	
complex	of	about	20	buildings.”	

When	 finances	 get	 tight,	 patients	 often	 put	 off	 nonemergency	 treatment,	 and	 this	 includes	
orthodontics.	Compounding	this	problem	for	Donna	was	the	level	of	competition	in	Rocklin.	

“When	we	went	to	Rocklin	in	1997,	there	were	six	orthodontists.	There	are	now	28	orthodontists	
for	about	85,000	people,”	she	says.	“Anybody	in	the	dental	field	knows	those	are	not	good	ratios	at	
all.	Plus,	general	dentists	started	to	dabble	in	all	kinds	of	orthodontics	as	well.	It	really	took	me	by	
surprise.”	

In	the	last	couple	of	years	leading	up	to	the	recession,	Donna’s	practice	had	been	riding	a	wave	of	
success,	so	much	so	that	she	had	begun	looking	into	time	management	resources	and	productivity.	
She	ended	up	finding	Dan	Kennedy’s	book	on	time	management	for	entrepreneurs.	

“That’s	how	I	landed	on	Planet	Dan,”	Donna	says.	“His	books	became	a	bible	to	me.	I	ended	up	buying	
everything	possible	that	he	had	written.	I	got	 into	Magnetic	Marketing,	but	you	know	what	I	did	
with	all	that	information?	Nothing.”	

Nothing,	 that	 is,	until	2008.	 “I	was	happy	with	where	 things	were,	but	when	 the	phone	stopped	
ringing,	I	started	to	pay	a	little	bit	more	attention	to	what	Dan	had	written	in	these	books,	to	pay	a	
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little	more	attention	to	Magnetic	Marketing,”	she	says,	 “and	I	began	attending	SuperConferences	
and	getting	educated.”	

Up	until	2008,	Donna	might	have	told	you	that	she	had	all	the	education	she	needed,	but	when	her	
phones	stopped	ringing,	she	realized	there	had	been	a	large	gap	in	her	curriculum.	

“For	anyone	in	the	dental	field	or	any	sort	of	health	professions	field,	how	much	time	did	we	get	in	
school	on	business,	sales,	and	marketing?	Zero,	nothing,”	Donna	says.	“I	spent	a	lot	of	time	in	biology	
and	physiology	and	zero—I	mean	zero—in	marketing	and	business.”	

Donna	recalls	her	turning	point,	the	moment	she	decided	she	must	do	something	different	if	her	
practice	was	going	to	survive.	

“I	had	what	I	call	the	GKIC	fever,”	she	says.	“It’s	when	you	wake	up	in	the	middle	of	the	night	in	a	
cold	sweat.	Well,	I	woke	up	in	the	middle	of	the	night	and	I	could	hear	Dan	in	my	head.	This	is	what	
I	heard	from	Dan:	‘There	are	riches	in	niches,	Donna.	There	are	riches	in	niches.’	And	I	thought	to	
myself,	‘That’s	how	we’re	going	to	solve	this	problem.’”	

Donna	needed	to	find	something	to	set	apart	her	practice	from	the	other	28	orthodontists	doing	
braces	and	all	the	general	dentists	who	were	now	getting	into	orthodontics.	

She	employed	something	she	learned	from	all	the	Dan	Kennedy	books	she	had	read	(and	up	till	now	
basically	ignored),	WWDDS	thinking—What	Would	Dan	Do	Swiftly?	

“The	key	here	is	swiftly,”	Donna	says.	“We	decided	to	do	Invisalign.”	

When	Donna	started	to	do	the	research	on	it,	she	found	that	there	were	no	orthodontists	or	general	
dentists	in	her	community	doing	Invisalign.	She	knew	she	had	found	her	niche.	

“We	set	up	a	strategy.	We	put	a	plan	in	place,”	Donna	says.	“We	had	to	take	massive	action	because	
our	practice	was	similar	to	the	Titanic;	it	had	hit	the	iceberg	and	it	was	going	down.	It	was	going	
down	rapidly.	We	had	spent	about	nine	months,	almost	a	year,	in	fear,	denial,	whining,	gnashing	of	
teeth,	trying	to	figure	out	what	was	going	on.	Time	was	now	of	the	essence	because	things	were	
going	from	bad	to	worse.”	

Donna’s	new	plan	for	her	practice	included	a	laser	focus	on	measuring	results.	Her	plan	required	
simultaneous	implementation	of	many	moving	parts—massive	action—that	included:	

• Upgrading	her	patient	experience	
• Using	the	internet	to	attract	new	patients	
• Leveraging	referrals	from	patients,	doctors,	and	others	in	her	community	
• Newsletters	
• Website	and	email	marketing	
• Radio	and	newspaper	advertising	
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• Patient	appreciation	events	
• Direct	mail	
• Contests	
• Free	gifts	
• Prospective	and	new	patient	follow-up	

She	even	wrote	a	book	about	the	benefits	of	using	Invisalign	to	straighten	teeth.	

Within	six	months,	Donna	was	the	obvious	Invisalign	expert	in	her	area.		

In	fact,	she	put	together	a	mastermind	group	of	female	dentists	new	to	the	practice.	The	group	met	
in	her	office	to	share	practice	ideas,	and	Donna	instructed	these	new	dentists	on	ways	to	educate	
their	patients	about	the	benefits	of	Invisalign.		

In	addition	to	giving	back	to	her	profession,	Donna	earned	a	dedicated	group	of	referring	dentists	
for	her	orthodontics	practice.	

Donna’s	massive	action	had	equally	massive	results.	

“Our	new	patient	starts	went	from	25	to	50,	so	it	doubled,”	she	says.	“Our	average	patient	value	
increased	to	$500	a	patient.	So	I	decided	to	do	something	really	scary.	I	raised	our	fees.	When	I	told	
my	office	manager	this,	I	could	see	her	in	the	back,	on	her	lunch	break,	getting	her	resume	together	
because	she	figured	that	was	it.	But	we	did	it,	and	it	worked.	Our	practice	income	increased	over	
$500,000.	 And	 the	 coolest	 thing	 is	 that	 we	 became	 the	 number	 one	 Invisalign	 provider	 in	 our	
community,	and	we’re	in	the	top	1%	in	the	nation.”	

Donna	woke	up	in	the	middle	of	the	night	in	a	cold	sweat.	But	she	didn’t	let	fear	of	failure	stop	her.	
She	implemented	multiple	marketing	strategies,	and	her	practice	soared.	

This	doesn’t	mean	that	transformation	came	easy	for	Donna	and	her	practice.		

Learning	 any	 new	 skill	 requires	 a	 lot	 of	 practice.	Whether	 you’re	 learning	 how	 to	 play	 tennis,	
learning	how	to	play	the	guitar,	or	learning	a	new	language,	the	first	time	you	try	it,	there’s	going	to	
be	a	lot	of	struggle,	a	lot	of	frustration.	You’re	not	going	to	be	skilled	at	the	effort,	and	what	you	will	
need	to	do	if	you’re	going	to	learn	how	to	do	this	new	thing	well	is	to	put	up	with	struggling	for	a	
little	while,	get	some	practice,	and	learn	how	to	do	it	better.	

If	you	try	to	play	tennis	and	give	up	when	you	struggle,	will	you	ever	become	a	decent	player?	No,	
you	won’t.	If	you	are	willing	to	struggle	for	a	while,	you’ll	learn	how	to	do	it	well.	

With	marketing	and	sales	and	some	of	the	strategies	and	tactics	we’re	going	to	talk	about	within	
The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit,	a	lot	of	business	owners	get	stuck	because	
they	want	to	do	it	great—and	they	want	to	hit	a	home	run	on	their	first	time	at	bat.	They’re	afraid	
of	making	a	mistake.	They’re	concerned	that	they’re	going	to	mess	something	up.		
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They	are	afraid	to	fail,	and	they	see	failure	as,	well,	failure!	

THE	GKIC	VIEW	OF	FAILURE	

Let	us	recommend	the	GKIC	way	instead.		

Smart	business	owners	around	the	world	view	failure		
in	an	entirely	different	way.	

The	GKIC	way	is	to	view	failure	as	feedback.		

Trying	new	strategies	so	you	can	see	what	works—and	what	doesn’t—is	what	being	in	business	is	
all	about.	Failure	isn’t	failure;	it’s	feedback	about	what	to	try	next.	

Look,	even	the	largest	companies	in	the	world	come	out	with	duds.	Just	think	about	this	year’s	Super	
Bowl	ads.	Some	of	them	didn’t	make	any	sense	and	didn’t	sell	any	product	to	speak	of.		

So	if	the	marketers	with	the	biggest	budgets	can	create	a	commercial	that	turns	out	to	be	a	dud,	then	
isn’t	it	possible	that	any	of	us	could,	too?		

Don’t	worry,	we’ll	show	you	how	to	make	sure	that	your	ads	are	as	successful	as	possible,	but	always	
be	sure	to	look	at	the	results	you	get,	both	good	and	bad,	as	feedback	on	what	to	try	next.		

Always	view	the	results	that	you	get	as	feedback	rather	than	failure.	

The	best	way	to	get	feedback	is	to	test,	test,	and	test	some	more.		

Marketing	and	sales	is	actually	an	ongoing	series	of	tests	to	find	an	ad	or	a	strategy	that	works	and	
then	testing	it	against	another	ad	or	strategy	to	see	what	works	better,	and	so	on.		

You	won’t	get	very	 far	 in	 this	process	 if	 you	allow	your	 fear	of	 failure	 to	keep	you	 from	getting	
something	out	the	door	to	begin	with.		

• You	can	start	small.		
• Send	an	ad	to	a	small	group	of	prospects.		
• See	how	it	works.		
• When	you	have	some	success,	expand	your	test	to	a	bigger	group.		
• When	you	find	out	what	works	best,	you	can	send	it	to	your	largest	group	of	prospects.	

Much	of	what	we	teach	within	this	program	may	seem	counterintuitive.	Some	of	the	strategies	may	
even	sound	a	little	crazy,	but	they	work.		

The	 ideas	that	you’re	going	to	hear	have	more	than	40	years’	worth	of	history,	and	hundreds	of	
thousands	of	business	owners	have	not	only	tried,	but	succeeded	in	using	what	you	are	learning	
now.		
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Here	is	our	advice:		

• Fail	as	fast	as	you	can.		
• Implement	as	much	as	you	can	and	get	as	much	feedback	as	quickly	as	you	can.		
• Version	one	is	much	better	than	version	none.		

The	key	is	to	find	what	we	call	the	“GE”	spot,	that	is,	Good	Enough.	Good	enough	is	good	enough.		

Get	it	completed.	Get	it	out	the	door.	Let	your	customers	see	it.	Get	feedback.	This	way	you	can	learn,	
implement,	and	grow.	

CREATING	AN	IMAGE	OF	YOUR	IDEAL	LIFESTYLE		

As	your	business	grows,	it	is	critical	that	you	keep	in	mind	the	reason	you	went	into	business	in	the	
first	place.		

At	GKIC,	we	believe	that	your	business	should	provide	you	with	the	lifestyle	you	want	to	live,	as	
opposed	to	being	bound	by	your	work	and	having	your	business	make	all	your	lifestyle	decisions	
for	you.		

You’re	an	entrepreneur.	What	images	does	this	word	conjure	for	you?	

A	lot	of	entrepreneurs	and	small	business	owners	(too	many!)	work	80,	90,	or	100	hours	a	week	
because	they’re	chained	to	their	business	or	practice.	If	they	aren’t	at	work,	nothing	gets	done	and	
their	income	dries	up.	Does	that	describe	you?	If	it	does,	don’t	worry—we	have	solutions!	

When	you	implement	the	ideas	that	we	teach	at	GKIC,	you	can	break	those	chains	and	you	can	create	
a	business	that	works	for	you	and	not	against	you.		

Don’t	get	held	hostage	by	your	business!	If	your	business	isn’t	providing	the	lifestyle	you	want,	then	
it’s	time	to	change	the	way	you	run	your	business—something	that	GKIC	member	Hoss	Pratt	may	
have	learned	the	hard	way,	but	he	learned	and	implemented	it	extremely	well.	

For	Hoss	 Pratt,	 the	 best	 business	 life	 is	 all	 about	 freedom.	 But	 his	 life	 as	 an	 entrepreneur	who	
teaches	real	estate	agents	how	to	sell	more	houses	didn’t	start	out	that	way.	

For	three	years	straight,	Hoss	got	up	on	Monday	at	3	a.m.,	drove	to	the	Dallas	Fort	Worth	Airport,	
and	jumped	on	a	plane	to	fly	to	a	distant	city	so	he	could	present	a	seminar	at	noon.	From	there	he	
went	to	the	next	seminar	to	the	next	seminar	to	the	next.	He	did	more	than	1,000	seminars	in	45	
states.	In	his	words,	it	was	“brutal.”	

“It	was	so	painful	to	me	because	I	had	a	family,”	he	says,	“and	the	whole	time	I	was	doing	this,	it	was	
just	draining.	It	was	a	horrible	feeling.	There’s	nothing	worse	than	knowing	you	have	to	jump	on	an	
airplane	and	go	make	money.	I	couldn’t	leverage	myself	because	I	couldn’t	make	money	unless	I	was	
getting	on	that	plane.”	
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Hoss	was	a	newlywed	at	the	time,	and	he	figured	out	pretty	fast	that	if	he	didn’t	change	his	business	
model,	he	was	going	to	run	into	other	challenges.	

“You	can’t	have	a	successful	marriage	being	gone	every	single	week,”	he	says	with	a	grin.	

Everything	changed	for	Hoss	on	a	redeye	flight	home	from	Seattle.	He	had	had	enough.	He	didn’t	
care	what	anyone	thought.	He	didn’t	care	what	anyone	else	in	real	estate	was	or	wasn’t	doing.		

He	decided	to	write	down	what	his	best	business	life	would	look	like		
and	then	make	a	plan	to	achieve	it.	

Here	is	what	Hoss	wrote	down	that	night,	alone	on	a	plane	and	desperate	to	make	a	change:	

• I	don’t	want	to	live	like	this	anymore.	
• I	want	to	work	from	anywhere	in	the	world.	
• I	want	freedom.	
• I	don’t	want	employees.	
• I	want	my	business	to	be	100%	virtual.	
• I	want	to	be	a	lifestyle	entrepreneur,	making	$10,000	a	week	working	from	home.	

He	wasn’t	asking	for	much,	was	he?	Only	everything!		

But	Hoss	had	a	problem	that	went	beyond	his	ambitious	list.	The	country	was	deep	in	recession,	and	
real	estate	had	been	hit	hard.	

“My	competitors	were	flying	out	of	the	business,	going	flat	broke,	leaving,	failing,”	he	recalls.	

Hoss	knew	he	needed	some	direction	on	how	to	get	started	on	his	new	plan,	and	happily	he	found	
it	right	away.	

“I	was	speaking	for	some	mentors	of	mine	at	their	event	in	Dallas,”	he	explains,	“and	my	friend	says,	
‘Hey	are	you	going?’	I	said,	‘Going	where?’	He	goes,	‘The	Dan	Kennedy	event.’”	

As	it	turns	out,	Hoss	had	heard	all	about	Dan	Kennedy.	In	fact,	he	had	been	coached	early	in	his	real	
estate	career	by	people	who	followed	the	GKIC	methods.	

“I	was	successful	 indirectly	because	of	Dan	Kennedy’s	methods	 in	my	own	real	estate	business,”	
Hoss	says,	“but	I’d	never	really	gone	to	the	source,	so	to	speak.”	

THE	EVENT	THAT	CHANGED	EVERYTHING	

This	time	he	went	straight	to	the	source:	the	GKIC	Info-Summit.	

“This	was	the	event	that	changed	everything!”	Hoss	exclaims.		
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“It	made	me	open	my	eyes	to	realize	how	much	stuff	I	was	not	doing.	How	if	I	needed	to	get	the	
results	that	I	wanted,	which	was	to	make	$10,000	a	week	from	home	with	no	employees,	all	virtual,	
then	I	needed	to	start	implementing.	It	was	blaringly	clear	to	me;	this	voice	in	my	head	said,	‘Create	
a	product.’”	

Hoss	had	read	some	of	Dan’s	books.	He	had	been	to	other	people’s	events.	He	had	actually	known	
for	years	that	he	needed	to	create	a	product.	

“But	I	never	did	it,”	he	admits.		

“That	was	the	main	thing	that	I	had	to	do,	but	I	never	did	it	out	of	fear.	Everybody	was	saying,	‘Did	
you	hear	about	so	and	so?	They	went	bankrupt.	Their	checks	are	bouncing.’	In	my	own	niche.	So,	I	
made	a	commitment.	 I	am	not	participating	 in	 this	 recession;	 that	will	not	be	me.	 I	am	going	 to	
change	my	model.”	

On	 the	 plane	 back	 from	 the	 GKIC	 event,	 Hoss	 wrote	 down	 a	 four-point	 plan	 to	 be	 executed	
immediately,	as	soon	as	he	got	home.	

1. Build	a	list	of	prospects	by	offering	a	free	gift	
2. Create	a	product	
3. Create	a	coaching	program	
4. Create	a	boot	camp	

Hoss	rolled	up	his	sleeves,	got	to	work,	and	never	looked	back.		

Using	 his	 expertise	 in	 getting	 real	 estate	 listings	 over	 the	 phone,	 he	 recorded	 those	 calls	 and	
delivered	weekly	videos	to	real	estate	agents	who	opted	in	on	his	website.	He	drove	traffic	to	his	
social	media	page	and	had	5,800	followers	within	12	months.	

His	product	was	a	12-week	course	called	Listing	Boss,	where	he	taught	his	clients	how	to	market	
their	real	estate	practices,	get	more	listings,	and	sell	more	houses.	His	motivation	to	get	his	product	
done	quickly	was	somewhat	unique.	

His	 recording	 “studio”	 was	 his	 master	 bedroom	 closet,	 made	 “soundproof”	 by	 nailing	 up	 his	
grandmother’s	quilts	in	front	of	his	and	his	wife’s	clothes.	

“How	would	that	go	over	in	your	house?”	Hoss	laughs.	“My	wife	was	stepping	over	all	this	stuff	to	
get	to	her	clothes.”	

With	his	product	done,	Hoss	was	ready	to	begin	selling.	He	does	this	mainly	through	webinars	and	
direct	mail,	something	he	can	automate	and	do	from	home—or	anywhere	else	he	happens	to	be.	

“I	promised	my	wife	when	I	created	the	Listing	Boss	that	I	was	going	to	take	her	on	a	vacation	to	
Grand	Cayman,”	Hoss	says.	“I	remember	sitting	on	the	beach	in	Grand	Cayman,	with	a	Corona	in	my	
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hand,	having	my	cell	phone	ready	because	I	knew	when	the	webinar	was	about	to	start.	The	cha-
chings	went	crazy	that	weekend.”	

By	“cha-chings,”	Hoss	means	that	great	sound	you	hear	from	your	Infusionsoft	app	whenever	you	
make	a	sale,	and	he	made	a	lot	of	them:	

ü Month	one:	 $33,395	
ü Month	two:	 $62,518	
ü Month	three:	 $104,000	
ü Month	four:	 $122,971	
ü Month	five:	 $147,189	

And	all	this	happened	during	the	world’s	worst	real	estate	market.	Much	of	Hoss’s	competition	has	
left	the	market,	while	he	is	enjoying	his	best	business	lifestyle.		

All	because	of	that	lonely	night	on	an	airplane	when	he	decided	to	figure	out	what	he	really	wanted	
out	of	life.		

Then	he	wrote	it	down	and	made	a	plan	to	achieve	it.	

“Part	 of	 it,	 I	 believe,	 is	 just	 knowing	 what	 you	 want,”	 he	 says.	 “I	 believe	 that	 part	 of	 being	 an	
entrepreneur	is	knowing	what	you	want,	and	then	the	beauty	of	it	is	you	can	build	business	around	
what	you	want.	If	you	don’t	know	what	you	want,	then	that’s	going	to	be	a	big	challenge.”	

Like	Hoss’s	story	illustrates,	your	business	life	can	be	whatever	you	want	it	to	be.		

Don’t	limit	yourself	to	industry	norms.	Give	yourself	permission	to	dream.		

Think	about	your	best	business	life.	What	does	it	look	like?		

• Imagine	how	your	lifestyle	will	change	when	you	achieve	your	best	business	life.		
• Where	will	you	live?		
• What	will	you	do?		

These	are	personal	questions	for	a	reason.		

Each	entrepreneur’s	best	business	life	is	unique,	tailor	made	to	suit		
this	person’s	goals,	hopes,	and	dreams.	

So,	what	does	your	best	business	life	look	like?		

For	some	people	it	means	that	they	only	have	to	work	40	hours	a	week.	For	others	it’s	only	20	hours	
a	week.		
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Some	entrepreneurs	want	a	business	that	is	entirely	remote	so	they	can	move	to	the	beach	or	the	
mountains	or	travel	across	the	world	living	in	different	places,	accessing	their	business	whenever	
they	like	via	their	laptop	or	tablet.		

Others	want	 to	 create	 a	 legacy	 for	 their	 children	 and	 their	 children’s	 children,	 and	 so	 they	 are	
building	a	business	or	a	practice	that	can	be	passed	down	from	one	generation	to	the	next.		

Many	entrepreneurs	today	are	stay-at-home	moms	who	want	to	work	part-time	from	home.	Their	
best	business	life	means	being	able	to	see	their	kids	off	to	school	every	day	and	being	there	when	
the	kids	get	home,	not	having	to	worry	about	office	hours	or	hiring	babysitters.	

When	you	allow	yourself	to	dream	without	limitations,	you	can	build	the	business	of	your	dreams.		

You	 can	 be	 like	Ken	Hardison	 or	 Chris	 Griffin,	 two	 other	 business	 builders	who	 didn’t	 let	 their	
professions’	norms	dictate	the	way	they	built	their	businesses.	

Ken	is	a	lawyer.	He	built	two	law	firms	and	sold	them—all	while	playing	golf	almost	every	single	
day.	He	used	the	methods	you	will	learn	in	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit	to	
do	it.	

Chris	is	a	dentist.	He	only	works	three	days	a	week	in	his	practice	and	earns	an	annual	income	that	
makes	other	dentists	jealous.		

He	spends	a	lot	of	his	free	time	doing	what	he	loves—building	crafts	with	his	dad	in	his	garage.	Plus,	
using	the	same	marketing	and	sales	strategies	that	he	used	to	build	his	successful	dental	practice,	
Chris	started	an	online	business	where	he	and	his	dad	make	money	selling	the	 items	they	enjoy	
building	together.	Chris	gets	to	do	a	hobby	he	loves	and	make	money	doing	it!	

Hoss’s,	Ken’s,	and	Chris’s	stories	are	not	outliers.		

All	of	 these	marketers	gave	 themselves	permission	 to	dream	about	 their	best	business	 life,	 they	
implemented	the	strategies	we	teach	at	GKIC,	and	then	they	went	after	their	dreams.		

You	can	do	it,	too!	

Now	we’ll	look	at	15	keys	to	success	that	will	help	you	achieve	those	dreams:	

SUCCESS	KEY	#1:	COMMUNITY		

Does	dreaming	about	your	best	business	life	seem	a	little,	well,	“fluffy”?	Let’s	be	honest.	It	sort	of	
does.	But	it	makes	our	point.		

Within	the	GKIC	community,	we	think	very	differently	about	our	businesses	than	most.	What	we	
teach	may	 feel	 strange,	maybe	even	disorienting	at	 times,	but	always	 remember	 that	you	aren’t	
doing	this	alone.		
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GKIC	is	a	community	of	likeminded	entrepreneurs	cheering	one	another	on	to	success.	When	you	
feel	overwhelmed,	lean	in	to	this	community.		

Go	on	our	message	boards,	listen	to	this	program	again,	and	best	of	all,	go	to	a	GKIC	event.	You’ll	
have	the	opportunity	to	meet	other	business	owners	from	your	area,	from	around	the	country,	and	
even	from	all	over	the	world	who	are	using	these	strategies	on	an	ongoing	basis.		

When	you	see	what	they	are	doing,	it	will	be	a	whole	lot	easier	to	implement	our	strategies	within	
your	own	business	or	practice.	

The	member	stories	you’re	hearing	in	this	program	are	just	the	tip	of	the	iceberg.	GKIC	is	a	special	
community	of	people	just	like	you.		

We	are	all	in	different	places	along	the	path	of	achieving	the	business	life	of	our	dreams.	Whenever	
you	need	help	or	encouragement,	a	fellow	GKIC	member	will	know	exactly	what	you	need	because	
he’s	been	there.	She’s	done	that.	Lean	in	to	this	community;	we	have	a	lot	to	offer	you!	

SUCCESS	KEY	#2:	MAKE	THE	OFFER	YOUR	CUSTOMER	CAN’T	REFUSE	(CREATE	A	COMPELLING	

OFFER)	

There	are	many	reasons	why	GKIC	members	are	so	successful	across	all	industries	and	professions.	
One	of	the	distinctions	of	the	most	successful	businesses	is	that	they	invest	time	into	creating	an	
offer	that	their	customers	can’t	refuse.		

Your	offer	should	be	so	compelling	that	it	makes	your	customers,		
clients,	or	patients	excited	to	buy	from	you.	

Your	offer	should	create	such	urgency	and	enthusiasm	that	your	customers	stop	what	they’re	doing	
and	buy	from	you	now,	instead	of	later—and	especially	instead	of	from	your	competitors.	

There	are	seven	keys	to	creating	a	great	offer.	We’ll	quickly	list	them	here	and	briefly	explain	them.		

If	you	don’t	completely	get	it,	don’t	worry.	We	go	into	great	detail	on	each	of	these	concepts	in	the	
“Make	the	offer	your	customer	can’t	refuse”	training	module.	

1. Be	clear.	People	need	to	instantly	understand	your	offer.	Confused	people	don’t	buy.	
2. Offer	good	value.	And	when	we	say	good	value,	we	mean	that	the	consumer	must	see	

the	offer	as	a	good	value.	Look	through	your	customers’	eyes,	not	your	own.	
3. Offer	a	discount	or	a	premium.	You	have	to	give	your	customers	a	reason	to	buy.	You	

either	need	to	offer	a	discount	or	give	your	customers	something	extra	that	they	can’t	get	
at	the	regular	price.	

4. Explain	your	offer.	People	are	naturally	skeptical.	There	should	be	a	logical	reason	for	
the	offer.	If	you	give	things	away	with	no	explanation,	you	create	suspicion	in	the	minds	
of	your	consumers.	
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5. Require	immediate	action.	If	people	don’t	respond	to	your	offer	today,	they	probably	
won’t	do	it	tomorrow	or	the	next	day.	If	there	is	no	urgency	to	act,	your	customers	will	
put	down	your	letter,	forget	about	your	email,	lose	your	coupon.	

6. Include	a	clear,	strong	call	to	action.	You	must	tell	people	Exactly.	What.	You.	Want.	
Them.	To.	Do.	We	exaggerated	that	last	sentence	on	purpose.	This	won’t	sound	nice	or	
politically	correct,	but	you	need	to	treat	your	customers	the	way	you	might	treat	a	10-
year-old	child.	If	you	happen	to	have	a	10-year-old	handy,	you	might	even	give	him	or	her	
your	instructions	to	see	what	happens!	Sometimes	we	think	we’re	being	clear,	but	we’re	
not.	

7. Include	a	guarantee.	We	can	hear	you	now.	“Wait,	wait,	a	guarantee?	We	can’t	do	that.	
My	business	or	profession	doesn’t	allow	guarantees!”	We’re	here	to	tell	you	that	you	can	
and	must	include	a	guarantee	in	your	offer.	While	you	may	not	be	able	to	guarantee	your	
product	or	service,	you	can	guarantee	the	processes	under	your	control.	And	if	you	can	
offer	risk	reversal,	do	it.	This	means	taking	the	risk	away	from	your	customer	and	placing	
it	in	your	hands.	The	most	common	risk	reversal	is	a	money-back	guarantee.	

When	you	put	all	seven	of	these	pieces	into	your	offer,	you	can	create	a	compelling	and	irresistible	
offer	that	has	new	customers	and	current	customers	flooding	into	your	business.		

You’ll	learn	exactly	how	to	do	all	this	and	more	in	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	
Kit	and	our	Fast	Implementation	Boot	Camp.	

In	the	meantime,	here	is	a	GKIC	member	story	that	will	inspire	you	to	think	of	ways	you	can	make	
an	irresistible	offer	to	your	clients,	patients,	or	customers.	

Jimmy	Nicholas	grew	up	in	a	typical	American	home.	His	dad	was	a	truck	driver,	and	his	mom	was	
a	teacher.	

“While	my	childhood	was	very	comfortable	growing	up,	money	wasn’t	growing	on	trees,	as	they	say,	
and	I	knew	that	being	an	entrepreneur	would	be	the	answer	to	financial	freedom,”	he	says.	

Jimmy	took	this	idea	to	heart.	As	a	young	kid,	he	mowed	lawns,	shoveled	snow,	and	sold	baseball	
cards	to	make	money.	At	15,	he	decided	to	get	serious	about	making	money.	He	pulled	out	the	Yellow	
Pages	and	began	cold	calling	businesses	to	see	if	they	needed	a	website.	

“After	about	250	no’s,	a	local	jewelry	store	in	Mystic,	Connecticut,	said	‘Come	on	over	and	give	me	a	
presentation,’”	Jimmy	recalls.		

“I	obviously	had	to	get	a	ride	from	mom,	since	I	was	only	15,	and	she	waited	in	the	car	for	me	for	
over	two	hours.	The	result,	I	sold	my	first	website.”	
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Throughout	high	school	and	college,	 Jimmy	focused	on	building	his	web	design	and	web	hosting	
business,	eventually	building	a	marketing	company	with	a	team	of	experts.	Sounds	great,	right?	But	
it	wasn’t.	

“First,	I	didn’t	have	any	marketing	systems	in	place,”	Jimmy	explains.	“Heck,	I	didn’t	know	how	to	
market.	I	started	spending	more	and	more	on	advertising,	but	there	was	a	problem.	At	the	end	of	
the	year,	I	was	losing	money.	Three	years	in	a	row,	I	lost	money.	The	problem	was	I	didn’t	know	
how	to	market.	I	didn’t	know	messaging.	I	didn’t	know	target	marketing,	and	I	certainly	didn’t	know	
direct	response	marketing.	I	knew	something	needed	to	change.”	

Jimmy	was	still	the	same	go-getter	he	was	at	15,	and	so	he	went	after	the	information	he	needed	
and	says,	“Thankfully	I	landed	on	Planet	Dan.	I	purchased	the	Game	Changer	DNA	System,	started	
learning	from	the	newsletters,	and	took	all	the	information	in.	I	traveled	over	3,000	miles	to	a	two-
day	implementation	boot	camp	with	Dave	Dee	and	Darcy	Juarez.”	

The	results	were	dramatic.	After	starting	with	GKIC,	Jimmy’s	profits	went	up	over	600%.	But	he	still	
wanted	more.	

“What	 really	 kicked	me	 into	 high	 gear	was	 a	 hot	 seat	with	 a	 facilitator	 in	 the	 Peak	 Performers	
Group,”	 Jimmy	 says.	 “Who	would	 ever	 have	 thought	 a	 30-minute	 hot	 seat	 could	 be	 such	 a	 life-
changing	event?	Let	me	tell	you,	it	was.	When	I	got	back	from	that	hot	seat,	I	started	implementing	
like	a	mad	man,	implementing	over	20	profitable	direct	mail	campaigns.	Prior	to	GKIC,	my	business	
was	sinking	like	the	Titanic,	but	now	that	I	had	GKIC	strategies	and	marketing	methods,	not	only	
were	my	top	line	numbers	going	up,	but	my	bottom	line	numbers	were	going	up,	too.”	

Jimmy	used	newsletters,	a	best-selling	book,	and	creative	direct	mailings	to	get	new	clients	and	to	
get	his	current	clients	to	buy	more	products.	

“I	knew	if	I	took	massive	action,	I	would	get	massive	results,”	he	says.	

Some	of	those	creative	mailings	included	3D	packages	that	went	out	in	plastic	bags,	the	contents	
limited	only	by	Jimmy’s	imagination	(which	meant	very	few	limits).		

He	sent	compasses	to	people	who	didn’t	buy	his	mobile	website	(because	they	must	be	lost);	the	
chance	to	win	two	tickets	to	a	Boston	Celtics	game,	plus	a	limo	ride	to	get	there;	items	like	antacids	
and	worry	dolls	for	clients	anxious	about	their	online	marketing;	and	puzzle	pieces	(because	Jimmy	
is	puzzled—why	didn’t	you	respond	to	my	first	offer?).	

Jimmy’s	 creativity	 also	 shows	 in	 a	 compelling,	 tailor-made	 offer,	 which	 thus	 far	 has	 a	 100%	
conversion	rate.	Jimmy’s	Silver	Platter	Offer	is	an	offer	people	can’t	refuse.	It’s	such	a	huge	offer	and	
a	large	shock	and	awe	package	that	it	is	hard	to	summarize	in	just	a	paragraph	or	two,	but	here	goes:	
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Jimmy	predesigns	a	website	for	the	potential	client	and	prints	out	the	company’s	current	website	
for	a	side-by-side	comparison.	He	includes	a	report	titled	“Why	should	I	redesign	my	website,	and	
why	is	a	mobile	website	important	for	your	small	business?”		

The	package	has	a	60-page	catalog	with	all	of	Jimmy’s	products	and	services.	He	includes	a	filled-
out	order	form	so	all	the	client	needs	to	do	is	provide	a	credit	card	or	mail	the	form	back	with	a	
check	(in	a	prepaid	envelope,	of	course).	And	then,	Jimmy	makes	the	package	truly	special	…	

He	makes	a	personalized	video	for	this	one	client	and	packages	it	up	with	popcorn,	candy,	cookies,	
crackers,	and	other	fun	snacks	to	provide	a	viewing	experience.	Here	is	an	excerpt	of	what	Jimmy	
says	on	the	video:	

“Hey,	Denise,	Alan,	and	Pete.	I	know	you	guys	are	all	together	watching	this	because	I’m	sure	

Denise,	as	I	know	most	likely	opens	all	the	mail	there,	followed	step	1	and	got	you	guys	in	the	

room.	

Now,	we	sent	you	a	whole	bunch	of	stuff	here,	and	one	of	the	reasons	why	is	we	wanted	to	get	

your	attention	on	something	that’s	very	important	to	your	business	at	B&L	Construction.	

Now,	before	we	get	started,	I	just	want	to	make	sure	everybody	in	the	office	gets	some	cookies	

and	we’ve	got	some	popcorn	here.	You	can	put	it	in	the	bowls	because	it’s	going	to	be	a	show.	

I’m	going	to	tell	you	right	now.	

I	would	have	sent	the	Miller	Lite;	I	would	have	done	that,	but	the	reality	is	it	really	doesn’t	ship	

well.	What	I’m	going	to	do,	though,	is	I’m	going	to	have	a	Miller	Lite	with	you	today	if	you	don’t	

mind,	and	I’m	sure	you	won’t	mind	at	all…”	

Jimmy	 knows	 that	 Miller	 Lite	 is	 his	 prospect’s	 favorite	 beverage.	 He	 bonds	 with	 this	 potential	
customer	by	sipping	on	a	Miller	Lite	as	he	goes	through	his	sales	pitch.		

And	 the	 results	 are	 impressive.	 He	 has	 done	 five	 of	 these	mailings,	 and	 all	 five	 prospects	 have	
converted	into	clients.	His	return	on	investment	is	4,500%,	so	it	is	well	worth	the	time	and	money	
he	invests	into	this	personalized	approach.	

Another	 thing	 Jimmy	 says	 he	 learned	 from	 the	GKIC	 community	 is	 the	 importance	 of	 recurring	
revenue.	

“Prior	to	GKIC,	I	relied	heavily	on	one-time	revenue,	selling	websites	and	video	packages,	and	our	
recurring	revenue	was	about	$13,000	per	month,”	he	says.	“After	studying	GKIC,	we’ve	increased	
our	recurring	revenue	185%.	That’s	over	$24,000	a	month	since	we	started	with	GKIC.	In	just	the	
next	five	years,	this	will	mean	$1.4	million	of	additional	recurring	revenue	because	of	GKIC.”	

SUCCESS	KEY	#3:	AVOIDING	PERFECTIONISM	
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While	 we	 intend	 for	 Jimmy	 Nicholas’s	 story	 to	 inspire,	 we	 completely	 understand	 if	 you’re	
wondering	if	you	can	come	up	with	a	compelling	offer	that	your	clients,	patients,	or	customers	can’t	
refuse.	And	we’re	hoping	that	a	common	personality	trait	won’t	hold	you	back.	

Would	you	like	to	develop	the	perfect	offer?	Are	you	a	perfectionist?	Many	entrepreneurs	are.	After	
all,	that’s	one	of	the	reasons	they	go	into	business	for	themselves—they	want	to	create	the	perfect	
business.		

But	there’s	a	dirty	little	secret	hiding	behind	that	virtuous	word	‘perfection.’		

When	we	work	with	new	members	who	are	struggling	to	make	everything	perfect,	what	we	actually	
uncover	is	that	they’re	fearful	about	what	someone	else	is	going	to	say	about	what	they’re	offering.		

This	fear	of	criticism	holds	them	back	from	doing	what	they	know	they	need	to	do.	

Here’s	the	thing	about	criticism.	Everyone—and	we	mean	everyone—falls	prey	to	it	at	one	time	or	
another.	Look	at	what	people	say	about	other	people	on	the	internet.	Even	the	most	talented	singers	
and	even	the	most	successful	business	people	have	their	detractors.		

If	it’s	true	for	them,	it’s	true	for	us.		

Everyone	has	a	critic,	everyone,	that	is,	who	is	putting	themselves		
out	there	by	doing	something	and	getting	noticed.	

The	only	thing	that	will	protect	you	from	criticism	is	to	do	nothing.	

Think	about	what’s	holding	you	back.		

Are	you	struggling	to	make	your	product	or	service	perfect	before	you	unveil	it	to	the	world?	Why	
is	that?	

Are	you	afraid	of	what	your	family	or	friends	are	going	to	say?	Most	of	the	time,	your	friends	and	
family	members	are	well-meaning.	They	 really	do	want	 the	best	 for	you	and	your	business,	but	
they’re	not	usually	in	a	good	position	to	give	you	the	best	advice.		

They	might	not	be	familiar	with	your	industry	or	profession,	they	probably	don’t	understand	your	
business	or	practice,	and	they	almost	certainly	don’t	know	what	we	know	about	business	within	the	
GKIC	community!		

Think	about	this:	

The	people	who	love	you	want	the	best	for	you,	but	often	they’re		
not	the	best	source	of	expert	feedback	on	whether	or	not	a		

particular	approach	is	the	right	one.	
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Maybe	it’s	not	your	family	or	friends	holding	you	back.	We	often	hear	from	folks	who	are	concerned	
about	what	members	of	their	industry	or	profession	might	say.		

We	worked	with	 a	 GKIC	member	who	was	 a	member	 of	 the	 board	 of	 directors	 for	 an	 industry	
association.	He	was	very	concerned	about	coming	out	with	a	revolutionary	offer	and	packaging	his	
products	and	services	in	a	new	and	different	way.		

He	was	afraid	of	upsetting	other	members	of	the	industry	association—he	might	even	lose	his	seat	
on	the	board.	

Think	about	this	for	a	moment.	In	your	business	or	profession,	does	a	seat	on	your	association’s	
board	make	your	company	more	valuable?	Does	it	put	income	in	your	bank	account?		

If	one	of	your	family	members	gets	sick	and	you	need	to	pay	for	treatment,	does	your	seat	on	the	
association’s	board	help	you	pay	those	bills?	Of	course	it	doesn’t.	Only	your	business	does.		

Members	of	your	industry	or	profession	may	criticize	you,	but	their	opinion	doesn’t	count.		

If	 you	 concern	 yourself	with	what	 your	 competitors	 are	 going	 to	 say	 about	 your	 new	 business	
strategies,	you’re	never	going	to	be	able	to	grow	a	successful	business	or	practice.	

Another	 source	 of	 frustration	 or	 concern	 for	 a	 lot	 of	 business	 owners	 is	 what	 some	 of	 their	
customers,	 clients,	or	patients	might	 say,	 and	yes,	we	all	have	customers	who	are	very	eager	 to	
criticize,	or	to	offer	free	advice,	or	to	tell	us	what	we	should	or	shouldn’t	be	doing.		

Let’s	face	it,	if	we	did	exactly	what	our	customers	wanted	us	to	do,	then	we	would	be	giving	away	
our	products	for	free	and	rewarding	them	for	the	privilege.	That	is	no	way	to	run	your	business.	
While	we	must	be	customer	centric	so	we	can	offer	the	best	customer	experience,	we	must	remain	
immune	to	unfounded	criticism.	

If	you	catch	yourself	trying	to	make	something	perfect	because	you	have	that	nagging	fear	that,	“Oh,	
somebody	might	say	something	bad	about	me,”	 just	remember	that	those	people	do	not	pay	the	
bills.		

Growing	your	business	pays	the	bills.		

That’s	what’s	going	to	help	distinguish	you	and	your	business	and	help	provide	income	that	gives	
you	the	freedom	to	enjoy	your	business	and	your	life.	

When	you	feel	that	fear	of	criticism	rising	up,	lean	in	to	the	GKIC	community	and	get	feedback	from	
our	experts	in	marketing	and	sales.	They	are	the	ones	who	can	help	you	and	help	your	business	
grow.	

At	GKIC,	we	 talk	 about	 the	 “GE”	 spot,	 the	Good	Enough	 spot,	 all	 the	 time.	 In	 fact,	 you	probably	
remember	us	saying	“Good	enough	is	good	enough”	earlier	in	this	program.		
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That’s	because	we	know	how	freeing	it	can	be	to	a	marketer	who	is	caught	in	the	perfection	trap.		

We	hope	you’ll	tap	in	to	this	freedom	like	so	many	other	GKIC	members	have.	

Walter	Bergeron	is	a	great	example.	He	didn’t	let	perfection	stop	him	from	taking	massive	action	to	
grow	his	electronics	repair	business.		

You’ll	hear	the	full	story	later	in	this	program,	but	for	now	let	Walter’s	words	inspire	you:	“I	took	
massive	action	every	single	day,	Saturdays	and	Sundays	included.	I	made	sacrifices	because	that’s	
what	 it	 took,	and	that’s	what	 I	wanted	to	do.	Good	enough	 is	good	enough.	 I	knew	I	didn’t	have	
perfection,	but	I	wanted	to	make	sure	I	had	at	least	good.”	

It	bears	repeating	…	and	so	we	say	it	often	…	Good	enough	is	good	enough!	

Success	Key	#4:	Get	Your	Customer	to	Chase	You,	Instead	of	Chasing	Your	

Customer		

Another	 key	 strategy	 you	 will	 learn	 from	 the	 experts	 and	 your	 fellow	 members	 in	 the	 GKIC	
community	is	how	to	get	your	customers	to	chase	you—instead	of	the	other	way	around.	

Dan	Kennedy,	the	founder	of	GKIC	and	a	legend	in	the	marketing	and	sales	and	copywriting	world,	
tells	this	story:	

“I’m	home	alone	one	weekday.	I’m	on	the	phone	with	a	client	when	somebody	starts	banging	on	

my	front	door	like	a	crazy	person;	a	pest.		

After	all,	the	options	of	who’s	going	to	be	at	your	front	door	uninvited	on	a	weekday	afternoon	

are	pretty	limited.	And	this	sounded	like	a	Jehovah’s	Witness	on	steroids.		

So	I	ignored	him,	confident	that,	like	most	pests,	if	ignored	he’d	go	away.		

Which	he	did,	but	only	long	enough	to	go	all	the	way	around	to	the	rear	of	my	property,	climb	

over	a	wall,	get	through	the	pool	area	to	the	patio	doors	directly	behind	me,	and	start	banging	

on	those	doors.		

Long	story	short,	the	reason	he’s	there	is	my	entire	back	yard	is	in	flames.	We	had	just	had	our	

15th	straight	day	of	115	degree	days,	and	everything	but	the	water	in	the	pool	was	on	fire.		

And	this	Good	Samaritan…	who	thinks	I’m	an	idiot,	which	is	arguably	true…	suddenly	goes	from	

being	the	most	annoying	pest	to	the	most	welcome	guest.		

Because	he’s	there	at	just	the	right	time	with	just	the	right	message.”	

The	reason	why	prospecting	is	so	arduous	and	so	unproductive	is	that	most	of	the	time	you	
are	being	perceived	as	an	annoying	pest—not	as	a	welcome	guest.	
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Now	if	you	honestly	don’t	mind	being	viewed	as	a	pest,	and	can	go	through	life	that	way	without	
becoming	neurotic,	then	there	are	lots	of	sales	jobs	out	there,	and	you	don’t	need	any	sophisticated	
techniques.		

Our	preference	is	to	get	into	the	welcome	guest	category	as	quickly	as	possible.		

How	do	you	know	when	your	prospective	customers	are	ready	to	buy?		

Unfortunately,	we	can’t	arrive	very	often	at	precisely	the	right	time	with	exactly	the	right	message.	

So	we	have	to	use	other	strategies	to	still	be	perceived	as	the	welcome	guest.		

What’s	the	basic	difference	between	pest	and	guest?	The	difference	is	invitation.		

The	entire	selling	experience	changes	when	you	are	there	by	invitation.		

Now	that	hopefully	tells	you	something	very	important,	very	big,	and	very	intriguing	about	what	
you	need	to	do	to	transform	your	sales	career.		

You	have	to	figure	out	a	way	to	cause	prospects	to	seek	you	out,		
call	you	up,	and	invite	you	to	come	and	sell	to	them.	

Stop	arriving	in	person	or	by	phone	uninvited.		

And	we	suggest	setting	everything	else	aside	until	you	figure	out	how	to	make	this	happen	in	your	
selling	situation.	

John	 Rinaldi’s	 experiences	 will	 be	 instructive	 here.	 If	 he	 hadn’t	 figured	 out	 a	 way	 to	 get	 his	
customers	to	chase	him,	he	would	be	just	one	(probably	broke)	provider	in	a	sea	of	other	companies	
that	sell	the	same	product	he	does.	

John’s	 story	 is	 a	 bit	 unique	 in	 that	 he	 is	 an	 electrical	 engineer	who	 sells	 a	 commodity	 product.	
Basically	it’s	a	small	box	with	a	microchip	in	it	that	helps	people	who	design	and	build	machines	for	
factory	automation.		

John’s	product	is	integrated	into	heavy	machinery	all	over	the	world	in	all	types	of	industries	as	an	
after-market	device	that	records	data.	This	might	sound	like	John	has	it	made	because	any	factory	
can	benefit	from	his	product.	The	problem,	however,	lies	in	that	one	little	word	commodity.	

“Anybody	in	my	industry	that	has	a	 little	bit	of	knowledge	can	build	a	box	like	mine,”	 John	says.	
“Before	GKIC,	I	was	an	engineer.	I	thought	if	I	build	it,	they	will	come—and	they	didn’t.	I	ran	into	
massive	credit	card	debt.	I	didn’t	know	how	to	price	things.	I	didn’t	do	any	marketing.	It	was	strictly	
do	an	engineering	project,	hope	the	phone	rings,	do	another	engineering	project,	hope	the	phone	
rings,	and	hope	I	can	stay	in	business	next	week.	It	was	very,	very	difficult.”	
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Things	took	a	dramatic	turn	for	the	better	with	one	brief	telephone	call	from	a	friend.	

“Perry	 Marshall	 called	 me	 up	 and	 said,	 ‘Dan	 Kennedy	 is	 having	 this	 copywriting	 seminar	 in	
Phoenix,’”	John	recalls,	“and	I	go,	‘Who	is	Dan	Kennedy,	and	what’s	copywriting?’”	

John	didn’t	know	anything	about	copywriting.	He	was	an	engineer,	not	a	marketer.	But	 the	 idea	
intrigued	him,	and	he	decided	to	go.	It	was	a	great	decision.	

“I	had	no	idea	what	any	of	this	stuff	is,	but	I	said,	‘You	know	what,	I’m	going	to	go	because	maybe	I	
can	learn	something.’	That	changed	everything,”	John	says.	

John	did	learn	something.	In	fact,	he	learned	a	lot,	and	he	implemented	a	lot.	

He	learned	to	analyze	his	market	and	target	his	messages	to	his	best	customer.	For	John,	this	means	
men	 who	 use	 Google	 to	 research	 products	 and	 who	 want	 the	 easiest	 and	 best	 fix	 for	 their	
manufacturing	problems,	with	little	concern	over	price.	

John	carries	a	50th	anniversary	Swiss	army	knife	to	trade	shows,	along	with	a	butter	knife	to	help	
communicate	his	message	to	engineers.	

“I	 found	the	perfect	message	to	market	match,”	he	says.	“That	Swiss	army	knife	has	115	tools.	It	
weighs	6½	pounds.	It	costs	$1,200,	and	you	could	build	a	shopping	center	with	it,	if	it	was	usable.	I	
show	it	to	engineers	and	say,	‘This	thing	is	the	kind	of	device	you	always	get.	It’s	really	hard	to	use,	
right?’	They	shake	their	heads	up	and	down,	and	then	I	hold	up	a	butter	knife	and	say,	‘This	is	my	
product.	Even	if	you	hold	it	by	the	wrong	end,	you	can	still	get	the	job	done.’	They	all	shake	their	
heads	up	and	down	and	say,	‘Yeah,	yeah,	that’s	right.’”	

Armed	with	 this	 absolutely	 perfect	message	 to	market	match,	 John	 took	his	 product	 and	began	
applying	all	of	the	GKIC	principles	to	market	it.	

One	of	the	most	interesting	is	that	John	offers	a	category	of	one.	While	his	competitors	list	all	185	
solutions	that	the	product	offers,	John	markets	185	categories	of	the	one	solution	his	customers	are	
looking	for.	

“When	customers	come	to	my	website	looking	for	solution	number	47,	they	find	that	exact	solution	
that	meets	their	particular	problem,”	John	explains.	“They	see	that	and	say,	‘Oh	that’s	for	me.’”	

John	also	learned	to	use	newsletters	as	a	way	to	get	his	customers	to	chase	him.	He	uses	a	mix	of	
personal	stories	and	technical	information,	and	he	offers	small	gadgets	as	gifts.	One	of	his	stories	
especially	resonated	with	his	readers.	

“I	recently	wrote	an	article	called	Two	Fathers.	It’s	about	the	deaths	of	my	father	and	the	father	of	
another	guy	in	our	industry,”	John	says.	“I	can’t	go	anywhere	where	somebody	is	not	coming	up	to	
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me	to	tell	me	about	their	dad.	We	always	have	a	personal	article	 like	that.	Our	customers	take	a	
break	from	their	work,	and	they	see	something	just	totally	different.”	

Using	 what	 he	 has	 learned	 at	 GKIC,	 John	 focuses	 on	 customer	 service	 and	 value	 while	 his	
competitors	market	on	price.	John’s	way	is	clearly	working.	

“Our	product	has	grown	in	sales	by	140%,	our	net	profit	has	grown	715%,	and	we’ve	got	70%	in	
gross	margins,”	he	says.	“Plus,	we’ve	doubled	our	competitors’	price.”	

Even	with	higher	prices,	John’s	company	went	from	acquiring	8.5	new	customers	a	month	to	19.5.	

“That’s	significant,”	he	says,	“because	my	long-term	value	for	a	customer	is	$5,610	per	year.	And	we	
don’t	 lose	 customers.	We’ve	 had	 100%	 customer	 retention	 for	 the	 last	 two	 years,	 so	 each	 new	
customer	is	worth	$5,610	this	year	and	$5,610	the	next	year.”	

John	 attracts	 and	 keeps	 customers	 by	 using	 GKIC	 strategies	 such	 as	 authoring	 a	 book	 to	 gain	
credibility	in	the	market,	a	five-step	customer	welcome	sequence	to	get	feedback	and	make	more	
offers,	holiday	cards,	postcard	offers,	contests,	surprise	gifts	when	customers	order	his	product,	and	
website	marketing	with	blogs	and	videos,	among	others.	

All	this	has	changed	John’s	life	completely.	

“My	dad,	Rocky	Rinaldi,	was	born	in	Mussolini’s	Italy,	with	no	education,	no	water,	no	plumbing,	
nothing,”	John	recalls.	“In	1934,	he	had	a	chance	to	come	to	America,	and	he	was	adamant	that	his	
son	was	going	to	be	successful.	For	him,	success	meant	being	an	engineer.	I	did	that,	and	I	worked	
in	corporate	America,	but	I	didn’t	feel	successful.	I	didn’t	feel	wealthy,	so	I	started	a	business.	After	
I	started	the	business,	I	felt	less	wealthy,	less	successful	because	nobody	came.	I	lost	money,	and	I	
had	massive	credit	card	debt.	It	was	terrible.	

“Then,	I	came	to	GKIC.	I	learned	all	these	principles	that	Dan	teaches.	I	studied.	I	implemented	them,	
and	I	achieved	more	success	now	than	my	father	could	ever	have	dreamed	of	when	he	left	that	town	
in	Italy.	

“That’s	changed	my	life.	Last	year,	I	spent	five	weeks	in	Madrid.	This	year,	I	spent	four	weeks	in	
Florence,	and	I	didn’t	have	my	cell	phone	on.	I	was	learning	how	to	speak	Italian.	Totally	different	
life.	

“This	 is	not	 just	my	story.	This	 is	your	story,	 too	…	maybe	not	 today,	maybe	not	 tomorrow,	but	
sooner	 rather	 than	 later,	 if	 you’re	willing	 to	work,	 if	 you’re	willing	 to	 study,	 if	 you’re	willing	 to	
implement.”	

The	key	to	transforming	from	annoying	pest	to	welcome	guest	is		
to	create	an	automatic	customer	attraction	system.	
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The	best	way	to	do	this	is	through	multistep	multimedia	marketing	because	you	build	a	relationship	
with	your	prospects	before	you	ask	them	to	buy.		

You	give	them	information	they	want	and	need,	and	when	they’re	ready	to	buy,	they	only	want	to	
buy	from	you—even	if,	like	John	Rinaldi,	you	offer	a	commodity	product	that	most	marketers	try	to	
sell	on	price	alone.	This	strategy	works	in	every	niche,	with	every	product	and	every	service.	And	
here’s	the	best	news	of	all:		

We	guide	you	step-by-step	through	the	process	of	creating	an	effective	multistep	marketing	and	
sales	program	for	your	business	or	practice	in	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	
Kit.	

SUCCESS	KEY	#5:	PUT	PAT	TO	WORK	FOR	YOUR	BUSINESS		

Another	strategy	that	we	like	to	talk	about	at	GKIC	is	putting	Pat	to	work	for	you.	So	who	is	Pat?	Pat	
is	an	avatar	that	we	use	to	represent	our	ideal	client.		

At	GKIC,	we	encourage	our	members	 to	 clearly	define	 the	person	 they	want	 to	 reach	with	 their	
marketing	and	sales.		

When	you	know	exactly	who	you	want	to	reach,	you	can	spend		
the	same	amount	of	money	on	marketing	and	sales	(and	sometimes	less)		

and	get	much	better	results.	

Most	business	owners	use	general	mass	messages	directed	at	 large	groups	of	people,	hoping	 to	
appeal	to	someone	within	those	large	groups.	That’s	an	example	of	what	we	call	scarcity	thinking.		

• Scarcity	thinkers	think	they	need	to	target	everyone	every	time.	They	are	afraid	that	if	they	
don’t	put	their	messages	out	in	front	of	everyone,	then	they	will	miss	the	one	person	they	are	
supposed	to	be	talking	to.		

• Smart	 marketers	 target	 their	 ideal	 client.	 We	 call	 these	 smart	 marketers	 “abundance	
thinkers.”	

Scarcity	 thinkers	 worry	 about	 how	 much	 they	 are	 spending	 to	 communicate	 to	 a	 prospect.	
Abundance	thinkers,	like	GKIC	member	Dustin	Burleson,	think	about	how	they	can	spend	the	most	
to	talk	to	the	right	prospects.	

“We	spend	more	 to	acquire	new	patients	and	customers,”	Dustin	says,	 “but	we	also	get	 the	best	
patients	and	customers.	We	don’t	have	people	arguing	about	price	in	our	office.	They	know	we’re	
more	expensive,	and	they’re	glad	to	pay	it.”	

If	we	narrow	down	our	marketing	and	sales	and	only	communicate	with	our	most	ideal	customer,	
our	“Pat,”	we	can	actually	spend	more	per	customer	while	not	increasing	our	overall	marketing	and	
sales	budget.	You	want	to	be	an	abundance	thinker,	not	a	scarcity	thinker.	
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A	great	example	of	an	abundance	thinker	is	Walter	Bergeron.	We	mentioned	him	earlier.	He’s	one	
of	our	GKIC	members	who	has	learned	to	say	“Good	enough	is	good	enough.”	Here,	as	promised,	is	
the	rest	of	his	story.	

Walter	Bergeron	is	a	patriotic	veteran	of	the	U.S.	Navy,	and	so	it	is	important	to	him	to	keep	things	
proudly	made	in	America.	His	industrial	electronics	repair	business	started	off	in	a	400	sq.	ft.	shed	
in	the	middle	of	a	sugarcane	field	in	Louisiana.		

Fifteen	years	later	he	had	two	national	repair	centers	and	four	national	sales	centers,	but	he	wasn’t	
serving	enough	manufacturers	to	make	the	impact	he	wanted	to	within	his	industry.	

Walter	attended	a	Fast	Implementation	Boot	Camp,	where	he	says	he	experienced	an	epiphany.	

“The	heavens	opened	up,	the	angels	began	to	sing,	and	a	big	light	bulb	went	off	in	my	head,”	he	says,	
only	half	kidding.	“Bill’s	conclusion	was	‘I	want	you	to	look	at	the	person	on	your	left	and	the	person	
on	your	right.	At	most,	only	one	of	the	three	of	you	will	actually	take	action.’		

The	guy	to	my	left	had	a	furniture	store	and	was	being	killed	by	commoditization	and	some	really,	
really	fierce	competition.	He	needed	that	marketing	to	keep	his	business	afloat.		

The	guy	to	my	right	had	invented	some	kind	of	musical	education	instrument	in	his	basement,	and	
he	was	trying	to	get	it	off	the	ground.	He	needed	that	marketing	knowledge,	too.		

But	when	I	looked	to	my	left,	the	furniture	guy	had	left	early.	He	had	something	else	to	do.	And	the	
guy	on	my	right	was	asleep!		

That	was	my	epiphany.	It	was	going	to	have	to	be	me	that	was	going	to	take	action.”	

Walter	took	the	next	90	days	to	act	on	his	new	GKIC	philosophies.	

“The	first	one	was	I	was	going	to	take	massive	action	every	single	day.	That	does	mean	Saturdays	
and	that	does	mean	Sundays,	because	I	was	determined	to	do	this,”	he	says.	

“The	second	GKIC	principle	 I	had	was	 ‘Good	 is	good	enough.’	 I	was	never	going	 to	get	a	perfect	
marketing	plan,	I	was	never	going	to	get	it	perfect	every	single	time,	but	if	it	was	good,	it	was	out	
the	door	and	implemented.	

The	third	principle	was	simultaneously	implementing	everything	I	was	doing.	Not	sequentially,	not	
one	and	then	the	other,	then	the	other,	then	the	other;	that	was	too	slow.	We	know	that	time	is	the	
enemy	 of	 entrepreneurs.	We	need	 to	 get	 things	 done	 quickly	 in	 order	 to	 take	 advantage	 of	 the	
market.”	

Walter	started	with	a	GKIC	fundamental,	the	marketing	results	triangle:	

• Message	
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• Market	
• Media		

First	he	set	about	to	identify	his	market—or	re-identify	it	as	it	turns	out.	

“Up	until	this	point,	I	thought	I	knew	who	my	customers	were,”	he	says.	“I	had	been	in	business	for	
15	years.	I	knew	who	I	was	selling	to.	Wrong.	I	thought	I	had	one	client.	I	actually	had	four	different	
types	of	clients.”	

Walter	provides	a	stellar	example	of	what	we	mean	at	GKIC	when	we	say	you	should	put	Pat	to	work	
for	you.	Walter	took	this	GKIC	idea	of	creating	an	avatar	to	represent	his	best	client	and	actually	
developed	four	of	them.	

“I	gave	them	names	so	that	we	could	refer	to	them	personally	and	target	our	marketing	message	to	
that	person,”	he	explains.	“Outside	salesmen,	I	call	them	Sam	Sellers;	my	maintenance	managers,	I	
call	them	Mike	Hammer.	We	have	a	Tyson	Foods	contract;	we	call	these	guys	Chuck	Poultry,	and	
Phil	Metal’s	our	Platinum	member.”	

Next	 Walter	 went	 to	 work	 on	 developing	 his	 message,	 his	 unique	 selling	 proposition,	 and	 he	
developed	four	of	them	to	target	his	four	specific	clients	in	different	ways.	

Now	Walter	was	ready	to	choose	his	media,	but	he	had	a	problem—no	marketing	budget.	GKIC	gave	
him	the	solution	to	this,	too.	He	raised	his	prices.	

“I	had	to	figure	out	a	way	to	do	something,	and	this	is	what	I	did.	I	raised	our	prices	by	15%,	and	
that	gave	me	an	immediate	cash	infusion	to	pay	for	the	media	that	I	was	going	to	use	to	implement	
my	marketing	system,”	he	says.	

He	 started	out	with	a	newsletter,	well	 four	newsletters,	one	 for	each	of	his	avatar	 clients—Sam	
Sellers,	Mike	 Hammer,	 Chuck	 Poultry,	 and	 Phil	Metal.	 And	 he	 did	 things	 to	 get	 his	 newsletters	
noticed.	

“This	is	profound.	This	is	a	way	to	get	ahead	and	have	a	totally	unfair	advantage	over	all	of	your	
competitors	 by	 doing	 something	 as	 simple	 as	 this,”	Walter	 says	 with	 excitement.	 “We	made	 it	
outrageous.	My	guys	got	a	hold	of	Photoshop	and	a	picture	of	me	and	took	away	my	hair	and	made	
me	look	like	a	clown.	It	was	funny,	our	guys	enjoyed	it,	and	it	made	us	different	because	all	the	other	
newsletters	were	boring.	This	thing	stood	out.”	

Other	GKIC	newsletter	strategies	included	activities	readers	could	complete	and	return	to	receive	a	
$10	 gift	 card,	 featuring	 his	 clients	 within	 the	 newsletter,	 conducting	 surveys,	 publishing	
testimonials,	and	making	the	newsletter	stand	out	with	handwritten	notes	and	copy	doodles.	

Walter	reports	that	90	days	of	implementing	his	newsletter	with	new	clients,	existing	clients,	and	
lost	clients	brought	in	$138,303.80.	For	every	dollar	he	spent	on	the	newsletter,	he	got	$42	in	gross	
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revenue,	a	media	efficiency	ratio	of	42:1.	By	measuring	his	results,	Walter	could	generate	the	biggest	
impact	from	every	marketing	dollar.	

He	 borrowed	 another	 big	 impact	 strategy	 from	 the	 casinos	 in	 Biloxi.	 The	 casinos	 don’t	 waste	
billboard	space	by	including	their	contact	information.	They	tell	customers	what	shows	are	playing.		

Walter	put	the	answers	to	his	customers’	most	asked	questions	on	four	large	signs.		

These	signs	brought	 in	5.6	new	customers	a	week,	actual	buyers	who	were	already	educated	on	
Walter’s	services.	These	signs	attracted	qualified	customers	and	sped	up	the	sales	process.	

As	for	the	return	on	this	investment?	

“The	customers	are	worth	$3,882	each,	and	 these	signs	have	grossed	us	$260,000	with	a	media	
efficiency	 ratio	 of	 16:1,”	Walter	 says.	 “I	 spend	 a	 dollar,	 and	 I’m	 getting	 $16	 back	 because	 of	 a	
ridiculous	sign	idea	taken	from	the	casino	industry.	That’s	just	how	important	having	this	unfair	
GKIC	advantage	is.”	

This	is	just	the	tip	of	the	iceberg	of	everything	Walter	implemented	in	those	first	90	days.	He	did	
website	marketing	with	an	automated	webinar	and	brought	in	$305,250.01	for	a	media	efficiency	
ratio	of	78:1.	He	did	what	he	calls	“outrageous”	campaigns	with	email	sequences,	long	sales	letters	
handwritten	 on	 yellow	 lined	 paper,	 lumpy	 mail,	 and	 a	 shock	 and	 awe	 package,	 that	 is,	 well,	
awesome.	Walter	calls	it	his	secret	weapon.	

Customers	get	an	overnight	box	that	is	labeled	“Perishable	goods.	Open	immediately.”	This	gets	the	
customer	to	open	the	box,	and	a	video	of	Walter	begins	playing:	“Hey,	why	don’t	you	guys	enjoy	
some	delicious	king	cake?	We’re	 from	Louisiana,	and	we	wanted	 to	share	with	you	some	of	our	
culture.”	

Inside	the	box	is	a	king	cake	with	plates	and	forks,	everything	they	need	to	actually	start	eating	the	
cake	while	they	listen	to	the	video	about	the	services	Walter	offers.	

So	far	the	response	rate	on	the	king	cake	mailing	has	been	100%,	with	sales	of	$414,911.40	and	a	
media	efficiency	ratio	of	69:1.	

“I	 took	90	days	of	massive	 action,	 Saturdays	 and	Sundays	 included,	 because	 I	wanted	 an	unfair	
advantage	over	my	competitors,”	Walter	says.	“I	made	sacrifices	because	that’s	what	it	took,	and	
that’s	what	I	wanted	to	do.	My	advice	is	to	simultaneously	implement	everything	that	you’re	doing.	
Don’t	do	it	sequentially,	do	everything	all	at	once	as	fast	as	you	can	to	get	it	out	there,	but	make	sure	
it’s	impactful.”	

Did	Walter	say	impactful?	Try	this	on	for	size:	

90	days:	$1,120,100.97.	



GKIC	MAGNETIC	MARKETING	LIFESTYLE	LIBERATION	KIT		

©	2016	Glazer-Kennedy	Insider’s	Circle,	LLC.		All	rights	reserved.		 Page	46	

How’s	that	for	an	efficiency	ratio?	

SUCCESS	KEY	#6:	INVEST	IN	MARKETING	AND	SALES	AND	AVOID	MONEY	WORRIES	

Being	an	abundance	thinker	is	important	when	it	comes	to	money	worries	as	well.		

How	do	you	suppose	scarcity-minded	business	owners	react	to	financial	challenges	or	downturns	
in	the	market?		

You	guessed	it.	They	reduce	what	they	invest	in	their	marketing	and	sales.		

It	seems	like	the	easiest	thing	to	cut,	but	it’s	really	like	reacting	to	a	leak	in	a	boat	by	jumping	into	
the	water!		

It	doesn’t	solve	the	problem,	and	in	fact,	it	actually	makes	your	money	problems	even	worse.		

When	you	don’t	understand	where	your	customers	are	coming	from,	it’s	very	easy	to	discount	the	
value	of	your	marketing,	sales,	and	advertising	efforts.	

We	could	tell	you	story	after	story	about	GKIC	members	who	did	NOT	jump	in	the	water	when	their	
financial	world	came	crashing	down	on	them.	Here’s	one	of	our	favorites.	

Dr.	Darold	Opp	is	something	of	a	marketing	junkie.	In	2010,	he	had	already	been	doing	GKIC-style	
marketing	in	his	dental	practice	for	years,	investing	six	figures	into	promoting	his	practice	and	doing	
well	enough	to	give	six	figures	in	contributions	to	charities	each	year.	He	was	living	the	life	of	his	
dreams,	or	so	he	thought.	

On	April	26,	2010,	everything	came	crashing	down.	

“It	was	our	30th	wedding	anniversary,	and	my	wife	and	I	took	a	trip	to	Minneapolis,”	Darold	recalls.	
“While	she	spent	some	time	with	her	sister,	I	was	about	a	half	mile	down	the	road	spending	time	
with	an	attorney	from	Atlanta,	accountants	from	Memphis,	and	my	personal	attorney.	The	attorney	
from	Atlanta	 pulled	 up	 his	 chair,	 got	 knee	 to	 knee	with	me,	 and	 said,	 ‘What	 reasonable	 dentist	
spends	six	figures	a	year	in	marketing,	and	who	are	these	Glazer-Kennedy	guys	anyway?’	

“I	told	this	attorney	that	I	was	an	entrepreneur	and	GKIC	was	my	lifeline.	‘Not	anymore,’	he	said.	

“Then	he	asked,	‘What	reasonable	dentist	gives	six	figures	to	charity	every	year?’	and	I	replied,	‘A	
dentist	who	cares	about	other	people	and	wants	to	give	back.’	‘Not	anymore,’	he	said	for	the	second	
time.”	

Darold	had	no	idea	what	was	about	to	come	next.	Unbeknownst	to	him,	his	business	partner	had	
been	violating	the	tax	code.	The	IRS	came	after	Darold	with	everything	it	had.	

“I	didn’t	realize	how	many	penalties	there	were	in	the	IRS	code,”	he	says	ruefully.	
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Two	year	later,	Darold	sat	down	and	wrote	out	12	checks	to	the	IRS.	They	totaled	seven	figures	plus.	

“Mentally,	physically,	psychologically,	and	financially	I	was	a	mess,”	he	says.	“My	whole	life	savings,	
24	years	I	worked	for.	In	10	minutes,	it’s	gone.	I	went	from	a	millionaire	to	a	millionaire.	At	55,	I	
wasn’t	 even	 what	 you	 could	 call	 broke.	 I	 had	 to	 borrow	 $500,000	 to	 pay	 off	 attorneys	 and	
accountants	to	survive.”	

And	lack	of	money	was	the	least	of	Darold’s	worries.	

“It	gets	worse	because	within	a	matter	of	two	weeks,	I	had	a	long-term	patient	call	me	and	ask,	‘Is	it	
true,	what	the	rumors	are	saying?	That	you’re	losing	your	license?’	And	that	same	week,	my	mother-
in-law	 is	 on	 a	 city	 bus	 and	 the	driver	 turns	 around	 and	 says,	 ‘I	 hear	 your	daughter	 is	 getting	 a	
divorce.	Is	that	true?’	And	then	a	week	later	the	same	bus	driver	says,	 ‘The	rumors	are	now	that	
Darold	has	to	sell	his	house.	He’s	moving	out	of	town	because	he’s	going	to	prison.’”	

Of	 course	 the	 rumor	mill	was	a	mixture	of	only	 some	 truth	and	mostly	 lies,	but	 this	didn’t	help	
Darold.	In	a	town	of	only	25,000,	it	didn’t	take	long	for	everyone	to	think	they	knew	what	was	going	
on	in	the	Opps’	lives.	They	were	publicly	humiliated,	and	you	wouldn’t	blame	them	if	they	had	just	
given	up,	moved	out	of	town,	and	tried	to	start	over	somewhere	else.	

But	they	didn’t.	That	would	be	jumping	out	of	the	boat	and	into	the	water!	

“What	did	we	do?”	Darold	asks.	“About	two	years	later,	my	wife	and	I	had	a	burning	party.	We	threw	
all	the	copies	of	the	IRS	papers	in	a	box,	and	I	put	a	gallon	of	gasoline	on	it.	I	told	my	wife	that	life	is	
about	choices.	You	can	either	become	a	whiner	or	a	winner.	You	can	either	become	bitter	or	you	can	
become	better.	We’re	not	a	failure.	Failure	is	an	event,	not	a	person.”	

Darold	turned	to	what	he	knew—marketing.		

Even	in	the	middle	of	the	worst	financial	mess	he	could	imagine,	he	knew	that	he	needed	to	
invest	more	in	marketing	if	he	wanted	to	turn	his	life	around.	

From	2008	to	2013,	he	took	his	production	from	$1.6	million	to	$3.4	million,	and	this	was	during	a	
recession	when	most	dentists	were	seeing	their	incomes	go	down.	Here	is	how	he	did	it.	

Taking	what	 he	 had	 learned	 over	 the	 years	 from	 the	GKIC	 community,	Darold	 decided	 that	 the	
avatar	of	his	best	client	was	a	young	mom	with	kids.	

“What	do	moms	care	about	most?	Their	kids,”	Darold	says,	“and	92%	of	all	dental	appointments	are	
made	by	women.”	

Darold	had	always	made	giving	back	to	his	community	a	priority,	and	he	wasn’t	about	to	change	
now.	He	decided	to	hold	a	patient	appreciation	event	to	thank	his	patients	for	their	support	over	the	
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24	years	he	had	been	in	practice—and	to	show	his	community	that	the	rumors	of	his	demise	were	
premature.	

Dr.	Opp’s	event	is	called	Smile	Palooza—where	kids	and	fun	meet.	It’s	an	afternoon	carnival	with	
food,	bouncy	houses,	games,	clowns,	princesses,	super	heroes,	and	anything	else	you	can	think	of	
that	might	appeal	to	kids	and	their	parents.	Darold	thought	he	was	just	thanking	his	patients,	but	
his	event	turned	out	to	be	so	much	more.	

“The	first	year	we	had	this,	I	thought	300	people	would	show	up.	We	had	over	3,000,”	he	says.	“In	
six	years	we’ve	had	25,000	people	at	this	event.	Moms	and	their	kids.	Future	patients.”	

The	doctor	realized	he	had	a	patient-generating	machine	on	his	hands!	

Darold	 used	 direct	 mail	 and	 email	 sequences	 to	 publicize	 his	 event	 as	 well	 as	 radio,	 TV,	 and	
newspaper	advertising.		

After	the	first	year	he	was	able	to	get	sponsors	to	help	underwrite	the	costs,	and	he	began	to	get	free	
publicity.	The	local	paper	dubbed	Smile	Palooza	South	Dakota’s	version	of	Disney	World.	“I	didn’t	
pay	a	dime	for	that!”	Darold	exclaims.	

His	most	 recent	event	 resulted	 in	232	new	patients	providing	$400,000	 in	annual	 revenue.	The	
lifetime	value	of	these	patients	is	$1.2	million.	“Would	you	dress	up	as	a	clown	for	three	hours	one	
time	a	year	to	generate	$1.2	million?”	Darold	asks	with	a	broad	smile.	

Now	Darold	is	licensing	his	event	to	other	dentists,	further	expanding	the	value	of	his	event	and	
allowing	him	to	give	even	more	to	charity.		

He	and	his	wife	work	with	an	organization	in	Honduras	that	rescues	children	who	have	to	scavenge	
for	food	in	the	dumps.	

“We’re	building	our	fourth	school	building	now.	We’ve	got	200	kids	in	school.	We	have	a	full-time	
medical	center	that	sees	patients,”	Darold	says.		

“Three	kids	who	were	dump	children	10	years	ago	are	now	in	college.	One	is	studying	nutrition,	the	
second	graphic	design,	and	the	third	wants	to	be	a	dentist.	How	about	that?	That’s	pretty	good!”	

Darold	says	he	owes	his	survival	to	what	he	learned	as	a	GKIC	member.		

He	kept	a	sheet	of	paper	taped	to	his	wall	for	six	years	that	said:	

“Renegade	Millionaire.	Ask	for	nothing	you	don’t	want	to	earn.	Make	no	apologies	for	having	

anything	you	do	and	fight	like	a	cornered	tiger	against	those	who	would	seek	to	compel	apology	

or	steal	the	fruits	of	your	ingenuity,	investment,	and	labor.”	
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“Every	day	I’d	come	to	work	in	my	office.	I’d	read	that	and	say,	‘You	know	what?	I’m	better	than	this.	
I’m	better	than	the	IRS.	I’m	going	to	survive.’”	

Smart	marketers	and	abundance	thinkers	like	Darold	Opp	actually	invest	more	in	their	marketing	
and	sales	when	times	get	tough!		

The	goal	is	to	create	a	steady	stream	of	new	clients,	patients,	or	customers	coming	in.		

Being	in	control	of	your	marketing	and	sales	system	allows	you	to	do	this.	It’s	like	a	faucet	that	you	
can	adjust.	Need	more	clients	coming	in?	Open	the	faucet	a	bit.		

When	you’re	operating	with	 a	 steady	 stream	of	new	clients	 and	 revenue,	 you	operate	with	 less	
stress,	which	allows	you	to	invest	your	marketing	and	sales	in	the	right	places.		

Smart	marketers	create	steady	streams	of	income.		

You’ll	learn	how	to	do	all	this	and	more	in	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit.	

SUCCESS	KEY	#7:	TAP	INTO	THE	MAGICAL	FORCE	OF	THE	MARKETING	AND	SALES	TRIANGLE		

Most	business	owners	are	clueless	when	it	comes	to	buying	advertising	and	marketing	and	selling	
their	products	and	services.		

This	makes	them	“advertising	victims”	preyed	on	by	media	salespeople	and	ad	agencies	that	don’t	
know	anything	more	about	producing	a	customer	than	these	business	owners	do.	

Let	us	let	you	in	on	a	secret:	An	ad	rep’s	only	job	is	to	get	you	to	buy	advertising	space	in	whatever	
media	he’s	selling.		

His	job	is	NOT	to	help	you	stand	out	among	all	the	rest	of	the	ads	clamoring	for	your	customers’	
attention.		

As	a	matter	of	fact,	ad	reps	prefer	that	all	advertising	in	their	media	look	the	same.	They	don’t	want	
any	one	client	to	outperform	another	because	then	they	won’t	make	their	quota	or	earn	their	bonus.	

Adding	to	this	problem	is	that	most	small	business	owners	cannot	accurately	tell	us:	

• Where	they	get	their	customers	and	their	sales	from	
• What	it	costs	to	get	a	customer	from	source	A	or	source	B	
• What	results	specifically	come	from	any	one	ad	

They	are	guessing.	Consequently,	they	are	wasting	money	on	ads	that	don’t	work.	

The	reason	for	this	cluelessness	and	vulnerability?		
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We	call	it	“Marketing	Incest,”	which	simply	means	that	most	business	owners	are	looking	around	at	
what	everyone	else	in	their	industry	or	profession	is	doing	and	copying	it.		

Now	if	you	are	one	of	these	business	owners,	you	likely	tried	to	make	your	ad	a	little	better	than	the	
one	you	copied—not	radically	different,	mind	you—but	better.		

So	basically	you	have	everyone	 in	an	 industry	standing	 in	a	circle	 looking	 inward	at	each	other,	
ignoring	anyone	or	anything	outside	of	the	circle.		

It’s	incestuous,	and	it	works	like	real	incest—everyone	slowly	gets	dumber	and	dumber!	

The	people	you	meet	in	GKIC	have	done	something	different.	They	have	turned	their	backs	on	the	
circle	 and	 have	 deliberately	 gone	 far	 away	 from	 their	 peers	 in	 search	 of	 different—not	 just	
incrementally	better—but	altogether	different	ways	of	marketing	and	selling.	

Here	is	one	member’s	story:	

Dr.	Rick	Schaefer’s	goal	is	to	have	his	patients	dancing	in	the	hallways—that	and	make	money.	He	
readily	admits	his	profit	motive,	but	he	is	also	reaping	the	benefits	of	a	great	work	environment.	

Knee	Specialists	of	Wisconsin	came	about	because	four	physicians	in	Rick’s	community	wanted	a	
second	stream	of	income.	They	envisioned	a	practice	with	premium	patients,	premium	pricing,	and	
premium	profits.	

“They	had	a	little	money	to	put	into	it,”	Rick	says,	“but	no	time	because	they	were	all	running	their	
own	practices.	So	they	hired	me	as	a	consultant	to	get	the	project	off	 the	ground.	 It	was	birthed	
completely	from	a	profit	motive	because	we’re	all	capitalists.”	

Rick	is	a	dedicated	member	of	GKIC.	He	has	missed	only	three	meetings	in	5-1/2	years.	He	makes	
GKIC	a	priority	because	the	strategies	he	learns	put	money	in	his	pocket.	

One	of	the	key	strategies	he	employed	when	beginning	his	new	practice	was	to	tap	into	the	magical	
force	of	the	marketing	triangle.	He	knew	he	needed	to	send	the	right	message	to	the	right	market	
using	the	right	media.	

“We	chose	a	super-targeted	niche	market	so	we	could	excel	at	just	one	thing,”	Rick	says.	“We	could	
attain	huge	efficiencies,	and	we	could	actually	predict	our	profits	by	offering	one	super-targeted	
service.”	

Rick	began	by	picturing	his	best	business	life.	Here	is	how	he	visualized	it:	

“I	imagined	what	my	clinic	was	going	to	feel	like.	I	imagined	patients	walking	in	and	getting	a	

huge	smile	from	our	receptionist,	who	stood	up	and	greeted	them	by	calling	out	their	first	name.		
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They	could	sit	down	in	the	waiting	room	and	have	a	cup	of	coffee	with	other	patients.	They	

would	encourage	each	other	in	the	process	and	support	and	teach	each	other.		

I	envisioned	staff	who	would	come	up	to	me	and	say,	‘Dr.	Rick,	this	is	the	best	job	I’ve	ever	had	

in	my	life.’	

I	 imagined	patients	 so	happy	and	 so	 emotionally	 secure	 in	our	practice	 that	 they	would	be	

dancing	in	the	hallways.”	

Rick	hired	a	consultant	to	write	his	first	GKIC-style	newspaper	ad.	It	had	his	phones	ringing	off	the	
hook.	And	he	realized	he	could	do	more.	

He	branched	off	into	local	TV	advertising.	And	he	realized	he	could	do	more.	

Next	was	a	national	TV	ad.	Rick	used	a	national	consulting	firm	to	create	a	60-second	ad.	

“It	worked	fantastic,”	Rick	says.	“A	couple	months	later	 into	the	process,	 I	realized	we	had	more	
capacity.	We	could	actually	do	more.”	

Rick’s	practice	began	to	offer	a	second	niche	treatment	for	neuropathy	of	the	foot.	

“Of	course,	we	followed	that	up	with	a	60-second	neuropathy	television	ad,”	he	says.		

“Now	we	had	a	presence	 for	 two	specific	diagnoses	 in	our	one	major	newspaper.	We	also	had	a	
presence	on	two	of	the	three	major	television	stations	in	Milwaukee.	Our	competitors	realized	we	
are	willing	to	spend	more	than	they	are.	It	keeps	them	out	of	our	niche.”	

Rick	and	his	staff	offer	a	personalized	patient	experience.	He	uses	a	call	center	to	set	appointments	
so	he	and	his	staff	can	focus	on	running	a	patient-centered	practice.	It	begins	before	the	patient	ever	
steps	foot	in	the	office.	

“When	 anyone	 schedules	 an	 appointment	 with	 us,	 we	 send	 a	 welcome	 letter.	 It’s	 completely	
personal.	It’s	not	about	medical	treatments	and	all	that,”	Rick	explains.		

“It’s	a	warm,	fuzzy	letter	saying	we	can’t	wait	to	meet	you	and	we’re	going	to	provide	you	with	the	
experience	of	a	lifetime.	A	testimonial	sheet	goes	out	with	every	letter	so	they	can	read	stories	of	
real	patients	who	have	been	through	our	program.”	

The	premium	patient	experience	continues	from	the	moment	patients	walk	in	the	office.	Each	new	
patient	receives	a	gift	bag	filled	with	trinkets	and	what	Rick	calls	“fun,	silly	stuff.”	

“We	actually	have	a	 little	kid	toy	that	when	you	squeeze	him,	he	starts	 laughing,”	Rick	says.	“It’s	
hysterical	to	watch	an	85-year-old	grandma	playing	with	this	laughing	toy.	It	just	gets	everybody	in	
the	room	laughing.”	
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Rick’s	waiting	room	offers	motivational,	personal	growth	books	instead	of	magazines,	newspapers,	
and	TV.	He	says	this	puts	positive	energy	all	around	his	patients.	This	positive	feeling	is	reinforced	
when	patients	read	testimonials	kept	in	a	thick	binder	by	the	custom	coffee	bar.	

This	personal	attention	results	in	about	86%	of	Rick’s	patients	engaging	in	a	rehab	program	that	
requires	15	to	20	further	visits.	For	the	other	14%,	Rick	uses	GKIC	methods	to	stay	in	touch	with	a	
sequence	of	follow-up	marketing.	

These	follow-up	materials	include	Rick’s	book	on	how	to	live	a	happier	life	(Rick	says,	“Of	course,	I	
did	write	a	book	because	for	5-1/2	years,	every	month,	I’ve	had	that	message	knocked	into	my	head	
until	I	was	cross-eyed.”)	He	also	does	at	least	monthly	mailings,	including	a	newsletter.	

“We	take	all	those	patients	who	basically	said	no	to	us,	and	we	put	them	on	our	relationship	builder	
list,	which	means	they’re	going	to	get	a	monthly	follow-up	from	us,	something	in	the	mail	at	least	
once	a	month,	until	the	end	of	time,”	Rick	says.	

For	patients	who	commit	to	the	rehab	program,	Rick’s	practice	sends	a	letter	to	the	primary	care	
doctor	so	he	or	she	can	follow	the	patient’s	progress.		

This	is	great	referral	marketing	for	Rick.	All	of	these	doctors	go	on	his	relationship	building	list	so	
they	hear	from	Rick	monthly	“until	the	end	of	time”	as	he	likes	to	say.	This	is	inexpensive	marketing	
that	has	big	results.	

“Just	in	January,	Dr.	Chang,	one	of	these	primary	care	physicians,	who	I	have	never	met	and	never	
spoken	to,	sent	me	two	patients	resulting	in	a	total	of	$8,000	of	revenue	for	us.	For	the	cost	of	a	
stamp,”	Rick	says.	

New	patients	are	put	into	a	sequential	postcard	campaign	that	runs	over	the	course	of	the	treatment.		

They	receive	a	congratulatory	box	of	brownies	with	the	fourth	mailing	that	they	can	share	with	their	
family	and	friends	while	they	celebrate	the	success	they	are	having	in	their	rehab	program.	This	
keeps	patients	motivated	and	also	furthers	the	reach	of	Rick’s	marketing	messages.		

The	last	card	in	the	sequence	reminds	patients	to	come	in	for	a	six-month	checkup.	Rick	says	this	is	
his	favorite	card.	

“So	 far	 this	month,	April,	 I’ve	got	eight	patients	who’ve	come	back	 to	see	us	 for	 their	 six-month	
follow-up.	Out	of	the	patients	who	came	back,	eight	of	them	reactivated	into	the	program	because	
they	feel	better,	but	they	want	to	feel	even	better	than	that.	That’s	$16,000	of	additional	revenue	
from	one	simple	card!”	he	exclaims.	

Remember,	Rick	describes	himself	as	a	capitalist,	and	so	he	keeps	a	close	watch	on	his	marketing	
numbers.	
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“My	monthly	summary	sheet	shows	me	on	a	daily	basis	and	a	monthly	summary	basis	exactly	how	
many	new	patient	 calls	we	 get,	 the	 percentage	 of	 these	 calls	 that	 result	 in	 an	 appointment,	 the	
percentage	of	these	appointments	that	actually	show	up,	the	percentage	of	patients	that	show	up	
who	are	 candidates	 for	our	program,	and	how	many	of	 these	patients	actually	activate	 into	our	
program.	I	see	it	all	on	a	daily	basis	so	we	can	tweak	the	system	and	monitor	it,”	he	explains.	

Rick	is	clearly	sending	the	right	message	to	the	right	market	with	the	right	media.	

“Last	June,	we	did	$34,000	of	production.	The	following	March,	it	was	$750,000.	That’s	over	2,000%	
growth.	In	April,	we	did	$52,668	per	day.	Amortizing	this	out	on	average	for	the	month	puts	us	at	
over	$1.1	million,”	he	says.	“Plus,	we	have	patients	dancing	in	the	hallways!”	

From	Rich	Schaefer’s	success,	it	is	easy	to	see	why	everything	we	talk	about	here	at	GKIC	is	based	
on	those	magical	results	of	the	marketing	triangle.		

So,	let’s	delve	into	this	concept	just	a	bit	more.	

There	are	three	components	to	marketing	and	sales—and	we	mean	marketing	and	selling	anything,	
anywhere,	at	any	price,	and	to	anyone.		

We	all	like	to	think	that	our	business	is	different	or	that	we	have	circumstances	that	are	somehow	
unique.	Not	so.	

Every	business	or	practice—past,	present,	and	 future—requires	all	 three	sides	of	 the	marketing	
triangle	to	prosper:		

1) A	marketing	and	sales	message	
2) A	media	to	deliver	it	
3) A	market	to	receive	and	respond	to	it		

These	three	cannot	be	placed	in	any	certain	priority	or	sequential	order,	because	any	one	side	of	the	
triangle	is	no	more	important	than	the	other,	and	none	can	function	without	the	other—they	form	
a	closed	triangle.	

There	are	a	number	of	ways	to	make	the	triangle	powerless:	

Right	Message	–	Wrong	Market	–	Right	Media	

Right	Message	–	Right	Market	–	Wrong	Media	

Right	Message	–	Wrong	Market	–	Wrong	Media	

Wrong	Message	–	Right	Market	–	Right	Media	

Wrong	Message	–	Wrong	Market	–	Right	Media	
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Wrong	Message	–	Right	Market	–	Wrong	Media	

Wrong	Message	–	Wrong	Market	–	Wrong	Media		
(We	call	this	the	trifecta	of	getting	it	wrong!)	

There	is	only	one	way	to	get	it	right:	

Right	Message	–	Right	Market	–	Right	Media	

And	that	is	what	you	will	learn	as	a	member	of	GKIC.	How	to	get	it	right,	right,	and	right!	

SUCCESS	KEY	#8:	PARALLEL	VS.	SERIAL	

Getting	your	marketing	and	sales	right,	right,	and	right	can	be	a	bit	of	a	juggling	act.	If	you	tend	to	
be	a	linear	thinker,	the	next	strategy	we	address	will	be	a	stretch	for	you—but	it’s	a	good	stretch,	
we	promise!	

Too	many	business	owners	try	to	focus	on	just	one	thing	at	a	time.	They	think	in	terms	of	getting	
one	project	started	and	working	on	it	(and	only	it)	until	it	is	done.	Then	they	start	a	second	project,	
and	so	on.		

Like	everything	you	hear	about	at	GKIC,	we	do	it	differently.		

The	most	successful	business	owners	in	the	world	focus	on	multiple	projects	at	one	time.	They	take	
massive	action,	doing	many	things	simultaneously	in	order	to	create	the	fastest	possible	results.		

Business	is	changing	all	the	time,	and	if	you	are	waiting	for	the	perfect	circumstance	or	the	perfect	
opportunity	or	until	something	is	completed	to	begin	the	next	thing,	then	that	next	thing	will	never	
get	started.		

There	is	no	time	better	than	now	to	create	your	automatic	customer	attraction	system,	and	get	your	
business	growing	and	your	profits	increased.	If	you	wait,	chances	are	it’s	just	never	going	to	happen.	

Success	is	built	in	a	messy	kitchen.	The	good	thing	is	you	will	have	plenty	of	fellow	“cooks”	at	GKIC	
to	help	you	along	the	way.	When	things	get	hard,	or	you’re	not	sure	what	to	do	next,	your	GKIC	
community	will	be	there	to	help	you.	

Danielle	Keperling	is	a	member	our	GKIC	community	who	has	learned	the	value	of	taking	massive	
action.		

She	is	one	of	the	owners	of	Historic	Restorations	in	Lancaster,	Pennsylvania,	along	with	her	husband	
and	her	parents.		

They	specialize	in	the	restoration	of	18th,	19th,	and	early	20th	century	buildings,	using	traditional	
methods	and	materials.		
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Or	at	least	now	they	do.	Before	they	learned	the	value	of	targeting	their	best	clients	with	their	unique	
selling	proposition,	Danielle	says	they	tried	to	be	everything	to	everybody.	

“We	did	not	focus	solely	on	our	niche,	and	our	marketing	reflected	it,”	she	says.	“We	knew	we	had	
to	market,	but	it	wasn’t	working	well.	We	were	implementing	haphazardly	at	best.”	

The	Keperlings’	problem	with	marketing	could	be	traced	to	bad	advice.		

They	were	unsuccessful	small	business	owners	taking	their	cue	from	unsuccessful	peers	
instead	of	from	the	smartest	marketers	in	the	world.	

“One	of	the	first	marketing	books	I	read	was	something	like	Marketing	for	Remodelers,”	Danielle	
says.	“Their	advice	was	to	look	at	what	your	competitors	are	doing	and	just	do	what	they	do.”	

This	is	terrible	advice	at	any	time,	but	in	2008	it	spelled	disaster.	

That	was	the	year	the	Keperlings	finished	the	largest	project	they	had	ever	done.	During	this	18-
month	project,	they	didn’t	do	any	active	marketing.		

They	were	totally	focused	on	the	doing.	Big	mistake.		

All	the	money	is	in	the	marketing.	Not	in	the	doing	and	not	even	in	a	great	product.	

“The	big	lesson	I	learned	is	that	it	doesn’t	matter	how	great	you	are	at	what	you	do	if	nobody	knows	
you	do	it,”	Danielle	says.	“We	didn’t	have	another	large	project	to	go	to,	just	a	bunch	of	small	ones,	
and	then	the	economy	crashed.	All	the	work	that	we	had	begun	to	line	up	canceled	in	the	same	week.	
Everybody	was	afraid	to	move	forward	with	their	projects.	The	residential	market	was	dead.”	

While	the	rest	of	the	economy	was	in	a	recession,	the	construction	industry	was	in	a	true	depression,	
with	25%	unemployment.	Danielle	knew	they	need	to	make	changes	quickly	to	survive.	

“We	pivoted	toward	public	projects	because	that’s	where	the	money	was,	and	we	laid	off	workers,”	
she	recalls.	“We	were	down	to	just	my	dad,	my	husband,	and	a	helper	in	the	field.		

We	were	searching	for	answers,	and	I	decided	to	go	back	to	school.	I’m	not	really	sure	why	I	thought	
that	was	a	good	plan.”	

But	sometimes	luck	finds	you.	

“In	2010,	I	was	working	on	my	final	project	for	my	MBA,	and	I	was	in	the	business	section	of	the	
library,”	Danielle	says.	“I	came	across	No	BS	Marketing	to	the	Affluent,	and	I	thought	maybe	it	would	
help	us	market	our	business.	I	borrowed	it,	I	read	it,	and	then	I	went	to	the	bookstore	and	bought	
my	own	copy.”	
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She	liked	what	she	read	and	started	to	respond	to	the	GKIC	membership	offer,	but	apprehension	
stopped	her.	

“I	 was	 going	 to	 join,	 and	 I	 started	 typing	 in	 the	 search	 box	 to	 get	 the	 membership	 offer,	 and	
something	about	a	scam	came	up	in	the	auto	fill,	so	I’m	like	‘Oh!	I	don’t	want	to	do	this.’	So	I	closed	
it.”	

Danielle	is	happy	she	didn’t	let	her	fear	stop	her	for	long,	saying	“I	waited	a	week,	and	without	any	
evidence	to	the	contrary	I	joined.”	

She	began	reading	the	newsletter	and	implementing	some	things,	but	not	systematically.	Danielle	
says	the	big	change	for	her	company	came	after	she	attended	the	Fast	Implementation	Boot	Camp	
in	2012.	

“I	 had	 been	 reading	 the	 newsletter	 for	 two	 years,	 but	 the	 boot	 camp	 started	 to	 put	 everything	
together	for	me,”	she	says.	“So	I	got	back	and	I	was	ready	to	implement.”	

The	rest	of	her	family	wasn’t	so	sure	about	her	“crazy”	marketing	ideas,	but	fortunately	for	them,	
Danielle	didn’t	listen	to	them.		

She	took	massive	action	and	began	implementing	multiple	strategies	at	the	same	time.		

She	dove	into	lumpy	mail,	multistep	direct	mail,	seminars,	newsletters,	website	marketing,	blogging,	
social	media,	and	writing	a	book	to	establish	her	company’s	expertise	within	their	niche.	She	also	
carefully	tracked	her	results.	

“One	of	my	first	attempts	at	lumpy	mail	was	a	blueprint	tube	filled	with	cookies,”	she	recalls.	“We	
sent	them	to	75	people	at	$10	each.	We	got	$17,500	in	revenue	for	a	23	to	1	return	on	investment.		

That	project	led	to	the	homeowners	having	a	garden	tour	in	their	neighborhood,	and	they	handed	
out	packets	of	information	about	us	to	all	the	people	who	came	through	their	house,	pretty	much	
selling	us	to	their	community.		

We	also	had	an	article	on	the	front	page	of	the	Sunday	business	real	estate	section	that	we	could	use	
in	other	marketing.”	

Danielle	 used	 a	 three-step	 sales	 letter	 to	 fill	 seats	 at	 a	 seminar.	 This	 strategy	 was	 particularly	
successful.	

“We	spent	just	under	$1,700,	including	the	rental	for	the	hotel.	The	result	was	$254,000	in	revenue	
for	151	to	1	return	on	investment!”	she	exclaims.	

But	Danielle	says	the	money	was	not	her	big	Aha	moment.	
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“Not	that	I’m	against	the	money,”	she	grins,	“but	my	big	Aha	was	that	my	marketing	was	working.	
Now	when	I	went	to	meetings	with	homeowners,	they	asked	three	questions.	Two	of	their	questions	
were	about	what	would	be	historically	appropriate	for	their	project,	and	only	one	was	about	the	
amount	 of	 the	deposit	 they	would	need.	Our	positioning	ourselves	 as	 experts	was	working.	We	
weren’t	getting	any	push	back	on	price.”	

Danielle	happily	 reports	 that	 their	 company’s	 revenue	has	 increased	by	over	300%,	despite	 the	
economy,	saying	“The	only	thing	that	we	changed	was	our	marketing.”	

And	it’s	a	good	thing	they	did.	

“My	husband,	Jonathan,	likes	to	tell	a	story	that	he	didn’t	want	me	to	do	this	marketing,	that	it	wasn’t	
going	to	work,	and	I’m	pretty	sure	the	word	crazy	was	thrown	out,”	Danielle	laughs.		

“I	just	ignored	him.	I	don’t	know	if	that	makes	me	a	bad	wife	or	not,	but	I	wasn’t	listening.	I	think	
he’s	forgiven	me	because	now	he	doesn’t	want	me	to	stop	marketing!”	

As	for	her	dad,	Danielle	isn’t	sure	she	has	won	him	over	yet.	

“He	 says	my	marketing’s	 on	 steroids	 and	 the	number	of	 opportunities	we	have	now	give	him	a	
headache!”	

SUCCESS	KEY	#9:	KNOW	WHY	YOUR	CUSTOMER	CHOOSES	YOU	VERSUS	ANYONE	ELSE		

While	we	 strongly	 urge	 you	 to	 take	massive	 action,	 like	Danielle	 Keperling	 did,	 and	 implement	
multiple	strategies	at	the	same	time	to	market	your	business	or	practice,	there	is	one	area	where	
you	need	to	employ	a	laser-like	focus	on	just	one	thing.	

As	a	GKIC	member,	you	will	create	a	unique	selling	proposition,	or	USP.		

Basically	your	USP	should	put	your	business	or	practice	into	a	category	of	one.		

You	want	to	be	unique,	and	you	want	to	clearly	define	who	you	are	and	what	you	provide	to	your	
customers,	clients,	or	patients	in	a	short	and	succinct	message	that	everyone	can	understand.	

A	 lot	of	business	owners	are	vague	about	what	 they	do.	They	don’t	give	 their	customers	a	clear	
reason	why	they	should	do	business	with	them	versus	all	their	competitors.	At	GKIC,	we	don’t	do	
vague.		

Smart	marketers	distinguish	themselves	in	the	marketplace.	They	grab	the	attention	of	their	best	
customers	with	 a	 USP	 that	 cuts	 through	 the	 clutter	 of	 the	 thousand	 or	 so	marketing	 and	 sales	
messages	customers	must	filter	every	day.		

• People	get	hundreds	of	emails	and	delete	most	without	opening	them.		



GKIC	MAGNETIC	MARKETING	LIFESTYLE	LIBERATION	KIT		

©	2016	Glazer-Kennedy	Insider’s	Circle,	LLC.		All	rights	reserved.		 Page	58	

• They	drive	by	dozens	of	billboards	on	their	daily	commute,	and	guess	what?	They	 ignore	
them.		

• Ads	on	TV?	Fast	forward	or	click	to	the	next	channel.		
• Ads	on	the	web?	Scroll	past	them	or	click	the	“x”	to	get	them	out	of	the	way	of	what	you	are	

trying	to	read.	

If	you	want	your	message	to	distinguish	itself	above	all	the	others,	you	need	to	have	a	very	clear	
USP.		

A	unique	selling	proposition	acts	like	a	flashlight	you	can	adjust		
from	a	wide,	diffused	beam	to	a	narrow,	laser-sharp	one.	

It	 calls	 out	 and	 gets	 the	 attention	 of	 your	 best	 target	 customers.	 Your	 USP	 gives	 your	 clients,	
customers,	or	patients	a	logical	and	compelling	reason	why	they	should	do	business	with	you	above	
anyone	else.		

When	you	know	the	answer	to	this	question	and	communicate	it	clearly	with	your	USP,	you	will	gain	
clarity	for	making	all	 the	rest	of	your	marketing	and	sales	decisions	about	how	you	are	going	to	
approach	your	customers	with	your	message.		

Mattress	seller	 Jeff	Giagnocavo’s	story	will	be	 illustrative	here.	 Jeff	and	his	business	partner	sell	
$30,000	mattresses.		

Let	that	sink	in	for	a	moment.	

How	do	you	get	people	to	spend	30,000	of	 their	hard-earned	dollars	on	a	mattress	when	you’re	
competing	 with	 the	 national	 ads	 from	 Sealy,	 Serta,	 Simmons,	 and	 of	 course	 Tempur-pedic,	 all	
claiming	a	great	night’s	sleep	at	reasonable	prices?		

Yes,	even	some	of	the	Tempur-pedic	retailers	have	gotten	into	the	“we	can	offer	it	a	lower	price”	
game.	

Jeff’s	answer	is	simple.	You	don’t	compete	on	price.		

Instead,	he	and	his	business	partner	carefully	crafted	a	unique	selling	proposition	(USP)	that	defines	
what	 they	 offer	 to	 their	 customers,	 and	 guess	 what?	 It’s	 not	 actually	 a	 mattress.	 Here	 is	 what	
Gardner’s	Mattress	&	More	offers:	

“We	are	Lancaster	County	sleep	experts.	We’ll	help	you	wake	up	happy	and	pain	free.	With	our	

unique	process,	we	fit	the	mattress	to	your	specific	sleeping	posture	and	sleep	needs.”	

“Waking	up	happy	and	pain	 free”	 is	what	gets	 Jeff’s	 customers	 to	 choose	him	over	all	 the	other	
competitors.	His	customized	approach	takes	price	right	out	of	the	conversation.	
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Jeff	has	always	taken	a	somewhat	different	approach	to	sales.	He	started	out	as	a	wholesale	furniture	
rep	representing	factories	to	retailers.	

“Both	the	factories	and	the	retailers	were	competing	on	price,	and	where	they	met	in	the	middle	
was	down	the	drain	going	to	the	bottom,”	Jeff	says.	“I	was	looking	for	something	so	I	could	get	out	
of	that	type	of	business.”	

He	 attended	 SuperConferences,	 became	 a	GKIC	Diamond	member,	 and	 started	 going	 to	 chapter	
meetings	 because	 “I	 knew	 the	 investment	 in	 myself	 would	 pay	 dividends,”	 Jeff	 says.	 “The	
SuperConference	was	really	a	wakening	moment	for	me.”	

He	introduced	one	of	his	clients,	Ben	McClure,	to	Planet	Dan	during	a	SuperConference.	Soon	after	
that,	a	series	of	bad-luck	events	helped	propel	the	two	into	business	together.	

“Two	things	happened,”	Jeff	explains.	“First	of	all,	Gardner’s	Bedrooms	(Ben’s	store)	lost	its	lease.	In	
that	same	month,	I	was	subjected	to	sales	rep	socialism	as	I	like	to	say.	A	few	guys	including	myself	
were	doing	great,	kicking	butt,	and	taking	names,	and	the	rest	were	sucking	it	up.	The	factory	said	
to	me	and	some	other	guys,	 ‘We’ve	got	to	cut	your	commission.’	The	cut	was	35%	of	my	income	
overnight.	I	said,	‘You	know,	I	can’t	do	this	anymore.’”	

A	month	later,	Ben	approached	Jeff	about	opening	a	new	store.	Ben’s	store	closed	on	March	28,	and	
the	new	partners	got	to	work	in	Gardner’s	Mattress	&	More	on	March	31.	They	opened	their	doors	
on	May	19,	with	no	business	coming	in	and	plenty	of	start-up	expenses	going	out.	

“We	were	thinking,	‘What	in	the	world	have	we	gotten	ourselves	into?’	In	a	quick	119	days	we	had	
blown	through	the	remodel.	Spent	$100,000.	We	were	ready,	but	now	we	had	to	sell	something,”	
Jeff	recalls.	

It	was	time	for	them	to	employ	the	GKIC	strategies	they	had	learned	at	those	SuperConferences	and	
GKIC	chapter	meetings.	The	two	created	an	11-step	plan	that	got	customers	into	the	store	ready	to	
buy	a	very	high-end	mattress.	

“Step	1.	We	compete	in	a	market	of	one,”	Jeff	says.	“Other	mattress	stores,	they	all	compete	on	low	
price.	We’re	swimming	in	blue	water	having	a	good	old	time.	We’re	purveyors	of	premium	sleep	
products.	That’s	what	we	sell.	When	you’re	ready	to	invest	in	your	health	and	get	a	good	night’s	
sleep,	you	come	see	us.	We	don’t	advertise	based	on	price.	We	advertise	based	on	the	benefit	of	how	
our	product	enriches	your	life.”	

Step	2	is	Jeff’s	USP,	“We	are	Lancaster	County	sleep	experts.	We’ll	help	you	wake	up	happy	and	pain	
free.	With	our	unique	process,	we	fit	the	mattress	to	your	specific	sleeping	posture	and	sleep	needs.”	
This	tells	his	customers	why	they	should	buy	a	mattress	from	him	and	no	one	else.	

The	 USP	 is	 reinforced	when	 customers	 come	 in	 to	 the	 store.	 There	 they	 find	 a	 well-appointed	
“Dream	Room,”	where	they	are	invited	to	book	a	time	to	spend	a	half-hour	to	four	hours	trying	out	
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the	mattress	that	has	been	fitted	to	their	specific	sleep	needs.	Jeff	says	their	store	is	the	only	one	
offering	this	on	the	Eastern	Seaboard.	

Other	steps	that	Jeff	and	Ben	have	employed	to	build	their	business	 include	offering	guarantees,	
writing	advertorials,	testimonials,	public	speaking,	Yellow	Pages,	newspaper	ads,	referrals,	direct	
mail,	 email,	 social	 media,	 mobile	 marketing	 with	 text,	 lead	 capture,	 follow-up	 sequences,	 and	
alliances	with	other	businesses	such	as	interior	designers.	

“Have	multiple	funnels	in	media,”	Jeff	advises.	“Don’t	rely	on	just	one	thing.	What	if	that	one	thing	
goes	away?”	

A	key	step	to	this	marketing	duo’s	success	is	their	book	“What’s	Keeping	You	Up	at	Night?”	The	book	
demonstrates	 Jeff	 and	 Ben’s	 expertise,	 and	 it	 educates	 buyers	 on	why	 shopping	 for	 a	mattress	
shouldn’t	be	based	on	price,	but	rather	on	health	and	happiness.	It	has	also	provided	a	great	return	
on	investment,	8.5	to	1.		

The	partners	track	their	advertising	so	they	know	they	are	generating	the	biggest	impact	from	every	
marketing	dollar	they	spend.	Simple	road	signs	that	direct	customers	to	the	store	actually	generate	
an	80	to	1	ROI!	

Using	 the	 strategies	 they	 learned	 from	 their	 investment	 in	 themselves	 as	 active	 GKIC	Diamond	
members,	Jeff	reports	that	their	gross	profit	margins	are	at	52%—when	the	rest	of	the	industry	is	
at	43%.	

“That’s	what	selling	high	can	do,”	he	says.	

Jeff	and	Ben	are	leveraging	their	success	with	their	mattress	store	into	an	info-marketing	business	
for	furniture	retailers.	Now	they	are	teaching	others	to	do	marketing	the	GKIC	way.	Marketing	being	
the	operative	term.	

SUCCESS	KEY	#10:	INVEST	IN	YOURSELF	AND	MARKETING	AND	SALES	

Smart	business	owners	think	of	themselves	as	being	in	the	marketing	business.		

• Rather	 than	 thinking	 of	 yourself	 as	 a	 doctor,	 consider	 yourself	 a	marketer	 of	 a	 doctor’s	
services.		

• Rather	than	thinking	of	yourself	as	a	manufacturer,	think	of	yourself	as	a	marketer	of	the	
product	you	create.		

• Rather	than	thinking	of	yourself	as	a	doer,	think	of	yourself	as	a	marketer.		

Whatever	you	do,	you	are	a	marketer	first.	

Nothing	starts	until	someone	makes	a	sale.	No	one	knows	this	better	than	Dr.	Phillip	Yoo.		
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He	can	show	you	beautiful	photographs	of	his	family—wife	Angela,	son	David,	and	daughter	Cathy.	
But	he	is	quick	to	let	you	in	on	a	secret.	

“I	was	sitting	there	at	my	first	SuperConference,	and	everyone’s	like,	‘Oh,	perfect	family,’	but	if	you	
pull	away	the	curtains,	it	wasn’t	really	perfect.	There	was	a	time	in	my	life	when	the	Kryptonite	got	
me,”	he	says.	“Even	Superman	has	his	weakness.”	

As	it	turns	out,	Phillip’s	weakness	was	his	career	as	a	chiropractic	doctor.	

“It	 started	 out	 when	my	 parents	 told	me,	 ‘If	 you	 just	 become	 a	 doctor,	 you’re	 going	 to	 have	 a	
successful	career.’	It	wasn’t	like	that	because	I	was	chained	to	my	practice	10	to	12	hours	a	day.	My	
wife	hated	me.	I	couldn’t	play	with	the	kids.	I	was	too	tired	from	adjusting	patients	all	week,”	Phillip	
recalls.	

He	had	to	make	a	change.	He	gave	up	his	practice	and	hired	two	associates	to	run	it.	This	didn’t	end	
well.	

“They	basically	ran	it	to	the	ground,	stole	my	patients,	and	started	other	practices	of	their	own,”	
Phillip	says	ruefully.	“I	was	faced	with	having	to	rebuild	my	income.”	

With	the	little	savings	he	had	left,	Phillip	bought	out	another	doctor.	This,	too,	didn’t	end	well.	

“To	make	a	long	story	short,	the	other	doctor	didn’t	stay	around	for	a	smooth	transition,”	Phillip	
explains.	 “All	 his	 patients	 left,	 and	 for	 the	patients	 that	 did	 stay,	 insurance	 started	pulling	 their	
reimbursements.	I	was	sitting	in	my	office	wondering	how	I	was	going	to	pay	off	my	AmEx	bill.	How	
was	I	going	to	pay	the	rent,	let	alone	the	staff	and	payroll?”	

Phillip’s	story	began	to	turn	around	when	a	friend	gave	him	a	book	called	Outrageous	Advertising	
by	Bill	Glazer.	

“At	 the	back	of	 the	book	was	 this	offer	 for	a	 free	newsletter,”	Phillip	 says.	 “If	 you	don’t	 get	 this	
newsletter,	 that’s	 the	 first	 step.	 Get	 the	 Gold	 newsletter!	 Then	 I	 upgraded	 to	 the	 Diamond	
newsletter,	which	just	blew	my	mind	away.	They	give	you	everything	you	need	to	run	a	successful	
business.	That	led	me	to	get	my	first	product,	DNA	Game	Changer.	I	didn’t	have	the	money,	so	I	threw	
it	on	my	credit	card.”	

The	next	product	for	Phillip	was	the	Magnetic	Marketing	Toolkit.	

“It	gave	me	literal	marketing	pieces	I	could	swipe	and	deploy,	which	means	you	basically	write	your	
own	marketing	according	to	the	samples	in	that	Magnetic	Marketing	book!”	Phillip	exclaims.	

Phillip	began	writing	a	book	and	experimenting	with	advertising.	He	found	that	some	ads	worked	
and	some	didn’t,	but	he	kept	trying	new	headlines	and	tracking	his	results.	

His	market	is	baby	boomers	and	seniors,	so	Phillip	tried	this	USP	in	a	headline:	
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What Doctors and Boomers Do When They Get Excruciating Knee Pain and 
Can’t Walk, Pick Up the Grandkids or Play Golf 

“This	ad	lasted	one	month.	It	died,”	Phillip	admits.	“So	I	changed	the	headline,	which	is	60%	of	the	
ad’s	importance.”	

Phillip	changed	one	word	in	his	headline.	‘Boomers’	became	‘Athletes.’	

“The	new	headline	killed	it.	We	got	a	7	to	1	return,”	he	says.	“What	I	figured	out	is	that	baby	boomers	
don’t	like	to	be	called	old.	They	think	they’re	20	years	younger	and	a	young	athlete!”	

Another	ad	brought	in	$78,000	in	revenue	for	an	investment	of	$4,000,	a	19.5	to	1	return.	

“It	didn’t	last,	though,”	Phillip	reports.	“You	see,	with	marketing,	you	have	to	change	it	all	the	time.	
That’s	why	you	have	to	go	to	GKIC	events	to	get	the	new	ideas.”	

Some	 of	 the	 ideas	 Phillip	 employs	 in	 his	 advertising	 include	 celebrity	 endorsements,	 authority	
marketing,	 and	 testimonies.	 He	 was	 a	 treating	 doctor	 at	 the	 Beijing	 Olympics,	 the	 backstage	
chiropractor	on	the	Beyoncé	tour,	and	he	has	worked	with	Navy	Seals.	All	of	these	provide	authority	
and	make	his	advertising	more	compelling.	

Potential	patients	who	respond	to	advertising	receive	one	of	Phillip’s	books.	Yes,	that’s	books	plural.	
The	doctor	wasn’t	so	sure	about	becoming	a	multiple	book	author	at	first.	

“I	was	like,	‘How	am	I	going	to	write	a	book?	Let	alone	a	book	for	each	of	my	niches	…	back	pain,	
nerve	pain,	and	knee	pain?’”	Phillip	asks.	“Guess	what?	It’s	the	same	book	with	all	three	conditions	
slapped	with	a	different	cover.	Who	says	you	can’t	do	a	book	for	each	niche?”	

Phillip’s	book	includes	a	call	to	action	to	get	patients	to	call	for	an	appointment.		

He	follows	up	with	non-responders	three	times	and	then	puts	them	into	a	lost	customer	reactivation	
campaign.	

Another	strategy	Phillip	learned	from	GKIC	is	pricing.	

“The	 average	 chiropractor	 charges	 $50	 per	 adjustment,”	 Phillip	 says.	 “Our	 laser	 treatments	 are	
$250,	I	charge	for	six	prepaid	visits	on	the	first	visit,	and	I	have	a	90%	closing	ratio.	I	get	$1,500	in	
the	first	day.”	

Because	each	patient	is	worth	at	least	$1,500,	Phillip	carefully	tracks	the	calls	that	come	into	his	
practice.	

“We	have	so	many	niches,	neuropathy,	doctor	referrals,	disc	pain	neuropathy,	and	we	can	see	which	
ad	source	it	came	from	and	the	duration	of	the	call,”	Phillip	explains.	“If	you	can’t	track	it,	you	can’t	
grow.”	
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If	you’re	beginning	to	think	that	Phillip	Yoo	sounds	more	like	a	marketing	and	sales	expert	than	a	
doctor,	you’re	right.	That’s	how	he	views	himself.		

To	 become	 a	 successful	 doctor,	 he	 had	 to	 transition	 from	 being	 a	 doer	 of	 the	 thing	 he	 does	
(chiropractic	medicine)	to	being	a	marketer	of	the	thing	he	does.		

This	applies	to	any	business,	any	profession.	You’re	not	a	dentist,	a	finance	person,	or	a	real	estate	
agent.	You’re	a	marketer	of	dentistry,	a	marketer	of	financial	solutions,	or	a	marketer	of	real	estate.	

When	you’re	in	GKIC,	you	are	a	marketer.	

Phillip	is	reaping	the	benefits	of	his	new	identity.	

“Before	I	met	Planet	Dan,	I	was	about	to	close	my	practice,”	he	says.	“Last	year,	we	did	$639,000,	
and	I’m	in	the	office	three	hours	a	day,	Monday	through	Thursday.	Our	12-month	forecast	 is	 for	
$1,014,688.	Now	I	run	the	practice.	It	doesn’t	run	me.	Now	I	can	have	a	life	with	my	family.”	

Nothing	happened	for	Phillip	Yoo	until	he	made	a	sale.	And	then	everything	happened!		

When	your	sales	and	marketing	begins	to	work	for	you,	you	will	need	the	strategy	we’re	about	to	
address	next.	

SUCCESS	KEY	#11:	AUTOMATIC	SYSTEMS	THAT	NEVER	LET	CUSTOMERS	AND	PROSPECTS	FORGET	

ABOUT	YOU		

At	the	beginning	of	this	program,	we	briefly	talked	about	how	traditional	marketing	and	sales	is	
done	in	a	“hunting	environment.”		

If	you’ve	ever	done	any	telemarketing	at	all,	you	know	that	the	first	sentence	determines	whether	
you	get	to	stay	on	the	phone	with	a	prospect	or	you	lose	the	opportunity	in	the	first	few	seconds	
because	the	person	you’ve	called	hangs	up.		

The	same	thing	is	true	in	all	our	marketing	and	sales	efforts.	We	call	it	going	from	uninvited	pest	to	
welcome	guest	in	a	hurry.		

That’s	what	we	have	to	do	if	we	want	our	prospects	to	choose	us—which	is	exactly	what	we	want.	

Remember	Dan	Kennedy’s	story	about	that	pest	banging	on	his	door?	There	Dan	was,	just	minding	
his	own	business	and	going	about	his	day,	sipping	a	glass	of	iced	tea	at	his	kitchen	counter.		

When	that	pest	banged	on	the	front	door,	Dan	was	on	the	phone	with	a	client.	He	was	busy,	and	he	
was	annoyed	that	someone	was	trying	to	take	his	attention	away	from	what	he	was	doing.		

So	he	ignored	this	pest	banging	on	his	door.	He	didn’t	get	up	to	go	check	the	door,	and	pretty	soon	
the	banging	stopped,	exactly	as	Dan	had	hoped.	
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Remember	what	happened	next?	That’s	right.	That	crazy	guy	actually	snuck	around	to	Dan’s	back	
yard	and	began	banging	on	the	sliding	glass	door	directly	behind	Dan!		

As	you	already	know,	when	Dan	finally	turned	around,	he	was	in	for	a	shock.	His	entire	back	yard	
was	on	fire,	and	it	was	threatening	his	house!	As	Dan	recalls	it,	you	couldn’t	slip	a	sheet	of	paper	
between	the	flames	on	his	garden	trellis	and	the	wood	trim	on	the	house.	

It	turns	out	this	guy	was	not	a	pest	after	all.	In	fact,	he	was	an	off-duty	fire	fighter	who	had	taken	it	
upon	himself	to	solve	Dan’s	problem—a	problem	that	Dan	didn’t	even	know	he	had.	

Well,	we	have	to	tell	you,	all	of	a	sudden	this	uninvited	pest	became	a	very,	very	welcome	guest.		

Dan	was	extremely	happy	to	see	this	guy	in	his	back	yard!	The	telephone	clunked	to	the	floor,	and	
Dan	forgot	all	about	what	he	had	been	doing	the	moment	before.	The	fire	became	the	focal	point.	

What	if	the	fire	fighter	had	had	a	way	to	slip	a	note	in	front	of	Dan	from	the	very	beginning	that	said,	
“Your	house	is	on	fire,	and	I’m	here	to	put	it	out”?	He	would	have	had	Dan’s	attention	right	away.	He	
would	have	been	a	welcome	guest	right	away.	

This	is	what	smart	marketers	do	…	they	devise	a	system	for	becoming	the	welcome	guest	in	their	
prospects’	lives.	

We’ve	talked	about	defining	your	 ideal	customer	and	using	the	magical	results	of	 the	marketing	
triangle	to	build	your	business.		

Most	people	would	stop	there,	thinking	...	Great!	I	go	after	my	best	customer,	client,	or	patient	using	
the	right	message	to	the	right	market	with	the	right	media.	

But	smart	GKIC	marketers	take	it	a	step	further,	and	this	is	the	step	that	makes	millionaires.	

Most	 small	business	owners—in	 restaurants,	 stores,	 shops,	 service	businesses,	 and	professional	
practices—are	still	advertising	victims.		

They	are	copycatting	their	peers	and	competitors	in	a	closed	circle	of	anxiety,	frustration,	and	waste,	
getting	erratic	and	often	disappointing	results.		

It	was	in	the	early	1900’s	that	a	remorseful	P.T.	Barnum	was	quoted	as	saying,	“I	know	that	half	of	
all	 the	advertising	 for	my	circuses	 is	wasted—if	 I	only	knew	what	half!”	This	 from	P.T.	Barnum,	
probably	the	shrewdest	promoter	of	his	time!	

And	here	we	are,	hundreds	of	years	later,	with	the	advent	of	a	massive	array	of	additional	marketing	
and	sales	media	including	the	internet,	yet	most	business	owners	still	say	they	know	that	half	of	
their	marketing	and	sales	is	wasted	and	they	still	don’t	know	which	half.		

Most	are	worried	day-to-day	about	where	their	new	customers	will	come	from.	
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They	lack	CERTAINTY.	Because	they	lack	SYSTEMS.		

We	will	guide	you	on	your	way	to	erasing	the	waste	and	uncertainty	and	anxiety	and	replacing	it	
with	CONTROL—by	implementing	and	running	a	truly	effective	marketing	and	sales	system	to	fuel	
your	business.	

When	you	follow	the	steps	we	set	out	for	you	in	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	
Kit,	you	will	learn	how	to	create	an	automatic	customer	attraction	system	and	how	to	use	automated	
systems	to	stay	in	contact	with	your	customers	and	your	prospects.		

These	systems	will	make	sure	your	customers,	clients,	or	patients	don’t	forget	about	you,	and	they	
will	make	you	a	welcome	guest	every	time	you	make	a	connection	with	them.	

Yes,	there	will	be	work	in	setting	it	up,	work	in	maintaining	it,	and	work	in	perpetually	improving	it	
and	adapting	it	to	changing	conditions.	But	it’s	satisfying	work.	And	much	better	paid	work.	

Most	entrepreneurs	are	running	hard	and	fast	in	pursuit	of	big	goals	and	huge	ambitions,	but	all	too	
often	they	are	trying	to	build	without	blueprints	or	the	best	tools.		

They	find	themselves	at	war	with	the	world,	sometimes	at	war	with	their	own	worst	habits	and	their	
self-limiting	beliefs.	And	most	wage	their	war	alone.	

If	that’s	you,	at	GKIC	we	know	exactly	how	you	feel.	And	like	you,	we	are	not	afraid	of	work.		

If	you	have	big,	very	big	goals,	we	are	not	going	to	promise	you	there’s	such	a	thing	as	magic	dust	in	
a	jar	to	replace	effort,	nor	are	we	going	to	discourage	you	from	doing	the	work	to	achieve	your	goals.		

We	are	known	for	“The	Phenomenon,”	showing	people	how	to	accomplish	more	in	12	months	than	
they	have	done	in	the	previous	12	years.	Doing	so	takes	work,	but	as	we	just	said,	 it’s	satisfying	
work—and	much	better	paid	work.	Just	ask	Shaun	Buck.	

People	told	Shaun	that	his	life	was	over	when	he	became	a	father	at	age	16.	Most	advised	him	to	
“bail	on	this	kid.	Just	go	your	own	way.”	

“That’s	not	me.	That’s	not	who	I	am,”	Shaun	says.	“I	did	something	a	little	different.	I	stepped	up.	I	
raised	him	with	the	help	of	my	wife,	who	came	into	the	picture	when	my	son	was	three	years	old.”	

Shaun	knew	he	couldn’t	pay	all	the	expenses	of	raising	a	child	with	his	$4.25	an	hour	job	playing	the	
mouse	at	Chuck	E.	Cheese.	

“Again,	I	did	something	a	little	different.	I	dropped	out	of	high	school.	That	was	scary.	My	parents	
were	none	too	happy,”	he	says,	“but	I	had	to	go	get	a	real	job.	I	needed	health	insurance.	At	age	16,	I	
went	to	work	for	a	regional	electronics	company	called	The	Good	Guys,	and	in	my	first	month	made	
$4,800	selling	personal	computers.	I	was	like,	‘School?	Who	needs	school?’”	
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Actually,	Shaun	did	return	to	school	and	finished	two	years	of	college—but	he	quit	when	he	realized	
he	had	more	real-life	business	experience	than	his	business	professor.		

Shaun	was	gaining	experience	and	having	success	in	the	business	world.		

At	age	21,	he	left	a	high-paying	job	at	AT&T	to	open	his	first	business,	a	hot	dog	stand	in	front	of	a	
home	improvement	store.		

Over	the	next	decade,	this	young	entrepreneur	bought	and	sold	six	different	businesses,	including	
an	information	marketing	business	in	the	dry	cleaning	niche.	

In	2011,	Shaun	founded	a	direct	mail	company	that	also	happened	to	sell	newsletters.	He	says	he	
was	“trying	to	be	a	little	bit	of	something	to	everybody.”	

“By	mid-2012,	I	realized	I	had	to	focus.	This	wasn’t	working,”	he	says.	“We	were	doing	OK.	We	were	
making	some	money.	But	I	wasn’t	going	to	achieve	the	goals	I	wanted	to	without	focus.		

So	I	analyzed	the	three	primary	products	that	we	had,	and	I	found	that,	like	Dan	Kennedy	says,	there	
was	a	hidden	business	within	my	business.	

It	was	newsletters.	It	was	the	product	I	loved	the	most.	It	was	the	product	I	believed	in	the	most.	It	
was	something	I	had	personally	been	using	since	2002.”	

When	Shaun	narrowed	his	company’s	focus	in	September	2012	to	producing	newsletters	for	clients,	
his	monthly	sales	were	$25,911.34.	

“From	 October	 2012	 to	 December	 2012,	 the	 decision	 to	 focus	 allowed	 me	 to	 virtually	 double	
business	from	about	$25,000	to	$50,000	a	month	worth	of	revenue,”	Shaun	reports.	

He	employed	21	primary	forms	of	marketing,	including:	

• Trade	Shows	 • Referrals	

• Automated	Incremental	Marketing	 • Sales	Letters	

• Holiday	Promotions	 • Online	to	Offline	Marketing	

• Cold	Calling	 • Client	Gifts	

• Shock	and	Awe	Packages	 • Interviews	of	Celebrity	
Marketers	

• Client	Testimonials	 • …	among	others	

Following	Dan	Kennedy’s	advice,	Shaun	says	he	put	people	on	his	list	that	were	completely	cold	and	
started	sending	sequential	mailings	to	them.	
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“Dan	told	me	one	time,	‘With	your	business,	if	a	prospect	is	already	doing	direct	mail,	they’re	a	great	
customer	 for	 you.’	 There	was	 no	 list	 for	 that,”	 Shaun	 laughs,	 “so	we	 had	 to	 go	 and	 scrape	 one	
together.”	

With	so	many	sales	and	marketing	strategies	in	play	at	one	time,	Shaun	needed	to	use	automated	
systems	to	keep	everything	running	smoothly.		

For	example,	website	visitors	who	are	interested	in	having	a	newsletter	produced	could	opt	in	to	a	
phone	call	for	more	information.	Shaun	says	he	saw	a	24%	increase	in	phone	appointments	from	
this	automated	system.	

Shaun	uses	another	of	Dan	Kennedy’s	recommendations	to	his	advantage	when	marketing	to	clients	
who	happen	to	be	GKIC	members.	

“We	 send	 out	 a	 plaque	 that	 says,	 ‘My	 single	 biggest	 recommendation	 is	 to	 do	 a	monthly	 print	
newsletter,	from	Dan	Kennedy.’”	

At	last	count,	sales	for	Shaun’s	company,	The	Newsletter	Pro,	have	gone	from	$25,911	a	month	to	
$213,835.75.	 That’s	 over	 $2.5	 million	 a	 year,	 and	 he	 credits	 it	 to	 using	 GKIC	 marketing	 and	
narrowing	his	focus	to	his	one	best	product.	

Today	Shaun	is	able	to	pay	it	forward,	supporting	charities	such	as	Wounded	Warrior	and	Destiny’s	
Rescue,	as	well	as	helping	to	support	a	missionary	family	who	has	a	child	with	special	needs.	

“My	pastor	told	me	one	time	that	 there	are	people	who	are	goers	and	there	are	people	who	are	
senders,”	Shaun	says.	“I	have	the	ability	to	stay	here.	I	have	the	ability	to	work	hard.	I	have	the	ability	
to	earn	money	and	help	support	a	lot	of	wonderful	causes.”	

Shaun	narrowed	his	focus	to	his	one	best	product	and	used	automated	systems	to	implement	21	
marketing	strategies	to	sell	this	one	product.		

In	Shaun’s	case,	one	was	a	good	number,	but	there	are	times	when	it	is	the	worst.	

SUCCESS	KEY	#12:	KNOWING	THAT	ONE	IS	THE	WORST	#	

Remember	that	old	song	“One	 is	 the	 loneliest	number”?	Well,	we	 like	to	say	that	one	can	be	the	
WORST	number.		

Let	us	show	you	how	to	apply	this	to	your	marketing	and	sales.		

It	goes	without	saying	that	we	always	want	to	evaluate	our	return	on	investment.	We	want	the	best	
results	for	the	least	amount	of	money,	right?		

But	too	many	business	owners	take	this	idea	and	make	it	the	only	thing	they	consider	when	deciding	
what	type	of	marketing	and	sales	to	do.		
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Don’t	forget,	one	can	be	the	worst	number,	perhaps	especially		
when	it	comes	to	marketing,	sales,	and	advertising.	

What	happens	if	you	always	choose	the	cheapest	method	of	acquiring	new	customers?	You	run	the	
risk	of	ending	up	with	nothing	because	nothing	in	life	stays	the	same.		

Change	 truly	 is	 inevitable.	 Google	may	 change	 its	 search	 algorithm	 and	 your	website	 will	 stop	
appearing	in	search	results.	Or	Facebook	could	change	its	advertising	rules.	(Actually	that’s	a	given.	
Facebook	is	ALWAYS	changing	its	rules.)		

And	we	all	know	what	has	happened	to	the	Yellow	Pages.	

If	you	are	using	one	(the	cheapest)	method	to	get	new	customers,	clients,	or	patients,	you	are	in	a	
dangerous	place.	One	is	the	WORST	number.		

Instead,	you	should	have	multiple	sources	for	bringing	in	new	customers,	evaluate	each	source	to	
make	changes	as	needed,	and	then	look	at	your	aggregated	results	on	a	regular	basis	to	make	sure	
you	are	on	the	right	track.		

If	this	sounds	complicated,	don’t	worry!	We	will	show	you	exactly	how	to	calculate	your	cost	per	
lead	and	your	cost	per	sale	so	you	can	maximize	your	results	and	use	a	marketing	and	sales	budget	
that	works	for	you.	

SUCCESS	KEY	#13:	FOLLOW	THE	“LEAPFROG”	PRINCIPLE	

By	now	we	hope	you	have	decided	it	is	time	to	go	after	your	dreams.		

When	you	do,	 remember	 this:	You	can’t	 sit	 and	wait	 for	others	 to	 recognize	you.	Most	business	
owners	go	to	work,	keep	their	head	down,	do	the	best	they	can,	and	hope	someone	appreciates	their	
efforts.	

That	is	not	the	GKIC	way.	

Rather	than	wait	for	someone	else	to	give	you	permission	to	say	you’re	the	best	at	what	you	do,	we	
will	teach	you	how	to	use	the	“leapfrog”	principle	and	literally	hop	over	that	barrier	to	establish	
your	business	or	practice	as	the	best	provider	of	your	products	or	services	for	your	customer	niche.		

When	you	do	this:	

• You	get	to	decide	how	you	want	to	mold	your	business.		
• You	decide	how	much	you	want	to	work.		
• You	decide	how	much	your	products	and	services	are	worth.		
• You	mold	your	business	and	your	customers,	clients,	or	patients	to	create	a	business	that	

serves	you,	that	provides	your	best	business	lifestyle.	
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Dr.	Jeff	Anzalone,	a	periodontist	in	a	small	town	in	Louisiana,	couldn’t	afford	to	wait	for	someone	
else	to	recognize	his	efforts.	Jeff	found	himself	drowning	in	debt	before	GKIC	showed	him	how	to	
leapfrog	his	way	to	success.	

Jeff	graduated	from	his	periodontics	residency	at	Louisiana	State	University	in	2005.		

He	 had	 great	 plans.	 An	 established	 practitioner	 in	 Jeff’s	 hometown	 of	 Monroe,	 Louisiana,	 had	
promised	this	young	doctor	a	place	in	his	practice.	The	future	seemed	bright.	

“I’d	gone	to	school	literally	my	whole	life,	and	I	was	ready	to	get	out	and	make	some	big	money,”	Jeff	
recalls.	 “That’s	 when	 the	 crap	 hit	 the	 fan.	 I	 got	 THE	 phone	 call.	 I	 wasn’t	 needed	 at	 that	 group	
anymore.	I	went	from	elated	to	terrified	in	a	matter	of	moments.”	

Jeff’s	wife,	Rebecca,	was	 in	 the	next	 room	with	 their	 crying	 two-month-old.	The	couple	had	 just	
purchased	a	house	and	had	$200,000	in	student	loans	to	pay	off.	

“I	learned	at	that	point	I’d	been	solely	dependent	on	that	periodontal	group’s	knowledge	to	teach	
me	the	business	and	marketing	aspect	of	dentistry,”	Jeff	says.		

“Now	 I	 didn’t	 have	 a	 clue	 how	 to	 go	 on	without	 them.	 I	 remember	walking	 into	 the	 bathroom,	
shutting	the	door,	sitting	on	the	edge	of	the	tub,	and	asking	God	to	help	us.	I	was	as	scared	as	I’d	ever	
been	in	my	life.”	

Jeff	didn’t	have	a	job,	so	he	did	whatever	he	could	to	make	ends	meet.	This	included	mowing	lawns.	

“I	was	the	talk	of	the	town,”	Jeff	laughs.	“Hey,	there’s	Monroe’s	newest	periodontist,	and	he’s	actually	
having	to	cut	grass	to	make	a	living.”	

This	went	on	for	about	a	year,	and	then	Jeff	decided	to	start	a	periodontics	practice	from	scratch.		

He	was	tired	of	weed-eating	yards—but	tired	didn’t	begin	to	describe	what	he	would	feel	as	he	tried	
to	get	a	new	dental	practice	up	and	running.	

“I	faced	a	lot	of	competition	from	all	the	specialists	in	my	area,”	Jeff	says.	“That,	coupled	with	my	
limited	marketing	knowledge,	left	me	feeling	like	a	novice	in	a	field	of	experts.	So,	what	did	I	do?	I	
started	hiring	marketing	consultants,	a	slew	of	them.	I	spent	thousands	and	thousands	of	dollars	on	
marketing	that	didn’t	produce	squat.”	

Jeff’s	luck	changed	when	he	ran	across	GKIC.	

“Dan	Kennedy	has	been	a	guardian	angel	for	me	and	my	practice,”	Jeff	says.	

But	as	it	turned	out,	Jeff’s	guardian	angel	would	need	some	patience.	
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“I	started	receiving	all	kinds	of	information	in	the	mail,	newsletters,	swipe	and	deploy	files,	this	and	
that,”	Jeff	says,	“but	I	have	to	admit,	I	got	all	this	for	12,	16	months	and	didn’t	do	anything	with	it.	
Finally,	 I	said	to	myself,	 ‘Jeff,	why	don’t	you	just	take	one	thing	each	month	and,	as	Dan	says,	do	
something?’”	

“The	 first	 time	 I	 had	 some	 positive	 results,	 I	 was	 hooked,”	 Jeff	 continues.	 “I	 had	 actually	 done	
something	without	having	to	hire	a	marketing	consultant—and	it	worked.”	

This	was	the	beginning	of	what	Jeff	dubbed	his	hustling	campaign	to	completely	turn	his	practice	
around.		

He	didn’t	wait	for	someone	else	to	recognize	his	efforts.	He	employed	the	GKIC	leapfrog	principle	
and	hopped	over	the	barriers	he	faced.		

Using	GKIC	marketing,	he	established	himself	as	a	trusted	professional	in	his	community,	and	as	he	
gained	marketing	experience,	he	went	on	to	become	a	go-to	expert	for	other	dentists	to	emulate.		

This	 has	 segued	 into	 a	 coaching	 business	 for	 dentists	 in	 addition	 to	 a	 successful	 periodontics	
practice.	

Jeff	 implemented	a	GKIC-style	multiple	mailing	campaign	to	existing	patients.	He	also	turned	his	
staff	into	a	sales	force,	offering	bonuses	for	getting	patients	into	the	dental	chair.	This	one	strategy	
brought	in	$63,000,	for	an	ROI	of	24,000%.	

“Not	too	shabby!”	Jeff	exclaims.	

An	 end-of-the-year	 campaign	 urging	 patients	 to	 use	 their	 dental	 insurance	 benefits	 before	 they	
expired	allowed	Jeff’s	practice	to	collect	almost	$20,000,	with	an	ROI	of	40,000%.		

Dan	Kennedy	was	so	impressed	with	this	campaign	that	he	dubbed	Jeff	the	“Doc	with	Hustle”	and	
featured	him	in	his	No	BS	newsletter.	

Jeff	also	used:	

• Social	Media	
• Referral	Marketing	
• Newsletters	(three:	one	for	patients,	one	for	dental	staff,	and	one	for	doctors)	
• Direct	Mail	
• Offline	and	Online	Marketing	
• Appreciation	Events	
• Gifts	and	Dinners	for	Referring	Doctors	(+	special	events	for	dental	staff	only)	
• Shock	and	Awe	welcome	package	for	new	patients	

And,	of	course,	a	book	to	build	trust,	authority,	and	expertise	in	his	niche	practice.	
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One	of	the	strategies	Jeff	employed	deserves	special	scrutiny.	On	the	advice	of	his	coach,	he	applied	
for	a	job	at	Walt	Disney	World	in	Orlando!	

Jeff	was	putting	together	a	program	for	dental	staff	members	in	his	area,	and	his	coach	told	him	he	
could	gain	valuable	insights	into	creating	a	positive	practice	culture	by	getting	an	insider’s	look	into	
Disney.	

“I	applied	online	and	went	through	a	series	of	interviews,”	Jeff	recalls.	“I	was	offered	a	face-to-face	
interview,	so	I	flew	to	Orlando,	interviewed	undercover,	and	then	put	together	a	program	for	dental	
offices	that	referred	patients	to	my	practice.		

My	goal	was	to	take	offices	that	referred	one	or	two	patients	a	year	up	to	one	or	two	a	month;	and	
offices	that	already	referred	one	or	two	a	month	up	to	three	or	four	a	month.	For	offices	that	had	
never	referred,	my	goal	was	to	get	maybe	one	or	two	new	patient	referrals	a	year.”	

Jeff’s	 referral	marketing	event	allowed	him	 to	break	his	new	patient	monthly	goal	…	but	you’re	
probably	wondering	what	happened	with	that	Disney	interview.	

“I	was	offered	a	job	working	at	the	Animal	Kingdom	loading	people	onto	the	Expedition	Everest	ride,	
making	$8	an	hour,”	Jeff	says	with	some	pride.	“But	my	wife	wouldn’t	let	me	take	the	job	because	
she	buys	too	many	boots	and	shoes	and	all	that	other	stuff.”	

Disney	magic	aside,	 Jeff	 is	sticking	with	periodontics	and	his	coaching	business	 for	dentists	who	
want	to	learn	the	magic	of	GKIC	marketing.	

“Before	GKIC,	I	had	a	$500,000	practice.	I	was	seeing	monkey-see-monkey-do	marketing,	looking	at	
how	the	dental	specialists	were	doing	it,”	he	says.		

“Now,	after	doing	this	for	24	months,	last	year	we	collected	just	over	$1	million.	This	year,	we’re	
already	on	 track	 to	doing	25%	to	30%	more	 than	 that.	The	possibilities	of	where	 I	 can	 take	my	
practice	because	of	GKIC	are	boundless.	The	best	part	of	this	is	I	work	24	to	26	hours	a	week,	and	I	
can	spend	time	with	my	beautiful	family.”	

When	Jeff	went	to	his	first	SuperConference,	he	only	knew	one	person	there.	Today	he	is	surrounded	
by	a	community	of	likeminded	marketers	who	help	him	to	achieve	his	goals.	

“I	have	a	great	relationship	with	Walter	Bergeron	and	Dr.	Rick	Schaefer,”	he	says.	“I	work	with	Shaun	
Buck,	The	Newsletter	Pro,	who	designs,	prints,	and	mails	all	of	our	newsletters.	 I	met	Keith	and	
Travis	Lee	of	3D	Mail	Results	and	Jerry	Jones.	I	work	with	Ron	Sheets,	who	not	only	is	Dan’s	go-to	
AV	 guy	 but	 knows	 just	 about	 everything	 there	 is	 to	 acquiring	 and	 using	 testimonials	 in	 your	
business.	I	attended	an	ROI	event	put	on	Richard	Seppala,	and	I	got	to	meet	Dr.	Charlie	Martin.		

If	I	can	do	this…	a	redneck	from	Louisiana…	anybody	can	do	this.”	
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SUCCESS	KEY	#14:	GENERATING	THE	BIGGEST	IMPACT	FROM	EVERY	ADVERTISING	DOLLAR		

You	probably	noticed	that	Jeff	Anzalone	knows	the	ROI	of	each	marketing	strategy	he	uses.	It’s	one	
of	the	reasons	he	has	been	so	successful.		

One	of	the	big	dangers	in	attracting	new	business	is	spending	so		
much	in	the	pursuit	that	you	win	the	game	and	still	lose	money.	

What	 we	 call	 lazy	 and	 passive	 advertising,	 marketing,	 and	 sales—like	 renting	 billboards	 and	
running	ads—is	expensive.		

It	 is	 important	to	balance	the	necessary	but	expensive	advertising	you	do	with	much	lower	cost,	
active	marketing	and	sales	using	the	strategies	you	will	learn	as	a	GKIC	member.	

Maybe	dentists	 are	 particularly	 attentive	 to	 details,	 but	 here’s	 another	 dental	 practitioner	GKIC	
member	who	pays	close	attention	to	his	ROI:	

Dr.	Dustin	Burleson	comes	from	a	family	of	dentists,	12	to	be	exact.	He	specializes	in	orthodontia	
for	all	ages.	

“We	put	the	days	in	dysfunction,	so	if	you	want	to	sit	around	a	dysfunctional	family,	sit	around	a	
table	of	12	dentists	at	Thanksgiving!	It’s	a	wonderful	conversation,”	he	laughs.	

Like	the	typical	specialist	in	the	dental	profession,	Dustin	spent	over	a	decade	going	to	school	to	
learn	how	to	do	orthodontia—and	nothing	about	marketing	or	running	a	business.	He	started	his	
practice	$1	million	in	debt,	but	he	was	determined	to	make	it	in	his	chosen	profession	because	it	can	
change	people’s	lives.	

“The	first	thing	you	see	when	you	meet	someone	is	their	eyes	and	their	teeth,”	Dustin	says.	“I	learned	
very	quickly	after	10½	years	of	study	that	I	can	change	someone’s	life	by	changing	and	transforming	
their	smile.”	

Soon	the	doctor	was	working	six	days	a	week,	and	yes,	he	was	changing	lives,	just	not	his	own—at	
least	not	for	the	better.	

“I	was	working	way	too	hard,”	Dustin	admits.	“In	2009,	my	wife	sat	me	down	and	said,	‘We’re	either	
going	 to	 sell	 this	 thing	 or	 we’re	 going	 to	 file	 bankruptcy	 because	 this	 lifestyle	 you’ve	 built	 is	
ridiculous,	and	it’s	not	working.’”	

Dustin	began	searching	for	solutions	and	came	across	a	book	by	Dan	Kennedy	in	his	local	bookstore.		

This	 led	him	to	his	 first	SuperConference,	and	he	embarked	on	a	12-month	 journey	to	build	 the	
business	lifestyle	he	and	his	wife	craved.	He	took	massive	action	and	got	massive	results.	
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“When	you	take	massive	action	on	what	you	learn	at	the	SuperConference,	you	can	totally	transform	
your	business,”	he	declares.	“You	can	totally	transform	your	life.”	

The	first	thing	Dustin	learned	he	needed	was	a	unique	selling	proposition.	But	he	couldn’t	create	a	
USP	until	he	knew	what	his	patients	wanted.	Dustin	says	he	borrowed,	rented,	and	stole	every	list	
he	could	find	and	surveyed	15,000	parents	in	his	city.	He	asked	questions	like	“In	looking	for	an	
orthodontist,	what	was	your	biggest	fear?”	and	“What	was	your	biggest	frustration?”	

Using	what	he	learned	from	this	survey,	Dustin	developed	an	avatar	to	represent	his	best	patient.	

“She’s	a	mom	who’s	got	to	get	to	soccer	practice,	and	get	food	on	the	table,	and	get	back	to	work,	
and	get	the	kids	back	in	school,”	he	says.	

Thinking	about	this	mom,	Dustin	created	his	USP:	“You	can	get	braces	or	Invisalign	without	missing	
work	or	school,	guaranteed.”	

Just	do	a	quick	Google	search,	and	you’ll	find	there	are	a	lot	of	dentists	and	orthodontists	in	your	
town	and	 in	every	 town.	Dustin	 found	a	way	 to	make	his	USP	unique	and	attractive	 in	a	highly	
commoditized	niche.	His	patients	don’t	just	buy	braces	in	his	office;	they	buy	a	membership	level,	
and	the	return	on	investment	is	huge.	

“We’re	selling	this	as	an	upsell,	as	a	premium,”	he	says.	“We	sell	this	for	$2,000	more	than	most	of	
our	competitors	sell	braces,	and	the	results	are	we	went	from	zero	patients	to	7,500	active	patients	
in	our	practice.”	

In	fact,	Dustin’s	practice	has	grown	from	one	doctor	to	five	doctors,	and	one	staff	member	to	35	staff	
members.	

“I	got	out	of	the	business	of	doing	what	I	do,	and	now	I	market	what	I	do,”	he	says	with	satisfaction.	

The	foundation	of	this	marketing	is	answering	patients’	most	popular	questions.		

Dustin	took	the	answers	to	these	questions	and	created	the	content	for	his	marketing	pieces,	which	
include:	

• Three-step	campaigns	
• Direct	mail	
• 3D	or	“lumpy”	mail	
• Websites	for	each	sub-niche	within	his	practice	(examples	are	seniors,	children,	teenagers,	

brides	and	grooms,	Invisalign,	braces	on	the	inside	of	the	teeth,	etc.)	
• Webinars	
• Seminars	
• Events	
• Shock	and	awe	packages	
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…	and	the	number	one	authority-builder:	Dustin’s	books.	

All	 of	 this	 allows	 Dustin’s	 practice	 to	 sell	membership	 levels	 that	 go	 anywhere	 from	 $7,000	 to	
$22,000	for	an	entire	family.	Now	this	dentist	who	started	out	$1	million	in	debt	has	a	practice	that	
pulls	in	$2.5	million	a	year.	

“When	a	patient	sits	down	with	us,	we’re	not	talking	about	if	they’re	going	to	pick	standard	braces	
or	Invisalign,	we’re	talking	about	what	level	of	membership	they	want,”	Dustin	explains.		

“This	concept	has	made	us	millions	of	dollars.	It	has	totally	changed	how	we	present	treatment,	and	
it	pisses	off	every	other	orthodontist	in	Kansas	City!	And	I’m	OK	with	that.	We’re	selling	a	different	
type	of	service,	and	we’re	selling	it	at	a	premium.”	

Dustin	says	he	replicates	everything	he	sees	at	GKIC.	

“We’re	offering	VIP	packages,”	he	says.	“GKIC	elevates	you	to	the	Diamond	level,	and	we	want	to	
elevate	patients	to	the	VIP	level	in	our	business.	We’re	replicating	things	we	see	at	GKIC,	and	it’s	
working	like	crazy.”	

Dustin	knows	what	is	working	in	his	practice	because	he	carefully	tracks	results	and	knows	the	ROI	
for	each	marketing	campaign	he	implements.		

For	 example,	 his	 landing	 page	 that	 offers	 his	 free	 book	 captures	 60-70%	 of	 people	 in	 his	 local	
market.	Of	the	prospects	who	come	in	for	a	new	patient	exam,	he	closes	90%.		

The	industry	average	is	only	55%,	and	this	industry	is	shrinking.	Orthodontics	in	general	is	down	
40-45%,	but	smart	marketers	like	Dustin	can	buck	trends	and	thrive	in	all	economic	environments.		

While	he	used	to	have	15%	of	new	patients	coming	from	referrals,	now	it’s	over	60%.	

He	uses	an	inexpensive	method	to	keep	his	eye	on	results.	It’s	a	simple	cork	board	that	covers	a	wall	
in	his	office.	

“You	have	all	the	marketing	pieces	you’re	doing	up	on	the	wall,	and	you	can	move	them	from	do,	
doing,	done,”	Dustin	says,	“This	simple	idea	costs	you	less	than	$500	and	can	totally	change	your	
business.	Track	your	results!”	

Twelve	months,	$2.5	million.	How’s	that	for	results?	

“Before	we	started	with	GKIC	we	didn’t	even	know	what	marketing	was,”	Dustin	says.	“This	stuff	
can	change	your	life;	it’ll	make	all	the	difference.”	

For	Dustin,	part	of	this	difference	is	being	able	to	pay	it	forward:	“We’ve	donated	more	free	care	to	
kids	that	need	braces	but	can’t	afford	it	than	any	other	doctor	in	the	country.	We’ve	donated	more	
in	cash	donations	in	my	community	than	any	other	doctor,”	he	says.	“That’s	not	for	my	appreciation;	
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I’m	not	bragging.	I’m	just	saying	that	this	is	what	you	can	do	when	you	have	price	elasticity.	You	can	
take	your	business	and	build	it	out	to	its	full	potential.”	

Dustin	has	gone	from	being	a	“doer”	of	orthodontia	to	being	a	marketer	of	orthodontia,	and	he	says	
this	new	mindset	has	made	all	the	difference.	

“One	 of	 the	most	 significant	 changes	 in	 our	 business	was	me	 going	 from	 this	 shy	 orthodontist,	
technically	oriented,	always	about	the	doing,	always	about	the	millimeters,”	he	says,	“and	getting	
into	 looking	at	 a	bigger	 vision	 to	help	our	 employees,	 to	help	our	 referring	doctors,	 to	help	my	
associate	doctors,	to	build	a	bigger	vision	for	them.”	

Dustin	Burleson’s	marketing	and	sales	cork	board	helps	him	to	keep	his	costs	in	check.		

While	 many	 of	 the	 most	 successful	 small	 businesses	 in	 the	 world	 successfully	 advertise	 in	
newspapers	and	magazines,	on	radio,	and	on	broadcast	and	cable	TV,	these	have	cost	factors	that	
trip	up	most	small	businesses	because	they	don’t	track	their	results.		

They	accept	their	ad	sales	rep’s	advice	that	you’ve	got	to	get	your	name	out	there.		

Most	businesses	can	benefit	tremendously	from	the	more	controlled,	targeted	process	of	
tracked	and	monitored	advertising	that	we	teach	at	GKIC.	

Dustin	will	 tell	 you	 that	he	 sure	has!	Why	not	 let	us	 teach	you	how	 to	 track	 the	 results	of	 your	
marketing	and	sales,	evaluate	your	return	on	investment,	and	ONLY	choose	marketing	and	sales	
that	is	trackable	and	accountable?	

A	lot	of	struggling	business	owners	will	tell	you	that	they	don’t	know	where	their	customers	are	
coming	 from	 or	 which	 of	 their	 marketing	 and	 sales	 activities	 are	 the	 ones	 generating	 their	
customers.		

The	smartest	small	business	owners	in	the	world	know	exactly	which		
customers	are	coming	from	which	marketing	and	sales	sources.	

Smart	 business	 owners	 create	 tracking	 systems	 so	 they’re	 able	 to	 carefully	 document	 which	
marketing	 and	 sales	 generated	 their	 customers	 so	 they	 can	 hold	 each	 strategy	 accountable	 for	
generating	results.		

Smart	business	owners	only	use	marketing	and	sales	that	generates	results	for	their	business.		

If	a	marketing	and	sales	approach	or	an	ad	or	an	effort	cannot	be	tracked,	then	a	smart	business	
owner	won’t	use	it.		

This	includes	the	so-called	brand	advertising	that	a	lot	of	big	businesses	do.	Huge	companies	like	
Pepsi,	FedEx,	and	GEICO	can	afford	to	do	brand	advertising	as	part	of	their	overall	marketing	and	
sales	strategy.		
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But	this	type	of	advertising	cannot	be	tracked,	and	thus	it	is	not	something	that	GKIC	members	and	
the	smartest	business	owners	focus	on.	

Instead,	we	will	 show	 you	 step-by-step	 how	 to	 create	marketing	 and	 sales	 systems	 so	 you	 can	
monitor	the	results,	track	your	progress,	and	document	where	your	customers,	clients,	or	patients	
are	coming	from.		

You	need	to	hold	your	marketing	and	sales	accountable	for	generating	your	return	on	investment	
for	your	business	or	practice.	

What	 you	 learn	here	 at	GKIC	 takes	 the	 guesswork	out	 of	 your	marketing	 and	 sales,	 takes	mere	
opinion	out	the	equation,	and	gives	you	the	cold,	hard	facts	you	need	to	make	the	smartest	decisions	
for	your	business.	

SUCCESS	KEY	#15:	PERSONAL	DEVELOPMENT/LEARN	TO	BE	A	GREAT	COPYWRITER	

Now	we’re	about	to	tell	you	something	that	you	likely	do	not	know	and	probably	won’t	believe	when	
we	say	it.	But	it’s	true.	

YOU	are	your	best	copywriter.	

Don’t	believe	it?	You	should!	And	here’s	why.	

The	WORST	person	to	create	an	advertisement	for	you	is	the	ad	rep	or	anyone	else	who	works	at	
the	newspaper,	magazine,	radio	or	TV	station,	or	any	other	place	you	plan	to	advertise.	Their	goals	
are	NOT	your	goals.	

Copywriting	is	a	valuable	skill.	Notice	we	said	skill.	This	means	it	is	something	you	can	learn	to	do	
through	practice.		

We	urge	business	people	and	entrepreneurs	to	develop	the	ability	to	write	good	advertising	copy.		

There	are	two	main	reasons	for	this.	

• First,	 it’s	 very	 costly	 to	 have	 your	 advertising	 materials	 written	 by	 a	 good	 professional	
copywriter	or	consultant.	For	example,	we	know	consultants	who	charge	between	$10,000	
and	$75,000	and	up	to	write	the	copy	for	a	multi-piece	direct	mail	package.	

• Second,	no	matter	how	much	you	pay	to	get	the	very	best	outside	help,	no	one	can	ever	have	
the	same	feel	for	your	business	and	your	clientele	that	you	do.	YOU	have	the	secret	sauce	
when	it	comes	to	writing	advertising	copy	for	your	business	or	practice.	No	one	else	does!	

And	what	you	might	think	you	can’t	bring	to	the	table	right	now—well-honed	skill—we	will	teach	
you.		
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You	will	learn	how	to	craft	your	message,	format	your	message,	and	use	graphic	elements	to	attract	
customers	to	you	like	a	magnet.	We’ll	show	you	how	to	write	attention-grabbing	headlines.	How	to	
use	photos	to	your	advantage.	And	we’ll	give	you	the	14	big	secrets	to	writing	advertising	copy	that	
works.	

When	you’re	done	with	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit,	you’ll	be	a	believer.	
You	ARE	the	best	copywriter	for	your	business!	

And	there’s	another	role	for	which	you	are	the	BEST	for	your	business.	You	and	only	you	can	coach	
your	salespeople	(or	any	other	employees)	to	their	top	performance.	

If	you	have	employees,	you	have	people	problems.	That’s	just	a	fact.	People	are	people,	and	at	any	
given	 time	your	 employees	 can	be	 going	 through	 something	 that	will	 negatively	 affect	 their	 job	
performance	and	productivity.		

Things	like	these:		

• Fears	and	insecurities	
• Laziness	
• Depression	
• Personal	and	family	problems	
• Financial	problems	
• Health	problems	
• Automobile	problems	

We’re	sure	you	could	add	to	this	list.	All	these	things	become	factors	that	can	affect	your	business	
when	you	market	through	salespeople.	

The	 GKIC	 Magnetic	 Marketing	 Lifestyle	 Liberation	 Kit	 will	 not	 only	 help	 you	 become	 a	 better	
marketer,	it	will	help	you	motivate	your	staff	to	follow	in	your	footsteps.	

PUTTING	YOU	IN	CONTROL	

GKIC’s	philosophical	beliefs,	practical	strategies,	and	the	toolbox	we	provide	will	put	you	in	total,	
complete,	iron-fisted,	successful	CONTROL	of	the	outcomes	in	your	life	…	your	business	or	practice:	

• Your	quantity	AND	quality	of	customers,	clients,	or	patients	
• The	behavior	of	your	customers,	your	employees,	your	associates,	and	your	vendors	
• Your	income;	your	wealth;	and	the	way	you	make	your	money,	spend	your	time,	and	enjoy	

your	lifestyle	

We	offer	you	CONTROL,	not	hope,	not	wishing,	not	random	chance,	not	anxiety	and	insecurity,	not	
compromise	and	excuse-making,	not	shrinking	ambition.	
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One	of	Murphy’s	laws	says	that	“Everything	takes	longer	and	costs	more	than	originally	projected,”	
and	we’re	afraid	that’s	true.		

But	we	believe	it’s	the	role	of	the	leader	of	the	business	to	push,	push,	and	push	some	more	to	keep	
the	elapsed	time	between	impulse	and	implementation	to	the	shortest	possible	number	of	minutes.	

We	really	believe	in	the	time	management	concept	that	says	work	expands	to	fill	the	time	available,	
and	that	principle	will	kill	you	if	you	aren’t	careful.		

It’s	the	positive	pressure	of	tight	deadlines	and	high	expectations	that		
kick	a	business	into	high	gear	and	keep	it	there.	

One	of	the	most	important	lessons	we	have	learned	from	restoring	troubled	businesses	to	health	is	
that	trends	rarely	reverse	themselves.		

Trends	don’t	 change	by	 themselves;	people	 change	 trends.	Waiting,	procrastinating,	or	delaying	
action	on	a	problem	or	a	negative	situation	is	not	almost	always	an	error.	It	is	ALWAYS	an	error.		

Problems	do	not	improve	with	age,	nor	do	they	go	away	on	their	own.	

At	GKIC,	we	pursue	excellence,	and	we	have	a	bias	for	action.	Action	applies	to	negative	as	well	as	
positive	situations,	to	reactive	as	well	as	proactive	behavior.		

When	you	get	the	first	glimmer	of	something	not	being	right	in	your	business	or	practice,	that’s	the	
time	to	look	closer	and	to	take	corrective	action.	Some	business	people	spot	the	tip	of	a	problem	and	
choose	to	ignore	it,	thinking	they	have	enough	to	handle	already,	so	why	go	looking	for	trouble.	

We	understand	that	the	symbol	in	the	Chinese	language	for	trouble	and	crisis	is	the	same	symbol	
they	use	for	opportunity.	This	shows	incredible	wisdom	on	their	part.		

Most	of	the	significant	improvements	in	our	businesses	are	byproducts	of	problems	that	rear	
their	ugly	heads,	often	at	the	worst	possible	times.	

In	 “Think	 and	Grow	Rich,”	Napoleon	Hill	wrote	 “in	 every	 adversity	 lies	 the	 seed	 of	 an	 equal	 or	
greater	opportunity.”	That’s	 an	 idea	 that	 can	help	 every	business	be	more	 successful	 and	every	
business	person	be	more	productive.	

It’s	a	funny	thing	how	closely	related	failure	and	success	are,	and	how	failure	is	usually	the	incubator	
of	a	subsequent	success.	

Most	business	problems	have	marketing	and	sales	related	solutions.	To	be	very	simplistic,	 sales	
solves	most	problems.		
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Less	simplistic	but	valid	in	our	experience	is	that	the	success	of	a	business	is	closely	related	to	how	
much	time,	energy,	and	money	its	leaders	can	direct	to	marketing	and	sales	versus	how	much	is	
consumed	by	internal	problems.		

You	not	only	need	a	bias	for	action,	but	you	need	a	bias	for	sales	in	your	business.	A	bias	for	selling	
is	a	determination	that	the	other	aspects	and	responsibilities	of	running	your	business	or	practice	
will	not	be	allowed	to	get	in	the	way	of	the	marketing	and	sales	process.	

Developing	and	implementing	successful	and	effective	marketing	and	sales	strategies	is	certainly	
one	of	the	most	enjoyable	and	exciting	functions	of	business.		

By	 itself	 it	won’t	guarantee	 the	 success	of	a	business,	but	 it	 certainly	 is	a	huge	step	 in	 the	 right	
direction.		

We	hope	that	we’ve	succeeded	in	helping	you	see	that	you	are	on	the	verge	of	learning	exactly	what	
you	need	to	do	to	achieve	the	next	big	breakthrough	in	your	business	or	practice.		

We	hope	you	are	excited	to	dive	in	to	The	GKIC	Magnetic	Marketing	Lifestyle	Liberation	Kit.	But	it’s	
really	up	to	you.	

Based	on	what	we	have	seen	thousands	of	shop	owners,	doctors,	lawyers,	plumbers,	and	just	about	
any	type	of	business	owner	do	after	hearing	about	Magnetic	Marketing	and	what	it	can	do	to	create	
a	successful	business	or	practice,	we	think	you	have	three	choices:	

• First,	you	can	stick	you	head	in	our	door,	look	around,	inhale	once	or	twice,	recoil	in	horror,	
and	 then	 run	 like	 the	wind	 back	 toward	 a	more	 comfortable	 place,	 toward	 a	 place	 that	
appears	to	be	softer,	gentler,	kinder,	less	demanding,	and	less	challenging—probably	visiting	
one	such	mirage	after	another	for	years	to	come,	just	as	you	have	in	the	years	past.		

It’s	your	choice,	and	it’s	OK	with	us.	This	is	why	we	give	you	90	days,	plus	nine	trainings	as	a	
means	of	getting	you	quickly	acquainted	with	the	GKIC	way	of	doing	things.	

• Second,	you	can	hang	around	a	bit,	but	remain	casual	about	it.	You	can	wander	around,	come	
to	a	FAST	Implementation	Boot	Camp,	sample	just	a	little	bit	of	this,	a	 little	bit	of	that,	all	
while	letting	your	eyes	wander	elsewhere	as	well,	still	hoping	to	spot	a	softer	spot.		

If	you	do	this,	you	may	pick	up	a	few	things	without	trying,	maybe	enough	to	surprise	you	
with	results	that	move	you	from	casual	and	curious	to	committed	and	determined	over	some	
span	of	time.		

That’s	fine	with	us,	too.	We	think	you	will	find	that	we	are	amusing	and	entertaining,	while	
providing	you	with	cutting-edge	tools	and	resources.		
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Our	 founder,	 Dan	Kennedy,	 is	 fascinated	with	 the	 absurdities	 and	 the	 ironies	 in	 life	 and	
enjoys	sharing	them	in	the	No	BS	Marketing	Letter	…	things	like	the	young	lady	so	intent	on	
texting	while	walking	that	she	 fell	down	an	open	manhole	 in	a	city	street—something	he	
likes	to	call	a	Darwinian	contribution	to	society;	or	the	owner	of	several	restaurants	suffering	
during	 the	 recent	 recession	who	 advertised	 the	 “Be	 a	 restaurant	 owner	 for	 a	 weekend”	
experience,	offering	those	curious	or	interested	in	having	their	own	restaurants	the	chance	
to	work	at	every	job	in	his	restaurants	without	pay—and	paying	him	$1,000	for	the	privilege!		

This	guy	made	over	$30,000	in	net	profits	in	just	shy	of	six	months	using	this	Huck	Finnish	
gambit,	something	Dan	considers	instructional.		

Lots	of	members	say	they	can’t	wait	to	hear	about	Dan’s	next	adventure,	hear	his	next	rant,	
read	about	his	next	odd-ball	discovery.	You	will	have	fun	here	at	GKIC—unless	you	are	dull	
and	incapable	of	having	fun.	

• Or	third,	you	can	take	all	this	very	seriously	…	We	promise	you’ll	still	have	fun,	but	basically	
you’re	ready	to	go	to	work.		

Go	to	work	at	getting	up-to-speed	as	quickly	as	possible,	at	understanding	and	using	every	
resource,	at	finding	and	implementing;	finding	and	implementing;	finding	and	implementing.		

At	first,	you’ll	do	this	work	and	see	simple	results.	Soon	you’ll	see	bigger,	more	extensive,	
and	 hugely	 expansive	 business	 and	 life	 transformations.	 We	 won’t	 lie;	 you	 will	 need	 to	
dedicate	some	time	to	it,	you	have	to	give	thought	to	it,	you	have	to	focus	on	it,	you	have	to	
work	at	it.		

But	it	can	quickly	lead	to	better	and	more	satisfying	work	than	you’re	doing	now.	And	much	
better	paying	work.	

Should	you	make	the	wise	choice,	the	one	that	smart	business	owners	choose,	and	are	ready	to	move	
quickly—you	 should	 immediately	 register	 and	 attend	 the	 next	 FAST	 start	 implementation	 boot	
camp.	You	can	find	all	the	dates	and	locations	at	www.GKIC.com/boot	camp.	

	


