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M ON TH L Y  Q U O T E S  

  

                     Change or Die 
 
 
In 2007 business got off to a great start when Dan Smith - not his real name– opened a video store in   
my town. He and his wife remodeled a storefront and opened with 500 video titles. Revenue rose each 
month, and he plowed the money back into the store, gradually expanding his collection to 5000 videos. 
 
Then, in early 2009, a Red Box opened outside the Winn-Dixie across the street. Smith's business begin 
going down, down, down. Red Box, a national chain, rents new releases for $1 a day, something no 
Mom-and-Pop store can do. Smith struggled to rent a new release for $3.75. 
 
Competition and innovation are big reasons why video stores and many other businesses have vanished from neighborhoods 
where they were fixtures not long ago. Smith felt the pressure, but just kept hoping things would get better. They didn’t. 
 
“If you can do something better, cheaper, and smarter that's what America's all about”, he says, gesturing towards the new 
device that has captured so many of his customers. “I'm not mad at anybody... I wish I had thought of the idea first.” 
 
Today, he is out of business. A victim to technology and a reluctance to reinvent his business. 
 
Red Box wasn’t his only rival. There was Netflix, and new ways of streaming movies directly into homes. 
 
“Everything was fine until technology caught up with us”, he said. 
 
Smith’s business is not the only business that has been affected by technology. A friend of mine, who was a travel agent, lost 
most of her business when internet bookings took off. She has since started another business. The cell phone has put a huge 
dent and downward pricing pressure on in the traditional land line phone business. In a few years, smart phones, which will be 
able to do everything your laptop now does, will do the same for computers.  
 
On a personal note, my business has been affected by the internet. No longer do companies have to spend a small fortune 
sending their sales people out of town for sales training or sales management training seminars. Today, with the advent of we-
binars and teleseminars sales managers and sales reps can acquire new sales skills by sitting in the comfort of their home 
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Why Direct-Response Advertising 

By Claude Hopkins 
 
The time has come when advertising has in some hands reached the status of a science. It is based on fixed princi-
ple and is reasonable exact. The causes and effects have been analyzed until they are well understood. The correct 
methods of procedure have been proved and established. We know what is most effective, and we act on basic 
laws. 
 
Advertising, once a gamble, has thus become, under able direction, one of the safest of business ventures. Cer-
tainly no other enterprise with comparable possibilities need involve so little risk. 
 
Therefore, his (book) deals with theories and opinions, but with well-proved principles and facts, It is written as a 
text book for students and a safe guide for advertisers. Every statement has been weighed. Every course is 
charted. The compass of accurate knowledge directs the shortest, cheapest course to a destination. 
 
We learn the principles and prove them by repeated tests. This is done through advertising, by traced returns 
(promo codes), largely by the use of coupons (direct-response offers). We compare one way with many others, 
backwards and forward, record the results. When on method proves best, that method becomes a fixed principle. 
 
One ad is compared with another, one method with another. Headlines, settings, sizes, arguments and pictures 
compared. To reduce the cost of results even one percent means in some mail order (direct-response) advertising. 
So no guesswork is permitted. One must know what is best. Thus mail order advertising first established many of 
our basic laws. 
 
In lines where direct returns are impossible, we compare one town with another. Scores of methods may be com-
pared in this way, measured by costs of sales. But the most common way is by use of the coupon (direct-response 
offers). We offer a sample, a book, a free package or something to induce direct replies. Thus we learn the 
amount of action which each ad engenders. 
 
But those figures are not final. One ad may bring too many worthless replies that are valuable. So our final con-
clusions are always based on cost per customer or cost per dollar of sale. Thus we test everything pertaining to 
advertising. We answer nearly every possible question by multitudinous traced returns. They become fundamen-
tals for advertising in general. They are universally applied. No wise advertiser will ever depart from those un-
varying laws. 
 
The lack of those fundamentals has been the main trouble with advertising of the past. It was like a man trying to 
build a modern locomotive without first ascertaining what others had done. It was like a Columbus starting out to 
find an undiscovered land. Men were guided by whims and fancies – vagrant, changing breezes. They rarely ar-
rived at their port. When they did – by accident – it was by a long roundabout course. Advertising was then a 
gamble – a speculation of the rashest sort. One man’s guess on the proper course was as likely to as good as an-
other’s. There were no safe pilots because few sailed the same course twice. That condition has been corrected. 
Now the only uncertainties pertain to people and to products, not to methods. 
 
Success is a rarity, maximum success an impossibility, unless one is guided by laws as immutable as the law of 
gravity. So our main purpose here is to set down those laws, and to tell you how to prove them for yourself. 
 
Claude C. Hopkins (1886-1932) was one of the great advertising pioneers. He believed advertising existed only 
to sell something and should be measured and justified by the results it produced. He is the author of My Life in 
Advertising and Scientific Advertising which was published in 1932. 
 
** I highly recommend that you get this book, read it several times, and implement the strategies. 
 
 

 

 
 

 
 



Jake’s Chronicles… 
 

 
 
 
 
 
 
 

          
 
 
 
 
Do not fear, it is safe to read my words of wisdom this month. I am 
not even going to mention how late in the year it is or nag you about 
goals or question your  attitudes. I am going to talk about other 
frightening things.  
 
It is that time of the year where terror abounds....third quarter re-
ports...see-saw stock market….bombings…..presidential wannabes, 
and Halloween mania.  You cannot even take a walk in a respectable 
neighborhood without being  visually assaulted by grotesque card-
board or plywood creatures illuminated by garish orange lights. It is 
downright tacky . Then there are the grotesque creatures that emit 
truly horrid sounds,; one would think that they are on a bad reality 
show.  
 
Please do not get me started on the profiteering, unscrupulous mer-
chants. One of my two legged siblings, who I thought was a reason-
able person, sent Charleen photographs of hideous " costumes" for 
canines. I thought that they had learned that lesson after they morti-
fied me in my youth by parading me around with butterfly wings at-
tached to my harness. I'm not going to comment on what slow learn-
ers these folks are. ..although there was this one shark outfit that I 
think might look rather dashing on me. I do look nice in gray.  
 
It never fails to amaze me how you dear humans love to be dis-
tracted. Silly holidays, made for TV celebrities, countless electronic 
toys, political pundits who love to hear their own voices, but can be 
bothered by facts...absolutely anything to keep from focusing on 
important issues. Please do not misunderstand me, I fully appreciate 
the value and necessity for rest and recreation. R and R is vital to 
maintain and refresh your brain so that you can function to capacity 
and be whom you were created to be....you. ..uniquely you .  
 
For goodness sakes folks, celebrate that uniqueness, rejoice in it and 
do not cheat it. Dogs seem to understand that without ever being 
reminded. We may not have  opposable thumbs, but we certainly 
spend our time productively, learning new tricks, protecting and en-
couraging our loved ones and bringing joy to everyone we encounter.  
 
It is not that hard to do. I recommend that you try it.. In the mean-
time, try to enjoy who you are and share it with others. I may even 
wear a shark outfit the end of the month and laugh along with every-
one else. It might get me more treats. That is the one non- scary 
aspect of his time of the year: treats  and lots of them. Just remem-
ber to buy some dog biscuits for the faithful friends who are trick or 
treating  with their goblins,; dogs cannot eat chocolate you know. 
          
               Jake, The Wonder Dog 

What Our Raving Fans  
Say About Us 

  
“Using the methods you teach in Sales Warrior 
training we have become one of the largest 
Worker’s Comp agencies in the state of Florida. 
The financial rewards of this have been substan-
tial. Your methods are on the cutting edge of con-
sultative selling.” 
 
Kevin Campbell, President 
Campbell Agency. Panama City, Fl 
 
“When I started with your coaching I was deeply 
entrenched in burnout and couldn’t figure a way 
out. Using you as a coach has not only increased 
our sales but we are having fun selling again and 
my staff is fired up with all the new revenues.” 
 
Duke Mills, President  
Comp Care Solutions, Lakeland, Fl 
 
“I have been in the Financial Services Business for 
nearly fifteen years. The approach offered by your 
company is the first truly new and worthwhile ap-
proach I have seen in this period of time. Your 
coaching has provided me with new tools to be 
more effective in the Financial Services Profes-
sion.” 
 
Scott Fenstermaker, Benefits Consultant 
Landrum-Yager Financial Services, Tallahassee, Fl 
 
"Last year was a productive one for me. Utilizing 
your ideas and coaching, I was our firm's "top 
gun". I produced higher commissions than any of 
my prior twenty years in this business. The discus-
sions and roll play we had prior to one appoint-
ment helped me place one life case that paid me 
over $40,000 in commissions. The time I used to 
spend chasing prospects and hoping for results is 
now better utilized. I feel more confident and ener-
gized than I have for years."  
 
John Howard, CLU, ChFC, CFP 
Rogers, Gunter, Vaughn Insurance, Inc.,  
Tallahassee, Florida  
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(continued from page 1) 
or business where they can consume information via the 
web at a fraction of the cost to attend out of town seminars. 
The impact for me has been sobering; creating a downward 
pressure on pricing, greater difficulty in filling live workshops 
and seminars and more resistance to fees I charge for 
coaching and consulting.  
 
Technology, increased global competition, and marketplace 
changes are three powerful forces affecting every business 
today. Because of these forces, the attitudes, skills, beliefs, 
sales and marketing processes, product offerings and mar-
ket focus that got you or your business to its current level will 
not suffice to get you to the next level. Not only will your cur-
rent ways of doing business not get you to the next level, 
they will not be enough to sustain your current level of suc-
cess long-term. 
 
If you are to survive and thrive in this high speed new econ-
omy you must reinvent yourself and your business. As Dan 
Kennedy, one of my mentors says, “if you are trying to do 
business 3 to 5 years from now the way you are currently 
doing business, chances are you won’t be in business at all.” 
A sobering thought indeed. 
    Steve 
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What Business Are You In (by Dan Kennedy) 
 

Most people in business answer this question wrongly. They say things 
like they are in the computer business or the insurance business or the 
__________ business. All wrong answers of course. And because of 
this they allocate time and do behaviors that don’t contribute to finan-
cial success. 
 
The real and only answer to this question is that you are in the business 
of getting and keeping customers. Period! End of sentence. If you think 
you are in any other business you are misguided and will spend your 
time doing non income producing behavior. Your income will suffer, 
your lifestyle will suffer and you will live out your retirement years 
broke or dependent on the generosity of others or the government for 
your subsistence. 
 
This may sound harsh to some of you, but hey, the world is a harsh 
place and quite frankly, the world could care less about you or your 
existence. 
 
The other day on a coaching call, a sales management client told me of 
discovering four hot leads, provided as referrals by a good customer 
that had laid around with no follow up and without acknowledgement 
to the customer providing the referrals for two weeks. When chal-
lenged, the salesperson to whom these leads had been given said she 
just hadn’t “gotten around to” handling them. My client asked me what 
he should do about this. I said he needed “to get around to” firing the 
sales person sometime soon. Like yesterday. He then defended this 
person. So I suggested he fire himself too. And hung up. There were 3 
minutes left in his 20-minute sales management coaching call, but I 
didn’t care. 
 
In my coaching business, I find a need to give this lecture to business 
owners and managers all of the time. I call it ‘What Business Are We in 
and What Are Our Priorities. 
 
 Here’s how it goes: 1. Take care of any customer complaint or issue 
the day it comes in. No excuses!  2. Get money. Any money that can 
be gotten, from anybody, by any means, dropping anything else you are 
doing. Respond to opportunities to get money immediately if not 
sooner. 3. Get money. Any money that can be gotten, from anybody, 
by any means, dropping anything else you are doing. Respond to oppor-
tunities to get money immediately if not sooner. 4. Keep the customers 
you’ve got.  5. Get money. Any money that can be gotten, from any-
body, by any means, dropping anything else you are doing. Respond to 
opportunities to get money immediately if not sooner. Did I mention? – 
get money. It’s easy to forget you are in the money-getting business, 
and think that’s just one of many tasks and activities and responsibili-
ties you have. Obviously, money-getting means different things in dif-
ferent businesses. You need clarity about it in yours. Then nothing gets 
priority. 
 
You can make excuses or you can make money but you can’t do both. 
And anybody good at doing the first isn’t good at the second. But there 
can be no accepted excuse for drifting away from money-getting as job-
one. How tough-minded you are about this, with self and others, will 
determine your prosperity. 


