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M ON TH L Y  Q U O T E S  

 
        Does Your Business Need a Good Blowing Up 

 
Joseph Schumpeter, who taught at both the University of Graz and at Harvard University, was 
an Austrian-trained economist, economic historian and ardent capitalist who developed the 
theory of  “creative destruction”.  
 
Schumpeter's theory sets forth the idea that the vital force behind capitalism is innovation and 
the entrepreneur willing to introduce it. His thesis was that the introduction of innovations was 
responsible for both the progress and the instabilities of capitalism. 
 
Those instabilities he attributed to the principle of "creative destruction," a process in which new technologies, new 
kinds of products, new methods of production and new means of distribution make old ones obsolete, forcing exist-
ing companies to quickly adapt to a new environment or fail. 
 
Schumpeter wrote that the boom in the early 19th century had been ignited by the rise of textiles, iron, coal and 
steam engines. The expansion in the mid-19th century, he said, was related to steel production and the construction 
of railroads, and the early-20th-century boom was driven by automobiles, electric power and associated products. 
 
Schumpeter often used the example of the railroad as a powerful transforming agent in the economy, opening up op-
portunities while clearing out old areas of activity and ways of behaving. As railroads spread across the United 
States and freight rates fell to 2 to 3 cents per ton mile, he noted, the old canal and turnpike system suffered to the 
point of extinction. On the social front, the railroad companies paved the way for the settlement of the Midwest and 
West, often building grain elevators and preparing many things for would-be farmers. 
 
Innovations like the microprocessor, the laser, fiber optics and satellite technologies and indeed all the innovations 
in information technology have begun to alter the manner in which we do business and create value, often in ways 
that were not readily foreseeable even ten years ago.  
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  Vol IX Issue VII 

“The 80/20 Rule says that 20% of your existing customers, 
clients or patients will spend 4X as much money with you 
than they are currently spending.  And 20% of those 80% 
(that’s 4%) will spend 16X times as much. (assuming you 
have something that is perceived as 16x as valuable) 
 
Do you know who these people are and do have high end 
products and / or services that they would buy” 
                                ~Steve Clark 
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Thoughts come to me at the oddest times and connect to the oddest things. For example, I was trim-
ming rose bushes the other day when I started musing on the connection of rose bushes to commu-
nication between entrepreneur and their non-entrepreneurial partners or friends.   
 
Slide down this rabbit hole with me and I will try to explain my jumbled thoughts. As I chopped away 
at the bushes, I thought of a neighbor who often commented that she would never have roses in her 
garden because they have thorns.  This struck me then,  and still does, as being foolish. I would 
never deny myself the beauty of these blooms and the glorious aroma they  emit because I might get 
pricked.  
 
Before I got too righteous about my superior thought processes, I considered why I can indulge my 
love of flowers.  
 
To begin with, I use the proper tools. I do not hack away unless I am wearing gloves, sturdy garden 
gloves not food grade flimsy. If I am going to immerse myself in the foliage, I also wear long sleeves.  
 
Those precautions may seem like common sense but, as the old adage goes, common sense is not 
all that common. Secondly, I weigh the options. If I had a medical condition in which a scratch could 
be dangerous, I would not take the risk. If I or someone in my family was allergic to the scent or could 
be harmed by contact with the plant, I would not plant it.  
 
If my pleasure received from  the roses' beauty out weighs my fear of being hurt, I proceed. That is 
where I started to think about communication. In my experience, entrepreneurs  are not the most 
skilled at conveying their plans to those closest to them. 
 
 I do not intend to imply in any way that those of us who are not the visionaries, do not have faith in 
their abilities or  trust their vision, but it would be good to be reassured that they have factored our 
welfare into their plans. This is especially important when dependent children are involved.  
 
How often do we think that others know what we are thinking because they "know" us so well?  Do 
we truly share our fears as well as our hopes? Do we rely on someone loving us enough to always 
know that we are working on something mentally , not ignoring us?  
 
Simple, common sense. Review  plans together, share your game plan, listen to one another's con-
cerns.  Talk. We do not have to know the minutiae. We do not have to give permission. But we do 
need to know that you are using the proper tools or finding the right tools. What we do need to know 
is that you have considered the options and that we - spouses, partners, family - are important to 
your goals.   
 
What we do not know can manifest itself into a paralyzing fear unless it is acknowledged and ad-
dressed. Perhaps if someone had taken the time to show my neighbor how to protect herself against 
thorns,  she might be able to enjoy the blooms. Let us each stop and smell the roses as we move for-
ward together.  
 
To your success,  
 
Charleen Clark 
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Hello Friends, 
 
I  certainly do not want to sound churlish or judgmental, but there are 
times when you poor two legged critters are just plain dense, bless your 
little hearts. Dense may not the right term, maybe what I am trying to 
say is that I'm often astounded by the assumptions that you make.  
 
I tend to go into this particular rant at the end of every summer, but dog-
gone it, I have to because false beliefs persist. I  wish that I had a bone for 
every time I've heard some tasteless crack about "dog days". I have done 
this tutorial before and I suppose I will have to repeat it next year, but I 
certainly do not want to.  
 
Dog days may coincide with hot weather, but hot weather does not make 
dogs lazy or dull or any of those other hurtful things that people say.  
Canines know how to conserve their energy . It is simple and true.  
 
The term "Dog Days" originated with the ancient Romans and Greeks 
and referred to the rising of Sirius in the night sky.  Sirius is brightest 
star in the constellation of Canis Major. Does that sound lazy or dull? 
Lazy could apply to dolts who cannot pronounce Sirius or Canis Major, 
bless their hearts.  
 
What really concerns me is that y'all do not bother to research common 
terms. Example: dog days = hot weather = lazy, lie -around  dogs. Now I 
understand that I have chosen my humans well, and that Steve and  
Charleen research any and everything to the nth degree, but that's an-
other story.  
 
Charleen read me an interesting bit from an English professor at the 
University of Michigan who said that humans tend to make up plausible 
explanations for the origin of terms that they do not understand. Well 
that  is just plain fibbing! It is not plausible to equate hot weather with 
lazy dogs. That is character assassination!  
 
We dogs may have the last laugh because astronomers say that the sky 
shifts one degree every fifty years and that the hottest days in ancient  
Rome did not occur at the same calendar time  as now. As this ball keeps  
spinning it may be that " dog days" will be in the dead of winter. Sirius 
will shine brightly in the night sky and we wise canines will be conserving 
our energy by the fire . Too bad humans just aren't that bright.  
 
I sure hope that I do not have to scold you next month .                                
I do love you guys even if you are dense.  
 
Your patient and perceptive friend, Jake 
 
 
 

What Our Raving Fans  
Say About Us 

  
 
I’ve been studying your New School Selling for 
a few months now. Today is April 30th and to-
day my team achieved our monthly sales target 
for the first time this year. Last year was our 
best year ever and our targets for this year are 
15% growth each month.  
 
We beat that target and made £60,000 in eye-
wear sales this month I believe because we im-
plemented 2 things that you teach; we role 
played and prepared a more effective script for 
prospects who walk in to our store and we 
started using an agenda with each prospect.  
 
It seems like 2 fairly small tactics, but the im-
pact has been huge and the whole team feels 
more confident. The process just makes sense 
and it clearly works. I’m looking forward to 
building on this and going from success to suc-
cess with more scripts and preparation. 
 
Conor Haney 
Jones And Co. Styling Opticians 
Manchester, United Kingdom  
 
I am writing you today to thank you for your help 
at the end of last year. 
 
Our 4 conversations led me to change the way in 
which we do business, resulting in a signifi-
cant  increase in our gross margin. 
 
You were a voice of clarity and certainty during 
a  transitional period for our business.  In addi-
tion, while reflecting on this process, I realized 
that many of the most important changes in our 
company have come from consultations just like 
the ones you and I have had.  
 
Tim Murphy 
Houston, TX 
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Unique Selling Proposition 
 

Why Should I Do Business with You,  
Above Any and All Options,  

 
Including Doing Nothing At All? 

 
Clear, Specific, Emotional 
 
Are these USPs? 
 
I can keep you from losing money to the IRS and 
other predators. 
 
I help people make their dreams come true. 
 
I help people make intelligent choices about their 
money. 
 
I help my clients get to and through retirement in 
financial comfort. 
 
How about these? 
 
I teach people how to finance real estate with ZERO 
money down, no matter what your income. 
 
I set people up to run their own business after losing 
their job, and make sure they have a positive cash 
flow within 60 days. 
 
I am a time management expert who shows execu-
tives how to put an extra $1000 in their pocket each 
month, by teaching them time saving secrets that are 
almost unheard of. 

If you think you know the right answers email me 
sclark@newschoolselling.com 
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So what you say,  
“How does this apply to me?” 

 
There are two approaches to implementing change.  
 
The first approach is to look at what you're doing and 
make some sort of incremental change or tweak 
hopes of getting better performance or better produc-
tion. The second is to completely “blow up your 
business” and recreate it from scratch. 
 
The problem with incremental changes or tweaks to a 
business is they seldom produce any significant in-
crease in results and hardly ever create quantum leaps 
in revenue or income. 
 
The second option is to completely “blow up your 
business” by doing what Schumpeter called creative 
destruction. 
 
In essence, this means is if you truly desire to make 
quantum leaps in business or life you must terminate 
and destroy the practices and behaviors you are cur-
rently doing and re-create or invent a new way of do-
ing business it from the ground up.  
 
The same concept applies to your personal life. If you 
want to make substantial progress in knowledge, 
health or anything else, you must make substantial, 
life changing behavioral changes, not just token in-
cremental tweaks and changes. 
 
This can be scary and most will not do it because they 
are paralyzed by fear. Unfortunately, by the time 
these scared ninnies figure out that what they are do-
ing no longer works, the train has left the station and 
they are left standing like statues on the platform 
wondering what happened and why they got left be-
hind. 

Steve 
 


