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SESSION ONE TRANSCRIPTS 

 

M Hi, I'm Michael Basch, and I'm delighted to welcome you to this six-week 

program with Jay Abraham. You've just begun what I believe will be one of 

the most enjoyable and rewarding adventures of your business or 

professional life. How do I know? Because before I met Jay Abraham, like 

you I was looking for answers-real nuts and bolts practical answers that 

would help me get my own enterprise to really take off and start giving me 

the kind of life I wanted for myself and my family. 

 

I'd been very successful working in large companies, and, by the time we 

founded Federal Express, I'd a good instinctive sense of marketing. I was 

even offered the top marketing spot at Fed Ex by Fred Smith in the second 

year of our operation. And I was a marketing and sales vice president for 

another company. But it wasn't until I met Jay Abraham that I really began 

to understand in-depth what marketing is all about. So I'd like to take a few 

minutes to tell you what happened to me so you'll know what you can expect 

from Jay over the next six weeks you'll be spending with him. 

 

Several years ago, I decided to leave the corporate world to start Service 

Impact, my present consulting business. By this time, I knew I could handle 

corporate marketing reasonably well, but didn't have the foggiest idea of 

where to start as a small business without huge resources. We started off 

with a bang, but we were doing all our business with only two clients. My 

partners and I could see the end was in sight, so I began searching for 

marketing help. I went to a person locally and explained our situation. He 

immediately said, "Listen Mike, you're beyond my capabilities. You need to 
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go to a Jay Abraham boot camp." Well I had never heard of Jay, but I had 

enough respect for this guy that I called up and signed up for a $25,000 

three-day program. Everyone, including my wife and business manager, 

Karen, thought I was absolutely crazy. 

 

Well, after signing up, I received some seminar tapes from Jay and began 

listening. And then Karen listened as person after person got up and 

explained how well they had done after applying Jay's strategies. And she 

started thinking that maybe I wasn't so crazy after all. 

 

Meanwhile, I decided to take one of Jay's strategies and do some 

experimenting with it. It was risk reversal. Now I considered offering 

guarantees before, but decided against it because I thought it might demean 

the image I was trying to create. 

 

But now it was time to experiment. I was scheduled to give a talk at a 

monthly meeting at a small group of CEO's. Only six, in fact. But as luck 

would have it, the companies represented included: Harley Davidson, a 

major insurance company, and a large hospital. I didn't change my talk much. 

In fact, in a three hour talk, all I said was, "If l can't take a team of your front 

line people and have them blow you away with their service plan, then the 

work is on me." 

 

Now keep in mind, typically a talk of this kind would involve a nice lunch, a 

few questions about Fed Ex and a pleasant, "See you later." Not this one. 

Before I left that day I had promised to ride back to the insurance company 

with the CEO and spend the afternoon with his people, call the executive 
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vice president of Harley Davidson marketing, and set an appointment with 

the hospital CEO. The end result was over $1 00,000 worth of business and 

two great clients: Harley and the hospital. All with only one idea. And I 

hadn't even been to Jay's seminar yet. 

 

Obviously, I went. And it was expensive. But there were only eight 

companies there. So after half a day of lecture, it soon came to be my turn on 

the hot seat, and I'll never forget it. I can see it now. I'd always had a hard 

time explaining what I did-as we all do. Jay leaned back in his chair with a 

big grin and said, "Come on Mike. Imagine it's 2:00 in the morning and you 

and I have had 18 scotches each, you've forgotten all the buzz words and the 

rhetoric and you just simply want to tell me what you do. What are you 

going to tell me?" I don't remember my exact words. But I probably gave the 

clearest, simplest explanation I've ever given about my business-and it was 

powerful. 

 

Jay then dictated a strategy, a few letters and a number of other ideas. When 

I got back, Karen and I hit the road. Literally, got in the car and spent six 

days listening to the seminar tapes. We'd ride along on the roads of ldaho, 

listen, stop the tape, discuss it and listen some more. That's how we 

formulated our core business strategy over five years ago, and it more than 

tripled our income in the first two years. 

 

Since then, I've gotten close to Jay and I can tell you, his stuff isn't for 

everyone. If you're not open to changing your mindset, if you're not willing 

to try new things, if you're not up to setting some of your own rules, I don't 

think he can help you very much. On the other hand, if you're willing to 



How to Get From Where You Are to Where You Want to Be Transcripts 

 4 

change your approach-and I'm sure you are since you invested in this 

program-there's no one that I know of who can help you more than Jay 

Abraham can at any price. 

 

I have known only two bona fide marketing geniuses in my 35-plus years in 

business. One was the late Vince Fagen, the marketing genius behind 

Federal Express. The second is the man I'm about to introduce to you. His 

strategies have been proven in over 400 different industries. They're simple, 

straightforward, and they'll work for you no matter what kind of business or 

professional practice you may have. The next six weeks is going to be about 

building your business, expanding your profits, creating more value for your 

customers or clients, and liberating yourself from daily business pressures. 

All together, this program is about having more fun playing the game of 

business your way. 

So get ready for some real adventure. Here's my friend, Jay Abraham. 

 

Jay Thank you so much, Michael, and let me add my welcome to you, the listener, 

to this great adventure. Yes, we mean it, during the next six weeks I'm going 

to show you exactly how to simplify your life, multiply your profits and 

have more fun growing your business or professional practice. 

 

So let me start by asking you: Do you have a clear vision of where you want 

to be? If you want to expand your enterprise, have you thought about how 

big you want it to be or how much more profitable? How many more 

customers or clients do you want to benefit from your product or service? 

How much more free time would you like to have to spend with your family 

and friends, or traveling to distant places, or improving your tennis or golf 
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game? Well, all these are within your reach, along with much, much more. 

 

You see, I'm convinced you deserve to play the game of business by your 

own rules. And as long as you're operating with integrity and your product 

or service offers superior quality and value, you deserve to be as successful 

and fulfilled as you want to be in your enterprise. So as we work together 

over the next six weeks, don't be surprised if all of a sudden, without much 

effort, without much thought, just by shifting the way you look at things and 

shifting the way you approach your customers, your team members, your 

suppliers, your marketplace and even your competitors, your sales start 

growing more rapidly, your profits soar, and what used to be hard becomes 

easier by the day, that's exactly what will happen if we both do our part. 

 

Now, whether you want to achieve dramatic financial growth over the next 

few months or put an end to those 14 to 16 hour days so you can have more 

time with your family and friends-or both-I know I can help you. If you'll 

commit yourself to listening actively to these sessions and follow through 

immediately with what I ask you to do, as it applies to your specific business 

or practice, you'll find yourself moving quickly from where you are to where 

you want to be. 

 

I'm going to help you develop the optimum business strategy to get there. 

And here's the best news. It's not hard. Actually, it's fun and easy. That's 

what you can expect from this program. So I'm approaching this the way I 

would approach any other consultation I take on. First, by letting you know 

what you can expect from me, then explaining what I expect from you. 

What I want to do first is demystify how to grow your business or 
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professional practice. In other words, I'm here to give you the simple 

knowledge and skills and strategies you need to take your business or 

professional practice wherever you want it to go. 

 

You're going to realize you can specifically design your enterprise to give 

you exactly what you want. More sales? More clients? No problem. More 

profit? It's simple. Expansion geographically? You'll have many different 

ways to do it. You'll be able to keep your business growing and still have 

more time to spend with your family and friends. You can reach and 

maintain a level of competitive advantage that will give you lasting security 

and certainty about the future. 

 

I want to offer you a new way of thinking based on a set of universal 

principles I've discovered to help you develop your own vision. Instead of 

thinking in terms of what isn't possible, you'll begin to see opportunities and 

possibilities everywhere. It's the same possibility- based mindset that has 

gotten me to where I wanted to be. 

 

And what you learn to do from this program will become automatic. You 

won't have to worry about, "What should I do next?" Because you'll know. It 

will become natural. You'll never have to think about it once you master it. 

Once it becomes a natural part of you. 

 

You 'II come to understand where you have the easiest, fastest sources of 

cash flow and profitability from your business and how to take fullest 

advantage of them. I'll explain how you can get everyone involved to 

actively share and support your vision. 
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So what do you want from this program? Once again, do you have a clear 

vision? If you do, great. But if you don't, we're going to work together over 

the next six weeks to help you clarify your vision and realize exactly what 

direction to take to get from where you are to where you want to be. And 

this means having the sales you want, the income you're looking for, the 

security you're after and the personal fulfillment I know you deserve. But for 

you to accomplish your objectives with this program, you have to do your 

part. So here's what I expect from you. 

 

First, over the next six weeks I expect you to trust me. I'm asking you to 

assume what I have to share with you is valid. I've been fortunate to be able 

to help thousands of others through my seminars and private consultations, 

so I know what I have to offer will work for you. As I said a moment ago, 

the principles are universal and the skills and strategies are simple and 

virtually risk free. So I expect you to take it one step at a time and follow 

through on what I ask you to do. 

 

I'll be offering you simple explanations, plus lots-and I mean lots-of specific 

examples of how others have successfully applied these principles and skills. 

Throughout the time we spend together, you'll always be clear about what to 

do. I'll be closing each session with specific directions for you to apply and 

get results from what you've just learned. Then the following session will 

lead you to build on that experience. That's why just listening to these 

cassettes, frankly, won't do very much for you. But if you're willing to 

follow through consistently, I think you'll find we're going to have a lot of 

fun together and make a lot of money for you and your business. And that 
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spirit of fun and adventure and discovery will continue long after the six 

weeks is over. 

 

Secondly, I expect you to commit yourself for six weeks to follow through 

on the directions I give to you and recognize that though what I'll share with 

you is simple, you know that the first time you try anything new it's not 

going to be perfect And that's okay. Keep in mind that every effort you make 

is moving you closer and closer to where you want to be. 

 

At the close of this program, you'll have in place the basic strategies you 

need to maintain control of your enterprise and give you the freedom you 

want in your personal life. Like the strategies I'll be giving you, the design of 

this program is very simple. It's divided into 12 sessions, each of which will 

cover two or three days of the week for six weeks. So I'm going to assume 

you're starting with me each week on a Monday, followed by a session in 

mid-week. So you may be working an occasional Saturday to complete your 

mid-week assignment, but the payoff will be more than worth it. So, 

obviously we're going to be pretty busy over the next six weeks, but I think 

you're going to enjoy yourself, and I know you're going to enjoy where you 

and your enterprise end up. 

 

Now, I'd like to take you back with me to my most recent seminar, where I 

asked for a show of hands of people who had studied the preseminar 

materials that I had sent them and had discovered hidden assets in their 

businesses. Then I asked who among them had successfully applied at least 

one idea they'd learned before coming to the seminar. I invited these people 

to come to the microphones and share their stories along with what they 
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thought everyone else could learn from their experience. 

 

I think you'll be fascinated. Here's what a few of them had to say: 

 

JA My name is Jay Adrian. I work for a custom plastic extrusion company. 

Plastic extrusion does things like window frames. We run frames for 

projection TVs and everything. Since we're a custom job, we deal with 

quotations. I got Jay's information and I kind of sat back and realized maybe 

we weren't educating the customer as much. We had a chance to quote on a 

nice window job for people that make vinyl window profiles, a large 

company. We got the quotation out late on Friday. I wrote a nice letter with 

that, and I educated them. I used a lot of your concepts with risk reversals, 

PS and everything. We sent that letter out on a fax at 6:00 on Friday night. 

 

One of my employees was working Saturday morning at 11:00. She got a 

call from this customer. She called me at home. I called the customer. The 

customer was very interested in a lot of the things that we had offered and 

said he'd like us to get back with a quotation and how fast we could build 

some of this tooling and run these jobs. He said, "Give me a call on 

Monday." 

 

I immediately got off the phone, called up our engineer, found out how fast 

we could make the dies, gave that individual a call back within a half hour. 

He was so impressed that we got three of the jobs, which started out at about 

$120,000 a year and have a potential of going up to at least half a million. 

 

Jay What's the lesson for them? 
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JA If you tell your customer you're going to respond, to demonstrate that as fast 

as possible and to do it. And they were very impressed ... 

 

Jay Did you used to not do that? 

 

JA We did that, but we did not do that to that degree. 

 

Jay And was it hard to do? 

 

JA No, it was not. 

 

Jay Felt good, didn't it? It was exciting, wasn't it? 

 

JA Yeah, I never included the cover letter to differentiate ourselves from 

everybody else that's sending out quotations. And I also addressed that 

person telling him the fact that, "I realize you're going to be receiving other 

quotations." And I pointed out what our differentiation was, how we would 

perform. And then I demonstrated that by doing this on a Saturday morning. 

 

Jay Are you going to start doing that from now on? 

 

JA Absolutely. 

 

DR My name is David Rusenberg. I'm a software developer in New York. I 

write software for investment banks. And there's a couple of ideas that were 

involved with this. One is optimization, where you were talking about 
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optimizing the past, which sort of intrigued me. I was thinking about that. 

 

Jay Claiming, optimizing the claiming ofthe past. There's so much you can do 

with what you've already done-with your relationships, what ads you've run, 

with approaches with organizations, with inactive customers, with 

distribution networks. That's what you're talking about? 

 

DR Yes, this was a contact, somebody I'd known at the bank I was working at. 

And I decided to just give her a call, and she had moved to another 

investment bank — smaller investment bank in the city. And at first I was 

thinking, this was another idea, I was thinking not to go to her because I 

didn't think she could afford to pay me enough to make it worth my while. 

But then I thought about the back-end idea and the marginal net worth and I 

realized that for some of my clients the marginal net worth to be like 

$800,000. So, I talked to her and she had a small system I could put in. But it 

turned out that there were a whole bunch of other systems 

that her company would be interested in. So, it looks like it's going to be a 

very sizable ... 

 

Jay If it works, what's it going to be worth? 

 

DR Could be $80,000. 

 

Jay What's the implication to you and then what's the lesson to me? 

 

DR Well the biggest lesson for me was to think about the whole concept of 

marginal net worth. It was something I'd never thought about. 
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Jay Who doesn't really know what marginal net worth means? How did you 

interpret it? 

 

DR Well, what is that customer worth to me over the lifetime of the customer? 

 

Jay Great. And, what do you think they should do? 

 

DR Well, think about that. I mean, the initial sale might be small, but if you 

think about it in terms of what the ongoing relationship would mean, it could 

be very substantial.  

 

End of Side 
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SB My name is Sarah Hamilton Brown. I'm from Milton Kings near London. 

 

Jay That's a long drive. 

 

SB It's a long drive. Yeah. As we flew over, I was thinking: "God, those people 

in wagons must have got very depressed as they were coming across the 

States." 

 

Jay What's your business? 

 

SB I'm a strategic marketing consultant, so I help people make more money. 

And I realized I wasn't capitalizing on the risk reversal. If people don't like 

my ideas, they don't have to buy what I'm offering them. But I hadn't been 

telling them that. Just by putting that into a letter to an accountant who'd 

never used any marketing at all. 

 

Jay How did you articulate it? 

 

SB If you don't like what I say to you, you don't have to buy. 

 

Jay Wow, profound statement. It was implied anyhow, but you never said it. 

Right? 

 

SB And I had it fed back to me that that was the only reason he was willing to 

see me. 

 

Jay  And what happened? 
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SB  He phoned me several times, we had long meetings. He wants a relationship 

with me for at least two years because he thinks what I can offer, it's at least 

$50,000. 

 

Jay  What's the lesson? 

 

SB  I wasn't capitalizing on what I was already offering. I knew that I wouldn't 

ever charge for something if people didn't want it. But I hadn't told anybody 

about it. It was obvious to me. 

 

Jay  So what's their lesson? What should they do? 

 

SB  They should look at what they're actually offering, the things that they take 

for granted that everybody would know about their business. 

 

Jay  But that they don't articulate, denominate or even express. 

 

SB  Yes. 

 

LC  My name is Louie Curl. I'm a consulting engineer. I live near St. Louis, 

Missouri. I have two short stories. 

 

The first is the idea of marginal net worth. We have a regional convenience 

store that we've done work with over the past couple years, and we fell out 

of favor because we weren't quick enough in our response. When I identified 

the marginal net worth for that customer, I went back to them, wrote them a 
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letter and offered to do the next project for them at 20% less than what we 

had been doing our projects. 

 

Jay Did you give him a reason why you were offering? 

 

LC That I wanted them back. 

 

Jay And you basically told them that you didn't care that you made no profit on 

them. You wanted a chance to make it up? 

 

LC That is right. Within 30 days they sent us a couple projects. Within the next 

year we probably did 10-11 projects for them. The bottom line is it brought 

us in about $40,000 in 12 months. So, it was worth – 

 

Jay But you'd never thought in terms of marginal net worth. 

 

LC Absolutely. Never, never, never. The last story happened last week. We were 

working on a project, another subdivision. The Realtor and I got into a bit of 

tiff — I have a short fuse. I'm not real sure. Normally I would blow it off 

and say the heck with this and I'm done. What I decided to do in response to 

some of your comments was — let's leverage this conversation. Let's make 

the best of it.  What I said to her was, "Look, we obviously are not going to 

be happy with each other unless we find a way to do more work together 

after this project's done. We're both mad at each other. We know it. Let's get 

it done. But let's find a way to make some money. The bottom line is what 

we agreed to do is that she would refer us on projects in the St. Louis area 

and then we would reciprocate with her. Looks like that will 
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probably be a quarter of a million dollars in the next 3 or 4 years. 

 

Jay Tell us what you think the applicational lesson is to everybody in this room. 

What can I learn from that? 

 

LC The first one is determine the marginal net worth of your customers. I sat 

down and calculated what our real costs were for that client for each project 

and what we charged them for each project and identified the difference in 

cost, spread that out over anticipated number of projects in the future, gave 

us a marginal net worth. We knew what our parameters were for that 

particular individual, and that's when we made the decision that we couldn't 

afford to let them go. 

 

In the second case, the individual that we got into a disagreement, I would 

never have tried to recapture as a potential customer contact. I would have 

let it go. She would have gone her way. I would have gone my way. And 

that would have been the end of the discussion. And I'm glad I separated my 

emotions from the desire to grow the business. 

 

MW I'm Martin Whales. I'm with Simplified ... from Toronto Ontario Canada. 

 

Jay What do you do? 

 

MW We make computer tele-software. We've basically done in voice-mail what 

Bill Gates did with DOS in the case of Windows. It allows a small to 

medium-size business to turn itself into a big-looking business. We basically 

narrowed it down to eight buttons, so a secretary could almost integrate this 
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voice-mail with any telephone system that can handle voice mail. 

 

Jay How did you uncover an asset or opportunity? 

 

MW The president sat me down-and I have no marketing training. I'm a retired 

high school teacher and somehow became the vice president and the director 

of marketing of this company. And I said, "What's the budget for 

advertising?" And he said, "Zero." So, I took a look at what we had. We had 

relationships with vendors. I flew down here to Los Angeles to the computer 

show, stepped into one of our suppliers' booth, took over one of their 

computers. We picked up a-that space was probably worth about $10,000. 

The business we got out of it was worth about a million dollars. Sole 

distributorship in South Africa- 

 

Jay Had you not thought about doing that before? 

 

MW No. I had to because my budget was zero. I looked at other suppliers. I 

went over and got our brochures and two other suppliers' booths. 

 

Jay Did they go like that and they refused you. Or did they embrace you- 

 

MW At first they were hesitant because they didn't know who the heck I was. 

 

Jay How did you win them over? What was the premise that you proposed? 

 

 

MW I showed them how we could move more of their product by selling it as 
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part of ours. 

 

Jay So, you were focused on what was in it for them? 

 

MW Yes, absolutely. I had one salesman and we were making the occasional 

phone call and ... leads, a thousand leads for that one. I also went to people 

who had already softly picked up our product before it was even out of beta. 

We sold a quarter million. So, I went to some of those people and got one to 

write an article, and it's going to be in the industry magazine which is the 

bible for the computer industry ... next month and it's 2-3 pages and I didn't 

even have to get set-up costs for it, and it's probably worth about $20,000-

$30,000 worth of advertising, let alone the calls that will come in. 

 

Jay Great. What's the lesson in what you've just shared-that anybody in this 

room can benefit from and act upon-not just theoretically, understand? What 

can they do? What's the lesson? What's the transaction? 

 

MW First thing is to sit down and evaluate in your own inventory in the 

relationships that you have, how other people benefit from you selling a 

product. How does somebody else benefit from you selling their product or 

how can you enhance somebody else's business with yours? And they may 

have a much larger budget and may be willing to up-front moneys or— 

 

Jay Good. Thanks. 

 

BP Hi. I'm Bob Packer. 
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Jay Hi, Bob! 

 

BP How are you? 

 

Jay I'm comfortable thanks to you. 

 

BP I made some furniture for Jay. 

 

JA It's wonderful. 

 

BP I know he lies on that chaise and every great idea comes off the chaise. 

 

JA That's exactly right. 

 

BP True facts. 

 

J A This came right off of it. 

 

BP The idea I took was I make furniture but I don't sell fabric at all. And I went 

to one of my vendors and told them how much I loved the fabric. They had a 

showroom in New York City and they have reps all over the country. And I  

told them that I would love to help to display their fabric on furniture. And if 

they'd allow me to make some pieces and put them in a showroom of their 

fabrics. So, as a result of it, we not only got a showroom in New York City 

that would cost me several hundred thousand dollars, we've also cloned that 

into Philadelphia. We're just starting with that. But they also gave us their 

entire mailing list, and it's very hard for us to find people that are upper-end 
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and identify those people, so that had great worth. And they both started 

giving out our catalog in their showroom. 

 

JA What do you calculate the bottom line to that is? 

 

BP Well, the program has just started and our business is a relationship business. 

It's just not one sale. It's over and over again. This alone could be bigger 

than my business has been to that point. 

 

JA What's the lesson to everybody from what you did? 

 

BP Well, when your vendors call you up to pay your bills, change the subject to 

how they can help you. 

 

JA That's great. Thank you, Bob. 

 

Pretty interesting stories, aren't they? And you're going to be able to 

experience the same kind of success just as easily as these people have. 

 

Now over the next six weeks, I want you to keep in mind that you've 

engaged me just like any other client who comes in and pays me $5,000 per 

hour. In this program, I'm going to devote myself to you and your enterprise, 

just as I would with any other client. And no doubt questions will occur to 

you along the way. However, as with my other clients, I think you'll find 

most, if not all of them will be answered as you move through the program. 

 

Now, before we close this first session, I want to introduce to you the 
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foundation on which we're going to build over the next six weeks. The 

success of the people you just heard from was based on their understanding 

of the simplicity and the importance of this foundation. And here it is: There 

are only three ways to grow any business or professional practice. Just three. 

 

The first one is the most obvious. It's increasing the number of your 

customers or clients. This is where almost everybody focuses almost all their 

attention. But the second and the third are actually where you have the 

greatest potential for leverage and growth. They are, number two, increasing 

your average transaction value. That means the size of the sale and the size 

of the profit that sale produces for you. And number three, increasing your 

frequency of purchase. That means you get more residual value out of every 

customer. You get them to come back more often and come back and buy 

more things, more products, more services from you. 

 

People don't realize it, but the cost of acquiring a customer is substantial. 

The cost of selling them more or selling them more often, is inconsequential. 

We're going to talk about this at length. But for now, I just want you to be 

aware that there are three and only three ways to grow any business, any 

practice, and the second and third are the two most overlooked ways of 

growth and profit you have available to you. 

 

In this program, I'll give you all the information and the tools you need to 

evaluate how to do this in your own business or professional practice. In our 

next session, I'll have much more to say about the three ways. In the 

meantime, here's your first assignment. 
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Turn to Section One of your guidebook. There you'll find a very powerful 

and very important questionnaire. This questionnaire is the result of my 

examining and analyzing about 400 different kinds of businesses. It's 

critically important for you to know the answers to these questions and how 

they relate to each other. To give you the leverage you need to get to where 

you want to be. 

 

Once you've completed the questionnaire, you'll have a much clearer 

understanding of the opportunities your business or profession holds for you. 

If you can't answer all the questions precisely, don't worry about it. Just give 

approximations. Get help from your accountant, your bookkeeper, your sales 

manager, your shipping department. It doesn't have to be perfect. Just be 

sure to give a meaningful answer to each question. It's sort of like 

connecting the dots. And a great picture of possibility is going to emerge 

from this process. So take today and tomorrow to complete this 

questionnaire. Then we'll get together to discuss your answers. Once again, 

thanks for investing in this program. I'll talk with you again in session two. 

 

MB My name is Mark Anthony Bates and the name of my company is Key Logo 

International. And the industry that we're involved in is, the primary market 

is the hotel casino industry. Secondary markets are travel and entertainment. 

And the way that we got started up on this was that my partner in this, who's 

the assistant general manager of a hotel casino in Laughlin, Nevada, was 

reviewing areas of loss in their organization. They have a number affixed 

costs and also their primary source of revenue is in gaming. So their tunnel 

vision at times doesn't allow them to look for other areas that they can go out 

and try to generate revenue. And what we did was we took a loss center and 
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turned it into a profit center-and that being the front desk. 

 

He was going through the books and found out that they were spending an 

average of $50,000 a year on little plastic hotel key cards. And the lock 

company that provided those cards was charging them $.12 each. They're 

blank and they were advertising their own card. So what he did was he came 

up and he started going out to bid out and get a four color design done on it, 

and now it's got the hotel's picture, their address, all the amenities on the 

back at $.08 cents each.  And that was just the start of the idea. 

 

Where it began to snowball was, is we said, "Okay, now we've reduced the 

overhead there, what's the way that we can go ahead and increase and turn 

this into profit?" And years ago, for those of us that have been around for a 

little bit, remember when the hotels used to charge a deposit of  

approximately $2.00 for their keys. That used to be when they were just the 

little brass keys. And the reason that they stopped doing that when we 

inquired on it was that they're plastic, they're cheaper, it impedes the check-

in and check-out process, it puts the guests out and it puts more time and 

effort on top of the clerks. 

 

So we came up with an idea to design a machine that would actually read 

and validate the card. They could still charge that and the machine spits out 

eight quarters. It's just coincidental that the machines are placed by the doors 

next to the quarter slot machines. Actually, we had to think of ways to go 

ahead and regenerate that revenue. But the more important thing is that we 

didn't want them to return the keys and put the money in the slot machines. 

We wanted them to take the keys with them because of the profit margins. 
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And we took this to other hotels and then the risk reversal, what we did was 

we said we're going to provide you with 100,000 hotel key cards with these 

unique design prints you have approval of, you have complete control over 

that. We're going to put these machines that we have the patent rights on and 

we're going to service those machines in your hotels. You're not going to put 

out any money at all. 

 

Now that was probably the most difficult hurdle that I had to start with, 

because free was a bad four-letter word. Because they want to know when 

the other shoe's going to drop. Especially in the hotel casino industry. 

 

Jay And did you show them what your motivation was? 

 

MB Well, yeah. I mean, our end-all motivation was to create a name and be able 

to generate revenue for ourselves at the same time being able to help them 

out to take that center that was a loss center into a profit center. 

 

Jay And how's it doing?  

 

MB We're a new company. Our first beta test that we did, we did it with an 

event down in that area. And I figured if we lost, it had a loss rate of 3 5% of 

those cards were not returned at charging them $2.00 that that was a good 

profit margin. The loss was 66%. Which was really good and we ended up 

taking, what we ended up doing was not just leaving it right there. We said. 

"Okay, the hotel casino industry is one market, what about the rest of the 

hotels. How can we provide this out here?'' 
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And what I did is, I designed the cards now to be more specific to the events 

around the area, and I've been out on the road working with the Olympics to 

design these cards and then actually we don't have them charge at that point, 

but we provide the cards for free and we put everything else on there and the 

designs that they approve of, and then I was selling ad spots in the corners of 

the cards.  

 

Jay I'm intrigued. What's the bottom line, first of all? What do you think it's 

going to be worth? And second, what's the implication and the lesson to 

everybody here? 

 

MB Well the bottom line is: One-and you've talked about it-look for the void 

and fill it. And don't be so narrow-minded that there aren't other 

ramifications that can be used for in that product. And what has come back 

on that whole thing is it was nice when I was on the break, there was a 

message for me from Southwest Airlines, and they decided to go ahead and 

purchase $500,000 worth of key print on there, which was unexpected. I 

thought I had lost that. And so you have to have the tenacity to go out there 

and always be looking for the thing that doesn't exist and not assume just 

because somebody else hasn't done it yet or that it has been done or it can't 

be done. Because we've gotten a lot of resistance to that. And the people that 

I dealt with in the outside industry, they all wanted to send me to their media 

buyers. And that was frustrating, because the media buyers really didn't want 

to deal with me. 

 

Jay So who's the real decision maker in your concept? Who's making the 

decision at the client level? 
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MB Actually, the decision comes from the head of marketing. What I had to do 

was educate their own marketing people on what we were trying to do and 

how it was being presented, because they weren't understanding it. 

 

Jay Bottom line again there, is what? 

 

MB Well, the lessons that I got out of it was: To stay focused, not to lose sight 

of what the net result is. And what that result is, is an outcome for your 

customer first-and then you get the benefit of it-back on it. And the next one 

is: Don't give up when you think that it's gone and it's over because that's 

when ... I never expected this call to come back. 

 

Jay Good. 

 

END OF TAPE 1 

 

 


