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SESSION TWO TRANSCRIPTS 

 

Jay Welcome back. Now we're into session two. You should have answered all 

the questions in the survey. It should have been very revealing. Was it? 

Ordinarily, when people do that survey, they discover at least a half dozen 

opportunities or more they can take immediate advantage of. Did you? I 

hope you did. 

 

Let me go through with you the key questions I asked you there to tell you 

what the implications are and give you a little bit of method behind my 

madness and tell you why I did it. I think it will help you get excited about 

your business and yourself, and it will make everything we're going to be 

doing over the next six weeks make better sense to you. 

 

You'll remember that one of the first questions I asked you was about what 

initially got you started in your business. Did you wonder why I asked it? 

Well, I'm interested in the motivation. I'm interested in what event may have 

happened. The key to making the next six weeks the most powerful and 

profitable six weeks of your entire business life is turning up the passion and 

the excitement you have about your business and your customers-it's that 

simple. Once we turn up or turn on your level of enthusiasm for what you're 

doing and who you're doing it for, you can't help but do it better, do it faster, 

do it easier and do it more effectively. So the first question is my way of 

helping you reconnect yourself with why you got into this business in the 

first place. 

 

Normally there was a passion you felt, a passion about what you did, a 
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passion about what you wanted to do for others. Sometimes, after a few 

years, that passion gets dulled, your enthusiasm gets diffused. Normally, this 

is the easiest issue to resolve. All you have to do is reconnect yourself with 

the reason and the purpose you got into the business or the profession in the 

first place. So, hopefully, when you answered that question a bell rang. It 

became evident to you. Hey, I've forgotten how excited I was when I started 

my business or profession. All I'm trying to do with this question is 

reconnect you with your own enthusiasm and passion once again. Did I do 

it? I hope so. 

 

I ask you about what attracted your customers or patients or clients in the 

first place-what process, what method, what action you used. Why? Because 

so many people start a business or profession based on a really powerful and 

effective process of attracting customers and then, as the business matures 

and they get a number of customers or clients or patients, they stopped doing 

the very process that worked for them. By revisiting the very process you 

used to start and succeed with that business or profession in the first place, 

often times you'll discover or rediscover that you've abandoned one of the 

most powerful and profitable business-building concepts you ever had. 

Why? No good reason. You just got complacent. Did that happen for you? It 

does with a lot of people. 

 

When I ask you about why customers bought from you originally, that has to 

do with the value, the benefit, the result they perceive you deliver to them. 

Many times when a company or professional practice starts leveling off or 

plateauing, I discover that the real reason that the customer stopped buying 

has nothing to do with competition, has nothing to do with price-it has 
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everything to do with the fact that the business owner or the professional has 

stopped providing the same level of benefit, and the customers stopped 

getting value. When anyone stops getting value, they stop dealing with a 

company or profession. It's that simple. 

 

So the purpose of that question was to cause you to revisit the value, the 

result, the benefit, the entire concept of what service did I really provide in 

the first place and ask yourself, "Am I still providing that service today at 

that same level? Is it still evident? Are they still getting the same or 

increased value?" I bet it caused you to think very carefully about that issue, 

didn't it? 

 

Let's go on. I asked you a question that probably is the most revealing single 

question you '11 ever ask yourself It had to do with what the primary method 

of generating customers or patients or clients your business was built on. 

 

Now, I ask you that question for a couple of reasons. Until and unless you 

understand where your business has come from so far, you can't possibly 

build your business to a higher level of growth or sales or profitability the 

easiest way possible. So many business owners and professions don't 

understand how easy it is to improve their business overnight just by 

expanding upon the one basic method of business building they've already 

been using. 

 

My goal in asking you this question was to have you challenge yourself to 

see how much higher is high. Now, don't worry about it right now. We're 

going to get into showing you and demonstrating how many easier ways you 
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have of using the same business-building process but expanding it. But I 

want you to question, I want you to challenge, I want you to recognize that 

there's so much more you can get out of the same process. 

 

Another important realization I want you to make for yourself, and it might 

be a little bit embarrassing but very exciting when you realize the 

opportunity in it, is that most businesses I look at have never identified 

where their customers are really coming from. That's very different than 

what their primary mode of business-building or marketing or selling 

activities are. Let me explain. You might spend most of your time, you 

might spend most of your money, you might spend most of your manpower 

running ads or doing mailings or sending salespeople in the field. And yet, if 

you analyze the true origin of most of your customers or clients or patients, 

you'll find that they actually resulted from referrals. 

 

I see this a lot in the real estate business, it's a really great illustrative 

example. I work with 400-500 different real estate agents and the first 

question I'll always ask them is: Where do most of your customers or clients 

come from? Most of them don't know. I'll ask them to go back and 

reconstruct. Not unlike what I asked you to do with the survey. When they 

do that, they'll come back and they'll say, well 80%-90% of my customers 

came from referrals. 

 

And I'll ask them a real revealing question. I'll say, well okay, referrals are a 

huge part of where your business comes from, right? And they'll say, right. 

And then I'll say, well how much of your time and your activities do you 

spend on referral marketing? And they'll look at me and they'll say, well 
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none. And I'll say, well it seems like there's something wrong with this 

picture, what do you think? And they'll say, well yes, I guess so. 

 

And I'll say the same to you. If you identified that the bulk of your business 

results from something other than where you spend the bulk of your time 

and your efforts and your money and your manpower, that simple realization 

acted upon could improve your business massively overnight by getting you 

to redirect your efforts and your attentions and your resources on the area of 

business building that's producing the greatest result for you. So, the purpose 

of that question was also to get you to discover, not only where are you 

putting the bulk of your efforts, but, more importantly, from where are you 

getting the bulk of your results. 

 

One of the next questions I asked you had to do with how well-connected 

you are directly to your customer or client or patient at the selling level. And 

by that I mean, at the point that a sale or a purchase is transacted. Why is 

that important? Because, as you'll discover as we go through the next six 

weeks, the most important key to growing any business is understanding the 

value or result or benefit or advantage a customer or patient or client is 

seeking and giving them more of that. You can't give them more of the 

advantage or the result they're after if you're not really well-connected. So 

my question was designed to give you the chance to think through-am I 

really in touch with my customer, personally, not through three levels of 

management? If you are, that's great. This is going to be a cakewalk. If 

you're not, that's no problem, as long as you are willing to allocate time on a 

regular basis to either go out in the field, talk directly to people who call in, 

call out and talk to your customers-but get connected to them. 
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And this is wonderful, because you're going to find the more connected you 

are to your customer or client, the more enjoyable the selling or the business 

or the professional process becomes to you. This connection ties into 

everything we're going to work on, every technique you'll be discovering. 

It's all about getting greater connectivity between you, your customer, and 

getting that customer more of the result they're after. 

 

Connectivity is what every relationship is built upon. It's nothing more than 

basically getting in touch, feeling what your customers feel, seeing life the 

way they see life, looking at the situation from their point of view on their 

side of the desk, looking at their life, understanding their hopes, their 

dreams, their fears. It's a very powerful shift in the way you do business, but 

one which will put so much more enjoyment, excitement and effectiveness 

into everything you do and everyone who does it with you. 

 

The next question that I asked you had to do with where your customers 

specifically come from. And this is more of a demographic question than a 

marketing question. By that I mean this: I'm not asking in this question what 

method you're using to get the customers. I'm asking you literally, where 

exactly do your customers reside? 

 

And by reside, I mean this: If they are consumers, what do you know about 

them that identifies them as a prime target audience? Do you know, for 

example, that they live in a certain geographic area? Do you know, for 

example, that they possess certain kinds of material items, like automobiles? 

Maybe they all drive Lexus and Cadillacs and Mercedes and BMWs? 
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If you sell business-to-business, do you know-for example-what kind of 

industries or what's called SIC codes (and this is a reference to the kind of 

identification you can make of a specific kind of generic industry)-what SIC 

codes they tend to-more often then not-be existing in? If you sell 

professional services, do you know what kind of individual or business 

entities tend to be most receptive or most qualified or in a situation or in an 

activity or at a time in their development when your service is most 

appropriate for them? 

 

Why is this important? Because until you know where to direct your efforts 

the most productively, you cannot possibly give yourself and your business 

the highest and the best use and outcome of the time, the effort and the 

attention. In other words, knowing where your best and highest source of 

probable new customers exists is where you should be targeting your new 

efforts. 

 

Make sense? Right. But most people don't. They'll run an ad in the 

newspaper when 99% of the readers aren't the targeted audience. When in 

fact, you can identify by writing the right list-1 00% of those people. And do 

a direct mailing that could be dollar for dollar, effort for effort, time for time, 

10 or 100 times more effective for one-tenth or one-hundredth of the cost. 

 

I know I may sound a little bit like an evangelist sitting here basically on my 

sermon about this, but truthfully, my goal is to make every action you take, 

every effort you make, every opportunity you decide to take advantage of, 

give you the highest multiplied result and effect possible that cannot 
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possibly occur unless you concentrate your efforts only on those prospects 

that have the highest probability of producing results and becoming 

customers for you. So, if l sound excited about this, it's because I am. 

Because this one realization, this one simple understanding can make 

everything you do produce two or three or five times greater effect for this 

same effort or less, and often times, most of the time for less money. So I 

hope you're excited too, because you should be. 

 

Another question I asked you, which is critically important, had to do with 

who else benefits from your success, excluding your customer and excluding 

your employees and excluding your family members. What's the meaning of 

this? Simply this: In business, if you practice the principles I'll be sharing 

with you throughout this program, you'll understand that there is no rule, 

certainly no law, that says you have to do it alone. You don't. 

 

There are a number of businesses out there that are as motivated, if not more 

so, than you are to help grow your business for you. You just never 

recognized that motivation, and asked them or taken advantage of their 

willingness to help. And that willingness means they can help finance, they 

can bring people into your business, all at no cost or risk to you. 

 

What am I talking about? Ask yourself this question. If you grow customers, 

if you grow sales, if you grow volume, if you grow more business, who else 

grows with you? First of all, your suppliers grow, right? When you add more 

business, when you add more sales, when you acquire more customers, you 

need to acquire more products, more services, more raw materials to create 

the product or service you sell to those customers. The people who supply 
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you now will have to supply you with more. 

 

What does that mean? It means that they have a direct and a substantial 

investment and motivation to see you succeed at a higher level. 

 

The moment you realize this, you have within your grasp, an opportunity 

you can take enormous advantage of You will discover, before you've 

completed this program, that you have at least two or three, and very 

probably a half dozen or more businesses right now who would be extremely 

willing and eager to help you grow your business without any investment or 

risk on your part. 

 

Let me share with you three real-world examples so you can see what I 

mean. I know a printer who regularly funds advertising and pays a portion of 

the cost of new salespeople for a number of his customers because he's 

learned that the more sales they generate, the more printing he does, and he 

stimulates their growth for them. 

 

I know a dental supply company that makes available to all the dentists they 

sell to marketing consultants, tax accountants, management consultants. 

Because they want their dentists to build their practices. Because they've 

learned when those dentists build their practices, they buy more dental 

supplies. I know an envelope manufacturer who has found that the only way 

he can grow his business is by helping people find better ways to use 

envelopes. So he makes available copywriters who come up with sales 

campaigns and sales ideas free of charge as long as the people will test them. 

Because he's found when they test these ideas-a number of them work. And 



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

 10 

companies buy hundreds of thousands and millions of envelopes from him 

because of it. 

 

Does this give you any ideas? Look around your business right now. Ask 

yourself: How many of my suppliers would be motivated to help me grow 

my business more because it will directly benefit them at a very high level? 

And if you're an independent professional, you have the same opportunities. 

There are a number of suppliers of goods or services that can be very easily 

motivated to contribute dramatically and substantially to your marketing and 

your selling and your business building activities. 

 

But don't stop there. There's a whole additional side to the opportunity. So 

far we've talked about who directly benefits from you selling your product. 

After you've sold that product or service or professional services to a 

customer, ask yourself this question: When I create a new customer for my 

business or my profession, who else have I indirectly created a new 

customer for? What other businesses or professionals will then be able to 

sell their products or their services to my customer? 

 

When you've identified the answer to that question, you have recognized an 

entire new realm of businesses and people who will be eager and willing to 

help you grow your business at a higher level then you've ever dreamed 

possible. Why? Because it's in their self-interest. Not only will they be eager 

and willing to fund or invest or pay for advertising and salespeople and 

promotions and retail displays and all kinds of other selling opportunities 

you'll want to take advantage of, they'll be equally as willing and eager to 

share with you very, very generously, more generously, I might point out, 



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

 11 

then you probably even expect, a very large portion of the profits and the 

sales that your activities end up producing for them. 

 

Now we'll get into a much more detailed explanation of how and why and 

where this is most applicable as we get on in the program, but I want you to 

be aware of it, and that's why I asked you that question. Let me give you a 

couple of real world examples so you'll understand this. 

 

I've known many real estate agents who recognize that mortgage bankers, 

title companies, moving companies, swimming pool manufacturers, fence 

companies, landscape architects, driveway pavement companies and 

remodelers benefited incredibly when they sold somebody a house. So they 

were able to contact all of those people and easily get them to help fund 

100% of their advertising and their selling and their promotional activities. 

Why? Because they saw the self-interest. 

 

I know a clothing store who sells very expensive, upscale fashion clothing. 

They have a standing arrangement with an upscale jewelry store, with an 

upscale shoe store and with a BMW dealer to help them run all their 

advertising, because they share their customer names and they recommend 

those companies to them.  

 

I'll give you a couple of professional examples so that you understand that 

it's not limited just to retail or just to wholesale or just to manufacturing or 

just to some other kind of general business services. I can give you dozens 

and dozens but I don't want to get into it too deep yet. We'll get into some 

more specifics as we get further in the program. But I know of a number of 
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CPAs who realize that when they get a client, attorneys get clients from 

them, and financial planners get clients from them, and stockbrokers get 

clients from them, and banks get clients from them, and trust offices get 

clients from them. So they go to all those professionals and all of those 

entities and they get them to contribute resources, funding, activities, time, 

expertise, written materials that they create, to help the CPA get clients. I've 

seen numbers of these professionals combine services to put on training 

programs and seminars that attracted customers they all benefited 

from. 

 

You owe it to yourself, no matter what business or profession you might be 

in, to identify what other companies or professionals will benefit, as much if 

not more than you will, by you adding new customers to your business. And, 

once you've identified who they are, contacting them and making 

arrangements for them to cooperate, to collaborate, to co-fund or 100% fund 

and finance some, most, all or even more of the marketing or selling 

activities that you are currently doing. 

 

Again, I'll get into this in more detail as we move through the program, but I 

asked you this question so it would stop you, so you would realize, wow, I 

don't have to go it alone. In fact, there are so many other people who will be 

more motivated than I will to see me become successful. Do you realize it's 

a lot easier than you ever imagined possible? 

 

I asked you another question in the survey that is critically important. That 

question was: How many better ways could you reduce the risk of 

transaction or lower the barrier of entry, or reduce the hurdle for your 
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customer or your client or your patient, so you made it easier for them to do 

business with you? Many companies and professionals I work with, and you 

may be one of them, never thought about this fact. Any time two people or 

companies come together to transact business, one company is always being 

asked, either explicitly or implicitly by the other, to assume or take on far 

more or all of the risk in the transaction. 

 

Ask yourself this question: Are you unconsciously asking your customer or 

your patient or your client to assume far more of the risk then they need to? 

Are you making it more difficult for them to get started on a business-buying 

relationship with you? Are you making it more difficult for them to start 

using your professional services because they're too cumbersome or too 

expensive or too foreboding or too intimidating? 

 

Whatever the answer to that question, you should recognize this. The 

simpler you make it for someone to sample your services or your product, 

the less risky you make it for them to get started in a buying relationship 

with you. The moment you make it easier to buy, more people will do so. So 

just by having the awareness, you've automatically increased the level of 

success you can expect to have. 

 

When automobile manufacturers made it easier for people to buy, back in 

the original days, all you could do was write a check for the full purchase 

price. That limited, severely, the number of people who could buy a car. But 

when they made terms available, when they financed it, all of the sudden, 

ten or a hundred times more people were able and eager to buy. 
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When health clubs started letting you try out a two-or-a four-week free 

membership, guess what, lots more people started corning to health clubs 

and lots more stayed. 

 

When software companies started letting you have a free-trial demo before 

you had to spend $500 or $1000 for a piece of software, guess what, a lot-

more people took advantage and they kept it and they bought it. 

 

Does this give you an idea? Look around your business and ask yourself this 

question, and don't worry if you don't have a clear answer yet because you'll 

be given a lot of clear answers when we get to the session on risk reversal. 

But right now, merely by becoming aware of the fact that by taking away or 

eliminating risk or lowering the barrier of entry, you automatically make it 

easier for more people or companies or patients or clients to do business 

with you. That awareness alone guarantees your business will grow. 

 

Let's run through a few more of the questions I asked in the survey so you'll 

understand that merely by asking you to answer these questions I've begun 

the process of helping you easily grow your business or professional 

practice. One of the questions I asked you was: What is the biggest customer 

complaint about your industry or profession? Did you wonder why I asked 

that question? Remember earlier in this session we talked about turning 

obstacles and problems into opportunities and possibilities? 

 

Well, understanding and identifying problems and complaints is the easiest 

way imaginable you have for growing your business. Why? Because people 

aren't buying from you or your competitors because they have problems, or 
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complaints, or dissatisfaction. The moment you understand and identify 

what those problems are, and the moment you discover and identify ways to 

solve them, you give your business or your profession an advantage. A 

distinction that none of your competition possesses. 

 

I asked you another question in this survey that's important. Actually they're 

all important, but this one's going to be extremely important in helping you 

get from where you are to where you want to be in the fastest time possible 

and with the least amount of effort. The question was: What is your vision 

for your business? And I asked you to identify that vision over six months, 

over a year, over five years and off into ten years and beyond. The reason I 

asked this question was that many of the businesses and the professions that 

I work with, privately, have never identified what their clear and true vision 

and goal and objective really is. If you don't have a clear picture of where it 

is you want to go, it's impossible to get there. 

 

I asked you another question in that survey that had to do with the lifetime 

value of your typical customer or patient or client. In other words, how much 

revenue and corresponding profit will that customer or client generate for 

your business or professional practice over the course of the relationship? 

 

Why is this question critically important? Because until and unless you 

understand and identify accurately how much profit or revenue a customer 

or client is worth to your business or professional practice, you cannot 

possibly know how much money you can afford to spend to acquire a new 

one. 
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The question we're going to talk about now is a biggie. I ask you: What is 

your unique selling proposition or USP? And don't confuse that with UPS. 

The USP is the reason why your customers buy from you instead of your 

competitors. Or the reason why your clients or your patients come to your 

practice instead of your colleagues. 

 

Most of the companies, and a very large number of the professional practices 

I work with privately, have never defined or established any uniqueness, any 

specific advantage, or any reason why their customers gain more benefit by 

favoring them over their competitors. Or if they have, they never tell 

anybody about it. 

 

I asked you two questions in the survey that were tied very closely together. 

One had to do with what your customers really want, and I asked you to be 

very, very specific. Don't just say quality, service, dependability, but be very 

specific in denominating and expressing and identifying the solution or 

benefit or result or advantage or protection they were looking for. 

I also asked you the question about what problem does your product or 

service solve for the customer. I mentioned this a little earlier, but I want to 

underscore it now. Whatever business or profession you are involved in, 

recognize this fact. Your customer or your client or your patient is not 

buying a product. They are not buying a service, either. What they are 

buying, knowingly or otherwise, is a result, a benefit, an advantage, an 

improvement, a level of protection in their life or their business or 

enjoyment or prestige. The moment you realize that simple distinction, you 

have an enormous advantage over your competitors who don't realize. 
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Now in my experience, that usually means about 95% of all the businesses 

or colleagues you compete against. But some of them might know this. Most 

of them who do realize it don't begin to take it to its fullest application. You 

have a double advantage. This very moment now you realize what 95% of 

your competitors probably don't realize, and by the time you complete this 

program you will have applied this simple understanding at such a high level 

that your customers or clients will have no choice but deal with you because 

they'll see self servingly that you offer them a greater benefit or advantage 

than any other company or professional they are likely to do business with. 

 

Now I hope you're starting to see the method, so to speak, behind my 

madness, the reason I ask you to answer these questions in the survey. I 

think it's worthwhile at this point for you to stop this tape and go back and 

review all the other answers we didn't talk about in the light of what I've 

shown you. Think about the implications and the possibilities and the instant 

opportunities those answers make possible for you, and then we'll continue. 

Stop the tape now. 

 

Now that we've taken a closer look at the answers to these questions and the 

implications those answers hold for you and your business or professional 

practice, I think you're better prepared to take fullest advantage of the 

opportunities and options that have always been available to you but you've 

never really understood, within the range of these three ways you've got to 

grow your business or professional practice. So we're going to return to that 

now. We're going to go really deeply into each area and explore and identify 

and examine all the options and opportunities you have available to you 

within each category, and then we're going to help you identify the most 
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powerful and preferred options you should be using first in your specific 

business or professional practice operations or activities. 

 

So let's start out by quickly reviewing what those three ways to grow a 

business or professional practice are, once again. You'll remember: Number 

1. You can increase your number of customers or clients. Number 2. You 

can increase your average transaction value, that's the size of the sale or the 

transaction you do each time with a customer. Number 3. You can increase 

your frequency of purchase, getting customers to buy more often, more 

things from you. Okay, you have those three ways. 

 

Before we go into these in detail, you need to first recognize a very critical 

fact. Every industry you could look at, and that includes your own, basically 

depends on one primary method or way to generate almost all their 

customers or clients. But you don't have to be limited. There is no law that 

restricts your ability to only one method, particularly one method which is 

less effective than other alternatives you have available. What we're going to 

do now is identify, explore and examine the entire scope of opportunities 

and options you have available to you and your business within each 

category of those three ways to grow a business or professional practice. 

 

Let's look at the first of the three ways. Increasing your number of customers 

or  clients. This is the most obvious way for most people, but it isn't 

necessarily the easiest. But it's the approach almost everyone turns to when 

they have the need or desire to grow any kind of enterprise. 

 

To expand your vision, your awareness of what's possible, let's look at the 
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basic methods I recommend and see which ones offer you a multiplied result 

over the method you're currently using. Then, at the close of this session, I'll 

give you some very specific guidelines for getting started. So now, here are 

12 ways you can increase the number of customers, leads, prospects or 

inquiries you generate. The first is referral systems. Getting your customers 

or clients to recommend and encourage other people they associate with to 

seek out your products or services. In order to help you appreciate the power 

and opportunity that referral systems offer to your business or practice, I 

want to take you back to an experience you had and enjoyed in your own 

business or personal life.  

 

Can you remember how much you enjoyed sharing a great value, or 

experience, or company, or product, or service, or professional that you were 

dealing with, with someone in your life who was important to you, a friend, 

a colleague, a coworker, an employee, an employer, a relative, a neighbor? 

Remember how great you felt when they called you up and told you how 

happy and appreciative they were that you introduced them to that company 

or to that professional? Well you owe it to your customers or clients to give 

them the same opportunity with respect to your products or services. It does 

three very powerful things for you, for them and for the people they will 

refer to you. 

 

First of all, it helps them better appreciate the advantage, result, benefit and 

value they derive each and every time they buy or transact business with 

your company or practice. And that's important because it connects them and 

bonds them much tighter to you and your company. 

 



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

 20 

Number two, it gives them an opportunity to give back to you in a 

reciprocating way the appreciation they feel for the protection, the 

advantage, the pleasure, the benefit, the qualitative superiority they feel they 

get from the product or service you provide them with.  

 

Third, it gives them the opportunity to protect or improve, or enrich the life 

of someone or someones, plural, and it's not uncommon when you do this 

that you'll get multiple referrals from a customer or client, it gives them this 

opportunity to do an incredibly noble and beneficial service to people in 

their lives they care deeply about, because they know when they refer those 

people to your company or your professional practice, they are increasing 

their well being, they are improving the quality of those people's lives. 

 

What I want you to understand is that the key ingredient in making referral 

systems work is that your customer or client must understand and appreciate 

the value and benefit they receive from the product or service or purchasing 

transaction they do with your business or practice.  

 

Now as you listen to this, you might be asking yourself some pretty serious 

questions, such as: Am I getting the best possible value or benefit or 

advantage I humanly can to my customer or client? Do I genuinely care 

about my customers and clients' best interests and needs and desires at the 

level I should or could? Am I extending myself and every filament of my 

being and my company and my staff and my services to those customers? 

Am I genuinely thinking about their interest always above my own? 

Because, it is all about them, not you. We'll get into this issue and area over 

and over and over again throughout these sessions, but this is one of the 
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most critical and the most powerful distinctions you'll make in the six weeks 

we spend together. It's all about them, not you. 

 

Anyhow, I'm bringing this up to introduce you to the enormous force and 

power you will harness when you realize how much more effective 

everything you do in your business will be when you start focusing all your 

thoughts and all your actions on what's going to be in the best interest of the 

customer or client, not yourself or your company. Now you may already be 

doing that, to some extent, and if you are, I commend you. But this session is 

about getting you to a much higher level, multiplying many times over the 

effectiveness, the profitability and the impact of everything you do. And 

everything you do from this day forward, will be much more effective the 

moment you shift your focus and attention and interest from yourself and 

your business to the needs and desires of your customers or clients. 

 

Referral systems are surprisingly easy to set up and require very little extra 

effort, cost or time. They represent the most immediate source of increased 

customers you have available in your business or practice. 

 

Now I want to introduce to you a client of mine from Australia, named 

Paddy Lund. He is a dentist. A truly unique man. And his approach to 

referral systems has transformed the thinking and positioning of over 2000 

business owners and professionals I've worked with around the world. 

 

Now in Australia, the average dentist works 60 hours a week and makes 

about $60,000 a year, Australian, which is only about $45,000 U.S. So they 

work very, very hard and make very, very little. Paddy Lund is totally 
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different. He works 23 hours a week, max, and averages making 

approximately $400,000 a year, Australian, and he has more fun and 

enjoyment then any dental professional I've ever met. As you listen to this 

interview, recognize that it's not about dental practices, it's about you and 

your business or your practice. Now let's listen very closely. 

 

PL I only take people by referral. And the way that I started doing that was 

initially by asking people for referral, and that was fairly scary, to say to 

somebody, would you ask one of the ... 

 

Jay It was awkward too, wasn't it? 

 

PL It's awkward, it's scary, it's intimidating and makes you feel a little small 

somehow. And then somewhere, and I'm sure somebody gave me the idea, 

but I can't remember who, but thank you whoever gave it to me, somebody 

said, or some little Pat O'Brien said, what about if you tell people that I'd 

better refer people to you. 

 

Jay What if you make that a condition of doing business with you is what you're 

saying. 

PL Yeah, when someone becomes a client of mine, I sit them down and I say, 

hey, before you can become a client of mine, we have this little bargain that 

I would like to run past you and one part of the bargain is that I owe an 

awful lot of things to you because you've decided to become a client of 

mine. And the other part of it is, because you've become a client of mine, 

you owe me some things, and one of the things that you owe me is to refer to 

me two people of comparable quality to yourself and ... 
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Jay Because he's raising them to a height of acknowledgment, their specialty. 

They're not the norm. His clients are a special elite breed. Right? 

 

PL They are special because they've been referred by other clients of mine. 

 

Jay Similar to them. 

 

PL Yeah, similar to them, of comparable quality to them. So I say, I require you 

that you do this before you join the practice. And when I first said that, I 

thought, it's a bit scary, I'll probably get 50% and that's pretty good. And in 

actual fact the common response is, can I only refer you two people? Which 

I thought was an interesting response. 

 

Jay Why do you think? Do you think they responded that way because they 

don't know the rules and if you tell them these are the rules and you lead 

them, they would say ... 

 

PL I try and destroy their concepts of what it means to be in my particular 

business ... 

 

Jay Tell everybody how you do that. 

 

PL Well, whenever we run a business, we tend to copy the other people that run 

the same sort of business. 

 

Jay Why? 
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PL Because this is just the way it is we do it in ... 

 

Jay There's no reason for it, though, is there? 

 

PL I don't think so. But we act as if there is a law like that in Australia. We act 

as if  we have to run our business exactly the same as everybody else has run 

their business. But we don't and nothing happens awfully if we don't run our 

business in the same way. So I decided to destroy people's paradigms by 

changing my way of business. And one of the things that I did was I locked 

my front door so that people couldn't get in. And that makes it a little 

different. Does it make it different? Yeah. 

 

Jay Do they have to ring a buzzer? 

 

PL You got to ring the bell. And there's a little sign on the door that says, 

"Thank you for calling, we're inside, but we can't do much unless you've 

been referred by someone who's already a client of ours. So if you've been 

referred or you're a client of ours, please ring the bell. Otherwise, if you 

have a major problem, we'll try and find somebody who will help you, but 

we won't help you ..... Yes, it does. Yeah. If you ... yourself to be exclusive, 

people tend to want to get it. It's really weird, isn't? That's part of it. Yeah. 

 

Jay I think you've made the point I want, but let me put an add-on on it and you 

can be a vivid illustration. I submit to you that if you don't reveal yourself, 

nobody will. Don't you think, Paddy? 
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PL Oh absolutely. 

 

Jay But when you do and you don't do it, you got to do it with finesse and you 

got to do it with education. You got to do it nurturing way. They can't 

respect you if you don't give them a basis for that, can they? 

 

PL No. If we don't love ourselves, it's hard for other people to love us. Is that 

okay? 

 

Jay That was great. Thanks, Paddy. 

 

That was quite a powerful interview, don't you agree? 

 

Before I introduce you to a few other ways my clients have used referrals, I 

want to make certain you grasp the full impact of what I think Paddy Lund 

has to teach you. Number one, it's look at your customers or clients as dear 

and valued friends. Treat them with the concern and respect for their well-

being and importance that you would have for any other valued friend. 

Number two, respect and revere the value and the benefit and the impact 

what you do or what you sell or the service you render has on the life of that 

customer or client you deal with. Third, hold yourself and your business or 

practice to the highest possible level of performance in behalf of your 

customer or client's best interest. 

 

End of side 
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Okay. Now let's look at some other ways clients of mine have successfully 

developed referral systems. 

 

I have a client who is a public speaker. 90% of his business is referral 

generated. He speaks for all kinds of groups and associations. He has found 

that the best way for him to continuously generate referrals is for him to 

keep himself constantly in the mind and awareness of his customers. In order 

to do that, he has a very comprehensive listing of all the issues and interests 

his customers have and he continually finds and sends to those customers 

valuable and important information, books, articles, reports, tapes, 

interviews, video recordings on subjects of keen interest to them. They don't 

just receive Christmas cards and birthday cards, although they do get all of 

those. Each one has a very specific and personalized reference to that 

customer of something they're interested in. 

 

His strategy is very simple. He understands that if he thinks about the 

interest and needs and well-being of his past customers at a higher and more 

continuous level than anybody else in their lives, he's going to constantly be 

at the top of their awareness. So when they're with people, when they're 

socializing, when they're playing golf, when they're having dinner with 

friends or colleagues, if the opportunity ever presents itself and someone 

ever mentions or discusses any area where my client has any suitability, his 

customers are automatically predisposed to introduce my client to anybody 

that's in earshot. 
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They can't help it because my client is constantly in their minds. He's always 

thinking about them. If they're interested in exercise, he sends them exercise 

articles in books and videos. If they're interested in sports, he sends them 

anything he can find that's useful and valuable, not filler. The key to this 

whole process is not just going through the motion, it's being connected to 

your customer and sending them information that has genuine value 

constantly. Do that and nothing else and you can't help but get all kinds of 

referrals because you'll be the most valuable and the most thought-about 

person in your customer or client's mind. So that's the way that person built 

his referral system. 

 

Another person, Alex, is a tax preparer. He does his very simply. Every year 

he contacts every one of his clients and he tells them that if they will send 

him two referrals who will have him do their tax returns for them, Alex will 

give the referring client a 50% discount this year on their tax service. I guess 

you would say enlightened self-interest is his referral secret, but he's grown 

his business three-times over since he's started this referral system and his 

clients love him for doing it. 

 

I have another client who found that in his business, a product business, his 

customers were so happy, almost elated, at the time of purchase with the 

decision he made that they were only too happy when he asked them to give 

him two or three referrals right there on the spot. He would just give them a 

form and say who else do you know who'd like to have this benefit? Who 

else do you know who could utilize and enjoy the benefits and advantages of 

the product you just bought? Then he would guide them gently to help them 

recognize and remember who, in fact, they did know, in their personal life, 
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in their business, in their neighborhood who would, in fact, really appreciate 

or benefit from the same  product? It was no effort to get these very elated 

customers to sit down right there and give him the name, the address, the 

phone number, and to allow my client to use their name to encourage the 

referrals to buy from him. Not a hard process to do if you do it. 

 

Most people don't realize how excited and motivated and confirmed their 

customers and clients are at the point of purchase and how important it is to 

those clients to get confirmation. One of the greatest forms of confirmation 

you can give to a customer or client is the opportunity for them to give the 

same benefit or joy or advantage or protection or result to somebody else in 

their life who is important to them. Anyhow, that's how that client does it. 

 

Another client of mine owns a photography studio and, whenever a customer 

is finished with a photo session and buys their pictures, they are asked by my 

client for referrals of other people they know who might also be interested 

and benefit by having photo sessions for themselves or their family or their 

children. The incentive my client offers for receiving the referral is he will 

give the referring customer one or more large beautiful additional prints. He 

also offers to give the people they refer to him a substantial price advantage 

he does not offer to outside customers, so a significant value is given to the 

referred party by the referring customer, one that is genuinely appreciated by 

all parties concerned. 

 

A simple process: win-win-win. Easy to do. Ifs added 40% a year to my 

customer's bottom line. It takes no extra time. It's just a few words you say 

differently at the point of purchase, and the difference is a 40% increase in 
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sales and profits for him. What could it be for you in your business or 

practice? 

 

The important point is that your business or practice absolutely can utilize 

referral systems to immediately increase the number of customers and the 

corresponding amount of profit you do every single day for the rest of your 

business life. And it's so easy and simple and it costs you nothing more than 

a shift in your thinking and a slight modification in the things you do and the 

words you say. 

 

Method number two: Acquiring customers or prospects at a break-even or 

slight loss and making substantial profits on the back-end. This is one of the 

most overlooked and under-utilized methods of customer growth and 

generation you have available to you, but it can't work for you until you first 

recognize a very important fact. If your business or practice is one that has a 

high probability of customers coming back, over and over again, to 

repurchase frequently from you, the same or different products or services, 

you owe it to that business or practice to do everything within your power to 

get customers into the buying stream as quickly and easily as you possibly 

can. 

 

When I work privately with customers in Los Angeles, I put them through a 

process called "Identifying the marginal net worth or life-time value a 

customer has to their business." This is really important to them and it's 

important to you also because until and unless you first identify and 

understand exactly how much combined profit a customer represents to your 

business for the life of that relationship, you can't begin to know how much 
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time, effort and most importantly, expense you can afford to invest to 

acquire that customer or client in the first place. Let me clarify what I mean. 

 

Many, many businesses, and I suspect yours is one, and if it isn't, it will be 

when we get to another area in this session called the Back End, you 

business is such that a substantial amount of the profits your business or 

practice makes results from customers or clients who keep repurchasing 

from you, over and over again-over the months, over the years, over the 

decades. Obviously, all those repurchases put a substantial amount of 

increased profit into your bank account and into your pocket. Very little of 

that profit would be there if you didn't bring those customers or clients into 

your business or practice in the first place. 

 

So the .... not the beginning of the relationship but the continuation and the 

recurring purchases that result from bringing customers into your business or 

practice. I want you now to ask yourself this question: How much would it 

be worth to my business or practice if I could bring in an extra 10 or 110 or a 

1,010 customers this month and every month, and I didn't make a single 

solitary dime on the initial transaction I did with them but I made enormous 

combined profits on all the repeat transactions I did with them over the 

future? So, the concept here is this, we want to give you a method you can 

use, permission, if you will, to acquire as many new customers or clients as 

you possibly can on a break-even or even a small-loss basis so long as your 

business or practice is one that has a considerably high frequency of 

repurchases you can depend on getting from that customer or client. 
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What I want to share with you now are some actual examples and stories of 

how a few really interesting companies increased their customers and profits 

merely by shifting their focus away from trying to make a huge profit on the 

acquisition of a new customer or client and, instead, were content to make 

their real profit on all the repeat purchases that resulted from those new 

customers and clients. The classic example that comes to everybody's mind 

is the record clubs and the tape clubs and the CD clubs. Why would you 

imagine a big, astute company like the Columbia Tape or Record Club or 

The Book of the Month Club would possibly be willing to send you six or 

10 or 12 tapes or CDS or books for six cents or a dollar initially? Do you 

think it's because they really lose money long-term on you? Or, do you think 

it's because they recognize that for every 10 or every 110 people coming in, 

a large number will keep buying over and over and over again in the future 

at full rate? So they want to do everything possible to make it easy 

and attractive to get you started buying and using their service in the first 

place, and they do tens of millions of dollars a year from the people that 

come in on that break-even proposition. 

 

A client of mine in Australia — by now you probably realize I spend a lot of 

time down there because I've got some wonderful entrepreneurs and 

professionals who have done a lot of breakthrough work and have grown 

their businesses mightily by following these same principles and practices 

— but a company down there I've worked with is in the construction 

business. They are really a large firm. They make it a matter of practice that 

the first job they do with any new customer, they do at a break-even to their 

company. And they make certain that the customer knows they're not 

making any money and they're doing it just to demonstrate and prove their 
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ability and their performance. Eighty percent of the people that do the 

first job with them come back over and over and over again, and they do $50 

million (Australian) a year, almost all of which is the result of bringing 

customers in at a break-even initially. 

 

Another client of mine does $6 million a year in air-conditioning and heating 

maintenance repair work and the entire business is based on a very simple 

premise. Two times a year he does a mailing to all his customers and he does 

advertising to the outside market offering a $19.95 tune-up and cleaning 

service for your air-conditioning or heating system. In the winter he, 

obviously, offers to do your heating system; in the summer or springs, he 

offers to do your air-conditioning system. He only charges $19.95 for the 

service. Quite frankly, it costs him about $30.00 to actually perform the 

service.  

 

Why in the world would he lose nearly $10 on every customer who 

responds? Because he has discovered, after analyzing the results of what 

happens when he runs this promotion, that 50% of the people having a 

service done have an immediate additional problem that needs to be repaired 

with their air-conditioning or heating system that results in a minimum of 

$125 additional service charge that is very profitable that occurs right at the 

same time the tune-up is being performed. So he makes profit. Even though 

he loses $10.00 on the initial service, he makes a very handsome profit 

before he ever leaves the home. 
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Number two, he has discovered that half of all the new people having the 

service performed for the first time come back over and over again as 

regular, full-paying repair customers over the years that follow. Half of his 

business, over $2.5 million worth of new customers result from these $19.95 

small-loss based acquisition programs. 

 

Let me share with you one more. A coin company I worked with in the 

Midwest built a $500 million a year investor base by offering people the 

chance to buy the first coins at a break-even. They made no profit. They 

actually lost $10 because they gave every customer buying those coins 

about, $100 at retail value, $10 at manufactured cost, books and reports that 

educated them, that gave them a basis upon which to consider and evaluate 

whether coin investing was right for them. They got 50,000 people the first 

year they did it to buy the coins at a break-even. Of the 50,000 initial 

customers, 10,000 came back and bought $5,000 worth of additional coins 

from that firm within six months at full margin. Of those 10,000 

people, 2000 people came back and bought $10,000 or more additional coins 

from that company at full margin. Of those 2000 people, 500 came back and 

bought at least $50,000 of coins, all before the first year was over, and 

approximately 2000 of those people kept buying over and over, and over 

again. The result was tens of millions of dollars in profit that resulted from 

50 thousand people who were acquired at a slight loss initially. 

 

Method number three for increasing your number of leads, prospects, 

inquiries and customers is guaranteeing purchases through risk reversal. I 

want to remind you again of a very important fact of life I mentioned earlier 

in this session. Any time two people come together to transact business, one 
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person is always asking the other to take on or assume more of the risk than 

they do. If you're asking your customer or client to assume the risk in 

purchasing your product or service, a lot of them won't do it. And a lot of 

your customers won't begin to buy at anywhere close to their capacity to 

purchase because they don't want to take on all that risk. So the key here is 

to recognize that if you can reduce or eliminate altogether the burden of risk 

on the transaction for your customer or client, a lot more people will buy 

from you and they'll buy a lot more and a lot more often. 

 

As you look at guaranteeing purchase and reversing the risk, understand this 

fact. What you're really doing is lowering the hurdle, reducing the barrier of 

entry, making it more advantageous to buy from you than not to buy. 

When I introduce the concept of risk reversal or guaranteeing the purchase 

to most people, they shudder and they're fearful and they say, "Well, I can't 

guarantee the purchase. What happens if everybody I sell to asks for a 

refund?" I calm them down and I remind them as I would like to remind you 

of two very important factors. One, I presume the product or service you sell 

is a quality one. It provides value. It provides a benefit. It creates an 

advantage and a very, very substantial result for the customer or client you 

deal with. Am I right? Of course I'm right or they wouldn't be buying from 

me in the first place. 

 

By guaranteeing the purchase and reversing the risk, you actually help your 

customer or client, appreciate at a far higher level the results and the benefits 

your product or service provides for them than they probably do now. And, 

you cause everyone in your company to raise the standards of performance 

they exert in behalf of those customers and clients. Again, win-win for 
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everybody. 

 

How do you guarantee purchase and reverse risk? There are many different 

ways. The key here is this. If you know your product or service will provide 

an absolute minimum level of result, of advantage, of measurable 

performance for any customer or client who uses it, you have no fear and no 

problem whatsoever stating that performance guaranteed to them. The more 

specific, the more measurable, the more tangible you can make the customer 

or client's expectation of a very specific outcome, the more appealing your 

proposition will always be to them. 

 

Okay. Let me give you a couple of illustrations. You remember when 

Domino's Pizza first started, and if you didn't get a pizza delivered to your 

door in 30 minutes, it was yours free? You knew if you didn't get a hot, 

delicious pizza to your door in 30 minutes, if it came an hour later and it was 

cold, they were the loser and not you. 

 

Do you remember when Federal Express first started? If they didn't get the 

package delivered to your door by 10:30, it was their problem and not 

yours? They paid, you didn't. That's risk reversal. 

 

Did you ever subscribe to a magazine or a newsletter and the reason you 

subscribed was because they gave you a 30 or a 60 or a 90-day no-questions 

asked, 100% money-back guarantee? That's risk reversal. 

 

Before I give you some examples of how my clients have used risk reversal 

to substantially grow their customers, let me remind you of one important 
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fact again. The biggest single reason people don't buy products or services 

from companies and professionals is they don't want to make a mistake. 

They don't want to look dumb. They don't want to mess up. If you can 

eliminate altogether the possibility, not the probability, but the possibility 

that anyone will ever screw up, that anyone will ever look bad, that anyone 

will ever make a mistake that they will suffer for again, people can't help but 

take advantage of your product or service in much bigger numbers. Here's a 

few examples of how it's worked for my clients. 

 

I have a large power equipment company in the south who has built a 

multimillion-dollar business by telling anybody they sell to that they have 

five working days after they take delivery of any large piece of power 

equipment to bring it back for 100% refund, no questions asked. They've had 

three people in the last five years since they've done this ask for a refund, 

which is the negative side, but they've had 300% increase in business, which 

is the positive side. And every piece of equipment that was returned they 

sold almost instantaneously to somebody else again on a no-questions asked, 

five-day money-back basis. 

 

I have an architectural firm I work with that built a thriving practice by 

offering any client who ever engaged them a simple proposition. Any stage 

of the work they did for that client, unless the client agreed it was superior to 

anybody else's work and it would provide them with the exact design and 

structure they needed for their purpose, the service was theirs free, no 

charge. And they don't even ask to be paid or expect to be paid for 60 days 

after they render the service. 
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A car dealer I worked with, and one of the first to ever do this, in Las Vegas 

doubled their business by offering no questions asked two-week, 100% 

money back guarantee on any new or used car purchase that anybody made 

with them. No dealer had ever offered that. They stood out so favorably 

against and amongst every other dealer they competed with in Las Vegas 

that it was no contest. If you were going to buy a car, why in the world 

would you buy a car from a dealer when you might make a mistake and 

regret it a week later, when if you bought a car and regretted it you could 

take it right back to my client dealer and get 100% of your money back, 

cheerfully, no questions asked. 

 

His volume shot up. He did have a small number of people who did bring 

the cars back, but surprisingly, the vast majority didn't want their money 

back, they wanted to trade up to a larger model or more luxurious one and he 

actually made more profit on the people who came back and traded up than 

he did on the initial sales they made to them. 

 

I have a speech-writer client. He's one of the highest-paid speech writers in 

America. His prices start at $35,000 a speech. He works exclusively for 

Fortune 100 companies all across the country. He is the only speech-writer 

in America who absolutely guarantees every speech he writes. In essence, 

when you come to him, he will not do the speech unless the two of you agree 

upon what the specific result you, the client, want from his speech. If you're 

a CEO addressing a group of manufacturers, you want those manufacturers 

to go out and sell your product or buy your product or advocate whatever 

position you got. If you're a sales manager addressing all your sales team, 

you want that team to go out after your speech and really perform. If you're 
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an executive addressing an association, you want the members of that 

association to go out and speak highly about you and your organization and 

start buying your products and services instead of your competitions'. 

Whatever your outcome, the speech writer sits down with you and 

you mutually agree on a minimum acceptable level of results that must occur 

in a minimally acceptable period of time. 

 

Until and unless those two results occur, my client, the speech-writer, 

refuses to be paid. Is it any wonder that he has nearly a two-year waiting list 

of people trying to get him to write for them? 

 

Number four: Host-beneficiary relationships. How would you like to be able 

to tap into millions and millions of dollars of investment that dozens and 

dozens of companies have made over dozens of years or decades in their 

customers and cost you nothing? How would you like to be able to fully 

utilize and tap into hundreds of thousands of dollars or millions of dollars of 

equipment, of real estate, of technical and service people that organizations 

all across the country have invested dearly in? And finally, how would you 

like to take fullest advantage of tens or hundreds of thousands of customers 

all around your marketing area who have an enormously strong loyalty and 

respect for the businesses they are currently dealing with? How would you 

like to get all of those companies and professionals to direct all of their 

customers and clients to start doing business with your company or practice? 

 

Well, you can. And you can do it so easily. Again, the concept here is called 

host-beneficiary relationships, and it's a simple process that's based on 

utilizing existing good will and strong bonded relationships that all sorts of 
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other companies and professionals already have established with people who 

are prime prospects for your product or service? 

 

The question you have to ask yourself is this: Who, in your marketing area-

and I say this because I don't know if you market locally or regionally or 

nationally or internationally-who in your marketing area already has 

established a very tight, a very high-level relationship with the same kind of 

people or businesses you desire to sell to? That means who's already selling 

the customers you want to be reaching or the clients you want to be serving? 

They would be selling them something else, something that either goes 

before, goes along with, or follows the product or service that you would sell 

to people. 

 

The moment you identify who these businesses or professionals are, you're 

almost all the way home. It's that easy. All you have to do is contact those 

companies or those professionals and make it easy and advantageous for 

them to recommend their customers or clients to you. 

 

Why would they be willing to do that? For two reasons. You demonstrate to 

them why it will be in their customers' or clients' best interest because you 

demonstrate to them the level of value and benefit and advantage and result 

that you provide their customers that other competitors don't provide for 

them. And secondly, because you give them some consideration about what 

they want.  

 

Remember, I said earlier, it's all about them. It's never about you. 

 



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

 40 

You ask yourself this question: What do referring companies, what do 

referring professionals, what do host companies want or need? Now there's 

not a single answer to this question because the answer will differ in 

different situations and applications. There are many companies who are 

desperately searching for new profit centers, and they haven't the slightest 

idea of what they should be and how to start one. You are perfectly suited to 

be a joint-venture profit center for them. There are other professionals who 

are very eager to try to grow their practice and they don't know how to. You 

can offer them practice-building assistance in exchange for their 

cooperation, recommendations and referrals. 

 

There are certain situations where you can provide one another with 

reciprocating services. In other words, if they will recommend their 

customers and clients to you, you'll turn around and reciprocate and 

recommend your customers and clients to them. In certain situations where 

professionals are barred by protocol from accepting financial consideration, 

you offer them other intangible considerations they can accept-marketing 

assistance, management assistance, other kinds of products or services. 

 

Anyhow, host-beneficiary relationships are one of the most powerful 

methods you can use to grow your customers or clients. I have personally 

used this single method to more than double the size of customers or clients 

for. over 100 businesses and professional practices. I am absolutely 

confident the same method will work wonders for your business or practice 

also. So, now let me give you a few real-world examples you can relate to as 

you get your mind thinking of how many different ways you can use host 

beneficiary relationships in your business or professional practice. 
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I had an investment firm that did hundreds of millions of dollars of business 

a year by using relationships they established with financial newsletters. 

Why? Because they realized that people who subscribe to financial 

newsletters were obviously people who had a lot of assets they wanted to 

invest. And by getting newsletter publishers and editors to recognize the 

value my financial services client offered to their investor subscribers, it was 

very easy to get them to recommend their services to those subscribers. Tens 

of thousands of investor clients were generated in .a two-year period. 

Millions and millions of dollars of commissions were generated because that 

host-beneficiary relationship was in place. 

 

We engineered a million-dollar profit for one of our clients one time by 

contacting a software firm who specialized in contact-management software. 

Contact management software, by the way, is software that helps sales 

companies, companies who have salespeople, manage the contacts and keep 

communicating on a frequent basis with prospects and clients. It's a very big 

part of the selling system today. We went to the company who sold that 

contact software and got them to recommend to all their software clients that 

they and their companies attend sales-training programs my client provided. 

Thousands of companies attended these seminars paying a $1,000 to $5,000 

apiece, and none of them would have been there if it wasn't for the host 

whose recommendation they trusted and whose direction to action they 

followed.  

 

I've worked with a lot of plastic surgeons who work host-beneficiary 

relationships with cosmetic dentists. Why? Because both sides have patients 
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who are concerned with their appearance and looking better. People who go 

to dentists to have their appearance improved through braces, caps, crowns 

and other cosmetic dentistry are perfect prospects to have other parts of their 

bodies improved cosmetically, and vice versa. People who go to plastic 

surgeons and have their eyes done or their faces lifted or their noses 

improved are perfect prospects to have their teeth cosmetically attended to. 

So they are perfect complements to one another. We have done millions and 

millions of dollars of services just by getting one cosmetic professional to 

recommend a colleague in a different cosmetic profession and back and 

forth. It's very logical. 

 

An attorney we work with generated $3 million worth of fee income one 

year by following my lead and going to a financial institution, in this case a 

savings and loan, and persuading them that it was in their customers' best 

interest to set up trusts for their estate. It was in the bank's best interest to 

help those customers set up trusts because once the trusts were established, 

the bank could then sell to those customers all kind of investments, 

insurance products and other financial instruments to fund those trusts with. 

 

Consequently, the bank had enormous motivation in recommending my 

attorney client to speak for the bank at seminars the bank organized, funded, 

promoted and recommended to all their customers, and which drew 

hundreds and hundreds of people each time the bank promoted them. My 

attorney-client built a 4,000- person client base just through this host-

beneficiary process. 
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Method five: Advertising. You obviously know what advertising is. You see 

it everywhere. Maybe you even do some of it. But the advertising I am 

referring to is highly specialized. Quite frankly, most people waste the bulk 

of the effort and expense they invest in advertising because they use it 

incorrectly. I want to talk a few minutes about how to use advertising totally 

correctly, extremely effectively and in a very targeted and rifled approach 

that can't help but grow your customers or clients many times over. Let's 

look where advertising makes incredibly strategic sense and where it doesn't. 

 

Once again, I believe most companies and professionals advertise 

inefficiently and ineffectively. By inefficiently I mean that most companies I 

look at, and professionals too, are paying to run ads in publications that are 

not being read by sufficiently large enough numbers of the kind of people 

they're trying to reach. Now my example obviously refers to print 

advertising, but the same rules apply to any advertising medium you may 

use. If you run radio advertising, you could easily be using the wrong 

station, the wrong day-part, the wrong time-slot. If you're on television or 

cable television, you could be running on the wrong station, the wrong show, 

the wrong time. So, rule one, you only advertise when what you have to say 

will be heard by a high enough concentration of the people you want to be 

talking to. 

 

Now let's talk about effectiveness. After you have decided you're only going 

to run your advertising if you can reach a high enough concentration of real 

prospects, you want to make the advertising you decide to run produce solid, 

continual results. Whenever you run an advertisement, that advertisement 

must provide the reader or the listener or the viewer with a self-serving 
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advantage. Remember I said earlier, it's all about them, not about you. 

They've got to be certain they are going to receive a pay-off, a benefit, an 

advantage, a profit from reading or listening or watching. Or a pay-off from 

sending in or coming in or calling in. It is essential that you understand there 

are two elements to making your advertising productive and effective. 

 

Element number one is it's got to be about them and their concerns and their 

wellbeing and their advantage, not yours. Number two, you've got to offer 

them enough information and education. And finally, you've got to give 

them some reason why they should contact you or call you or come in or try 

out some product or service you are offering. Unless your advertisement 

combines these two elements, self-serving advantage for the intended 

prospective customer and a reason why they should take the action of 

connecting with you or your business or practice, your advertising will fail. 

Or at best it will be so much less effective than it ought to be. 

 

Let me give you some examples now of how other people have used 

advertising very effectively and efficiently. I have a plastic surgeon client 

who used to run advertising in the Los Angeles Times newspaper. It was 

very expensive, inefficient and ineffective. Number one, he paid for a 

million circulation when only at best a few thousand of those readers could 

possibly be interested in his specific cosmetic surgery. Number two, the 

offer he ran was all about him and how great he was, not how great the 

reader would end up looking or how much more improved their appearance 

or life would be. Number three, he gave them no reason why they should 

contact him. 
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I changed all three of those factors very quickly. Number one, we stopped 

advertising in the Los Angeles Times and instead, started running our ads in 

what's called LA Magazine. Los Angeles Magazine is a specialized magazine 

that is read by a more upwardly mobile, more appearance-conscious and 

more affluent level of reader. Quite literally, over half of those readers are 

exceptionally good prospects for cosmetic surgery. 

 

Number two, we changed the advertisement to be, first and foremost, 

focused on them. It was no longer about how great he was. It was all about 

how great you could be if you had this surgery. 

 

Number three, we offered them a reason why they would benefit from 

contacting us by offering them an invaluable videotape that explained 

answers to the most common questions people typically ask and introduced a 

dozen men and women who had had the actual surgery performed by my 

client who told firsthand what a difference it had made in their lives. That 

simple change tripled the number of patients my plastic surgeon client 

generated, and we cut his advertising expense in half. 

 

A financial service company I worked with had sold a very specialized form 

of expensive financial annuity, used to run ads in the business section of 

daily newspapers. They got very, very meager results. My first action was to 

stop that advertising altogether. My next action was to arrange advertising in 

a number of financial newsletters. These are publications most people would 

never even think to run ads in, but 100% of their readers were prime 

prospects for my client's products and service. 
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The third thing I did was change their advertising totally. Instead of running 

what's called "tombstone ads" (and they're called that because all they are is 

a flat, non-dimensional declaration of a few simple facts, in this case my 

client would say, "Guaranteed Return Annuities, call this number, now 

paying 'blank' percent."), I changed the advertisement totally to focus, guess 

where, on the intended investor on what was their best interest. I showed 

them how the same amount of money they were now investing for 

retirement could produce for them two or three times the income and 

lifestyle when they retired at 65. 

 

And finally, we needed to get them to contact us. So we offered in it an 

incredible report to help them evaluate the advantages, the questions, the 

answers to create for themselves a model of how much more improved their 

retirement life could be if they bought one of our products. To appreciate the 

impact these three simple changes made in the business and the bottom line 

of my client, you should understand, the year before I started working with 

him he spent twice as much money and produced a total of 2, 000 clients for 

his effort from the inefficient and ineffective advertising he had been doing. 

When I started working with him and we stopped running ads in the wrong 

publications and we stopped running ads that didn't induce the reader to 

want to contact us directly, we reduced the advertising expenditure by half 

and produced 50,000 clients the next year, and my client's income was 

multiplied ten times over. 
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I have another client who sells computer-based training. They used to run 

their ads also in daily newspapers and they did a very meager job. They were 

struggling when I met them. By evaluating with a few simple questions who 

and where in the world their intended customer was, it was evident to me to 

move their advertising out of newspapers and into, guess what, computer 

magazines. The moment we did that, every ad he ran increased results three 

times over.  

 

That was before I even changed the content. When we changed the content 

of the ad, we improved results two-times over. Easy little shifts and simple 

little changes in the way you do things and where you do them can improve 

your results many times over. 

 

Finally, I'm going to use myself as a simple example. We used to run 

advertisements for our training programs. We do very expensive, $5,000, 

$15,000, $25,000 week-and week-end long training programs. We ran our 

advertisements in the business section of newspapers. Why? Because we 

thought, erroneously, that a lot of business owners read them. After doing 

that for a month and a half, I realized that the number of real business 

owners who read and responded from the daily newspapers is probably the 

lowest possible level you could reach. 

 

When we changed our advertising and stopped running in newspapers and 

instead started running in Entrepreneur Magazine, Success Magazine, and 

the in-flight magazines on the airplanes (these are the publications most 

likely to be read by the highest concentration of business owners and 

professionals we were targeting to reach) our results shot up almost 15 times 
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over. 

 

Now I think this would be a good time to stop and have you begin to apply 

what you've learned in this session. So far we've covered five very effective 

ways to increase your number of leads, prospects and inquiries, and thereby 

multiply your number of customers. Here they are once again: Number one, 

referral systems; number two, acquiring customers at break-even and 

making a profit on the backend; three, risk reversal; four, host-beneficiary 

relationships; and number five, highly focused and effective advertising. 

 

Now, here's what I'd like you to do over the next three days: Assuming 

you're following the design of this program and you started with me on a 

Monday, this should take you through the end of our first week together. So 

here we go:  

1. The first thing I want you to do for me is go back and listen through this 

session at least one more time. And by the way, this is a great habit to get 

into right from the start and continue throughout the six weeks of the 

program, whether I remind you to or not. As you listen again, please pay 

especially close attention to these first five ways to grow more customers. 

Let the examples inspire you. Think about how you might adapt each 

concept, each strategy to your business or professional practice. Then write 

down your ideas in the space provided in Section Two of your guidebook. I 

know you'll get significantly greater results from this program if you do. 

 

2. Just for fun, let's single out risk reversal because you can try it out and 

apply it so easily, quickly and flexibly in virtually anything you do. No 

matter who you sell to and what you sell: products, service, professional, 
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retail, wholesale, it doesn't matter, you can try out risk reversal right now-

today. When you turn this program off, you can pick up the phone and take 

the next prospect or order, you can knock on somebody' s door or you can 

wait for somebody to walk into your office and try out at least one 

guarantee, better than risk-free guarantee, partial guarantee and see what a 

difference, what an impact, what a multiplied result it has on not only how 

many people say yes, but also the very positive impact it's going to have on 

your bottom line. That's all I got for now. I look forward to getting together 

again with you in Session 3. 

END OF TAPE 2 

 

 


