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SESSION THREE TRANSCRIPTS 

 

Jay Hi, and welcome to Session 3 in the beginning of our second week of how 

to get from where you are to where you want to be. I'm assuming you've 

completed what I asked you to do at the close of our last session and you're 

beginning to get a real taste of what's possible as you continue to apply those first 

five methods for increasing your number of leads, prospects and inquiries. 

 

I'm curious. What happened when you tried out risk reversal? Pretty powerful, 

wasn't it? A lot more people said yes, and they said it with a smile and a respect 

for the fact that you trusted them. They didn't have to trust you. Pretty 

interesting distinction, isn't it? 

 

Let me ask you another question. What kind of ideas did you come up with for 

applying the opportunities in a host-beneficiary relationship? Did you come up 

with some pretty interesting companies who are marketing products and services 

to the exact same type and kind of customers or prospects you wanted to be 

reaching? Did you figure out a way to go to them? Suggest some kind of a joint 

strategic approach, relationship, venture? Did you call anybody? Did you write 

anybody? Did you think about who might be in a position to recommend, endorse 

or feed their customers or prospects or old inactive customers to you? It's a 

powerful concept when you think about it. And that's only the beginning of the 

education in store for you. 

 

Now, let's move on to Method Six, which is direct mail. Direct mail is the 

workhorse tool you have available to grow customers or clients in your business 

or practice. If you can imagine for a moment what it would be like if you could 
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have 1000, 5000, 10,000, 15,000, 20,000 100,000 salespeople working around 

the clock, 24-hour work shifts, calling on prospect after prospect, making the 

most complete and compelling and irresistible sales presentations possible, 

extending every advantage, presenting every benefit of your product or service, 

introducing every advantage your product offers over your competition, 

explaining how and why and where and when a prospect could use your product 

or service to get themselves an incredible result in their life or in their business. 

Imagine what it would be like if you could gain entry to every otherwise 

inaccessible prospect you ever wanted to reach, not just in their offices, but in 

their homes, not just during the business day, but in the evenings, on the 

weekends, on Sundays, on holidays. Well, that's the advantage that direct mail 

offers to your business or practice if you start using it intelligently as a customer 

and client-building tool. 

 

Let me give you a quick summary of how and where and why you can and must 

use direct mail. First of all, let me try to characterize for you how you must look 

at direct mail. It is salesmanship — or saleswomanship — in print. And, as such, 

it affords you the opportunity to take your most powerful sales presentations and 

turn them into a printed message you can deliver on the desk and in the hands and 

into the eyes and minds of all the prospects you ever want to reach. Direct mail 

gives you enormous flexibility, enormous possibilities. It allows you to contact 

people and businesses your normal selling methods will not afford you the chance 

to reach. 

 

For example, let's say your business has one location and you have no salespeople 

out in the field. You are limited to just the people who come to you or see your 

advertising. If I happen to read a magazine or be listening to a radio station or 
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watching a television show, yes, maybe I'll see your message. But if I'm not, you 

don't reach me, unless you identify me, get my name, and send me a letter. 

 

Let's say I inquire, I come into your store but I don't buy. Let's say, I call up for 

information but I don't follow through. Let's say I send away for something but I 

don't buy. You can send me a follow-up letter or a series of progressive follow up 

letters that build the case, that develop my understanding, that create my 

desire, and ultimately transform and convert me from a suspect to a prospect to a 

loyal customer, just by using a few simple procedures. 

 

Direct mail can be used in many situations. One, it's a great way to prospect for 

new customers and clients, either people who come to you or people you can send 

your higher-paid sales professionals out to talk to. Two, it's an incredibly 

powerful means to use to follow up on people you've had initial contact with, 

either in person, by phone, or by letter. Three, it's a powerfully effective way to 

give you access to markets and prospects you could not normally justify 

accessing. When you have a business that can only justify selling, for example, to 

a very large average unit of sales-type customers, direct mail let's you go deeper 

to smaller customers and further to customers outside your direct selling area. It 

gives you enormous flexibility. 

 

And as you'll learn a few sessions from now, you've always had the right to make 

all the rules for how you play the game of business. It couldn't be more evident in 

the way you utilize direct mail. Direct mail offers you so much flexibility, there 

are so many options in the way you can use it. For example, you can use a full-

blown letter along with a brochure and a response card to try to sell your product 

or service, trying to get people to send something back. You can send a little 
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postcard just basically making a statement of what your product or service is and 

trying to get them to call or come in. You can use a tent postcard, which are two 

postcards together connected by perforations. One postcard side makes the 

proposition, the other they tear off and put on that side their name, address, and 

other critical and pertinent information you want to know, and they send it back 

to you. You can do a self-mail or self-contained single proposition, all in one fell 

swoop with no envelope covering it. You can do an elaborate, very richly 

presented, high-profile sales presentation, and anything in between. 

 

Now let me share with you how certain companies that I've worked with have 

used direct mail very successfully to give you a few ideas of the many 

opportunities you have in store for your business or practice. Keep this in mind: 

When you're thinking about using direct mail, you are not limited. Just like 

you're not limited in any other area or method you deal with, but you're definitely 

not limited in how many different ways you can use it at one time. You can use 

direct mail constantly to generate leads, consistently to follow up on prospects 

who call you or come in but don't end up buying. You can use direct mail at the 

same time to penetrate new markets or difficult-to-reach markets. You can do all 

those and so many more. Here's how a few people I've worked with have used 

direct mail specifically in their business activities. 

 

A really inventive-minded client I worked with in Seattle had a medical diagnostic 

laboratory. He sold diagnostic services to physicians all over Washington State. 

When I told him how much more he could be doing by using direct mail, he 

surprised me. He took the easiest, simplest application and parlayed a $500 

investment into $900,000 worth of first-year new customers in business. 
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How did he do it? It's so simple, it's almost funny. He took a new service, a new 

diagnostic service his company came out with, he summarized the service on the 

front of the postcard, and he made a very irresistible offer. Remember break-even 

to acquire a customer that we just talked about. Well, he did that, but he used a 

postcard to communicate his offer. He identified the thousand doctors in his 

marketing area he was not doing business with for that service. He made each one 

of them a very powerful but a very simple offer on the backside of his postcard 

and 60 or 70 responded to his first mailing. A $500 investment generated not 

only $900,000 in sales, but $900,000 in repeat sales that kept growing and 

growing. He remailed that postcard three or four times, he built the business in 

the millions, and he sold the business for an amount of money you cannot believe. 

I am honor-bound not to reveal the specific amount, but it was millions of dollars, 

to a division of Revlon in New York. All because he started reaching his 

prospects through direct mail in the form of simple little postcards. 

 

Give you any ideas? I'm sure you've received more than one offer from a 

magazine to subscribe to it. Those offers are compelling. They give you reasons 

why. They tell you about the articles. They put you in the place of what it will be 

like in your life once and if and after you subscribe, and they make you an 

irresistible offer. They ask you to send back a simple card but send no money 

now. Hurry up, pick up the phone and call an 800 number. I bet you subscribe to 

more than one magazine or publication that way. 

 

Well, the newsletter industry has built a multi-hundred-million-dollar business just 

by using direct mail letters that are sent to prime, targeted investor prospects 

romancing the advantage and the benefits various financial newsletters will offer 

to those investors. Did you ever get one? I bet you have. You've probably 
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subscribed to more than one right now. 

 

A company I worked with in Australia, once again I'm taking you down-under, 

found direct mail to be the most effective selling mechanism they had available to 

them when they were trying to reach secretaries of chief executive officers to sell 

them legal forms. They found out that they could rent lists of secretaries by going 

to certain publications they knew secretaries were the prime subscribers to, and 

they mailed incredible letters that talked one-on-one to that secretary, 

acknowledging the buying power they wielded on behalf of their bosses. They 

made a specific offer that they extended to these secretaries through these letters 

and they used risk reversal to make it irresistibly appealing for the secretaries to 

send for the legal forms for their businesses. 

 

By changing their selling method from field salespeople to very targeted, rifled 

almost, direct mail letters they sent out, they tripled their business and they 

reduced their selling expenses by about 40%. Does that give you any ideas? 

 

I have a client I worked with in the northeast who is the largest, most successful 

single representative in the country for New York Life. He sells more policies 

every year than any other two people combined. He makes millions of dollars and 

he does it all by using highly targeted direct mail letters to business owners around 

New York State. A simple letter offering them a free preview analysis and giving 

them the opportunity to respond discretely without risk and without obligation to 

see how much of a difference certain financial services might make on their future 

and in their retirement years. That simple approach, executed beautifully, has 

created a seven-figure a year income for my client, who never leaves his office. 

Almost all his business is transacted by telephone and overnight mail. 
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I helped a mortgage broker go from making $90,000 a year and spending 90% of 

his time driving all over Los Angeles County to the point where he was able to 

stay in his office 95% of his day and just send out highly placed letters every day 

of every week of every month of every year, letters that went to targeted 

homeowners who were in perfect position to refinance, and he was able to 

generate for himself a $250,000-a-year income without ever knocking on any 

doors, without ever cold calling on any prospects, without ever leaving his office 

except, and this is hilarious, to go to the bank to deposit all the checks he was 

earning. 

 

Let me summarize with a quick blitz of a couple of other ways my clients used 

direct mail very successfully, and a company I wish were my client. First of all, I 

had a very successful software company that used direct mail, targeted to high 

school principals, to generate very, very qualified leads. They were able to sell 

5,000 pieces of educational software. 

 

I worked with a nationally prominent swimming pool company that built a 

massive multi-million dollar business of new swimming pool installations just by 

identifying affluent home owners who did not have swimming pools and, believe 

it or not, it's real easy to find out who they are, and sending them really fun, easy, 

non-threatening, four-color, very, very rich-looking postcards that offered them a 

wonderful benefit and a bonus if they would call up or send the card in just to get 

a review or an examination and a free consultation of how a swimming pool might 

fit into their home and what the resulting cost might be. That simple process 

alone, done strategically and continuously, built a $40 million swimming pool 

installation business. 
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Finally, Dell Computer, who's not my client, built, I believe, a half-billion dollar 

business initially by doing nothing more than direct mailing targeting business 

owners around the country. 

 

The lesson here, simple: If you don't incorporate some application of direct mail 

into your customer-generating or client-building activities, you are denying 

yourself an enormous growth opportunity. 

 

Okay, let's move on. Let's look at Method Seven, which is telemarketing. 

Telemarketing is a powerful and important tool you must incorporate into your 

business-building or practice activities. Why? Because it allows you to penetrate 

areas and contact prospects in ways no other business-building method allows. 

Telemarketing is a tool you can use many different ways. Let's look at a few of 

them. One, you can use it as a method to survey your market to see how your 

business is performing. In the process of doing that, you can generate referrals. 

Two, you can use it effectively to establish, develop and maintain very close, tight 

relationships with prospects and with customers. 

 

You might be saying, "But, Jay, how can I develop an ongoing relationship with a 

prospect? Don't they become a customer?" Well, obviously, that's your 

objective, but you may be one of the many people I work with who has a very 

long selling cycle. You get a prospect, and it may take a long time to nurturously 

convert a prospect in your business or profession from the time they inquire till 

the time they buy. 

 

I have a lot of examples. Many of the professionals, particularly the cosmetic 

surgeons, plastic surgeons, cosmetic dentists, people don't just walk in and decide 
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to spend $5,000 or $10,000 or $20,000. They inquire. They may come for a 

consultation. They may think about it. Telemarketing is an enormously effective 

way to keep advancing and building the relationship and gently leading that 

prospect to a purchasing decision. 

 

You can use telemarketing a lot of other ways, too. Almost without fail, if you 

mail any sales letters to your customer or prospect list and you follow those up 

with telemarketing, you can absolutely expect an improvement in results from a 

low of30% to a high of 1000%. Stated differently, you can get as much as 10 

times increase in sales and results just by calling behind a letter you mail out. 

 

Telemarketing can be that powerful. But ask yourself this question: Did you ever 

get a letter in the mail for an offer that you actually were interested in, but you 

didn't respond? Not because you weren't interested, not because you couldn't 

have benefited, not because it didn't have appeal and attraction, but because either 

you put the letter away and lost it or you weren't ready right then, or you actually 

filled it out or picked up the phone but something else came up and you forgot 

about it and it sort of fell out of your mind? But, when somebody called a little 

later and followed up on that mailing, nurturously, not offensively, remember how 

much you appreciated it? You weren't at all put off. You were quite the 

opposite — you actually appreciated their assistance and their being there to help 

you remember what you had forgotten to take action on and how helpful it was 

that they were able to facilitate the purchase transaction for you. 

 

Well, your customers or clients are probably no different than you are. They get 

diverted. They lose things. They forget to respond. They are interested beyond 

all interests in a lot of the offers and the propositions you make to them in letters, 
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but they don't get around to coming in. They don't get around to calling up. They 

don't get around to mailing something back. You actually do them a fabulous 

service if you have someone in your organization or if you yourself pick up the 

phone and call them to follow up. 

 

And the call does not have to be an aggressive one. It can be an informative one. 

Re-alerting them, verifying that they got the letter, that they understood the 

opportunity, that all the information they might need was there for them. If they 

had any questions, giving them a chance to ask them. Guiding and telling them 

how they can take action if they're so inclined and telling them what kind of risk 

reversal they have protecting them. 

 

That's exciting. And knowing that you can increase the effectiveness of any letter 

you send out by up to ten times just by communicating with the customer, isn't 

that wonderful? 

 

Now let's look at how some of my clients have used telemarketing very 

successfully. I have a software company I work with in Tulsa, Oklahoma. They 

sell very expensive software, $3,000 to $10,000 and higher. They send out 

mailings every month to their target audience. They follow them up with 

telephone calls just to make sure the people they mailed got the letter, understood 

how the software worked, where it offered them the best value, and answered any 

questions they had. They didn't used to do telephone follow-up. 

 

Before I met them, they would do a letter. The letter would pull about three 

times their money, and they made a meager profit. The first year I got them to 

use telemarketing follow-up, their sales jumped 900%. That's a nine-times 
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increase just by following up a letter with a phone call. They found that there 

were dozens and dozens and dozens of people they called every month who had 

gotten their letter, who were interested, but never got around to buying or trying 

it out. They made so much money the first year, they closed down the company 

for two weeks and took every one of their employees to Honolulu for a weeks 

paid vacation-they were that successful. 

 

I have a client in Australia — surprise, surprise — who is the number-one seller of 

drapes and blinds in the entire nation. They sell $40 million worth of draperies — 

a lot of drapes. They use telemarketing to follow up all the inquiries they 

generate. They get 900 inquiries a day, each and every day of the week. Those 

inquiries are sent a booklet that helps people decorate their homes more 

effectively. That booklet answers questions and shows them the multitude of 

different ways they can use blinds and draperies to make their homes more 

attractive. 

 

After the booklet is received, my client calls them up on the phone, answers their 

questions, serves in an advisory role, functions as an interior decorator by 

telephone, and closes 45% of the people they contact. Average order, nearly 

$1,000. Of the approximately $40 million in sales they do, $32 million would not 

be done if they didn't add telephone follow-up after they sent the booklets out. 

 

A car dealer I worked with used telephone follow-up to contact all his customers 

who bought new cars but who did not buy the extended warranty plan. He would 

call them up two weeks later and tell them they were still eligible, retroactively if 

they wanted to add extended warranty to their sales package. They found that 

35% of the people they called took advantage of it. It added enormous profit to 
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the transaction. 

 

A cosmetologist I worked with, who had a very successful specialty practice for 

higher and very affluent people, called referrals all over her state and had women 

flocking in to see her from as far away as 300 miles because she would call them 

up at the request of an existing client of hers, she would talk to them on the 

phone, and ask them questions about how they viewed their appearance, asked 

them what kind of cosmetic questions and problems they suffered, and she'd offer 

them advice that they could do themselves. But, she offered to work with them 

one time free if they wanted to come to her salon. Hundreds of people from miles 

and miles and miles away drove because she was so engaging and authoritative 

and consultative over the telephone. Does this give you any ideas? 

 

You can use telemarketing to find out why people don't buy from you and to 

convert them over. I worked with a chain of expensive leather furniture stores 

around the country, and they found that three-quarters of the people that came 

into their showrooms did not buy initially. Why? Because it's custom furniture, 

it's expensive furniture. It's large furniture. It's extremely dramatic furniture. 

You don't just look at it and say I'll take it. You look at it, you go back, you 

think about it, you measure, and you look at it again. They were spending a 

fortune to bring prospects into their showrooms who did not convert. 

 

I installed a telephone follow-up system that did not just call them one time, but 

called them five times over a six-week period, never trying to sell them, always 

trying to advise them, always trying to help them, always trying to answer 

questions and give them the best reason professional advice possible. The result, 

we added $350,000 a month, not a year but a month, to the bottom line ofthat 
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business just by their helping their prospects make their ultimate decisions more 

intelligently. 

I have another client who uses telemarketing to pre-test advertising approaches 

and new products he's thinking of getting. He'll get a group of his core 

customers, call them up, try different approaches and offer different products and 

see which ones they respond the most to. Those will be the ones he'll use in his 

major promotions. 

 

I have another client who uses telemarketing to offer his higher-level clients, the 

ones who buy the most often, preferential values on products and services he 

doesn't normally offer or sell or stock in his stores. By calling people up and 

prebooking sales, he can make a lot more money because he never has to stock 

any items. He only purchases products after a customer has preauthorized him to 

do so over the telephone, so he doesn't have to put anything in inventory and 

worry about it not selling. 

 

I could go on and on, but are you starting to see how much flexibility 

telemarketing gives you and your business or practice, and how you can adapt 

some of these applications to your own enterprise? 

 

Number eight, and this is one of my absolutely most favorite, special events and 

information nights. It's one of my favorites because it's so much fun and it gives 

you such distinction and it gives you a way to make a connection with your 

customers or clients. The concept behind special events or information nights is 

very simple. You offer a prospect, a targeted, highly qualified person or business 

you feel has an excellent probability of turning into a customer or a client, a 

chance to come to you, either directly to your place of business or to another 
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location offsite, for the purposes of getting an education about your product or 

service and its benefits and results; getting information they don't know about that 

product; getting to meet you and/or your staff or key executives or key team 

members; getting the chance to meet high-level executives or experts in your field 

or your industry who possess knowledge and ability even superior to your own; 

allowing people to come and enjoy a unique entertainment and social experience; 

to bring customers and prospects together and acknowledge them as being 

important to you; and to tap into the existing loyalty and satisfaction your 

customers feel for you and to transfer that feeling to prospects you're endeavoring 

to sell. 

 

Okay, now let me give you a few examples of how clients of mine have actually 

put the concept of special events into very profitable practice. I had a real estate 

developer in Australia who did a multi-million dollar transaction by having a 

special event where he invited key influential people in the community to come 

for an evening and help him and his architects design the ultimate luxury homesite 

development. He got all these very well-heeled, well-known, extremely affluent 

people to collaborate and brainstorm with his architect and designer to come up 

with the ultimate home development. They worked together, not only on the kind 

of lot configuration but the kind of public grounds, parks, golf courses, the kinds 

of guarded areas, the kind of land configurations, hills, lakes, etc. When it was all 

done, half the people who collaborated became first on the list to buy the 

properties for their own residences, and he sold the program out in about 60 days. 

 

I had a BMW dealer who sold an enormous number of brand new BMW 7 40 ILs 

by having a fashion show. He got one of the most prestigious clothing stores in 

our city to host and hold a very, very high-level fashion show at his facility at 
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night and invite all of his past clients, plus all of their upscale clients to come as 

his guests for dinner and hors d' oeuvres and drinks, and he had something like 

600 people attend and something like 35 bought an automobile. 

 

I had a Mercedes dealer that had a special annual golfing outing for his past 

customers. He would get hundreds of people to come. He would reserve the 

most prestigious golf club in his city, which he happened to be a member of, for 

the entire day. It was great fun. It was really exciting to rub shoulders with 

people at this very affluent country club. During the time all the salesmen would 

partner up with different foursomes. He basically would write 30 to 40 pieces of 

business. The average Mercedes runs about $70,000; it was a very profitable 

activity. 

 

I had a plastic surgeon — in fact, I still work with him — who every three months 

holds a major seminar in a major Beverly Hills hotel for people all over Los 

Angeles who are curious to know a lot of things about facial plastic surgery-face 

lifts, eyelids, noses and facial peels. He'll get 200 or 300 people each time to 

come to one of his seminars, and 10% to 12% will tum into plastic surgery 

patients at an average of$6,000 a piece. 

 

I have an attorney who specializes in trusts who holds one seminar every week. 

He averages 60 people who come. He does it through direct mail. The average 

person will sit for 90 minutes. Eighty percent of the attendees end up buying 

some legal services from his firm for an average of$1,000 or more. 

 

I have a retail jewelry store who regularly holds closed-door events only for the 

preferred-pass clients where they'll sell extremely beautiful one-of-a-kind and 
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higher-grade, higher-ticket, expensive pieces of jewelry at very advantageous 

prices by invitation only on a basis that's not available to the outside market. 

They will typically have hors d' oeuvres, drinks, entertainment, prestigious fashion 

shows going on, extremely attractive and very expensive models will be walking 

the store bedecked with all kinds of very expensive and beautiful jewelry, 

diamonds, rubies, emeralds, etc. He always sells at least $100,000 worth of 

jewelry at each one of those events. And because of the experience and the values 

he's become known for offering at these closed-door events, he fills every one of 

them and turns people away. 

 

As a final example, I want to tell you about an incredible store I ran into in 

Australia, in Melbourne. It's a record store but it's unlike any other record store 

you've ever been introduced to. And by sharing with you how they have built their 

business on promotion, I hope it will open your mind to all kinds of 

possibilities you can incorporate in your own business or professional practice. 

I'm going to read to you for a moment a major article that appeared in the most 

prestigious Australian business publication about the success and the uniqueness 

of this enterprise. Hopefully it will stimulate your imagination to a high level. 

Here we go. 

 

"When you walk into Gaslight Music, the name of the store, you are walking into 

much more than a music store. At any one time you could find yourself walking 

into an in-store rock concert, the launch of a new CD, or a shop full of naked 

people. Gaslight Music houses Melbourne's most diverse range of music, 

specializing in CDs, tapes and videos that 'you can't get anywhere else'. But 

when it comes to in-store events, promotion, if you will, Gaslight Music has a 

well-known biannual customer participation calendar which highlights special 
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days, the most famous of which is Nude Day with a free CD given to everyone 

who comes dressed in their birthday suit. Last report had 300 such people jam 

the store. They also featured Shave Your Head Day, Seeing Eye Dog Day, Speed 

Reading Day, Pet Fishes Day, Dancing Business Men Day, Fake Orgasm Day and 

many more. So full is their calendar of events that they have even created a 'No 

Big Deal at Gaslight Today' Day. This has drawn a lot of publicity to the store. 

As an example of virtually an event a day, take a look at what they have in store 

for June, 1994"-and in the article they actually posted the entire month's 

calendar of special promotions for one month. Let me share some of them with 

you. "June 2, Military Personnel Day, 10% off all day long. June 5th, World 

Environment Day, everyone who joins the World Environment Day protest march 

which was held that day gets 10% off their purchase. June 8th, Cole Slaw Day, 

the best cole-slaw made in the store wins a $20 drink card and a double pass to a 

cinema. June 1Oth, Balloon Basketball Day, three double passes to be won. June 

11th, Balloon Soccer Day with one of four CD's being given and one of six T-

shirts being awarded. June 12th, Warwick Capper's birthday, the boy with the 

longest hair and the girl with the shortest hair wins a $20 drink card. June 13th, 

Queen's Birthday, the first four people to sit for ten minutes on the in-store throne 

loo, loo is a bathroom, wearing the Gaslight crown and giving each customer a 

royal wave wins a double pass to the cinema. June 16th, the first person to come 

in at 12:30 and make any kind of hors d'oeuvre for the lunch-time customers for 

twenty minutes wins a double pass to the cinema. June 17th, staring into the 

mirror marathon. Bring your own mirror, dinner for two at the lounge. June 

19th, Poetry Day, 20-dollar book voucher was awarded to the book cave for the 

best two-minute stream of consciousness poem. June 21st, Date to Insinuate, 

scream insinuations at Gaslight staff, the best four win double passes to the 

cinema. June 22nd, Cane Toads were first introduced to Australia in 1935. The 
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first four customers to hop around the store and be a pest for fifteen minutes win 

a double pass to the cinema. June 23rd, the most unusual car double parked 

outside Gaslight today wins a gold pass to the Prince of Wales Hotel. June 24th, 

the first same-sex marriage in the U.S.A. was commemorated, the lucky gay 

couple who are betrothed win a dinner for two. June 25th, World Record Day, 

in-store world record attempts, many prizes, including $50 drink vouchers to the 

Town Hall Hotel. June 28th, Unworthiness Day, the first person to proclaim, I 

am not worthy of a prize wins a Surf Dive and Ski T -shirt. June 30th, 

Lawnmower Day, the first person to bring in a lawnmower and mow the store 

wins a $20 drink card." 

 

Now they've taken promotion to the extreme. But if you do no promotion, if you 

have no special events, if you do no preferred customer acknowledgment, if you 

have no experts, if you do no seminars, you see that somewhere in between is a 

golden opportunity. I've seen so many of my clients build incredible loyalty and 

add tremendous windfall profits and sales to their business mix just by adding 

either a business-based or an entertainment-based event to their marketing 

activities. I strongly urge you to consider doing that more than once a year in 

your business or professional practice also. 

 

Number nine. Using qualified lists. One of the most powerful breakthrough 

methods of growing customers you have available to your business or professional 

practice is the proper use of qualified lists. You may not recognize it, but it's very 

easy to identify specific people or businesses and key decision makers at that 

business who are more likely than not to be your primary target audience for your 

product or service. Most people don't even begin to explore how they can access 

these lists but they are readily available. Let me first tell you some easy ways to 
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identify and acquire these lists, then let me share with you some actual stories of 

how clients of mine have enjoyed enormous successes by incorporating qualified 

list marketing into their business mix. 

 

First of all, where do you go to find the lists? There are a number of sources. 

The first is what's called the Standard Rate and Data Directory of Business Lists. 

There's a company in Skokie, Illinois, called Standard Rate and Data Service 

Publishing. That company regularly publishes every month a huge, approximately 

10-pound, six-inch thick directory. That directory contains approximately 35,000 

listings and descriptions of mailing lists and customer lists and demographic lists 

you can rent for any purpose imaginable. 

 

Say you're in a business and your target market is affluent people ages 50 and 

above in the top geographic sectors of the country. There are probably 25 

different ways you can target those people and 25 different lists you can rent from 

just basically compiled lists where a company goes around the country and 

actually organizes the names, the addresses and even the phone numbers by that 

definition that I've just given or by other factors you know those people tend to 

relate to. 

 

For example, if you know that the affluent people that you are trying to reach tend 

to drive better automobiles-Cadillacs, BMW, Mercedes, Lexus-you can rent 

the names of owners of Cadillac, BMW, Lexus, etc. If you know they tend to 

play tennis or golf, you can rent the list of people who subscribe to tennis and golf 

magazine or people who buy tennis and golf products. And then you can also 

sub-catagorize those people by requesting that they only give you the names of 

those people in certain affluent geographic areas. 
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Let's say you want to reach very highly defined people, maybe computer 

department heads or personnel or human resource managers. The first thing you 

would do is you would get a hold of an SRDS list directory or you can also get a 

hold of list brokers. These are men and women in companies around the country 

who specialize in accessing and organizing and acquiring, for people like yourself, 

mailing lists or lists of names, addresses and phone numbers for telemarketers to 

use. You get the directory, or you contact the broker, you would identify those 

lists which most closely parallel your profile and you'd review the descriptions. 

 

At the same time you'd look under the category called Trade Publications, 

because almost every business category you're trying to reach, for example, 

human resource manager, transportation manager, financial officer, etc., etc. has a 

trade magazine or a trade newsletter or an association they are a member of or 

they subscribe to, and all of those organizations make their list of members or 

subscribers available for rental or purchase. 

 

But there are other ways to reach these people. You ask yourself what other 

things do I know about them? What else do they buy? What else do they do? 

What other organizations are they members of? What other lifestyles or business 

activities do they engage in that allow me to identify them from another point of 

view? And you start looking at other known factors that will let you access that 

market differently. 

 

For example, if a chief financial officer also tends to be the managing director of 

the company's pension and profit-sharing plan, then you might rent a list of 

pension and profit-sharing plans and get them to furnish you with the managers or 
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with the trustees. If you're a professional, and let's say you want to reach people 

for elective type surgery-and I'll use plastic surgeons, because I do a lot of work 

with them-rent the subscribers of the more affluent type of publications in your 

city. In Los Angeles we rent the subscribers to Los Angeles magazine or 

Architectural Digest. Or we rent people who buy certain kinds of vanity-based 

products or services by mail. Or people who tend to own certain kinds of upscale 

status-representative items, automobiles, jewelry, homes because they are a far 

greater prospect than other people. 

 

So what I want you to do right now as you're thinking about how qualified 

mailing lists can transform your business, marketing and selling effectiveness is 

start making a list of answers to this question: What critical factors do I know 

about the buying habits, the business activities in the area of business or personal 

interests of my customers and prospects? And start making a list. And then once 

you've got that list established, start looking through the Standard Rate and Data 

Service Directory or contacting list brokers. And you can find good ones listed in 

almost every Yellow Pages in America. And if you can't do that, you can go to 

the Standard Rate and Data Service Directory and see in the front a listing of 

about 70 different lists brokers you can choose from. If you don't want to go to 

the trouble of getting the directory, you can call the Direct Mail Marketing 

Association of America, I think their offices are in New York and also in 

Washington D.C., and you can ask them to recommend to you three or four 

reputable list brokers you can confer with. 

 

There is another very different approach to accessing qualified customer list and 

one that many of my clients use but no one else that I've ever talked to seems to 

understand. Simply put, all you have to do ask yourself this question: The kind of 
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customer or client I want to deal with, who else are they buying from before they 

would typically buy my type of product or service? What other products or 

services go along with my product or service? What do they buy after they buy 

my product or service? 

 

When you identify the answers to those three questions usually you'll come up 

with a generic answer. In other words, a type of a product, a type of a service. 

Then all you have to do is take those answers and identify specific names and 

addresses and phone numbers of the companies who are providing those kinds of 

products and services, and most of those companies will not be direct competition 

to you. 

 

Then all you have to do is call and contact the owners or the highest-level 

decision makers at those companies and work out some kind of arrangement 

where those companies share with you, for some kind of a share of the profits or 

fee, the names of their customers and their prospects. And don't be at all 

unwilling to receive names of unconverted prospects they have not yet sold 

because the names they furnish you will be one of the highest-valued prospect 

listsyou'll ever get your hands on. 

 

I have a very aggressive son who is a salesperson. He used to work for one of the 

nation's foremost copier companies. I really don't want to reveal their name but 

they are somebody you'd know and respect. He had a territory in southern 

California he worked in, but the way he worked his territory was so inefficient and 

unproductive I felt compelled to help him. I sat down with him and pointed out 

that from my point of view here's how he was working his territory, and I want to 

share this with you because there's a high possibility that you can benefit from 



How to Get From Where You are to Where You Want to Be – Transcript 

 

 23 

what I'm about to say. 

 

In essence, what my son was doing was taking every suspect in his territory and 

treating them all as being equally important. By that I mean he would just take a 

section of his territory and from morning until night call cold on office after office 

after office and store after store after store almost indiscriminately. His results 

were at best, mediocre. 

 

I sat him down and I said, let me ask you this curious question. Does your 

company have information or data that would tell you what kind of industries or 

businesses or professions tend to be higher than normal prospects for copiers? In 

other words, there must be certain kinds of businesses or professional practices 

that have about ten times the probability of needing one or more copiers or going 

through copiers faster and more frequently than others. He said, well probably. 

And I said why don't you go back to your company and ask them for that data? 

End of side 
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Jay He did. He came back to me, it became evident to me that there were about ten 

industries that were, on average, ten times better at being prospects than all the 

rest. And I said, well, it seems to me that we ought to, first of all, isolate who 

those primary prospects are, get a list of who and where those kinds of companies 

are in your territory and call on them first before you call on the less likely 

prospects. He immediately agreed, of course. We got a list, a qualified mailing 

list of the names, the addresses, the phone numbers and the key decision makers 

at those businesses. He was able to call ahead, make appointments, organize his 

day so he had the most productivity, the most efficiency, and guess what? He 

started working about half the hours and his commissions tripled. Why? Because 

he used his time and his efforts more effectively and efficiently. That's what 

happens when you identify and use qualified mailing lists. And when I say 

mailing lists, it's not limited just to mailing. You can use the mailing list for 

calling ahead, for telemarketing, for calling after a mailing. 

 

With that said, let me give you some other examples of how clients of mine have 

been very successful using qualified mailing lists in their businesses and practices. 

I have a client who's become the foremost real estate work-out attorney on the 

west coast. Let me tell you what a work -out attorney does. He works with either 

the owners of the property or the financial institutions who end up taking 

properties back when people go bankrupt or go into foreclosure. And he works 

with both sides or with one or the other side helping them make the transaction 

work. Whatever "work" means for them. 

 

Anyhow, this attorney decided about two years ago that he was going to become 
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the foremost authority in an emerging field. No one really had a lot of expertise, 

including himself, but he decided that he was going to position himself as being 

the foremost authority, so he acquired a number of lists of financial institution 

work-out specialists-these are the men and women who run the work-out 

departments at banks, at S&L's, at insurance companies who made these huge 

multimillion and hundred-million dollar loans to hotels, to apartment complexes, 

and ended up getting those properties back when they went into foreclosure. And 

he approached them very systematically by mailing to them an offer every month 

of coming to an event he conducted on their specific situation: Either hotel 

workouts, apartment work -outs or shopping center work -outs. And he sent them 

information. And he sent them ideas. And he sent them each and every month a 

mailing designed to give them information that no one else had provided and to 

establish clearly and inarguably his distinction as the pre-eminent specialist. 

 

When he started two years ago, he didn't even know that much about it, but he 

learned as he went. He picked somebody' s mind, he turned it into an article. He'd 

send the article to his list of qualified target prospects. Make a long story short, 

today his firm is generating millions and millions and millions of dollars in fee 

income just because he identified the key decision makers at I ,200 prime financial 

institutions and mailed them a valuable and informative letter each and every 

month for two years. A nominal investment of about $600 meager dollars a 

month has turned into over $10 million worth of fee income a year to his firm. 

 

Now if you think that's the high end, let me go to the other end. I had a 

chiropractor for whom we targeted the fifty primary personal injury attorneys in 

his marketing area, and every month for the next year we sent a letter to everyone 

of those attorneys telling them about what my client chiropractor specialized in, 
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telling about cases he worked on, suggesting ways the attorney might be more 

effective in court trials they were doing and in suits they were filing. Within a 

matter of nine months, my chiropractic client picked up fifteen of those fifty 

attorneys as clients, and his practice tripled. 

 

I had an architect in Australia who specialized on redesigning retail store fronts. I 

had her target all the owners of every major chain of retail stores in Australia. 

There were approximately 100. Every month for the next year her job was to 

write them a letter sharing with them her insights on how to make retail stores 

more attractive, how to keep customers in those stores for a longer period of 

time, how to make the stores more inviting, and how to psychologically make the 

customers more comfortable and more attached to the store and their offering. 

After mailing that target list for not quite one year, my client added ten big chains 

to her clientele, and it added over a million dollars a year in additional design fees 

to their practice revenues. 

 

I have a physical therapist who built the second most successful physical therapy 

practice in all of southern California through a simple process that began by first 

identifying the 1,200 primary perspective physicians and chiropractors in all of 

their marketing area who are most likely to be in a position to have the right kind 

of patients and the right kind of motivation and the right kind of maladies to refer 

physical therapy patients to my client. We then took that prospect list and 

systematically mailed them and called and mailed them and called over a period 

of approximately a year. They picked up over 400 of those 1,200 physicians and 

chiropractors as referring clients and the list keeps growing and growing. And lest 

you think this only works for professionals, let me end this section with 

one business-to-business example. I had another client who sold legal forms 
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business-to-business. They found when they identified the names of executive 

secretaries to the upper-level senior executives-executive vice president, 

president, chairman-and they targeted these secretaries instead of targeting the 

executives themselves, their sales doubled. How did they do it? They got a list of 

subscribers to a key executive secretary trade publication and they mailed those 

people a letter, and they followed it up with a phone call. That one change, 

instead of mailing a letter just to executives, changing their strategy and mailing 

now to the secretaries of those executives, doubled the response from the same 

effort. 

 

How many different ways can you use qualified mailing lists to improve the 

effectiveness and multiply the results and successes in your business or 

professional practice? I think a lot. 

 

Now before we go on to number ten, let's take a look at what's really going on 

here for a moment. You remember in our first session together I promised you'd 

learn how to simplify your life, multiply your profits, and have far more fun 

growing your business or professional practice. Look on the cover, you'll see 

that's the subtitle of the program. And we're not even through the first of the 

three ways to grow your business or professional practice, and yet, we've 

introduced you to more powerful and workable ways to immediately improve the 

effectiveness and multiply the results and corresponding profits of everything you 

do, whether you are a business owner or whether you are a professional. It gets 

pretty exciting, doesn't it? And it's easier and more logical than you ever 

dreamed possible. But this is just the beginning. It's going to get even easier, 

even more enjoyable and far more exciting. 
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And again, let me remind you: don't try to absorb all this at one time. What I'm 

doing right now is introducing you to all the options and possibilities and 

opportunities you've always had available to you to grow that business or 

professional practice. At the end of this session I'll give you guidelines on how to 

take fullest advantage of what you've learned about the first of the three ways to 

grow your business. And we're going to do the very same thing after we've 

talked about the other two ways to grow your business or professional practice. 

 

Then in future sessions we're going to tie all those three ways together into what I 

call your optimal business strategy and we'll explain how to apply and how to 

simplify it at a much higher level. But for right now, let's return to the 12 ways 

you can increase your number of customers, inquiries, prospects or leads. And 

let's look at number ten. USP. 

 

USP is an abbreviation that stands for unique selling proposition. In a nutshell 

what that means is this. Your company or your practice has to offer your 

customer or prospective client a unique and a distinctive benefit or advantage 

above and beyond that of your competitor or they have no motivation to do 

business with you instead of the competitor.  

 

Let me make a very important point to you at this juncture. Our goal together is 

to make your business distinctive, positively distinctive. To get your prospective 

customers and clients to see your business or professional practice as offering 

them a superior benefit or advantage that no other competitor offers them, 

something very valuable, very desirable, very important, very precious and 

meaningful to them that's not available to them anywhere else. This is the essence 

of what a unique selling proposition is all about. 
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When I go to cocktail parties and social gatherings I get into a lot of 

conversations with business owners and professionals. I ask them a simple 

question. Can you tell me why your customers or clients buy from you instead of 

your competitors? Most of them really don't know the answer. 

 

If you don't know the answer that means one of two things. Either: a) you offer a 

customer or client a unique set of advantages or benefits, but you've never 

identified it yourself so you're not clear on it; or b) you offer that customer or 

client no unique advantage or result and you're just lucky as heck that you have 

the business in the first place. There's no basis upon which you're keeping it. 

 

Anytime your competition wants to offer your customer or client an advantage 

you don't, they can take that customer or client away from you. 

 

I want to help you determine the most powerful benefit or advantage you can 

possibly offer an existing customer or client and any future customer or client you 

ever appealed to so it will be totally irrational for them to choose anyone but your 

company or practice to deal with in the future. And here's how you do that. You 

identify what advantage, benefit, result or protection your customer or client 

wants the most. You identify what they're not getting from anyone else they 

could be dealing with and perhaps what they're not even currently getting from 

dealing with you. And then you offer it to them. And you just don't offer it to 

them subtlety, you incorporate the fact that you are now offering them this unique 

advantage or benefit in everything you say and everything you do. Let me give 

you some real-world examples that you can easily relate to. 
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Let's start with two that I mentioned when we were reviewing your questionnaire 

in session two. The first was Federal Express, who started by saying, "When it 

absolutely, positively has to be there overnight." That was their USP. When Fed 

Ex started using that USP, shipping companies were not delivering packages 

overnight. They weren't even guaranteeing when a package would be delivered. 

They offered customers a unique advantage, certainty that the package they 

needed to ship would be delivered at the doorstep of their intended recipient by 

10:30 a.m. the next day, absolutely guaranteed, period. 

 

I also mentioned Domino's Pizza. What did they offer? Hot, juicy, delicious 

pizza delivered to your door in thirty minutes or less or it's yours absolutely free. 

Back when they started no company was delivering pizza in a half-hour 

guaranteed. Few companies delivered pizza that was hot and absolutely if the 

pizza was delivered late and cold you lived with it, you owned it. There was no 

protection or guarantee or risk reversal attached. But Domino's was the first and 

the only company to do that when they started, and guess what? That was so 

distinctive they virtually owned the market for years and years. 

 

When Avis was struggling to come up with a marketing approach that would gain 

them the market advantage that they desired, they needed a unique selling 

proposition that was very powerful. After all, Hertz was heads above them in size 

and in market share. 

 

What did they do? They came up with the USP, "We're number two. We try 

harder." And they demonstrated that by extending themselves, by working 

harder, by giving better rates, by being more cordial and courteous. And they 

made incredible progress and growth because of that USP. 
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Nordstrom built their department store success through one basic unique selling 

proposition. If you have any problem, for any reason, at any time in the future, 

bring it back for a no-questions-asked, 100% money-back refund any time in the 

future. Any time in the future. Not in three days, not in seven days, not in thirty 

days; if a year later you're dissatisfied; if five years later you're dissatisfied-it's 

no problem. 

 

Howard Ruff built a $20 million newsletter empire back in the '80s by putting 

himself in a unique and a distinctive position in his marketplace. Most of the 

other financial advisors took the position that they were big-time Wall Street pros 

and they were trying to appeal only to the affluent investors. Howard took the 

opposite approach. He said, "I am the financial advisor to the middle class and I 

want to protect your interests at a different level. I know how hard you work to 

make a dollar. I know how important it is that you don't lose it. I know how 

critical your retirement moneys are to you. I respect and I approach your situation 

differently than anybody else." That USP rang so true that hundreds of 

thousands of middle-class investors flocked to him. 

 

Paddy Lund, the dentist we talked about and whose interview I played for you, 

distinguished himself by having a dental practice that was different than any other 

dental practice in all of Australia. He locked his front door. He took out, he 

absolutely removed the conventional waiting room and replaced it with a series of 

what are called salons. Basically they are a bunch of booths like in a restaurant. 

He had tables there. He got a full-time chef. When you walked in you could 

always smell the aroma of rolls being baked and of gourmet food being cooked. 

Before he'd ever go into his examination room and work on their mouth, he 
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would sit down with them and talk to them in a very familial and friendly way and 

have a cup of tea and a crumpet or a biscuit or breakfast roll or bread with them. 

He changed the entire image of what a dental relationship was. 

 

You've got to ask yourself this question: What superior benefit or advantage or 

improved result am I or is my business or practice in a position to give to my 

customer? 

 

Here's another question: What superior benefit or advantage or result am I 

already actually providing or supplying my customer or client with that is so 

subtle that they aren't even aware of it, and I'm doing myself and them a supreme 

disservice because they are not even aware of it? I'm not making it known. They 

don't even appreciate it. I'm not getting credit for it. Neither of us is benefiting 

fully. 

 

Your goal is to identify and telegraph to every customer or prospect or client you 

ever deal with from this point forward. That they can expect to receive on an 

ongoing basis a unique benefit or advantage by doing business with your firm or 

your practice instead of your competitors. 

 

We'll revisit USP later in this program as we start putting together your optimal 

business strategy, but right now I want you to focus on what you either are doing 

that your customer or client is unaware of or what you can start doing for that 

customer or client that provides them with a unique, distinctive and superior 

benefit or advantage or result over any other business or professional they could 

choose to do business with. 
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Method eleven: Increasing the perceived value of your product or service through 

better customer or client education. This is so disarmingly obvious that it's 

amazing more companies and professionals don't utilize this. All you have to do 

is recognize that the more people understand and appreciate why and how a 

product or service can benefit or improve or protect their life or their business, the 

more they desire it and the more closely they get connected to the person who 

educates them to this fact. 

 

In many cases you can even think of this as an elaboration of your USP. 

Whatever business or profession you're in, I guarantee you of one thing-your 

customers or your clients don't begin to understand everything you know about 

that business or that profession. They don't understand how it benefits them, they 

don't understand all the implications, they don't understand all the opportunities, 

they don't understand all the ways to avoid problems. They don't understand the 

many opportunities available to them to multiply the benefits they are already 

getting from the utilization of your product or service. You have an opportunity 

and an obligation to educate and inform them at a far deeper and higher level than 

anyone else does. Why? Because the more people understand something, the 

more comfortable they are with it and the more desirous they are of having it, or 

using it, or continuing it. 

 

Education is your greatest ally. Let me share with you how a number of my 

clients and other companies and professionals you're undoubtedly familiar with 

are using education and information to give their companies or their practices 

significant advantage over everyone else they are competing with. 

 

First of all, almost every area of legal specialization offers prospective clients a 
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free initial consultation with no strings attached. Most notably personal injury 

attorneys. You come to them, they sit down with you and for an hour or an hour 

and a half they'll go over your case and they'll tell you what they think your legal 

rights are. They'll help you understand what your options are and the best 

strategy to take. You have the choice, you don't have to use them. However, in 

80% of the cases that I have studied, when an attorney gives you an incredibly 

good and comprehensive and objective education, you tend to be so connected to 

them that you desire them to protect your interests and to follow through for you. 

So attorneys in over 20 different specialties that I have worked with and studied 

have all used free education, free information and free consultation as a key 

component of building very successful practices. 

 

I'm sure you've seen on TV over the years the ads for NordicTrack, the exercise 

equipment, or Solaflex, the exercise gear that you use to build your muscles. 

Both of these companies do hundreds of millions of dollars a year. Both of these 

companies have developed as their primary selling process sending people a free 

videocassette. Not only do these videos demonstrate to viewers the exercise 

equipment in action, they go out of their way to educate that viewer in all the 

ways they can get the desired physical results they want, whether that be losing 

weight, building muscles, toning up various parts of their body. 

 

The key to understanding the success of the Solaflexes, the NordicTracks and 

about 20 other very successful exercise equipment manufacturing companies is 

that they are not selling the equipment, they are educating people first and 

foremost in the fact that there are expedient ways that equipment can reduce the 

amount of time and effort it takes to get the desired body or physical attributes 

you want. Education is the key. 
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There is a software company I worked with who sells very expensive, $20,000 to 

$200,000 software packages to retail merchants, store owners, shop owners, etc., 

around the country. They do all of their selling by first conducting day-long, free 

training sessions where they educate shop owners and store owners and chain 

stores and chain store executives in better ways that they can manage the data and 

the critical information and the inventory control aspects of their business. This 

education is invaluable to them irrespective of whether they buy the software from 

my client or not. However, over SO% of the companies that attend end up buying 

the software and the average purchase is about $45,000. 

 

My client has tested, under my direction, five alternative ways of selling. The 

most cost-effective, the most profitable, the most powerful and the most attractive 

way they have found is to first educate their customer, deeply and continuously. 

I'm sure there has been more than one night that you couldn't sleep and you 

turned on TV and you saw a, guess what, an infommercial. Those thirty-minute 

part-information, part-education, part-entertainment shows selling various kinds 

of products. Well, the key success factor in making an infommercial work is the 

level of demonstration and education they incorporate into the show. The more 

you tell, the more you sell. 

 

Let me give you some other examples. I have a client that sells aroma therapy 

essences from flowers and herbs that are used in all kinds of health applications. 

It's a relatively new form of alternative health therapy. The only way my aroma 

therapy clients have been successful is to align themselves with other alternative 

but established health professionals-chiropractors, physical therapists, 
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cosmetologists, etc.-and demonstrate and educate and explain the origins and 

the processes through which aroma therapy works and then allow prospective 

customers to try it out for themselves free of risk. They have been a $10 million 

business built in Australia through the simple process of information and 

education. 

 

Years ago, Evelyn Wood, the speed reading training organization, built a $60 

million business almost overnight by bringing people into a room without risk or 

obligation and in 90 minutes giving them an education, an explanation, and a 

demonstration on how and why it was easier to read fast than it was the way we 

currently read. People would leave that room learning to improve their reading 

speed by at least 50% and often times 250%. Fifty percent of the people who sat 

through that free demonstration and lesson converted to their $1,000 training 

program. 

 

I have a real estate trainer who goes around the country being sponsored by 

financial institutions. Mortgage companies, title companies, escrow companies 

bring him to their real estate agent customers because they want to teach those 

agents how to sell more real estate. If they teach the agents how to sell more real 

estate, the agents will do more title work, they'll place more mortgages, they'll do 

more escrow work. 

 

My client who teaches the agents the fundamentals of real estate selling gets about 

half of the people in attendance to buy his additional, more advanced products and 

his live training programs. Why? Because once you give somebody a basic 

education, human nature wants more. They want to become more skilled, more 

proficient. They want to improve their ability to benefit from what you've taught 
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them. 

It's ironic, but about half the people I've worked with who are trainers or 

consultants or advisors or experts of any kind, when they conduct expensive, live 

training programs, between 20% and 50% of the people in the room come to 

them at the end of those programs and ask them to consult privately with them. 

Now you ask yourself, why in the world would somebody who spends $1,000 or 

$5,000 or $10,000 to be trained in a group after receiving that training seek out the 

trainer and ask him then to consult privately? Because they want more. 

Education is the pathway to more business, and it's also the pathway to a deeper 

connection between you and a client forever. 

 

Method number twelve: Using public relations. Public relations is a frequently 

overlooked and a valuable method to add to your customer, prospect, client or 

inquiry generation activities. Why? Because there are publications all over your 

marketplace, whether you are local, whether you are regional, whether you are 

national, whether you are consumer or whether you are business-to-business or 

whether you are highly technical or professional. There are publications, there are 

organizations with house organs-newsletters, etc.-and there are media-radio, 

TV, special alternative communications-that are insatiably hungry for 

information and ideas they can share with their customers, their members, their 

employees, their listeners, their viewers or their readers. 

 

All you have to understand about PR to be extremely successful is one simple 

fact. It's the same fact I introduced to you earlier in this program and that fact is 

this: It's all about them, it's not about you. 

 

Any public relations activity you embark upon must be based on this simple fact. 
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The marketplace you're trying to reach must gain an important benefit, an 

advantage-either information, education or entertainment-out of what you're 

trying to share with them or it has no value to them. Frankly speaking, nobody 

cares if you're celebrating your 50th anniversary. Nobody cares if you've just 

moved to new facilities. Nobody cares about most things that are important to 

you. What they care about is what's important to them, what will help improve 

their life, what will expand their comfort, what will make them more enriched, 

more entertained, more fulfilled, more protected. What will give them some 

advantage in their business for day-to-day life. 

 

Understand this, public relations will work for you as long as you keep your 

focus, not on the organization or the entity or the medium you're trying to reach, 

but on the people they cater to and what will benefit those people's lives or 

businesses the most. Let me give you some specific examples of how various 

clients and companies I've worked with have used public relations extremely 

effectively. 

 

A book publishing company I worked with uses the radio stations around the 

country to give their specialty cookbooks and coffee table books enormous free 

publicity. They'll go on the shows, they'll talk about the uniqueness of their 

subjects, and again, coffee table books are fascinating, really colorful, beautiful 

books that are basically on travel or on very interesting activities. And they'll go 

on the radio show or on television and they'll talk about it, and they'll describe it, 

and they'll go into depth on why it was chosen, and they'll take you into that 

subject or activity and make it real or dimensional. And after they do the show, 

guess what, the bookstores are besieged by people wanting copies for their own 

homes and coffee tables. 
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I have a client who's in the furniture business. He sends articles every month to 

all the consumer publications about his more innovative design products. 

Particularly notable was a recent PR release he did about a chair. Its design was 

orthopedically different than any other chair on the market. More importantly, 

not only was it functionally superior, but as a work of art, it was beautiful because 

it was upholstered in one of the richest, rarest kinds of leather known in the 

world. Its price tag was also nose-bleedingly high and the combination of factors, 

when incorporated into an article, got picked up in 10 major publications around 

the country. My client sold an extra $100,000 at wholesale of those chairs for 

that one press release. 

 

He does press releases each and every month. Over half of them have been 

picked up. He attributes over $3 million in annual sales to this process. He has a 

part-time employee that does nothing but find the most interesting, fascinating, 

informative and intriguing aspects of his products and his furniture, and send 

releases to all the consumer publications on a regular basis. 

 

A bookkeeping service I advised did an incredible press release recently, where 

they talked about the changing climate for out-sourcing accounting services and 

they helped people understand the advantages and the cost effectiveness. They 

are leaders in the field on a national basis. The article got picked up in 30 

different business publications and, guess what, they gained over 100 new clients 

in the process. 

 

A CPA I work with, who also happens to be a tax attorney, started writing 

columns in trade magazines 30 years ago. Each and every month he writes a 
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column which is now picked up in over 90 separate trade and business 

publications around the world on the subject of what's called secession planning. 

This is a very specialized area of business accounting that is key to being able to 

transfer ownership of a privately owned business from the owner to either their 

children, their heirs or their employees with the lowest possible tax consequences. 

He's written these articles each and every month for nearly 30 years. 

 

In the process of doing that, his firm went from a non-descript, unknown firm that 

was ranked about 12,000th in the entire country to the number 33 largest private 

accounting firm in America, all attributable to the fact that each and every month 

he has become a familiar and a prominent expert solely through the press releases 

and articles he writes. 

 

I want to make another point about press releases. Using press releases offers 

you two distinctly different business advantages. Number one is the obvious one. 

For no real cost, for very little effort, you can get more exposure to more people 

in business or in specialized markets. The right press releases can produce for you 

immediate and continuous flows of business or inquiries for whatever business or 

practice you operate for years to come. 

 

The other benefit press releases offer is usually overlooked. It's credibility. I've 

been very fortunate. I've been written about in business publications around the 

world. Here in the United States, I've been written about twice in USA Today's 

money section. I've been written about in Success magazine, Entrepreneur 

magazine, the New York Times, the Washington Post, the San Francisco 

Chronicle, the Los Angeles Times, and articles have appeared about my clients in 

Inc. magazine and a number of other very impressive publications. That's done a 
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lot for me. When those articles came out, I got direct business and quite a 

substantial amount. However, the direct business I got from those articles was 

secondary to the amount of ongoing business I get when I send to prospects 

collections of various articles that have been written about me in the past. 

 

You've got that opportunity, too. Any time a positive article appears about you, 

whether it's in a national publication, whether it's in the newsletter that an 

association sends out to their members, whether it's in a house organ that a big 

company sends to their employees, you should reproduce it, you should send it to 

every prospect, you should send it to every customer, you should incorporate it 

into every sales package you ever send out, you should post it on the wall in your 

place of business. And again, your goal in doing business or operating as a 

professional is to gain distinction, an edge, if you will, a superior advantage over 

your competition. If they don't have this press and this credibility and you do, 

what do you imagine it does to predispose your customer or client to doing 

business with you over your competition? 

 

Public relations can do two wonderful and continual services for your business or 

practice. All you've got to do is remember this fact: People are primarily 

interested in things that benefit themselves. That's human nature. That's how we 

are. There's nothing wrong with it, and that's your biggest opportunity. 

Whenever you're creating a press release, always focus it and its content on 

benefits to the end user. 

 

Let's summarize your options here. You can send a regular release to the formal 

press-and that can be newspapers, magazines, trade magazines, specialty 

publications, radio stations, television stations, public broadcasting. You can send 
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press releases to trade organizations. That could mean associations; that could 

mean trade publications, magazines that are read by very specific industries. You 

can send press releases to all kinds of civic or community organizations. That can 

be fraternal groups, that can be ladies' auxiliaries, professional chapters. 

 

Public relations also means extending yourself in the community. It means 

committing yourself to doing public services. It means engaging yourself on a 

deep level for charitable organizations. It means making your facilities or your 

resources available for noble purposes. It means getting involved in recreational 

or social or charitable activities. 

 

I have a client, for example, who one time raised $1 million for a major charity in 

a city. The exposure and the distinction and the goodwill he got was incredible. 

A car dealer client of mine in Rochester, New York, home of Kodak, sent a press 

release to all the media basically saying, if anybody at Kodak gets fired when they 

buy a car from him, he will make the payments on that car until they get rehired, 

no matter how long it takes. That article got picked up, not only in the press, but 

it got picked up on the Today Show, it got picked up in seven other states. He 

got so much good will, everybody in this community loved him for it, and he sold 

500 extra cars in the next six months. 

 

The point is this. There are numerous traditional and nontraditional ways to get 

public relations benefit. You have to ask yourself: How can I extend my business 

or my practice into my community, into an industry? How can I do greater 

service or benefit or provide advantage or information or education in the press, 

through my actions, through my company, through my positioning, through my 

contacts? The answers will open up broad opportunities. 
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And there's a bonus benefit. When you get involved in your community and 

charities in recreational activities and with the press, it feels so good because you 

get connected to the market place and to people. You touch people. You get 

feedback. You are respected and appreciated and revered at a very high level, and 

that's very important because it gives greater purpose to what you're doing, not 

just for them but for you, and it's so much more deeply satisfying than sitting on 

the sidelines. It's the difference between playing a sport or pursuing a hobby and 

just being a spectator. 

 

Think about the words for a moment-"relating to the public, public relations." 

It's getting connected, getting involved, contributing, touching, meeting, helping, 

sharing. Look, it's not just about putting on an attractive face to get more · 

customers. It's about genuine interest and involvement in your community and in 

your industry so that everyone associated with you and your business or practice 

is proud of that association. 

 

That concludes the 12 basic methods I recommend for increasing your number of 

leads, inquiries, prospects and customers. Now here's what I would like you to do 

over the next two or three days. First, listen to this session once again as you 

did last time and review these last seven methods with your own enterprising 

mind. With each one, ask yourself: "How can I adapt and apply this?". And 

write down your ideas in the space provided in Section 3 of your guidebook. 

 

Second, think about this concept of educating your customers. I'd like you to 

isolate it and experiment with it. By experiment-what do I mean? I mean try a 

bunch of different approaches on how to educate your customer, client or 



How to Get From Where You are to Where You Want to Be – Transcript 

 

 44 

prospect. Simple, you might tell them what distinguishes your product from your 

competitors' to start with. Then you might tell them how and why your product 

is made or created the way it is and what the implication of that creation or design 

or construction process has on them and their result. Then I think you should 

give them some facts, some figures, some contrasts. But be sure you do it m an 

informal conversational way. Just explain to your customers or clients the 

advantages and benefits of your product or service and it will be important to 

them. And watch them respond positively to what you have to say. 

The more people understand, the more comfortable and confident they are about 

buying specifically from you. So, go out and have a ball. And watch what 

happens between now and the next time we get together in session four. See you 

then. 

End of Session Three 

 


