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SESSION FOUR TRANSCRIPTS 

 

Jay Hello and welcome to session four. We're midway through our second week 

together and we're making great progress. In our last two session, we covered 12 

methods for increasing your number of leads, inquiries, prospects and customers, 

and I asked you to begin putting them to work in your own enterprise. Assuming 

you did, you should be feeling really encouraged by the results you're already 

seeing and, therefore, eager to continue. I know I am. 

 

So you're off to a great start with what you've learned so far about the three basic 

ways to grow any business or professional practice; however, under the first of 

the three ways to grow your business or profession, which is to increase your 

number of customers or clients, there's a sub-category that is almost 

instantaneous in its positive impact. It's overlooked by most people I work with 

and it's arguably the easiest growth mechanism you have available, no matter 

what business or profession you're involved in. What I'm talking about are ways 

to increase your customer retention rate. They're very easy and they're very 

powerful. Let me explain for a moment what customer retention rate means. 

 

Every business or profession I ever look at, and I'm confident yours is no 

different, has an overlooked aspect to it that almost nobody focuses upon. That 

factor is attrition. Attrition is the opposite of retaining or continuing buying 

relationships with customers or clients. Attrition is the number of customers or 

clients who stop doing business with your enterprise. They're inactive customers 

or clients, they are people who move out of the area, they are people who for 

whatever reasons stop dealing with your company. Most people I work with 
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don't even have a clue what their level of attrition actually is. 

 

Until and unless you first identify how many of your old customers or clients are 

no longer actively dealing with your company or your practice, you can't begin to 

immediately improve on that figure. By just knowing the percentage and by also 

knowing exactly who those customers or prospects who are no longer actively 

doing business with you are, you've got a long way to reducing your attrition rate 

and the opposite of attrition is customer retention. 

 

So our goal first and foremost is to identify and understand that whatever business 

or practice you're engaged in, you have some level of customer attrition. You 

want to figure out what that level is and who those specific customers or clients 

are who aren't doing business right now with you. Then you want to recognize 

the reasons customers stop doing business with an enterprise. There are many. 

But most of the people stop for one of three reasons. One, they stop being in a 

position to need or benefit from that product or service. If it's a business-to 

business, maybe they're in a different business. Maybe they stopped being 

engaged in an area of activity that required them to deal with your enterprise or 

your specific kind of enterprise. Maybe they sold the business to somebody else 

who either eliminated or consolidated somewhere else. The first reason people 

stop doing business is that they no longer gain a significant benefit from using 

your product or service. 

 

That tends to be a less significant factor in attrition than the other two. Those 

two are the following: One, people had an unsatisfactory experience with your 

business or practice. Either they did business with you and they didn't get the 

exact outcome they wanted, or they dealt with someone who was offensive, or the 
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product or the service didn't perform exactly what it was supposed to, or they 

tried to get an adjustment or they tried to get it redone or they tried to get some 

service or they tried to get some improvement that wasn't fully made or wasn't 

made to their complete satisfaction, and they're dissatisfied. They're unhappy. 

They don't have a pleasant feeling about doing business with your enterprise, but 

that's a problem that can be readily resolved. 

 

The third, and frankly the one that I find in most cases is the biggest culprit of 

them all, is that a change occurred in somebody' s business or personal life at a 

point in time in the past that caused them to interrupt their buying practices with 

your enterprise and they never started again. Maybe they got sick; they maybe 

went on vacation or got sidetracked on some other project or area of interest, or 

they have temporarily become over saturated with either your product or the 

result of your service. None of these, by the way, is a negative. It's just a 

psychological and a transactional reality you must become aware of and recognize 

that each and every one of us in our lives and in our business practices get to 

points of time where we either get diverted, segued, overwhelmed, over saturated 

with some product or service and temporarily stopped using it. And our 

intention, our desire is to go back and start a buying relationship again, but we 

never get around to it. 

 

When this occurs, and it occurs more often than not in most businesses I look at 

that have substantial attrition, you have a responsibility and an obligation to your 

customer and to your client who has become inactive to nurturously help them 

regain and rebuild and reestablish an ongoing buying relationship with you. So 

understand this, if you can cut your attrition rate in half, it's obviously just like 

adding that number of new customers to your business or your business or to your 
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practice. So if you've been losing 20% of your customers every year and you 

start with a customer base of 1 000 customers or clients, and you've been losing 

200 customers or clients a year, if you cut your attrition rate in half, that's like 

adding 100 new customers every year, isn't it? In ten years you'll double just by 

reducing attrition. That's a powerful thought to contemplate. Do nothing else 

but reduce the amount of attrition, and every 10 years you double the size of your 

business. That's exciting. It's an easy little shift, so let's look at three ways to do 

that. 

 

The first way is so obvious, it's amazing to me that people don't do it, but few 

people do. It's to contact your inactive customers or clients and ask them, "Is 

anything wrong?" Call them up, visit them or write them, and communicate to 

them the fact that you are concerned, and you're contacting them because you 

want to know why they are no longer doing business with your firm. Did 

something happen? Is something wrong in their business or in their life? Do they 

have a problem? Or did they have an unsatisfactory experience the last time they 

did business with you? 

 

Whatever is wrong, you want to know. If they have a problem, you want them to 

be aware that you are supportive. You are there to help in any way possible. If 

they have a problem with you, you want them to absolutely know that you're 

unaware of what went wrong and you stand ready to correct and to guarantee 

that that problem will never occur again. 

 

By taking the time to contact all of your inactive customers or clients and 

communicate with them, you have the effect of impacting and impressing these 

inactive customers and clients at a level you can't even fathom. Ask yourself this 
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question: Did you ever have a bad buying experience with any company or any 

professional you ever worked with? Did they ever call you? I doubt seriously if 

they did. On the rare occasion and in the unusual event that they did, I suspect 

that if they contacted you earnestly, if they were open and they were humble and 

they were sincere in trying to understand and identify what caused you to stop 

transacting business with them, more likely than not, you started buying again 

from them because you appreciated them and you were honest with them and, 

whatever the problem, they made it up to you, right? Think about that. You may 

have actually reestablished a buying relationship at a far deeper and closer level 

than you had originally. If you've ever had this experience, understand this fact. 

The same dynamic can work for you. 

 

There's another exciting element to the picture you should recognize. You've 

probably fallen victim to this situation yourself In my experience, and I have a lot 

of it to draw upon, well over half of the people who become inactive customers or 

clients don't do it intentionally. They don't do it because they had a bad 

experience. Rather, they do it because something occurred in their life or their 

business that caused them temporarily to stop transacting business with you. 

They always intended on starting up again, they just got sidetracked. 

 

So when you call them up or visit them or write them, you get their attention 

again, perhaps for the first time in months or years or decades. And guess what? 

They're embarrassed. They feel terrible. You're concerned about them that they 

have forgotten totally about you. Guess what happens. The laws of reciprocity 

intercede, and the people become more eager than even you arey to start doing 

business with your firm again. 
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So just by contacting and communicating with every inactive customer or 

prospect you have, a wonderful thing occurs. You can bank on the fact that 

certainly 20% and probably more like 50% or 60% of all of those inactive 

customers will almost immediately start repurchasing or re-patronizing your 

business or your practice again. And, once they start repurchasing from you, 

there is a high probability they will actually become the most loyal and profitable 

customers or clients you have. 

 

So the first thing you're going to do is identify all the inactive customers and 

clients you've got and you're going to contact them. If you have the time and the 

occasion, you're going to do it in person. If that's not practical, you're going to 

do it by phone. If that's not practical, you're going to have a secretary or 

assistant do it. If that's not practical, you're going to have your salespeople do it. 

If that's not practical, you'll do it by letter. Right? Right. 

 

Now, the next thing you're going to do is make sure you are delivering 

consistently higher-than-expected levels of service to each and every customer or 

client you deal with. Now this means different things and different applications. 

Depending on the business or the profession you're in, you have to ask this 

question: What does my customer or client ordinarily expect to receive when they 

do business with my firm or my competitors? The key here is the word ordinary, 

because you want to move beyond the ordinary into the realm of the extraordinary 

in terms of the product or service you render to your customer or client. 

 

Okay. So the first question you have to ask yourself is: What is the ordinary 

service or product or transaction or process or experience or expected results that 

a customer or client has when they deal with, not just my company, but anyone of 
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my competitors? There may be several. Write them down. Because the moment 

you got that list in hand, your opportunity becomes clear. Your challenge is to 

take what everyone ordinarily does and make it extraordinary, either by vastly 

improving upon it or by adding to it. 

 

Now, depending on the business or profession you're involved in, it could be 

many things. Look at when Federal Express, the company I relate to a lot 

because they're a great example for a lot of these practices, look at when they 

first started. Not only did they deliver on time, not only did they guarantee to do 

things none of their competitors did, but they had a follow-up system, they had a 

confirmation system. They called you. They had a tracking system that no one 

else had. They protected you. They tracked it. They could tell you what the 

status was at any time. They set a standard that most of their competitors haven't 

even yet come close to living up to. 

 

Let's look at pizzerias, for a minute. Before the advent of Little Caesar's, a pizza 

company maybe gave you some free toppings, maybe added a salad to the deal, 

but basically you bought a single pizza. But Little Caesar's changed all that. 

Everyone else was selling one pizza for a certain price. They gave you two. They 

gave you two with multiple toppings. Guess what's happened? Now Domino's 

and Pizza Hut have had to match suit. They set a new standard and they became 

the leader in that kind of added value. 

 

I have a client who is a dental supply company. We took them from number nine 

to number one in their market in about a year and a half through one very simple 

process. Every other dental supply company was only trying to sell dental 

supplies to dentists. We took a much different point of view. We concerned 
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ourselves totally about the well-being, the financial security, the peace of mind, 

the stress reduction of that dentist. We offered that dentist, in addition to dental 

supplies at very competitive prices, assistance at no charge to help them manage 

their practice better, grow and market their practice better, manage their moneys 

better, build their investment return better, motivate their staff and their morale 

better. And what we did was we gave them a level of service and attention and 

concern for their well-being that no other supply company even came close to 

offering. It was no contest. Self-servingly, they had more to gain for themselves 

by dealing with my client than dealing with his competitors. 

 

 

You want to maneuver your business or practice into the same position. That 

may mean that you give you customer or your client so much more follow-up, so 

many more bonuses, so much more technical support, so much more attention and 

acknowledgment, so much more specific performance commitment that no 

customer or client would ever consider doing business with anyone else. 

 

Let me give you a couple of examples of how my clients have done this. A men's 

clothier I work with offers free alterations for life. You come in any time you 

want and you get styling and fashion tips. They will press your clothes for you 

while you wait if you're going out going out or if you happen to be there and your 

shirt or your tie or your pants are wrinkled. They'll give you a robe to wear. 

They just extend themselves at the highest level possible. 

 

They also have wardrobe consulting, absolutely free. They'll go to your house, 

they'll look at everything you got, they'll make notes, they'll come back, they'll 

lay out all kinds of possible matches and contrasts and compliments. They'll 
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come to your home at night. They'll do whatever it takes to serve you at a higher 

level than the competition. And guess what? They own their market. 

 

A company I worked with in Australia sells of all things forklifts, and he owns his 

market. Why? Because he discovered a simple way to lower the cost of 

operating a forklift. And, for your information, if you have no familiarity with 

forklifts, the difference between it being operated efficiently and inefficiently can 

be a savings or a waste of tens of thousands of dollars a year to an industrial-type 

company. So what my client did was work with the forklift operators to educate 

them, to teach them how to use the forklift trucks most efficiently. He also set up 

programs where the forklift operators got rewarded, both financially and with 

awards and distinctions, for turning in superior levels of both performance and 

efficiency. The owners of the businesses he worked with and the senior managers 

became the loyalist possible customers imaginable because they appreciated how 

much more he extended himself in their interest than any of his competitors. 

 

A CPA I work with sends his staff to the client's place of business at no charge to 

help them collect all their important papers, to set up systems for them. Most 

CPA's charge through the nose. My client realizes that the more efficient, the 

more organized, the more strategic he gets his clients, the more valuable he will be 

to them and the more loyal they in turn will be long-term to him. He has three 

times the referral rate of any other CPA I know. He has one-half the attrition 

rate. This should give you an idea. You got to ask yourself: How can I move my 

company or practice from the ordinary to the extraordinary? How can I vastly 

improve upon the way everyone else in my industry or my profession does 

business? And finally: What can I add, both tangible and intangible, that makes it 

so much more beneficial and enjoyable to do business with me it virtually 
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guarantees I'll have that customer or client forever? 

 

The third way to increase your customer retention rate is to communicate 

frequently to nurture your customers or clients. It's a simple concept, it's a 

powerful concept, it's an incredibly enjoyable concept, and yet it's a concept 

that's not understood and practiced by very many of the businesses or 

professionals I get the opportunity of working with. So before I explain how to 

do it, let me explain to you why you must do it. 

 

It's very simple. You've heard the statement, out of sight, out of mind. That 

couldn't be truer than it is today. Why? Because people are bombarded by more 

information today than at any other time in history. That causes you a real 

problem. Why? Because the moment they have transacted business with you, 

their minds immediately revert to some other concern or issue or challenge or 

problem or need or desire, and you drift out of their mind. Your challenge and 

your biggest opportunity, if you're going to retain and sustain a lot of customer 

transactions, is to keep those customers constantly connected to you and your 

business or practice, to keep them constantly thinking about how good you are, 

how valuable you are, how much you care about them and their well-being, how 

much they enjoy and desire and value the products or services they acquire from 

you and to keep that connection alive and flowing. There are a lot of different 

ways to do it. Let me explain a couple of the more powerful methods my clients 

have been using. 

 

I have a dentist I taught to contact his patients continually. Most specifically, he 

calls every patient after they've had a procedure. He calls them up, he checks to 

see how they're doing, how the procedure worked. He does it right after it's been 
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rendered. He marks on his calendar to do it again in a week. He marks on his 

calendar to do it again one more time about a month later. Have you ever had a 

dentist do that? 

 

What do you think would happen if your dentist called you two or three days after 

he had done a major filling in your mouth? It would be pretty impressive, 

wouldn't it? What do you think would happen if he called you a week later just to 

make sure that the pain and the discomfort were totally gone? It would be 

shocking. What do you think would happen if he called you 30 days later just to 

make absolutely positive there is no recurrence, no problem, no irritation, no 

inflammation? Do you think it would demonstrate that he cared about you at a 

level much, much, much higher than any other dentist you had ever worked with? 

 

Do you think you'd be inclined to think about him often and tell a lot of your 

friends? Do you think you'd be inclined to keep your appointments and not break 

them with this dentist? Do you think you'd be wanting to take all of your family 

members there and tell everybody you worked with or all your neighbors about 

the dentist? Of course you would, and that's what happens. This man's practice 

has boomed since I got him to do the simple, little procedure. 

 

And guess what? He enjoys it thoroughly because it connects him in a far deeper 

level than he's ever been able to do in the mere confines of his offices. He says 

it's wonderful when he calls up patients and they talk. They appreciate him. He 

gets connected to them and their families. And he says what happens is a 

transformation. The relationship improves and changes at a much higher level 

than he ever thought possible. This can easily happen in your business also. 
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I have a luxury hotel owner in the Southwest who makes it a point to not just 

send mundane solicitations to his past guests. Every month he sends them 

updates of the wonderful and delightful activities going on at his unique resort 

hotel. He sends pictures of how other people are celebrating and enjoying. He 

shares innovative ways people use his facilities to celebrate-couples coming for 

their 50th anniversaries, people who have come up with really neat new ways to 

enjoy getting away with their whole families. He introduces them to people who 

come from afar. He makes your connection with that hotel very deep and very 

different than any connection you may have ever had with any other hotel you 

stayed at. He makes you feel welcome. He makes you feel like one of the family. 

 

Another client I work with in Palm Springs does the same thing, and they have 

five times the repeat customer level of any other hotel in Palm Springs because 

they make you feel like you're one of their family. You're not just a charge-card 

deposit they process. You are an important, fascinating, unique human being that 

they thoroughly appreciate and enjoy, and they relish the chance to serve you. 

You are a guest and, as a guest, they treat you accordingly, and that treatment 

and that respect is conveyed by all the communications they share with you. So 

those are the three ways to increase your customer retention rate. 

 

Now remember, we're still looking at the first of the three ways to grow your 

business which is, of course, increasing your number of customers. Now under 

the same heading, let's look at the four ways you have to increase what I call your 

inquiry-to-sale inversion rate, and here is where we'll cover direct sales in some 

detail, which is one of the main pillars of profitability in our Parthenon of 

marketing methods and approaches. But first let's recognize that almost every 

business and professional practice has a fairly constant flow of prospects and leads 
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either coming to them or they go after. 

 

Ordinarily, a number of those prospects and leads never get converted or turned 

into customers or clients. Why? There are many reasons. Probably the most 

important reason is that you don't have a system in place to intelligently and 

effectively convert a larger portion of those prospects over to customers or 

clients. What happens normally is, almost accidentally, just through the sheer 

force and magnitude of their appeal or their desire for your product or service, 

customers convert themselves. 

 

So I want to help you develop a simple system that will turn more ofyour leads 

and prospects into customers and clients. It's that simple. Ifl can do that and 

that alone, you are going to get a lot more efficiency out of everything you do, 

because you're not going to waste opportunity. Opportunity wasted is when 10 

great prospects who have a capacity of turning themselves into wonderful, 

ongoing customers or clients aren't converted by you. So let's look at four easy 

methods you can implement to increase your inquiry to sale conversion rate. 

 

1. Increase the sales skills of your staff. This is probably the easiest, most 

powerful and significant instant transformation your business or profession will 

ever embark upon. Because the moment you get your staff trained in better 

selling principles, methods and understandings, every prospect or lead or inquiry 

they ever deal with will be handled differently, will be respected at a higher level; 

it will be converted far more effectively. Improving the selling skills of your staff 

members is really easy to do and produces instantaneous improvement. 
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Now, you have to realize a couple of really fascinating points. The first is this. 

Almost every business owner and professional I work with has never had formal 

training in selling techniques or strategy. They have no understanding about the 

psychology of how people make decisions, they don't understand the dynamics of 

persuasion and influence. They don't understand any of that and yet, they have 

installed themselves in a business where persuasion, influence, selling is a critical 

factor. I guess they think that by some Divine guidance everything will be made 

okay for them and they're going to all of a sudden wake up one morning with 

these supremely competent selling skills. It doesn't happen that way. And yet, 

developing your selling skills and those of your staff is one of the easiest 

processes you'll ever embark upon. 

 

First of all, I've got to define what I think the key fundamental and improving 

selling skills is. There are two different schools of selling thought. One is 

technique-based; one is strategy-based. If you have to choose, I would always 

recommend you choose strategy over technique. Strategy is the big picture, the 

intent, what you're trying to accomplish, the big strategic purpose or basis behind 

everything you do. Technique-based selling is a little more manipulative. I 

advocate a consultative or advisory form of selling. Basically speaking, that 

means what you're doing for your client is leading and guiding and educating and 

directing them into what's in their better interest than anybody else might guide 

them to. You're working with them, you're nurturing, you're learning about 

them. You're giving them your best reason, best experience, most expert ideas, 

recommendations, counsel and direction on buying decisions, products or services 

to choose, strategies for them to use. 
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Selling strategy is really easy to learn. There are about five easy ways you can do 

it. The simplest is probably to buy a tape set. And the best people I think that 

offer them, and I'm not saying this because they happen to be my publisher, is 

Nightingale-Conant. They have five or six really fine sales trainers that they 

represent. I think any of those would be extremely valuable. I've known a lot of 

my clients who have purchased products from them, and they've improved their 

selling skills two, three, four, 500%. If you can listen to a set of eight tapes in a 

week or less and you can have those tapes listened to by your staff, and 

instantaneously it could improve their ability to close prospects by two or three or 

five times, as I've seen done over and over again, that's incredibly significant. So 

get your hands on at least one set of sales tapes. 

 

I'm not going to make a specific recommendation of whose tapes. I'll only 

suggest that you try to focus first on strategic selling skills, not technique. 

 

2. There are some fine books on the market. You can go to any good bookstore 

or library. And if you just sit down and get any decent book-and a great old one 

is How I Raised Myself from Failure to Success in Selling by Frank Bedker, it's a 

classic. It's been around 30 or 40 years, and I would recommend it to you almost 

above any other book. How to Win Friends and Influence People is a great book 

too, and that's a classic by Dale Carnegie-if you read them and every one of 

your staff would read them, you can't imagine the instantaneous improvement it 

will have in your selling skills. And when those selling skills improve, so too will 

your ability to close more prospects and leads and tum them into customers or 

clients. 

 

 



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

 

 16 

Another important point to realize is this: Most business owners and professionals 

don't realize that their entire organization is a selling machine. And by that I 

mean you don't just teach the direct contact, the man or woman or the men or 

women who sell directly. Everybody in your organization is an extension of your 

selling philosophy. The person answering your phone, the person delivering the 

product or service, the person moving somebody from one room to another, if 

they're going through a waiting or examination room process, the person who 

follows up and calls, the person who makes a confirmation of an appointment, the 

person who goes out and installs a product or service, the person who handles the 

customer-request or the customer service complaint, the person in the billing 

department who calls to make sure they're getting paid, the person in the repair 

department who goes out whenever there's a problem, all of those people, if you 

can get them skilled in strategic-based consultative sales training, will add 

dramatically to the effectiveness of your business and to your ability to convert 

prospects and leads over to customers and clients. 

 

3. Identify and transfer the selling skills of your best producers over to everyone 

else in your organization. Most people I work with seem to think that selling is 

more an art than a science. It is not. It's very easy to identify, to isolate and to 

transfer selling skills from one person to another. But you can't do it until you 

make the commitment to do it. 

 

So here's what I recommend. Identify within your organization those men or 

women, those salespeople or other individuals who are instrumental in converting 

prospects and leads over to customers and clients, and start looking at the 

processes they use, the methods, the techniques and the elements of their 

particular conduct, what they say, how they say it, inflection, processes they use, 



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

 

 17 

and identify them and isolate them and try to interview them and find out if they 

even know how they approach a prospect, what they say, why they say it, what 

their strategy in doing so is. Try to identify and document what that is so that you 

can take what you have learned and teach it to others who don't do it that 

effectively. 

 

One time I grew a company's business by over 100% in three months just through 

this process. We brought all the sales managers in a room from around the 

country. We methodically went around the room and asked each sales manager to 

stand up and tell us the most powerful sales technique they used. We asked them 

the basis behind it. We asked them how they got trained in using it. We asked 

them the experiences they've had where they've used that most effectively. We 

asked them what went through their mind when they were doing it. We asked 

them if they could summarize it into three critical skills and processes that had to 

occur for that technique to work. 

 

When we interviewed 50 different sales managers, we got 45 totally separate 

systems of selling. Almost every one of those we could combine and add together 

to improve the selling skills of each one of those sales managers. When they all 

went back to their respective territories, we armed them with the best elements 

that we have learned from all 50 of them and reduced it down to a simple basic 

essence. We picked out the most powerful elements and we started concentrating 

just on those 10. We asked everyone of the sales managers to try using those 10 

sales elements that we had identified by analyzing the best selling skills of each 

one of them and we put together a hybrid selling strategy, which was the 

combined essence of the best elements we'd learned from all of them together. 

And instantaneously, to the delight and surprise of every one of these sales 



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

 

 18 

managers, their volume and production and closings went up and up and up. 

 

When we brought them all together, we told them our goal was to double sales in 

the next three months, and they looked at us like we were crazy. And yet, with 

little effort, because they didn't do anything differently except the way they 

conducted themselves, what they said, how they said it and, most importantly, 

how they thought about the customer or client prospect. This is really important. 

I got into everybody's mind and I asked them to share with everyone else in the 

room how they saw that customer, how they saw that prospect, what they 

thought about, what they were trying to accomplish, and very few of them were 

trying to manipulate or maneuver. They were almost to the person trying to find a 

way to help solve the problem, trying to find a way to enrich that prospect's life, 

trying to find a way to bring greater value or benefit to that person's situation. 

When they shared what they were trying to do, it turned on so much opportunity 

for so many of the other sales managers it was shocking. 

 

What I recommend you do is a similar process. Regardless of whether you're a 

business or a professional practice, you have certain staff members who are better 

than others at converting or closing prospects or leads into customers or clients. 

Step back and try to find out what it is they do, transactionally, why they do it-in 

other words, what's their motivation; how they see their goal, their purpose and 

their function in connecting you to the customer or prospect, and then, what 

about that could be shared or learned or embraced by everybody else in your 

organization. I recommend you do not do it privately. Getting everybody 

together in a non-threatening, sharing, brainstorming-type setting, after hours, 

before hours, or at lunch, when it's quiet, when the phones aren't ringing and 

when they're fully attentive to this purpose and this purpose only, is a very 
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effective process. Getting into peoples' minds, drawing out of them nurturously 

and with respect, how they see life, how they see their purpose, how they see their 

function, how they see what you do helps everyone else and, frankly, helps you 

enormously see your role and your purpose at a much higher level than perhaps 

you have in the past. 

 

It's a tremendously satisfying process and it instantaneously enables you to 

transfer whatever natural or trained selling skills your best producers or 

performers possess and transfers those skills over to everyone else in your 

organization instantaneously. 

 

4. If you don't already have one, adding a dedicated sales manager, man or 

woman, whose full-time job function it is to direct, to motivate, to improve, to 

increase and to train your salespeople to perform more effectively and profitably 

for you can be an invaluable asset. 

 

5. Go out and let yourself and your staff get sold. Go to all kinds of businesses 

and professionals, including your competitors, and let them sell you. Observe and 

document and record and make careful detailed notes of the processes they use, 

the things they say, the methods and strategies they employ. As you are 

experiencing and observing and being sold make careful notes, either mentally or, 

preferably, by taking a pad and pencil or a tape recorder and documenting what 

you see and what you experience as you encounter it. 

 

The point is this. If you go to stores, if you go to professionals, if you go to 

service companies, if you go to car dealerships, you should be able to learn so 

many procedures, so many processes and so many sales techniques and strategies 
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that you can directly or indirectly apply to the way you transact your business to 

the way you go about converting leads and prospects into customers and clients. 

And the best part is that most of the companies you're going to go to are strong, 

aggressive, skilled selling organizations invested mightily in their training. They 

have training managers, sales managers, general sales managers. They subscribe 

to all kinds of training services. They bring professional consultants on 

constantly. By doing nothing more than being a customer or prospect of those 

two firms, you can get the combined essence of what they learn and have it 

presented to you literally, not even figuratively, by watching and experiencing it 

in the role of a prospect or customer and you can learn so many wonderful and 

powerful things you can apply to your own business. 

 

One of my proudest accomplishments occurred when I got a client of mine, an 

industrial supply company that specializes in selling soap and cleaning supplies to 

hotels and motels around the world, to teach not only their salespeople but all 

their customer service and billing staff intelligent sales training procedures. They 

did that and they also taught them a lot about the different types of people, and 

we can get into this deeply, but there are four or five different selling types and 

depending on the kind of a person the prospect is, you must deal with him or her 

differently. Some people are very auditory. They think in terms of hearing things. 

Some people are visual. They think of how they see things in their mind and in 

reality. Other people feel things, and you've got to deal with them differently, and 

it's a whole depth of understanding of the psychology of human nature. But the 

point I want to make is I got this client of mine to put not only the selling people 

but their customer service and billing people through this very exciting training 

process. It all took about two days. And in the first year of having everybody 

work together with a standardized strategy that was unified, their business went 
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up 35%. That's the only factor to which they could attribute that increase. 

Everybody in their organization, not just the salesmen and women but the 

customer service and the billing department also, and I might add, we also put the 

receptionist department through the training process, because everybody was 

skilled and committed to a sales-based training philosophy, and they all shared a 

unified strategy, sales increased 35% in one single year. 

 

How much of a difference could it mean to your business or practice? I don't 

know, but if one two-day training process added 3 5% increase in sales at about 

double profit, I'd say it's at least worth your while to give it a try. 

End of Side 
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Jay The second of the four ways to increase your inquiry-to-sales conversion 

rate is to qualify leads better up front. I'm going to give you a really interesting 

understanding of the four critical processes in lead generating, and almost no one 

I work with understands this. Most people just look at generating leads or 

prospects as if every lead or prospect has the same relative value to them, and 

they do not. Depending on where they come from, depending upon the reason 

that they responded in the first place, depending upon what they are responding 

for — there's a difference between reason and what they're responding for.      

The reason may be an ad or a letter that you sent out offering something very 

attractive. What they're responding for may be a specific product or service. 

Until you have the answers to all those questions, you don't know anything. 

Likewise, most businesses and professional practices who have a lot of leads and 

prospects coming to them never stop and think about what a lead or prospect 

costs them to acquire. If you start looking at acquisition costs, it is enormous. 

Let's talk about that for a minute. 

 

Leads come to you from a lot of different sources. If you run a Yellow-Page ad 

in the phone directory, you may spend a thousand or two thousand dollars a 

month. Perhaps that one or two thousand dollars expenditure produces 40 or 50 

phone calls or visits Each one of those inquiries costs you whatever 40 is divided 

into one or two thousand. If you are a retail store and you have very expensive 

facilities in a high-traffic shopping center, you may be spending $10,000 a month 

for your rent. Now, $10,000 rent may generate for you 50 or 150 or 550 new 

prospects or leads every month. People who are not existing customers who walk 

in off the street because they're in the center and they see your facilities. Each 

one of those prospects costs you a fortune. They cost you whatever 500 is 

divided by your rent just to get them to walk in your door. 
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You have an enormous imbedded cost to acquire them. You have invested 

mightily to generate them. You owe it to yourself to convert them at the highest 

level. 

 

The first rule of lead generation is to qualify people more effectively. Why? 

Because quantity does not matter in lead generation. Quality and convertibility 

are the key factors to look at. Quality refers to the quality of the prospect, 

meaning their capacity to buy your product or service, their desire to buy your 

product or service, their motivation factor. Somebody could desire your product 

or service, but not be motivated to do it right now. You get people qualified by 

modifying the selling strategies you used to generate that lead or prospect in the 

first place. 

 

In other words, if you run ads in magazines or publications, those ads should offer 

very specific qualifying propositions so that the men or women or the companies 

responding to those ads very clearly are responding because they are qualifying 

themselves. They are saying yes, I want that information because I have an 

abiding interest in that product or service or I want to get that result. 

 

Too many companies I look at run ads or send out letters or make offers at trade 

shows that are not qualifying enough, so they generate a lot of leads, but the 

quality and the convertibility of those leads are very low. It costs you an 

enormous amount of effort, of human capital, of real expense in dollars to travel, 

to send out samples, to go and bring somebody to your facility, to spend the time 

and the effort and the technical investment that often times you have to make to 

get somebody to the point of saying yes, I want to be a customer. You can't 

afford to waste that opportunity on 'people who aren't sincerely interested. You 



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

 

 24 

are always better off to get higher quality, rather than more quantity of prospects.  

 

So you do that in many different ways. When you run ads, make sure those ads 

offer information and inducement that tie in exactly to the product or service or 

benefit you provide. For example, if you were a savings and loan company and 

you're running ads in the newspaper, I would never run ads saying how great you 

were. I would always run ads offering a booklet and the booklet would be 25 

things you must do before you refinance any home. Or a booklet that says 10 

critical mistakes most people make when they're buying a new home. Or, how to 

finance a new home or refinance an existing one and save $15 thousand or more 

over the life of your mortgage. 

 

Every one of those examples only appeals to people who are seriously interested 

in either making a purchase or making a financing or refinancing decision. Why 

would you want people to call you who aren't interested? It's a waste of your 

time, you have to work much harder just to bring them to the point of closure. 

When you get them there, you find that by and large most of them aren't ready or 

even interested or even qualified to buy whatever product or service you offer. 

Every thing you do, if you send 10 letters off, don't make the letters general. 

Make the letters always specifically refer to some product or service or sampling 

or process the recipient of that letter, the prospect, can take advantage of, but 

those should only be products or services or offers that that prospect could have a 

very strong interest in acquiring. 

 

If you are a manufacturer and you're looking for prospective new customers to 

buy your finished goods, it's useless to approach people who aren't in the business 

of selling the products you produce. So you've got to first of all qualify 
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it by going to the right markets; second, you've got to offer the people you 

contact information about your specific product so they don't inquire about 

anything other than something they can benefit from; third, you've got to make 

sure they are genuinely interested and they aren't wasting your time. 

 

One of the biggest wastes of time and opportunity that I watch is people who do 

not qualify the mailing list that they target. Instead of running lists to the primary 

prospects, they rent lists of suspects. The difference between a suspect and a 

prospect is quality. A suspect is anybody who maybe, possibly, somehow could 

might or someday, squint your eyes, has the capacity of buying your product. A 

prospect is somebody who's qualified today. They need your product. They're at 

a business or situation in life where they can benefit from that product. They have 

the capacity to pay for it. They have the ability to make a decision now. They 

have the need. They are prime qualified targets for what you do. 

 

Here are a few examples of how clients of mine qualify their leads. First of all, let 

me give you a professional example because it's rather interesting. I have a client 

who is a psychotherapist, and she does a radio station talk show. When anybody 

calls in to talk to her, before they're put on the air they are asked if they'd like to 

be on her private mailing list of products and services and private events that she 

conducts. If they say yes, that person is about a ten times greater prospect for 

becoming a client or a seminar attendee or a tape set buyer than not. She's found 

that by putting people through this qualifying process, she doesn't waste time, 

effort or money on people who are not really eager to use her products or 

services. 
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I have a friend in the business-opportunity field. He sells a franchise for a very 

innovative service that teaches people how to reduce people's expenses, taxes and 

operating overhead. It's a fabulous business. It costs approximately $15,000 to 

acquire a franchise for. 

 

He's got a very small, directed organization and he cannot afford to waste time or 

manpower on people who are what he calls "lookey lives". So what he does, he 

runs very qualifying ads. His ads appear in the business opportunity publications, 

Entrepreneur, Success, and in the Wall Street Journal. Sometimes, occasionally, 

he also runs in USA Today in the business section. In those ads he tells about his 

business and he understates-he does not overstate-the business so he knows 

someone responding is not hyped up on it. They're not deluded optimists. Then 

he very clearly says there is a minimum of a $15,000 starting investment plus you 

must have your own funds to operate on for at least three months before the 

business starts generating a positive cash flow. Again, he's qualifying. He's not 

saying you're going to make a million dollars overnight. 

 

Finally he says, if you can qualify, if you are comfortable with that investment, if 

you have an interest in making a decision in the not-too-distant future and you are 

dead serious about going into some enterprise of your own, please contact us and 

we will invest time and effort in helping you evaluate whether or not this concept 

has merit. 

 

What he does is about ten times more qualifying than saying, hey, maybe you can 

make a million dollars. Hey, if you're alive and you're interested, send in a 

coupon. He doesn't want to waste time on unqualified people. ninety percent of 

the people who respond to him are qualified. He converts often times one out of 
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two. Compare that to people I know who convert one out of 100 loosely 

qualified or unqualified respondents. It makes a big difference. 

 

The third method is to make irresistible offers. Along those lines, I've got to 

make an important clarification for you. In most peoples' businesses, and I 

suspect your business or practice is not dissimilar, a customer or client has an 

ongoing value to you. You don't sell a single transaction and then never deal with 

them again. In the very worse case, they have value to you as a prospect to refer 

or introduce more customers or clients to you. In the best case, they come to you 

and they start a succession of purchasing transactions that continues for years to 

come. Consequently, you have an enormous motivation and incentive to do 

whatever is necessary to make it easy and irresistible for them to want to start the 

purchasing relationship with your business or practice now, immediately, not 

some time in the far-distant future. 

 

The way to do that is make it harder to say no than to say yes. Make it more 

irresistible than resistible. Eliminate all the hurdles prospects have to jump over. 

Make it more appealing than unappealing to do business with your organization. 

Different clients of mine do it in different ways, and I'm sure you will, but let me 

share with you a couple of examples of some truly irresistible offers my clients are 

making. 

 

I have a clothing store, this is another one, who makes a simple offer to anybody 

they ever meet. Let us consult with you free for 90 days before you ever buy 

anything from us. Let us teach you how to dress more powerfully, more 

fashionably and more effectively. Let us go to your home. Let us bring you to 

our facilities. Let us teach you the difference in fabrics. Let us teach you what 
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colors and fabrics and designs compliment your body in the most fashionable way 

possible. And then after we've done that, if you decide that our merchandise 

serves your purposes, we'd be very pleased to have your business. 

 

In essence, what my client does is say, let us invest in you first. Let us make you 

a fashionable man or woman. Let us improve the way you look in anything you 

currently own or anything you ever buy, irrespective of where you buy it from. If 

after we've helped orient and educate and teach and train you to be a more 

fashionable dresser, to look better, to look greater, to be your very best, if you 

wish to favor us with some or all of your business, we would be flattered, but 

that's not necessary or expected. 

 

It's an irresistible offer, isn't it? How can you say no to a knowledgeable expert 

who's willing to extend himself and his organization in your behalf to make you 

the most fashionable, the most beautiful, the most becoming man or woman you 

can in any clothes you ever wear? You can't. And out of a hundred people that 

would say yes, guess what? About 65% become customers and of those 65%, 

nearly half become extremely great customers who buy over and over again 

because they got attracted to the fact that my client was more focused on the 

prospect's or customer's best interest than they were their own. That's the key to 

irresistible offers. They're all about you, the customer; they're not about me, the 

seller. 

 

Let me tell you some other ways clients do it. An automobile dealer that I 

worked with sold every car he ever offered at his cost. He made no money on the 

transaction. How could he afford to do that? He made a lot of profit on 

accessories- tape recorders, CDs, special wheel covers, warranty packages-he 
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sold. He made a lot of money on arranging the financing, but he attracted far 

more customers because he was willing to get the initial sale without any profit. 

 

Here's an important fact to understand when it comes to thinking about 

irresistible offers to make. It costs you a small fortune in most cases to attract a 

new customer or client in the first place. It costs you very little to resell that 

customer or client over and over again. So your goal has got to be to get them to 

the position where they are an active customer as quickly and as easily as possible 

so you can start making money on the additional transactions you do with them. 

 

You don't want to make it difficult. You don't want to give them a reason to 

think about it. You don't want them to put off making their initial purchase with 

your organization. So everything you do should be geared toward making it 

easier, more attractive and appealing to start that buying relationship. 

 

It doesn't matter if you don't make any money initially if you know that once you 

bring that customer in or that client, they're going to be corning back over and 

over again five or ten times a year forever. So, put a pencil to these two 

questions: One, on average, how many additional transactions can I expect to get 

from a new customer I bring into my business or practice in year one, in year two, 

and over forever. If the answer is a lot, you've got so much motivation to bring 

people into your organization now. It's shameful if you're not making irresistible 

offers. 

 

If you only sell one basic product or service one time to customers, the question 

you must ask yourself is: Can I, in doing a true service to that customer, offer 

them an improvement or an upgrade in either the size or the quality or the 
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combination of the product or service they're buying that would make it mutually 

profitable? Now I have to clarify. Don't think I'm talking about conventional 

bait and switch because I am not. Look at it this way. If you know that a 

customer or a client comes to you for a basic product or service but you know in 

your heart that a superior form or size of that product or service could produce a 

far greater result, benefit or advantage for that customer by offering them the 

opportunity but not the obligation to choose up a higher level, you may actually 

be doing them a greater service. 

 

For example, if somebody came into your car dealership and what they were 

looking at was a four-cylinder, four-speed basic automobile, but for $500 

additional you could upgrade them to an eight-cylinder, automatic with air-

conditioning and you knew that by doing that, yes, you would make a little bit 

more and they would spend a little bit more, but the time they would spend in 

their automobile would be much more enjoyable and they would enjoy driving it 

at a much higher level, and besides the pleasure that that larger-sized version of 

the car would give them, that car would maintain far greater resale value 

whenever they wanted to trade it in, you would probably be doing them a 

disservice instead of a service if you didn't at least offer them the opportunity to 

upgrade. 

 

The same thing in services. Maybe you are a CPA and they come to you for a 

basic tax return, but they don't have a financial plan or they don't have a well- 

prepared financial statement or they don't have their other financial affairs in good 

order or they never had their business properly appraised in value. If you offer 

them all of those services or the upgrade in the transaction you're doing, they 

have the right to say no and you have the obligation to deliver the basic product 
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or service you offered at the price or rate you offered it for. But if you've got a 

superior way they can benefit from an improved version of that product or 

service, you owe it to the customer to at least offer it to them. When you do you 

will find that a high number of those customers or prospects will convert up. 

 

If it's better for them than for you, you should offer it. If that's the case, a lot of 

people will take advantage of it, and it's worth your while to make them an 

irresistible offer to come in. Remember the blind and curtain company? They 

offer a wonderful basic curtain or blind for a very attractive price. But when 

people realize they can customize the drape, they can color coordinate it and the 

fabric to their furnishings to their accessories, more of them than not want to do 

that because they get greater benefit, greater value, more satisfaction and pride 

out of having their room be fully coordinated than not. 

 

So the question to ask is this: What kind of irresistible offer will attract the largest 

number of qualified prospects to my business or practice and compel the largest 

number of those prospects to take full advantage? Because your goal in using this 

method is to persuade the largest number of prospects to become customers and 

clients. You do that by making the initial transaction so irresistible it's hard for 

anyone who's qualified to say no. 

 

And finally, four, educate your customers by giving them reasons why. Human 

nature is very, very predictable. People are silently begging to be led, but they 

want to be led by people who genuinely care about their best interests, not self-

serving people. 

 

Most prospects that are not yet customers or clients haven't crossed the line and 
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purchased because they are unsure. They are unsure of a lot of things-the 

suitability of your product or service to their situation, the performance of your 

product or service, the level of benefit they'll get our of your product or service, 

why your specific product or service is more appropriate or superior or desirable 

for them than either someone else's or of not acting at all. Your opportunity is to 

help that prospect understand as many reasons why, tangible and compelling and 

meaningful reasons why they receive a greater benefit by moving forward and 

making a purchase. 

 

There are a number of ways you can do this. When you focus on reasons why, 

understand this. Unbeknownst to every prospect you ever deal with, they are all 

asking you the same question. It's a silent question, but a burning one. That 

question is why? Why, why, why. Why should I buy from you? Why should I 

buy this product over another over another? Why should I buy today? Why 

should I spend this amount of money? Why should I put my faith in your product 

or your company or your manufacturer? 

 

If you can help them understand and appreciate the reasons why, they will be so 

bonded to your business or practice it's scary, because you'll be the only company 

or the only professional who takes the time to educate and explain to people how 

things work, how things are created, how people are trained, how people go 

about doing what they do. It's a very powerful process. 

 

Another way of looking at this is you'll be practicing what I call preemptive 

marketing. Preemptive marketing is the process of educating people to how and 

why things are done the way they are. A classic story that will help you 

appreciate the power of preemptive marketing has to do with a beer company in 
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the '20s that rose from number eight in their market to number one in six very, 

very short months by using the same preemptive techniques I want you to 

consider and apply. 

 

The company was Schlitz Beer. In the early 1920s, Schlitz Brewery was a very 

unsuccessful brewing company. There were eight or ten different brewing 

companies that were aggressively competing for the same market. Everyone 

yelled and screamed in their advertising the same basic message. Our beer is pure. 

They didn't explain to the beer drinker what pure really meant. They just said 

pure, pure, pure. Schlitz was not doing very well. 

 

They were introduced to the concept of preemptive marketing by a brilliant man 

named Claude Hopkins back in the early '20s. In six months of applying it, their 

business soared from number eight to number one in their market. All they did 

was this: They explained to people the process by which they made their beer. 

They wrote ads and made announcements all over the country that explained the 

following. Number one, their facilities were right on the base ofLake Michigan; 

however, even though they were right there and the water back then in the '20s 

was very clean, they sunk two 5,000-feet deep artesian wells right on the shores 

because they had to go deep enough to find the right combination of water with 

the mineral content to make the best possible beer. They explained how they 

went through 1623 separate experiments over about five years' time to identify 

and develop the finest mother yeast cell that could produce the richest taste and 

flavor. They showed people how they went through a process of distillation of 

the water before they used it to brew the beer where it was heated to 5,000 

degrees F. and then cooled down and condensed, and they did that three times to 

make sure it was absolutely purified. They told about the bottling process where 
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they steamed each bottle at temperatures of 1600 degrees F. to kill all bacteria and 

all germs so that they could not possibly contaminate the rich hearty taste of their 

beer. Then they explained that they had every batch tasted to make certain it was, 

in fact, pure and rich and hearty before they would ever bottle it and send it out 

the door. 

 

When the management of Schlitz was told to do that, they were incredulous. 

They said, why would we want to tell that to anybody? That's how all beer is 

made. And the genius who understood preemptive marketing said to them, "But 

no one in your industry explains it. The first person who tells the story and 

explains how and the reasons why you do something will gain distinction and 

preeminence in their market place from then on." 

 

Schlitz was the first and the only company that ever told the story of how their 

beer was made. It made the word "pure" take on a very different, a much more 

dimensional and tangible meaning in the eyes and the mind and the palate of all 

beer drinkers around the country. Everybody started flocking to Schlitz' beer 

because they saw in the description of the manufacturing and bottling process that 

Schlitz went through to make this premium beer something totally different and 

far more valuable and appealing than any other beer process they'd ever been 

introduced to. 

 

The preemptive marketing process has direct applications to your business or 

profession. Ask yourself these questions: What is it about what I do and how I do 

it and the people I use to help me do it that my prospects and customers would 

find valuable and appealing? How could I explain better the process we go 

through to create our product or service, the components we use, how we choose 
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them, the engineering standards we created and their performance expectation? 

 

How could I explain the process of elimination we went through to reject all kinds 

of components or manufacturers before we settled on the handful of ingredients or 

composition products we use to create the product or service we sell? How many 

ways can I explain the training process we put our staff members through or that I 

went through myself to gain the knowledge, the experience and the expertise I use 

to produce this produce or service for you? How can I explain the reasons why 

this product or this service performs more advantageously or beneficially or 

tangibly for a customer or client than an alternative one? 

 

The answers to these questions will provide you with the reasons why and the 

basis you can use to educate your customer on a far higher and deeper plain than 

any of your competitors do. 

 

Think about this point. In your business or consumer life there are a number of 

companies and professionals who have taken the time to carefully explain to you 

how their product works, how they got their experience, how they became 

experts, how you can use their product or service more advantageously. When 

those people did that, you were probably attracted to them at a higher level than 

you were their competitors and you undoubtedly did and are still doing business 

with them for that reason. 

 

I want you to take advantage of this same educational power and use reason-why 

based education to convert far more prospects or leads over to customers and 

clients. It's very easy to do. Let me share with you a few of the ways my clients 

are using reason why education to convert many times more prospects over to 
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customers and clients in their businesses. 

 

I have two different clients in the expensive business software industry who both 

have used the same process I created for them. They will not try to sell any 

prospect until they first invite them to attend a day-long extensive seminar 

program. During this program, my clients start at the beginning and explain 

thoroughly to all the prospects in attendance how and why and where their 

software can produce the greatest advantage to a client. They explain how the 

software was created; why the software was created; all the benefits and functions 

that were engineered into the software. They tell them how other companies in 

those prospects' fields are using that software today. They cite for them specific 

performance expectations they can expect to occur when they start using that 

software in their businesses. And they answer every question a prospect attendee 

could pose plus they introduce questions the prospects never even though to ask. 

 

At the end of these seminars, they then offer the prospect the chance to 

experience the software in their operation, side by side their existing software, for 

30 days. They put a pilot program in operation. They also introduce them to at 

least a dozen other people in the same business who are successfully utilizing the 

software and they arrange private interviews between the two so the prospect can 

get a candid, objective assessment, firsthand, from actual real-life users of the 

benefits and advantages they can expect to receive when they start using that 

software in their own enterprise. 

 

I have a chain of beauty salons that educate women before they ever take them as 

a client. They teach them about the role makeup and hairstyle has in 

complementing and improving the design of their facial structure. They talk about 
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how other clients have used different styles, they show them pictures, they ask 

them a lot of questions, not only about what will look the best but their lifestyle so 

they can appreciate how and what the best recommendations might be to give 

them the best looks, the best feels for their active or inactive lives. 

 

When they are done they then let their prospects ask all the questions they might 

want to. Then they put them in a room for at least ten minutes with existing 

clients that are there in the salon having treatments and they suggest that they ask 

those clients what kinds of improvements they've had occur in their life, in their 

look, in the feel and the way people in their lives relate to them. When they're all 

done, they find that 70% of the prospects they put through this process convert to 

clients, and most of them keep coming back every month for treatments. 

So now you have four different methods to increase the inquiry-to-sale conversion 

rate in your business or practice. All four of them are easy to use, they're very 

powerful and simple to apply, and they will work in almost any business or 

practice you operate. 

 

Now as we come to the close of this session, let's look at what's beginning to 

happen here. You'll remember earlier I said that typically your business or 

practice is built and depends almost entirely on only one traditional method for 

generating customers and clients. And if you look at the illustration in Section 4 

of the guidebook, you'll see the diving board, which is the graphic illustration of 

what a lot of businesses and perhaps your business have come to look like. 

There's an entire business or practice that's being supported by one single 

precarious method of generating clients and customers. 
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But as you begin implementing and applying all these additional marketing 

approaches I've been explaining to you, your business or profession starts looking 

more like the famous Greek Parthenon with all sorts of additional pillars of 

strength and support being added to it. Each one of those pillars is an entirely 

new and fresh and powerful source of additional or replacement customers and 

clients and profits for your enterprise. 

 

This produces two obvious advantages. One, it stabilizes your enterprise, giving 

you greater security and certainty. Because now, instead of depending upon one 

single support pillar, you're adding many support pillars to reinforce one another. 

And if the one you've built the business on in the past happens to fail you because 

of changing market conditions or competitive circumstances, you're 

inconvenienced but you're not compromised. Your business continues to endure 

and thrive. 

 

But you know what, there's a second advantage that's even better. Because the 

moment you start using multiple pillars to build customers and clients, your 

business or practice starts growing geometrically. Think about it this way. If 

you've been operating your business or practice like a diving board and now you 

start organizing and operating it more like the Parthenon, it's like the difference 

between addition and multiplication. It's how you produce quantum leaps in your 

business or practice in an amazingly short period of time and with surprisingly 

little effort. 

 

I have every confidence you can be like the plastic surgeon I helped who, once he 

implemented a formal referral system and started using direct mail along with 

qualified mailing lists, saw his practice revenue triple in less than a year. Or, you 
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could be like the real estate agent I helped who, once she started using a formal 

referral system along with a guarantee of results to her clients plus host 

beneficiary to find them, saw her income skyrocket from $20,000 a month to 

$82,000 a month, each and every month the first year she did this. You could be 

like the retailer who started using special events and promotions along with a very 

different form of a USP and watched sales skyrocket 140% in less than one year. 

Or you could be like the little hardware store I helped in South Carolina who 

grew from $1 million to over $5 million in less than three years through a simple 

combination of irresistible offers and strong educational information. 

 

The point is this, if you'll only do this for me, promise you'll start using 

combinations of these new methods and add them to whatever source of business 

you've ordinarily been depending on, you can't help but grow your business 

geometrically. You have my promise on it. You can take that promise to the 

bank. 

 

Now, before we close for today, let me explain what I want you to do over the 

next two or three days. It's going to sound very familiar, but I'm sure the results 

you've gotten from what you've done so far have given you some strong 

momentum and enthusiasm to build on. So first, review this session as you did 

before, making additional notes on how you can apply what you've learned to 

your own enterprise. Second, start with those methods and strategies that are 

simplest and easiest for you to apply and begin using them. 

 

Third, and this is going to be a lot of fun, at least one time make someone-a 

prospect, a customer, a client-an irresistible offer, something that's harder to say 

no to than anything that you've offered before. I don't care how you do it. You 
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can give them more bonuses, you can give them a deal and a half the first time 

they buy with a reason why or any combination in between, but make at least one 

person, one prospect, one customer, one client, one person an irresistible offer. 

 

And if they say yes, and you haven't given away the store and you stand to make 

a profit over the long run, which most likely will happen, do it again with another 

prospect. And then do it again and again and again. Try a number of different 

customers and clients and enjoy the results. 

 

Okay, that should take us to the end of week 3. Now, just so we're not accused 

of being out of balance, I want you to be sure to spend some good quality time 

this weekend with the people close to you, and I'll see you back here again next 

Monday. Till then, have fun applying what you've learned today. 

END OF TAPE 


