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SESSION SEVEN TRANSCRIPTS 

 

 

Jay Hi! It's good to be back with you again. Now I assume you visited the 

Yellow Pages and went through them, page by page, following the 

instructions I gave you. I hope you went out and talked to owners of 

businesses at an industrial complex. And by all means, I hope you went out 

to a shopping center near you, preferably a very large one, and you spent a 

fascinating day visiting each and every one of the shops and allowing 

yourself to be approached and sold and presented and influenced and 

persuaded, and that all of the elements you learned about, you discovered 

and observed and you were impacted by, made a deep and lasting 

impression upon you. 

 

You no doubt discovered a variety of approaches, some of which you can 

adapt to your own enterprise. From today forward, what I want you to do 

is start identifying yourself as an importer of success strategies. In other 

words, every time you experience, observe or are on the receiving end of 

any kind of a success practice, whether it be selling, advertising, influence, 

persuasion, sales letters, any kind of a method or an approach you aren't 

currently using in your business or professional activities; I want you to 

stop-figuratively speaking-and ask yourself: "Could I directly apply that 

in my business or profession?" Or, "Can I adapt some portion of that 

success practice to my business activities?" 

 

The moment you decide to start importing, adapting and applying other 

industries' success practices to your business activities, your level of 
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success can't help but increase. Why? Because you're utilizing success proven, 

profit-certain methods that have already been tested and refined by 

other industries, and you're saving yourself the learning curve. More 

importantly, you should recognize this overlooked fact of business growth 

today. The true capital of success and growth is not money, it's not cash. 

Most people think, well don't I have enough money or cash to fund the kind 

of growth I want for my business or practice. That's absolutely wrong. 

The real capital of growth today consists of good ideas and great 

applications. 

 

Most people don't have any good ideas or great applications to put their 

money behind. If you can take advantage of millions or tens of millions or 

hundreds of millions of dollars worth of successful business practices that 

other industries have already validated, you've given yourself and your 

business or practice an incredible edge over all your competitors. 

 

Now let's get into the subject of today's session. I want to acquaint you 

further with the Parthenon model I introduced to you earlier in the program 

and how its pillars of profitability, meaning its variety of marketing 

approaches, are driven by the ten Business Multipliers I'm going to be 

sharing with you today. So I'd like you to take a few moments to go back 

to the Parthenon model and consider the scope and variety of marketing and 

approaches I've introduced to you so far in this program. 

 

You'll find them listed, along with the diving board and Parthenon 

illustrations, in Section 7 of your Guidebook. And, while you're finding 

that, let's look back at the journey we've made so far. 
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First, you’ll remember that we recognize that most businesses are built on 

one pillar. One single marketing approach that drives and generates almost 

all their business, or their sales, or their clients  —  like a diving board. Your 

goal is to diversify by adding multiple pillars or approaches for each of the 

three ways to grow a business like the Parthenon. You want multiple ways 

to: 1) Increase your number of customers or clients. 2) Increase your 

average transaction. And 3) Increase your frequency of purchase. 

 

Assuming you've done what I've asked you to do so far in this program, 

you're well on your way to dramatically multiplying your rate of growth as 

you continue adding additional pillars under each of the three ways. In 

other words, you're now moving from a linear to a geometric rate of 

growth. Since you've gone beyond the single pillar diving board approach, 

and we've got you started building your own customized Parthenon of 

revenue and profit-generating activities. And when, in the spirit of 

optimization  — like we talked about last session  — you look for every place 

you can find to add the Business Multipliers that I'm about to give you to 

each of those pillars, you have multiplied your growth and profitability yet 

again. And it becomes exponential. 

 

Let me quickly illustrate the power this represents. Let's say you've built 

your business or practice through sending out sales letters. But now, 

instead of just sending letters, you add one more component — you follow 

up behind them by calling the recipients of those letters through 

telemarketing. And that adds at least 30% which is absolutely a low 

expectation for the results. And let's say that instead of getting an average 
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transaction value of  $1,000, you now offer your customer or client three 

choices. So they don't just go with the lower option. they have two others 

to choose from and in doing so, you increase your average transaction value 

40%. Again, very realistic and conservative. 

 

Let's say also that you never before offered any kind of incentive, bonus, or 

program, direction and benefit to the customer or client for buying on a 

frequent basis, but now you do. And that gets them to buy two more times 

a year. Just two. Which, in many cases, is very conservative. 

 

What have we accomplished? Well, you take the 30% increase we've 

gotten in numbers of customers by using telemarketing, you multiply that by 

the 40% increase we got in the average transaction value, and then you 

multiply that total by the doubling effect we gave you in the frequency of 

purchase and what do you have? You have 30% more customers or clients 

spending 40% more each time they buy and buying from you twice as often. 

 

Now, that is just by adding one additional pillar to each of those three ways. 

Imagine what happens when you add three or four or five pillars to each 

category. That's how you really get exponential. That's how quantum 

leaps occur in business and professional practice. 

 

And please, don't think of this process as tedious work. Think of it as a 

treasure hunt. Because the hidden treasure you're going to discover right 

there in your own enterprise is enormous. This should excite you. I know 

that it excites me. 
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Now let's start applying the 10 Business Multipliers and see what happens. 

What I want you to get is that passing everything you do by these 

multipliers, much like using a master checklist, will cause it to reach a much 

higher level of performance, and the cumulative improvement in your 

business will be very substantial. Since these 10 multipliers have such broad 

application, there is inevitably some overlap with the pillars of the 

Parthenon and the options we looked at under the three ways to grow a 

business. But here in this context, some of the distinctions I'll make for you 

are different. And remember, you can mobilize these at your own pace, 

starting with those that are easiest for you. 

 

And, by the way, you'll notice as we go that not all of the multipliers will 

apply to all the pillars or marketing approaches. That's okay. Because 

what we're doing is giving you a long-term operating system to build your 

business or practice with, and you'll remember from last session, one of the 

keys to everything you do is being flexible. So I want you to be aware and 

familiar and comfortable with all of these 10 Business Multipliers even 

though you may only be able to use six or seven or eight in a given 

application. 

 

Business Multiplier #1. Test everything. It's simple and the payoff can be 

enormous. Simply put, if you will do nothing more than try one approach 

against another, one supposition against another, one way of doing 

something, of saying something, of pricing something, of guaranteeing 

something, of explaining something, of promoting something against 

another and you will measure and compare results, you will be delighted 
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and surprised to see that one way will always outperform another, 

sometimes by a massive margin. It's not at all unusual when you test and 

compare the effectiveness of one approach against another for the superior 

approach to outperform the inferior one by as much as 5 or 10 or 21 times. 

 

Think of this for a minute. The selling approach you're currently using, the 

pricing structure you may be offering, the benefits you may be focusing on 

or concentrating on when you're selling your product or service could be 

under-performing their true potential and could be delivering possibly as 

little as 5% of their true potential. I've seen people test different variables 

in their advertising, their sales letters, their live sales presentations, their 

guarantees and their pricing points, and seen differences rise 500%, 1000%, 

2100% just by changing from one approach to another. Until and unless 

you start testing and questioning and comparing the different responses and 

performance levels you'll get from different ways of doing or saying or 

offering or illustrating or pricing something, you're leaving massive 

potential on the table. 

 

Remember, as an optimizer, you are committed to getting the best possible 

yield from every step you take. Your marketplace will always tell you, by 

their vote, which of two headlines they prefer, which offer they favor, which 

price point they're most inclined to buy at, etc., etc. One thing you'll 

discover when you start testing variables is that the difference in response or 

results can be extreme from such a small shift. Let me give you an example. 

I made myself an extra $30,000 a month one time just by changing a 

company's headline. In the process, I made that company an extra 

$120,000 from one sentence change. Let me tell you the story. 
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It was a couple of years ago, and I was working with a precious metals 

dealer who was selling gold and silver to investors on a bank-financed 

purchase basis. He ran ads in the Wall Street Journal and the headlines of 

those lines said, "Two-Thirds Bank Financing on Silver and Gold." When 

my client ran those ads, they were reasonably successful. They generated 

enough sales my client was able to: a) pay for the ad; b) pay the salespeople 

a fair commission; c) have money left to operate, pay his overhead and 

salary; and d) he had money to go and reinvest in more advertising again. 

However, I didn't believe he was optimizing. I sat down with him and 

asked what other headlines he had tested. He looked at me bewildered and 

said, "None." 

 

In less than 15 minutes-literally, less than a quarter of an hour-I scribbled 

down five additional headlines I asked him to test. He picked out three of 

them, and he tested them in different ads in the Wall Street Journal. Two 

of those headlines outperformed his existing one by big margins. The 

winning headline pulled five times as many sales from the same size ad, the 

same basic advertising text, but 5 times, 500% more responses and 

customers. 

 

What was the winning headline? It was very simple. This was back when 

gold was selling for $300 an ounce, and silver was selling for $6 an ounce. 

Now you will remember, his old headline was "Two-Thirds Bank Financing 

on Silver and Gold." All I did was change the expression of the headline to 

better denominate what was in it for the customer. My winning headline 

said: "If Gold is Selling for $300 an Ounce, Send Us Just $100 an Ounce 



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

 

 8 

and We'll Buy You All the Gold You Like." I had a different headline for 

silver. "If Silver is selling for $6 an Ounce, Send Us Just $2 an Ounce and 

We'll Buy You All the Silver You Want." 

 

Now you might ask yourself, "Why did that simple change make such a big 

difference?" I can't tell you exactly, but I can tell you probably. Most 

headlines people use don't telegraph a self-serving result that the prospect, 

the customer, the reader, the listener, the viewer can expect to gain for 

themselves. My headline did. 

 

Now, I should probably tell you the magnitude that that less than IS-minute 

expenditure made to me so you'll appreciate the power of testing. I had a 

deal with that investment company to get 25% of the increased profits I 

could add to the effectiveness of their advertising. In less than 15 minutes I 

improved the performance of their existing ads 500%. That simple change 

was worth $30,000 a month to me for over 12 months in a row. Literally, I 

did nothing else but change that headline. And every month, on the 15th, I 

would get a check from that client for approximately $30,000, which 

represented one-fourth of the increased profit that little headline change 

made to their bottom line. 

 

What could this mean to you? A lot. You've got to test. What do you 

test? There are a number of items you should look at to test depending on 

the way you sell, what you sell and how you sell. But, let me go through 

the most important key elements. 
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The first thing you want to test is your headline, because a headline is the  

ad for the ad. A point of clarification is really necessary here. It doesn't 

matter whether you run advertising or not. Headlines also impact every 

other selling form you may use. When your salespeople or you engage a 

prospect in a sales presentation, the very first things you say, the first 

sentences and words that are uttered are the equivalent of your headline. 

 

When you send a sales letter out, the first sentences are the equivalent of the 

headline. When a person walks into your retail store, or calls up and talks 

to your receptionist on the phone, the first words they hear are the 

equivalent of your headline. You must test headlines in every selling form 

you use. Again, the trick to more effective headlines is expressing a very 

specific and highly desired result or benefit or advantage or improvement or 

protection that your prospective customer or client can expect to receive for 

themselves by either reading more or listening or engaging your product or 

service into their life or business. 

 

What's the next element you look to test? The selling proposition. It is 

very conceivable that the sales basis you've been using is not the most 

powerful or effective or compelling, so you've got to try experimenting 

with different forms and seeing through measurement which approach has 

produced the highest response, the largest number of people saying, "Yes. I 

want your product or service." 

 

The third element you want to test is pricing. This is fascinating but true. 

A change in price can produce as much as 400% difference in the response 

from the marketplace. I have seen a $19 price out-pull and out-produce a 
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$17 price by 400%. 

 

Years ago I sold a very expensive business course. We tested $295, $395, 

and $495; $495 out-produced $295 by three times. It out-produced $395 

by 11/2 times. What does that mean? If l had arbitrarily stuck with $295, I 

would have had only half the orders at a fraction of the profit I was entitled 

to for my efforts. And, that's what you're doing to yourself if you don't 

test. You're denying yourself, you're restricting and limiting the amount of 

customers and sales and profits and repeat profits your business or practice 

deserves, just by not testing. And it's so easy to do. 

 

Let me continue. There are a few more factors you've got to know about. 

Pricing improvements may also occur when you price down instead of up. 

I've seen $69 out-produce $79 by 300%. The key to price testing is not the 

correct price up or down; it's finding the optimal price (here again we're 

talking about optimization) that your marketplace sees as being most perfect 

for whatever product or service positioning you project. 

 

So it doesn't sound confusing, all I'm saying is this. Every product or 

service has a certain psychology to it, and that differs for every business or 

practice. Yours may be a high-priced point, it may be a low-priced point, 

but you owe it to yourself to experiment. 

 

Here are the easiest ways to test. First, when appropriate, you can run ads 

in publications and test one headline against another. Many magazines and 

many newspapers offer what's called an "AB split" They have the capacity 

in their production plan to literally take two separate versions of an ad, one 
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with one headline, the other with the different, everything else in the ad 

being the same, and print in a way where every other issue or copy of the 

publication appears with a different headline. So that if there was a 100,000 

copies of a magazine being produced, 50,000 would contain headline A and 

50,000 would contain 50,000 B. That's called an "AB split," and a lot of 

magazines and a lot of newspapers can do that for you. 

 

If you can't do that, you can take your headline and your ad and convert it 

over to a letter form and test I, 000 letters with one headline and 1, 000 with 

another. Take your best prospects, or take good prospects you can rent, or 

from your list; and try that. 

 

If you can't do that, try having your salespeople call on 50 people one way, 

and 50 people another. Or, have one salesman or woman try one approach 

to 50, and another salesman or woman try a different one. And compare 

results. 

 

You can do the same thing in your store. The next 10 people who come in 

try greeting them one way; the second group of 10 greet them another. Ten 

people who come, try one price; 10 people who come after that another and 

compare what happens. 

 

A real clarifying point is very essential here. In life, you can't always be 

absolutely definitive. By that I mean, you may not be in a position where 

you can do the absolutely most clarifying test. If you can't be definitive, be 

indicative. In other words, maybe you can't be absolutely statistically 

perfect; but, if your try something with 10 people and it looks to work three 
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times better than the next 10, go with it until you've got something that 

appears better. Odds are your results will improve. So, you've got to test. 

 

Now, I've just introduced you to the most important variables, but there are 

going to be all kinds of different variables that apply specifically to your 

business or practice situation. So I want you to do this. Start asking 

yourself this question: What key factors seem to be most significant in 

selling my product or service? And, then ask yourself: How many different 

ways could I be doing that, or saying that, or approaching it? And then test. 

 

And, by the way, when you test, you can only test one variable against 

another. If you want to test headlines, you can only test one headline 

against another. If you change the rest of the ad or the sales letter, or the 

sales presentation, you invalidate the whole process. It's worth taking your 

time because you're going to discover so many improvements it will boggle 

your mind. Each time you test, you should be able to discover an additional 

improvement in the effectiveness of what you do. And 20% greater pull by 

changing headlines and 30% greater pull by changing prices and 15% 

greater pull by putting in a different guarantee and 3 2% greater pull by 

changing the positioning will total hundreds of percent improvement in your 

sales and it could triple or quadruple your profit. So by now you can see 

that testing is essential to optimizing your business or professional life. It's 

vital to getting all that you can out of your business Parthenon. 

 

Business Multiplier #2: Use direct response advertising, not institutional 

advertising. Almost every ad or sales letter I ever look at, almost every 

commercial I listen to or watch is institutional in nature, not direct 
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responsive. Let me clearly define the difference between the two. 

 

An institutional-based advertisement is one that offers, first, the viewer, 

listener, or reader no direct advantage. Number two: It tends to be totally 

self-focused towards the advertiser, not the customer or intended customer 

or client. Number three: It seeks to produce or affect a future or deferred 

result or effect. You've all heard people say, "Well, we want to keep our 

name in front of the public because sometime in the future they may want to 

come and buy from us." That's the whole philosophy and attitude behind 

running an institutional ad. Typically, institutional ads are run by, guess 

what, institutions. They think, "Hey! Let's just put our name in front of 

people." There's a classic phrase that refers to most institutional type ads 

and they call them "tombstone ads," because they don't say anything 

meaningful and they look like tombstones, and for all practical purposes, 

they are dead. 

 

Here's what I want you to do from this point forward. Look over every 

advertisement you run, every commercial on TV or radio, look over every 

brochure, look over every sales letter and ask yourself, "Is this institutional 

in nature?" If it is, I want you to stop immediately and instead start 

following these direct response guidelines. 

 

First: focus the entire thrust of your communication (be it advertisement, 

commercial or sales letter) on your prospect's interest, not your own. 

Second: Always offer the prospect something appealing that will get him or 

her to respond now, immediately; either to get them to come in or call in, or 

mail in, or write in, or some way they will, in essence, raise their hand and 
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say, "Yes, I want that now." Third: Give the prospect complete directions 

on what to do, how to do it and why they should do it. Again, go back to 2 

and underscore this payoff motive for them. 

 

The difference between direct response and institutional advertising is 

simple. Direct response advertising should pay its own way as it goes. It 

should always make you an immediate, a measurable (remember all that 

we've said about tracking and measurement and testing), it should offer you 

an immediate profit and payoff now. Not sometime way in the future. 

Institutional advertising never, ever gives you an immediate payoff. 

 

When you convert your entire strategy over from institutional advertising to 

direct response advertising, you get another bonus. This is funny, but you 

get institutional value free. In other words, if every time you run an ad, 

instead of getting no response, you make money on it, you still get all of 

those other people who see it or hear it or read it and think about it, and 

who will come into your business or practice later, but that's all bonus in 

addition to the immediate and direct profit, the immediate and direct 

customers or clients that come right away from the advertising. 

 

Business Multiplier #3: Develop a powerful, unique selling proposition for 

USP and use it in all of your marketing activities. Once again, you 

remember when Federal Express used that slogan, "When it absolutely 

positively has to be there overnight Fed Ex," they were telegraphing to the 

marketplace- here's what we do for you that nobody else does. That's 

what a unique selling proposition does for you and your business or 

practice. It distinguishes you, it differentiates you, it telegraphs to your 
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prospects and customers exactly what benefit or advantage they can expect 

to receive by doing business with you, instead of with your competitor. 

 

Remember earlier in this program when I told you about meeting people at 

business functions and parties and how I'd ask them to explain to me, if 

they could, exactly what distinguishes and sets their business apart from all 

the others in their field, and how most could not even answer, and the few 

who tried would basically say, "Service, dependability, quality" which meant 

nothing, absolutely nothing to their customer or prospect unless it was very 

specifically explained, illustrated and denominated. That's USP. Your 

challenge from this moment forward is to identify and telegraph, not just in 

your advertising but in everything you do and say and everyone within and 

outside your company, that USP and all that it stands for the customer or 

for the client. 

 

That means, first and foremost, you've got to identity and understand what 

it is you do or can start doing for your customer or client that provides them 

with a result or an advantage superior to the competition. When you 

identity what that advantage is, you then must integrate it into all your 

advertising and selling operations. Meaning what your salespeople do, say, 

all the collateral material you use, the brochures, the sales letters, etc. 

Then the really challenging and fun part begins. You don't just want to say 

it, you want to live it, you want demonstrate it, you want to show it, you 

want to evoke it. That means that whatever you stand for, you do. 

 

USPs differ for different companies and different market applications. I 

suggest the first thing you do is go through those Yellow Page directories 



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

 

 16 

again, go back again and talk to the business owners at the industrial park 

one more time, and go back and even talk to the salespeople at the 

shopping-mall again and this time, ask them outright, "What do you think 

the primary advantage of doing business with your firm over your 

competitor is?" And listen to their answers, and make a mental or, more 

preferably, a written note of how that answer might directly or indirectly 

(remember our session from a little while ago?) apply to creating your 

unique selling proposition. 

 

This Business Multiplier — developing, identifying, and incorporating your 

USP into everything you do  — will be a little more challenging but a lot 

more rewarding than any other of these multipliers because it will give you 

the differentiation, it'll give you the distinction and the advantage you've 

longed for against everyone else in your marketplace. So, don't be hurried. 

 

Take your time. Spend enough time, not only thinking about what you do, 

but thinking about what your competitors don't do, or do, and how you 

could do it better, or do it better but don't tell anybody about. I know that 

is a lot of "do-do's" but it is well worth the effort. 

 

Now we come to the fourth Business Multiplier, which is to institutionalize 

your relationship with your customers or clients. So often businesses and 

professionals fail to look at their customer or client relationships as 

perpetual. They wait passively for customers or clients to return. 

 

I want you to do something for me that is totally different. I want you to 

take the position that you have an investment in that relationship and that 
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that relationship with your customer or client is going to be ongoing. In 

other words, he or she is going to keep coming back over and over and over 

and over again and look to you for all kinds of products and services, not 

just the ones you currently sell, but other ones you may introduce to them 

through endorsement or referral by yourself of other people you deal with, 

and that client or customer is invaluable to you because of the continuous 

transactions you can absolutely expect to be doing with them. And those 

transactions will include all of the back-end products or services you will 

sell and all of the referrals they will introduce to you. But this is not 

possible until you change the way you approach these customers or 

prospects and start looking at the relationship as being perpetual. 

 

This requires that you have in place a number of the processes we've 

already talked about. Why? Because you can't get a customer to keep 

coming back if you don't have a back-end. You can't get a customer or 

client to predictably and dependably and continuously produce for you 

referrals if you don't have a referral system in place and on and on. But 

your attitude and philosophy has to be focused on the fact that your 

customer or client is a continual and a predictable source of ongoing 

revenue and referrals. But that can't happen if you don't have a system in 

place, if you don't have an attitude installed, not only with yourself but with 

everyone in your organization. They have to understand, they have to be 

committed, they have to expect through their actions, not just through 

reactions, that that customer or client is with you and committed to you and 

going to patronize you and refer to you forever. And you have to ethically 

and benevolently program your customer or client to recognize the superior 

benefits they receive when they continue doing business with you and when 
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they get their friends and colleagues to do the same. 

 

Business Multiplier #5: Accurately determine and address the real needs of 

your customers and prospects. Far too often I see business owners and 

professionals sitting around deciding what the prime issues their customers 

are concerned with, what the marketplace wants and needs. The price you 

pay whenever you do that is lost opportunity. In other words, you lose an 

opportunity when you think you know anything. 

 

You have the obligation to find out what your marketplace really wants, 

what your marketplace really needs. How do you do that? You've a 

number of very simple diagnostic procedures available to you. 

 

The first one, and this is going to be a shock, is to ask your customer or 

client directly. What do I mean by that? I mean call them up. Visit them. 

Mail them a questionnaire or a survey and ask them a series of questions 

they have to answer that will help you more accurately focus upon what the 

key issues behind their buying decisions, their true needs that you are filling, 

and their emotional and transactional buying stimuli are based upon. 

I can think of no more imprudent an approach to trying to build a 

successful business than to unilaterally decide for your marketplace what 

they want without talking to them about it. You owe it to them. You owe 

it to yourself 

 

How else can you do it? A lot of ways. Shop yourself. What does that 

mean? It means that if you are a retailer, hang out at your store if you're 

not known, and if you are known, get some phantom shopper to do it for 
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you. Mix with the customers. I do this all the time. I go to grocery stores, 

I go to retail stores, I talk to the prospects and the customers at the facilities 

and I ask them, "Why are you here? What do they offer you that no one 

else offers? What's the biggest need this business fills for you?" And I ask 

it in easy terms that are non-threatening. And the answers I get are 

extraordinarily revealing and invaluable to me and a lot of the marketing 

programming I create for my other clients. 

 

But I want you to go to your own place of business. Call upon your 

existing customers. Then, call upon non-customers, businesses or 

individuals who are not buying from you, but who you know are buying a 

comparable product or service from a competitor. Ask them point blank, 

tell them the truth. Tell them that you're trying to refocus your business to 

better address and provide for the real needs and desires of the marketplace. 

 

And the best way to identify what those needs and wants are, to go right to 

the customers or the non-customers or clients and ask them directly. And, 

if you do it properly, you do it candidly, and you do it self-effacingly, they 

will respect you and they will respond. All you have to do, and this is so 

powerful and so fulfilling and so connecting between you and your 

marketplace and gives you so much more understanding and respect and 

compassion for your customer or client and their point of view, is to contact 

them. And that contact can mean calling them up, visiting them, engaging 

them at your facility. 

 

Tell them who you are or don't. There are two different approaches: You 

can be subtle or you can be very direct. Engage them and ask them 
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questions that will help you truly pinpoint the reasons why. Here's this 

phrase that keeps permeating everything I talked about: The reason or 

reasons why they do business with you or they don't. The reason or 

reasons why they do business with your competitor. What's important to 

them about your product? What's unimportant? How your product 

benefits that customer or client? Or, how it's used and applied? What they 

like most about it? What they dislike about it? Ask them when they started 

using that product or service, or when they were first attracted or desired 

that product or service that stimulated that desire. Go back in time. All 

these answers help you understand and identify and most importantly 

connect with determining and addressing the real needs of your customers 

and prospects. 

 

I use an analogy and it's a very powerful one. You want to walk in their 

shoes. You want to be sitting on their side of the table or desk. What you 

think is important to them may be totally unimportant. What you would 

discount may be all-important. Until and/or unless you connect and you 

understand life from their point of view, until you see the transaction 

through their eyes, you can't begin to maximize your ability and your 

company or your practice's ability to solve, to fulfill, and to provide for 

their needs or desires or problems or requirements. But the moment you 

understand what they really want, what they really need, what they're drawn 

to and what they're repelled by, you're going to become so much more 

effective, you're going to become so much more connected, you're going to 

become so much more persuasive-because you're talking the language 

that they want to hear. 
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It'll maximize and multiply the effectiveness and the results of everything 

you do, because the moment you determine what these needs are, you then 

want to incorporate that awareness into everything you do or say. And, 

into everything everyone in your organization does and says. What's that 

mean? It means your advertising in sales letters embrace this new-found 

sense of understanding of the real needs and desires and wants and hopes 

and problems of your customers, clients, and prospects. It means, that 

when you send salespeople out into the field to people's offices, to trade 

shows, or even on the telephone, engaging people, they start speaking the 

language that people want to hear, they start focusing on the interest that 

will move people to response and to action. 

 

And I can promise you this, if you do this right, if you decide to become an 

investigator whose job is to uncover the real needs and desires of your 

customers and prospects, what you will find in 99 cases out of 100 is a 

simple recognition. It's the same recognition I introduced you to in another 

session, and that is: it's all about them, it's not about you. You may find 

that a lot of the issues that you were basing your entire selling proposition 

upon are relatively meaningless to your customer or client. And issues that 

had supreme relevance and importance to your customer or client, you may 

never have even focused upon in the past. This is going to be a 

transformational process and it's fun. 

 

And once you do it the first time, I doubt seriously if you'll be able to stop 

doing it ever again. Why? Because it's so clarifying and enlightening to 

you. 
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Let me give you one quick example to make this point clear to you. I had a 

client a few years ago who sold annuities. This is a product people buy for 

savings or to grow their capital. My client mistakenly believed that the 

reason people should get excited about his annuity was because it allowed 

them to grow their capital tax-deferred. I pointed out to my client that, yes, 

that really was a very valuable transactional benefit, however, from the 

customer or client's point of view, they didn't understand what was in it for 

them by that occurring. 

 

I started talking to a number of his clients and I found out that the real 

excitement for them was the fact that at retirement age they found that if 

they put their money in the annuity, it doubled or tripled the quality of life, 

and more specifically, it guaranteed them twice or three times the lifestyle 

level at retirement they could expect through conventional tax investment. 

So I changed their approach from one that used to say, "Grow your money 

tax deferred for retirement," which left the prospect confused about the 

implications, the benefit and the really dynamic result. And I changed it to a 

theme that said more like this: "One approach to retirement planning will 

give you a $4,000 a month income at retirement. Another will give you 

$8,000 or $12,000. Which income do you want?" And I demonstrated 

through example the difference in lifestyle that an extra $4,000 or $8,000 

would produce. I showed them how they wouldn't have to sell their home, 

as a lot of people do because they run out of money. I showed them how 

they could easily afford to buy a new automobile every two or three years. 

I showed them how they still would be able to take two very luxurious 

vacations a year, and be able to provide for all the birthdays and the 

anniversaries and the Christmas presents for everyone important in their 
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family, and still have surplus funds left over for luxurious dinners and trips 

and clothes and hobbies and all kinds of other indulgences they'd want. 

And I showed them why it was possible through the wonderment of tax deferred 

compounding. 

 

This understanding of what was really important to the customer. And it 

wasn't the technical implications of tax compounding; it was the fact that 

one approach could only produce a $4,000 income at retirement and the 

other would produce $8,000 or $12,000 with the same amount of money 

invested. That change of focus and that ability to connect with the real 

needs and desires of the customer added $60,000,000 worth of transactions 

in nine months to my client. Prior to that, they were struggling to just break 

even with their old approach, which was tax-deferred investing. Once I 

showed them that the tax-deferred investing was only the mechanism, but 

the result was doubling or tripling the customer's potential income at 

retirement, their business took off. 

 

Your business will take off also when you learn to connect to the real needs 

and desires of your customers and stop trying to assume that you know 

what they want. Because issues that are very exciting and important to you 

may be totally erroneous and unimportant or uninteresting to your customer 

or client. You have the obligation to yourself and to them to identify and 

understand what issues, what needs, what desires, what wants they are 

really motivated by and connect with them on that basis. If you '11 do that 

and only that, you will watch your business swell, because you '11 be totally 

in synch with where your customers and clients are coming from. And 

don't be at all surprised if a lot of the competitors customers and clients 
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start flocking to you in the process. 

End of Side 

 

The sixth Business Multiplier: Recognize that you'll have to both sell and 

educate your way out of a business problem. You can't just cut the price. 

 

I look at hundreds of businesses and professions a year who are in some 

state of what I'll call "stress" or marketing adversity. What do I mean by 

"marketing adversity?" I mean that these companies or these professionals 

have either products or services, they have the capacity to sell at a much 

higher level than they are currently doing and they're frustrated because 

they're either not hitting their targets, or they're not meeting their payrolls, 

or they're under-utilizing their potential or their capacity. Or worse, they 

actually have products or services they've invested extreme amounts of 

money in-inventory, equipment, surgical facilities, etc.-that they're not 

coming close to getting full utility out of, and they're very, very frustrated. 

 

Frequently, the knee-jerk response that business owners and professionals 

make to being in the state of what I call "marketing adversity" is to cut 

prices, to lower prices and try to just make such a good deal that people will 

naturally perceive it and embrace it and respond to it. More often than not, 

that fails to stimulate the marketplace to respond. And the business owner 

or professional becomes even more frustrated because they don't know 

what action to take and that produces a paralysis of sorts. 

 

This doesn't have to happen. You must understand this. Your marketplace 

doesn't appreciate or discriminate value and benefit at the level you 
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do. They don't know that you've got something that's invaluable and you 

may have paid $100 for them and that you are selling them for $80 because 

you want to get them out of your inventory. They don't understand the 

implications, or the impact, or the result that will have on their lives. 

Lowering the price alone typically has almost no direct impact on people 

until and unless they appreciate and then desire, not just the product or 

service, but the benefit or result that that product or service offers them. 

If l said to you, "I have a Ferrari automobile I'd like to sell to you for 

$100,000." Would you be eager to buy it right now? I doubt seriously if 

the answer is yes. You probably would say, "Oh God. A $100,000 is a lot 

of money." But, if l told you that the model that I had was one of only 1 of 

10 ever made, that it cost $687,000 brand new, if of the 10 made only 4 

remained in existence, including mine, and the other 3 were in the hands of a 

billionaire, a Saudi prince, and a prominent actor, and that the other 3 had 

less than half the options and twice the mileage of mine, that'd be pretty 

interesting. But, if I went on to tell you that the last time one of these 

automobiles was sold at auction, it sold for $812,000 and that my Ferrari 

had a custom paint job that should make it about 40% more valuable. It 

had half the mileage and it had a history of winning first place at the four 

shows I entered it in, do you think that then it might have a lot more 

perceived value to you? All of a sudden this $100,000 Ferrari sounds like 

one heck of an exciting value, doesn't it? And I would bet that if you could 

afford it, you would try very hard to find a way to buy that Ferrari from me. 

 

Now, do you see what I just did? I took a situation, in this case a product I 

was trying to sell, and I systematically established and constructed layers 

upon layers of comparable value, of contrast, of measurable ways you could 
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see the benefit, the intrinsic value and the worth it had to you. You have to 

do that for your customer. You have to do that for your client. You have 

to do that for your prospect or they cannot possibly be expected to be 

motivated to respond. 

 

Business Multiplier #7: Make doing business with you easy, appealing, 

desirable and fun. I can't tell you how many businesses and practices I look 

at where the whole atmosphere, the owner or the professional has created is 

a tum-off It's foreboding. It's oppressive. It's sterile. It's anything but 

pleasant or desirable or easy to get involved with. 

 

You have a simple goal here: You want to make doing business with your 

organization or your practice easy, fun, desirable, appealing. That means 

you don't want to tum people off. You don't want to put them down. You 

don't want to seem condescending. You don't want to make it awkward or 

intimating in the least bit, for anybody, for any reason. You want to have 

everyone within your organization, everything your organization does, 

everything you stand for, be a pleasant, enjoyable and comforting 

transaction for your customer or client. 

 

Have you ever tried to start a buying relationship with some organization or 

professional and been put off by how difficult they made doing business? 

Maybe they were just very, very rude or very unsympathetic when you 

called or came in, maybe they didn't really act like they respected or valued 

you. Maybe when you got the product or service, you found out that it 

wasn't what they promised, or they didn't help you utilize it fully, or any of 

a number of reasons, but the whole point is: It was a turn-off. You either 
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took it back, asked for a refund or an adjustment or, at the very least, just 

said, "Hey. I'm not going to do business with you any more. There is 

somebody out there who wants my business." Well, you have got to be that 

somebody. You've got to want and value the business. You've got to 

appreciate this is a great opportunity you have, a great opportunity to 

contribute to your customer or client, to enrich their life, to protect them, to 

connect with them, to impact them on so many levels, and you've got to 

show and demonstrate that appreciation not just in your own views, but in 

every aspect of your business or practice. You've got to make your entire 

organization a billboard for that feeling. 

 

That means that when I call up, the person who answers the phone is really 

appreciative that I called. He or she goes out of their way to help me, to 

direct me, to nurture me, to acknowledge me, to guide me, to connect me 

to the solution or the outcome, or the answer, or the information that I'm 

searching for. That means when I go into your facility, I feel good, I feel 

welcome, I feel valued, I feel comfortable. That means that when I buy 

your product or service, and it gets delivered to me, the people delivering it 

personify, they are an extension, of that same feeling. They appreciate, 

they're "nurturists", they help me, they make it easy for me to understand 

and fully utilize that product. They're concerned that I get the maximum 

benefit, the maximum productivity, the maximum result and satisfaction and 

performance out of whatever I've invested my money in. 

 

After the sale or the transaction, you're there for me, you call me, you 

follow up, you ask if I have questions. You, as a courtesy, make certain 

that I know, as a customer or client, you're there for me long after the sale 
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has been done. That I'm not just a check that you deposit, or a charge card 

that you put through to the bank. That you look at our relationship 

ongoing. And that I'm a dear and valued friend who you respect and enjoy 

and appreciate. 

 

And you really appreciate me and we both celebrate this by having a very 

fluid relationship. I look forward to the time I spend with you. Even if 

what you do deals with a problem area, I have the comfort and the 

confidence of knowing that my well-being is taken care of when I entrust 

my fate to you. And that comes from a feeling that you convey. And that 

feeling cannot only be conveyed by you. It has to be embodied and 

projected and really conveyed because it is believed and lived by everyone in 

your organization. 

 

When you move your enterprise to that kind of position, your business 

success is virtually assured. Because people are thinking about you in the 

most powerful and desirable way at all times. They're taking friends and 

colleagues to your organization because it is such a pleasurable experience. 

Referrals keep rolling in. People come back as often as they can possibly 

justify it. Because in today's world of transactions, frankly, most of them 

aren't pleasant, most of them aren't enjoyable, most of them don't make us 

feel like we're valued. If you're the only business or professional in your 

industry who does that, who recognizes that and who personifies that, you 

can own your marketplace. It's that simple. 

 

Let me give you a great example. I'm fortunate that I have a newsletter 

that is published by the foremost financial and business publisher in 
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America, and they've taught me a lot. They are so connected with their 

subscriber, they are so committed to transferring wisdom, they are so totally 

dedicated to making certain that their reader, their subscriber, their business 

or investor-customer gets such a benefit and is moved to action and has 

their life improved or expanded because of the experience, that they have 

meetings five times a month where they bring their whole staff together and 

they ask them: What more can we do? How are we connecting? They 

bring their customers' service people and they bring their receptionists in. 

 

They have meetings once a month where they invite their subscribers to 

lunches and dinners and they get to know them. They have their entire 

staff, including the mail people, including people in their support 

departments, including their vendors, their printers, come and deal with 

them because they want everyone to have an empathic appreciation. When 

you call there, they are so pleasant. When you have a question, they move 

mountains. When they do anything wrong, whether it's conscious or 

otherwise, they do everything imaginable, and then some, to make it up to 

you. 

 

They are so committed to your well-being. They ask themselves ruthlessly 

all the time: What else could we doing to make this experience valuable? 

What else could we be doing to advance the lives or the well-being or the 

financial prosperity of our customer? And they really care about it. Every 

person is on a crusade. It's a mission. They love, they dearly love their 

subscribers. 
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Right here is where you realize that falling in love with your customer or 

clients pays off so handsomely. See, this is all about love really. It's about 

you loving your customer and them loving you back for having loved them. 

And the by-product is incredible. You connect at a level you can't even 

fathom. You'll enjoy the process at a dimension you've never experienced 

before. You will relate and extend yourself in ways you never dreamed 

possible, but it will pay off in spades because the customers and clients will 

come back again and again and each time bring with them more friends and 

colleagues and referrals. 

 

It's really simple, but it's hard for most people because they're focused 

internally on themselves. Because most people are consumed with fixation 

on their product or service. Move outside yourself. Start asking yourself: 

How can I make the process so appealing that, within reason, people can't 

wait until the next time they have to do business with me again? It's that 

exciting. It's that appealing. It's that fulfilling. It's that effective. 

 

Now we come to the eighth Business Multiplier: Tell your customers or 

clients the reasons why. Now I broached upon this to some degree in 

Multiplier #6 when we talked about educating your way out of a business 

problem. But I'd like to deal with it in greater depth here. 

 

In all of your business or professional activities, you are continuously 

striving to move people to action. That means moving customers to the 

point that they seek and desire your product or service and keep buying it 

again and again. That means getting your team members to see life from 

the same vantage point that you do and fall in love with those customers or 
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clients. That means bringing to bear all your suppliers and advisers so they 

too share your vision and contribute towards achieving it. The only way 

you can get an individual to see the benefit or advantage he or she receives 

by taking an action is to provide them with complete understanding of the 

reason why. 

 

Think about it in your own life. When people help you understand why; 

why something is priced the way it is, why something helps you in your life 

or business, why something has to be done a certain way, why something 

connects to something else; then it's clear. Once it's clear, you understand 

it. Once you have that understanding, you can embrace. Once you embrace 

it, you can act on it. Reason why is the missing link most of us are 

searching for. 

 

So from now on, I want you to look at everything you're doing that tries to 

move people to any kind of action, whether it be advertising, whether it be 

sales efforts, whether it be promotion, whether it be trying to have a sales 

meeting, whether it be a morale boosting session you do with your staff, 

whether it be a private conference you have with a supplier, or an advisor; 

and I want you to ask yourself this question: Am I sharing with them 

completely the real reasons why? Do they understand why I am doing 

something? Do they understand why what I am doing is in their best 

interests? Do they understand why I am trying to do something from the 

client or the customer's point of view? Does the customer truly understand 

the reasons why we're doing what we are doing? Do they understand why 

it benefits them? If you fail to give someone a good compelling reason why, 

they're far less likely to buy. 
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And, buying means a lot of things. Buying doesn't mean just transferring 

money to you. Buying means, buying in philosophically to what you're all 

about. Because that's what your customers have to do. That's what your 

staff has to do. That's what your suppliers have to do. So you've got to 

give me the reasons why. 

 

When you run ads, try to give me the reasons why: The reasons why you 

do what you do, the reasons why you sell what you sell, the reasons why 

your product or your service or your company provides or performs better 

for me; the reasons why I should take action, the reasons why, if l don't, I'll 

be disadvantaged. When you're trying to do anything within your company 

or your practice, share with your team members the reasons why. When 

you do, they will feel respected, and in turn, you will win their respect and 

their trust. And trust and respect are the fuels that power action. 

 

In the world today, more and more, people are frustrated because they feel 

deceived, misled. Or at the very least, they feel like society conceals facts 

from them. They aren't being told the truth or everything or the whole 

truth. If you are the one person or the one business or the one professional 

that tells people everything, more than anyone else has ever explained about 

your motivation, about your base, about what they can expect from 

something, about why you're doing something and why you think they 

should be doing something, and you answer questions they've never even 

thought to pose to themselves, and you reveal yourself at a level of 

openness and depth that no one else has ever done before, you'll win their 

confidence and their loyalty long-term. 
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And isn't that what your business or your practice is all about? It's having 

customers or clients loyal and true to you long-term. It's having employees 

loyal and true to you long-term. It's having suppliers loyal and true to you 

long-term. 

 

I had a retailer about three years ago that got themselves into a terrible jam. 

They over-purchased an incredible quantity of very conservative clothes 

right when the fad for a much more stylish and fashionable approach to 

men's clothes took off. They were stuck with $150,000, at wholesale, of 

shirts and pants and suits that were so conservative, that most of the market 

didn't want it. They were pulling their hair out and they were very 

frustrated because they didn't have any working capital and they were 

desperate; they thought they were going broke, and they came to me. 

 

I said, "That's simple. We'll just tell the truth." I wrote an ad and the 

headline said, "We goofed" in big bold letters. It told the truth. That up 

until about four months ago, the style was very conservative so we bought 

the finest, best, conservative shirts and pants and suits in the marketplace at 

the best possible prices. These were incredible clothes. And they were 

going to endure and last forever because conservative was absolutely stylish 

on an ongoing basis. However, the fashions had changed almost overnight, 

and we were sitting with $150,000 at wholesale. This was almost $400,000 

at retail of beautiful, conservative clothes. We didn't know what to do 

because we had no place to put the new, more stylish fashions we'd ordered 

that were coming by the truckload, and we'd have to spend a fortune on 

warehouses until we figured out how to move the merchandise. But, rather 
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than spend the $20,000 a month for the warehouse, we decided we'd rather 

invest that $20,000 in discounting the low or even wholesale cost this 

clothing and offering it to our valued customers. We pointed out that 

though it wasn't the current fad, it would forever be enduring because it 

was traditional and would always be in good taste. We told of our dilemma, 

and we told them of our embarrassment, and we honestly said we thought 

the market would stay conservative longer. 

 

And then we let people in on the method toward our madness. Besides 

telling them what happened honestly and in a way no one had ever done 

before, we were open and we said we know that amongst everyone reading 

this newspaper there certainly are hundreds of traditional-minded men who 

still like a very conservative look, and they're not going to abandon 

traditional good taste for a fad. These are the people we want to attract and 

identify, and in order to make it appealing to you, we're willing to sell you 

our overstocked traditional clothes at less than we own them for wholesale. 

 

No one had ever made a case this open and honest before. No one had ever 

let potential customers in on the reasons why and laid themselves so bare 

and revealed absolutely, the true and honest method to their madness and 

their plight. This ad ran just two days in the local newspaper, and in that 

time it sold all but five garments in the entire inventory. 

 

What's the lesson? Tell people the reason why or the reasons why. Let 

them in on the method or methods to your madness. Be honest and open 

and ultra, ultra candid about your motives, and they will flock to you. 
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Business Multiplier #9: Stick with marketing campaigns that are still 

working, whether you are personally tired of them or not. 

 

You oversee your marketing and selling activities constantly, so you can 

fatigue and tire of a marketing approach or message, an ad, a sales letter, a 

sales presentation long before your marketplace ever does for two reasons: 

1. Your market very probably is a dynamic one. By that I mean, if you are 

marketing to an outside audience, in other words, a fresh group of 

prospects or clients, they constantly change. Their interest changes. People 

are coming in, moving through, moving out of various levels of interest or 

commitment. When people are presented your selling message, depending 

upon where they are on the continuum, it may impact them. It may not. 

 

I'll use a good example. I had a car dealer one time I worked with and he 

tired of his ads almost every week, until we met. It sounds kind of 

romantic, doesn't it? Well, rather than being romantic, it was very 

profitable for him because I made a very simple case by taking a look at the 

real dynamics of his market. 

 

This was in Los Angeles, so it was a really interesting situation. I asked him 

to tell me how many people bought a used car every month. He did a little 

research and came back and said 50,000. I pointed out to him that 50,000 

people times 12 months was a total of600,000 people buying cars a year, 

and that in Los Angeles County there was something like 15 or 16 million 

people who lived there and about half of them read the Sunday Times over 

the course of that period. I said, "Two things are really important to 
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remember. Number 1, I don't know about you, but in my life the only time 

I'm interested in reading a used car ad is right before I'm ready to buy a 

used car. In other words, I've got many more important things to do on a 

Sunday afternoon than getting my fingers all black and thumbing through 

the pages of the Classified looking at minuscule little ads for used cars that 

are for sale. So the only people reading those ads, at least in my mind, are 

the ones who are at such a point on the continuum that they're ready to take 

action. And, that's a fraction of a fraction of a fraction of the people who 

read the paper." 

 

And this applies to all products and services. You don't look at the 

computer ads until you're ready to buy a computer or software. You don't 

look at the real estate section until you're seriously thinking about buying or 

selling a house, and so on and so on. 

 

This brings to my mind what I like to call "the moving parade." It's the 

philosophy and the theory, I guess, that people are constantly moving 

through the cycles of life, going from one buying interest to another, getting 

closer to or further away from a buying commitment, and that that dynamic 

works to your advantage when using this Business Multiplier. You have the 

obligation to keep running ads, to keep mailing sales letters, to keep 

working with customers, to keep doing sales presentations (as long as they 

keep closing profitably), to keep using media, certain publications, certain 

mailing lists, certain associations as long as they keep working. And most 

importantly, to keep continuously communicating with your customers, 

clients and prospects until they stop paying off for you. 
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Now how do you know when it stops being practical and profitable? 

Simple. You go back to Business Multiplier #1. You test and you test and 

you keep testing until an approach you're using stops working. Because 

when you test (as you learned in Business Multiplier #1), the marketplace 

will always tell you. 

 

Business Multiplier #10: In your ads, TV and radio commercials, direct 

mailings and in all your other presentations and communications, focus on 

the intended customer and no one else. So often I will receive advertising, 

sales promotions, direct mail sales letters, and even telephone solicitation 

scripts to review and comment on. And I'll notice one very obvious error 

that's frequently made. These communications are trying to be all things to 

all people, instead of rifling in on the intended recipient. 

 

Your goal in all your selling and marketing communications is simple: 

Identify exactly who your prime target audience is and communicate only to 

them, no one else. Don't be cute. Don't be abstract. Don't try to be 

"fringy" and hit on people who might know other people they can bring to 

you. Go right for the target audience. 

 

If you're selling pest control services, for example, you don't run something 

cute that says, "Got the bug to get your house clean?" Instead, you run an 

ad or you send a letter that asks a straightforward question: Are you 

troubled with pests, with termites, with ants, with roaches or mice, or rats? 

Straightforward, but it's right to the market. 
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Your job is to connect immediately and clearly and powerfully and directly 

to me and to no one else. You want to flag me. You want to, basically, 

have a searchlight spanning the sky, identifying that you have the answer I 

am seeking. If you fail to communicate that fact directly to me, more likely 

than not, I'll walk right by you-figuratively speaking. 

 

Here's an example that's rather fascinating. I did some work recently with 

a nonprofit organization that sponsors an annual 10K run for charity. In the 

past, what they've done was to print up brochures describing their 

advantages and just mail it to everyone in a broad geographic area, 

irrespective of whether the recipients of those mailings had any interest 

whatsoever in running. I said, "That doesn't make much sense to me." 

They said, "Well, what do you mean?" I responded and said, "Well, do you 

have an unlimited budget?" And they said, "No. We're on a very limited 

budget. We don't have any money to waste." So I asked them, "Then why 

are you wasting 90% of your effort?" Of course they were shocked and 

said, "Well, what do you mean?'' I said, "Well, it seems to me that the most 

probable people to be interested in participating in a 10K are people who 

have already participated in a 10K  or are known runners, not just people 

who live in your neighborhood." And they said, "That makes sense." 

 

And I said, "What we should do is two things. Number 1, let's assemble a 

targeted list of everyone who subscribes to Runner's World magazine 

within a 20-mile radius of our event. Number 2, let's get a list of everybody 

who has ever entered any of the 10Ks or the 5Ks or any other running based 

marathons in and around Los Angeles County over the last two 

years." Number 3, let's make an arrangement with every athletic shoe store 
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and running store to make their mailing lists available to us, and let's 

concentrate on where our market is. Number 3, let's write a cover letter 

that accompanies the brochure. And, by the way, just as an aside, whenever 

you mail a catalog or a brochure to any customer or prospect, unless there 

is a selling letter accompanying that brochure, you diminish its effectiveness 

by almost 80%. Why? Because all the brochure was ever intended to be 

was a summary or amplification or graphic illustration of what you intended 

someone to see in your sales letter. It's almost like sending a salesman or 

woman to somebody's door, having them sit in front of a prospect, say 

nothing, and just throw a brochure on the table and expect that prospect to 

get excited and buy. The brochure is nothing more than an embellishment 

to the sales presentation that a live sales man or woman makes. 

 

Anyhow, again, I told this charity they should add a very specific sales letter 

to their brochure, a letter that told about the up coming running event. 

Acknowledge the fact that the recipient of this letter was a known runner, 

that this event was exciting, it was competitive, and there were really 

valuable prizes being awarded, and they should come, even if only to 

observe, but participating would be an incredible and a really enjoyable 

experience for them. 

 

Make a long story short. They cut their expenditure by about three-fourths, 

they improved their attendance by about double. Simple story-great 

illustration of the value of focusing only on your intended customer and no 

one else. 
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One more example, and this is from my own experience conducting a 

training program a few years back. I had speaking for me a prominent and 

respected expert in advertising. He was trying to make a very powerful 

point which paralleled what we're talking about in this session. He asked 

the audience a really interesting question. He said, "Let's presume we both 

were going into the restaurant business, and each one of us could choose 

one advantage we could have over everyone else. We're going to go into 

Los Angeles, and you get to pick the first advantage before I do. What are 

you going to pick?" And he went around the room and let every participant 

choose the one factor they thought would give them the greatest success. 

When he was done, he said, "Fine. Let me tell you the one factor I want. I 

want a starving crowd." 

 

The lesson: Take your message to where your market is. Don't go around 

them. Don't try to be cute. Don't diffuse. Identify and know exactly 

where and who your target audience is and communicate to them directly 

and no one else. When you start doing this, the results of your efforts will 

improve immediately, you will multiply your effectiveness, and usually you 

will be able to cut your time and your expenditure and your efforts down by 

half or more. 

 

What's it all mean in the most practical terms? Well, first, it means you 

have to know exactly who and where your precise target market is. 

Number 2: You have got to communicate with them in the most efficient 

and direct means possible. Number 3: You've got to communicate in their 

language on their level. You've got to talk about issues that are important 

to them and use their language, not yours. And Number 4: You've got to 
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lead them to a desired outcome they want. Keep in mind. What you're 

trying to do is give your customer or prospect an advantage, an outcome, a 

benefit, a result they've always wanted. They may never have even 

expressed it to themselves or clearly focused on it in their mind, but that's 

what you really are selling them-an advantage, a result, a benefit, a 

protection, an improvement, an exhilarating experience. And, finally, 

you've got to compel them to take action. Helping them understand what 

to do, why they should do it, and exactly how to do it, and why they are 

benefited most by doing it now. 

 

Okay. Before we end this session, I'd like to share with you a case-study 

example of how one client of mine has utilized all 10 of the Business 

Multipliers in his business with incredibly great results. The client is an 

automobile dealer on the East Coast. He has seven different franchises, all 

of them are upscale-type cars: Mercedes, Acura, etc. He has embraced all 

10 of the Business Multipliers and some of the innovative ways he's applied 

them, I think, will fascinate you. Let me just share a few with you. 

 

When it comes to testing, he really tests. He tests all of his radio 

advertisements, and he has found three that work five times better than any 

of the other advertisements he ever ran in the past. By the way, he never 

tested anything before I met him. He goes to radio and TV stations now 

and he tries to get them all to be paid, not for advertising, but for the results 

that his advertising on their stations produces. He succeeded, at my 

direction, in getting five out of about eight to say yes. And now he has no 

marketing expense. Instead, everything is tied directly to cost of sales, 

everything is variable, which is wonderful. He's got an unlimited 
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advertising budget. 

 

He tests different selling approaches, different telephone selling approaches 

to get prospects in, different service selling approaches to get old customers 

to come back and start dealing with him again, and get new customers to 

start corning in more frequently, and he has tripled the size of his service 

operation. 

 

He tries very innovative nontraditional approaches. The most exciting of 

which is that we got him to do something called "Deals on Wheels" where 

we got a car carrier, we outfitted it with all kinds of wonderful "signage", 

and every day all day long that car carrier drives all around his city on the 

highway with five or six of the best used cars of the day displaying them to 

all the customers who drive by. This silly sounding experiment has turned 

out to be the single most powerful used car sales boosting activity he's ever 

engaged in. His used car sales are up 65%. 

 

He has developed one of the most amazing USPs I've ever seen. First of 

all, there is no risk in buying from him because you have a three-day 

cancellation clause. If you're unhappy, he will also trade you up or out, up 

to 30 days. If you lose your job any time within a year, he'll take over the 

payments for you until you get a new job. 

 

When it comes to determining his prospecting customers' needs, he does it 

right. He goes out in his showroom at least once a day and talks to 

customers. He gets on the phone and randomly picks 10 customers from 

the last year who bought from him that he calls and 10 customers who have 
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recently bought, and he calls them. He goes to shopping centers, and he 

puts displays out or he stands there and personally meets people. He 

schedules all of kinds of entertaining activities: public golf outings, he gets 

circuses, he goes to movie theaters and buys them out, and he personally 

stands around handing out tickets, meeting and talking to all of his 

customers and prospects. He sits in the service area and interviews all his 

people and has coffee with them. He does what nobody else I've ever 

known does. 

 

He really makes doing business with his firm easy, appealing, desirable and 

fun. They have an area partition where they have food services. You get to 

eat free when you're there at lunch time. They have an area partition where 

they take care of kids for you if you're looking for a car. They have 

movies, videos, foodstuffs for them, games, even a baby-sitter. 

 

As far as telling clients and customers the reasons why, he really does that 

with style. One time one of the car companies was loaded up with 

inventory on a 'semi-doggy' product, and they made an incredible sales 

offer and an even better lease offer, and he went on the air and told the 

truth. He said, "Look. It's a fine car but it's a 'doggy' seller. They're 

loaded with them at the factory, and they asked us to take a bunch of them. 

The only reason we take them is if they gave us a great deal we could pass 

onto our customers. And they did. And if they'd give us an even greater 

lease proposition, and they did that." And he told about it, and he sold 

every car he was allocated. We've done that for him over and over again. 
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He steps you behind the scenes. He tells you about everything. He tells 

you what not to buy from him, and he tells you why. He tells you why you 

should negotiate harder and how to negotiate. He tells you the elements he 

is willing to work with you on even better than you'd ask for them. He tells 

you elements in the buying process you'd never ever thought about that 

help you get an even better deal from him because he is committed long 

term. 

 

He wants to institutionalize his relationship with you. But, he's always 

telling the reason why. His salesmen tell the reason why, when he's doing a 

campaign he brings all his staff in and tells them the reason behind it. When 

he negotiates with the radio stations, he shows them the reason why, which 

is that if they'll work with him, he can afford to spend more money and 

spend it almost all on their station. Everything works when you live this 

way. He is a walking example. 

 

When it comes to sticking with marketing campaigns that are still working, 

he truly excels here. He's got a series of what we call "control" programs 

that we use. The best advertisements that are currently pulling more 

customers or more sales than any others. Those are the ones that we 

always run. We use one sales presentation because it out-produces all the 

others we've tried on an effectiveness basis. In other words, we sell more 

people and we sell higher units of sale. 

 

He's got a follow-up letter he uses that pulls more people into his service 

department than any other follow-up letter we tested. And on and on and 

on. 
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He does not abandon anything that works until and/or unless we can test 

and validate that there is a more effective, more profitable, a more powerful 

alternative. And even when we find one, we don't always abandon the old 

"control." Why? Because oftentimes you can run both, the old winner and 

the new winner, in other words the "winningest" and most powerful, most 

profitable, most effective, most productive approach that you have tested 

and determined is the absolute best, and you will dramatically expand your 

market results. 

 

Case in point. Years ago I had a client who ran ads in the National 

Enquirer for a mail-order product. We used to have about three ads we 

would test all the time. One time we accidentally ran two different ads in 

the same issue. We thought we would basically cannibalize our results and 

instead we found that we did three times as much because each ad appealed 

to a different set of hot buttons, a different motivation in the minds and the 

hearts of the readers. 

 

But this client of mine, the car dealer, he is great. He will not deviate. He 

just keeps on finding winners and he installs them, and they're always 

followed. But he tests constantly to see how much better he can improve 

upon them, and he never replaces what works until and unless it stops 

working. That's the key. 

 

Even if you find something better, that doesn't mean to stop doing what's 

making you a profit. Because if you run both of them at the same time, 

ordinarily you won't just do twice as well, there is a dynamic that comes 
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into play and you'll do multiples of twice as well. Three or four times as 

well. Try it. Test it. See for yourself 

 

Finally, this client of mine (the car dealer) always focuses every piece of 

selling communication-his advertising on the radio and television, all the 

sales letters he sends out, all the communication he does by telephone, 

before people come in, after they come in, if they don't buy, after they come 

in, if they do buy-on the customer and the customer's focus only. He 

absolutely lives this understanding of focusing only on his intended 

customer, the customer's needs and desires, and no one and nothing else. 

 

The payoff? Well, in the last year since he's been following this 10-part 

Business Multiplier philosophy, and since he's been utilizing all three of the 

ways to grow his business, the auto industry has been down, but his 

business is up $6,000,000. Is that unusual? Not at all. Because the 10 

Business Multipliers, when applied to all three ways to grow a business, 

can't help but give your business or practice a massive and sustained boost. 

 

Pretty dramatic sounding isn't it? And the very same results or better are 

available to you when you apply the 10 Business Multipliers to your 

business or professional practice. 

 

Okay. It's about time we got to the assignment, don't you agree? So. 

here's what I want you to do now. For the next three days, I want you to 

take one pillar or marketing approach you are presently using in your 

business or profession and review it in the light of the 10 Business 

Multipliers you just learned about. I want you to remember the checklist 
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approach I just took you through, and I want you to do the same thing 

yourself. Whatever means you've been using to grow, build and generate 

customers or clients, take that pillar through all 10 Multipliers. Decide 

which of them can be applied most easily and directly to your specific 

marketing efforts in that area. Begin applying them and again, keep a 

record of those applications and the results you get in your guidebook, 

because we'll talk about the results you're getting in the next session. 

 

And, remember: As you do this assignment, think about it as a treasure hunt 

because that is exactly what it is. So work at a reasonable pace and enjoy 

yourself Have the time of your life because that's what this is. You're 

going to have the time of your life for the rest of your life by applying what 

you have just learned, particularly when you start using the 10 Multipliers to 

boost and multiply the effectiveness and the profitability and the success of 

everything you do. 

 

I'll see you again in Session 8. 

End of Tape. 

 


