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SESSION EIGHT TRANSCRIPTS 

 

Jay Here we are in the middle of our fourth week together. I hope you are still 

enjoying the journey as I am, and there are lots of great things still to come. So 

let's get right to it, shall we? 

 

You'll recall in our earlier sessions when we covered the three ways to grow a 

business or professional practice, I shared with you a whole bunch of simple 

marketing approaches-those pillars of profitability you can use to quickly and 

easily build your business into a Parthenon of multiplied revenue and profits. 

And, as you add more pillars, you get to watch your growth go from arithmetic to 

geometric to exponential. It's pretty exciting, don't you agree? 

 

Now I hope you did your homework assignment and made really good use of the 

10 Business Multipliers as a checklist to run through all the pillars you're working 

on. If you did, you're probably already starting to see dramatic improvement in 

various activities you're already doing. It'll get better and better and better as you 

use these 10 multipliers continuously in every pillar and everything you do for 

your business or practice. 

 

It's really important that you don't limit the effectiveness of these 10 Business 

Multipliers by only applying them to one of the three ways to grow your business 

or practice. So, I really want to encourage you to take the 10 multipliers full 

circle. Apply them not only to growing your number of customers, but also to all 

the pillars of profitability under increasing your average transaction value and 

increasing your frequency of purchase. 
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Now this may seem like an awful lot to do. So let me emphasize again: There is 

no urgency to try to apply them all within a few days. You can and should build 

and grow at your own most comfortable pace. So, once again, I want to 

encourage you to continue to apply the simplest and easiest processes first. They 

can produce immediate improvement in sales and profits, which is self-reinforcing. 

When you start enjoying these new results, you'll be inspired to do more and 

more. 

 

Today we're going to step back a bit and take a look at some all-important new 

concepts. These are the elements of understanding that will help you optimize 

everything you do, and they'll make everything work for you with maximum 

effectiveness. Just as the 10 Business Multipliers boost the power of your 

marketing activities, applying these concepts will increase the impact of the 10 

Business Multipliers in everything else you do in building and executing your 

Parthenon of marketing activity. 

 

Are you starting to see what we're doing here? We're taking each process and 

concept, we're layering one on top of another, systematically and methodically, 

improving the strength and the power and the impact of every marketing activity 

you ever do. We're showing you step by step exactly how to make everything 

you do produce the maximum result possible with the minimum amount of effort 

or risk. This is the optimization process at work. It's all coming together to your 

greatest advantage now. But, guess what? It even gets better in a little while. So 

stay with me as we continue this wonderful adventure. 
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In discussing all those marketing approaches in past sessions, I couldn't help 

mentioning some of these concepts along the way. But today I want to codify 

them for you. I want to make certain you understand them inside and out, that 

their full strength and power and impact is fully available to you from this point 

forward. And, they are all very simple, but they bring some real wisdom to the 

whole game plan. So you'll want to master them quickly and make them the 

foundation of your thinking, especially when you see how much power and force 

they can bring to all your marketing activities. 

 

Now as I talk about these concepts, I want you to focus on the quality of your 

relationship with your customers or clients. And be alert to how many ways you 

can begin applying these ideas to strengthen that relationship. 

 

Concept Number 1: People want to be led. People are silently begging to be led. 

You and I actually are eager to be told what to do, how to do it and why to do it 

in all kinds of areas where we don't have expertise. 

 

The key point to recognize here is that people are very wary of being 

manipulated. We're all eager to be educated and informed and instructed about 

things that we don't know. We all want more expertise because expertise is 

knowledge. Knowledge when it is applied is power. Power gives us certainty 

and certainty gives us the confidence to make complete buying decisions. So, it's 

essential, it's absolutely in both sides best interest for you to give your customer 

or your client as much direction, leadership and information or education as is 

possible so long as the basis behind your action is noble and honorable. 
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You've got to look out for what's best for them. You've got to give them the 

best possible recommendations and advice. If you do that and you lead your 

customer to the actions they should take and the reasons they should be taking 

those actions, they will love you for doing it and they will buy at a higher level 

than ever before and they will buy from you more frequently. 

 

Once you realize that all your customers or clients or prospects want to be led, it 

changes totally the focus and the strategy you use in all of your marketing, selling, 

promotional and advertising activities. Why? Because now you make certain that 

everything you do in your communications with that customer, client or prospect, 

leads them progressively to a higher level of certainty. That means you always 

give them ideas, information, advice, education, facts, valuable information, 

valuable advice they can use to help them make better, more intelligent buying 

decisions. 

 

So, the first concept again is people want to be led. So you should decide here 

and now to assume the leadership role, not the manipulator role. In essence, you 

become the advocate, the champion of your customer or client. You defend and 

argue and advance their interests. And in doing so, you will align yourself with 

them at a very deep and rich level. 

 

Let me give you a couple of examples of how some people have done this that 

I've worked with in the past. There's a famous tire store in southern California 

called Four Day Tire. They're literally only open the four busiest days of the 

week. And they explain that in their advertising. However, their advertising does 

something else so powerful and unique, they stand out and they keep growing and 

growing and growing almost like the Duracell rabbit keeps going and going, all 
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because they understand the role of leadership. 

 

All of their advertisement is in the form of massive full and half-page ads in the 

Lost Angeles Times on Saturday. Each ad contains an elaborate explanation, 

education and direction of what kinds of tires you might want to consider buying 

depending upon your driving situation. They walk you through all kinds of 

possible scenarios you might be experiencing, and they tell you, depending upon 

which scenario fits you best, what purchasing choice you should make and why 

you should make it. 

 

They have been doing this for years and years, and their ads are so informative 

and so valuable, people cut them out and save them. They use them as constant 

reference. They make a lot of their decisions. I remember one that I read which 

was fascinating, "Should you rotate your tires or not?" It told me when, it told 

me how, it told me where it was inappropriate, it told me the right and wrong 

procedures, and it told me what action I should take depending upon what my 

driving habits were. There's another one they ran about what kind of treads you 

should be driving with, depending upon the kind of car, the kind of miles, 

highway, etc. By leading me to action, they've gotten my business over the last 

10 years. I wouldn't consider buying from anyone else. Very, very powerful. 

 

Now let me give you a couple of examples of how this kind of leadership really 

works. Years ago, I worked for a really interesting and very successful 

investment firm. They sold every kind of investment instrument, from very 

conservative money market funds to very speculative options and commodities 

transactions. What they did more effectively than anyone else that I saw at the 

time was to provide prospective investors and active clients with well-reasoned 
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explanations, information and direction on the best strategies to take, depending 

upon the financial outcome and risk tolerance that client was comfortable with. 

They would run ads and send letters out that would explain all the choices, all the 

options a client might have available to them. And the relative risk and the 

relative reward each option held. Then, they would provide the client with the 

understanding and the direction of how to move forward and take action if they 

wanted to pursue either the safe or the speculative or an in-between strategy, and 

they would share with them the best approaches to take for maximum return with 

the minimal downside in any endeavor that they went into. It was really powerful 

and it made a lot of people very comfortable and very confident and very certain, 

and 145,000 people invested with them because they did that. 

 

Leading people, explaining how, why, where, when and walking them through 

the transaction before they ever made it, giving them the downside, the upside 

and sharing with them various head strategies that reduced, eliminated, or at least 

lowered their risk was a very powerful and comforting process that my client 

used, and it is a very powerful process that you can certainly use in about any 

kind of business or professional activity you're currently engaged in. 

 

Concept Number 2. You must tell people what specific action to take. This is 

directly related to Concept 1, but it's the next stage. Once you take the lead, your 

responsibility to your customer or client must be to show them the specific actions 

they must take to get themselves greater advantage, greater results, greater 

benefit, greater performance from whatever product or service you offer. Until 

and unless you connect the action to the leadership role, the transaction cannot 

possibly be completed. So, both of these concepts are integral to one another. 
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Leadership doesn't work if you don't lead people to an action they must take. 

Actions will never come about if people don't feel comfortably and authoritatively 

led. They go hand in hand. Lead people, show them the action to take. 

 

Concept 3: Never forget that marketing is the ultimate financial leverage. You 

have an incredible advantage you probably never even realized by being in 

business or practice on your own. That advantage is the fact that your chances of 

creating wealth or creating greater wealth are about 100 times more certain than a 

man or woman who's trying to do it through passive investment. Why? Because 

a business or professional practice has the ultimate financial leverage available to 

it, and that leverage is called "marketing." 

 

I look at leverage the way a lot of people look at cholesterol. There are two 

kinds: good leverage and bad leverage. Just like there are two kinds of 

cholesterol-the good kind and the bad. With leverage, bad leverage is anything 

that has lots of risk or financial danger attached. In other words, it's anything you 

can do where if it doesn't work, you lose almost everything and everything can be 

a lot of money or more even than you put up. Good leverage is when you can 

eliminate or control the downside risk or the danger to almost nil, and yet the 

upside can be infinite. 

 

With marketing, if you test various concepts conservatively at first and you bring 

various combinations together in a Parthenon effect, what you end up doing is 

multiplying your results over and over again. You go from arithmetic to 

geometric to exponential. And by exponential you seriously have the capacity and 

the potential to produce returns and yields that exceed thousands of percent. 
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Honestly, multiples of a thousand percent a year return on your marketing 

investment are very certain and predictable. If you have a good customer list and 

you've never worked it, whether you send a letter out to your customers or 

whether you call them up, it is not uncommon for 1000 customers to generate 

profits of$50,000 to $100,000 or more. Well, mailing 1000 customers costs all 

of about $500. A $500 investment that can produce, $50,000 to $100,000 return 

in all of about three weeks annualizes out to many thousands of percent return. 

But that's only the beginning, because most people do multiple functions. If you 

operate through direct selling right now and your salespeople currently call on 20 

people to end up with one customer, if you can improve their results from 1 out of 

20 to 1 out of 10, that's really great leverage. But if the one customer they sell 

typically buys a $100 purchase and you increase that purchase size now to $200, 

once again you have leveraged on top. If that customer tends to never come back 

and now you get that customer to come back three or four or five times a year, 

you've leveraged five times again. Leverage upon leverage upon leverage. The 

result is actually exponential. 

 

You're in the most exclusive and profitable and prosperous club in the world 

because you are unlimited on the upside. Your only limitations are how many 

pillars, how many concepts, how many tests, how many different approaches you 

want to start doing and combining together and, literally, how much geometric 

progression you're comfortable with getting. Because a lot of people honestly get 

scared when they start getting returns of5,000% or 10,000%. You won't 

because, through your work with this program, you've prepared yourself 

properly. 
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The moment you realize that your business or practice is a license to leverage, a 

legal license to leverage up and then up and then up again, you can multiply, you 

can double and redouble and double again your results just by adding concepts 

and pillars, concepts and pillars. And when you do that, not only do you keep 

increasing the upside return, you keep lowering and eliminating the downside risk. 

Remember the Parthenon? It's stability. It's certainty. It hedges your bet. It's 

the best of all worlds. 

 

And in case you are a professional in private practice operating individually, 

maybe with a full- or part-time receptionist or secretary, let me clarify something 

for you. You still have unlimited leverage. You can apply it in any way you see 

fit. 

 

First of all, if what you've been doing is producing X, you can immediately 

improve upon the effectiveness by passing it through the 10 multipliers and give 

yourself instant leverage right there. You can work less, spend less, get more 

yield. And that's leverage. But you can add other people under you doing the 

same thing you do. You can train them, you can make all kinds of financial 

arrangements because you make the rules. 

 

If you have a marketing approach that works and can generate all the clients that 

you and as many associates or colleagues as you want to bring on can work, 

almost any one of them would be eager to put up the marketing money and work 

strictly on a percentage basis. Once again, it's like Tom Sawyer whitewashing the 

fence. You bring other people in to share the increased work load and to bear a 

lot of the expense. And you have unlimited leverage in your thinking as well. 

When you adopt this possibility-based, marketing-leverage mindset, everything 
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you want is possible at a much higher level of profitability, sales and success. 

 

Keep the simple example in mind whenever you think about marketing. If you run 

ads and the ads produce a certain number of customers or leads and by changing 

your approach you get higher average transaction value and by programing your 

customer or client to appreciate the value of continual repurchase, your 

repurchase levels improve again, you're getting leverage on leverage on leverage. 

 

Take a moment now and look and the matrix I have provided for you in Section 8 

of your guidebook. It helps you identify instantly the key leverage points you've 

got in your business or practice and where you can immediately and most 

powerfully give yourself leverage upon leverage while always minimizing and, in 

many cases, eliminating altogether your downside risk. 

End of Side 

 

Number 4: Advertising is nothing more than salesmanship multiplied. And what I 

mean by that is this: Advertising is nothing more than taking the same elements 

that make a salesman or woman successful, the same components that come 

together to make a sales presentation work and applying them to whatever 

medium you're planning on using. If you're sending a letter in the mail, a sales 

letter, your letter must contain as complete and total a sales presentation as is 

humanly possible. The simple fact is, all that you have to do to create powerful 

and effective and very profitable advertising or sales letters or radio or television 

commercials is take the same elements that make sales presentations work and 

modify and apply them over to whatever advertising medium you're using. It's 

that simple. 
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In a little while, I'm going to be giving you a very clear and simple explanation of 

what those key elements are. For right now, what I want you to understand is 

that advertising is no more or no less than salesmanship or saleswomanship 

multiplied. It's nothing more than taking a message that a salesman or woman 

would present in person, one on one, and presenting it en masse because (and this 

is a very key distinction to remember and appreciate) even though you might buy 

an ad on a radio station that's heard by 500,000 people, it's listened to by one set 

of ears at a time. Even though your ad in a newspaper may be seen by 1,500,000 

readers, it is read in the homes by one individual at a time. Even though you may 

send out 100,000 letters this week, they're received by one person at a time, and 

read individually by that man or woman. It is salesmanship (or saleswomanship) 

multiplied, but ultimately it is you talking to me, the customer or client or 

prospect one on one. 

 

And remember what I said earlier in the program. From now on, no more 

institutional ads. Only direct response ads. Promise? Okay. 

 

Here are a couple of headlines that were incredibly successful and you'll see that 

they're very similar to what a successful salesperson uses when he or she makes a 

live presentation. The first headline: "The Secret of Making People Like You." 

Can you imagine a salesperson walking in your office and saying "I'd like to share 

with you the secret of making everyone you deal with like you." Very similar. 

 

Number 2. "A Little Mistake That Cost a Farmer $3,000 a Year." Can you 

imagine a salesperson walking into your office and saying "I'd like to share with 

you a little mistake that's costing you $3,000 a year." 
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Or how about this one: "How to Win Friends and Influence People." If l walked 

into your office and said, "Hi. My name is Dale Carnegie and I want to teach you 

how to win friends and influence more people," you'd be pretty interested, 

wouldn't you? Are you starting to see its the same thing? Advertising is nothing 

more than salesmanship multiplied. 

 

The fifth concept: People won't appreciate what you've done for them or will do 

for them unless you educate them to the facts.. Education is a thread that runs 

through everything I stand for. I talked about it earlier in what to do to get 

yourself out of a business problem; I talked about it in terms of telling people 

reasons why. There's another spin on education which is very powerful. It's to 

educate people to appreciate either what you have done, are doing, or will be 

doing for them in the future. It's a twist on preemptive marketing. But let me 

give you some examples in real life that I've actually experienced that may help 

make it clear to you. 

 

Years ago, I was conducting a seminar and I was trying to get more content into 

the three-day session. The only opportunity I had was at lunchtime. A couple of 

years earlier, there was a great advertising expert I had paid tens of thousands of 

dollars to speak for me, and we had the right to record him on video. I dug that 

video out of our archives, I sent it out to a production company to edit and refine 

into a two-hour session, and I decided to play it for my seminar attendees at 

lunch. But that was a problem, because instead of being able to go out to lunch in 

the restaurants, if I was going to keep them captive in a room, I needed to do two 

things: Number 1, feed them and that cost money; and Number 2, have something 

to show this video on. I had to go out and order about a thousand dollars worth 

of pizzas, and I had to go out and spend nearly $800 for two oversized TV s and a 
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rental video unit to play it on. All total, I spent about $50,000 just to add about 

two hours worth of additional content to that session. 

 

However, when I had the original video edited down to two hours for the 

luncheon showing, I never watched it. In the original live presentation we 

videotaped, this expert had offered everybody in the room one of his $20 books. 

And the editor that worked on it didn't edit that offer out of the video. So, I have 

all these people sitting in a room at lunchtime, watching the video on these two 

big screen TV s I rented, and they come to the part to where he offers this free 

book. When the video is completed, everyone stands up and they're angry. They 

were actually mad at me because I didn't have that book to give to them. 

 

It could have been disastrous. But I stopped for a moment, took a deep breath, 

and followed my own advice and educated them to the facts. First, I told them 

the truth, that I hadn't originally planned on showing them this video and that it 

was actually a bonus gift. Number two, I explained to them that it cost me tens of 

thousands of dollars in speaking fees and original video recording to be able to 

have the master footage; that it cost me thousands of dollars more to edit it down, 

that it cost me thousands of dollars more to be able to put together the two-hour 

session and rent the equipment and buy the food so that I could make it possible 

for them to sit at lunchtime and watch it. I didn't have to do that for them. I 

wanted them to have the experience. I told them that I was sorry I had not edited 

out the book, but that actually I had invested over $50,000 additional that I didn't 

have to make the experience possible. 

 

When I was done explaining and educating what I had just done for them that 

they had never recognized and understood, instead of anger and contempt to the 
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person, they all stood up, applauded me, and thanked me and shook my hand. 

Pretty big difference, don't you think? That's what I'm talking about. 

 

Remember earlier in this program when I shared with you the interview I did with 

Paddy Lund, the dentist from Australia? Well, I share that same interview with 

people who attend every one of my $5,000 and $15,000 and $25,000 live training 

programs. This little interview has become one of the most impactful elements in 

my entire training program because I revere its full magnitude, and I set up a level 

of appreciation for it in advance with all the attendees. 

 

Here's how I do it. First, I explain to them that the only way what they are about 

to hear was made possible was for me to have spent two solid years, over 

$500,000 in capital expenditure, and over $400 of my time invested in activities 

that got me to the point that the man whose interview I'm about to play for you 

allowed me to talk to him. Then I explained to them that when I first went to 

Australia, I had to spend literally $350,000 plus on advertising and marketing 

promotion. I had to spend $20,000 flying over. I flew for 22 hours. Then I had 

to change planes three times and fly another 6,000 miles. Then I gave three 

different training programs for 36 hours a piece, during which time ifl failed to 

stimulate and excite the attendees, I could have lost the entire million dollars of 

payment I received. I performed to their full satisfaction, concluded my training 

and flew back 22 hours to the United States, and I did it again the next year, spent 

another $300,000, flew 22 hours, spent $20,000 for the flight, performed two 

different times, 36 hours at a time. 

 

On the last day of the last performance, a dentist came up to me and said, "I've 

come to both of your programs. I really respect and appreciate what you've 
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done. Let me tell you how I've built my practice and the different strategies I've 

determined and perfected so that you can maybe share it with all the other 

attendees." Then he took me in the room and privately for about an hour we 

talked. And what resulted was my understanding of how a man could take a 

profession, where the average practitioner worked 60 hours a week to make 

$60,000 a year, and instead he only works 23 hours a week and makes $400,000 a 

year. Not only that, every one of his clients loves and respects him and he's got a 

waiting list of referrals over 100 people strong. 

 

When I set up the fact that I had invested so mightily, that I had to invest in time 

and effort and activity and capital and performance to gain his trust, all of a 

sudden the impact of this tape went through the roof. People hung on his every 

word. Why? Because I educated them to appreciate the value and the impact it 

could have on them and what went into making it possible for them to hear it. 

 

You must use the same power to educate your customers and your clients to 

appreciate fully what you have done for them, what you are doing for them, what 

you will do for them because they are not mind readers, they are not psychics, so 

they can't possibly understand all that you're doing for them. And they won't, 

unless you tell them. 

 

Number 6: Bonuses can make a profound contribution to your overall sales 

proposition. In your business or professional practice, you're looking for 

distinction, for advantage, for uniqueness, for superior benefit you can offer your 

customer or client. Probably the easiest opportunity you have to accomplish that 

is by adding a bonus, or even multiple bonuses to the purchasing transaction. 
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What's this mean? It means you should start thinking about what other products 

or services or combinations of products or services you could freely add to the 

purchase transaction to have a high perceived value in terms of dollars and benefit 

to your customer or client and add it to the transaction. Add it so they will 

appreciate it following the recommendations I just made in Concept 5. But do it. 

 

Let me give you some examples of how this has been successfully applied. Every 

financial newsletter publisher knows that if they offer the newsletter, along with 

two or three bonuses that has more value perception than the newsletter alone, 

they're going to sell a lot more newsletters. Every magazine publisher, Sports 

Illustrated gives you either a video or they give you a radio or they give you the 

swimsuit edition, free as a bonus. Car dealers give you mats for your floors and 

they give you pinstriping. Sometimes they throw in other items that protect the 

car. When you buy a good video camcorder, almost always they throw in a 

carrying case, a tripod and a wonderful leather strap. A local southern California 

supermarket chain offers a free turkey at Thanksgiving time with any $100 

purchase. Needless to say, they get most of the customers. 

 

Is it starting to make sense to you now? When you offer a bonus that has high 

perceived value and usefulness to your customer or client, they respond. And 

more of them will respond to a bonus normally than not. It's a powerful tool that 

you've always had available. Now that you recognize it, start using it. 

 

Now let's quickly review all six concepts so you can appreciate their combined 

importance. Because just like the 10 Business Multipliers we worked on last 

session, when you bring all six of these concepts to bear on your marketing 

activities, the impact on your growth and profitability is extremely dramatic. So, 
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let's look at them again. 

 

Number 1 : In everything you do, and remember what we talked about earlier in 

this program, you have three tiers of customers: the people who buy from you, 

your staff and your suppliers or vendors. So in everything you do, remember: 

people always want to be led. Remember, too, you must tell people what specific 

action to take. And never forget that marketing is the ultimate financial leverage. 

And use that leverage often and continuously. 

 

The only way you can use it is by applying by what I've shared with you so far. 

And, that means pass everything by those 10 Business Multipliers. Take 

everything you do and ask yourself: Can I improve them using these six powerful 

concepts? Go back and test and try everything because marketing gives you 

leverage and the leverage you have with what we've learned about so far together 

is so enormous it probably doesn't even calculate. That's on the upside. 

 

On the downside, through your Parthenon and your testing, you've certainly 

sharply reduced the level of risk you'll ever deal with. So ifyou have almost no 

risk and almost infinite upside leverage, that gets pretty exciting, doesn't it? But 

you can't have that excitement and that result unless you apply what you're 

learning here. 

 

Then remember, any advertising you ever do is nothing more than salesmanship 

multiplied. It's the same elements, the same foundation that makes a great sales 

presentation work, makes a great advertising or sales letter, or radio, or television 

commercial work. And, it's always important to remember, when you do 
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anything en masse, it's being read or seen or heard by one person at a time. So, 

even though it's multiplied, you still talking one on one to me as an individual. 

And don't forget-people won't appreciate what you've done for them or will do 

for them, or are doing for them right now for that matter, unless you educate 

them to the facts. So take the time to go through what you're doing right now in 

your businesses, what you've done in the past for any customer or client you 

serve, what you must and what you want to do in the future and make sure every 

customer, client or prospect understands that. Because they can't appreciate it 

unless you tell them. 

 

Finally, whenever possible, add high perceived value bonuses to your selling 

proposition. Throw in, whenever possible, something that has a high monetary 

value to every sale that you make. If you throw in bonuses, if you help people 

appreciate what you've done for them, if you recognize your advertising is 

nothing more than salesmanship multiplied, if you always respect and utilize the 

full impact and power and force marketing has for you as ultimate financial 

leverage, if you tell people what actions to take after you first assume the 

leadership role for them, you'll look at every transaction you engage in much 

differently than you ever did before. And by looking at your customer or client 

differently, you're going to impact them at much higher level. And that's going to 

mean more sales, more profits, and more enjoyment for you. 

 

Now here's your assignment. Over the next two or three days, begin to apply the 

six power concepts directly to your own business or professional marketing 

program as follows: Find at least three opportunities over the next three days to 

lead, guide or advise a customer or client so they feel more certain and clear about 

the buying decision you are asking them to make. Next, offer at least two other 
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customers or clients a bonus of some kind as a motivating factor for making a 

buying decision immediately and watch what happens. Finally, tell three other 

customers about the efforts or investment of time, training, or money you had to 

make in order to be selling them the product or service you're offering. When 

these three experiments produce the successful results I'm expecting for you, I'm 

sure you won't have any trouble being motivated to devise your own test for the 

remaining three power concepts. 

 

Okay. That wraps up our work together for week number 4. Have a good 

weekend, and I'll see you here next Monday for Session 9. 

End of Tape 

 


