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SESSION NINE TRANSCRIPTS 

 

Jay Welcome to week 5 and our ninth session together. How did you like those 

power concepts? Pretty fun testing them out in your own business, wasn't it? I 

hope you enjoy applying them in your marketing efforts last week. Today, I'd 

like to take you through 16 very powerful strategies that will help you out-market 

your competition. I've mentioned a few of them already but today will give you 

somewhat of a different slant on them. 

 

Market Strategy # 1: Work your current and past customer lists. The most 

powerful, cost effective and productive single action you can take in your 

business or your practice, provided you have good will with your customer or 

client, is to continually communicate and market to your customers and clients. 

How do you do that? By continually calling or mailing or visiting them in 

strategic proactive ways. 

 

Think about someone like the Franklin Mint who mails their customer list over 

50 times a year. Imagine that, 50 times a year. At least once a week on average a 

Franklin Mint customer will get a new offer about some new collectible or some 

new collection of items they've come out with. Why do they do that? Because 

they have learned that the more continual communication they have with a 

customer, the more frequently and substantially that customer buys. 

 

The same applies to you. Your goal should be to get the highest level of ongoing 

involvement and connection with your customer or client. The closer you align 

yourself, the more connected and respected and acknowledged and appreciated 

you make that customer or client feel, the more they'll buy. It's that simple. 
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And look at prospects, inquiries and leads. Today in our society more than ever 

before, people tend to procrastinate, equivocate, become ambivalent. The more 

continuously you move them forward, the more certain you are that they will 

ultimately buy. 

 

Market Strategy #2: Follow up by telephone. A lot of businesses and 

professional practices send out letters to their customers, clients or prospects; 

however, they don't follow them up with a live communication. What happens 

more and more today is this: People get that letter, the letter could be well 

written, it could advocate a very powerful proposition, it could offer the recipient 

a great benefit, a great value, a great advantage for taking action immediately. 

That recipient, your customer, client, or prospect could be actually motivated, 

even excited to some degree about doing something but because of outside 

pressures they postpone taking action. And yet, they actually want to. They want 

to buy from you. They want to respond. So you are actually restricting or 

limiting their capacity to buy from you if you don't follow up by telephone. 

Because when you follow up, you give them the opportunity of rekindling their 

enthusiasm, of remembering how excited they originally were and how desirable 

your offer may have been to them. 

 

What I recommend you do is this: Between seven and ten working days after a 

letter is sent; preferably you, but if that's not practical; someone on your sales 

team, and if that's not practical, perhaps your personal assistant or someone else 

in your customer service department who has incredibly good people skills and 

respects and appreciates your customers and clients, should get on the phone and 

call. And what they would say is some derivative of this: "Hello, Mr. Abraham. 
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This is Jane Jones calling or John Jones calling from the Jones Company. I'm 

calling to make certain you receive the letter we sent you two weeks ago. It was 

a letter that told you about a new service we just offered and made a special 

preferred customer offer to you if you wanted to take advantage. That offer only 

lasts for two weeks. And we haven't heard from you yet. And I wanted to make 

absolutely certain you got the letter, and if you did, you read it and you 

understood what the service was and the benefit. And that it offered you the 

chance to take advantage without risk , without obligation, without any danger, 

because it was 100% money-back guarantee. The point of this call is to make 

certain you got the letter and that you got a chance to read it, and whether you 

take advantage or not, you know you were entitled to the benefits. Did you get 

it?" 

 

If the customer, client or prospect did not receive the letter, you must go over for 

them what the key points of the letter were, particularly focusing on the results 

and the benefits and the advantages to them. Also, tell them about any and every 

risk reversal or guarantee that the letter offered and explain to them again why 

they are getting a preferred advantage. Point of reference here. You could send a 

thousand letters to a thousand customers. The addresses could be absolutely 

perfect. You can send them first-class mail in a very nice envelope. I guarantee 

you a certain number of letters just aren't received, for whatever reason. A certain 

number of the ones received are never opened. Your goal is to make certain that 

every customer, client or prospect you care about has the opportunity to take the 

fullest advantage of the product or service you're offering, because denying them 

that, does them a disservice. You have an obligation, not just an opportunity but 

an obligation, to make certain every person who could benefit, every person who 

could take full advantage gets the opportunity to do so. So, follow up by 
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telephone. 

 

Classic story, I had a client who was in the software business. They sold software 

almost entirely by letter to school administrators around the country. They had a 

nice business, just from that one form of marketing. 

 

 One time on the phone, I suggested that after their next mailing they call behind    

 to get everyone in their company, not just salespeople because they had a lot of 

prospects, but everyone in their company to get on their phones and blitz for two 

weeks straight. Grudgingly they followed my advice. And in about a week and a 

half later I got this incredible call from the president: "Jay," he said, "I don't 

believe it. We did our mailing as usual and got a three-time response from which 

is normal." By the way, that was very good because they had a really good letter. 

But he said, "When I got on the phone and started making the calls, sales went up 

another seven times." Seven hundred percent more sales occurred after the 

mailing just by following up behind. He made so much money on that one 

promotion, he celebrated and rewarded all his staff by taking every one of them 

for a week, all expense paid, to Maui in Hawaii. 

 

Typically, when you do any sales letter, if you follow behind with a telephone 

call and that call is properly handled following the directions I just gave you, you 

can absolutely take this to the bank, you'll get an increase of on the low side 30% 

more sales, on the high side as much as 20 times more sales than you did on your 

original letter. When you have something that important, that profitable and that 

significant available to you, you owe it to yourself to follow up. Use the phone, 

use the phone, use the phone. 
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Market Strategy #3: Keep following up. A recent study was performed by a 

famous marketing research company. Do you know what it revealed? One 

hundred percent of the high-ticket sales that were transacted in the six-month 

period, were the companies they surveyed, 80% of the sales resulted from 

salespeople who followed up at least five different times. Think about that. It 

took at least five continuous follow-up efforts after the initial sales contact five- 

before a customer said yes. 

 

Why? Because today people are slower to act. They're more ambivalent. 

They're more uncertain. They need leadership. They need all the elements we 

just went into about three minutes ago in our discussion of the six big concepts. 

Do that. Follow up continuously and you will be surprised at how many more 

prospects turn into steady customers or clients. 

 

Years ago, I worked for a very sophisticated company that did lead-generating 

programming for investment firms. They would go out and find investor lead 

prospects for brokerage and commodity firms. We found out when we tracked 

what happened to the leads we generated for these clients that if they would use a 

seven-step follow-up process implemented over a six-week period, they would be 

75% more likely to get closure. They would be 75% more likely to tum that 

prospect into a customer than if they just followed up one time. 

 

Imagine that: 75% higher probability of turning a prospect into a customer just by 

systematically following up. When you follow up, by the way, it has to be 

strategic. You can't do it ad hoc. You can't do it here and there. You basically 

have to know that there are strategic time intervals. There are strategic 

communication processes you must use. And there are also certain content 
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requirements you should incorporate. Let me tell you what they are. 

 

Approximately every seven to 10 working days you should communicate with a 

call or a letter continuously until such time that either the customer, client or 

prospect buys or they tell you to stop, or the effort and expense becomes 

economically unfeasible. Unless one of those three things occurs, you should 

keep on doing it. Say, for example, you have a thousand prospects in process and 

every seven days you're either writing them or calling them and every time you 

do that ten more tum into customers. Well if it only cost you a few dollars, 

relatively speaking, to do that, and every time you get ten customers you make 

$10 thousand, why would you stop until they tell you to do so? So, if they don't 

say stop or it doesn't cost you more than you make, you keep doing it every seven 

to 10 days. And when you do it, make certain the communications you have, in 

other words the calls you make or the letters you send out, have value for the 

recipient. They aren't about you. They're all about them. They contain 

information, education, suggestions, advice, leadership-based information they 

will benefit from and appreciate receiving. The simple little change of philosophy, 

deciding to follow up and then keep following up with letter and call and letter 

and call. And by the way, if its feasible, r d much rather see you knock on their 

door and visit them in person every seven to 10 days. But if you can't do that, 

call, letter, call, letter-making certain every one of those communications has 

value and benefit and is appreciated, not an intrusion to the recipient. If you'll do 

that, you'll be one of those fortunate people who get 80% of their business 

because they make five to seven follow-up contacts. That includes letters and 

calls. 
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Market Strategy #4: Bump and up-sell. It sounds pretty much like a kinky dance 

routine you might do at a sleazy bar, doesn't it? But it's not. Bump and up-sell 

will virtually guarantee your business or practice an immediate 30% or better 

boost in sales and corresponding profit. How? Simple. What bump and up-sell 

refers to is the process of offering your customer or client, right at the point of 

sale, when they've already made up their mind to purchase your product or 

service or one of your products or services, offering them some other product or 

service that complements it. 

 

If you make a strong case for the importance and the benefit and the value of the 

additional product or service you're offering as an up-sell or bump, 30% to 80% 

of the customers or clients you offer it to will accept it. That can more than 

double the profit of each sale you make. Why? Because each bump or up-sell is 

just added incremental profit on top. It is revenue and profit you normally would 

not have expected to make on the transaction. Put a pencil to it. It's pretty 

exciting. 

 

Let me give you a couple of real-world examples so you can see what I'm talking 

about. Did you ever buy a brand new car from an automobile dealer and when 

you went and sat with the finance manager, you almost always bought either the 

extended warranty or the LoJack system, which is an expensive system to track 

your car if it gets stolen, or the chemical undercoating or over coating to preserve 

the body and to keep it from rusting or some other addition? Do you know why 

you did that? Well, certainly it made economic sense, but it's a little bit more 

sophisticated than that. You were already committed to that purchase. You 

already were emotionally invested. You fell in love with that automobile. It was 

yours. It's your baby. When the dealer offered you other ways you could protect 
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or beautify your baby, how could you say no? And, in fact, it was a good value 

for you, because if you were truly going to keep the car a long-term, extending 

the warranty, protecting the paint, keeping it from rusting was a very astute 

decision. But the key point here is that you were predisposed to buy anything and 

everything that would make that purchase more valuable, more beneficial to you. 

That's how it works. 

 

If you ever bought anything from a late-night infommercial, when you called up 

you know that almost always they offer you one additional product you can add 

to the purchase right then at a preferential price. 30% to 80% of the people buy 

it. Imagine if three to eight out of ten more people buy one more thing each time 

they purchase, what would that do to the size of the transaction? It could double 

it. Because sometimes the up-sells or the bump can actually be larger, certainly in 

profit, and often times in actual selling price than the initial product or service the 

customer decided upon. Bump and up-sell. 

 

Go out and watch how all kinds of other successful businesses and professionals 

are using bumps and up-sells successfully in their enterprises and then start using 

it in yours. 

 

Market Strategy #5: Sell, then sell again. There is a glaring mistake that business 

owners and professionals frequently make. They will learn selling, and they'll do 

an excellent job of selling a customer or a client initially on their product or 

service, then they'll drop the ball. They don't realize that after the initial decision 

has been made, you've got to sell that customer again, and sometimes again, and 

sometimes again and again. 
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Why? For two reasons. One, the dreaded monster-post-purchase dissonance, 

otherwise known as buyer's remorse. Almost everyone is susceptible to it. When 

you buy something significant, you work yourself up to an emotional fervor. 

Right or wrong, you get so impassioned that you're extremely, intensely, in fact, 

committed to the transaction. Then you make it; then you get it, then reality sets 

in. And it's very rare that any product or service ever lives up completely to the 

vision you had at the peak of your emotional fervor. 

 

What happens then is, after you get the product or service home and you use it, 

your enthusiasm and your passion is lessened. You start questioning and 

evaluating whether or not you made the right decision. That questioning, that 

uncertainty turns into a tendency not to want to buy again other products or 

services from that company or professional. That negativity, that uncertainty, that 

dissonance restricts your ability to fully enjoy and appreciate the purchase you 

have made. 

 

You, as the business owner or professional, owe it to your customer or client to 

see to it that they get the maximum level of joy and fulfillment and satisfaction 

out of any and every purchase transaction they do with you. How do you do that? 

By selling them again and again. You call them up or you send them a letter after 

the sale just to restate what a great value it was, just to extend to them again a 

reminder of all the advantages, all the benefits, all the reasons why it was such a 

good purchasing decision to make. And occasionally, every few weeks or months 

you call them or you write them again, just to let them know how happy you are 

and how good it feels knowing they're enjoying this level of result or 

performance or protection or advantage. And you do that again when you contact 

them to purchase any other products or services from you. 
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Remember this, selling is not a one-time proposition. It's a continuous and 

perpetual opportunity you have to enrich the transaction for the customer or 

client. You do them a disservice if you don't do it for them. You sell them 

originally, then you sell them right after the purchase and then you keep 

reminding them of what a wise decision they made. Do that and you'll watch your 

repeat sales continue, you'll see your returns or customer problems sharply 

decreased and you'll be surprised at how many more referrals those customers 

and clients start bringing to you. It's really a lot of fun when you get into it and 

it's actually a wonderful thing you're doing when you help your customers enjoy 

and appreciate and value their purchase at a higher level. 

 

Market Strategy #6: Use your competitor's resources. Most people think of 

business as a zero-sum game. They look at the competition as somebody they've 

got to thwart, they've got to crush, they've got to basically just push into the 

ground. I look at it totally differently. I look at the competition as being one of 

the greatest sources of opportunity, of profitability and support you possibly have. 

For many different reasons. I look at where the opportunity lies in the 

competition's business situation for them to benefit greater than even you do, by 

helping you. That probably sounds a little confusing, so let's take it apart and let 

me show you. 

 

In every business situation there are opportunities, there are assets, there are 

relationships that your competitors do not properly or fully utilize or even 

appreciate. For example, most businesses and professions deal with a very large 

number of prospects, of inquiries or of leads that come to them. Most of those 

leads, prospects, inquiries, do not get converted to sales, to customers, to clients. 
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It costs businesses and professions a fortune, when you really look at it, to 

generate an inquiry or lead,. Perhaps you run Yellow-Page advertising. Perhaps 

you send out letters. Perhaps you give speeches at industry sessions. All those 

activities took emotional capital, human capital, time and investment. When leads 

make themselves known, when people come to you, call on you, write to you, 

those people cost you real money to acquire and identify. 

 

If a business only converts a fraction of a fraction of the number of leads or 

prospects that come to them, you can actually do your competitor a profit center 

favor by contacting him or her and making a proposition. If they would send to 

you or give you all the names and the addresses and the phone numbers of the 

people that come to them that they don't sell, of the unconverted leads, the unsold 

prospects, the unconverted inquiries, there is an excellent chance you will be able 

to convert a large portion of those into active customers for you. 

 

How can I say that? Simple. People don't inquire about products and services 

because they're not interested. They are frequently super-interested, but what 

happens is the companies they contact or the professionals tum them off Either 

they tum them off by being unreceptive, by being indifferent to their immediate 

wants. If you understand that people don't go to the time and effort in today's 

busy and ambivalent world to contact companies or professionals seeking 

information about their services unless they have a high level of relative interest. 

You've got an opportunity of the highest magnitude. 

 

Contact all kinds of competitors. Say to them, look, you spent so much money 

generating leads and prospects you don't sell. Introduce them to me. Give them 

to me. I know it's nontraditional, but let me see if l can convert them to my 



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

 

 12 

business. If I can, if I can sell them my product, if I can sell them my services, I 

will share generously the profits of that transaction with you and be freely 

generous with them. Don't be at all unwilling to share 30%, 40%, 50%, 60%, 

100% — if you have to — of the profit on that very first transaction, particularly 

if each customer or client coming to you has the capacity to buy over and over 

and over again. 

 

One time I made a company a small fortune by getting them to sell their 

unconverted leads to their competitors. They were in the office products 

business. They generated leads from direct mailing. They would send a thousand 

letters out. Every time they sent a thousand letters out it cost them $1 a letter or 

$1,000 to send out a thousand letters. They would get 5% return or 50 responses 

or inquiries or leads, as you might call them, from every letter they sent out. Of 

the 50 leads that they received, 10% or five would turn into customers for copiers 

or shredders and various office products. 45 of the 50 would not convert. They 

would throw them away when they would not convert. 

 

I stopped them and said, "Don't you realize, of the $1,000 you're spending to get 

the 50 inquiries, $900 of that is being spent on the 45 who don't convert?" Then I 

pointed out that those 45 people who didn't buy but inquired took the time and 

the effort to extend themselves. Most probably the reason they didn't buy had 

nothing to do with their level of interest or capacity to buy. It had rather to do 

with the fact that something about the response they got from the company turned 

them off 

 

What's my point? It's simply this: Of those 45 people who didn't buy, if you put 

them in touch with companies who have more "nurturous" salespeople, more 
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flexible payment terms, more or less features, meaning depending on what they 

need a larger or a smaller performance capacity, you have an excellent 

opportunity to sell them. So, if you'll go to your competitors and make a logical 

presentation to them of the fact that they have already sunk the real cost in 

acquiring these people, they're not buying from them, they're not buying their 

products, if they will either give them to you or even better introduce them to 

you, suggesting that if they couldn't help them, they would like to introduce them 

to a good trusted friend who might, the odds are exceptional that you'll be able to 

sell, to convert, to turn into customers or clients a very large number. Let me 

give you some examples and the first one is to finish the story I started. 

 

I was telling you the story about my client who got SO responses for every 

thousand letters, converted five, didn't convert 4S. He grudgingly agreed to an 

experiment. I got him to let me contact two of his competitors, companies that 

had either more or less sophisticated equipment and had very generous purchase 

terms so they were very, very attractive to customers. I got my client to let me 

introduce those unconverted leads to his two competitors on the basis that the 

competitors agreed to pay us one-half, SO% of the profits on any sales that 

generated from the leads we gave them. 

 

Guess what happened? We ended up making more money on the people we did 

not sell than we made on the ones we actually did. 

 

Likewise, the competitor might be in a situation where he or she is downsizing or 

salespeople decide they want to do something else, where critical employees 

decide they want to go on to do other things. Rather than them losing that 

investment in that employee forever, you can go to your competitors and suggest 
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that they introduce all their quality ex-employees to you, that if you hire any of 

them you'll give them either a fee or a percentage of their income for a period of 

time. Instead of having your competitor look at you as an adversary, look what 

happens when they start looking at you as an ally, as a profit center. 

 

All of a sudden, they look for all kinds of ways to help you grow, to make you 

more money, to give you greater buying advantage, to give you greater human 

capital, greater quality personnel. They look for ways to introduce you to 

products and services. If everything they do they participate on, basically they 

leverage their profit through you. 

 

And why should you care? When you change the rules you play the game of 

business by, who cares if you give your competitor a check for $5000 or $50,000 

or $550,000 every month, if you're making a multiple of five or ten or 20 times 

that amount? And that's money and profit and sales and customers and 

opportunities and personnel you never ever would have had if you hadn't tried 

this new arrangement. 

 

Now let me give you the easiest, simplest and biggest mistake almost every 

company I worked with and almost every professional I work with makes. When 

a competitor of theirs gets in trouble, they can't wait to see them go under. That 

is such a sad and dreadful dissipation of opportunity that it's shameful. Whenever 

you have a competitor in trouble, instead of seeing them go under, look at that as 

an opportunity for you both. An opportunity for you to help that competitor 

salvage and reclaim and resuscitate his or her life investment, you to get an 

opportunity to transfer hundreds of thousands, billions of dollars, tens of millions 

of dollars worth of investments and goodwill over to yourself 
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Here's what you do. Contact the competitor. Acknowledge the fact that you're 

aware or, at least, you've heard they're in trouble, that business doesn't look 

good, that you can empathize with them regarding the fact that they've got their 

whole life's work going down the tubes. That that's not fair and you don't want 

to see that happen. You think they have added a lot of value over the years, you 

think they have tried to do a good job. You want to see them get a reward and a 

payoff and a continuous profit and then suggest the following idea. Suggest that 

you work out a perpetual arrangement where they transfer to you all their 

customers. You integrate or combine their customers or their clients into your 

business or practice and you pay them a perpetual share of either the volume or 

the profit you make on those customers or clients. 

 

Now why would you want to do this? For many reasons. If that competitor does 

actually go out of business, two things will probably occur. One, some of these 

clients or customers will never buy again. They'll just be fragmented, dissipated 

and diffused into the marketplace. Two, a lot of them will go and purchase from 

your other competitors and not from you. If you work out a strategic 

arrangement where the competitor is motivated and excited about routing all his 

customers or clients over to you, systematically, pragmatically and strategically, 

you'll end up adding an enormous amount or an enormous block of new business 

to your company or your practice that cost you probably incrementally very little 

additional to fulfill on. 

 

In other words, unless your business is operating at full boat right now, unless 

every hour and every person and every employee and every customer or 

customer- service person is working at full capacity, to add 10 more transactions 
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a day, five more transactions a day, 25 more sales a day to what you're doing, 

costs very little. Normally all it costs is the direct cost-the cost of the product 

and the actual labor to transact the purchase. If l could add a thousand additional 

transactions this month to your business, what would that be worth to you? 

Particularly if you had no indirect cost of sales. And by that I mean you didn't 

have to run ads; you didn't have to send salesmen out in the field, or saleswomen; 

you didn't have to do anything except pay a referring competitor a predictable 

and an acceptable share of the sale or the profit. I've done this about 100 times, 

I've turned competitors into the greatest allies. 

 

And let me tell you the most wonderful thing you do and it actually is going to 

sound a little bit unusual, but it's so fulfilling, I promise you. You help salvage 

people's lives. A competitor in trouble is looking at a very, very sad situation. 

He or she may not be drawing any salary whatsoever. They may have an 

overhead of$5- $10- $20- $30- $50,000 a month that they're very barely 

making-not even taking a salary for themselves. They may have employees. 

They may have overhead. They may have long-term leases they can't get out of 

And if they close the business down, they might go bankrupt and lose it all. If 

they allowed you to take over all of their customers or clients and you paid them 

a percentage, you could show them very systematically how, by selling off their 

equipment, by subleasing the facility and then by serving in the capacity of your 

goodwill ambassador, all they would have to do is keep communicating with 

their old customers or clients and keep them dealing with you, and now they 

could spend all their waking times not frustrated trying to keep their business 

running, but instead excited calling on new customers or clients that they feed to 

you. All of a sudden you've gotten the combined value and benefit and life work 

of their whole business career. 
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And the best part is then you've excited them about selling the product or service 

you stand for, but instead of being a formidable competitor, now they become 

your greatest ally, and you're greatest sales associate. Isn't that more exciting 

than wishing them out of business? It puts a different twist on it, doesn't it? 

 

Market Strategy #7: Offer extended guarantees and incentives continuously. We 

talked earlier about risk reversal and guarantee. Let me take it to a much broader 

more comprehensive application now. 

 

Everything you do regarding the communications, the sales presentations and any 

offers you make to any prospect, customer or client should always have risk 

reversal or performance guarantees attached to it. What does that mean? It 

means whenever you're trying to sell anybody anything, use risk reversal. Put 

selling guarantees on top of it. Those guarantees should help the prospective 

customer or client appreciate clearly the result or the performance or the 

improvement or the outcome they can expect with certainty to receive by saying 

yes to your offer. 

 

The clearer the picture you paint of what satisfaction should look like for that 

customer or client, and the more powerful and confident your guarantee, the more 

people will be compelled to say yes immediately. And your goal in selling any 

product or any service is to eliminate the barrier of resistance. The best addition 

you can put on guarantees are incentives. If l buy now, add to the transaction 

bonuses like we talked about earlier or other incentives. Other forms of 

nontangible bonuses could be: Lowered price if I purchase now, deferred 

payments if I purchase now, special repurchase bonuses if I purchase again 
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within a certain minimum period of time, referral bonuses if I like the purchase 

and bring a friend. 

 

I sell products and services, I also do training programs. In order to sell my 

products and services, I use very generous, very specific, very extended 

guarantees. I will tell someone the following. If they do not realize a multiple of 

at least 10 times whatever they pay for that product within the first 30 days of 

receiving it, through application of just one good idea in their business or practice,  

I don't expect them to keep the product. I want them to send it back. However, 

because they've invested time effort and faith in me, I don't think it's fair just for 

me to return their money. I want them to receive or keep some other bonus as 

recognition and compensation for their effort. That's the guarantee. 

 

Then for the incentive, I do something rather innovative. I tell them that after 

they've proven to their own satisfaction how much money, how much improved 

profit, how much business advantage my materials will give them, and made 

basically a bundle of money in the process, I want them motivated to come to one 

of my live programs cause I have a wonderful opportunity there of working at a 

deeper level with them. So as incentive, and the key word here is incentive, I tell 

them, going in, that on the downside they're 100% protected by the money-back 

guarantee, but on the upside, once they've proven my methods work, I will give 

them 100%, full-credit application of what they've paid for that product over to 

any live training they ever come to. Sometimes, depending on the special training 

program, I offer them two or three times what they've paid as the ultimate 

incentive. Incentive is a very compelling motivator to induce people to take 

action now. 
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And so you don't feel left out, I should tell you that you are fully entitled to apply 

the full purchase price you paid for this program over to any three or five day live 

training program I ever conduct in the next 12 months. But, when I give people 

that incentive on the upside and I take away the risk on the downside with 

guarantees and bonuses, people convert from product or tape buyers to live 

training program attendees. You can experience and enjoy the very same 

progression of moving customers from entry level to advanced, to expert 

category product or service buyers if you do the same thing. 

 

The eighth Strategy is: Lock in sales in advance. There are a number of business 

and professional situations where you can go from selling single-product or 

single-service transactions to ongoing or yearly or unlimited or lifetime. A client 

of mine in the newsletter business started experimenting with lifetime 

subscriptions. He took, on average, what it would cost to send out, to print, 

publish, mail his newsletter every month for every year for the number of years 

he thought that person would probably live. He took the profit he wanted to make 

and he took cost-of-living estimates by forecasting very generously into the 

future and he came up with a lump sum that was substantially less than what 

someone would have to pay year to year if they did it for 10 or 20 years. And he 

sold 25,000 people a lifetime subscription. 

 

I had another client in the carpet cleaning business. He came up with the great 

idea of selling his customers on an unlimited annual cleaning service. In other 

words, you could have your carpets cleaned as many times as you wanted for one 

fixed price. And then he made it very easy, he gave them terms. He gave his 

customers a lump-sum price that was extraordinarily appealing if they got 

multiple cleanings, but then he allowed them to pay for it over 12 months. Pretty 
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exciting, isn't it? 

 

Ask yourself this question: What products or services can I bundle or package 

together for a year or for unlimited or for a lifetime or for three years? The trick 

to making this advance purchase strategy work is letting your prospective 

customer or client in on the reason why you're doing it, on the method to your 

madness. In other words, if you put a pencil to it and realize that by offering the 

customer or client a year's worth of services or products right now for a lump 

sum payment, you get money you can use, you can buy goods much lower, you 

can equal out your purchasing inventories. You are actually benefited so you can 

pass the benefit on to them. They understand, appreciate and respond to that. 

Don't leave the reason why out of the quotient. But whenever possible, look for 

ways to use advance purchase strategies in your business or practice. 

 

Marketing Strategy# 9: License your successful concepts. It's surprising how 

many of us excel at areas of customer generation, client building, practice or 

business management or operational areas of our enterprise in a superior way 

than most, or all, of our competitors. And yet, we never recognize this distinction. 

 

I'd like to challenge you now to identify what areas of your business or practice 

you operate more effectively or efficiently or productively or astutely than your 

competitors do. Identify what you run more effectively. Identify selling 

approaches you use more. Identify the fact that your average sale is 20% or 30% 

higher than your competitors'. Identify the fact that perhaps your business sells 

on average 15% or 20% or 50% more revenue per square foot or per employee or 

per dollar invested. 
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If your inventory turns five times more than the industry standard, that's a distinct 

advantage you have, that a number, a surprisingly large number of your 

competitors and related types of businesses would pay an enormous amount of 

money to learn how to do. 

 

I've taught clients of mine how to tum the areas of their business they excel at 

into some of the most lucrative profit centers imaginable. Case in point, a client 

of mine is a lumber mill in South Carolina. It's a very successful, very old, very, 

very stable lumber mill. The man that owns it is a fanatic about, of all things, kiln 

drying the raw timber. 

 

If you're not familiar with the lumber business, let me explain that kiln drying is 

the heating and finishing process they use to tum raw timber into finished lumber. 

And depending upon how effectively they finish off and dry that timber, the 

resulting lumber can come out anything from Grade A, all the way down to 

Grade D or lower. The difference in the marketplace between Grade A and Grade 

D lumber is substantial. It can be a difference of hundreds and hundreds of 

thousands of dollars, or in many cases, millions of dollars of increased revenue or 

lost revenue a year if you produce substandard lumber. 

 

Well, my client, as I said, was a fanatic. He has spent 20 years perfecting his 

technique for kiln-drying lumber. The result is, his lumber turns out to be Grade 

A more often than not, he has the lowest rate of waste, ruin or "warpage" in the 

industry. He's gotten the system and the equipment so well-honed that his energy 

cost, which is the largest single expense a lumber mill incurs-because it takes an 

enormous amount of heat to dry properly in the systematic way necessary timber 

into finished goods-his energy costs are one-half of the industry average. He 
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saves $100,000 a year or more in his mill because he's gotten this system down to 

a science. 

 

When I learned how masterful he had taken to the art of kiln drying, I said to him, 

"George, why don't you teach all your competitors how to kiln dry their raw 

timber, and get greater results? I think almost any one of them would agree to 

pay you a substantial amount if you could produce improved results for them." 

He started thinking about it and after about six months he called me up and said, 

"Jay, I've decided I'm going hold a kiln-drying school." 

 

Now I'd never heard of a kiln-drying school, but he offered one for $2,000 a 

head, and he wrote to everyone of his competitors in a 500-mile radius, 35 

attended. He got paid $70,000 to teach the system to 35 of his competitors. I 

said, "George, I think that's too little." Because we realized that everyone 

learning it stood to gain approximately $500,000, on average, a year in combined 

savings and improved lumber quality they could produce. So I got him to go back 

and raise his price. He went then to $5,000, and he got 40 people to come. Then 

he went to $25,000, because he started getting reports from all the previous 

attendees to his school, and indeed the savings were in the hundreds of thousands 

and the millions of dollars a year — both in improved quality of product they 

were getting, reduced waste lumber and dramatically slashed utility costs. 

 

I worked with a real estate agent who came up with a very interesting twist on 

this. She was an extraordinarily successful realtor in Oklahoma. She built three 

separate offices that she sold to a major national chain. Part of the sale provision 

was she could not sell real estate within a 25-mile radius. She came to me 

frustrated because all she knew was real estate. And I got her to stop for a 
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minute, inventory all her skills, and I said more than anything else in real estate, 

what do you do better than almost anyone else in your field? She said "Well, I 

know how to list property. I get listings 9 times out of 10. I get listings no one 

else can ever get. I get listings all day long." And I said, "Who in the real estate 

business would want to learn how to get listings that successfully?" She said, 

"Well everybody." I said, "There you have it. Teach everybody out of the 25- 

mile radius what you know about listing." 

 

She followed my advice. The first thing she did was to hold a $1,000-per-person, 

day-long training program. She got 25 people to come to it. She came to me 

afterwards, I helped her improve upon the marketing and the effectiveness of it. 

She did it again. The second one brought in $65,000. In two brief days ofreal 

work, she made almost $90,000 by just teaching to other real estate agents what 

she had excelled at when she was operating her real estate agency. Last I heard, 

she was doing it all up and down the state and was thinking about licensing other 

people to take her methods and teach other real estate agents in other states. I 

don't know what became of her, all I know was she went from being frustrated to 

being exhilarated in one fell swoop. 

 

Are you starting to get some ideas? Keep in mind you have a lot of options as to 

how you can sell, license, rent or lease your ideas or your methods. 

End of Side 

 

Jay Let's say you have ads that you run in your community, and they work really 

great. Or, ads you used to run that worked great and then they wore out. Well, 

they only wore out in your marketing area. You may have counterparts all over 

the country, or the world, for that matter, certainly in the English-speaking world, 
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who've never even come close to having as powerful an advertising approach that 

you used to use or as you're using right now. You can license those ads to those 

people for a flat fee, for a monthly usage, for an annual usage, for a percentage of 

the revenue they generate-for any combination thereof You can sell them, you 

can license them, you can trade them to other people for their success concepts 

and methods. Do you see the flexibility? 

 

If you have techniques that reduce the cost of production, you can charge a usage 

fee or you can charge a percentage of the savings. Or, you can charge a 

percentage of the improved profit or any combination thereof. 

 

Everybody I have met, every single man or woman in business, when I got them 

to step back and analyze all the processes they engaged in, in the transaction of 

their business or profession, was able to identify at very least one method or one 

concept or one technique they engaged in, either in the selling side, in the 

advertising, in the promotion, in the customer or client generation, in the closing 

side, in the average unit of sale, in the manufacturing or performance of the 

product or service, in the delivery, in the cost containment, in the usage of the 

money, in the management, in reduced turnover, in tax abatement, in some area 

of their business, one concept that they were able to sell, license or rent to other 

people inside and outside their business. 

 

Market Strategy# 10: Reposition yourself as an expert in your industry. Now this 

has a tie-in relationship to what we just discussed, but I want to make it far 

broader and more global. I want to make a very definitive statement right here. 

Whether you acknowledge it or not, you know more about your industry, 

certainly, than the vast majority of your clients do. You probably understand and 
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know many things about your industry at a far higher level than most of your 

competitors do. I'm judging this, because the kind of people who are drawn to 

me tend to be people who are far more committed to mastering every aspect of 

their enterprise. 

 

If you have that expertise going for you anyhow, why subordinate it? Why 

conceal it? Why not let the marketplace, meaning your customers or clients, and 

all the prospective customers or clients you'll ever try to reach, respect and 

recognize this expertise? Let it out. Reveal it. Relish it. Communicate it. Share 

it. 

 

What does this all mean? It means turn your expertise into communications to 

your marketplace. Get yourself interviewed. Speak at public events. Write 

articles for your trade publication or for any publication that may be read by 

people you want as prospective customers or clients. Organize or have a ghost 

writer help you organize a book or a special report you can distribute to the 

marketplace that establishes your expertise and educates and informs your public. 

The key to establishing your expertise is not telling how much you know and 

how great you are, but in educating your customer or prospect or client to 

appreciate all the aspects of your product or service they never understood before. 

When you transfer that wisdom from you to them, their respect and connection to 

you is increased many fold. 

 

I've had clients write books and distribute them, sell them-give them-to 

people. It's a great calling card. If all of your competitors when they call on 

somebody or communicate with somebody or send out literature to somebody 

send a brochure or a letter and you send out a book you've authored or a report 
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you've written, or a newsletter you publish, or a tape of an interview you did on a 

local radio station or cable TV station, or at a prominent association meeting; 

which of the two competitors do you think your prospect will choose? The one 

who doesn't look to be an expert or the one who does. It gives you an edge. It 

gives you a distinction. It differentiates your positioning and posture in your 

marketplace heads above your competitors. 

 

And it's fun to do. The more you challenge yourself to organize, collect and 

transfer what you know in your mind on paper or into words that you share with 

the public, either in live presentations or by radio or television interviews, the 

more evident it will become to you that you really are an expert, that you really 

have a gift, a message, an ability, an understanding that your customers don't. 

That probably many of your competitors don't. And you have a responsibility, an 

obligation to get that expertise transferred. 

 

Creating a book is much easier than it seems. You can sit down and outline it 

yourself. Or, if you're a little bit apprehensive, go to any quality college, city 

college or university and you can always find English grad students who would 

be delighted to collaborate with you-with or without acknowledgment. It costs 

very little. You can spend $1000-$2000 and have an incredible book written in 

30-60 days. 

 

Or, have everyone in your company submit a chapter and collaborate on it. Or, 

get all your manufacturers to submit to you, all the research, all the information, 

get the right to interview their experts-their directors of manufacturing, their 

directors of research, their chief chemists, whatever it is. Books are really easy to 

create. Books are inexpensive to produce. You don't have to produce 5,000 of 
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them. You can go to a Kinko' s or any other copy place and they can actually do 

small runs — 20, 30, 50 copies. They can soft bind, they can hard bind it for you. 

 

Writing a regular newsletter is fun. If you have the slightest difficultly or 

inhibition about writing, let me tell you the secret. Don't write it. Speak it. All 

you have to do is have a regular meeting with one or more people, friends, 

colleagues, prospects, customers, clients, confidants, that you trust and respect. 

And then you sit over coffee or dinner and you talk through the issues you want 

to share with the marketplace, subjects that are important to you, that are close to 

your heart, that are critical, that are unknown by that marketplace. 

 

And as you're talking-you record it. And you don't hedge. You make every 

comment, you share every idea, you make every point, you make every 

interesting detail known. Then you take the tape of that conversation to a typist 

and you ask them to transcribe it. Tell them to double or triple space it. Then you 

take the transcript. Then whoever you choose, can edit it down to its core essence. 

 

When you write a newsletter, when you author a book, when you conduct a 

seminar, when you hold a private briefing-and by the way, a wonderful new 

opportunity has just become available in the last few years, you can organize and 

conduct high level briefings by telephone with hundreds of participants on the 

phone from a fixed point-once a week, once a month, once a quarter. You can 

actually hold a conference where you invite all your prospects, all your customers, 

industry leaders you want to become associated with. You can get them 

altogether on super-valuable, intensive, 60 or 90 minute group conference calls 

and the cost of doing them is so low that it's impractical not to. 
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Anyhow, the key here is that you have an opportunity. You are an expert, 

whether you realize it or not. But you may not have allowed your marketplace to 

respect, understand and appreciate all you have the capacity to teach them. By 

helping them see your expertise, by preserving your knowledge in more of a 

permanent form, in words, on tape, in books, in newsletters, you help benefit 

your customer and client by improving their ability to utilize your product or 

service at a higher level than they would on their own. 

 

So now that you realize that you have an obligation to share your expertise, it's 

important to realize-the more they respect your expertise, the more they will 

take advantage of what you share with them. The more they take advantage of 

what you share with them, the greater their benefit or result will be from any 

purchase they do for you. So it's a long, connected chain. 

 

The level of success you achieve is limitless the moment you decide I'm going to 

recognize, appreciate and announce my expertise to the marketplace. 

 

Market Strategy # 11 : Decrease your overhead. This is really interesting. 

Something about our society has deluded us to believe that we have to keep 

growing to be successful. We have to keep getting larger-growing, growing. 

 

I'm not sure growing for growth's sake is the answer. Growing as a byproduct of 

profit certainly is reasonable and warrantable. But growth sometimes causes far 

greater problems than we ever imagined. 

 

A few years ago, you'll probably remember we had all the LBOs. That stands for 

Leverage Buy-Outs. Go back and they almost brought down the stock market. It 
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almost brought down the savings and loan industry. It caused all the bail-outs, all 

the repossessions and the foreclosures. It was really complicated. When all the 

dust settled, you know what everyone realized? That a bunch of people took a 

bunch of really solid, very profitable and viable companies and they made them 

take on so much debt, so much obligation, so much pressure to grow that they 

couldn't possibly service anywhere close to that kind of overhead and that kind of 

financial requirement, and so company after company went into bankruptcy. 

 

When you cut through all the confusion, you know what everybody realized? 

Almost all of those businesses could have actually been very, very profitable. 

 

The point I want to make is, and it goes to this whole concept of changing the 

rules of the game you're playing, you're in business to do two things: Number 

one, render a tremendous benefit, advantage or value to your customer or client. 

Number two, make an adequate enough profit in the process to sustain your 

ability to keep rendering that advantage. If s a perpetual motion machine. 

 

My view of business is very simple-this goes for professionals too--it's all about 

having fun, enjoying the process of connecting with your customer or client If 

you ever allow the business to get out of kilter, and by that I mean if you allow 

the business to get too much overhead, too much debt, too much pressure that 

you can't concentrate on the real business at hand which is the customer or 

clients' needs, you got to adjust. Adjustment is easy. Even if you think you're in 

too deep, it's really easy. 

 

If you've got too much inventory, you're better off selling it at a discount, making 

an arrangement with suppliers or even with your competitors to buy out of their 
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inventory, using the cash to get rid of your debt and freeing up your mind. 

Because a free and clear mind can produce enormous and miraculous 

achievements. A cluttered or stressed-out mind will accomplish nothing. 

 

You've got to ask yourself: Do I need all my staff? You've got to eliminate 

people from your overhead who aren't making contribution, who aren't adding to 

the value you're trying to create or who aren't pulling their weight. Even if 

they're fine human beings. It may be that certain aspects of your business may 

have to be readjusted. 

 

I have a friend, for example, who got his business in a terribly bad condition. He 

had 150 employees and he almost went bankrupt because he couldn't generate 

enough ongoing sales to pay for the enormous amount of rent and salaries and 

benefits that this manager got him into. He tried as hard as I've ever seen anyone 

try and he just couldn't do it. He went deeper and deeper into the hole. 

 

One day, I said, "Why are you doing this? Cut the size of your business." He 

took a deep breath and he started thinking, "I don't have to keep doing business 

this way." If the strategy you're using isn't working, doing more of it isn't going 

to get you any closer. He stopped. He analyzed the various components of his 

business and he realized that 80% of his sales was coming from a side of his 

business where only 40 people were necessary. The remaining 110 employees 

were being used in activities that were generating a fraction of a fraction of his 

sales. 

 

He decided to, temporarily at least, stop doing those activities and he 

systematically ended that area of his business and gave his employees two 



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

 

 31 

opportunities. Number one, he invited them to take that side of the business over 

themselves and pay him a little royalty. Or number two, he invited them to find 

better jobs and he gave them four-weeks worth of salary and moral support to 

help them do it. 

 

To make a long story short, now he's got approximately 45 employees. He's 

actually doing 30% more sales than he was when he had 150. He had a record 

profit last year. He was able to pay the employees that remained incredible 

bonuses, because they worked their hearts out making it happen. Now he can 

spend most of his time on issues that will help him add even greater value to his 

customers. He's excited. He looks forward to Monday mornings. He's got more 

money in his bank account that he can spend-all because he changed the 

dynamics. 

 

So ask yourself, if you're stuck with inventory, why keep it? Sell it at a discount. 

Sell it at almost giveaway prices if you have to, to liquidate and free up capital. 

Capital you can use to pay down other debt, to invest in marketing that will bring 

you new customers for the areas of your business that are working. 

 

If you've got too many people on staff, even if they're the finest, hardest-working 

people, but the activities they're engaging in aren't making economic sense, either 

redirect their activities to something that makes economic sense or help them find 

other jobs. Or take that whole section and instead of closing it down, sell it to 

some other business who maybe can do it better and appreciate it. But utilize 

your assets more effectively. 
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If you're wasting money on advertising that's not working, on salespeople who 

aren't selling, on sales letters that aren't converting or generating customers or 

leads, stop it. Wherever possible, stop paying for advertising and start paying for 

results. Resign yourself to the fact that if you pay on performance to people, it 

doesn't matter how much you spend, you have an unlimited budget and you're 

always going to make a payoff only after you've made a profit. 

 

Farm out work to other businesses. If you've got equipment that's expensive and 

it's not being fully utilized, rather than trying to build up the usage, maybe you 

can downsize the production operation or even remove it and lay it off to 

somebody else. And by laying it off, I mean, maybe you can make an 

arrangement with a competitor who's got similar or even superior equipment to 

produce for you because they may have production problems and need greater 

utilization themselves. 

 

Or, maybe you can make a deal where you take that expensive equipment and 

you sell it to a competitor at a discount if they agree to produce the production 

needs for you also. You're only limited to the possibility-based-thinking mindset 

that you install. And it's unlimited, really unlimited. 

 

The thing to remember is that you're not stuck wherever you are. I've seen 

businesses totally eliminate staff, go to their competitors and work joint ventures 

where the competitors literally became their wholesalers, their distributors. 

Where they literally turned themselves into nothing more than a selling agency. 
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If you're saddled with inventory that's not selling, discount it and liquidate it. If 

you're saddled with people who aren't earning you a profit, either lay them off or 

sell them to your competitor and agree to buy back some of the production. If 

you're saddled with equipment that isn't paying its way, sell it or, at the very 

least, stop using it and eliminate the department. No one's forcing you to keep 

doing business as usual, particularly if business as usual isn't working for you. 

You have the right and the ability at this very moment, right now, literally, on the 

spot, to change the way you do it, to change your strategy, to change the rules of 

the game of business you're playing. 

 

If you do that, I can promise you this. Within a matter of weeks or months, what 

now may be burdensome can soon become bliss. I need you to realize, the 

breakthrough is at hand. You've always had it within your power. You always 

will in the future. Right this moment, no matter what situation you're dealing 

with, you can change it and you can change it in a heartbeat. 

 

All you got to do is realize there are a lot of different ways to operate your 

business. There is no law. There's no rule that says you have to have your own 

production. There's no rule that says you have to use your own facility. I knew a 

professional one time who closed down his offices, subleased them at a loss, 

moved in with a colleague, took a fraction of a fraction of the offices, paid a 

prorated usage for that colleague's staff. The savings he realized was so 

substantial that it paid four times the differential, that it made him a profit of four 

times the loss he incurred on subleasing his original offices, and he went from 

being stressed out to being stress free. 
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Market Strategy #12: Don't burn your bridges. Now this sounds like a trite 

cliché, but I want to really hammer this home because it couldn't be more 

powerfully true. In the day to day aspects of your business you have a constant 

array of people you stop dealing with-vendors, customers, clients, employees, 

advisors, advertising agencies, radio stations, trade show companies you may 

have used in the past. You never know, particularly once you've really mastered 

the elements and the strategies I'm trying to share and transfer to you, how many 

new ways in the future you will find to utilize these contacts and resources much 

more effectively. 

 

A magazine you can't justify using today could be invaluable tomorrow when you 

realize how to write an ad that pulls. A person supplying a certain product you 

don't want, could be invaluable in a month when his company took on the 

exclusive for a new product that you do want. Somebody who just left your 

employ may move to a position in a year or two where he or she is in an excellent 

place to generate a lot of business for you. Or, to make you great deals on 

products or services you need to buy. 

 

There's what we call the moving parade, the cycle of life, this constant, dynamic 

change, and it's critically important for you to realize two things: Your needs 

change, people's positions change, people's relative worth in your life changes. 

Everyone has value. If you can accept and adopt an attitude that says this: 

Everybody has value, they may just not be directly beneficial to my situation, but 

I respect them, I appreciate them. I know it's only a matter of time before they 

will be in a position or I will be in a position to utilize their product or their 

service or their connections more bountifully. So I laud them, I support them, I  
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encourage them, I respect them. If you take that attitude, you'll be very pleased at 

how many prosperous things keep coming back to you. 

 

I remember both sides of the coin. Once, when I was very successful at a very 

young age, I was far too aggressive for my own good. I burned a lot of bridges. 

I was in a hurry to progress up the ladder of success and in the process I stepped 

on a lot of people's hands. 

 

Then I had a setback. A really horrible fall from grace. And when I needed the 

people who had helped me the first time, they weren't there for me. In fact, they 

went out of their way to make it difficult for me to bounce back. And justifiably 

so, because I treated them wretchedly. 

 

You can't afford to do that for two reasons. One, you have too much respect for 

their worth as a human being and everybody has value, infinite value. Number 

two, the odds of everybody moving to a position in the not-too-distant future 

where they can benefit you at a much higher level are higher than not. That 

means you should take it as a given. It's only a matter of time before they 

maneuver themselves in their ambition, in their progress, in their career pursuits 

to a point of advantage you can benefit from. 

 

The 13th Marketing Strategy: Avoid the ostrich theory of marketing. This is very 

simple, very direct. It will be the quickest strategy I share with you. Business 

people and professionals have what I call this ostrich-like ability to think that the 

moment they get a client or customer, they have an inalienable right, almost a 

franchised entitlement to that customer or client for life. They do not. You do 

not. When a customer comes to you, it's the beginning of a lifetime pursuit of 
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selling, serving, adding value, acknowledging, respecting, communicating and 

continuing to do it over and over and over again. 

 

You've heard the old statement: Out of sight, out of mind. Well don't delude 

yourself to think that when a customer isn't around your facility or on the phone 

with you or you're not in their office, they're just sitting there keeping you in the 

top of their mind. They get besieged by hundreds, some days thousands of people 

and messages and sales approaches vying for their money, their time, their 

loyalty-just like you do-just like I do. The only way you can be in their mind, 

in their heart all the time is to be there all the time. That means communicating, 

that means contributing, that means constantly adding more value, that means 

writing letters, that means visiting them, that means doing things that aren't 

expected, doing higher-than-expected levels of service. That means sending gifts, 

that means educating them constantly. That means bonuses, advantages, all kinds 

of things. 

 

Remember this: The moment you get a new customer or client, your selling job 

has not ended, it's only just begun. And the responsibility that you have to that 

customer or client is lifetime. The cost of sustaining them is so much smaller than 

the cost of replacing them. 

 

So I implore you, if you're not moved to see this and act on it because it's 

fulfilling and gratifying, be moved to do it because it's so much more cost 

effective than going out and acquiring new customers or clients every year to 

replace them. Use this recognition. Don't be an ostrich. Don't allow yourself to 

be blinded and assume you're entitled to their patronage ongoing just because you 

 



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

 

 37 

exist. Earn that business each and every time by serving them and 

communicating with them at the highest possible level. 

 

Market Strategy #14: Write only direct response sales letters and ads. Now we 

talked about this earlier and I promised I'd share with you exactly how to do it. I 

want to do that now. There are four steps that are simple to understand and easy 

to apply. We call them the AIDA formula. AIDA. Let me outline it for you 

now: 

The first step in the formula is: A - grab your reader's attention. How do you do 

that? You do it by having headlines that really pull. What makes a headline really 

pull? The headline must contain a promise. What kind of promise? A promise 

of an incredible, self-serving, highly desired and very specific benefit the reader 

wants. 

 

An example: How to Win Friends and Influence People. I used this earlier as an 

example, but it's a perfect example of a headline and also a book title. Here's 

another one: An Easy Way to Change Jobs. What person who's dissatisfied with 

their current job wouldn't be drawn to that ad? Or how about this one: How to 

Retire With an Income of$10,000 a Month. Any man or woman age 50-60 

would certainly be interested in that. Don't you think? So the key here: Grab the 

attention with the formula I've just given you. That's step one. 

 

Step two, or the I in the AIDA formula: Deepen the readers interest. How do you 

do that? By giving them a continuous barrage of benefits and advantages and 

results and desired outcomes they can expect to occur when they buy or utilize 

your product or service. 
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Step three in the AIDA formula is: Desire. Increase the reader's desire. What's 

the best way to do that? Well there are two best ways. Number one is with a 

performance guarantee. If you will take people ahead into the future and help 

them experience what it will be like once they have availed themselves of your 

product or service, show them how much better, show them exactly how much 

different, more improved, safer, richer, more satisfying, more fulfilling, more 

dimensional, more exacting their life or their business or their actions or their 

activities will be. That gives them the desire to live it. 

 

After you've done your future basing, after you've taken them forward and let 

them experience what it will be like in the future when this product or service is 

theirs and they are the beneficiary of its result, of its benefit, then you use 

guarantees and risk reversal to assure them that this picture they just experienced 

of what it could be-will be. You assure them they will have the same result, the 

same benefit, the same enjoyment or experience for themselves. Because if they 

don't, the transaction will not be considered binding on them. 

 

That is very powerful But it's not powerful enough to complete the transaction. 

For this you need step four, the final A in the AIDA formula. And that A stands 

for: Action. You must motivate the reader to take immediate action. 

 

How do you do that? By making them a very compelling offer and then walking 

them through in that offer the exact steps they must take, the call to action. 

 

Now tum to section 9 of your guidebook. There you'll see an actual ad that 

we've reproduced that embodies all four of these steps. All four of these 

elements. You'll see exactly how to use the AIDA formula in real advertising 
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application. Stop the tape and take a few minutes now to study it carefully before 

we move on to the next strategy. 

 

Okay, here's the 15th Marketing Strategy: Don't put all your eggs in one basket. 

You ever heard this one before? Well, I bet you've never heard it applied the way 

I'm about to. Let me tell you what I mean. 

 

A few sessions back I introduced to you the diving board and Parthenon. Do you 

remember? Hopefully you do. It's a key element in this whole strategy we're 

putting together. Well, the basis of the Parthenon was that in order to give your 

business geometric growth, that quantum leap I believe you're seeking, you've 

got to get leverage on everything you're doing. And in order to get leverage, you 

can't be dependent on one single source of revenue, of new customers, of cash 

flow. That made sense, didn't it? 

 

Well, I think it goes beyond that. I think that your business has to always be 

hedged or protected on the downside from risk, from loss, from danger. I think 

you always have to be open and limitless on the upside so that every opportunity 

to profit and grow is available to your enterprise. 

 

The only way you can possibly position for that outcome is to adopt a philosophy 

going in that says: We will not put all our eggs in one basket. And that must 

mean the following. Number one: We will not depend on any one single source 

for generating our customers or clients. Number two: We will never have our 

business totally dependent on any single staff member or employee. Number 

three: We will never, ever become dependent on any one single supplier. We will 

always be hedged. We will always have alternatives. We will always have 
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options to choose from. So if anything happens, if anyone gets in trouble, if 

anyone gets their franchise taken away, if anyone goes out of business, if anyone 

gets purchased, if anyone moves, if anyone decides they don't want to do 

business with us — it's a nagging inconvenience but it never jeopardizes our 

ability to keep growing and prospering. 

 

We must always be open to trying new approaches, new headlines. That means 

testing, constantly, new sales presentations, new closing approaches, new risk 

reversal concepts, new bonus or incentive options, new packaging or bundling of 

products and services. We will never be content with the status quo, even if 

we're doing great, because we know we can always do better. 

 

And better doesn't just mean more sales. It may mean more sales with more 

repeat customers. Remember, we're looking to optimize everything we do. That 

means every action we take, every effort we make, every dollar we spend, every 

opportunity we get a chance to take advantage of. 

 

And this should be the most exciting and enjoyable process you ever engage in. 

Never stressful. Why? Because you're always going to be the more efficient, the 

more productive, the more profitable, the more effective you've ever been in your 

life. How can that be anything but great? It is. It's much more fun to make the 

most of an opportunity, than the least. It's much more fun to get something 

accomplished in half the time and with half the money, than not, isn't it? And if 

you make a mistake, if you've hedged your downside, it's no problem. It just tells 

you not to keep doing that again. And we'll find through the testing process an 

alternative approach that we'll always do better if you keep at it. 
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Let's talk about a couple of other implications of not putting all your eggs in one 

basket. To me it means you don't depend on one product or service. You're 

always experimenting. You're always testing. You're always trying out new 

products, new services. 

 

I read a very interesting article about Hewlett Packard. It said that 60% of its 

income and profit this last year came from products that didn't even exist two 

years ago. If you look at the pharmaceutical companies, they are constantly 

bringing new products to market. They are constantly developing in their 

research and development, all kinds of new products. Why? Because they know 

the life cycle of a product is a finite number of years. And if they don't keep 

bringing new products to market, the old products die off, the customers stop 

using them, competition comes in. It's just strategically good business. It's all 

part of this big picture philosophy of being diversified, of being hedged, of never 

getting caught off guard. 

 

So I'm sure it's obvious to you by now the importance of not putting all your 

eggs in one basket. I'm also confident you now realize that the baskets we're 

referring to aren't just selling, aren't just personnel, aren't just supplier, but are all 

the elements that come together to make your enterprise successful. 

 

And, finally, Market Strategy #16: Recognize and identify your hidden assets. If 

you talk to an accountant and say, "Give me a breakdown of my assets and 

liabilities," all the assets they'll refer to are going to be hard or tangible-cash in 

the bank, accounts receivable owing to you, land, equipment, inventory, things 

like that. The assets I'm referring to here are all intangible, and you have an 

abundance of them and they are so rich and valuable, you can't even fathom the 
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potential they represent. 

 

What are these assets? Things like the distribution network you're using. Let me 

be real specific. A couple years ago, I worked with a client who made athletic 

wear he sold through Nordstrom, K-mart and Parklane Hosiery. All told, he had 

about 3,000 outlets who were buying his two or three primary athletic products. 

They were sweat warm-up suits and headbands for people who did aerobics. 

 

He came to me frustrated because he wanted to grow his business. I showed him 

that all he had to do was find other people who manufactured really unique 

athletic products or aerobics products and put them through his pipeline. He was 

really worried because he thought that I wanted him to be a manufacturer's rep, 

and they only make 10%. I quickly got his mind thinking about changing the 

rules of the game and I said, "No, what you've got to do is get the rights to their 

designs, manufacture them yourself and give them a royalty." Very quickly he 

picked up five new items, took them through his distribution channels, and 

quadrupled his sales and profits almost overnight. 

 

He was looking to try to get more customers. His whole idea was: How can I get 

more customers, more department stores, more specialty shops to buy my 

products? I said to him, "That's not your biggest opportunity. I think your 

biggest asset is the relationship you've created with the buyers at these three large 

department stores." When you realize that your biggest opportunity will 

frequently lie in the overlooked, hidden or underutilized assets you already have 

in your business, it gets really exciting. 
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Many people think, "Well, 'gosh', I've got to go outside and I have to find more 

customers." When in fact, your biggest asset may be that you've got these 

incredibly responsive customers that just need more products to buy from you. A 

lot of people think: "Gosh, I've got to go out and find a whole new product line." 

When in fact your biggest asset may be, as my friend in the athletic wear, your 

distribution channels where all you have to do is find other products you can put 

through it. The trick is to recognize all the hidden assets you've got and then 

start methodically and strategically taking advantage of them. 

 

Let me help you with a few more assets, because different people will have 

different ones. The first thing you've got to look at is your active or inactive 

customers. A lot of times people stop buying because you stop offering them 

something that benefits them. That in no way, shape or form means they don't 

have the capacity to buy a lot more things directly or indirectly from you. 

 

And you'll remember, we talked about this earlier in some detail and we talked 

about host-beneficiary endorsement, back-ending, etc. Well, you have to ask 

yourself: Are my inactive customers not buying because I no longer offer them 

anything that can benefit them? Could I add other people's products or services, 

not just more of my own, and make an incredible contribution and an incredible 

profit in the process? Look at all the leads and inquiries you generate that you 

don't currently sell. What else could you sell to them? 

 

We had a funny, funny, funny situation in Australia a few years ago. A woman 

ran ads all over the country for very sophisticated retail software packages. They 

sold for something like $15,000. Eighty percent of the people responding to 

those ads were retailers-they were small, very, very creditworthy retailers who 
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didn't want a $15,000 software package. They were looking for a $2,000 one. 

She didn't have one, so she threw those leads away. Can you believe it? 

 

When I met her I said, "That's an asset. That's an asset. Either find somebody 

who's got a $2,000 product and take over the rights, or do a joint venture with 

them or get someone to create one for you." At my insistence she did it and 

guess what? Her business tripled overnight. 

 

That's the kind of thing I'm talking about. The whole point of this is you've got 

to start looking at your enterprise in an entirely different light. When you do, 

you'll see you have an enormous array of overlooked, hidden intangible assets 

inside and outside your business. 

 

Again you'll notice in section nine of your guidebook we've provided you with a 

sample list of possible hidden assets you may be sitting on, just to stimulate your 

thinking. I urge you to spend time going over that list with a pencil and pad in 

hand. 

 

So what have we accomplished today? You've acquired 16 marketing strategies 

to help you consistently out-market your competitors. Now it's time to put all 

this great information to work. 

 

Here's what I want you to do. Over the next three days I want you to begin to 

apply the 16 Marketing Strategies directly in your own business or professional 

marketing program as follows: Number one, pick out the one that's the easiest to 

apply for you. That means the one you can implement most quickly, the one 

that's the most effortless. Put it to work and see what happens. 
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As it produces improved and increased results, as I'm confident it will, keep 

doing it, and go down the list and pick out another and another and another. 

Because you probably have six to eight strategies on that list that are instantly 

applicable right away to your enterprise. And don't stress over this. Have fun. 

Enjoy it. Relish the process. Apply as many as you can, as easily as you can, and 

as profitably as you can, and keep doing it at the level that's most comfortable to 

you. 

 

Keep careful note of what's happening, because you're going to start getting 

more and more excited as you see rapid improvement occur. Not over weeks, but 

over days. It's possible if you do this right you'll see dramatically improved 

results in a matter of hours. 

 

This has been one of the most valuable sessions we'll do together. It brings 

together a lot of the key elements. It connects a lot of what we're talking about 

and it prepares you for what's in store in our next session. It's important to me 

and it's even more important to you that you follow through, so I need your 

support. I need your promise-do what I ask not for me, but for you and your 

business or practice, and we'll get together again for session 10 in three days. 

END OF TAPE 

 


