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SESSION TEN TRANSCRIPTS 

 

Jay Hello again. It's nice to be back with you. I'm curious. How did you do with 

those marketing strategies we talked about last session? If you did your 

homework, you've already seen a tremendous impact and a profound 

improvement. But, it keeps getting better and better. 

 

Today we're going to concentrate our session on formulating your optimum 

business strategy. But, first, you must focus on what you really want your 

business or profession to give you. So, our goal in this session basically is to 

clarify your thinking. That means we're going to identify the key factors that 

comprise your own ideal vision of success. Then we'll help you confirm the 

validity of those factors and begin formulating your optimum business strategy 

based on this enlightened vision. 

 

So what do you want? Faster growth? Geographic expansion? More customers 

or clients? More money? More prestige? More time for yourself, your family, 

your friends, with no loss of revenue? More diversification? More 

acknowledgment? What's it going to take to get you there? 

 

That's the key question we're going to ask and answer in today's session. But, 

remember, your objective is always optimization, which means consistently 

getting the greatest return for the least expenditure of time, energy and money at 

the lowest possible risk to build your own ideal vision of success. 

And I've got to qualify something here, it's very important. I don't know about 

you, but my vision of success for me — Jay Abraham — takes into consideration 

a 
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lot more than just time and money. I want to have joy in my life. I want to look 

forward to Monday morning. I want to enjoy the people I work with and the 

products and services I sell to others. I want a lot more out of every day than just 

making money and putting in 8 or 10 or 12 hours, and I suspect that we're very 

similar on that point. 

 

So I want you to allow yourself here and now to recognize and factor into all the 

things we' II be discussing, the importance of freedom. Of joy. Of fulfillment. Of 

respect. Being respected and having respect for others you work with and for. 

The people you serve, your customers, your vendors-these factors will be 

extremely important as we forge together your optimum business strategy. 

 

Once you allow yourself to recognize and accept the important role that joy and 

freedom will ultimately play in your own optimum strategy, you'll find it a very 

liberating distinction to make. So many people I work with deny themselves the 

incredible pleasure and fulfillment that comes from building their strategy around 

what they really want. Not just making money. Not just working hard. But 

having fun. Being respected. Having purpose. And, all these come together, and 

they'll magnify and multiply and intensify the levels of success and prosperity. 

And, yes, and joy and fulfillment you can expect to get out of your business or 

professional career. 

 

Now. In order to formulate your optimum business strategy, we must consider 

the implications of what you really want your enterprise to look like. If you say to 

me, "Jay, I want to make $200,000. How many ways can we get me to that 

amount?" 
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Well, the most obvious way would be first, to look at how many customers you 

had. Let's say you had 200 customers making you $80,000 right now. All we'd 

have to do would be to grow your customer base 2 1/2 times to 500 customers, 

and voila! You got your $200,000 income. 

 

But, what are the implications of doing that? Can your business or professional 

practice accommodate and handle that amount of business, the way you're 

structured right now? Or would you have to add more employees, space, service 

personnel, technical people, selling people? Would you have to spend more 

money on advertising? On promotion? On activity? On travel? On equipment? 

 

So we have to also ask, how do these implications affect what you really want 

your business and personal life to look life? 

 

Now. You have alternatives. You have options. You have superior approaches 

you can take to get to your objective. You can add or combine all kinds of other 

approaches to reach the same $200,000 goal without all the implications that 

growing your customers alone would cost you. 

 

Now I want to take you back for a minute to the session we had earlier n 

optimization. You' II remember in that session, I pointed out that you cannot 

optimize until you first identify all the assets and opportunities and options you 

have available to you. 

 

But one of the real key elements you've got to first identify before you can create 

your optimum business strategy, is what I call a "resources and tools inventory." 

This is the sum total of the current resources and tools and assets, both tangible 
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and intangible, that your business or practice currently possesses. Until you first 

recognize what all those factors are, we can't pick and choose the best ones to 

incorporate into the fabric of the strategy we create together. 

 

So, let's take a minute and tum back to the guidebook in Section 10 because there 

is a page for you entitled, "Resources and Tools Inventory List." And there are 

categories. The first category is "Skills and Abilities." 

 

It's very important to recognize an acknowledge what you're great at, what 

you're good at, what you're more inclined not to want to be doing. Some people 

I work with are great salesmen and women. They love to get out in the field and 

call on people in person on the phone. They have very powerful and aggressive 

and motivated team of salespeople all over who just love calling on prospects, 

who love building clients. 

 

Other people I work with have no sales force and no interest whatsoever in 

selling. I don't know which you are. Maybe you're in between. But you've got 

to recognize and acknowledge what the relative level of selling skill and interest 

you or your organization possesses because it will either have an important role 

or no role at all in your specifical optimum business strategy. 

 

So if you possess very strong sales interest and ability, and/or you have a strong 

motivated and directable sales organization within your business or practice, put 

that down as a resource or tool. Remember, the optimum strategy you create for 

yourself will be unique. It will be tailored specifically to your unique business 

situation. So, the more resources and tools we can identify, the more powerful 

and personal your optimum strategy will obviously be. 
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So again, you have skills and you have abilities. Some of them are selling. Others 

may be negotiating. Customer retention. There's a list of probably 100 different 

possible skills and abilities you individually or various members of your team 

could possess. You might have the most skillful and knowledgeable and expert 

technical specialist in the whole industry on staff, and that expertise has 

enormous implications if utilized in a marketing appropriate manner. And we 

talked about how to use it earlier in these sessions. But if you don't recognize that 

as being a tool or an asset and factor that into your strategy, it's useless. Or at 

very most, you'll get a lot less benefit out of it. So identify and write down every 

skill and ability that everyone connected with your enterprise possesses, 

including yourself 

 

The next inventory item you look at is your financial strength. Do you have a lot 

of capital. Can you afford to invest in buying or acquiring customers or clients at 

a break-even or maybe even a nominal loss because you understand what a 

significant impact the back end can add to your profit mix? So if you have 

financial strength, that's an asset, that's a tool. That is a resource that you can 

recognize and utilize in your optimum business strategy, so put it down. 

 

If you have a sales force, put it down. If you have strategic relationships. For 

example, I've seen companies who didn't even recognize that their most 

important and valuable asset wasn't their company name, it was the relationships 

they had established with retailers and wholesalers around the country. Once they 

recognize that that was the true asset, they were then able to find all kinds of 

other people with all kinds of other products they were able to sell through that 

distributive network, and they made 10 times more money selling other people's 
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products than they did selling their own. 

 

You must ask yourself: Do you have relationships, distribution channels, strong 

tie-in's with people who have the need for and the desire to buy many other 

products or services than just the limited number that you might sell? Could you 

use those relationships more effectively to introduce other people's products or 

services to them? If so and you were reaping the lion's share of the profit, what 

would the impact mean to you, to your business, to your cash flow, to your 

bottom line? You have to ask those questions and you have to indicate all the 

positive answers as a resource or tool on your inventory list. 

 

Do you have a high back-end business in what you do? In other words, do your 

customers or clients tend to buy on a high-repeating, high-frequency basis? Do 

they eagerly and continually buy additional products or services, or the same 

product or service over and over again. If so, that's a tremendous asset because 

you know predictably that when you get a new sale in, that will turn in to 

ongoing stream of income for a long period of time. And that's got enormous 

implications in figuring out how to get you from where you are to where you 

want to be, as you'll see in a minute. 

 

As you're working on your inventory list, you've got to also look at equipment. 

Do you have, for example, specialized equipment that allows you to do things 

your competitors can't? Or do things more rapidly or cost effectively? Or at a 

higher level of precision? If so, even if you're not using it anywhere close to its 

fullest capacity today, recognize this value and put it on the list as a tool, as a 

resource. 
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Ask yourself another question: Who else needs and would value the various 

resources and abilities of your organization? For example, let's say you have this 

incredible storage capacity, maybe you have 200,000 square feet of warehouse 

space and right now you're only using 100,000 but all200,000 is paid for. You 

have an asset in 100,000 square feet of warehouse space that's not being utilized. 

 

Who's overloaded in their warehouse space and would probably pay to use yours 

temporarily? If you're not getting full utilization of an asset and you could get 

much fuller, that could free up or that could generate thousands or tens of 

thousands of dollars a month for you. 

 

One time, for example, a client of mine had a very highly trained service 

department. He was getting 60% utilization out of it. What this means is that 

40% of the time he was paying these people on salary but they weren't being 

used. He didn't yet have enough business for them. 

 

I pointed this out and I showed him by going to this competitors and selling them 

the unused time of his service people, he would bring in a profit center of 

$25,000worth of found money a month until he was able to bring his business up 

to full utilization levels. An extra $25,000 a month we freed up allowed us to 

fund all kinds of advertising, it allowed us to hire three extra salespeople. Are 

you starting to understand what I'm talking about? You have assets, you have 

opportunities, you have resources and tools you must identify and recognize and 

revere, and you must put on this list because they will be important elements you 

will end up incorporating into whatever optimum business strategy you come up 

with. 
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So I want you to work on this for at least the next half hour. Use the categories 

to jog your mind that are on the inventory list but go beyond that, because 

everyone's business and practice is unique. You probably have an abundance of 

other tools, of other resources and of other assets you've never even recognized 

that are not included in these categories. This is a starting point. Put everything 

you can think of down and walk through every part of your business-every 

employee, every vendor, every advisor, every piece of equipment, every location, 

every customer, every distributive source that you got and put them down if you 

agree they are an advantage for you. Stop the tape now. 

 

So now we're ready to bring it all together. Notice in your guidebook there are 

four grids. Let's look first at the grid entitled: Option Grid Number 1. You'll see 

at the top the reference to a hypothetical company we're calling ABC Enterprises. 

Now, ABC Enterprises does a hypothetical $200,000 a year volume. You'll see 

that $200,000 appearing in the last column of line number 1. The way they do 

that is they have 200 customers generating an average transaction of $500 apiece 

and those customer purchase from ABC Enterprises on average two times a year. 

200 customers, spending $500 at a time, buying two times a year, totals $200,000 

in volume. 

 

Now, ABC Enterprises wants to grow their volume from $200,000 to a million. 

You'll see the million dollars appearing underneath the $200,000 in the second 

line in the fourth column. But the only way they want to grow to that level 

currently is by increasing the number of customers. For whatever reason, they 

don't want to increase the average transaction value and they currently don't 

understand or want to deal with increasing the frequency of repurchase. 
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So, all they are looking at is how many more customers would they have to grow 

to take their 200 customers, $200,000 a year business to a million dollars in sales. 

The answer is very simple: They have to grow five times the number of 

customers or grow from 200 to 1000 customers. And you'll see in line two we've 

extended that across so you can see, 1000 customers spending the same $500 

twice a year would produce the million dollar goal they seek. 

 

Now, let's take your enterprise, your company or your professional practice and 

let's fill in the blanks on the next two lines below to see what the picture might 

look like for you. 

 

First, let's go across each of the four columns and insert the actual figures you 

currently do. Take the number of active customers or clients you currently deal 

with and put that in column one. Take the average transaction value or size of the 

order of sale you typically do and put that in column two. Take the frequency of 

purchase, in other words the number of times a customer buys from you or 

repurchases every year, and put that in column three. Now, if you multiply the 

three figures, number of customers times average transaction value times 

frequency of purchase, it should total out to approximately the average amount of 

volume or sales your enterprise will do in a year. 

 

Does it? If it doesn't, you obviously have an error somewhere. So go back and 

find it and fix it. So I'm presuming you now have the correct figures in all four of 

the columns and it totals the annual volume your business is currently doing. 

 

If that's the case, let's now go to the next line of columns. I want you to start at 

the end in the fourth column. Put in that column the amount of volume you'd like 
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to be doing. For example, if you're doing $500,000 right now but your goal is to 

see your business do a million, put a million there. Or, say you're doing $60,000 

and you want to grow yourself to $200,000. Whatever your goal is, write it in 

column four. 

 

Now, bring down the same average transaction value from column two above and 

the same average frequency of purchase figure from column three above, now 

look what you've got. You've basically allowed yourself only one option for 

increasing the size of your business and that's to grow your customers. 

 

Now it may not be the worse thing to do, but I want you to fully recognize what it 

takes to grow your business if you only use this one column. So fill in the blank 

now. How many customers do you have to have to reach your goal? To find that 

number, you just multiply column two by column three and divide column four 

by that number. That will give you the number of customers you need to have to 

reach your goal. 

 

So, what did we just learn? Well, we learned one interesting thing. First of all, 

for the first time perhaps in a long time, or ever, you've identified what has to 

happen if you want to grow your business by just concentrating on increasing the 

number of customers or clients you serve. There's nothing wrong with that, 

except for the fact that you do deny yourself the ultimate leverage you're entitled 

to, but let's take a look now at the implications of growing your business or 

practice just by adding customers or clients. 

 

Ask yourself this question: If I decide that that is the route I want to take, I only 

want to grow by adding customers or clients, what will it require of me? Very 
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often I've found that people fail, either they fail to achieve or they fail to maintain 

growth and success because they don't fully identify and appreciate the specific 

requirements, implications and problems certain kinds of growth approaches 

impose upon them. 

 

So ask yourself this question: Based on the example you've just put on paper, 

based on deciding to only grow your business or practice through growing 

customers or clients and not dealing at all with increasing the average transaction 

value or getting customers to buy more often, what will it take, what is the total 

investment you have to make in time, in people, in capital, in support, in 

equipment? Because if right now you're at 200 customers and you need to grow 

to 1000 to hit your goal, if you don't bring the other factors to bear, there's a 

cost, there's a price, there's an investment or a number of investments you'll 

probably have to make. 

 

If right now, for example, you're operating your enterprise at almost full capacity, 

in order to serve 300-400 more clients, you either have to: 1) expand your 

facilities; 2) hire more people; 3) invest in more equipment; 4) invest in more 

advertising; 5) invest in more selling processes-salespeople, promotions, trade 

shows, etc. Are you willing to pay that price? Do you have the capacity 

financially, do you have the management ability, do you have the temperament, 

do you have the desire? 

 

It doesn't matter to me whether the answer is yes or no or I don't know. What 

does matter is that you fully recognize and acknowledge that if you decide to 

grow your enterprise by increasing the number of customers or clients alone, you 

are probably choosing the most expensive, the most time demanding, the most 
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management-intensive and the most stress-inducing option you have available. 

Not that there's anything wrong with that, but I want you to recognize it in 

contrast to other options available to you. 

 

Now let's look at option grid number two. And this time, along with increasing 

the number of customers, we're going to apply just as an illustration a 40% 

increase in the average transaction value. That is, the average amount of 

customer or client spends on each transaction they do with you. 

 

Now remember what I said to you a moment ago, that increasing your number of 

customers or clients alone is generally the most demanding way to grow your 

business or practice. But obviously you won't need as many customers or clients 

to reach your goal if you can increase the amount of each transaction value also. 

 

Forty percent may sound like a lot, but my clients have done it over and over 

again. And remember, I explained how to do it in an earlier session. 

 

Now look what happened at ABC Enterprises. They went from $500 to $700 

average transaction value. So instead of needing 1000 customers to reach their 

goal, they only needed 715. That represents a 28.5%, almost a 30% reduction in 

the number of customers. And in many cases the reduction in costs, both tangible 

and intangible, can be far greater than 30%. Why? Because again, growing your 

customers is the most expensive way to grow your business or practice. 

 

So now I'd like you to look at the second line in Option Grid Number 2 and fill in 

all the blanks using a 40% increase in column two for your average transaction 

value. So here again, when you apply it to your own enterprise, I'm sure you 



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

 

 13 

realize that to reach your goal it will probably require far less effort and expense 

to increase your average transaction value than it would to increase your number 

of customers alone. 

 

Now, as exciting as that realization is, let's still look at the question: What will it 

take? What are the implications? If l want to focus on increasing the average 

transaction value, what is required to do it? 

 

You'll recall from an earlier session you have six easy, simple ways you can use 

to increase the average transaction value of a customer or client. Let's pick a 

couple out and let me walk you through the process of examining the 

implications. 

 

Now the easiest in my experience is packaging complimentary products and 

services together. Which as you recall is when you take various items-products, 

services, ones you currently sell or ones you don't currently sell, and you put 

them together in larger-sized purchase offerings you make to your customer or 

client. 

 

Why would they be more excited to have a larger-sized purchase offering? 

Because it's all put together for them. And by putting it all together for them, the 

customer or client can expect a greater benefit. And that means you're creating 

more value to them. This is very important. Focus on the fact that whenever you 

increase the average transaction value, you've created greater actual value as well 

as perceived value in the eyes of your customer or client 

 

 



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

 

 14 

So what does this involve? Not a lot, but it does require that you use your mind 

in a different way than perhaps you have in the past. The first thing you've got to 

do is ask yourself this question: What other products or services most likely will 

your customer or client need to also acquire and purchase in order to get the 

maximum performance from whatever it is they buy from you. 

 

In other words, if you sell a piece of computer equipment, they probably also 

have to buy connecting equipment and software and other electrical wiring and 

networking and peripherals to make it perform at maximum. If all you sell is one 

piece of the puzzle, you actually are not doing that client or customer as great a 

service as if you brought it all together for them. Save them the frustration, the 

time, the potential of making mistakes. If you did them an incredible service and 

packaged it all together, gave them the best possible products and services that 

compliment one another at the best possible packaged price, they'll really 

appreciate you and you'll be doing them a great service. You'll be adding great 

value. 

 

But in order to do that you've got to make a list, a list of all the items and services 

they most probably buy. Right before, at the same time and right after they 

acquire your product or service. And then you've got to ask yourself How many 

of those products or services could you directly sell them by contacting suppliers 

or vendors or producers? Then you've got to make a list of all the products or 

services you couldn't directly sell them but that other people sell that you could 

arrange joint ventures with so that you could also access the products or services 

and combine them in a profitable way and offer them to your customers. 
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Now this is going to require some thought, but it can be an awful lot of fun. And 

more importantly, it can be an incredibly profitable process you'll put yourself 

through. Because everything you think about and take action on is going to bring 

you closer and closer and closer to reaching your goal in less time, spending less 

money and a lot less effort. And in the process, your customers or clients will 

love you for what you're doing for them. How much more joyous could it be? 

It's the ultimate treasure hunt I referred to earlier and you're right on the pathway 

to opening the treasure chest. And the treasure chest is loaded with opportunities 

you can use immediately. 

 

This is the fastest and easiest short cut you've got to reach your goal. Because 

when you increase the average transaction value, it's an instantaneous 

improvement. Right now, this minute. And all you've got to do is open up that 

treasure chest and pull out the treasures and try them out and test different ones 

to your customers or clients and find the one or the ones, the combinations you 

can put together of products and services, that the customers respond the greatest 

to and start using them. And you can start using them immediately, even in the 

testing process as you're trying out different products and services in 

combinations. Even the least successful test will result in improvements in your 

average profit. How bad can that be? From the process of trying to find the 

ultimate answer, you increase your profit as you go. I call that a lot of fun. 

END OF SIDE 

 

Jay Another example of course is increasing your pricing. A lot of people look at 

themselves as a commodity. I refuse to do that. We've explained in a previous 

session that it's not difficult at all, provided you have a higher perception of the 

real value you bring to somebody' s life or business through your product or 
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service, to raise the price you ask for it and the price your marketplace will pay. 

But you can't do that unless you deal with the implications. 

 

Implication # 1: You first have to really believe and respect and revere yourself 

and the value, the transactional value you bring to somebody' s life or business. I 

dealt with that very extensively in a previous session so I recommend you listen 

to that again. 

 

Implication #2: You've got to educate and demonstrate and inform and illustrate 

for your customer or client, all the benefits and advantages, values and 

transactional values, you are rendering them. Until that customer or client can 

fully appreciate the value and the benefit and the improved advantages or results 

they receive by doing business with you, they can't appreciate any price increase 

to impose. But I can tell you this; in test after test we've done with clients over 

the years, once you decide to revere and respect at a higher level the value and 

impact you bring to the transaction for the customer or client, it is not at all 

difficult for you to raise your price 10%, 20% or 30%. 

 

What that does to your bottom line is profound. Look at it this way. The cost to 

acquire that first sale, right this moment, can be substantial. As much as 50%, 

60%, 70%, 80%, 90%, 100%, 110% of revenue. We talked about that too in a 

previous session. If you can add an extra 10% or 20% or 30% to your selling 

price, even if you have to put in more bonuses or more benefits. Most of that 

addition is pure bottom-line profit. It gives you more money to serve the client 

better. It gives you more money to pay a salesperson a higher commission and 

give them more incentive. It gives you more money to allocate for the acquisition 

of customers or clients. It gives you more money you can spend on public 
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relations, on dining and wining your colleagues for referrals on all kinds of 

subtleties you would not normally recognize but that make a big impact in 

growing your business. 

 

So it all comes back and it all interconnects. But the point I want to make is, it's 

relatively easy to increase your selling price, but there are implications. And until 

you recognize what those implications are and you methodically identify step by 

step what you have to do to bring them about, you can never expect the outcome. 

If you want to raise selling price or any of the other five options you have 

available in the category of increasing the average transaction value, you've got 

to realize that there are required actions you have to take. And once you realize 

that, you're 90% of the way there. Then all you've got to do is take them. 

 

So let's summarize the implications. If you want to increase your price, the first 

thing you have to do is value your contribution to your customer at a higher level. 

You cannot do that until you first spend the time in deep concentration 

recognizing not just what it is you sell, product or service, but what the advent of 

getting that product or service into the customer's life or business does to their 

situation. In other words, how much their situation is improved. 

A good case in point and I may have used this example earlier: If you sell 

computers, not just saying "I sell computers." But realizing that because they 

have your computer in their office, a business may be operating 20% more 

efficiently. Stated differently, a company or professional practice that uses your 

equipment could actually be saving $50,000; $100,000; $200,000 a year because 

they opted to buy your equipment and install it. They could be basically doing the 

job that they used to take four more people to do and now they've cut that 

overhead requirement out. You've got to focus on all the transactional 
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implications that occur because your product or service gets purchased. And 

once you do that and you realize how much of a difference you really make in 

people's lives and businesses, you've managed to take the first step in 

appreciating, in valuing yourself at a higher level. 

 

Until you do those two things, you can't possibly get by with raising your price 

because there'd be no integrity to it. When you raise the price you've got to 

educate your customer to fully appreciate why your product or service, at the 

price you want to charge for it now, is indeed an incredible value for them. 

Because if you don't get them to appreciate the value, they won't buy at the 

higher price. 

 

So all these things have to happen. And again, they are easy to do and they are 

enjoyable. And the by product is you have a higher appreciation for yourself. 

 

You have a higher understanding and appreciation for the value, your company 

or your practice brings to somebody' s life, or somebody' s business. But unless 

you follow through on all these steps and take all the actions, you can't 

successfully raise your price. 

 

All I'm saying here through these two examples I've used is that there are always 

going to be implications to any action you want to take. If you want to take the 

action you must simply identify the implications, resolve to take the necessary 

simple steps and then do it. And don't forget, enjoy yourself continually along the 

way. 

 

Now I want you to turn to Option Grid 3. It demonstrates the tremendous impact 



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

 

 19 

you can make on reaching your goal even faster and easier by increasing the 

frequency of purchase. So let's look at our example with ABC Enterprises. 

In column 2 we've carried forward the same 40% increase in average transaction 

value we came up with in grid number 2. In column 3 we are assuming we have 

increased the frequency of purchase from two times a year per customer to three. 

That's a 50% increase, that's a third more. 

 

Now, before you ask let me tell you. A 50% increase and frequency of purchase 

is very easy to achieve. It doesn't even matter if right now you only sell one 

product or service. Believe me, if you go back and revisit the session we did on 

this subject earlier in the program, you will see, we offered six separate options 

you can take advantage of to increase that figure. 

 

The thing to remember is, if you don't have any products or services to sell, it's 

not difficult to make arrangements with other people to sell their products or 

services through your company or practice, to your customers or clients. Right 

now take my word it's not a problem. So back to our illustration: 

 

By increasing column 3 by just 50%, look what we've done. We have reduced 

the number of customers we have to have to get to our goal by more than 50%. 

Fifty-two percent to be more accurate. Now look what that means. Now instead 

of needing 1000 customers to reach our goal, all we need are 477. Look at how 

much easier, faster and less expensive it became for ABC Enterprises to reach 

their goal. 

 

Now let's apply that same powerful dynamic to your specific situation. So what I 

want you to do is this. Take the same 40% increase transaction value you used in 
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grid #2 and enter it in column 2 of grid number 3. Then take your current 

frequency of purchase and add 50% to it and put that figure in column 3. And 

again, put your goal in column 4. So now all you have to do is multiply column 2 

by column 3 and take the resulting figure and divide that into column 4 to find 

out how many customers you now will need to reach your goal. Pretty interesting, 

isn't it? 

 

The drop that you can achieve by bringing all three of these factors to bear on 

achieving your goal is normally profound. I've seen people reduce the effort, the 

time, the expense by as much as 80% when they got really serious about 

increasing the average transaction value. And even more serious about increasing 

the frequency of purchase. 

 

But now that you know that you can do that, we have to go back for a minute to 

column 3, frequency of purchase, and ask again, what will it take to do that? In 

other words, what are the implications? 

 

Now let's go back and review a couple of examples just to demonstrate what I'm 

talking about here. Again, one of the easiest approaches you have, in my mind, is 

to program your customers or clients. And all this requires-and it's so simpleis 

when you initially transact the first purchase with that customer or client, 

program them to appreciate and want to keep buying that product or service on a 

continual basis. How do you do that? By doing nothing more than honestly 

sharing with them how much better off they will be if they keep using or 

replacing the product on a continual basis. 

 

With most products or services, if people use them on an ongoing basis, their 
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results, their outcome, their benefit, their protection is increased. If that is the 

case with your situation, make certain that you don't assume any customer or 

client knows that. If from the very first transaction you have your customers or 

clients fully educated to appreciate and desire your product or service on a 

continuous basis, three-fourths of the job is done for you. They are going to be 

programmed to keep coming back. They're going to be programmed to keep 

calling in. They're going to be programmed to continually purchase and to be 

receptive when your salespeople call or visit them. 

 

A professional application is simple. If you are a doctor or you are an accountant, 

or you are a lawyer, you program your client or your patient from the beginning 

to appreciate the value of your services as being a continual part of their ongoing 

life. 

 

Why would they want to do that? Because their financial well-being, their 

security or their physical and mental health is going to be improved if they seek 

your services more frequently. And all you have to do is illustrate examples that 

apply to your specific profession when you're explaining it. But if you program 

these clients or patients in the very beginning to desire and appreciate why it's to 

their own best interest to deal with you continually, they'll do it. And they'll be 

inclined and predisposed to using your services more often. If they're inclined to 

use your services one or two times more often a year, guess what? You've just 

increased your frequency of purchase by a substantial margin. 

 

That's only one approach you've got. But if you want to use that approach, what 

do you have to do? Well, first you've got to sit down and you've got to 

recognize and be comfortable and able to quickly and lucidly present the best, 
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easiest, simplest to understand and appreciate case right at the moment of initial 

sale with that customer or client, of why it's to their best interest, long term, to 

seek your services or product out on a continual basis. Then you've got to get it 

to the point where it's such a natural and automatic part of what you do and say 

every time you transact business for the first time with a new customer or client. 

 

Then, this is the fun part, you've got to test different approaches and the way you 

say it or articulate it or demonstrate it. And one of these is by taking them 

forward. I use a reference that's called future pacing. A very powerful and a very 

effective technique you can use in this situation is to take a customer or client 

forward to a point in the future when they're doing what you're suggesting, when 

they are availing themselves of your product or service on a continual basis, 

showing them how much better off their life or their business or their health will 

be. 

 

But then you test because different approaches, as you learned in the early stages 

of this program, different approaches are going produce different outcomes. 

Your goal first of all is to develop an approach that works. Once you've done 

that you'll remember your goal is to produce the best approach, the superior 

approach, the optimal approach. All you do is figure out what has to be done and 

then you do it. Let's take another example. 

 

You can run special events such as closed-door sales, limited pre-releases, 

preferred-customer offers, closeouts etc. What do you have to do? What are the 

implications? First of all, you've got to sit down and come up with a viable list of 

real events you can tie to real purchasing opportunities your customers or clients 

can get excited about. Then you've got to think through what has to happen. In 
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other words, are you going to offer products or services you currently sell? Or 

are you going to make special offers on products or services you've never sold in 

the past? 

 

If they're products or services you currently sell, are they items you presently 

have available or do you have to do certain things to have them available for this 

purpose. In other words, do you have to order more raw goods? Do you have to 

bring in more help? Do you have to schedule your time differently? Then, what 

has to happen to get people to come? What kind of an invitation or a 

communication must occur? Or what kind of multiple communications? Should 

it be a letter? Should it be a phone call? Should you put something in people's 

packages announcing it? Should you have your salespeople do something? Or 

your receptionist? You've got to figure this all out, and then guess what? You 

got to do it. 

 

But there are implications, easy but powerful implications, you must first 

recognize before you can act on. Until you realize what the implications are, and 

then what you are comfortable and willing to do, you can't really determine what 

your true optimum business strategy will be. 

 

Now the final grid is where you begin to map out your own optimum business 

strategy. But before we get to that, you have to ask yourself some pretty 

important questions, and the first one is obvious: What is it that I want most? Or 

you could ask it this way: What is it about my business or practice that gives me 

the most joy, the most fulfillment and the most sense of purpose? And what is it 

about the practice or business that doesn't? You want to get closer to those 

things that give you joy, fulfillment, satisfaction and a sense of purpose, and you 
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want to get away from those aspects that don't. Quite obvious when you think 

about it, but most people never recognize these factors. 

 

Okay, let's go back to what we're trying to do. We're trying to give you the 

ultimate business strategy to get you exactly wherever it is you want to be. But 

we can't get you to where you want to be until you specifically identify it. Now 

that requires some interesting steps and a few of them are steps back in time, to a 

point and a place when perhaps you first started your business or practice and you 

had such passion and clarity about what you were doing, and why you were 

doing it and what you wanted to accomplish. Not only for yourself but for your 

customers or clients. 

 

Also, you've got to look back at times when you got the most amount of joy. 

Not just financial enrichment, but sense of purpose, of satisfaction, good, warm 

feelings after you did something incredible for a customer or a client. You've got 

to go back and remember what actions, transactions and situations you've been in, 

in the past and provided the highest level of satisfaction, of enjoyment, of 

fulfilled purpose. 

 

In most situations those experiences aren't constant. My wish for you and your 

wish for yourself should probably be to move yourself to the position where 

those occurrences become continual. In other words, that's the level you operate 

your life and your business on day in/day out, with every customer, with every 

situation. Don't deny yourself this rich experience, because it's very easily 

achievable. That's what your optimum business strategy can do for you. 

 

I don't mean to put people down who advocate no pain/no gain, but believe me 
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that is a fallacy. Trust me. I've disproved this myth for thousands of other 

businesspeople and professionals. I want to do it for you. Not to prove me right, 

but to make your life what you deserve to have it be. It can be enjoyable every 

day, every hour, every minute. You can look forward to Monday morning. You 

can get excited when a customer calls and know that they're looking forward to 

talking to you about something positive and productive and profitable. You can 

know how much of an impact you're having on their lives and that they're having 

on yours. All you've got to do is use this simple process we're working through 

right now, and it can all be yours much quicker and more easily than you ever 

imagined possible. 

 

So now the next step you need to take is to identify the key factors required to get 

you where you want to be. To do that, you have to ask yourself some more 

questions. And the first question is: How much time, effort and expense am I 

willing to invest on an ongoing basis or at least in the initial building stages? 

Because if you're not willing to spend the time, ifyou're not capable or 

comfortable spending the effort or the money, then certain approaches to get you 

to your end result just aren't going to be practical for you. 

 

The next question is: What specific financial commitment am I comfortable 

making? How much money am I comfortable putting into finance, sales or 

 salespeople or equipment and facilities necessary to accommodate the growth 

that I want? If my growth can only happen if I advertise, am I comfortable 

spending the thousands, or tens of thousands, or hundreds of thousands of dollars 

I know it will take to generate the leads or the customers I'll require to start the 

flow of revenue through the system? 
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In other words, are the strategies I'm planning on using going to deliver for me 

the high up-side leverage and low down-side risk I know now I should be 

expecting out of every action I take? Because if they're not, if the strategies I've 

chosen have very high risk factors and very low up-side yield, something's wrong 

with this strategy picture, isn't there? But unless you ask yourself these questions 

ahead of taking action, it's very easy to trap yourself and be, four or five months 

or years down the pike, deeply enmeshed in a strategy that has no way of 

delivering for you what you really want, and you have to play havoc just to 

extricate yourself I don't want that for you. 

 

Next question you have to ask: If you don't have, within your own situation, 

meaning within your own enterprise or your own financial capacity, the ability to 

accomplish your goal, are you comfortable working with strategic partners and 

outside services? Because if you're not, you must modify your strategy. 

 

The next question to ask: What is my exit strategy going to be? Now most people 

never think about exit strategy, but I want you to think about it right now. Why? 

Because it has everything to do with the kind of business enterprise you're trying 

to grow. 

 

Do you want, for example, to build a business that you can sell at a point in time? 

Or do you want to build a practice that can throw off enormous quantities of cash 

flow to you? Do you want to build an enterprise that requires minimal direct 

management after you get it to a certain point? In other words, it's an automatic 

money machine? Do you want a business that you can close down or wind down 

at will when you get tired or when you get older? Until you know what it is you 

want in terms of an exit strategy, you can't possibly build the enterprise that's 
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right for your strategic purpose. And of course you might be involved in an 

enterprise you want to pass down to your heirs and an exit strategy is 

inappropriate, but a succession strategy is. 

 

The point I'm trying to make is you've got to decide what you want the picture to 

look like at the end. I don't mean when you die, but it could be when you die. 

It's when you no longer want to be doing what you're doing today. Because a lot 

of people don't build their enterprises to have net worth or cash flow or salability. 

 

And they don't consider what is required to downsize the business, sell off certain 

parts of it, rid themselves of certain facilities they no longer need or want ( i.e. 

sell off the real estate, but keep the business~ sell off the business, but keep the 

real estate). All of these questions have to be asked up front because they are 

critical in how you design your optimum business strategy. 

 

My recommendation, and it's only my recommendation, is that if you're going to 

go through the process anyhow, you might as well build an enterprise that has the 

maximum amount of flexibility at the end. Meaning it has the most amount of 

predictable cash flow, the most amount of salability. Any time you get tired, you 

can pass it on to anybody, you can sell it to anybody, you can sit back and go on 

vacation to Florida or California or Hawaii and you can know that you're going to 

have income generating over and over again. And it requires the minimum 

amount of management and maintenance on your part. 

 

Now here's a big question to ask yourself: Do I really love what I do? Do I, or 

can I, really fall in love with the customers or clients I serve? And, can I really 

fall in love with the team members I need to help me serve those customers? If I 
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cannot it is impossible to reach my goal through this enterprise, and you might 

ask yourself a serious question: Am I better off finding a different business, a 

different profession, where I can fall in love with both the customers or clients I 

serve and the people I need to surround myself with to serve them at the highest 

level? 

 

And the final question in this category is: What is the most profitable use of my 

time, opportunity and ability? And, is the strategy and vision I'm deciding upon 

consistent with that? If it isn't, that's not necessarily a problem as long as I 

recognize and acknowledge the trade-offs. 

 

For example, let's say you know you could hire a professional copywriter to sit 

down very quickly and write for you a relatively powerful sales letter. And if you 

did so, you could spend your time more profitably in the short term by calling on 

people or working in your business or strategizing other parts of the business or 

developing other approaches or pillars. However, you realize that by you 

working through it, you're going to have to think about, you're going to have to 

talk to, you're going to have to envision your customer or client from so many 

different vantage points and points of view that it will enhance your appreciation 

for them and thus help you be even more in love with them and appreciate how 

wonderful they are. And long term, that's more fulfilling to you personally than 

the short-term profit you could make by just passing the job on to someone else. 

 

So what are we talking about here? We're talking about determining the key 

factors required to realize your vision. We're recognizing that your own optimum 

business strategy must be designed to give you everything you really want. So it's 

about much more than financial profitability, as important as that is. It's about 
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having the quality of life you want and deserve to have. It's about keeping it 

simple. It's about having more fun every day. So with this in mind, let's look 

now at your optimum strategy grid. 

 

You'll see that it's made up mostly of blank spaces. But now that you have a 

clear understanding of where you want to be, you're ready to fill in those spaces. 

So here's what I want you to do. Go back to sessions 2, 3, 4, and 5 and review 

all of the options, the strategies and approaches I shared with you under the three 

ways to grow your business or professional practice, and as you do, enter into this 

grid those approaches that are best suited to giving you the kind of business or 

professional practice you really want. 

 

I think you'll find this pretty inspiring. As you do this you may find that some of 

the options that were more appealing to you before may be less appealing to you 

now, because you've experienced a shift in your priorities. But if you'll follow 

through, what you'll end up with here are the components of your optimum 

business strategy, the pillars of your own custom-built Parthenon. 

 

Once you've made your choices you should be able to intelligently determine by 

what percentage you want to increase your number of customers, average 

transaction value, and frequency of purchase to reach your financial goal. And 

you can enter these figures at the bottom of the grid. 

 

 

Now, if you haven't done so, I want you to go back and complete all the written 

work in this session over the next three days. And once you've done that, what 

will you have accomplished? You'll have clearly identified your current resources 
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and those you'll need to make your vision a reality. And you'll develop a crystal 

clear vision of what your business or professional practice should look like. 

 

Then, in our next session, we'll talk about how to measure and evaluate your 

results and how to systemize your marketing approaches into a strategic, 

integrated action plan. And this will complete your optimum business strategy. 

And once you've done that, you're poised to multiply your results, reach your 

newly targeted goals, simplify your life and have more fun. I look forward to 

doing this with you next session. 

End of Tape 

 

 


