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SESSION ELEVEN TRANSCRIPTS 

 

Jay Wow, here we are in Session 11. Pretty remarkable isn't it, particularly given the 

fact that last session was a breakthrough experience you created for yourself-your 

very own optimum business strategy grid. Now, with that grid in hand, I 

want to take you to the next essential level. We're going to learn today how to 

measure, evaluate and then systemize for maximum ongoing results. 

 

But before we take action, let's review one quick moment where you're at. 

You've just defined what appears to be at this point in time the highest and best 

use of your resources, what makes the most sense, what you'll most enjoy doing. 

In other words, you define what appears to be optimal to you and your unique set 

of circumstances-what you want from your business. What you want out of life, 

financially, as well as personally. And this should be one of the most liberating 

processes you've ever engaged in, because you're giving yourself permission to 

do what gives you the most pleasure. 

 

In the process of preparing your grid, something quite wonderful should have 

happened. You should have finally realized how much freedom and flexibility 

and power you really possess in controlling and improving the way your business, 

your life and your financial well-being develops. You always have had, I told you 

that earlier, you have this very moment, and you will always have in the future, 

100% control of what happens in your business. You can grow at any level you 

want. You can grow it as profitably as you want. You can make all the money 

you want. You can have all the freedom, you can work as many or as few hours 

as you want. But when you put together your optimum business strategy grid, 

that should all become clearly evident, perhaps for the first time ever. So now 



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

 

 2 

we're ready. What do we do next? 

 

Today we're going to talk about how you can quickly and easily and 

inexpensively measure and evaluate every strategy, every activity you listed in 

your grid, and then systematize all your marketing activities for maximum results. 

Now why would you want to do that? Because that's how you can be sure you're 

consistently optimizing, getting the greatest value from everything you do, with 

the minimum effort, the minimum cost and the minimum risk. 

 

Again, the grid you developed is a picture of your vision for your business or 

practice as you presently want it to be. For purposes of today's session, you could 

also think of it as your starting place for developing the kind of unique, highly 

systematized marketing strategy that will work best for you in the long term. 

 

It's important to recognize that the key to all this lies in the fact that you have the 

ability, you always had, but you really do have the ability right this moment to 

make your own rules and play your own game of business, and you've got the 

opportunity whenever you like to change the rules and the game you're playing. 

 

What's that all mean? It means this, right now as I'm talking to you, you're at a 

certain place in business or professional practice where a certain strategy, your 

optimum business strategy grid, is what represents your best approach to getting 

where you want to be now. But I suspect as more and more successes start 

coming to you and accumulating, you'll look at it again in a few months or a year 

and you'll decide that where you wanted to be before is not where you want to go 

to now, because now you realize it's easy, it's within range to shoot for a much 

higher ground. So you'll change your strategy again and again, you'll keep 
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recalibrating. So use your grid as your compass, because it is pointing you in the 

direction you want to go. 

 

It's like you're in Chicago right now and, based on what you know so far, you 

think you want to go to Los Angeles. And that's okay, because Los Angeles is a 

very nice city. I live there. But before you get locked in, let's take a good look at 

what it's like to be in Los Angeles. Because when you do, you might decide that 

you want to go to San Francisco instead or Santa Barbara or San Diego. It's in 

the same general direction. It's west. But in some ways they're very different 

cities. 

 

So in terms of this metaphor, we could say keep heading west and keep your eyes 

open and don't be afraid to shift directions along the way, because as you become 

a more skillful and experienced business traveler, as you become more successful 

and more confident and more certain, you're going to want to travel to far greater 

destinations than you may currently be setting your sites on. But for now, it's 

great. Whatever is on your grid is exciting, it's wonderful, it seems right for you 

today. So in terms of this metaphor we could say keep heading west and keep 

your eyes open. In other words, apply the strategies you penciled into your grid, 

then watch what happens. 

 

Let me share with you an actual situation from one of my own case study files. I 

had a client who was doing okay when he came to me. It was a manufacturing 

concern. They had manufacturer's reps and they were doing a very modest 

amount of sales. 
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I got him first of all to realize that he was capable of using his opportunities far 

more effectively. So the first thing we did in his optimum strategy grid was to 

decide to add a captive field sales force. That was his main big decision because 

he just used manufacturer's reps sporadically. Well, that's fine with me because it 

was a big expansion for him, a big commitment and a big breakthrough. I 

supported him fully at that moment. He developed a sales st8.J."f externally, and 

it worked. 

 

But then about four months later he came to me and said, let's now get serious. 

He added telephone salespeople internally to develop for him the more distant or 

smaller-access markets and customers. He started using direct mail to get leads 

for both his telephone people and his field salespeople. He started running 

extremely powerful ads in the trade publications and this was exciting. He 

became the most powerful presenter and exhibitor at all his industry trade shows. 

That I thought was an incredible breakthrough, because he'd gotten his business 

up another 200 percent. 

 

But then guess what? About a year ago he came back to me ready to do it again. 

I have every confidence that about every 12 months he'll be ready to modify and 

expand until he gets to where he ultimately wants to be. 

 

You're no different. Right now you want higher ground. But higher ground if 

you're at a three foot plateau may be six feet. In about a year you may say, hey 

let's attack that little hill over there. When you get to the top and you put your 

flag there, maybe you'll start looking at a little mountain. Maybe a big one. Who 

knows? Maybe you're on a high mountain now and you have your eyes on a 

higher one. 
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The point I'm trying to make is this. It's all a continuum. As you gain confidence 

in yourself and a powerful respect for the effectiveness and the potency of these 

methods, you will most probably keep raising and expanding your goals for 

yourself and your enterprise, and that's the way it should be. 

 

So let your grid be your compass. Or, you could also think of your grid as a script 

you want to follow. However, as you know when rehearsals begin, scripts get 

changed. The same basic story line remains, but sometimes what is written 

doesn't come off very well in the delivery or it doesn't fit the actor playing the 

part. Rehearsal is a place to test the lines in the script. And, in a like manner, you 

should test the strategies and the way you apply them before investing yourself 

and your resources before adopting them as fixed elements of your business 

strategy. 

 

You want everything you do to be right for you and best for your enterprise. In 

essence, you want to optimize based on your definition of what optimum means 

to your situation and your enterprise. For some people optimum may mean 

growing as big and as profitable and as worldwide as possible. For other people, 

optimizing means having the flexibility and the freedom to come and go as you 

want. Maybe never to come in for weeks on end and still have the certainty of 

knowing your enterprise keeps rolling along, generating revenue, succeeding, 

serving customer and client needs. You deserve to get exactly what you want out 

of your business today, and as your needs, your desires, your goals, your 

aspirations and your opportunities change in the future. 
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Just like it says on the cover of this program, you want a business strategy that 

will simplify your life, multiply your profits and allow you to have more fun 

growing your business or professional practice. However, what simplify, multiply 

and fun mean to you may be different from what they mean to me. To me, having 

fun is knowing I don't ever have to go into my office, a day, a month, if I don't 

want to and I have the certainty of knowing income and sales and commerce just 

keeps rolling and rolling and rolling along. Sort of like the EverReady™ Bunny. 

 

For other people, maybe this is you, fun means going to work and competing for 

12 intense hours each and every day. And certain people define wealth and 

richness, not in monetary terms, but in peace of mind, in family, in free time. 

Others only denominate it by how much money they've got in their bank account. 

But it doesn't matter. The point's simple. Whatever you want you can have with 

this approach. And you can keep changing it, because a lot of people who've 

never had financial wealth, once they achieve that in large order, decide they 

want other more intangible things out of their lives. You may be one of those. 

 

You may not. You may have all the wealth you want now and want other areas of 

your life freed up. On the other hand, adding an extra $50 or $100 or $200 

thousand dollars a year in income may sound like a pretty exciting goal to focus 

on. So, whatever you do, be sure your business strategy is truly optimum and by 

that I mean, it's going to get you where you really want to be. 

 

So how should you approach this testing process? First of all, remember what W. 

Edwards Deming said, "Every element of your strategy is a process which means 

it can easily be measured, evaluated and improved or replaced." And if your goal 

in business is to optimize, which means getting the maximum result from the 
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minimum effort, risk or expense, you have to know that what you're doing is 

worth doing. 

 

Now, as we talk about measurement and evaluation and as you begin doing it, 

there are two things that are very important for you to keep in mind: First, 

whatever strategies you've selected to include in your grid are what appear to be 

your best choices based on your present vantage point before testing. However, 

as you gain experience in applying these strategies and evaluating your results 

you can count on getting better and better at optimizing everything you do. And 

that should keep you thinking positively even when your results aren't exactly 

what you hoped for. Remember this, there is no such thing as failure when you 

approach testing as your tool for discovering more powerful and profitable ways 

to reach your goal. 

 

And the second point is really simple. It has to do with borrowing. Remember the 

assignment I sent you out on where you visited an industrial park, a shopping 

center and worked your way through the Yell ow Pages? Well the main reason 

for doing that, of course, was to look for ideas and methods and strategies you 

could use or adapt to grow your own business or professional practice. 

Well, I hope you followed through and did that. Assuming you did, I'm sure you 

discovered a number of businesses or professional practices that relied on just 

one marketing strategy and yet had become very successful. Which means they 

know how to make that strategy work at a very high level. 

 

Now you need to study those businesses more closely which had been successful 

using the strategies you've selected in your grid. You need to find out as much as 

you can about what they're doing and how they're doing it. And you need to 
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borrow as many of their methods and approaches as you can apply to your own 

enterprise. You' II save yourself an enormous amount of time, energy and money 

if you do. 

 

So I've got your commitment to test everything. Right? And as you do, to keep in 

mind that there's no such thing as failure, and that borrowing as much as you can 

will get you from where you are to where you want to be, much faster. 

 

Okay. Now let's get into the process of testing. Say you've come up with 12 

approaches you're going to apply and you've gotten some great ideas on how to 

make them work from other businesses. So right now on paper they all look good, 

but it's possible that certain ones won't deliver the results you want and you'll 

need to modify your application of them to make them more effective or replace 

them with others more appropriate to your unique situation. So before you invest 

heavily in any approach, you need to test it in the quickest, least expensive way 

that will still give you a good reading on how well that approach will work for 

you. 

Let me give you two instant examples that will be very clear to you. A former 

client of mine, Howard Ruff, a few years ago came out with a new newsletter. He 

didn't know what the optimum price would be for his marketplace. He wanted 

very much to make it $109. His sales manager and his marketing people thought 

$69 or $79 was much more appropriate. Instead of arguing around a table, which 

they started to do. I suggested, "Wait why don't you put all three to a quick test 

in your market?" And they did. 

 

Guess what? $69 out-pulled $79 by three times. Three hundred percent. At $109, 

it bombed. It didn't even come close. It was less than one-tenth the yield of $69. 



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

 

 9 

Took all of a few weeks to find that answer out when we put the question to our 

market. 

 

Mike Basch, one of the founders of Fed Ex and a friend of mine, told me how 

Fed Ex started out thinking they were in the real transport business. That wasn't 

their real job they found by testing. When they tried promoting themselves as a 

transportation company moving packages, few people took advantage. They had 

no distinction. When they took the position that their real objective was to help a 

secretary become the hero to her boss, secretaries responded in droves. That 

simple distinction that was tested and proven made the difference between one 

company becoming a billion-dollar massive success versus ending up a miserable 

bankrupt failure. There's that kind of power and profitability and greatness in 

deciding not to tell your market what they want but asking them by performing a 

few quick, simple, inexpensive and above all, definitive tests. 

 

So, once again, we're assuming you've come up with 12 marketing approaches 

you want to apply. And obviously, your objective is to test each one of those 

approaches to find out what works and what doesn't. Again, you want to 

optimize. You want to develop an overall business strategy made up of the 

strongest, most effective approaches available to you. 

 

Say you want to telemarket, for example. You're going to do a test mailing and 

you're going to call behind it. So, in considering this approach, as with any other, 

here are the questions you need to ask. Number one, what specific application of 

this approach seems most likely to yield the greatest result? 
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With telemarketing, as is the case with almost every approach you'll consider, 

you have a lot of options. You could call cold. In other words, just call a 

randomly selected group of people who may or may not be prospects. That's an 

option, but it's probably your least practical one. Or, you can get very targeted, as 

with ourtest mailing example here. You could call before the test mailing is done. 

Or you can call after, which most often is the best choice. 

 

Why? Because people have already had the ground broken for them, already 

gotten familiar with your concept, your product, your service or your proposition 

by the tangible letter you put in their mailbox. It got in their hands. They sat 

down. They've read it. They've gotten comfortable with the proposition. A lot of 

people receive letters that stimulate and fascinate and actually favorably provoke 

them, but they don't take direct action. A telephone call before that may do 

nothing. A call after they've gotten the letter oftentimes, frequently, most of the 

time, proves very, very successful in compelling people who were on the line to 

make a positive decision. So, calling after instead of before someone received 

your test mailing is probably your best choice. 

 

The second question you need to ask is: What is the quickest, easiest, least 

expensive way to do it without sacrificing my standards of excellence. You have 

a lot of different ways you can do something. You can hire an outside service just 

to follow-up and collect leads. Or, you can bring in low-paid temporary help, just 

to take orders. Or, you can use highly skilled professionals to follow-up, answer 

any questions and skillfully guide your prospects to a buying decision. All three 

would produce some results. Which one best suits your needs? 
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Then, once you've done it, question three is: What happened? And this is 

obviously the measuring step. How many customers or prospects did it produce? 

What sales and size of sales resulted? How profitable were those sales? 

 

Now, with this information in hand, you're ready to evaluate, you're ready to ask 

question number four: Is it worth it? In other words, was it profitable enough to 

continue or repeat? 

And, question number five: If so, how often should I repeat it? Once? 

Ocasionally or seasonally? According to a regular schedule? Or should I keep it 

going continuously? How will you know? By continuing to do it until it stops 

working. People try and make this part far too difficult. You simply keep doing 

what you're doing until it stops working. Then you stop for a while and replace it 

with something better. 

End of Side 

 

A lot of people think their business is seasonal. Maybe your approach, your 

advertising, your selling, your mailing pieces won't pull as well in the off-season. 

But don't make the decision for your marketplace. Keep trying, keep testing until 

it stops working. 

 

I've seen a lot of businesses discover that things they thought would stop at the 

end of a season kept working continuously. Maybe not at the same height and 

level, but at a very profitable and acceptable level over and over again, for years 

and years. You owe it to yourself, to your business, to your bottom line, to not 

decide for the marketplace how often to continue running an approach that works. 
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So now you know what to do if the approach works. But if it doesn't work, you 

obviously need to eliminate it or replace it rather than continuing to wrestle with 

it, since you have so many other options. Now, if it comes close to working, what 

you should do is revisit our past discussion about it in our earlier sessions. Then, 

do a checklist to see if you executed it correctly because this is usually where the 

problem lies. 

 

My friend, Tony Robbins, does something that's very appropriate to share with 

you at this point. A lot of people come to him in his programs and they complain 

about how their relationship doesn't work and their approach to money-making 

doesn't work and their business career isn't working, and they say, "Tony I've 

tried everything!" And Tony has this incredible look and this incredible inflection,  

he'll look at them in this very defiant manner and he'll say, "Everything!" And 

they'll say, "Yea, Tony, I've tried everything!" 

 

And he'll say, "Well, why don't you tell me the hundred different approaches to 

solve the problem or to get a better result you've tried in the last six months." 

And they'll sort of hmm and ha and mutter and say, "Well, I didn't really try a 

hundred approaches." Tony would say, "Okay, fine, no problem. Tell me about 

the 50 approaches you tried in the last three months." "Well, I didn't really try 

50, Tony." "Okay, how about the 20." "Well, I didn't really do 20." He'll say, 

"Well, how many approaches did you really try?" And they'll look up and they'll 

look down and they'll get quite flustered and tum red and look at the ground and 

they'll say, "Well, I did one approach." 

 

Point being, most people don't come close to executing effectively the first time 

out. It's like trying a new sport or a new hobby. Did you ever take up tennis or 
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weight lifting or running or golf. In the first time out you couldn't swing worth a 

dam, you couldn't run more than about a block or you couldn't basically weight 

lift more than about 20 pounds. Well, it's no different with any of these 

approaches. The odds are, unless you're much more talented than I was when I 

started, you're not going to execute absolutely perfect. 

 

So if something doesn't work the way you want, don't give up on it, semi-retire it 

and come back to it later when you've got something else more powerfully 

working and tinker with it. Try improving your execution. Approach it two or 

three or four or five or seven different ways. Go back to the basics I taught you in 

the previous sessions. It could make a very big difference in your bottom line. 

 

Now, what if you try an approach and it's very successful? If it's successful, then 

expand upon it. Remember the real estate agent example from before, where the 

agent sent out 500 letters a month and earned a $100,000 a year? Remember I 

told her to start sending out a 1,000 letters a month. And if that worked twice as 

well, expand it to 1500 letters a month? 

 

The order of the system is simple. Take what works and do more of it. Then, take 

what works and see if you can make it work even better. Again, you can review 

what you learned about it earlier in this program. Listen to the case histories and 

examples, and have another "bash" at it, as our English friends like to say. 

 

A lot of my clients, once they get very profitable and they have programming and 

approaches that work, have so much fun experimenting, testing nuances, new 

combinations, new possibilities, trying different market applications, different 

ways of doing something, executing at levels they may have been too inhibited to 
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even consider before. They had a profitable approach in place, it's just like 

finding buried treasure. It's a total delight but you can dig deeper and deeper, and 

as often as not you find even more .... and more jewels, deeper and wider and all 

over the place. You're on a hunt, a lifetime hunt for breakthroughs, and with 

each breakthrough comes more and more treasures, more and bigger results and 

more and more control. 

 

Now as you move forward with each approach, of course you need to ask this 

question: What effort and resources should I commit to this activity? Well, in 

most cases, I'd like to recommend that you start out as small as possible and 

progress from there. Finance your expansion out of your profits. Again, it doesn't 

need to be stressful. Instead of no pain, no gain; I'm suggesting steady gain with 

no stress and no risk. Sound appealing to you? It does to me. 

 

Now, you might be a person who enjoys going all out. If you are and you can 

afford to do it, have fun. But remember, staying power is the ability to come back 

and market another day. If you follow the system I've outlined for you in this 

program, there's no reason to ever bet the farm, compromise your house, do 

anything that's financially dangerous. You can operate at the highest level you 

want and always have control and always have certainty and always have a very 

large financial cushion to fall back on. 

 

Okay. Now let's talk about systemization. What do I mean? It's really simple. 

You find out what works and you either give it more weight in your system or 

less. Or again, if it doesn't work, you can eliminate it or modify it. In other words, 

systemization is the process of integrating all your successful marketing activities 

into a business strategy that is optimal for you. 
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This is so important. Let me say it one more time. Systemization is the process of 

integrating all your successful marketing activities into a business strategy that is 

optimal for you. 

 

And optimal for you doesn't mean that you have to feel forced to do anything you 

don't want to do to grow your business. You don't have to run 50,000 ads if you 

don't enjoy running ads. You don't have to hire 50 or 100 salespeople if you 

don't like direct selling or don't like managing salespeople. You have the absolute 

freedom, the absolute freedom to come up with the perfect combined strategy 

that works absolutely optimal for who you are, where you're trying to go, what 

you enjoy and what you want to accomplish. 

 

What's it mean? It means that from this point forward, from today forward, from 

this minute on-look at your watch, look at the calendar-you've taken absolute 

control of your business life, your fate, your wealth, your freedom, your 

happiness. And with that control comes enormous excitement because from today 

forward you're playing the game of business the way you want the game to be 

played. Not the way society, not the way your industry, not the way the 

government, not the way competition wants it to be played, but the way you want 

to play it. And you're defining success by your own definition. So you can give 

yourself the perfect balance of money, income, profit and pleasure, freedom, fun, 

interaction, depending on who you are and what you most enjoy doing and don't 

enjoy doing. You can create a system that perfectly and continuously allows that 

desired result to occur. 
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Once again, I'll take you back to the promise of this program: "How to simplify 

your life, multiply your profits and have more fun growing your business or 

profession." I mean, think about it for a minute. From now on you no longer have 

to get up in the morning, go into the office and do what you don't want to do. 

 

Now you get to do what you want to do, when you want to do it, from where you 

want to do it with, whom you want to do it. Not only that-and trust me on 

this-when you start playing the game of business by your rules, you're going to 

do it at a much higher level of profitability, productivity and efficiency. 

 

What's it all mean? Don't be surprised if you start accomplishing in months what 

you used to think would take you years. Don't be surprised if you start seeing 

incredible achievements occur from seemingly little or no apparent effort, 

because that's the payoff you can expect when you have the power of 

optimization and systemization working for you. 

 

So let me say it one more time: Systemization is the process of integrating all 

your successful marketing activities into a business strategy that is optimal for 

you. 

 

Now I've got to make two additional points before I go into a deeper explanation. 

The two points are real simple--but they're very, very critical: Number one is the 

phrase "successful marketing activities" from the definition I just gave you. A 

number of people, and I'm confident you won't be one of them, don't quite 

understand that your goal is not-underscore the word not-to continue running 

unsuccessful marketing activities or untested marketing activities in your system. 

Again, the only activities you should include are successful, proven, tested 
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marketing activities. 

 

And number two — and I know I've mentioned this before, but it won't hurt to 

hear it again: You've got to keep these activities ongoing. That means you don't 

just do it occasionally, once in a while, or just once; you keep repeating them 

over and over again as long as they work, as long as they produce, as long as they 

succeed. 

 

So first of all, as we talked about earlier in this session, you're measuring and 

evaluating the results a given activity or component in your strategy produces and 

then projecting forward. So that you know that when you do this it will result in 

that. Then, if you decide to expand it and give it more weight in your strategy, 

you need to ask: What will the implications be? And guess what, the answer will 

be self-evident. Like a client of mine who once tested a new headline I gave him 

found that it increased sales and results and customers by five times. Five times 

more customers called in or came in every time he ran the same ad with the new 

headline. 

 

What were the implications? Substantial. If he wanted to keep running the old ad 

with the new headline and he didn't want to waste the opportunity, he had to hire 

five times more salespeople and set up five times the number of phone lines and 

stock or at least have access to five times more product-either in inventory or 

through his manufacturers to be able to sell it so he didn't lose that increased 

business my new line had generated for him. So as you can see from this example 

it's extremely important to sort out what the implications will be as you expand 

any component in your strategy. And as you define the implications, you'll know 

which are the best components to incorporate into your strategy. It becomes a 
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self-regulating system. 

 

Think of your optimum business strategy as a team of elements that you found to 

be the most effective, given your current resources and strengths. Each player on 

the team occupies an important position and that position is essential for the team 

to function effectively. Without a shortstop, for example, you'd have a pretty big 

hole in your infield. Just like in baseball. You're the team owner and manager, so 

you decide the kind of ball game you want to be playing. What your game plan 

will be. And since you're going for the highest score, you want to pick your A 

team of strategy components and put them out on the field. And remember, you 

have the ability to make or change the rules of the game, or even the game itself, 

any time you want and as often as you like or need to, for competitive, financial 

or just plain fun reasons. 

 

So as you begin to systemize, back to our baseball metaphor again, it's like you're 

letting all the players or components come to spring tryouts and you're watching 

to see which ones will make the cut so you can pick the greatest players based on 

the kind of game you want to play. And don't forget, you always have players on 

the bench. But don't be too quick to reject the ones that don't seem to work 

initially. Just because one of your bench players hasn't performed well in the past 

doesn't mean he or she can't make a valuable contribution or even be turned into 

a star performer with some effective coaching. In other words, if an element in 

your strategy isn't profitable the first time you try it, don't automatically reject it 

until you ask yourself this question: Is there another way to apply this approach 

to make it work for me? 
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Let me give you an example of two clients I had, who both sold synthetic 

diamonds. Also called cubic zirconia. One only sold loose stones up front for $39 

a carat. He ran ads in the newspaper. Great ads, actually, but they didn't return all 

his money. He lost about ten percent and he gave up. 

 

Dealer two ran ads that weren't even as good as the first gentleman and his lost 

money also, but he only used those ads as effective lead generators. Every time 

ten people would purchase a loose stone, he'd get eight or nine of them to send 

the stone back and trade it in for a far more expensive set stone in a ring or a 

bracelet or a necklace. 

 

The client that sold only loose stones lost money, gave up, quit the business. The 

client who used loose stones as a lead-generating device to attract people who 

wanted to purchase stones set in beautiful rings, bracelets, etc.-generated a $25 

million a year business. The point: Often times an approach needs just one more 

element added to it to tum it from a loser to a massive success. 

 

So the question to always ask is: Am I looking at everything I can do with this 

concept, with this element, with this approach? Have I added everything I can to 

the end, to the front? Am I using it the best way I could use it. Am I executing 

and utilizing it for its :full and proper purpose? Until you've explored all the best 

ways an approach can be applied, don't throw it off your bench. It's that simple. 

 

And you know, this baseball metaphor we've been talking about today is just 

another way of looking at how to build your ideal Parthenon. Now, it may be that 

your most profitable option is to do direct mail all day long, but you don't enjoy 

doing it, so you have the luxury of being able to modify your strategy, to 



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

 

 20 

perfectly fit who you are and what you want to be doing. That's building a 

Parthenon that's ideal for you. 

 

As you put your optimum business strategy together, something extremely 

important is happening that's not so obvious, and here it is. You're developing the 

mindset that will connect and tum on the real power in your life, and this is when 

it all gets really exciting. But we'll save that for next session. 

 

Until then, here's what I'd like you to do. First of all, it's got to be obvious to you 

by now that the processes we've talked about today are ongoing and not 

something you can complete in two or three days. So, beginning today, I'd like 

you to spend this entire sixth week of our program applying these processes to 

each element you've selected, to include in your optimum business strategy grid. 

Now when you step back and look at what we've covered today, it's really very, 

very simple. Nevertheless, I want you to feel free to review this session as often 

as necessary to be clear on what to do. So have fun and we'll get together at the 

end of the week for our final session.  

 

End of Tape 

 

 


