More praise from readers of

The Secrets of Creating Customers for Life

“Richard has taken some complex concepts, and through
stories, makes them all so easy to understand, and, more
importantly, implement. This book is rich with informa-
tion; however, unless you implement, all you’ll have is an-
other book for your library. If you take only ten percent
of what will learn in this book and put it into play, your
business will grow.”
— David E. Stanley, writer, film producer,
founder of Impello Entertainment

“The Secrets of Creating Customers for Life is a great

down and dirty business training course that gives people

the actionable steps to take in order to win at the game

of business. I liked the homespun nature of the stories. It
felt like I was meeting your neighbors and friends.”

— Aaron Young,

CEO of Laughlin Associates

“Richard Kaye is a masterful communicator and a by prod-
uct of his talent is that he’s known for his incredible closing
skills. And many will attest that closing is right up there
with oxygen. Whether you have an hour or ten minutes to
spare, The Secrets Of Creating Customers For Life will put
you ahead of the competition.”

— Michelle Anton, TV Producer, Author

"I loved it. It was clear, concise, entertaining, and full of

great ideas (even for an aspiring entrepreneur!). In fact,
I am glad I read it before I actually started a business.”

— Kiristin Kurtz, Director,

Quality of Life Center of Santa Fe

“Richard’s book contains much needed business wisdom
on marketing; the oldies but goodies, which he weaves



with fresh ideas in a nuts and bolts practical approach,
are so refreshing to be reminded of time and again, sim-
ply because they work. It was an enjoyable read with lots
of examples which made it easy to apply to any business,
including my own which is in the field of personal devel-
opment through body, mind and spirit well being. Richard
has a wealth of knowledge to share in marketing, and his
book is an excellent addition to any new, growing, or older
business wanting to keep a competitive edge with fresh
eyes and be reminded of what’s important and necessary
to do to keep a business thriving.”

— Dr. Judy Scher, Director,

Scher Center for Well Being

“This book is packed with powerful information to acquire
and keep customers for life. Especially useful tools include
the LPV Calculator and the simple ‘score sheet’ for testing
how your customers perceive you. Richard has presented
real examples to provide clarity for the techniques he uses
in the book, making it a must read for all of us who want
to keep our clients for life.
— Kim Burney,
CEO Attraction Center Publishing

“If you've been in business for 20-years or you are just
starting out, this is a comprehensive guide to retaining
customers for life filled with examples as well as how to!
Don’t read it like a book. Read it as a guide. Pick the
section you need and implement it. Then come back for
more. Watch your business grow as a result.”
— Leslie Knight
CEO Space Executive Director of Staff

“Among the countless marketing and professional devel-
opment books I have read, my wish was this was the first.
Richard dials in so succinctly and simply on how to engage
and grow a connection with your audience and customers.
Richard, thank you for this incredible book, not only for



engaging me, but forcing me to think about how I can im-
prove every personal encounter in my life.”

— Randy Balcom,

Staff Appraiser at Rels Valuation and

Creator at See into the Futures

“I've been studying business and steeped in entrepreneur-
ial endeavors for twenty years, and within five minutes of
reading this book I had new insights, new perspectives,
great reminders and some new things to master. I loved
the conversational way Richard wrote the book making
reading it fun, understandable and immediately useful!”

—Eve Hogan, Speaker/Author of
The EROS Equation: The Soul-ution for Relationships

"I enjoyed The Secrets of Creating Customers for Life be-

cause you take any individual, in any type of the business,

on a road to success if they follow up your steps. This is a

guide to accomplish what most people are looking in life,
which is success in their lives.”

— Alfredo Flota

International Business Development
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Preface

This book is not about making you rich, it is not a get rich
quick scheme.

This book is about wealth accumulation. This book is an
amalgamation of proven principles and systems to help you
transform your business, no matter what it is: a professional
with a practice, a seminar leader, a public speaker, a retail store,
a service provider, or other business on the planet.

My experience, from my first career as an electronics engi-
neer, my 30-years practicing chiropractic, as a business growth
specialist, and as a public speaker, is that while most of us are
really good at our craft or trade, we never learned how to do the
business of business.

When I graduated with my doctorate of chiropractic and
moved from New York to San Diego to establish my practice,
we, the graduating class, were in essence told, “Get your first
patient well; they’ll refer everyone they know to you.” 1 am
now retired for over 25 years and still waiting for my patients
to refer everyone they know. Oh, of course, many of them did
refer friends, colleagues, and family members, and that is a great
way to grow any practice, or any business. But they didn’t refer
everyone they knew!

I graduated from chiropractic college in the 70s, and if
anyone then understood the concept of turning your clients
into raving fans, certainly no one shared that knowledge with
me. It was during my decades of practicing as a doctor, as a
business growth specialist, and as a public speaker, that I gath-

ered the skills and strategies so essential to creating repeat busi-
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ness; turning your customers into clients and then into raving
fans, so you can accumulate wealth, as distinct from cash flow.

If you look in the dictionary, or on the Internet, you’ll
find the word “customer” is used interchangeably with the
word “client.” I make a distinction here, based on my several
decades of being in business. In my experience, a customer is
someone who comes into your store, your shop, or consumes
your service, as a one-time event. This could be someone just
passing through town or, someone who may have stopped in
your restaurant, and neither the owner nor customer expects
a repeat visit. And yet, that customer certainly has the ability
to refer their friends, family, and colleagues. However, most
businesses never follow the protocols in this book, where you
can transform what would appear to be a one-time visit, into
a stream of referrals. Near the end of this book, I will present
you with data showing you what repeat business, and referrals
can do to increase wealth.

Jennifer and Randy own Gutiz (pronounced: goo tease), one
of my favorite restaurants in Taos, New Mexico, where I live.
One day, Jennifer asked me to make a comment about their
restaurant on the website Trip Advisor . . . a very smart move.
However, what if she had asked for my e-mail address, and
the e-mail address of every guest, to keep us all apprised of
what they’re up to; a guest-sign in and comment book would do
the trick. We’re largely a tourist community here, and while the
locals often frequent Gutiz, and we take our out of town guests
there, if they were to implement some of the strategies in this
book, Gutiz would generate even more revenue.

Another friend of mine, Kimberly, owned another of my

favorite restaurants, Cafe Renato. (I've been told we have about
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100 restaurants and other eating establishments, including taco
stands, here, in a town of about 5,000 people!) Cafe Renato has
won several awards, including an acknowledgment from From-
mer’s, as a “must” when visiting Taos. I suggested she put a
sign out front, acknowledging the awards she has won. If you’re
walking up the street and see two restaurants, one with signage
showing the awards they’ve won, and one without such acco-
lades, and you’re like most of us, you are more inclined to go to
the award-winning place. The principle is true for restaurants,
as well as all other businesses . . . including yours.

I purchased a clothing washer and dryer from D&S Appli-
ance, here, in town. They may view this as a one-time purchase.
However, what if they had taken a video testimonial about how
thrilled I was with their service, and put it on their website? Had
they asked, I would’ve gladly given them a testimonial. And
what if they gather email addresses of their clients, and send
out a monthly newsletter about keeping appliances working
properly? Later, I'll talk about such things as a way to grow
business; it’s called, TOMA (Top of Mind Awareness). The
practice of TOMA is effective in a small town like Taos, where
D&S is the only appliance store, or in a place like San Diego,
a county with a population of over three-million people, and
myriad appliance stores. One of the objects of this book is for
you to discover new, as well as some old ways, to ethically and
honestly generate more business, which leads to more revenue,
which and allows you to take better care of yourself and your
family.

Later on you’ll learn more about TOMA and how it can
transform your business.

Leverage what you learn here. This book offers many tools,



4 The Secrets of Creating Customers for Life

systems, and strategies; if you implement only a few of them,
there is a high probability you will increase your income.

Develop a strategic advantage; you will outperform other
businesses, and improve the quality of your life.

You will notice this book is heavily indexed. That is, so after
you read it, if you remember something and want to review it,
you can easily find what you are seeking,

The reality is, while many people may read this book, most
will put it down and quickly forget to implement some of what
they learned. With this index, you are able to go directly to what
you wish, to refresh your memory, or easily find what you are

seeking.



Introduction

If someone could wave a magic wand and change some-
thing about your chosen profession or business, what one thing
would you change?

Would you want an easier way to contact more, better-quali-
fied prospects? Would you want those prospects as well as your
current clients to view you as even more of a professional, or
maybe even more of an “expert” than you are now, in your
field?

You may be good now, but how would you like to be even
better at making more effective, more persuasive presentations?
Perhaps you would like to be more effective at closing sales or
handling objections. O, is repeat business more important to
you?

What if your current customers felt you were the only
person, or the only business, who understood and could effec-
tively serve their specialized, unique, and individual needs?

Or, how about referrals? Think of the best customer or
client you have right now. How would you like to have more
people just like them? What one thing would you change to
make you a better, happier, more productive, and potentially
wealthier, businessperson?

In the chapters to follow, you will learn not only these strat-
egies, but other factors that are critical for you to realize more
business success. Throughout the pages of this book we’ll
explore some of the most effective ideas and field-proven
methods and techniques you can begin to put to use immedi-
ately, to help you increase your sales, improve your business,

overcome some of your most difficult problems and challenges,
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enjoy extra income, have more free time, and find a renewed
enjoyment from your chosen business.

Bold statements? You bet. Read on and discover how I can
make such audacious statements.

Hint: Because the stuff in this book really works!

Increasing Your Effectiveness

You know things are changing today, faster and faster and
faster, than ever before. Technology has become more sophisti-
cated, competition more keen, and consumers, the people who
buy your products and services, have become more educated
and aware.

Your clients have more choices, not only in similar prod-
ucts and services from different companies, but also among
the individual people with whom they deal. The more skillful
and professional you are at meeting your customers’ needs, the
bigger advantage you can command, and the more effective
and successful you can become.

If you are really going to be effective and successful in the
marketplace today, it is necessary, even vital, for you to contin-
ually change, improve, adjust, and update your selling, service,
and problem-solving skills, as well as your methods of marketing

and general business operation. It has been said, (and you have
no doubt heard) that:

“Peaple don't care how much you know,

until they know how much you care.”

One of the most effective ways you can show your prospects
and clients you care is by helping them solve their problems in a

satisfactory, cost-effective, and professional manner.
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Exposure to New Ideas

That’s what this book is all about. This book is written
with the goal of helping you become the best you can be in
a competitive marketplace. It is all about professionalism. My
primary goal is for you to be the “consummate professional,” a
professional who can be trusted.

My secondary goal is to help you become better positioned,
so you are more memorable and well-known in your market,
which will assist you in exponentially growing your business.

Naturally, this book doesn’t claim, nor does it pretend, to
have all the answers to all your business problems. No book,
course, or seminar could do that.

Rather, the objective of this book is to expose you to some
tried, tested, and field-proven ideas, concepts, and techniques
that have worked for other business people.

Once acquainted with new information and ideas, it is up to
you to decide which ideas can best be tailored to your own indi-
vidual business situation, and how you will begin to use them to

better serve your prospects and clients.

This book is designed to provide you with the strategies the
experts who are already successful in business are currently
using.

We will explore specific marketing, sales, customer service,
and business-building techniques others have used to signifi-
cantly increase their businesses and incomes, with very little
extra effort.

You will find many of these ideas easy to implement, and
you’ll be able to begin using them right away. Others may take a
little longer to put in place. Still, others may not be right for you



8 The Secrets of Creating Customers for Life

or your operation at all. That’s okay. It’s not possible to provide

100 percent usable ideas for every person, in every situation.
If you get just one or two good, usable ideas you can put

into your business operation that make a difference, your time,

effort, and money will be well invested.

How We Retain Information

Getting a new idea is one thing, but what you do with it is
even more important than getting it in the first place. Studies
on retention show that you remember:

10% of what you read

22% of what you hear

37% of what you see

56% of what you see and hear, and up to

86% of what you see, hear, and do.

So, an idea that is heard but not acted on is about 86 percent
less likely to be retained than an idea which is actually put into
practice. Turn that around: When you see, hear, and actually do
something, by implementing a new idea, you have a 86 percent
probability of retaining it.

With this realization in mind, it is important to understand
that if the information presented in this book is to be of any
real value to you, it must not only be read, it must be applied.
Which is to say, it must be experienced, or acted upon. That
means it’s going to take some effort on your part.

Concerned about adding new things to your repertoire?
Perhaps you may wish to follow the advice the White Queen
(in Lewis Carroll’s, Through the Looking Glass) offered to Alice
when she said, “Why, sometimes I've believed as many as six

impossible things before breakfast,” and she counsels Alice to
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practice the same skill: believe in the impossible.

In their book, The Knowing-Doing Gap, authors, Jetfrey Pheffer
and Robert L. Sutton, report that every year there are 1,700
new business books published, $60-billion spent on training,
$43-billion spent on consultants, and our universities turn out
80,000 graduates with MBA’. Yet, most businesses continue to
operate day in and day out in much the same ways as they’ve
always done. Despite all of that investment, most don’t take the
extra step of implementing, so nothing changes!

Knowledge without action is no better than no knowledge at
all. Just knowing isn’t enough. You have to do something with
what you know.

The ideas presented in this book work. They’re not theory.
They’re not speculation on what “should” work. They’re not
philosophical musings. These ideas, concepts, and techniques
are currently in use by business owners across the country.
They are being proven in actual field use, day in and day out.

They work for others, and they can work for you. However,
you are going to have to take the time to study them, under-
stand them, and make the necessary modifications to tailor
them to your own personal and business style and operation.
Then finally, you’re going to have to apply them in your busi-

ness.

“Tell me and 1 forget. Teach me and 1 remenber.

Involve me and I learn.”

— Benjamin Franklin

Five Steps of Learning and Retention

Learning, the acquisition of new information or knowledge,
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and retention, the ability to capture that information and recall
it when wanted or needed, is a five-step process:

Impact — Step one. That is, actually embedding the idea in
your mind. This embedding can be in the form of a word, a
visual observation, or a concept. It makes no difference. Your
mind cannot make a distinction between a synthetic and an
actual experience. Nor is your mind capable of determining the
difference between a conscious or an unconscious impact an
idea may have on you. As far as your mind is concerned, those
experiences are all the same, and your mind will accept them,
regardless of the source.

If information, or an experience, appears real to your mind,
your emotions and nervous system respond as though it is real.

Visualization is what I’'m talking about, and while it is often
used in sports, it can also be used by you for powerful results in
virtually any aspect of your life.

The subconscious mind is remarkably powerful, just as
powerful as actually doing the thing you are programming into
your subconscious mind.

“Not only does a visualized experience condition the human
brain,” says Judd Blaslotto, Ph.D., a world-class power lifter and
author of a number of several books on mind control, “but it
will also program the human body.”

With visualization, you can accomplish amazing things.

At the University of Chicago, a study was conducted to
determine the effects of visualization on the free-throw perfor-
mance of basketball players.

Athletes were tested to determine their free-throw profi-
ciency, then randomly assigned to one of three experimental

groups.
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One group went to the gym every day for an hour to practice
throwing free throws.

The second group simply visualized themselves throwing
free throws.

The third group did nothing.

After 30 days, the three groups were again tested to deter-
mine their free-throw proficiency.

The third group, as would be expected, turned in the lowest
scores.

The first group improved their scores by 24 percent.

The second group, the group that “only” used visualization,
tuned in improved scores of 23 percent!

Twenty-three percent! Thats only one percent less than
those who actually practiced!

You can teach yourself to be successful, healthy, and abun-
dantly rich, by visualizing your desired outcome.

Repetition — Step two. One university study revealed that
an idea which was read or heard only one time, was 66 percent
forgotten within 24- hours. However, if that same idea was read
or heard repeatedly for eight-days, up to 90 percent of it could
be retained.

So, once you’ve read this book all the way through, go back
and read it again. This time read it with a highlighter, a pencil,
and a note pad handy. Mark up this book. Write down the ideas
you feel fit your personal business situation. This repetition will
help you retain more of the information than if you read it only
once.

Utilization — Step three. This is the “doing” step. It is here
that neuromuscular pathways are actually developed, creating

a “mind-muscle memory.” And, according to the study quoted
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earlier, once you physically experience an action, it becomes
twice as easy to recall as if you had only heard it.

Internalization — Step four. Step four is actually making the
idea a part of you. This will probably involve some customiza-
tion or tailoring of the idea to fit your situation or style, but it
is vitally important for you to personalize the idea and make it
“yours.”

Reinforcement — Step five. Step five is maximizing the
effectiveness of an idea, and looking for ways to support and
strengthen it. The more you can support the idea, the more you
will believe it, the longer you will retain it, and the more effec-
tive it will be in helping you serve your clients’ needs.

What does all this have to do with your business? Simply
this: In your daily business and personal activities, as well as
throughout your experience with the information presented in
this book, you are going to be exposed to myriad ideas.

Some will be brand new, that is, hearing them for the first
time. Some will be ideas you’ve heard in the past, but have
forgotten. And, others will be ideas you come up with on your
own as a result of something that was triggered in your mind
as you read. Understanding and applying these five steps in the
learning and retention process can help you retain more of

what you read and experience.

Action Makes the Difference

It’s important to keep an open mind as you read, hear, or
otherwise experience, ideas that can help you. Try not to judge
them or cast them aside too quickly because they don’t sound
good, they’re not part of your personality or make up, or

because you may have heard them before.



Introduction 13

Instead, consider these courses of actions:

—1If you’ve heard an idea before, say to yourself, “Yes, I've

heard that before, but am I using it?”” If not, “Why not?”

—If you are currently using the idea, ask yourself, “How

effective am I at using it? How can I ‘plus,” or improve on
it to make it even more effective for me and my business?”

— Next, ask yourself this question: “What will I do as a result

of what I've learned?”

Remember, it’s not what you know — it’s what you do with
what you know that counts. Ideas are powerful. And, good
ideas are really important for your business. They’re what keeps
your interest up and your business fresh, alive, and growing, Put
into action, good ideas can make a huge difference in the way
you do business, the results you realize, the fun you have, and
the profits you make.

This book is full of good, practical, and usable ideas, which
can help make that big difference for you. But it’s up to you
to tailor them to your own unique situation, and more impor-

tantly, to put them into action.

The Business You're In

If you don’t learn another thing from our time together,
remember this:

You are 7ot in the (fill in the blank) business.

You are in the marketing business.

Read those sentences again, and again, and again. Digest
them. Understand and internalize them. Make them an integral
part of your business philosophy. Because unless and until you
do, your business will be no better and no different than any of

the other choices your clients can select to do business with.
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Let me explain by using the insurance profession as an
example, and as I do, think about how these principles might
apply to your business.

It’s a well-known fact that very few people (if any at all),
really want to really buy an insurance policy. What they do want
are the benefits, security, and peace of mind that insurance
provides them, their families, and/or their business. However,
they don’t necessarily want to spend their money on an insur-

ance policy. But, what do most insurance sales people sell?
They sell insurance!

No wonder their business is so difficult. It doesn’t take
a Harvard degree to figure it out. If you sell insurance, and
know that people don’t want to buy insurance, why would you
continue to beat your head against the wall trying to sell it?

Consider the way most people shop for auto insurance. They
call up a few of insurance companies and ask for a quote. The
agent, or his or her representative, asks what coverage the caller
is currently carrying, and gives a quote based on those figures.

The caller then thanks the agent or staff member, and goes
to the next number on their list. They keep calling until they’re
convinced they’ve found the lowest price, and typically, which-
ever company comes in lowest, gets the business.

But, wait a minute. Isn’t there more to buying insurance than
just “low price?” Well, sure there is. You and I know it, as do
most insurance agents.

Why is it, then, that nearly every agent, from nearly every
insurance company you call, tries to sell on price, knowing

there’s probably someone out there with an even lower price?
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Why is it that so few agents try to differentiate themselves
from their competition, and change the prospect’s thinking
away from price, and on to other, more important things?

Price is important, don’t get me wrong. It’s very important;
it carries a lot of weight in a prospect’s buying decision. But
it’s only one of many factors a person needs to consider when
making their buying decision.

In actuality, there’s very little difference in insurance poli-
cies issued by any number of insurance companies in the same
geographical area.

Likewise, there’s usually very little difference in the products
or services you sell and the same types of products or services
sold by your competitors.

General overhead costs, utilities, phones, supplies, wages,
and product costs, are also similar for most companies selling
like products and services.

So, if all those factors, the similarity of products and services,
overhead costs, and product costs, are pretty much the same,
the prices charged by each individual business must, out of
necessity, be pretty close as well.

It’s true, that one company may, for example, obtain a lower
purchase price on their products, and as a result, be able to
offer a more attractive sales price for a certain period of time,
but eventually, things change and the playing field becomes
pretty level once again.

There are other factors not to be overlooked, such as invest-
ment income and tax write-offs, or other advantages which can
play a role in the prices businesses charge for the things they
sell.

But overall, all things considered, the prices charged for
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the goods and services from one company to another similar
company, are going to be fairly close over the long haul.

The point is, no matter what business you’re in, you will
never maintain a long-term, competitive advantage because of
the products you offer, or the prices you charge.

As soon as you develop a new product or offer a new service,
it’s just a matter of time before your competition latches on to
it and offers the exact same thing, or maybe enhances it and
offers it for a lower price. And as soon as you lower your prices,
your competition can do the same thing,

The marketplace you operate in is so fiercely competitive, so
cutthroat, so unforgiving, that you absolutely must do some-
thing to differentiate yourself from your competition.

If you don’t, youll be relegated to just another “me-too”
business, just like all your competitors.

Now, would you like to know the good news?

Of course you would.

That’s how your competitors operate . . . in a “me-too!”
mode.

Just look around. They’re all the same. Their businesses all
look the same. Their products are all the same. They walk and
talk the same. Their advertising looks the same, and says the
same things as the next guy’s. And, because they all operate that
way and don’t know how to change, you have a tremendous
opportunity . . . a significant competitive advantage.

You see, if they keep on doing what they’ve always done,
they’ll keep on getting what they’ve always gotten.

But you, if you want to get something different, you’ve got
to be willing to make some changes. And that’s what this book
is all about. Making changes, changes that will produce real and
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measurable results in your business.

But, what you’ll learn here isn’t enough. These ideas and
strategies alone, won’t work. You’ve got to take action on them
if you expect anything different than what you’re currently
getting,

So...make the action commitment now, and let’s get started!
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“Brain cells create ideas.
Stress kills brain cells.

Stress is not a good idea.”

— Richard Saunders,
aka Poor Richard



Achieving Outstanding
Business Success

Personal Traits of Exceptional Performers

Several decades ago, an acquaintance of mine had the oppot-
tunity to have dinner with his friend, Earl Nightingale, the
famous radio personality and producer of self-improvement
cassette programs.

Earl made his life’s work studying successful people and how
they achieved their successes. My friend had long admired Earl
for his ideas and philosophy.

He asked Eatl what advice he would give his young son, if
he had one. What, based on his vast experience and knowledge,
would be the one thing that would help his son ensure success
in business as well as in his personal life?

Eatl told him, “You know, I have often thought about that
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very question. And after all the years and all the study, I've
come to the conclusion that your success in life, or in business
for that matter, can be boiled down to one thing. That is, your
rewards will always be in direct proportion to the amount of
service you render.

“You only have to look around,” he continued. “The people
who serve others, prosper. The people who don’t serve others,
don’t prosper. And, you can tell just how successful a person is
by the amount of service they render to others.

“The problem,” he went on, “is that unsuccessful people
either haven’t learned that great secret, or they don’t apply it.

“The successful people are the ones who develop the habits
of doing the things that unsuccessful people don’t do for one
reason or another.”

Sage advice, indeed.

What Failures Don’t Like to Do

Earl’s comments were like a lightning bolt hitting my friend
that night, as he realized how true they were. The more you
serve your clients, and help them satisfy their needs, the more
you will prosper.

As a business owner, business manager, professional, or
entrepreneut, serving your clients’ needs effectively, means you
must do the things unsuccessful business owners, managers,
professionals, and other entrepreneurs, don’t do. The things
those unsuccesstul people don’t do, by the way, are the things
most of us don’t like to do either!

There is no doubt it is difficult to work long hours, or on
weekends, when your family is waiting for you at home, and you

only have a couple of “shoppers” stop by, or be stood up for an
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appointment someone made with you.

It’s tough to make telephone calls, only to encounter people
who don’t really want to talk with you.

It’s discouraging to set goals, schedule interviews, explain the
technical aspects and benefits of the products and services you
provide, overcome clients’ objections and misconceptions, and
go out of your way to give exceptional service, only to have
your clients go elsewhere because they found the same product
or service for a few dollars less.

Not only may it have happened to you, you may have done
the same thing! Perhaps you went to a brick and-mortar retail
store and quizzed the salesperson on the distinctions between
certain models of something, and then you went online and
made the purchase there so you could save a few bucks.

Enough of these experiences can be discouraging for anyone.
And, after a while, some people just quit trying. They find it
easier to adjust their standard of living downward to match
their income, than to adjust their income upward to create their
desired standard of living,

They are no longer in control. Inflation dictates the price
of things they buy, and competition and luck determine how
much they have to spend. Fortunately for them, many of their

competitors are in the same situation.

Outstanding success is unusual and dependent upon many
different factors. For some people, it just happens. They’re in
the right place at the right time; they do nothing special; every-
thing just falls into place for them. Others put in long hours
and a lot of work, only to find average success.

A clear understanding of success principles, a well-devel-
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oped and executed plan, and certain personal traits and char-
acteristics, can help move you toward your goals more quickly.

I personally learned a lot from Zig Ziglar. I clearly remember
meeting him in the late 70s, when he said, “You can get every-
thing in life you want if you will just help enough other people
get what they want.” This is a great core belief by which to live
one’s life.

Here are some other personal qualities to consider:
Eight Personal Qualities for Success

1. Know What You Want

Know yourself and exactly what you want and expect out of
your business. So many people enter into business and spend
years in that business environment without having any idea of
what they want, or what is possible to get out of their business.
It’s the same in virtually every business.

In fact, most business owners are working so hard in their
businesses, they don’t have time to work on their business. As
a result, they’ve become slaves to their business. They’ve got
things backward. They’re working for their business rather than
their business working for them.

Some business owners make the mistake of trying to “fit
in,” or be just like their competition. They watch what others
are doing and spend their time and resources matching what
they consider to be the factors of success; often price and avail-
ability. Smart business owners realize that when you watch the
competition, you are building their business, not yours. Its a
mistake to “join the club” and hope the momentum of the

industry will carry you along the path of success.
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Kinda like when I started my chiropractic practice in San
Diego, California. I did what I just wrote about . . . I looked
around to see what other chiropractors were doing; how they
were attracting new practice members, how much they were
charging, etc. I did pretty much the same, and was indistinguish-
able from almost all of them. Then I learned about publicity.
Got myself invited to the morning television talk show in San
Diego, got an article about me in the San Diego Tribune, got
an article about me in the Los Angeles Times, got a segment
about me on the ABC six-thirty news, got a PBS special about
me. Yeah — I no longer fit in; I wasn’t one of the crowd. I
had massive top of mind awareness in the community. (We’ll
talk about this on page 1006, and more in the Chapter 9, the
addendum; how to secure outstanding publicity.)

Take the time to carefully analyze where you’ve come from,
where you are now, and what you want to accomplish in your
business, your job, or your career. Then, begin to set some
meaningful goals to help you accomplish your objectives. You
see, if you don’t know where you want to go, you’ll have no idea
when you get there, because there is no there!

Kinda like Alice, in Lewis Carroll’s Alice in Wonderland, asking
the Cheshire Cat for directions:

“Alice: Would you tell me, please, which way I ought to go
from here?

The Cheshire Catr: That depends a good deal on where you
want to get to.

Alice: 1 don’t much care where.

The Cheshire Cat. Then it doesn’t much matter which way
you go.
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Alice: . .. So long as I get somewhere.
The Cheshire Cat. Oh, you’re sure to do that, if only you

walk long enough.”

Meaningful goals are an essential requirement for success in
business. With goals, you have a target to aim for, a purpose
for being, and a direction to travel. Without goals, it’s easy to
wander aimlessly, getting sidetracked with any little thing that
comes along,

This is often called the “shiny object syndrome.”

Something new and different comes along, almost anything,
actually, comes along, and you get distracted and lose sight of
your original goal.

When you set your goals, think of the word, “SMART.” You
should have SMART goals. That is, your goals should be:

— Specific

— Measurable

— Attainable

— Realistic

— Time-bound

Itis important for your goals to be Specific, so you know exactly
what you’re aiming for. Your goal should be clearly defined and
identified so you not only know what you are working toward,
you’ll also know when you achieve it.

If you don’t know where “there” is, not only won’t you know
when you get “there,” you won’t know what to do there if you
get “there!”

I suspect you wouldn’t want to get on a commercial aitliner,
hear that inevitable click on the PA system, and hear the pilot

ask the navigator, “Wendy, where are we going today?”
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You want to know she knows where they, and therefore you,
are headed.

You are on that flight to reach a specific destination, or goal.
You are the navigator of your life. Go navigate!

Just to say you want to sell more products, merchandise, or
services, or reduce the number of contacts to close a sale, isn’t
enough. You need to clearly specify your goal. Is it 12 more sales
per month? An extra $100,000 in monthly sales? How about
a definitive number of certain types of products or services?
How much, specifically?

Whatever your goal, there should be no doubt about what

you wish to accomplish.

Your goals should be Measurable. That is, there should be a
system, or method of determining how you are progressing. By
clearly defining your goals, as discussed in the previous step,
you are better able to measure them. It’s important for you need
to be able to see your current status, as well as progression
toward your goals.

We’ve all seen those giant “thermometers,” often displayed
by charitable organizations raising money for a cause. They
show the goal as well as the amount of funds raised. Clearly
visible; it is so easy to see the goal and the status, or how far
along they are. What are yox using to measure and chart your
goals and progress toward achieving them?

You may remember the remarkable telethons Jerry Lewis
used to host for Muscular Dystrophy. How often did they show
you the goal and how much had been raised?

Heck, even your GPS shows you how much further it is to

your destination!
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Next, your goals should be A#ainable. 1t your goal is too high,
or too far out there, if there’s no hope of you really achieving
it, it won’t take long for you to become discouraged. You may
lose your focus and the drive necessary to pursue your goal, or
you may abandon it altogether.

Your goal should be something you can reach with just a

little extra effort.

An insurance agency owner I’'m acquainted with had a large
fire and casualty agency. To promote the sale of life insur-
ance to his existing customers, the agency owner introduced a
contest for his agents. The agent who sold the most life insur-
ance would win a trip to Hawaii.

One of the agents who worked for the agency, who had
never sold much life insurance, decided he wanted to win the
trip. The qualifications to earn the trip were tough, and were
based entirely on the sale of life insurance policies.

Very few agents in this agency ever earned these types of
trips by working the entire year for them,; this particular agent
put his mind to it. He qualified in only four months.

Considering the agent’s past performance with regard to
life insurance sales production, it was questionable whether he
could achieve his new goal. However, he found a motivation
within himself that changed the odds in his favor, and he was
able to accomplish in four months, what most agents weren’t
able to accomplish in an entire year. For him, it was an attain-
able goal, and he was able to put the effort in to reach it.

In your business operation, as well as in your life, you need
to make sure your goals are not only attainable, but Rea/istic. 1f

your goal isn’t realistic, that is, if it’s not something within your
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realm of achievement, it’s just a matter of time before you’ll
become frustrated and give up. If you don’t have the drive, and
are unsuccessful, this may have a negative effect on you, as you
begin to think of yourself as a failure, or as not being good at
setting goals.

Then, because of your negative image of yourself relative to
setting goals, you may give up setting goals. It’s a self-perpetu-
ating mechanism.

The key to being good at setting and achieving goals is to be
realistic in your expectations. Set attainable and realistic goals
which can be reached with reasonable effort. That is, unless you
are like the agent I just wrote about, and you can find that moti-
vation on such a deep level, you know you can only succeed.
Failure is not an option. If your current production is $100,000
a year, and you set a goal of $1M a year, while that may feel
good, is it achievable? Ya gotta be realistic.

When a goal is realistic, you can achieve it successfully. That
success builds your internal success image, and enhances your
self-confidence. The next time, set a little higher goal. Not much
higher, just a little higher. Again, one that you know you can
achieve. That adds to, and builds your confidence, even more.

Many, many years ago, I used to teach at the marathon clinic
in San Diego, California. It was not unusual for people who
had never run more than a 10K to state their intention to run a
marathon. Well, if all they’re running now are 10K’s, the poten-
tial for them to complete a marathon is close to zero. However,
when they made the commitment to do the training, do the
longer runs, and put in the time, energy, and effort, the proba-
bility of completing a marathon increased and often became a
reality.
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Ya gotta set attainable goals, and do the work to achieve your

desired outcome.

The next step is to make your goals Time-Bound. That is, you

must set a time limit for their attainment.

“A goal is a dream with a deadline.”

— Napoleon Hill

This helps you keep on target, not be distracted, and encour-
ages you to complete something you’ve started. Not only will
this help you realize success at a designated time, but you will
enhance your self-image by accomplishing your goal.

If, for instance, your goal is to sell a certain number of a
certain type of product or service, or a predetermined dollar
amount of sales this year, break that number down into months,
weeks, and even days, if necessary.

Alarge goal becomes much more manageable in small pieces.
The key is to break your goals into bite-size pieces and place
a time deadline on them for their accomplishment. Chunk it

down to manageable pieces, or sizes.

2. The Ability to Focus

The second success quality is the ability to focus. Many
people hesitate to go into business because they think they lack
the talent and abilities necessary to succeed. They look at others
who are successful and think they must have unique talents or
capabilities. But after getting to know that person, they find
them to really be quite average.

The main difference is, the successful person has developed

the ability to focus, and not be distracted by all those shiny
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objects. A person of average intelligence, who is focused on a
clearly identified and specific goal, will consistently outperform
the brightest people who are not focused on anything specific.

Imagine trying to hit a target when your focus is all over
the place. Texting while driving is an excellent example of not
being focused. Is it any wonder why so many accidents occur
when someone is texting? Just like texting while driving, if your
focus is not on your primary goal, the potential for disaster is
enormous.

The great quarterbacks have an amazing ability to focus. He
sees the field, may even be aware of the defensive linesman
about to tackle him, and still keeps his eyes on the receiver.
How often (football fan or not) are we astonished at the quar-
terback’s ability to thread that needle and hit the receiver in the

midst of the defense crowding him?

3. Determine the Price You’ll Pay

You must determine the price youll have to pay to be
successful. For everything in life there is a price, and it must be
paid before you can realize the rewards. In many instances, it
takes sacrifice.

A few years ago, in an effort to exercise and help relieve
stress, an acquaintance of mine bought himself and his wife
matching bicycles. They had fun for a while, until a group of
experienced riders flew by him one day on their fast, shiny,
obviously high-priced racing bikes.

Always a competitive person, he decided he would catch up
to them and ride with them. However, try as he might, it was to
no avail. Nothing he did would allow him to catch up to them.
That bugged him for about a week; it wasn’t long before he
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found himself back in the bike shop getting the specifications
and prices of one of those “fast, shiny, obviously high priced”
bikes.

Two-and-a-half thousand dollars later, he was back on the
road just waiting for those riders to catch him so he could ride
with them. He was completely decked out in cycling shorts and
jersey, special shoes, helmet, and his new 16-speed racer.

Then, one day it happened. The group of riders came up on
him from behind; he was determined to keep up with them. A
quarter-of-a-mile later, in spite of his best etfort; he was unable
to catch up to them. The riders were gone, never to be seen
again. That really irritated him.

So he bought several books, watched a bunch of training
videos, and sought the help of a friend who was a pretty good
rider. He worked hard trying to develop his cycling abilities. He
rode every morning, while his family was still asleep.

He encountered motorists who didn’t like cyclists. Some
even went so far as to run him off the road.

He’d ridden in the rain and cold weather, and he’d ridden in
120-degree heat. He worked hard, and eventually hired a cycling
coach to help him develop his skills.

Then he entered a local race; much to his surprise, he won!
This encouraged him, so he entered another race. Then another.
And another. And he kept winning.

With the new skills and confidence he was developing, he
entered the state and national championships, placing very high
in both. The riders who used to pass him were now coming to
him for help and advice. They wondered how he could consis-
tently beat them when he hadn’t been riding for nearly as long
as they had.
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What they didn’t understand was that it wasn’t how long he
had been training; it was what he put into his training,

It wasn’t what he did during the race that counted as much
as it was what he did during the long, lonely, solitary hours of
training.

It was the sacrifices he made that made the difference between
being a social rider or the champion he eventually became.

The same concept of sacrifice applies to operating a
successful business.

If you want to reap the great and abundant rewards your
business can provide you, you’re going to have to do some
not-so-glamorous things at some not-so-convenient times.

You’re going to have to do what Earl Nightingale said: “. . .
you’ll have to do the things that unsuccessful business owners

don’t want to do.”

The thousands of hours and dollars I invested in myself as a
student when I was pursuing my doctorate of chiropractic, the
thousands of hours the pilot, the physician, any professional,
invests, is the price we pay to achieve specific goals.

The time you are taking to read this book, and the programs,
seminars, and workshops you may invest in to improve your-
self, so you can be of a higher level of service to your clients
are all part or that price.

For many successful people (and the fact that you are reading
this book places you firmly in that category), it is about constant
and never-ending improvement.

This may mean, depending on the nature of the business
you have or operate, you’ll have to leave the comfort of your

store, shop, or office, to visit with people about their needs, in
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their homes or businesses, at inconvenient times. Ot, you may
have to be away from home for some time to participate in
seminars, workshops, or other training programs.

If you have a family, this may prove to be a hardship for you,
but if you are just starting out in business, or want to increase
your existing business or achieve some new goals, you may have
to make that investment in yourself.

If you are not willing to make the necessary sacrifices, you
cannot expect to be as successful in business as someone who

is willing to do the work.

4. Self-responsibility

You are totally responsible for the success of your business
and your life. There are no excuses.

There may be setbacks, economic down turns, or problems,
that affect your business. Your suppliers or vendors may discon-
tinue making or providing your favorite products or services,
change the way they do business with you, or perhaps merge
with another company.

Economies change, corporate policies change, prospects
don’t buy from you, and the weather is too hot or too cold.

While those things definitely have an impact on you and the
way you do business and the sales you make, it is important to
realize there are those things beyond your control, and it’s up
to you, and you alone, to accept responsibility for the success
of your business.

No matter how bad you might have it, no matter what diffi-
culties or challenges you encounter, let me assure you: there are
many people who many people have had difficulties and chal-

lenges far greater than any you are ever likely to encounter, and
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somehow, they manage to pull through. You can do the same.
Here’s a little credo that can help you. It contains just ten,

two letter words:
“If it is to be, it is up to me.”

That simple one-line sentence says it all. It places the respon-
sibility exactly where it should be: directly on your shoulders.

There is nothing to be gained by playing victim, especially to
the things over which you have no control. It just is: When we
live in the past, and place blame, we are refusing to be in the
present and take responsibility for what is happening now.

A very dear friend and colleague of mine, Berny Dohrmann
(1948 — 2020), Founder and Chairman of the world’s oldest
and largest business growth conference (CEO Space), had an
expression, which I love, for when someone is living in the past:
“It’s not happening now.”

How elegant, how simple.

There is the classic story about the acclaimed violinist, Jascha
Heifetz, when a stranger stopped him. “Pardon me,” he was
asked, “can you tell me how to get to Carnegie Hall?”

“Yes,” answered the maestro breathlessly. “Practice, practice,
practice!”

True story or not, the point is made.

Take the responsibility.

5. Be Committed
Make a total commitment to your success. Once you’ve made

the decision to be in business, be in that business.
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Get into it with both feet. Don’t let anything hold you back.

Even more than getting in the business, make certain the
business gets in you.

Make a commitment that you are going to succeed, no matter
what.

Working two jobs, or projects, at one time can be crazy-
making. You can’t do either of them justice, and you’ll likely
end up frustrated and broke, and never know whether or not
you could have been had you focused on just one project.
There are myriad articles in the literature as well as on the
Internet, supporting the idea that working on a single project
as compared to working on only one is far superior. Only you
know if you can be totally effective. Or, do you?

Current research supports the premise that multitasking
impairs your overall production. Oh, I know you’ll probably
still go out and multitask and handle multiple projects, so this is

just for your consideration.

6. The Extra Mile

The sixth personal quality necessary to achieve outstanding
success in business is the willingness to go the extra mile.

It’s the “Under promise, over deliver” concept, and can be

summed up in the following statement:

If you are always willing to
do more than what you get paid for,
the day will come when you will
be paid for more than what you actually do.

Robert Cialdini, in his book, Influence: The Psychology of Persua-
sion, discusses what he calls the Law of Reciprocity. In essence,

this law says that when you do something for someone else,
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there’s an unstated obligation for them to want to do some-
thing for you in return.

So, when you go the extra mile for your customers or clients,
you’ve just set the stage for that law to take effect. But it’s only
in that “extra mile” that this works. When you give what might
be considered “normal” service, or “adequate” service, or even
“good” service, you haven’t earned the right to expect that
“law” to work for you.

In fact, even performing excellent service often isn’t enough
to gain you an advantage. We’ve all come to expect that from
any number of businesses.

You’ve really got to do something special to gain an advan-
tage in today’s highly competitive marketplace. Then, and only
then, can you expect to create that nearly compelling desire in

your customer to want to reciprocate. This simple truth says it
all:

“There’s no traffic jam on the extra mile.”

— Zig Ziglar

Taking it all a step further, what really works is to over-
promise, then, over deliver on that!

In today’s culture, you must deliver outstanding service.

I had the privilege of co-hosting a popular radio program
in Taos. One morning our topic was service. Nancy, the host,
owns an Adobe home, which she rents to tourists. When they
are departing, she always asks them what could have been
better, and what would have made their stay more enjoyable?

She told me the couple who just left told her they sure would

have liked an iron and an ironing board. (Nancy and I laughed;
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the last thing we would want to do while on vacation is iron!)
Nevertheless, Nancy told them the next time they came back,
not only would there be an iron and ironing board, but the third
night of their stay would be for free.

The extra mile? Perhaps a mile-and-a-half!

And, brilliant. Imagine what they’ll be telling their friends
about their outstanding experience. Of course, the embedded
invitation to come back, and get a third night for free was bril-

liant — repeat business is always a good thing.

7. Control Your Time

The seventh quality is mastery of your time. Time is an
expendable commodity. We all have the same 24-hours every
day. When those hours are gone, they cannot be replaced. They
are gone forever, never to be recaptured.

You must treat your time as precious, and guard it wisely and
selfishly. Don’t let anyone disrupt you or take you away from
the focus you have on your goals.

People who don’t have goals are used by people who do. If
you let others draw you away from your goals, you are simply
saying their goals are more important than your own.

If you are serious about business success, really serious, this
is one of the most important and critical areas, that is, to defend
your goals, and not surrender to another’s.

Remember:

“Those who say it can’t be done are usnally

interrupted by others doing it.”

— James Baldwin
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8. Persistence and Determination

Number eight is the necessity to develop persistence and
determination. From time to time, you will encounter setbacks,
or reach plateaus where it seems nothing is going right.

Your competitors lower their prices, run massive advertising
campaigns, and unheard of promotions. The next thing you
know your customers and clients begin doing business with
them.

Business is leaving through the back door faster than it’s
coming in the front door.

Your volume is beginning to drop, and you become
concerned.

You seem to be spending more time in a defensive posture,
catch-up mode, than in servicing your existing clients . . . and
you’re losing;

This is not the time to give up. This is the time to dig in and
begin to play offensively.

This is the time to be determined not to lose your good
clients, the ones you worked so hard to get. Your strategy
should be to keep in touch with them and continue providing
outstanding service and information they can use. Apply the
principles you are learning in this book. Ask them who they
know who may become a viable client of yours. If you ask, you

may get a referral. If you do not ask, that opportunity is gone.

“If you don't ask, you don’t get.”
— Mahatma Ghandi

If you are spending more time in a defensive posture than

servicing your existing clients, you’re losing,
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Have you established a referral program in your business?
If not, you should consider it. Referral business is your lifeline,
and if it isn’t, it is your job to establish that aspect of your busi-
ness, because that will feed your business.

Do not make the mistake of assumption. You may have built
a broad network of professional contacts and done the work to
provide them with excellent service. You may believe each of
these individuals will automatically refer business to you. You
assume they understand the reason you’ve been so helpful. You
could not be more wrong. People, even business people, are so
highly focused on their own goals, they rarely think about the
goals of others . .. unless your goal and theirs are linked. Make
a point of developing the kind of relationship where people
really know about you and make it abundantly clear you are
willing to help them without personal profit, and you expect
they will do the same. The common goal is success.

Look at what services or products you provide, and talk to
others in complementary businesses where you can feed each
other resources and referrals. It’s a good thing to consider affil-
iate relationships.

I do public speaking. I am constantly searching for people
with whom we can perhaps speak on the same stages, or market
to each others’ followers. Search out referral partners, people
with whom you can joint venture, and you’ll have another
source of clients.

Know that every business is cyclical. Eventually, things in
the environment will change. The one thing that should never
change is your outstanding service and creativity.

While you can’t be competitive on price all the time, you can

be competitive on the service you give, and the empathy you
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have for your customers and their problems.
We’ll talk more about how to do that in a later chapter, but
for now, just resolve in advance, that no matter what, you’ll

never give up.

Six Personal Skills
In addition to those eight personal qualities, there are six
additional skills to develop that can help you achieve even

greater Success:

1. Effective Communication

Your ability to communicate effectively with others is essen-
tial. You must be able to relate with other people on their level,
so they understand you and what you are communicating to
them.

If nothing else, remember it is your responsibility to commu-
nicate so the other person has clarity of the meaning of what
you say; not the intent, but the actual meaning,

There are several levels of communication:

You say something, and trust the other person gets it!
(Good luck with that.)

You say something and ask the other person to repeat it
back to you. (Increases the probability for them to “get it.””)

Put it in writing and ask them to acknowledge it.

Put it in writing and ask them to sign it. That’s called a
contract, and we all well know even those can be in dispute.

Remember, everyone is different. Each person has different
communication and behavior styles; you need to be versatile
enough to relate to every person according to their individual

style. Be mindful to speak a language they are familiar with and
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can relate to; don’t use “buzz words,” or industry jargon.

Avoid the use of technical terms (unless is it appropriate),
or “insider” buzz words or private jokes. If someone does not
understand even a single word, their listening is gone. They’re
trying to figure out what “that” word means, and everything
you say for the next several moments to minutes is never heard
by them.

If you feel compelled to use jargon, be absolutely certain you

explain what the word or phrase means.

2. Stay on Target and Course Correct

This is the ability for you to quickly make midstream correc-
tions. Each of us is human and subject to the frailties that
accompany this mortal life. From time to time, we all make
mistakes or errors in judgment.

The first time you make a mistake or commit an error, it is
not a problem. It’s when you keep making the same mistakes
over and over, without learning from them, or if you fail to
quickly recover and make the necessary corrections to avoid

total calamity, that you run into problems.

“The successful man will profit from his
mistakes and try again in a different way.”

— Dale Carnegie

Course correction: If a cruise ship leaves New York, headed
to England, and is off course by as little as 4.5 degrees, it will
miss England by more than 300 miles! It is only with constant
course correction that the destination can be achieved.

When you keep your focus, knowing where your target is,

with constant course correction, you dramatically improve the
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3. Develop Foresight

Develop the ability to spot and analyze trends. To be able to
look at the past as well as what is happening today, and predict,
to the best of your ability, what might happen in the future,
can have a significant impact on your business success. Another
word for this skill is “foresight.”

In a recent interview, the president of a very large meat
company told how just a few years ago, their largest selling
items were canned hams. However, today, with more women
working, and less time to spend in the kitchen, along with more
and more people having changed to healthier diets, they sell
very few canned hams.

Today their mainstay is precooked dinners. Without fore-
sight, or the ability to look ahead and predict with reasonable
accuracy to what may happen in the near future, a company
could lose its competitive position and find itself in serious
trouble.

As a business owner, you should give serious thought to
keeping aware of industry changes, new laws, tax laws, buying
trends, and other factors that could affect you and your
customers. Take whatever steps are necessary to prepare your-
self to address those changes, as well as posture yourself in the
minds of your customers as the expert they’ve come to know

and depend on.

Macy’s, once the major anchor store in countless shopping
malls, neglected to revamp their business model for the current

economy, and is closing close to 150 locations over the next
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three years, with a concomitant loss of thousands of jobs.

Borders, once a driving force in book stores, also fell to the
power of Amazon. Thatis, they did not see what was happening
to the market.

Kodak, once the mainstay in the photography business — in
the 70s and 90s they controlled around 90% of the film and 85%
of the camera market in the United States — filed for Chapter
11 Bankruptcy in 2012. As pervasive as the Kodak brand was,
they failed to adapt to the changing industry landscape.

A bit of history: in 1975, Steven Sasson, a fairly new engi-
neer at the Eastman Kodak company, actually invented the first
digital cameral

Kodak failed to embrace the digital market; for one thing,
they felt it would cannibalize their exiting business.

In certain industries, it is wise to keep your clients up to date
regarding the current as well as emerging changes. If you are
in the financial industry, or perhaps the health care industry, or
real estate, and you see where the markets are heading (that is
your job, isn’t it?), it is indeed your responsibility to include that
information in your newsletter (you do have a newsletter, don’t
your).

Remember: overpromise and over-deliver.

Let your clients know you have their best interests at heart.

This takes us right to the next subject: leadership.

4. Demonstrate Leadership

The fourth ability or skill to develop for outstanding success
is that of leadership. Leadership is the ability to take charge and
move others to action.

When you are working with a prospect, client, or patient,
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and have identified and analyzed their needs, it is up to you to
prepare and recommend a good, workable plan or proposal to
satisty those needs; a plan that’s right for their situation and
their budget.

It’s not up to the client to tell you what they want. You are
the professional. They have come to you for help and advice.
You’ve got a lot more experience, knowledge, and under-
standing of your products and services and what they can do
for them than they do. It is up to you to take charge and assume
responsibility for the satisfaction and solving their problems,
needs, and wants.

And, if you approach it with the right mix of profession-
alism, knowledge, and confidence, you’ll be amazed at how
many people will take your advice and follow your leadership.

When I was practicing chiropractic in San Diego, there was
more than one occasion when I told a practice member that the
success of their care depended upon which one of us was the
doctor. Occasionally a patient wanted to direct their care, not
only suggesting, but telling me what they needed. Now, I'm a
huge advocate of following your inner guidance, however, offer
it up as a suggestion, not as a demand of what must be done.

Imagine a non-pilot telling the flight crew how to fly the
aircraft. There are times when we all must defer to authority,
and leadership.

It is your responsibility to take on the role of the leader, the
one who really knows the why and way.

Demonstrate that quality and your clients will honor and
respect you, defer to you, and refer to you as the specialist, the

one who can be depended upon.
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5. Persuasive Selling Skills

The ability to sell well is an immensely important skill that can
make or break your business. It’s surprising how many people
in business know so little about professional selling. As a matter
of fact, most sales people never study the art of selling! Selling
is one of the most important skills you, as a professional busi-
ness person, can possess.

And, lest you think selling is a bad thing, remember every-
thing in business revolves around sales. Nothing happens until
someone sells something,

Many of your prospects and your existing clients know only
enough about what your products or services can do for them
to be dangerous (to youl); that is, thinking they know it all.
They have talked to other people, read a few articles in some
magazines, may even have seen a program or two on television,
checked things out on the Internet, and think they know exactly
what they need. In some cases, they may be close, but in most
cases they are not. Usually, they are far off the mark.

You owe it to your clients to be as effective a salesperson
as you can be. Educate them, not just for the sake of selling,
but for the purpose of providing them with the appropriate
product or service for each individual, or company.

By doing that, you’ll end up giving them better solutions and
better value, saving them time and money, and helping them
have greater peace of mind knowing they have the products or
services best suited for them.

They will also feel good about their choice of a place of
business, knowing they have just dealt with a professional who
really cares about them.

You will be a beneficiary of that effort, too. You will feel
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good about yourself and the job you have just done for your
client. That will cause you to be more effective and professional
in your next interview or sale. Not only that, but your satisfied
customer will be more inclined to tell others of their experi-
ence. Since you know you have done an outstanding job for that
client, you will be able to employ the very powerful technique
of getting their testimonials recorded on your phone. The next
time you have a very successful sale or a delighted buyer just
pull out your phone and ask their permission to record their
happiness with the product and services you have provided.

Believe me, people respond to the personal experiences
of people they respect. They’ll respond to you, because a real
professional and caring person or business is hard to find these
days.

It’s called Social Proof. When one person starts looking up at
the sky, soon a few more do it. Soon, a whole bunch of people
are looking up. Why? Well, if everyone else is doing it, there
must be something to it.

When you say your business is great, that’s wonderful. When

your clients rave about you, well, that’s called Social Proof.

6. Taking Action

The sixth ability to develop is that of taking action. All the
things we’ve discussed in this chapter will not do you, nor
anyone else (your clients, for example) any good if you don’t
take action and do something about them.

Remember, action is the key. As we discussed eatlier, it’s not
what you know, and it’s not what you talk about; it’s what you

do. True success in business, or in life, is an ongoing process.

As Joel Weldon said:
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“The Road to Success is
Abways Under Construction.”

Some people say knowledge is power. That’s only part of the
equation. Knowledge appropriately applied is power.

This chapter provided you with some vital knowledge neces-
sary to be successful in business. You now have the knowledge.

Now it’s up to you to put that knowledge into action.

One of the best ways to have a successful business, of any
kind, is to take the action to find a niche, and fill it. If you’re just
“another one of those” (whatever it is), well, then, that’s what
you are. You’re competing is a mass of sameness. Remember,
people, including you, don’t just buy what they need, they buy
what they want.

You want to stand out from the crowd, right? So ask your-
self, what is your unique selling proposition? What really makes
you different? Find it, expand upon it, capitalize it, and grow
your business.

Southwest Airlines and Virgin Airlines are both terrific exam-
ples of businesses that excel in standing out from the crowd.

Southwest (at least at the time of this writing) is the only
airline to be constantly in the blue. What do they offer (beside
snack mix!) that is so different from any other airline? When
was the last time you were entertained by the flight attendants
reminding you how to buckle your seat belt? And, you are right,
that’s not enough of a reason to fly an airline, but it does speak
to the attitude of the company. Of course, not charging for
checking luggage may be a good enough reason to fly South-
west. And no, I do not own stock in Southwest.

Of course, if you like to know where your seat is, or if you
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want to fly business or first class, Southwest is not for you.

The point is they fill a niche very nicely.

Virgin Airlines, about ten years ago, had a remarkable video
demonstrating the inevitable seat belt talk; their video was
so outstanding it’s been plastered all over Facebook. Virgin
Airlines too, has found a niche and fills it: outstanding quality
and service.

What’s your niche? What is your unique selling proposition?
How can you stand out from the crowd instead of just being
another one of myriad companies or businesses offering similar
products or services?

Following some of the suggestions in this book, take the

action steps that will help you find answers to these questions.

Remember: Nobody “needs” a Porsche, Ferrari, Maserati, or
BMW, nobody “needs” a 110-foot yacht, or a 25,000-square-
foot house; people buy them because they want them.

Find out what people want and offer it to them.
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“The best way to predict the future is to create it.”

— Peter Drucker



How Do Your
Clients See You?

Establish a Positive Identity

Establishing a positive identity in the mind of your clients is
vitally important.

Think of the word, “professional.” What image comes to
your mind? Do you visualize a doctor, a dentist, a lawyer, or
perhaps the CEO of a large corporation?

Did the image of the owner or manager of the business you
operate cross your mind?

What criteria do you use to define a “professional?”

When you go to the hardware store and ask for assistance,
guidance, or help, you’re deferring to the professional there to

help you.
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What about other people, your clients, for example?

How do you think they define a “professional?”

The services you perform for your clients can have a big
impact on them, their families, their staff, employees, clients,
and their financial futures.

The way you run your business and handle your clients’
needs on a daily basis says a lot about you and the position you
occupy in their minds.

In truth, your occupation should be viewed as being just as
“professional” as any other, including doctors, dentists, lawyers,
or any other type of business head.

The critical question is how professionally do you perform
within the scope of your occupation?

You must think of yourself as a professional in your space,
what it is you do, and what you offer.

While this book is not a sales training course, it is important
for you to know that no matter what your role in business is,
you’re involved in sales in one form or another.

If you have staff or employees who are involved in sales, it’s

important for you to understand the following information.

Five Types of Salespeople

Just as different salespeople have their own different and
unique personalities, they also have different skill levels when it
comes to selling and servicing their clients.

As we discuss the various types of salespeople and classify
them according to their skill level, you will no doubt recognize
some of the people you know or have encountered in the past.
And as you do, take an honest look at yourself to see where you
might fit.
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1. Professional Visitor

The professional visitor salesperson doesn’t have any
problem making appointments. In fact, they thrive on it. They
enjoy visiting and talking to people, getting to know them, and
may even engage in a casual discussion of their customers’
problems.

Their conversation with a potential client may or may not
eventually involve a discussion about how their products or
services can benefit the buyers. If it does, it usually has to be
instigated by the prospect.

A typical sales presentation will be oral, with very little (if
any) use of visual materials, product brochures, or printed

proposals.

2. Order Taker

The order taker doesn’t mind talking to people, as long as
they don’t have to initiate the call. They are uncomfortable
making appointments, and would rather have the customer or
prospect come to them.

The telephone presents just as much a problem for these
people. If the phone rings, they’ll take the call and even discuss
the prospect’s needs. But it’s tough for them to pick up the
phone and call a prospect.

They operate best from a base of “low price,” and have
difficulty handling objections. They would rather wait until
someone asks for something specific; then they have no trouble

filling the order.

3. Peddler
These are “sales-oriented” people. They have good product
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knowledge, but severely lack “people skills.” They operate from
a sort of “hit and run” approach.

This person has a good product knowledge, which they easily
demonstrate to the prospect; however, they spend very little, if
any, time establishing rapport with the person. These people are
typically “product-oriented,” or “price-oriented.” Their entire
presentation is based on product, features, or price, with little
regard for how the product or service will benefit the prospect.

The peddler is the most prevalent type of salesperson. Tele-
marketers who work in the consumer market fit nicely into this
category.

It seems like it never fails. You may have just gotten home
from a day at work and are relaxing with the kids, working in
the yard, or perhaps eating dinner. The phone rings. It’s for you.
The person on the other end dives right into their presentation
with no regard for you, the person they’re calling,

For most people, this inconvenience, and the salesperson’s
level of incompetence, is simply aggravating, Have you ever
enjoyed getting one of these annoying calls? In these types
of calls, the salesperson shows no concern for the your time,
inconvenience, present level of product knowledge, or whether
or not there’s any level of need, want, or desire to know more
about what they’re selling,

It seems the assumption made by the caller is that what he
or she is offering the prospect in terms of a product, service,
or convenience, is the same or better than what the prospect
currently has, and all the prospect is interested in is price. This
type of approach is an insult to the prospect, and is one of the

biggest mistakes a salesperson can make.
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4. Problem Solver

These are salespeople who enjoy getting in front of people,
ferreting out problems, needs, and wants, and discussing work-
able solutions. They have empathy for the prospect, can see the
potential client’s needs from the prospect’s point of view, and
enjoy helping the them solve their problems.

The problem-solving person is good at establishing rapport
with people. They enjoy identifying their needs, wants, and
desires, and develop appropriate solutions, making effective
presentations, and always provide professional presentation to
the client, whether it is a buyer or a seller.

However, when it comes time to ask for the order, or close
the sale, they tense up, lose their confidence, or otherwise fail
to close the sale. Their prospect now having their needs identi-
fied and solutions presented, go elsewhere looking for a “better
buy.”

This salesperson has done all the work, and an order taker
for another company gets the sale and commission. After the

peddler, this is the second most common type of salesperson.

5. Counselor

In the business world, it’s not uncommon for companies and
corporations to have a staff of lawyers, or “legal counsel,” on
retainer to give advice in matters pertaining to the law, taxes,
investments, mergers, or other difficult or legal situations.

The sales counselor knows there is no difference between
companies, corporations, or individuals, when it comes to
important buying decisions. They are all to be treated the same.

To them, buying any type of product or service is a serious

matter, not to be taken lightly, and can be an important tool for
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solving a need, satistying a problem, or adding to their profits,
convenience, or lifestyle.

They know their prospect’s need professional and qualified
representation and advice, and the counselor will do whatever
it takes to provide it for them.

Like corporate legal counsel, this salesperson postures
himself or herself as being “on retainer,” always available to
offer advice on matters pertaining to the products or services
they sell. They make it clear in the prospect’s mind there is
absolutely no need for them to go anywhere else for answers to
the problems their products or services can solve.

The counselor knows how to establish rapport, build profes-
sional trust and credibility, identify the potential client’s prob-
lems, develop effective proposals, offer credible and workable
solutions, and make the presentation in such a way that their
prospect has no questions in their minds but that they must buy
the concepts they present, and hence, the product or service
they offer.

In addition, they have the ability to point out other problems
the prospect might encounter, and help them solve those needs
as well.

This person operates much like a professional billiards
champion. Before each shot, the billiards champion carefully
analyzes the position of the balls on the table, to see where the
next two or three shots can best be made.

Then, with precision, he makes the shot at hand, skillfully
directing the cue ball to a predetermined spot so it is perfectly
positioned for the next shot.

Salespeople who function at this skill level also carefully

review the prospect’s needs, stated and unstated, and skillfully
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set in motion a plan to address those needs either now, or at a
later, more convenient date.

Objections rarely come up because the counselor has taken
the time to anticipate what objections may arise, and builds the
answers to the potential objections into his or her presentation.
The best way to diffuse a question or concern is to address it
before the client does.

Should objections arise, the counselor either knows the solu-
tion, or is wise enough to know who to call or where to go to
get the solution.

This salesperson usually secures all the business the company
has, not because of price, but because the client knows the
salesperson really cares about them, understands their needs,
and is willing to take the time to identify those needs and offer

workable and credible solutions.

How Do Your Clients See You?

How do your clients see you? I mean, when the people you
deal with on a regular basis, your prospects, patients, and clients,
when they view you as the person they currently do business
with, or are considering doing business with, who do they see?

Are you someone they might classify as a “typical sales-
person,” someone who is out to sell them another product or
service, or who is interested more in the sale or commission
they’ll earn?

Or, do your clients view you more as a counselor, someone
they like and can relate to, and who is genuinely interested in
them? Do you make sure they have the right product for their
individual and specific needs at the best possible price? And in

the event what they’ve purchased does not, or will not work for
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them, or if they’re not satisfied for any reason, will you have
their back and make things right?

How you answer this basic and important question is critical
to your success in business. It can mean the difference between
enormous success, mediocrity, or even dismal failure.

And, it’s a self-feeding mechanism, as well. If you are viewed
by your clients as a time waster or a product hustler, even if it is
not stated, you may resonate with that vibration and act accord-
ingly, reinforcing your client’s image of you.

On the other hand, if your clients welcome you as a coun-
selor, or an advisor, someone with their best interests in mind,
someone who can help them identify and solve their problems,
they will feel good about you. Consequently, you will feel good
about yourself, and the role you play relative to your client. You
will be and act more professionally, more confidently, and will
be better able to help your client with the solving of his or her
needs and problems.

As you fill the role as of a problem solver, you can’t help
but reinforce and strengthen that positive image in your clients’

minds, as well as in your mind.

What Your Clients Really Want

As a business person, it is important for you to understand
that only 35 percent of the reason people buy the products or
services you offer, is for the actual product or service itself.

The other 65 percent of the reason they buy is for what you
can do or provide them beyond the product or service. In other
words, if you are trying to sell your prospects and clients prod-
ucts and services, you are wasting your time. They are only 35

percent interested in products and services.
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They are 65 percent interested in the benefits of having you
involved.

You see, chances are good that your prospects and clients
can buy the same product or service (or at least comparable
ones) from several of your competitors.

And with that product or service, your competitor may offer
a number of additional advantages as well.

They may have a lower price, better quality product, some
added bonuses or extra services, a location that’s more conve-
nient, or a payment plan that is a better fit.

In today’s tough, competitive market, it’s difficult to compete
on price or product. You may be able to command a certain
advantage for a period of time because you have a lower price
than your competitors, but you and I know it will be short-lived.

The truth is, you will never be able to maintain a competitive
position in the marketplace, long-term, for any length of time,
because of the prices you charge or the products you provide.

It’ll just be a matter of time before one of your competitors
lowers their prices or duplicates (or improves) your product, or
you raise your prices because you no longer have the necessary
margins to justify lower ones.

But there’s one thing your customers can’t get from any of
your competitors — you, and the empathy, problem-solving
expertise, and the knowledge, education, and commitment to

service you bring to his or her specific and unique situation.

Get involved
Products and Services, or Advice?
It is important to continually ask yourself (and be honest)

the following question:
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“How do my customers, the people who do business with
me, my clients and prospects, see me?”’

Here is an example of an easy method you can use to find
out.

Take a sheet of paper and draw a line down the middle.

On the left-hand side at the top, label the column, “Products
and Services.”

Label the right-hand column, “Help and Advice.”

Every time you are in contact with a customer or prospect,
whether on the phone or face-to-face, evaluate the overall

purpose of the meeting. Place a hash mark to keep count.

Products and Service Help and Advice

1

T
T
||

T

Did your customer or prospect look to you for the products
or services you provide? Or did they seek your help, advice, or
counsel, to help them make a decision that would solve a partic-
ular need or challenge they were encountering?

Once you’ve determined that, place a mark in the appro-
priate column. At the end of the month, evaluate the results of
your list.

If you have more marks in the “Products and Services”
column than in the “Help and Advice” column, you pretty well
know what perception your clients have of you.

What you really want to do is strive to have more marks in

the “Help and Advice” column. Otherwise, you will simply be
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perceived as a commodity, where allegiance is virtually non-ex-
istent, loyalty is a vision only you have, and your clients will
change who they do business with in a heartbeat.

You know what you need to do to change that perception.
You can begin to develop and implement a plan of action that
focuses on improving your image in the eyes of your customers.

Test yourself again several months after you implement your
changes. By comparing your evaluation sheets over the period
of a year or two, or even a few months, if you're really good,
you can easily see the progress you’ve made.

Improvement is not always difficult. Oftentimes, a person
may not know where they are weak or where they need to
improve. However, if you isolate those areas that need improve-
ment, you can begin to take the necessary steps to effect posi-

tive change.
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“Live out of your imagination,

not your bistory.”

— Stephen Covey



How Much Are You Worth?

Increasing Your Value to Your Customers

You are in business for yourself. That is, you may own your
own business, or you may be associated with another company
or firm, either as an employee, partner, or an independent
contractor. Your working agreement or arrangement doesn’t
really matter.

The important thing to realize is that no matter what the
arrangement or situation you presently find yourself in, you are
really working for yourself. If you work for commissions, for
example, the sales you make are not only putting dollars in your
employer’s pocket, they are putting dollars in your own pocket,
as well. The more you sell, the more you make.

Just consider yourself as a business that prospers or falters
financially by the amount of commission dollars you generate.

The point is, even though you may be working for, or associ-
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ated with another company or concern, you are really working

for yourself to increase the amount of money you earn for you.

Three Keys for to Success

It’s important to realize that your success in whatever you do
in business, or in life, for that matter, will always be determined
by three things:

1. The need or demand for what you do

2. Your ability to do it

3. The difficulty in replacing you

In other words, how valuable are you and the service you
perform for other people?

To illustrate this, let’s apply our three-step formula to the job
of an elevator operator. Believe it or not, only a few decades
ago, when you entered an elevator, there was an elevator oper-
ator there. You told him which floor you wanted to go to, and
he would work the control to get you there. (If you are old
enough, you know!) In today’s world of push-button, self-oper-
ated elevators, how much need is there for an elevator operator?

Most people are quite capable of operating an elevator by
themselves; most people can push a button. It doesn’t take
much knowledge or training, so an elevator operator can be
replaced without much difficulty. As a result, elevator opera-
tors, if you can even find one, are not paid much.

Also, a few short decades ago, there were telephone opera-
tors. Youd call the operator, tell her who you want to call (yes,
way back then, you could just tell her [they were all women]
who you wanted to call), and she would plug the cable into that
person’s line. Llong before there was conference calling, there

were “party lines,” where the operator could connect several
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lines to connect one call.

Not much need for “her” these days, when you can directly
dial virtually anyone on the planet, push the conference call
button on your phone, and bridge calls all by yourself. Pretty
cool.

We’ve come a long way, baby.

Now;, contrast the elevator operator and the telephone oper-
ator of days of yore, and the money he or she commanded,
with that of a professional, major league baseball player. Specif-
ically, a player who is really good at batting,

What is the need for what they do? A look at attendance
figures for baseball games will show that more than just a few
fans are interested in watching what they do. So the need is
obviously great.

How about the batter’s ability to do what he does? Sports
analysts say the act of hitting a ball moving toward you at over
90 miles an hour is the single most difficult movement in sports.

In the game of basketball, the target (the hoop) doesn’t move.
Same in golf; the cup is a static target. While the ball moves,
the hole, or goal, remains stationary. In football, there are 11
teammates with a common goal of advancing the ball. But in
baseball, it’s the batter alone, trying to hit a small (between 2.86-
and 2.94-inch diameter), 90-M.P.H. target with his bat. It stands
to reason then, the better or more often a batter can hit the ball,
the more he or she will be compensated.

Now, what about the difficulty in replacing a good batter?
When only the best in the world can hit the target less than
a third of the time, and most of the other players have much
lower averages, it doesn’t take long to realize why the best

batters are among the highest income earners in the world.
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Opverall, the national baseball league batting average is 0.250.

Aaron Judge, as of this writing, a center fielder for the New
York Yankees, has a batting average of 0.266. 0.266! Yet, his
salary is $40 million a year!

What’s your batting average? And, I don’t mean with a
baseball bat. What’s your batting average with your clients,
customers, and patients? You do know that those outstanding
batters, quarterbacks, and other professionals are constantly
practicing and improving their game. That’s one of the reasons
they are at the top of their game. Remember, every true profes-
sional, from Michael Jordan, to Bill Gates, to anyone you name,

has a mentor, or coach, to help them sharpen their skill sets.

Obtaining Superior Rewards

How about you? It’s been said that you can tell how profes-
sional a person is by the size of their income at the end of the
year.

You can tell exactly how valuable the service you perform is
by how much people are willing to pay you for it. If you do the
same job as everybody else, and do it no better, you can’t expect
to earn more money, or be considered any more valuable than
those other people.

You see, the market, by nature, will pay superior rewards only
for superior, or outstanding, goods and services. The market
will pay average rewards for average goods and services, and
it will see to it that inferior rewards are paid for inferior goods
and services.

In other words, you will be rewarded in direct proportion to
the value you provide your clients. It’s inescapable. That’s a law

of nature.
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Now;, if the products and services you sell or provide are
similar, especially in price, to everyone else’s (and today most
of them are), then the difference between you and other people
in your position has to be in the nature of personal service you
provide your clients.

This, then, has to be the area in which you excel; it becomes

your competitive edge.

Guaranteeing Business Success

So, one of the main keys to success in business is to make
certain there is a great need or demand for what you do.

One of the best ways to guarantee this is to make sure you
only spend your time selling to qualified prospects. That is,
people who need, want, and can pay for what you're selling or
providing. There may be people who need or want what you
have, butif they can’t afford to pay for it, or if you can’t arrange
suitable payment options for them, you’ll spend a seemingly
endless amount of time with them and get nowhere.

On the other hand, there may be people who have the ability
to pay, but have no need or want for what you are offering,
In these cases, you can also waste considerable time, because
surely, no sale will result from your efforts.

The second point is that you are paid in direct proportion
to your ability to do what it is you do. That is, to identify and
qualify prospects, sell the products and services you offer, and
service their needs as they arise.

In some businesses, the sole function of salespeople is to
seek out qualified prospects and sell them the products or
services offered by the business. The necessary service work

for the client is provided by an office or support staff.
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In other businesses, each salesperson is responsible for every
aspect of their clients’ needs, from the initial sale, to providing
all the necessary services the client might require, including
updating the product or service, handling client complaints,
updating their address, and any other service work that may be
needed.

The determining factor then, is not what your responsibili-
ties are, but rather, how good you are at performing those tasks.

Third, remember you are paid in direct proportion to the
difficulty of replacing you.

When I think of this area, I think of Disneyland and Disne-
yworld. As attractions go, they have very little competition. As
theme parks, they are unsurpassed. Their average daily atten-
dance figures bear this out:

Disneyland — California — 51,000

Disneyworld — Disney Florida — 46,731

Disneyworld, Epcot Center — Florida — 27,397

Disneyland — Tokyo — 46,000

With over 171,128 guests visiting each day, and ticket prices
starting at $104.00 and go to as much at $194.00), the Disney
properties are light years ahead of their nearest competition.
Why? Because they meet the criteria outlined in the three-step
formula.

Let’s consider each of the steps of the formula as they apply
to Disney.

First, is there a need for what they do? Well, in reality, no.
No one “needs” to go to a theme park or an amusement park
(although there may be times you certainly feel a “need” tol).

However, there certainly is a “want” to go.

Entertainment is the largest and fastest-growing business
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in the world, both in terms of participants, and in total dollar
revenue.

Next, how about Disney’s ability to do what they do? With
over 62-million people visiting their parks every year, evidence
suggests they are doing at least a few things, if not a whole lot
of things, right.

Finally, what is the difficulty in replacing them? Nothing has
come close yet; and with those 62-million people visiting the
parks, the Walt Disney Company generated over $88.9 billion
in revenue in 2023. Seems the odds are the people who visit the
Disney properties are pretty satisfied. They report a 70% return
rate. What can you do to increase the rate of repeat business
for your business? For one thing, you can apply some of the

strategies you are reading about in this book

The Law of Unlimited Abundance

Walt Disney was a man of extraordinary vision and fore-
sight. He knew what it would take to be successful in his chosen
area of business. He developed a formula that expressed his
philosophy, and could be used in any type of business to ensure
its success. He called it, his “Law of Unlimited Abundance.”

Walt said that it didn’t matter what type of business or
endeavor a person was engaged in, they could be successful
and enjoy unlimited abundance, if they would simply follow his
formula or plan.

Walt Disney’s “Law of Unlimited Abundance,” stated, that

to be successful, you must,

“Do what you do so well, that the people who
see you do 1t, will want to see you do it again,

and will bring others to see you do it.”
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That’s the credo that built the enormous successes of the
Disney Empire. In their area of operation, they stand alone.

Disney’s law can work for youl!

It can be similar in your business world, too. You see, the key
is to, “do what you do,” not what someone else does. You don’t
have to copy. You simply do your job the way only you can.
That’s what makes you special, sets you apart from others, and
attracts people to you.

Then, you do what you do “so well.” That is, provide the
type of service your clients require, want, or need, in an excep-
tional manner, leaving no room for mediocrity. That implies
outstanding performance.

If you will do that, so the people who see you do it (your
clients), will want to see you do it again (that’s repeat business),
and will bring others to see you do it (that’s referral business),
you too, can meet with unparalleled success.

Since so few people perform in business this way it sets you
completely apart from all the competition. Clients can’t get the
kind of service you offer from anyone or anywhere else. It’s
simply not available anywhere, at any price.

So, by default, you become unique, different, and difficult to
replace. This will be reflected in your business and your income.
It has to. There’s no choice. It is a basic, eternal law of nature.
You simply reap the results of what you’ve sown.

Walt Disney also said:

“If you can dream it, you can do it.”

He did not say if you came from the right family . . .

He did not say if you have the right connections . . .

He did not say if you have enough money . . .

He simply said, “If you can dream it, you can do it.”
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So...godoitl

You Reap What You Sow

The question you must answer in your mind is, “What am I
going to sow so I reap the kinds of rewards I wish to have?r”

In the world of business, this is a most critical question, and
one you would do well to take the time to answer. The fact is,
most business people simply don’t appreciate how important
the answer to this question really is.

You see, many people go into business because it is some-
thing they have always wanted to do, or because they want a
certain amount of freedom, or perhaps they want to be their
own boss.

These are not necessarily bad reasons, but they are selfish
reasons for the most part, and while they may sound good on
the surface, in actuality, some of them may not be very prac-
tical.

If you go into business for selfish reasons, and fail to give
the client his or her rightful due, the likelihood of your business
thriving is minimal

Business, like farming, requires you to do certain things in a
particular order if you are to realize an abundant harvest. Now
the answer to the question, “What am I going to sow, so I will
reap the kinds of rewards I want?” is simple. You only have to
look at the question backward.

First, what kinds of rewards do you want? Second, what do
you have to do to get those rewards? And third, who can give
you those rewards?

If you always remember that although you may own or work

for, or represent, a certain company or organization, while they
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may be the ones who sign your check, they are not the people

who actually pay you.

Who Signs Your Paycheck?

The reality is, your client signs your paycheck. Although you
must see that your company’s interests are always considered,
you must always keep in mind, your client is the boss.

They are the whole reason your job exists in the first place.
They hire you to help them make good personal and business
decisions. They trust you to help them see their problems or
needs are solved or satisfied in an efficient and cost-effective
manner, efficiently, and cost-effectively, and they pay you well
to do your job.

It is the wants, needs, and desires of your clients that should
determine all your business activity. So the next logical step
then, is to learn and understand just what your clients’ wants,
needs, and desires are. You find that out simply by interviewing
and asking them. It is vitally important to listen carefully to
what they say, because sometimes there may be other, hidden,
or unstated, wants, or needs which may not be readily evident.
Only by fully understanding these can you offer meaningful

and valuable service to them.



Why People Buy

What Makes Your Clients Want to Buy?

You must identify the basic motives that make your clients
want to buy from you.

People don’t buy for the sake of owning a certain product or
service. They buy because of the benefits they will receive as a
result of owning that product or service.

Here is a classic example: in one year, a quarter-of-a-mil-
lion quarter-inch drill bits were sold, and not one person who
bought one wanted a quarter-inch drill bit.

“People don’t want to buy a quarter-inch drill. They want

'?’

a quarter-inch hole!” — Theodore Levitt, Harvard marketing
professor

People buy your products and services for the same reason,
not for the product or service, but for the benefits those prod-

ucts or services provide. Ask the next ten prospects you come
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in contact with if they want to buy the product or service you’re
selling, and chances are you’ll receive a negative answer. What
they really want is the resu#/t of the product or service. You don’t
buy eggs for the eggs; you buy them for the omelet. OK. Maybe
you buy them for the quiche, scrambled eggs, cake, or what-
ever; you get the idea.

In the 1930s, a fellow named Elmer Wheller (1904-1968),
coined the expression, “Don’t sell the steak, sell sizzle.”

There are many factors that influence the way people react
that negatively impact their desire for a product or service; all
of us have our individual triggers. Regardless of individual
reasons, people usually don’t want to buy products, and they
often resent people trying to sell them.

Remember that the next time you to talk to a client.

People buy for the benefits

If you ask the same person who previously turned you down
if they want the benefits of the products or services you’re
selling or providing, you will most likely receive a positive
answer. They may give you a hard time about the prices you are
charging, but in most cases, the answer will be a “yes.”

Like the quarter-inch drill bits, people are not interested in
products; they are interested in the benefits the products will
provide them. It makes sense then, that when you are making a
presentation, you don’t emphasize products.

Sell the hole, not the drill!

Rather, you should talk in terms of specific benefits, and
how those benefits apply directly to the particular prospect in
tront of you.

As previously mentioned, it goes without saying: each person

is different, and each person has his or her own reasons for
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buying or not buying. Each person will buy for his or her own
reasons. Not yours or anyone else’s.

If you try to sell them for any reason other than their own,
you run the risk of turning them off or otherwise alienating
them, which usually ends up destroying the sale you are trying
to make, as well as any future sales.

Orx, if you are persuasive enough, they may buy, and either
return the item, product, or service, and let everyone know
what a pushy salesperson you are. Not the best way to generate
future business.

Trying to figure out why people make certain decisions
can be a complicated, even frustrating process, at best. But
an understanding of basic buying motives can make your job
much easier.

It is a well-known adage that features tell, but benefits sell.
And, many people, buyers and sellers alike, often confuse
features and benefits. You may describe something as a benefit,
and the consumer may perceive it as a feature.

Perhaps you tell your client about the brand new Intel Xeon
processor running at 3.40GHz (ask your teenager; they know
what this means!). You may perceive this is a benefit (it really
means the computer is fast).

A techno-geek will tell you this is a feature.

Go figure.

Who Are They Buying?

The reality is, in many situations, your client is not really
buying what you're selling;

What did he say?

That’s correct, they’re not buying what you are selling . . .
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they’re buying yon.

For three-decades I practiced chiropractic in San Diego,
offering leading-edge health care to assist people in achieving a
better quality of life; then I became a business growth strategist.
I'am also a nationally renowned speaker on communication and
negotiation. What I learned over and over, is that people are
not buying the product or the service. People buy the person
who is doing the selling or offering the product or service.

Let me explain: have you ever gone to a restaurant and asked
the waitperson for a recommendation? Of course you have.
If the waitperson recommends the chef’s special: pasta with
mushrooms, Brussels sprouts, and Parmesan cheese, and it
sounds remotely interesting, there is a high probability you will
take their suggestion.

Or, have you asked for their opinion on a good wine?

You are again, inclined to accept their recommendation.

Why?

You believed them, not only in what they said, but in how
they communicated the selection to you. If they offered a
suggestion and grimaced as they told you about it, the odds are
you will decline it. However, if they were passionate, enthusi-
astic, and congruent in the description, the probability of you
accepting the suggestion increases dramatically.

So it is not the dinner special you believe in, it is the sales-
person of, in this case, the waitperson.

As for my chiropractic practice, those who became practice
members did so because they believed in me; that I was the
person who had the expertise to help them improve the quality
of their lives (as distinct from simply getting rid of their head-

ache or back pain).
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Be congruent in your language, your energy, and the message

you deliver.

Motives for Buying

Behavioral psychologists tell us there are seven basic motives
that move a person to action and cause them to buy. An under-
standing of these motives and how they apply to your pros-
pects and clients at the time a buying decision is being made

gives you a tremendous advantage.

1. Desire for Gain or Profit

Nobody likes to lose. People want something in return for
their effort and hard work. The easier they can get it, the better.
The success of the lottery games in various states bears testi-
mony of to people trying to find an easy way to gain and profit.

The products you sell can help your clients realize their
dreams for gain or profit, too. Your clients can, and will, invest
in various types of products or services you sell, not to own
them, per se, but in the desire to increase their profitability and

the amount and value of their assets.

2. Fear of Loss, or Need for Security

People will go to great lengths to prevent losing something,
In an effort to protect their property, some people install burglar
alarms, fire alarms, smoke detectors, and night lights that auto-
matically come on when movement is detected.

Some people carry spray cans of mace, or tear gas, while
others resort to carrying guns or other weapons to protect their
person.

Psychologists say the fear of loss, or the need for security, is
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perhaps the greatest of all seven basic motives.

If you are like most people, you will do more to prevent the
loss of $1,000 than you will do to earn it.

If the products and services you sell can help protect your
clients, their families, or their businesses from loss, or if you
can in some way increase their security, either at the present
time or some time in the future, you owe it to them to capitalize

on that fact as much and as often as possible.

3. Pride of Ownership, or Status

People want to be noticed and recognized. Little boys ride
bicycles with no hands, and little girls dress up and act out dance
routines and shout to their parents, “Watch me! Watch me!”

Adults do the same things, but in different ways. While they
may not verbally shout out, they are still saying “Watch me!
Watch me!” just as clearly. Perhaps more accurately, they are
saying, “See me!” “Pay attention to me.”

They do it by the kinds of cars they drive, the clothes and
jewelry they wear, the houses they live in, and the material
things they possess.

While people may buy because of the benefits, they enjoy
it when others see the actual product. In some cases, it’s just

another way to say, “Watch me! Watch me!”

4. An Interest in Doing Something More Easily or More
Efficiently

We all want methods of doing things more easily. You only
have to look around your home to notice the abundance of
time and or money-saving conveniences we all enjoy.

What about your products or services?
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Do they somehow make a person’s job, or a business’ way of
doing things, easier or more efficiently?

And if they do, what are the direct and indirect benefits to
your prospect or client?

Is this something you can capitalize on?

5. The Desire for Excitement or Pleasure

A popular bumper sticker states,

“He who dies with the most toys wins.”

That message is a clear indication that people want excite-
ment and pleasure. It seems to suggest that pleasure comes in
the “having,” rather than in the “getting.” It’s whoever has the
most at the end who wins.

In reality, “excitement” and “pleasure,” for most people
come in the acquiring of things.

Think back to the times you worked hard to get something,
and how excited you were in the process.

Then, once you had whatever it was you were working for,
the excitement was dulled. Got it; now what?

Usually, it’s not the end result that counts as much as the
process of acquiring or achieving, The excitement, the thrill,
is in the quest, not in the attainment or the acquisition of “it.”

Ever seen a dog chase a car? Need I say more?

A more practical interpretation of the bumper sticker might
read,

“He who lives with the most toys wins!”

Of course, these statements have to do with “things.” Some
people really enjoy acquiring “things,” and even keep score by
how much they accumulate.

Remember: The hearse does not have a with a luggage rack.
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Other people gain great pleasure or excitement knowing
their family’s future educational and living needs, and their own
retirement will be taken care of.

Business owners like to know their businesses are operating
at peak efficiency and profitability, and are meeting the needs
of their clients, and as a result, will be around for a long time,
providing jobs and security for their employees and their fami-
lies, as well as providing retirement funds for the owner when
the business is sold.

Many other people are on a spiritual quest; there is no end
point. This is a life-long quest (and beyond that if you have
such a belief). Enlightenment is not a moment in time, it is a
life-style.

Once someone told Maharishi Mahesh Yogi, the founder of
Transcendental Meditation, that he had done his mediating for
the day. Maharishi told him, “You don’t meditate; mediation is
a way of life.” It is the process, the way you do things; there is
no end point.

Many people ascribe to the have-do-be model of their world.

When I have such and such, then I can do certain things,
then I can be a certain way. When I have enough money, then I
can do the things I want to do, then I can be happy.

I invite you to turn that around; change your paradigm to:
be-do-have. Be the person you want to be, do the things you

want to do, then you can have the things you want to have.

6. Self-improvement or an Increase in Effectiveness
Your investment of both money and time in this book is
a good example of your desire for self-improvement and

increased effectiveness. People want and need to improve and
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to be able to do things more efficiently.

Sometimes that involves taking risks with time or money.
Not all risks have to be “risky.” Calculated risks based on well-
thought-out plans and outcomes are the safest way to go, and
can contribute greatly to the successful improvement in effec-
tiveness and efficiency.

For a great distinction between being effective and being
efficient, consider rearranging the deck chairs on the Titanic.

While it may have been efficient, it certainly wasn’t effective!l
y > y

7. The Desire for Importance and the Need to Feel
Appreciated

According to noted psychiatrist Dr. Abraham Maslow, this is
one of the basic needs of all humans: acceptance and appreci-
ation. Children want to be accepted by their parents and peers,
and parents want their children to remember them when they
grow up and leave home.

In his book, The Human Side of Enterprise, Douglas McGregor
explains that workers are more motivated by “significant words,”
and a feeling of being needed and appreciated, than by money.

People want to make a difference, and be appreciated for
it. Mothers and fathers not only have an obligation to see that
their family’s futures are provided for; they also want their
family families to understand and appreciate their efforts.

Everyone wants to be a better provider for their family, to
allow their family to enjoy a better quality of life.

Business owners have an obligation to the people who buy
from them, the employees who work for them, their employees’
families, the suppliers, and the vendors who sell to them. Too

often, each of those groups of people live with an attitude of



80 The Secrets of Creating Customers for Life

expectancy and entitlement. That is, they expect the business
owner to take care of them. How much better it would be if
more appreciation would be shown to those who make our
lives better?

If the products or services you provide the marketplace
can help address the need people have to feel appreciated and
important, you may have an open ticket to success because of
the great unsatisfied need that exists.

If you understand the seven basic motives and how they
apply to the business of selling your products and services, and
sell to the needs and wants (both stated and unstated) of your
prospects and clients, you will prosper.

If you are not prospering, it simply means you are have not
uncovered your prospects’ and clients” motives for buying. You
are not addressing their specific needs and certainly not their
wants. In most cases, you can’t wait for your clients to tell you
what they want. You have to be able to recognize their needs
and wants.

Remember, you are ultimately responsible for the success or
failure of your business. If you are doing it right or wrong,

either way, the marketplace will let you know.

The Language of the Client

In which language do you communicate with your client?

I don’t mean Hebrew, French, or Swahili!

We all have, what I call, a primary language through which
we communicate. These languages are visual, auditory, or
body-centered language, known as kinesthetic.

There are subsets of these three, and much too much infor-

mation about this subject than I can cover in this book; however,
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a brief overview will suffice.

The visually oriented person communicates through visual
images.

The auditorily-centered person is more attuned to hearing
rather than seeing things.

A kinesthetic person will feel things in their body.

So, to a visual, you want to paint visual pictures for their
mind to see. For example, if you were selling a home you might
say something like, “Can you see what it would look like coming
into this gorgeous home?”

To an auditory person you might say, “Just imagine how a
really good sound system would sound in this home.” Or, if
they have children, “Imagine the sound of your children playing
in the backyard.”

For a kinesthetic person, remember this is the person who
feels things in their body, you might say, “Imagine what it would
feel like coming home from a day at the office, and stepping
into this comfortable home.”

Pay attention to the words people use and you will soon be
able to know what “language” they speak.

If you come across people who are highly visual, you may
hear them say, “Can you see what I’'m saying?”

You see (a clue that I am highly visual!), if you communicate
using auditory language, with someone who is visual or kines-

thetic, it’s like speaking Swahili to that person.

The Loyalty of the Client

Clients make an interesting study. It seems they always want
the very most for the very least they’ll have to pay. They are
ruthless, selfish, demanding, and disloyal.
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You know the story. Someone has done business with you for
several years, and they’ve been great clients. You’ve given them
the best service possible and you think they are your clients
for life. Then some little thing, possibly out of your control,
goes wrong, or they see an ad, or get a call from a competitor,
someone they’ve never met before, with a slightly lower price,
and the next thing you know;, they are gone, oftentimes without
a single word to you.

At first, you don’t notice it. But one day you realize it’s been
a while since you’ve seen or heard from that client. When you
find out what happened, you feel badly, because if they would
have had just called you, you might have been able to make
a couple of changes and save the business. But it’s too late,
they’re gone.

This scenario is repeated time and again with businesses that
sell every type of product or service. It is going to happen. To
pretend it doesn’t, or won’t happen, is simply to be in denial.

You may even have quit doing business with someone or
some company for any one of myriad reasons.

It’s incredible how many business owners just write off the
loss of a good client. But that’s not the thing you should do.
Instead, this is the time to become even more proactive and go
after that “lost” client.

Call them. Let them know you notice you haven’t seen them
for a while. Ask them what’s up. Let them know you care.

One of the best ways to minimize or cut down on the
trequency of losing your good clients is to resell them on the
reasons they bought from you in the first place. Regularly sched-
uled meetings or conversations with your clients to remind

them of their motives can go a long way in helping insulate
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your business from the competition.

Remember, your competition has similar products, services,
and prices. Also remember your client’s reasons for buying are
only 35 percent based on those products, services, and prices.
The other 65 percent is for what you can do for them.

Spend time with them. Review their needs, wants, and
concerns. Remind them why they do business with you in
the first place. Reinforce their motives, reasons, decisions for
buying, and you will reduce your client defection rate and
develop not only loyal clients, but friends, as well.

And, remember, people are much more likely to buy from
friends than strangers!

Wouldn’t you rather do business with a friend?
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“If you really look closely,

most overnight successes took a long time.”

— Steve Jobs



The Main
Purpose of Your Business

Getting and Keeping Clients

Remember: profitability is priority number one. You are in
business to make a profit, so you can take better financial care
of yourself, your employees, and your family.

When you have an effective system that allows you to profit-
ably get and keep quality clients who return to do business with
you over and over, and actively and enthusiastically refer you to
others, your business will produce more profits than you can
possibly imagine. Then everything else falls into place.

On the other hand, if you don’t have enough clients buying
from you or using your services regularly, it’s unlikely you’ll stay
in business very long, and you will never have the opportunity
to make a profit.

Now, let’s take a minute and look closely at the individual
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components of this important business skill:

Profitably Attracting Quality Clients

Clients are the lifeblood of any business. Without clients
buying the products and services you have to offer, you wouldn’t
have a business. But clients alone aren’t enough.

You want quality clients, clients who are pleasant to deal
with. Clients who return to consume your products or services
again and again. Clients who you can sell to, and from whom
you can realize a reasonable profit.

And, you want to be able to profitably attract them. In other
words, the return you realize from your investment of adver-
tising or marketing dollars to acquire new clients should be
positive. You want a positive R.O.L., or return on your invest-
ment.

Next, you want to . . .

Ethically Maximize Their
Financial Potential

Each of your clients has specific needs and wants. The more
of those needs and wants you can handle for them, the more
benefits you can provide, and the more profits you’ll realize.

It should be your goal to sell as many products and services
to your clients as they need.

Think of the adoring fans of Taylor Swift and what she
delivers to them.

Never take advantage of them or your relationship with
them. However, you should make every effort to sell them
everything you can ethically justify selling them.

And, never take them for granted. They’ll know, and be
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done with you. Just as you’ll know when you are being taken
for granted.

It really comes down to this, and I'll speak very frankly. If you
really do provide the best products and services in the market-
place (if you don’t, you'd better rethink your ethics and why
you’re in business), and if you really are the business which can
serve your clients’ needs better than anyone else (and if you’re
not, you either need to become that business or get out of the
business), then you have a moral and ethical responsibility to
make sure every one of your clients at least has the opportunity
to take advantage of everything you have to offer.

And you should do everything in your power that’s reason-
able and ethical to give them that opportunity.

Then you want to . . .

Convert Clients to Raving Fans

One definition of “raving” includes “exciting admiration.”

You want your clients to actively and enthusiastically refer
their colleagues, friends, and family members to you. You want
them to rave about you.

The last thing you need is a database full of one-product, or
one-service clients, who buy the minimum amount from you,
complain about your prices every time they make a purchase,
and give the rest of their business to the company or business
who that has the lowest prices or a “better deal.”

There’s no way you can make a profit on these types of
customers. Besides, they make your life miserable and drive you
crazy in the process.

What you want are clients who not only give you all (or the

majority) of their business, but purchase from you over and
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over again. You want clients who are so happy and so pleased
with what you do for them, they actively and enthusiastically
campaign for you. The story they tell about you is so compel-
ling, the people they tell feel obligated to call you and ask for
your products or services. Those are the people who make your
job fun, enjoyable, and profitable.

I wrote earlier about my co-hosting a radio program. One
of our advertising guests was Terry, a chimney sweep here in
Taos. He became an advertiser because the week prior, Nancy,
my co-host, had Terry come out to clean her chimney. He
quickly won Nancy’s loyalty and trust (and a guest spot on the
radio show!) because he told her she did not need her chimney
cleaned!

Most of us would never know if the chimney needed to be
swept. (I know, if youre reading this in Florida you’re asking
yourself, “Who needs a chimney?” Well here in Taos, it’s not
unusual for the temperature to get down to well below zero! We
have fireplaces, and the requisite chimneys.)

As in so many things relating to service people, we often
accept what they say and go ahead with the repair or service
recommendation. Do you really know if your spark plugs need
to be cleaned, transmission fluid replaced, or the divariable
tebelvertzer tuned up? (Yes, I made up the last one.)

Generally, we accept the technician’s recommendation.

Nancy had no way of knowing whether or not her chimney
needed cleaning, and Terry could have gone right ahead and
“cleaned” it and accepted her payment. Because he chose to
tell her the truth Terry not only earned her trust, she became a
raving fan.

But wait, there’s more.
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After checking and cleaning the fireplace area, she said he
left the area cleaner than it was before he came.

Nancy has become a raving fan of Terry’s chimney sweep
service because of his integrity and the quality of his service.
And, as I said she converted him into an advertiser for the radio
program. Everybody wins.

There is at least one more thing you want to do with your

clients...

Keep Your Clients for Life

Reliable studies demonstrate that the more needs and wants
a business handles for a client, the longer they can expect that
client to do business with them.

In the insurance business, for instance, an agent increases his
chances of keeping an insured for three years or more by the
following percentages:

45% if the agent insures only the auto policies

50% if both the auto and homeowners policies are insured

60% with auto, homeowners, and life policies, and

97% with auto, homeowners, life, and health policies!

While these figures are illustrative of the insurance business,
the same principle is true of most other businesses. Banks, for
instance, have studies that show the difference in client reten-
tion with customers who only have a checking account, versus
clients with multiple checking accounts, a savings account, an
IRA, a safety deposit box, their car financed through the bank,
and a number of other services.

The idea is that by serving all the needs your prospects or
clients have with the products and services you provide or have

access to, you lock yourself in and lock the competition out.
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Obviously, the longer you retain your client, the more revenue
you earn from them, the more opportunity you have to sell
them additional products and services, and the more referrals
you will receive from them. It all adds up to increased profits
for you.

Retention of your clients, those you’ve spent so much time,
effort, and money attracting and convincing to do business
with you, is vitally important.

More than one study suggests it costs six-times more to get
a prospect to buy from you than it does to get an existing client
to purchase from you again, and it’s sixteen-times easier to sell
to an existing client than it is to sell to a new prospect.

When you add it all up, for every five percent increase in
client retention, you’ll generate a 30 to 45 percent increase in
profitability over 18 months.

Depending on the nature of the products and services you
sell, if your repurchase rate isn’t in the high 90 percentile range,
you have some work to do.

A lost client is more than just a lost client and their lost
revenue to you. It’s much more.

In future chapters, I'll discuss how to determine the actual
cost of a lost client, and what to do to prevent them from
leaving,

For now, just keep this important point in mind: if you’re
going to be successful in business, no matter what type of
products or services you sell, you've got to have an intense
focus on your client. You’ve got to find out what they want and
do everything you can to help them get it.

If you want to make a fortune rather than just a living,

you can’t do it for only a few people. You must do it for large
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numbers of people.
The success of your business depends upon how well you

serve your clients: the people who buy from youl!

Confused Buyers

I was with some friends in Santa Fe, New Mexico. During
lunch, somehow we got into a conversation about people
making purchases, and I said confused buyers do not buy.

After lunch, we went to Best Buy. We were met by a friend
of theirs who was going to buy a television. She knew what she
wanted, made the decision within about ten minutes, and left to
return to work.

My friend wanted to buy a vacuum cleaner, so we went next
to the vacuum cleaner display. The sales person was very helpful,
and explained the attributes of each of the four machines my
friend was looking at. Around and around he went, querying
the salesperson about each of the machines, over and over.
“But, does this one do this . . . and does that one do that?”
After about half-an-hour, he finally made a decision, and still
wasn’t certain he made the right choice. Thirty minutes to buy
a vacuum cleaner?

Why?

Too many options (his wife and I were convinced that any
one of the machines would have done the job perfectly) led to a
confused buyer. During this experience, I reminded him that a
confused buyer doesn’t buy, and we all laughed as he continued
the adventure of examining each machine.

Confused buyers don’t buy; they don’t make an easy deci-
sion. They keep pondering what to do. Make it as easy as you

can for your consumer so they can make a buying decision.
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By the way, a few weeks after this episode, I was back in
Santa Fe having dinner with them. They told me they returned
the vacuum cleaner and bought a different one!

There is no such thing as a confused buyer. If they’re
confused, they’re not buying. Or at least in this situation, they’re

returning what they did buy.

Your Guarantee

I was talking with a dear friend about this book and some
of the concepts and ideas herein. Sandra told me about a new
sweater she had ordered on-line, and just received. The guar-
antee offered by Horny Toad (for real, that’s the name of the
company) is pretty amazing: “Guaranteed to impress. Wear any
Horny Toad piece, and if you don’t get a compliment within
three wearings, send it back. Or, if you simply find something
wrong with it, we’ll take it back for a refund or replacement.
That’s it. Easy, huh?”

She told me the first time she wore it she got a great compli-
ment. She was carrying the card which that came with her
sweatet, the card with the guarantee, and laughed as she showed
it to the person who offered the compliment.

How outstanding is your guarantee, or your unique selling
proposition, or your product or service?

Horny Toad is so amazing (at least I think so), I'm writing
about it here. That is exactly what you want — people talking

about you.



Five Basic Ways to
Grow Your Business

Maximizing the Return on Your Efforts

There are five basic ways to grow a business, any business.

Of course, there are many other things you can do to grow
your business, but for the purpose of the discussion here, I'll
focus on these five.

The truth is, other than some administrative functions, which
may not be under your direct influence or control, nearly every-
thing you do to build or grow your business can be classified
under one of five areas, or categories, and if you learn these
five basic concepts and how to apply them, your competition
won’t stand a chance.

The reason?

Your competition not only doesn’t understand these concepts,

actually, most of them have never even heard of them.
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Now, here’s the first one of the five ways to grow your busi-

ness. Simply . . .

1. Get More Clients

That’s it. Aw, come on, that’s so basic, everyone knows that,
you say.

That’s true. However, let’s talk about it anyway.

Build your client base. Get more prospects to buy from you
and become your client.

You know how it works. When more people buy from you,
you take in more gross dollars, and as a result (depending on
your margins and overhead), you make more bottom-line profit.

As a spin-off benefit, the more people you add to your client
base, the larger it becomes, and the larger it becomes the more
people you have to go back to for the additional sales and the
referrals they’re capable of giving you.

It’s in this one single area where most business owners
(including your competition, and probably, you, too, if you’re
honest), spend most of their time, effort, and money.

If you’ve been in business for any length of time, you prob-
ably realize that getting a new client is not always the easiest, the
most time-efficient, nor the most profitable thing you can do.

Most businesses only have one or two main methods of
attracting new prospects to their businesses.

A large number of businesses are heavy in the use of tele-
phone soliciting.

In fact, you have probably gotten more than your fair share
of calls when you were just sitting down for dinner.

Chiropractors, car dealers, truck driving schools, and lawyers

take a different approach. Many of them advertise heavily on
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television, especially during the afternoon hours, or the grave-
yard time (mid-night to 8 a.m.) to attract new clients. They’ve
found that a large percentage of their intended audience, the
people who are most inclined to use their services, watch tele-
vision during those hours, and it’s a cost-effective way to reach
them.

Each business, industry, or profession, has its own methods
and timing to contact those who are most likely to be inter-
ested in their products and services. What works for some busi-
nesses, may or may not work for other businesses in the same
or different industries or professions.

Think about your business and your company for a minute.
Chances are you, like nearly every other business owner in
your industry or profession utilizes one, or perhaps two main
methods of attracting new prospects.

Most likely, the method you use is the same method that
nearly every other similar business uses. It’s called the, “That’s
how things are done in our industry or profession” method.

Typically, when a person first chooses to go into business
they look around and see what everyone else is doing.

They lay out their office, shop, or place of business just like
every other similar type of business they’ve seen.

Theylook at what everyone else is doing to market or promote
their businesses, products, and services, and adopt those same
marketing plans and methods for marketing or promoting their
new business.

This copycat behavior isn’t isolated to just a few businesses;
nearly every business in neatly every industry or profession is
engages in this behavior.

But, wait a minute. Who set up that system you are copying
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in the first place? And who says it’s right, or that it’s the best
system for you to use? The fact is, there are a myriad methods
of attracting new clients to your business, and your imagination
is the only limiting factor.

Some of the best, most productive, and cost-effective
methods you can use can be adapted from what others are
doing in totally unrelated businesses.

Now, this brings up a couple of questions. First, how obser-
vant are you? What are others who are in the same business as
you are doing? And how effective are they?

Next, look around at what other businesses, unrelated busi-
nesses in other, unrelated fields, industries, or professions are
doing. Have you seen what’s working for them? Is there one
business that just stands out, by doing something different or
unusual? Or, do they all pretty much use the same marketing
methods?

The next question is how creative are you? Can you look at
what some other businesses are doing and adapt their methods,
perhaps with a few minor changes appropriate to your business
or industry?

In other words, if you were brand new, just starting in busi-
ness, and had no idea of what anyone before you had done to
attract new clients, what would you do? How would you go
about getting new clients? Would you use the same methods
you use now, or would you do something completely different?

A dentist I know of specializes in working with children. He
loves children. He understands that as they get older, they may
need braces, and one day they’ll probably get married, and then
have a spouse and children who will all need dental care.

He set up his reception room with a special, “kid-height”
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counter, so when the children come in, they can talk directly to
the receptionist, transact their business just as an adult would,
and schedule their next appointment. He’s even decorated his
reception area with artwork and pictures some of his young
patients created.

How do you think those young people feel? Well, you prob-
ably guessed it. They absolutely love it there. They tell their
friends about it, too. Their parents? They’re thrilled.

Imagine, having your kids want to go to the dentist and be
treated, not like a second-class citizen, but as an equal, trans-
acting business (with the parent’s help, of course), and having a
hand in scheduling their future appointments.

What a learning and growing experience for them. Who do
you think the parents use for their own dentist? That’s right.

The spin-off business of catering to, and working with chil-
dren, is their parents.

As the kids grow up and have families of their own, which
dentist do you think they’ll use, who they’ll insist their spouse
switches to, and they’ll bring their own children to?

The relationship of friendship, trust, and caring that this
dentist is building with those young people will provide him
an abundant pediatric and adult practice, and all the financial
security he’ll ever need, which will allow him to do whatever he
wants, and go wherever he pleases for the rest of his life.

Talk about copying someone else’s idea . . .

When you think of the drive-through, the odds are you think
of McDonalds. Yes?

Well, believe it or not, they were late to the game.

The first drive-through? A Texas chain of eateries called the
Pig Stand, on a highway between Dallas and Fort Worth. The
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year was 1921. McDonald’s wouldn’t come into existence for
another 34-years!

Who picked up on the drive-through very early on?

In-N-Out Burger, which started in 1948.

It wasn’t until the mid-70s that McDonald’s began experi-
menting with the drive-through.

You don’t have to be the first.

Ya see, sometimes it does pay to copy someone else’s idea.

So, what about you and your business? What are you doing?
Specifically, what marketing methods are you using, right now,
to attract new clients and build lasting relationships with them
so they’ll do business with you for a lifetime?

And second, how many different marketing methods do you
presently and concurrently have working for you? There’s a real
danger in having just one or two main methods of attracting
new clients.

I know of someone who depended almost entirely on a
telemarketing company to acquire leads for their salespeople.
When a well-funded competitor opened for business and hired
nearly all that business’ telemarketing staff, they almost had to
shut their business down. It was neatly a total disaster.

They had to do something quickly to save their business.
They hired and trained a whole new telemarketing crew, and
got the business up and running again.

They then looked at other marketing options and put
together an effective direct-mail program, started a proactive
referral-generating system, and worked out some joint venture
relationships with other, complementary, but non-competing
businesses.

Now, if something happens to any one of their marketing
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methods, they have other strategies, other “pillars,” in place
that can keep the business from collapsing, and keep it running
smoothly.

What about your business? How can you apply this?

You could go back and revisit the questions I asked earlier
and explore if there are some areas you could improve upon.

Make sure you’re not dependent on only one or two main
methods of attracting new clients.

New clients are important to your business, there’s no ques-
tion. They’re not just important, they’re absolutely vital to the
growth and very survival of the business.

It’s critical you have multiple systems in place to ensure that
your business continues running, and growing, uninterrupted,
if anything unexpected happens.

This book is not intended to cover all the possible methods
of getting new clients; no single book can.

As important as getting more new clients is, there are still
four more basic methods you can use to grow your business.
Each of these methods is more profitable, more effective, and
will give you greater potential for leverage than the first method.

Let’s talk about number two . . .

2. The Upsell — Or, “You want fries with that?”

The upsell is brilliant way to increase the average transac-
tional value of their purchases. Or more simply, get them to
spend more money when they buy something from you.

This just happens to be the quickest and easiest way there is
to increase your profits.

One of the things that continually amazes me is the number

of businesses that have extensive and expensive plans in place
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to acquire more clients, yet they have little to no emphasis on
this highly profitable, and highly leveragable way of increasing
the size of the order, getting more money from each of your
clients every time they buy from you.

If you think for a minute about how easy this is and how
profitable it can be, you’ll see why it’s such a powerful concept.
And, you’ll also see why nearly every fast-food restaurant has
embraced, and mastered this principle, and requires every
person who takes orders, to understand and be proficient in the
use of the “upsell” and “cross-selling” principles.

Think back about your own fast-food restaurant experience.
You order at the counter, or drive up to the speaker and place
your order, a sandwich and a drink. And then what happens?
You are asked a simple question: “Would you like fries or an
apple pie with that?”

That’s an example of cross-selling, which is selling an addi-
tional product beyond the initial purchase.

Or, they may suggest that you “super-size” or “giant-size”
your order. That’s an example of an upsell, increasing the size
of the initial order.

Upselling is essentially the art of generating free money.

If you take them up on their suggestion, what they’ve done
is just increase their profits substantially, since they made an
additional sale, but had no acquisition or marketing costs.

You see, they realize a certain percentage of their clients will
say, “Yes.” The only reason they say, “Yes” is because a sugges-
tion was made to them, or a question was asked. So the seller
plays the numbers game knowing some will indeed, say, “Yes.”

Amazon is another example of upselling. When you check

out, you see what other people who made the same purchase also
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bought, ostensibly encouraging you to make similar purchases.

From car sales people to insurance salespeople, and beyond,
those in the know, upsell.

Need some more examples? (You may recognize how often
you have been on the receiving end of some of these sugges-
tions!)

When purchasing shoes, have you been asked if you want
socks, or shoe polish, or perhaps shoe trees?

Been to a hair salon? Been asked if you want styling prod-
ucts?

How about when buying electronics (stereo receivers, tele-
visions, cell phones, etc.), and being asked if you want the
extended warranty? And, specifically with cell phones, the
carrying case, the screen protector, and earbuds.

The result? Well, by being aware of what your clients want,
but may not think to ask for on their own, and simply asking
questions or making suggestions, you have the potential to
generate substantial additional revenue. There is no marketing
cost associated with these additional sales so, other than the
actual cost of the product, those dollars are pure profit. Here’s
another technique fast food restaurants frequently use. It’s
called “bundling,” or “packaging.”

This is where they combine a sandwich, a drink, and fries,
and then throw in a couple of “bonus” items, like maybe a
cookie and a toy. They put it all together in one package, and
give it a name like “Happy Meal.”

They’ll charge you less for that package than what each of
those items purchased separately would have cost, but the total
dollar amount you spend will be higher because you never

would have purchased all the individual items. Pretty clever,
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wouldn’t you say?

Since there were no marketing costs involved, other than the
cost of the items themselves, this sale generates pure profit,
and it goes straight to their bottom line.

Which other types of businesses are masterful at bundling?
Your cable company and your cell phone company. It is highly
unusual for someone to have basic cable, or basic cell phone
service. They offer additional services, and tell you how much
money you are saving by bundling the services.

Now, what does that have to do with you, and your business?

Well, you may not be in the fast food business, but the same
principles can still apply. Just ask yourself this question: “What
additional products or services do I have that would be natural
complements to what my clients initially buy from me?”

Well, you know the answer to that. And, if you don’t, this is
a good time to start thinking about it. If you have the type of
business that offers more than one product to your clients, you
have a tremendous opportunity to capitalize on the upselling,
cross-selling, and bundling techniques.

Some types of businesses, such as insurance companies,
which may offer only one product or service, can also benefit
from these strategies by packaging certain policies that cover
multiple family members, adding riders, or including other
complementary services that go beyond the actual policies
themselves.

Do these things seem like common sense to your They
probably do. However, as I mentioned before, it’s surprising
how few businesses make effective use of these three simple
principles.

Mike Crow founded a home inspection company and now
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teaches home inspectors to upsell, or bundle services by asking
the homeowner if they would also like a pool inspection, a sprin-
kler system inspection, a termite inspection, etc. Mike coaches
home inspectors on how to duplicate what he’s done for his
businesses: that is achieve a ten-fold increase in his revenue.
He’s done so well in his niche market, he now teaches other
small business owners (his model applies to virtually all busi-
nesses how to increase their revenue and how to build more
successtul businesses).

Examine your business very carefully and see where you can
upsell, cross-sell, or bundle.

Think about it. In reality, you have an obligation to your
clients, the people who trust you to provide them with high-
quality products and services, and who hand over their hard-
earned money to you to give them sound advice, and to make
sure they get the very best value, the best use, and the most
enjoyment from their original purchase.

And if you have additional items that can enhance their
value, their use, or their enjoyment, then your obligation is to
do everything that’s reasonable and ethical to see they at least
have the option of taking advantage of those items.

Again, it’s playing the numbers game. Some will take advan-
tage of your offer, and some won’t. At least you will have given
them the opportunity, and you will have fulfilled your obliga-
tion to them.

You haven’t made the decision for them. You give them a
choice and let them decide.

If you are sincere, they won’t see you as being pushy. They
will know you are really trying to do them a favor and trying

to help them get more value, more use, and more benefit from
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their decision and their purchase.

They’ll come back to do business with you again, and again,
and refer others to you as well.

Upselling, cross-selling, and bundling, are only three of more
than a dozen immediate, profit-producing methods you can use
to skyrocket your business to the next level.

If you do nothing more than find a way to incorporate these
three techniques in your business (which you should be able to
do within the next twenty-four hours), you’ll blast your profits
completely through the roof.

Think about it: increasing your sales and increasing your
profits without increasing your expenses! It’s an exciting
concept, and it can add an immediate twenty, thirty, even forty
percent or more of pure profits to your bottom line!

Only offer additional products or services directly related to
what the client is purchasing, and remember . . . the appro-
priate time to offer the upsell is after the client has made the
commitment to buy. Consider making an upsell as a “two-fer”
offer; offer the second item at a reduced price. You'll see a lot

of pizza commercials for this!

3. The Value of the “It”

Remove the word “dollars” from your vocabulary.

What does that mean?

The word dollars has a huge emotional tag. To increase the
dollar amount your client purchases, reduce the emotional
impact of the dollar value of the sale.

So, if you’re selling a conference for example, and you explain
the value and then tell the prospect the investment is $7,500,

there’s an emotional anchor to the $7,500.
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However, if you simply say the investment is 7,500, you have
lessened the emotional impact.

Of course, when the check clears the bank the amount is the
same.

No matter what you are selling, whether it’s a home, car, an
oil painting, etc., eliminate the word “dollars.”

You will rarely hear a (sophisticated) Realtor tell you the
home is available for $597,000. They will simply say, “597.”

But wait there’s more.

Although you just learned to eliminate the word “dollars,”
there is indeed a time to use the word.

Remember our discussion of how using the word “dollars”
raises the emotional value? So, when you’re offering a discount
you absolutely use the word dollars.

For example, if you're selling a home, you might say some-
thing like, “This house is listed for 597,00 (notice the absence
of the dollar), however, the seller is motivated, and may be
willing to offer a $§47,000 discount. Notice the inclusion of
dollars here, to increase the perceived value of the discount.
“So, you can have this home of your dreams, for only 550,00.”

If you’re making an offer on something, absolutely include
the word “dollars.” Again, this increases the emotional impact,
and in reality, makes it sound to the seller as if you have offered
a higher value. More than words games; you are changing the
emotional impact.

Please understand, in a written document, you must use the
dollar sign; these examples are for the spoken word.

Really?

Cornell University’s Center for Hospitality Research, in 2009,

found that removing the dollar sign significantly increased sales
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at St. Andrew’s restaurant in New York.

You may (I know I have) seen price placards at Wallmart
and Nordstroms displaying the price as a raw number, that is
without the, “$.”

Now, let’s move on to the fourth way to grow your business.

4. Get Your Clients to Buy From You More Often

In other words, increase the frequency of their purchases.
Get them to come back; give them reasons to want to come
back and to continue doing business with you. The longer your
clients go between purchases from you, the more chance there
is they will buy from your competition.

It’s like, “Out of sight, out of mind.” You need to constantly
stay in front of your clients with educational information, and
notices of changes in the law or updates regarding the products
or services they’ve purchased from you that can affect them.
And you need to tell them about new products, new lines,
special incentives, and other offers that might benefit them.

The idea is two-fold: one, to “lock” your clients in, so they
can’t afford to do business with anyone else, and secondly, to
make it so attractive to do business with you, they wouldn’t
even consider going anywhere else.

What you really want to do is lead your clients to the ines-
capable and undeniable conclusion that they would have to be
completely out of their minds to even consider doing business
with anyone else but you, regardless of the selection of prod-
ucts or services you provide, the prices you charge, your loca-
tion, or the relationship they may have with the business they’re
currently doing business with.

You want to create, and sustain TOMA, or Top of Mind
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Awareness. That is, whenever they think about the type of
practice, business, or service you provide, or offer, you are the
only one they think of.

It’s not a choice between you and someone else; there is actu-
ally no choice — it’s only you. Here is a real-life example of how
this works: A restaurateur who offers his business clients who
like to take their clients to lunch, a certain number of lunches
for a pre-paid, discounted price.

By doing this, he “locks in” his client, gets his money up-front,
and makes it convenient for everyone. The client simply signs
the check, which includes the tip. No money changes hands
during or after the lunch, and new clients are constantly being
introduced to his restaurant. As a result, many of those new
clients take advantage of the same arrangement for their clients.

And, you'd better believe the clientis impressed that their host
has such a great relationship with the restaurant. This creates a
powerful image of the host in the client’s mind. Conversions go
up. And, the guest of that client is more inclined to frequent his
or her new-found favorite restaurant!

Here’s another example: the car wash where I take my car
offers a special pre-paid, discounted card that’s good for a
certain number of car washes. It’s a great deal for me because
I save money, and I can take my car to be washed, even if my
son got into my wallet and took the last couple of dollars I had.

And when my card is filled, I've got a free wax job. It’s a
good deal for the car wash too, because they’ve gotten their
money up front, and have locked me out of the competition.

Here’s one more. The hardware store I shop in offers a
“rewards” program, where for every $100 I spend in the store,

I receive a coupon in the mail for $10. That is, in essence, a 10
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percent discount, and certainly keeps me going back to that
store instead of one of the other hardware stores. And, I’ll
typically spend more than $10 on the next, “free” trip.

Airlines offer upgrades and mileage bonuses for those who
fly with them on a regular basis. Countless other businesses
offer similar programs, all designed to keep their companies
top of mind.

If you still have lingering doubt about the power and impact
of TOMA, consider Coca-Cola.

Introduced in 1886, Coca-Cola is considered the top selling
drink in the world. It is a household name in virtually every
country. You might think Coke does not need to advertise.
Think again.

In 2023, Coca-Cola spent $5 billion on advertising world-
wide, to keep their name at the top of your mind! That’s more
than Apple and Microsoft combined!

Now, let’s apply this concept to you and your business. What
can you think of that you could do that will endear your clients
to you? To lock them in and get them coming back more often,
and refer others to do business with you?

Do you have an educational newsletter or special informa-
tive reports you periodically send them to keep them updated?

Do you send postcards; do you have a website that keeps
them informed of new items and promotions?

Do you hold special “Client Appreciation Sales” or events?
Using Cid’s (the only locally owned grocery store here in Taos)
as an example, every year they have an anniversary celebration
for two days, where you can pick up their branded, reusable
shopping bags, as well as win one of the countless prizes. The

store is absolutely packed for two days. Don’t know how much,
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but from seeing everyone’s shopping carts so full, I'm confi-
dent the revenue from those two days is outstanding,

What can you do?

Do you gather your client or patient’s e-mail address so you
can let them know about your special events?

How about a Frequent Buyer Club for your more loyal
clients?

What about a Referral Reward System that recognizes or
compensates your clients for referring their colleagues, friends,
and family members?

You’ve got to let your clients know you value them, you
appreciate them, you want them to come back, and you want
to make doing business with you fun, risk-free, rewarding, and
easy.

We have two hardware stores in Taos, and 1 wrote eatlier
about the one with the rewards program. A few months ago
I purchased something at the other store and later needed to
return it. They would not take the item back because I did not
have the receipt. They were unwilling to bend the rules (the
item had their store label on it so there was no question as to
where it was purchased). As a result, they lost my business. The
other store, now has it.

Nordstrom follows an outstanding model of making the
client right. It is my understanding they’ll take returns on
merchandise they don’t even selll Ya gotta love doing business
with them.

I'was a principal and an investor in Graham’s Grill, a start-up
restaurant here in Taos. Part of my responsibility was to write
the policies and procedures manual. One of the things I

included was giving the servers not only the responsibility, but
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the authority to ensure the client was made right. If something
was not right with the meal the server had the authority to offer
a free dessert, a free drink, or even a free dinner; it was the serv-
er’s responsibility to ensure the client was well taken care of.

Shortly before the grand opening, I bowed out of my rela-
tionship with Grahm’s. I have been told by several people who
have eaten there, that that segment of my policy manual was
never implemented, and that all too often clients were actually
made wrong,

In fact, [ heard that it was so bad that the owners wetre known
to denigrate the servers in the presence of clients. Not surpris-
ingly, they’re no longer in business.

How do you feel when you’re in a problematic situation, and
the salesperson, server, or person you'’re talking with says, “I’ll
have to get back to you on this?” In your business empower
those with whom you work to make decisions. Everyone wins.

I recently met with some of the most successful business
leaders in our town; we discussed their conclusions about
what has contributed to their outstanding success. There was a
consistent theme: be selective in your hiring, train your people
well, pay them well, and empower them to make proper deci-
sions.

We also had a surprising conversation about employees being
employees. You are not their mother or father nor their best
triend. They all said the same thing: it was a mistake when they
socialized with their employees because then the employees
essentially had no respect for them. In 2008, when the economy
took a serious downturn, and employees were asked to work
extra hours, and forgo pay raises, they quit. They were not part

of the team. They hired new employees, honored and respected
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them, and treated them well as employees. These employers
have had the same teams for five-years. Loyal employees, who
are paid well, feel appreciated, and are acknowledged for their
performance and what they do, will stay with you.

There are many leaders of businesses, both large and small,
who believe in hiring cheap and replacing employees as needed.
When you consider the cost of losing and replacing employees,
this is really a stupid model. National estimates show that an
employer will spent about 20 percent of the annual salary of
an employee earning less than $75,000 a year when they have
to replace that employee. There are other estimates that range
as high as 213-percent. This figure includes not only the cost
of the actual training, but the revenue lost from lost sales, lost
clients, mistakes in production, etc. Lose a key player, an execu-
tive, for example, and the cost could be incalculable. Be wise —
take better care of your employees, treat them with honor and
respect, and pay them well.

I’m confident you can see the ideas are unlimited. And while
the restaurant, car wash, hardware store, and grocery store
examples may not apply directly to your business, I’ve included
them to serve as a stimulus so you can begin thinking of what
you might consider applying in your business that can help you
develop trust and loyalty with your clients. Again: TOMA —
Top of Mind Awareness.

Now let’s talk about the fifth method you can use to grow

your business.

5. Your Community — Be a Part of it
I wrote about top of mind awareness and how important it

is. Participation in your community will contribute massively to
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top of mind awareness, where your name, your business, and
what you do with the community become so pervasive, every-
body knows you.

You already know I live in Taos, a community of about 5,000
people. About ten-years ago Mary Domito moved to Taos,
saw a need, and eventually established a business called Taos
Lifestyle. Taos Lifestyle sells mattresses and home furnishings.
Brilliant at branding, Mary took on the moniker of, “Mattress
Mary.” Everybody in town knows Mattress Mary. If there is a
function, or an event, Mary is one of the largest contributors
and sponsors. Her name is constantly on the air as an advertiser
and was a frequent guest on the radio program I co-hosted.
She is also a significant advertiser in our weekly newspaper, a
member of the Chamber of Commerce, and was a member
of our local entrepreneurial group, the Taos Entreprenecurial
Network. And, recently, Mary purchased a building to move
her business into. She now has a dedicated space for concerts.
As often as twice a week, hosts musicians. The place is packed.
Mary’s business flourishes.

Wolfgang Collins opened Wolfgang’s Spa Works, here in Taos,
some years ago. There were three other spa businesses in town
when he opened. Wolfgang is a member of the Taos Chamber
of Commerce, and advertises consistently on the radio and in
the newspaper, creating top of-mind awareness. He is now the
only spa business in Taos. He told me a story about the time he
tollowed his wife’s suggestion, and they ceased advertising. She
telt that since they were the only game in town, they could save
the money they were investing in advertising. In a heartbeat,
top of-mind awareness was gone; the phone literally stopped

ringing for three months. After that failed experiment we hear
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his commercials all the time, see his advertisements in the news-
paper all the time, and see him at events. He finds it amusing,
and very profitable, how many people decide to purchase a spa
because there are commercials and advertising for Wolfgang
Spa Works.

Get it? Get into your community, contribute, not to get, just

to give. The payback will astonish you.

Extend Your Clients’
“Average Buying Lifetime”

That’s “Client Retention.”

Here’s what I mean: How long, on average, do the people
who buy from you, your clients, remain your clients?

In other words, how long do they continue doing business
with you before they move on? Are they one-time buyers? Do
they stay with you for a year, five-years, ten-years? Have you
ever stopped to figure it out? This is an important step, and one
that will be discussed in more detail in later pages.

Next, what are you doing in your business right now to make
sure your clients continue doing business with you? If you
don’t have a strategic plan, or a working system in place, you
are going to lose a certain percent of your current clients to the
competition.

There’s no question about it. Your competitors, right now;,
right this very moment, are making plans and taking steps to
take your clients away from you.

The question for you is not, “What are you gozng to do about
it?”

The real question is, “What are you currently doing about it?”

“What are you doing about it right now?”
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What plans and systems do you have in place to keep your
clients from defecting to the competition?

Let’s talk about your clients for a moment. Are they thrilled
enough with the products you offer and the services they receive
from you to continue doing business with you year after year?

If you answered “yes” to that question, my next question is,
“Are you sure?”

“How do you know?”

“Where did you get your informationr?”

“How reliable is it?”

“Can you explain in detail the system you have in place for
finding out?”

Notice that I said, “Are they thrilled enough?” Not, “are they
satisfied enough?” You see, there’s a huge difference between
being thrilled and being satisfied.

In 2012, more than 200-million Americans stopped doing
business with companies with which they were “satisfied.” Sixty
percent of so-called “satisfied” clients switch companies or
brands on a regular basis.

As a business owner, you can’t afford not to thrill your clients;
you have to build their trust in you and your business. The cost
of losing clients is too high, and unfortunately, most business
owners simply don’t understand that. Let’s take a look at what
the potential cost could be to you if you fail to do these things.

Let’s say you make $200 in sales per year from your average
client.

And, for any number of reasons, 100 clients stop doing busi-
ness with you each year. They may die or move away. They may
no longer have the need for your products or services. They

may switch companies, have a relative go in to the same busi-
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ness, or possibly have a bad experience with someone in your
company.

Or, they may just simply disagree with some policy or proce-
dure you have. It could be a falling out with a staff member or
employee, a personality conflict, miscommunication, a problem
they had with one of your products, or perhaps a feeling of
neglect from you or someone in your business. It really doesn’t
matter what the reason . . . they just stop doing business with
you.

Those 100 clients, no longer paying you $200 this year, just
cost you $20,000. But, that’s not all. What if those 100 clients
tell five others about their real or imagined, bad experience with
you?

That’s an additional 500 or so potential clients who won’t be
doing business with you this year either (or maybe ever, for that
matter).

Andif each of them spentan average of $200, that’s $100,000
you won’t be receiving from them, plus the $20,000 you lost on
your existing clients who left.

That brings the total in lost revenue to $120,000 in just one
year!

It’s not unusual for some businesses to bring in a hundred
(or more) new clients each month. That’s twelve hundred-plus
clients a year. And they end up only netting a 150 or 200 increase
at year-end (sometimes not even that).

What happened to the other more than 1,000 clients? Where
did they go? Surely, they all didn’t die or move away.

Most business owners don’t concern themselves with what,
or whom they’ve lost. They just focus on their net gain. They
figure that if they finish the year with more clients or more
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sales than they started with, they’re ahead.

Now, let’s suppose you gave those 100 lost clients good,
compelling, life or business-enhancing reasons to continue
doing business with you this yeatr.

And let’s suppose each of them told those same five people
about their positive experience with you.

Well, there’s $20,000 you wouldn’t have lost in the first place,
and another $100,000 you may possibly pick up from their
referrals or by their word of mouth.

The point is, clients are important; all clients. In fact, they’re
critical. There’s no question about it. You and I know that. A
business can’t remain in business unless it has people who buy
its products and services.

Those “someones” are people. Real people. People like you
and me. If you sell your products to the business community,
remember, businesses don’t buy from businesses.

People in business buy from other people in business. It’s
people you market to. Not businesses.

Here’s an interesting point: Most business owners know
exactly how much they have tied up in furniture, fixtures, and
equipment. They can tell you, neatly to the penny, how much
each item costs, how old it is, how much it’s depreciated, and
what the remaining life expectancy is.

That’s important information for any business to have.
There’s no question about it. But what’s amazing is that very
tew business owners have any idea of the value of their most
important asset: their clients.

Think about how this whole concept relates to your busi-
ness. What is it that you can do, specifically, to extend your

client’s buying lifetime with you? Why not take a few minutes
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and answer these questions?

First of all, who are your clients, those who are buying from
you now? (If you run an on-line business, you don’t know this;
however, if you are a brick and mortar business, this’ll help you
immensely.)

Do you know who are they?

Do you their name?

Do you know in which neighborhood they live?

Do you know the names of their spouse or children?

Do you know where they work?

What are their hobbies or interests?

Do you know why they purchased a certain type of product
or service?

Do you know who their friends, neighbors, or relatives are?

Do you ask them, as Nancy did with her out-of-town guest,
how you can improve their experience with you?

What about your staff or employees? Do you know how
they treat or feel about your clients?

Do you have favorite clients, customers, or patients? What
makes them a “favorite?” Is it how much they spend? How
often they come in? Their personality?

How do you treat those people? Any differently than the
others?

You may think this stuff is unimportant.

What would you have to do to have more people like them
consume your services?

Do you have regular staff meetings and talk about how to
think like a client?

What would you want if you were a prospect considering

doing business with you for the first time? Or maybe an existing
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client considering giving repeat business to your establishment
or organization?

Or, perhaps considering referring a friend, a family member,
or an acquaintancer

Do you have a training system in place to teach your staff
how to handle or deal with difficult clients? Short-tempered
clients? Analytical clients?

Do you have a plan for moving people up the “Loyalty
Ladder?” From Suspect, to Prospect, to Shopper. Then, on to
customer, client, and advocate. And, finally to convert them
into raving fans?

When a client stops doing business with you, do you know
why? Do you have a system in place to find out?

What would you have to do differently to get your clients to
buy from you for, say, five-and-a-half years, instead of just five
years?

Believe me, if you take the time to go through these ques-
tions and formulate answers to them, and then incorporate
that information into your business practices, you can work
wonders toward extending the buying lifetime of your clients.
As a result, you’ll add significant profits to your bottom line.

Ah, the distinction between a customer, about whom you
know nothing, and a client, about whom you know a bunch.

Ace hardware stores have a slogan, “The helpful hardware
place.” These days they are doing better than Home Depot and
Lowes. While these stores are more geared toward contractors,
Ace 1s your local hardware store, catering to people. Makes

huge difference.

We’ve covered a lot of ground and a lot of ideas so, let’s
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pause for a minute, and recap what we’ve discussed up to this
point.

A summary of the five basic ways to grow a business:

1. Get more clients. I mention the obvious . . . this is a vital
step. But it’s also the most difficult and the most costly.

2. Get your clients to spend more money with you; increase
the average transactional value of each sale. Remember,
this is the fastest and the easiest way to add immediate
profit to your bottom line.

3. Eliminate the emotional impact of the word dollars.

4. Getyour clients coming back to buy from you more often.

5. Extend your client’s buying lifetime. Find ways to retain
them, keep them as clients, and keep them coming back as
long as you possibly can.

It’s really pretty simple. Neatly everything you do to build
and grow your business can be slotted into one of these five
categories.

As I mentioned eatlier, there are myriad ways to apply these
concepts and build your business, but for now, if you’ll work on
these five primary methods, you’ll absolutely run circles around
your competitors.

As you take a good, close-up look at these five areas, you’ll
see what it really boils down to is effectively marketing your
business to your clients and potential clients.

In other words, the success of your business depends, largely,
on how effective your marketing system is.

That means if you want your business to excel, to really
excel, if you want to virtually eliminate your competition, and
become the dominating force in your marketplace, you’ve got

to begin thinking of yourself as being in the marketing busi-
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ness, not in the product or service selling business.

While you may be a master at your trade or craft, you must
think of yourself as the person marketing your trade or craft
or business.

In effect, you need to consider yourself as the head of a
marketing organization that sells the products and services
your business offers.

Once you begin operating effectively at that level, you’ll find
your job becomes much easier and much more enjoyable, and
your prospects and clients will begin seeking you out and refer-
ring others to you, rather than you chasing after them. The net
result will be that your marketing costs will plummet, and your

profits will skyrocket!

Know Your Value

The value of your knowledge, wisdom, and experience, is
what people are investing in, or paying for. There is a classic
story about a woman who was at a crafts fair and saw a beau-
tiful piece of macramé she thought she would like to have. She
asked the vendor the price of the macramé.

He told her she could have his magnificent work of art for
$197.

“One-hundred-and-ninety-seven-dollars,” she exclaimed in
shock, “why it’s only a piece of rope!”

The artisan slowly grasped one end of the macramé and
proceeded to undo his craft, knot by knot, inch by inch, until
he unfurled the entire length of the rope, which he graciously
handed to the woman, and said, “Madam, the rope is free.”

Remember the cost of the production is not what someone

is paying you for. They are paying you for your knowledge,
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wisdom, and experience; your life’s work.

Another of my favorite stories along this line is the story
about a ship’s engine that failed. The ship’s owners tried one
expert after another, but none of them could figure but how to
fix the engine.

Then they brought in an old man who had been fixing ships
since he was a youngstetr.

He carried a large bag of tools with him; when he arrived,
he immediately went to work. He inspected the engine very
carefully, top to bottom.

Two of the ship’s owners were there, watching the old man,
hoping he would know what to do.

After looking things over, the old man reached into his bag
and pulled out a small hammer.

He gently tapped something. Instantly, the engine lurched
into life.

He smiled and carefully put his hammer away. The engine
was fixed! The ship’s owners were ecstatic. A week later, they
received a bill from the old man for ten-thousand dollars.

“What?” the owners exclaimed. “He hardly did anything!”

They wrote the old man a note requesting an itemized bill.

The man sent a bill that read:

Tapping with 2 hammer.......ccocovviiiiiiiiics $2.00

Knowing where to tap.....ccococvviciviniiccninen, $9,998.00

It’s not how long it took, nor what was involved.

Remember you are being paid for your life’s experience, your
life’s work.

Many years ago, a friend of mine was visiting Taos. We went
to visit Elizabeth, an outstanding artist. My friend fell in love
with one of her paintings and asked Elizabeth how long it took
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her to paint it. Elizabeth, without missing a beat, said, “Thir-

ty-five years and four hours!”



How Much Are Your
Clients Really Worth?

The Lifetime Value of Your Clients

You must know how to determine the lifetime profit value
of your clients.

There’s not much debate about this fact: your existing clients
are your most valuable assets. The question is how much are
they worth?

How much money, how much profit will you realize from
each of your clients over their “buying lifetime” with you?

This is such an important concept, and I can’t emphasize it
strongly enough: knowing and understanding this one thing can
have a bigger impact on your business than just about anything

else you can do.
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Once you understand it, a whole new set of factors come
into play, and can absolutely revolutionize the way you look at
your business, the way you do business, and the profits you’ll
generate as a result. Let me give you an example to explain what
I mean.

Let’s say your average sale is $50. Let’s say your average client
buys from you four-times per year.

So from those four transactions, you realize $200 in income
a year.

Let’s say this client does business with you on average, for
ten-years. Over that ten-year period those ten years (or their
“lifetime” of doing business with you), that average client has
been worth $2,000 in income to you.

Now, let’s expand this example to a theoretical base of 1,000
clients and see what it means. Those 1,000 clients at $200 a year
now brings you an annual income of $200,000.

Let’s assume that with the proper programs in place, you’re
able to increase each of the five ways to grow your business we
discussed earlier, by only ten percent. Here’s what happens:

First, the number of clients you have increased from 1,000
to 1,100.

Next, the average transaction amount per sale increases from
$50 to $55.

Third, the average number of purchases per client increases
trom four times to 4.4 times.

So, the annual income from your client base will increase
from $200,000 ($50 x 4 transactions x 1,000 clients) to $266,200
($55 x 4.4 x 1,100 clients). That’s an increase of $66,200 a year!

That’s a huge increase!

But if you think that’s exciting, wait until you see what
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happens if you were to extend your client’s buying lifetime by
just ten percent.

Let’s say your clients stay with you for ten-years, on average.
Your lifetime value from those clients over that period of time
would normally be $2,000,000. But, if you can extend that
ten-years by just ten percent to 11 years, your total dollar value
from these clients will increase from $2,000,000 to $2,928,200
(82606,200 x 11 years)!

An increase of $928,200. Nearly a million dollars! Now,
that’s a significant increasel!

But that’s not all. Let’s say that you put an effective refer-
ral-generating system in place, and just ten percent of your
1,000 clients send you a referral with a buying profile the same
as your average client.

That’s an additional 100 clients who will bring you an income
of another $266,200 over the 11 years ($55 x 4.4 renewals x 100
clients x 11 years).

Total it all up, and you just made an additional $1,194,400!
That’s an average of $108,581 per year over the 11 years! Sound
impossible? Well, it’s not. And it’s not all that difficult. It can
be done by simply increasing each of the five areas by only ten
percent!

Now, how hard would that be to do in your business? Could
you realistically, and with some help, increase each of the areas
we discussed by ten percent? What about 20 percent?

Some of the businesses, after realizing the power of this key
concept and others we’ve discussed, have increased their busi-
nesses by a hundred percent, or more in less than a year.

Maybe the numbers and figures I’'ve discussed are realistic

for you and your business, and maybe they’re not. Maybe you
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can’t increase each of the areas by the same percentage. That’s
okay. That doesn’t matter.

The point is you probably have room for improvement in
one or more of these areas. If you want your business to be a
viable force in the marketplace, and to give you the lifestyle, the
satisfaction, and the income you want, you’re going to have to

take some proactive steps.

The Value of Your Clients

Without a doubt, knowing the value of your clients influences
the way you treat them. As I mentioned before, just knowing
how much your clients are worth to you can be invaluable, and
can help you in several ways.

We all understand that people don’t do business with the
same company or business forever. They stop doing business
or change whom they do business with for a variety of reasons,
and we’ve already discussed some of those.

But, if you just know, for example, that your typical client
stays with you for say, ten years, on average, and they’re not just
a one- or two-time sale, you may begin to treat them differently.

You may treat them with more respect, more kindness, and
more courtesy. You may give them some form of special treat-
ment. You may even invite them to special, invitation-only,
preferred client programs or events.

In other words, once you begin to see your clients in a
different light, you may begin to do things differently to get
them to stay longer as clients.

Next, if you know what the Lifetime Profit Value of your
clients is, you’ll probably discover you can spend far more to

acquire a new client than you originally thought.
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In other words, if your average client is worth $2,000 in
income to you, you can, theoretically, afford to spend up to
$2,000 to bring in a new client and still break even.

In theory, you could spend that $2,000 and still make a profit
on the other “back end” products or upsell products or services
you might be able to sell them.

If you put an effective referral-generating program in place,
you can spend that same $2,000, and make your profits on the
referrals they generate.

You and I know it’s unrealistic to think you can really afford
to spend the full amount of your lifetime income (in this case,
$2,000), to get each new client. ’'m certainly not suggesting
that.

In reality, you can’t spend the entire $2,000. You’ve got to be
concerned about things like overhead, cash-flow, reserves, and
profit. You can’t spend money you don’t have.

You have to make sure the clients you attract, at least match
the profile of your average clients, or perhaps are even a little
better than average.

There are myriad other things you need to be aware of, as
well, such as, “Cost of Acquisition,” “Cost of Retention,”
understanding your margins, and calculating the Marginal Net
Worth of your clients.

This book is not the place to go into those in detail; I just
bring them to your attention and encourage you to learn about

them.

Knowing the Value of Your Clients
Knowing the value of your clients influences how much you

can spend to get a new one, or keep an existing one.
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What it really comes down to are two questions: how much
can you afford to spend, and how much are you willing to
spend, to attract new business?

You may find you can, and are willing to, spend five or six
times what your competitors spend. If theyre not willing to
keep up with you, your business may just explode and leave
them in the dust.

Just knowing what your margins are, and that you could
spend up to that $2,000 amount and still break even gives you a
tremendous edge over your competition.

Here’s a real-life example: I have a favorite restaurant I like
to go to about twice a month. Meals typically come to about
$15. So $15 times 24 meals adds up to $360 in gross sales for
the year.

Let’s suppose I continue to patronize that restaurant for ten
years. That’s my buying lifetime with that particular restaurant.
That gives the restaurant a total of $3,600 in sales.

If over that ten-year period I refer ten people, five of whom
become regular clients (and that’s not very many over ten years),
who have spending patterns similar to mine, they’ll spend an
additional $18,000. (That’s five people, times $3,600 a year.)

Add that to the $3,600 I spent, and I've been responsible
tfor generating $21,600 for that restaurant. Even after deducting
expenses for overhead, salaries, and food costs, the restaurant
still realizes a pretty substantial number of profit dollars from

the efforts of pleasing just one person.

Here is a basic table, which will give you some idea as to how
this looks.
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Restaurant Example
A. Amount of average sale $15
B. Number of sales/year/client (one per month) 12
C. Gross income per year per client (A x B) $360
D. No. of years client patronizes the restaurant 10
E. Gross income over buying lifetime (C x D) $3000
F. No. of referrals from client over buying life 10
G. Percent of referrals who become a client 50%
H. Referrals who become clients (G x F) 5
I. Gross income from referrals (E x H) $18,000
J. Total value of a loyal client (E + I) $21,600

Now, here’s a question: Could that restaurant afford to give
away a free meal to attract a new client? Keep in mind I spend
$15 a meal, and out of that, about a third of it (or, maybe $5)
is profit.

So, the meal really only costs the restaurant $5, and only part
of that §5 goes to cover the cost of the food.

The rest of the expense is in overhead, which would have to
be paid whether or not a meal was served.

Of course the answer is yes. They certainly can afford to
give away a free meal. Not only that, they can afford to do
a number of other things to not only attract new clients, but
more importantly, make their existing clients feel more appre-
ciated and special. And you know, when someone feels noticed
and important, appreciated and special, it’s just natural they’ll
want to return.

Let’s imagine, for a moment, you are a long-time, faithful
client of a certain restaurant, and you brought your family, your
clients, and your business associates with you to eat there on a

regular basis.
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How would you feel if the manager of the restaurant were
to offer you and your party a free dessert as a special apprecia-
tion gift for your loyalty and for the extra business you brought
them? Do you think that little display of appreciation would
cause you to want to return again? I think it’s pretty safe to say
it probably would.

And what about the people who were with you? How do
you think they would feel? Do you think they would want to
go back to that restaurant? Sure they would. What do you think
the restaurant’s hard costs of those desserts would be? Do you
think the restaurant would lose any money on that gesture?

Well, it’s not likely. You see, once you know how much profit
your clients are worth to you, long term, then, and only then,
can you determine how much you can afford to give away, or
to spend, to get new clients, or to keep your existing clients
coming back. And you can begin to experiment with different
offers to see which ones work best.

Now, here’s another thought: Lets say the owner of that
restaurant runs an ad, or does a mailing to attract new clients.

And let’s say he spends $1,000 for the ad or the mailing, and
two couples come in for dinner, and each couple spends $30.

Well, he’s taken in a total of $60. But the ad costs were
$1,000. So what does he do? What would his competition do?

Does he consider the ad or mail campaign a loser, a total
bust, and stop running it? That’s what most business people do.

But what about you? What would you do? Well, if you under-
stand the concept of Lifetime Profit Value and Marginal Net
Worth, you’ll probably think differently.

When you consider the Lifetime Value of those clients and

realize that with the proper care and attention, those clients
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could be responsible for $21,600 each, or $43,200 for the two
of them, it changes the picture.

Of course, those numbers are gross revenue figures, and you
have to deduct expenses. And it’s over a ten-year period. But,
still, that represents a significant amount of money. And all
from a $1,000 ad, an ad that most business owners would have
given up on.

I’m not suggesting you have to settle for, and be happy with,
low response rates for your ads. Certainly, you don’t. You should
always work to improve your ads, your letters, your offers, all of
your marketing, and give outstanding, compelling reasons and
benefits for someone to do business with you.

That’s an entire subject, itself, and not the subject of this
book.

Let’s go back and think about our restaurant example
for a minute. Did this idea of stopping an ad just because it
didn’t break even, or produce a profit for you sound unusual?
Different? Strange? Well, maybe to some people, in some busi-
nesses.

But, supermarkets and department stores use their own
adaptation of this technique all the time. You’ve probably heard
it referred to as a “loss leader.”

What they do is advertise a few products at, or below cost,
to bring new clients in to their store, knowing the client will
usually buy more products once they’re in the store. They also
know that unless they get someone to visit their store in the
first place, they never stand a chance of making additional or
repeat sales, or getting referrals from them these people. Also,
since we’ve already talked about additional and repeat sales

to existing clients being generally easier to make, and usually
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always bring higher profit margins, they understand the ad will
pay for itself over the long term.

Remember this important point:

The first sale means nothing, unless
You're planning on going out of
business next week. You've got to consider the
Lifetime Profit Value (LLPV); what your
client is worth to you over the long haul,

if you really want to be successful.

Now, what about you, in your business? How can you apply
this concept of Lifetime Profit Value?

Well, the first thing you can do is determine your average
income per sale. The Lifetime Profit Value “Calculator” is
provided here for you to use to calculate the Lifetime Profit
Value of your own clients.

Take a few moments to fill in your current figures to get an
idea of how much your clients are worth to you.

Understanding not only the concept, but the reality of this
exercise will prove valuable to you, and afford you an insight

into your business you may not have thought about before.

Lifetime Profit Value of Your Clients — Actual
Amount of average sale $
Number of sales/year/client (one per month)
Gross income per year per client (A x B) $
No. of years client patronizes the restaurant 10
Gross income over buying lifetime (C x D) $
No. of referrals from client over buying life

Percent of referrals who become a client %
Referrals who become clients (G x F)

T|o|mmoole >
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I. Gross income from referrals (E x H) $
J. Total value of a loyal client (E + I) $

The next “calculator” is so you may calculate what kind of
a difference it will make to your business if you increased each
of the areas by ten percent.

Keep in mind, this is a very simplified calculation yet it is

useful for determining your clients’ potential value to you.

Lifetime Profit Value of Your Clients Plus 10%
. Amount of average sale $
. Number of sales/year/client (one per month)
. Gross income per year per client (A x B) $
. No. of years client patronizes the restaurant 10
Gross income over buying lifetime (C x D) $
No. of referrals from client over buying life

. Percent of referrals who become a client %
. Referrals who become clients (G x F)
Gross income from referrals (E x H) $
Total value of a loyal client (E + I) $

“lmlzlo|mmo|lo|w|>
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“Success is not final; failure is not fatal:

1t is the courage to continue that connts”

— Winston Churchill



What’'s Next?

Where Do You Go From Here?

Congratulations for making it this far.

You have now been exposed to some of the most powerful
and effective techniques, concepts, and ideas available for not
only succeeding, but thriving, in business.

No matter how good these ideas are, just being exposed to
them is not enough. You must do something with them. For
you to get the most value out of this material, you may want
to consider developing a step-by-step action plan. An effective

and evolving plan should cover these of five-areas:

1. Evaluation
Ideas are nothing more than ideas until they are put into
action. Once acted upon, they have the potential to turn around

a struggling business, or help an already successful business
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become even more dynamic, successful, and profitable.

Before you run out and implement a new found idea, take
the time to evaluate your business as it is now, and determine
what areas are most lacking and could use the most attention.

If you will take the time to identify and work on the area of
greatest need first, you have the potential of making a signifi-

cant improvement in your business.

2. Research

Once you’ve identified your greatest needs and placed them
in priority order, you can begin to search out available solutions.
Be on an opportunity lookout. The material in this book is just
the beginning of the many places you can find good, usable,
and practical ideas.

Don’t turn any ideas away just because you think they might
not pertain to your business or the way you operate. Capture

them and apply step number three.

3. Personalization

As you encounter new ideas, keep an open mind. Study them.
Analyze them. Think them through. Ask yourself if an applica-
tion can be made to your specific situation by simply changing
or modifying part of the concept or idea.

If one of the illustrations uses a type of product or service
you don’t sell for the example, a simple adjustment might be all
that’s needed.

Create a written plan of action and begin to organize your
thoughts, first, as to what you intend to implement. Orga-
nize your current database and make the mental and written

commitment to yourself that you are going to improve your
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skill-sets and be more creative in client outreach. If you don’t
have your clients in a database, this is the time to create one.
You may wish to order new personalized business cards or new
stationery. Begin collecting testimonials from clients immedi-
ately; never let that opportunity pass you by. If you haven’t been
a gift giver to clients who make major purchases, now is the
time to begin.

The book is designed to motivate you and offer you ideas

you can implement.

4. Implenentation

You know a membership in a health club won’t do you any
good unless you go to the club and actually use what is available
to you. It is the same with the information in this book.

It’s of no practical use unless you implement it. It’s easy to
come up with good ideas and develop plans, but where most
people get bogged down is when it comes to putting them
into action. It’s not always easy, but if you’re going to truly be

successful, you must do whatever it takes to act on your plans.

5. Review

After you’ve worked with your new ideas for a while, stop
and evaluate how things are working. You may need to make
some adjustments so you can continue to see improvement.

Sometimes, an idea you thought was great doesn’t work out
at all. That’s okay, don’t continue using it. Just scrap it and move
on to something else. Next!

On the other hand, if you find an idea that works well, see
if you can refine it, or “plus” it to make it even more effective.

That’s all there is to it. It sounds simple enough to say, but in
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reality, there’s a lot to do. The plain and truthful facts are most
people simply won’t take the time and effort to do the things
we’ve just discussed. Heck, many people who purchase this
book will never even read it! That’s unfortunate, because they
could be even more successful than they are now if they did.

The good news s, their failure to take action is good for you.
Because if it’s you who does these things, it will be you who
realizes the success.

You now have the tools . . .

TheEnd:
Nope — The Beginning!

NOW YOU CAN GO FORIT!



Securing New Clients

Background
When I initially authored this book, I was working with new
and emerging companies so they would grow and thrive.
These days I do that in a totally different way . . . by working
with entrepreneurs who are seeking outstanding publicity.
While this book is The Loyalty Code: Proven Strategies for Creating
Customers for Life (now you know they are really clients!), this
added chapter is about how to get those clients in the first place.
Just as there are myriad ways to retain clients for life, the are
myriad ways to secure new clients. In the fast-paced and ever-
evolving digital age, the clamor for attention has never been
louder. Businesses, entrepreneurs, and individuals, are all vying
for their moment in the spotlight, seeking to capture the elusive
but powerful currency of the modern world: media attention.

The importance of having outstanding media attention
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cannot be overstated . . . it can make the difference between
obscurity and success in today’s crowded marketplace. A busi-
ness with strong media presence is more likely to be recog-
nized, trusted, and patronized, by potential clients. The media,
in its various forms, acts as a conduit for spreading awareness,
credibility, and authority.

When a company or individual is featured in the media,
whether it be through news stories, interviews, reviews, or social
media mentions, it creates a ripple effect that can significantly
impact their growth trajectory. Such exposure not only increases
visibility but helps in building brand recognition, establishing
thought leadership, and positioning you as an industry expert.

Moreover, media attention can open doors to new opportu-
nities, partnerships, collaborations, and investments. It serves
as a powerful marketing tool, capable of reaching a wide audi-
ence and influencing public perception. In a world where infor-
mation overload is the norm, standing out from the crowd and
making a memorable impression is crucial for sustained success.

However, the quest for media attention should not be just
about self-promotion or vanity metrics. It should be guided by
authenticity, transparency, and a genuine desire to connect with
your audience. Building a strong media presence requires a stra-
tegic approach, thoughtful storytelling, and consistent engage-

ment with the target audience.

Ultimately, having outstanding media attention is not just
about letting people know who you are or growing a busi-
ness—it’s about making a meaningful impact, creating value,
and leaving a lasting legacy. By harnessing the power of the

media effectively, individuals and businesses can amplify their
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message, inspire action, and shape the narrative of their success

in a rapidly changing world.

Newspapers

When you read about someone who is featured in the news-
papet, it raises the perception of their knowledge, wisdom, and
experience.

An article in a big-city newspaper can provide a multifac-
eted platform for storytelling, credibility building, and broad
audience engagement, making it a strategic tool for effective
communication and marketing,

Why big-city newspapers?

They have a huge reach.

This is not advertising.

This is not “pay to play.”

How often have you read about someone in the newspaper
and wondered how you can be featured? “Why them, and not
me?”

You now have a resource to be “that” person.

Top Talent Agency.

You are not paying the newspaper to be featured. Should you
make the decision to work with us at Top Talent Agency, you
will pay us a fee; with our contacts and resources, we get you
teatured. It’s like having your own publicity team on retainer!

And, before you ask, as some people do, “Do people still
read newspapers?” Well, the answer is a resounding, “Yes!” We
did some research . . . here is what we learned about some of

the newspapers with which we work:
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After research and projections from the publications’ websites, af-
filiates that share through email, social media clicks and sharing,
print mailings, and even texting, we came up with the following:

NYC 1.7 million impressions and an average read
Independent | time of nine-minutes and or two articles
Los Angeles | 2.2 million impressions and an average read
Tribune time of 11-minutes and or three articles
Washington | 910,000 impressions and an average read
DC Chronicle | time of seven-minutes and or two articles

Atlanta Post

770,000 impressions and an average read
time of seven-minutes and or two articles

Seattle 910,000 impressions and an average read
Independent | time of seven-minutes and or two articles
Miami 1.1 million impressions and an average read
Chronicle time of nine-minutes and or two articles
London 1.4 million impressions and an average read
Digest time of seven-minutes and or two articles

At the Top Talent Agency, we have a Feature Me program

where we guarantee you will be featured in Big City Newspa-

pers.

Want to now more? Go to richardkaye.com/featureme

featureme

Best Selling Books

Having a best selling book separates you from the crowd.

But . . . not just a best selling book. A Number One, Best-

Selling book.
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And, not just in one category, but in several categories.

Why?

Increased Visibility and Recognition: A best-selling
book garners significant attention from media, bookstores, and
online platforms, leading to widespread recognition. This can
elevate your profile and create a lasting impact

Credibility and Authority: Achieving best-seller status can
establish you as an authority in your field of expertise.

Broader Audience Reach: The visibility of a best-selling
book helps you reach a wider audience.

Marketing and Promotion Opportunities: When you
work with us, your book will receive additional marketing
support and publicity.

Impact and Influence: A best-selling book can have a signif-
icant cultural or societal impact. It can shape public opinion,
inspire change, and contribute to important conversations.

Personal Fulfillment: Achieving best-seller status is a
significant personal accomplishment. It validates the hard work
and creativity you invested in the writing process, providing a

sense of achievement and motivation for future projects.

There are myriad organizations telling you you can reach
best-seller status. Most of them can. What follows is a chart
with a wealth of information about why you want to engage

with the Top Talent Agency as your publisher:
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The Top Talent Agency is a leader in enhancing your influ-
ence, credibility, and exposure.

Take a look at what is available to you at TopT'Agency.com

TopTAgency.com
Being on Talk Radio

If you listen to talk radio, did you ever wonder how you can
get to be a guest? Here are some things to consider:

A typical talk radio program is three hours.

A typical talk radio program has three guests an hour = nine
guests a day.

These stations typically have three different talk radio
programs a day = 27 guests a week.

They are on five days a week = 135 guests a week.

They do about fifty shows a year = 6,750 guest a year.

They have to fill 6,750 guest slots a yeart They need you more
than you need them!

So ... how do you get to be a guest on these programs?

Find talk programs you like. If you listen to it, the odds are
it could be your audience.

Don’t bother pitching the host. While they may be the
ultimate decision-maker, the person you need to speak to is
the producer. Great. How you find the producer? Search the
Internet and find the producer.

As you submit your proposal, there are some important
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things to remember . . . the show is not about you. The host of
any kind of program, including live radio, podcasts, webinars,
summits, live stages, etc., wants know one thing . . . what is the
audience going to get out of you being a guest?

So ... when you pitch, make it about the audience. Let them
know what the audience will get by your being a guest.

In your proposal you must also let them know, why you?
Every producer is pitched by more people than you can imagine.

I created a document, which includes a short video, of why
people listen to Dr. Richard Kaye. Any time I’'m pitching for
any platform I include this. I'll give you a link to it in a moment
so you can use it as a template and create your own.

When you go to the link, you’ll see, a short video of why
people listen to Dr. Richard Kaye.

In your pitching include such a video if you have one (if you
don’t have one yet, for a nominal fee we can create one for you),
include your website, email address, and your LinkedIn profile.
Do not include everything and every way to contact you. Make
it easy for them to say yes. No one is going to wade through
your twitter, Facebook, or any other links you have.

Do not pester them. Do not call a few days later and ask if
you got your submission. If don’t hear back, wait a week or ten
days or so . . . that would be a good time to follow up. If they
want you, they’ll get in touch with you.

Some other things to consider . . . get yourself media trained.
Know how to answer questions other than yes or no, or
rambling on. Allow the host ample time to talk. If you’re going
to be interviewed, it’s a wise idea to submit at least four ques-
tions to the host. Your job again, is to make it easy for them to

say yes. Quite frankly when I submit a proposal, I include four
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questions, and a notation inviting the host of follow the ques-
tions or follow the thread of the conversation. A good host will
tollow the thread.

Here’s that link to why people want to have Dr. Richard
Kaye as their guest. Again — use this as a template as you create
your own.

richardkaye.com/guest

richardkaye.com/guest

That's A Wrap

All right. You know have a wealth of knowledge about how
to generate new clients and keep them for life, and turn them
into raving fans.

The only way any of this works is for you to put it into play.
Determine what works for you, what feels right. Implement
them and modify them so they become you.

And, if you would like to explore how we at Top Talent
Agency may be of service to secure outstanding publicity for

you, schedule a call at TalkAboutPublicity.com

TalkAboutPublicity.com



About the Author

For over two decades, Richard has been the driving
force behind the success stories of countless entre-
preneurs, propelling them to unparalleled growth.
His secret weapon? Profitable, powerful publicity that
transforms businesses from early-stage infancy to
revenue-rich maturity.

Dr. Kaye isn’t just a consultant; he’s a trailblazer in the world of
business evolution. A sought-after guest on podcasts and webinars,
he’s left his mark on radio and television programs, gracing screens
on KGTV in San Diego and KTLA in Los Angeles. Forbes Maga-
zine has acknowledged his expertise, and PBS featured a special that
showcased the profound impact of his work.

He is the proud recipient of the White House Presidential Lifetime
Achievement Award.

As the creator of the esteemed The Secrets of Empowering Negotiation
program, Kaye has imparted his wisdom through workshops and
seminars around the globe, from the vibrant landscapes of Australia
to the cultural richness of France, the innovation hub of Japan,
the Caribbean Islands of the Bahamas and Trinidad, and the vast
expanse of Russia.

Sharing stages with luminaries such as Lisa
Nichols, Mark Victor Hansen, Rev. Michael
Beckwith, Sharon Lechter, and Forbes Riley,
Kaye earned the Lifetime Achievement Award
from the Top Talent Agency. His influence
extends beyond borders as he served on a
Non-Governmental ~ Organization (NGO)
within the United Nations and contributed to the boards of for- proﬁt
companies.

A founding member of the Taos Entrepreneurial Network (TEN)
and a former vice president of CEO Space, Kaye’s commitment to
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community building is as strong as his dedication to business excel-
lence.

The author of the critically acclaimed book, The Loyalty Code: Proven
Strategies for Creating Customers for Life (hey, that’s this book!), Kaye
doesn’t just preach success; he lives it. Nestled in the artistic haven of
Taos, New Mexico, he shares his life with his wife, Angel, continuing
to in-spire and shape the future of entrepreneurs worldwide.

Kaye continues to keep his presence on the pulse of leading-edge
business when he recently conducted an enlightening interview with
Dr. John Demartini for the Neuroscience Summit produced by the
Los Angeles Tribune.

Ready to unlock the secrets of success? Follow the journey of Dr.
Richard Kaye as he redefines the landscape of business For addi-
tional information about Dr. Kaye, and the programs he teaches,
how you can increase your bottom-line and take better financial care
of yourself and your family, and how you can book him for work-
shops about The Secrets of Empowering Negotiation, go to . . .

richardkaye.com
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