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Dedicated to:

For all business owners that agree with the definition of
insanity is doing the same things next week as you did
last week and expecting a different result.
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Introduction:
Welcome to a business-building book with a

different point of view.

It’s packed to the rafters with specific ‘How To’
advice that’s been built on years of experience gained
helping hundreds of small and medium-sized businesses
to grow.

This means, if you’re looking for a practical guide
to the fundamental things that will guarantee your
survival and success in growing your business … rapidly
... this book is for you.

Before  we  get  down  to  the  nuts  and  bolts  of  the
message in this book, I’ve got some good news … and
some bad news for you to think about!

The  good  news  is  that  the  business  owners  who
succeed in building successful businesses leave a trail of
clues we can study carefully to pin-point the secrets that
have made the difference for them.

The bad news is, unless you make the effort to
study, learn and use the secrets ... nothing will change.

My favourite saying ‘If you keep on doing what
you’ve always done … you’ll keep on getting what
you’ve always got!’ sums it up nicely.
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Too many people in too many industries just do the
same stuff as everyone else … they don’t track down the
often simple things they can do to make them stand out,
or  be  more  effective  … and then  they  wonder  why after
only doing average things, they  are  only getting
average results.

I can just hear Homer Simpson saying …
Dohhhhh to that sort of thinking!

So  now  you  know  ...  If  you  want  your  results  to
‘Be’ great,  you  have  to ‘Think and Do’ great  and  it  all
starts with the strategies you’ll read about in this book.

My career in the drainage industry has been blessed
because I’ve had the pleasure of working with many
different specialists from this and other industries.

Between us we’ve studied the clues for you,
discovered the powerful secrets they have hidden inside
them and pulled them together in this book to give you
everything you need to know to build a successful,
healthy, growing business.

What sort of secrets are you going to be reading
about?

Well the fact is, there are a number of strategies –
principles if you like – you’ll find when you look in depth
at almost all successful businesses.
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If you’re not applying them now, and the chances
are you’re not, you’ll discover when you do the fortunes
of your business will go through the roof.

Believe me, it’s absolutely incredible what these
strategies can do for any type of business, no matter what
industry you’re in, where your business is located, how
much competition you’ve got to deal with, or how bad the
economy might be.

These strategies are IMMUNE to  all  these
problems. They literally work any time, any place,
anywhere ... just like the old Martini adverts!

We’re talking about the fundamental stepping-
stones to a successful business.

I  call  them  the Secret Success Strategies because
they really do underpin all the other strategies a business
owner can use to grow their sales and profits.

As a matter of course I automatically apply 80-90%
of these Strategies to every business I work with, and in
this book I’m going to reveal to you exactly what the
Secret Success Strategies are.

I’m going to demonstrate that these Strategies are
the most powerful, proven, and time-tested business-
growth principles available to any business owner who is
serious about growing their business.

You also need to know what NOT to do!
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Oh  yes  ...  it’s  just  as  important NOT to do certain
things ... so I’m going to help you avoid the expensive
mistakes that might easily catch you out, by spilling the
beans on the Secret Suicide Strategies successful
business owners avoid like the plague,  later in the book.

So if you’re serious about creating a successful
thriving business ... and by now I hope you are, please
take the time to read this book carefully…

In fact, read it several times and I guarantee each
time you’ll find it easier to understand and apply.

Read it several times and you’ll discover more
insights, understand more clearly the real power of  the
ideas I’m sharing, and be motivated to take even more
ACTION ... and action is the key.

Read  it  and  you’ll  discover  No  fat  ...  No  un-
tested theories ... No if’s ... and definitely No but’s.

I  promise  as  long  as  you  follow  the  trail,  you  will
see a remarkable transformation in your business.

So if you have even one tiny ounce of scepticism
left, now is the time to leave it behind and start the ‘first
day of the rest of your business life’ with complete trust
in the Secret Success Strategies.

You’ll be glad you did.

BREAK-OUT NOTE:
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At various stages throughout this book, I’ll break-out
from what I’m saying for a moment and explain exactly
how I work with my clients to use each Secret Success
Strategy to help them grow their business.
As you read the Break-Out Notes you’ll find yourself
getting another perspective on exactly how you can grow
your business, quickly and easily.

So let’s move on now and ask the question … what
exactly is a Secret Success Strategy?

Well let’s keep the answer simple.

It’s an underlying strategy that’s applied right
across your business. It’s basically the foundation on
which everything else is built.

What you’ll discover, as we go through the book
together, is that these Secret Success Strategies are not
the typical things most business owners do. You won’t
find them spelt out clearly in any ‘traditional’ business
book or at any ‘conventional’ industry seminar. So be
prepared. Many of them will shatter your existing beliefs,
assumptions, and pre-conceptions and might even make
you feel a little uncomfortable until you get used to them
...  but  don’t  let  that  put  you  off  because,  as  you’ll
discover when you try them, they work!

I can’t stress enough at this stage, how important it
is that you take action … but remember you can’t do
them all at once, so the key lesson at this stage is this ...
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As you read the book, just make sure you
understand the principles, and we’ll look at how you
turn them all into an effective action plan at the end.

What will surprise you, as you read through each
Secret Success Strategy, is how few of them you’re
actually using at the moment and that means, I’m
delighted to say, the Secret Success Strategies are  a

massive, massive
O-P-P-O-R-T-U-N-I-T-Y for  you  to

not only ensure the survival of your business but grow
your business into something you can feel proud of ... so
let’s get started.
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PART ONE

The Secret Success
Strategies.
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Secret Success Strategy No 1

Following The ‘Boy Scouts Code’

If you’ve heard of the ‘Boy Scouts Code’ you’ll
know one thing stands above all other things …

Be Prepared …

If  you’re  not  familiar  with  the  Scouts,  here’s
another well-used quote that tells the same story …

“If you fail to prepare, you're preparing to fail”

I truly believe in the power of this statement – and
so should you!

Talking of stories, here’s one that will help you see
what I mean.

I have a friend who used to play professional rugby
for Leicester Tigers - one of the most successful rugby
teams in Europe.

He  told  me  that  before  playing  each  match  on  a
Saturday afternoon, he would train 10 to 12 times
between Monday and Friday.

He would watch numerous videos of opponents’
matches with his team-mates.
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They would talk about the tactics they needed to
apply to beat this week’s opposition.
They were given strict diets and were told what
they could and couldn't drink.
They were told when to rest and when to sleep.

Preparation was a religion for him and the whole
team. This amounted to approximately six whole days of
preparation for an 80-minute match on a Saturday
afternoon.

They won 90% of their matches each season.
They won the league.
And they won the knockout cup competitions.

How successful do you think they would have been
if they'd turned up to the match on a Saturday afternoon
without all this preparation?

SUCCESS LEAVES CLUES!

So  it  goes  without  saying  that  you  must  be  this
clinical in your preparation if your business is to
continually thrive and grow at the rate you want it to.

Far too often I see business owners rushing in to
do things without planning and preparing. And then
they wonder why it doesn’t work!

Make no mistake about this – as long as you
prepare every strategy carefully – you will see a lot more
success.
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BREAK-OUT NOTE:

Being prepared is one thing, but knowing what to do and
how to do it is another. That’s why I always go through a
meticulous planning process culminating in an Action
Plan that uses the Success Clues.

The preparation would include…

A complete review of your existing business using a
     unique Business-Growth Audit

Existing customer and competitor research

Customer buyer analysis

Competitor Benefit Pile-Up

Staff/employee research

Review of existing marketing strategies

Development of the Action Plan

And much more…

You see, I ‘live and die’ by preparation. It really is
crucial that nothing is missed. Crucial that every possible
opportunity has been explored. Crucial that no stone is
left unturned.
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It’s this almost fanatical approach to preparation that
really does make the difference.
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Secret Success Strategy No 2

Discovering Your ‘Target Market’

Here are some profoundly important questions you
need to have answers to ... and so many small-business
owners don’t!

Who do you market to?
Who should you be marketing to?
Are they the same?
If so, was that planned?
If they’re not the same, why aren’t they?

These questions are so critical to the success of your
marketing programme that their importance to you simply
can’t be overstressed.

Why?

Because you can have the very best product or
service on the planet, with ...

The most attractive offer,
The lowest prices,
Lots of bonuses,
Personal attention,
And the best service available.

But if you offer your wonderful package to the
wrong market, you’re sure to fail.
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OUCH!!

On the other hand, let’s pretend for a moment your
package and your total offer isn’t as good as it could be.

Let’s accept for the sake of argument it’s just
average.

Let’s also assume that your prices are not the lowest
in the market but they are competitive. So  we’re
assuming for a moment you’ve got nothing special that
makes you stand out from your competitors.

But let’s also pretend you have got  a  great  list  of
prospects to market to, and it contains ...

Well-qualified prospects.
Highly motivated prospects.
Prospects with the authority and the ability (money)
         to buy.

The truth is that with that kind of list to market
to, it wouldn’t matter if your business was only
‘average’, you would still succeed!

Targeting your marketing efforts to the right people
can make or break your entire business and like most
small or medium-sized businesses you probably can’t
afford to get it wrong too many times, because getting it
wrong could drive you right out of business!

One of the best ways to make sure you’re marketing
to  the  right  group  is  to  go  back  over  your  records  and
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create a list of your current and past customers and
clients.

Why?

Because you already know the people in this group
are the right people to market to, because they’ve bought
from you before.

As an important side note … in the future you must
go further than just keeping a list of current and past
customers and clients. In future you must make it an
unbreakable rule that everyone who enquires about your
products or services, or who buys from you, should go on
a detailed, in-depth list.

You should capture, at the very least:

Their name,
Address,
Phone number,
Date of purchase,
What they enquired about,
What they bought,
How much they spent,
And if you’re using the internet, you should also try
         and get their e-mail address.

If you’re not sure who your target market is but
you’ve got a list of previous buyers, you can always send
out a Customer Questionnaire asking them for
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information that will help you discover who buys, what
they buy, and why they bought from you in the past.

Don’t forget to ‘motivate’ your list to respond
quickly to your questionnaire by offering them a nice,
juicy, attractive incentive for completing it and returning
it to you as fast as they can.

By analysing the information they give you, your
target market will become much clearer to you and your
chances of success will go through the roof.

When you’ve got a clear target market you’ll find
your marketing costs will be considerably less, and the
response rates you get to your marketing will be
significantly higher.

In summary ... You  can  waste  a  lot  of  time  and
money marketing to the wrong market and an awful
lot of small businesses do exactly that.

BREAK-OUT NOTE:

No matter what anyone tells you – your target market is
by far the most important element of your entire sales and
marketing.

Get this spot on, and anything is possible. Get it wrong,
and growing your business is harder and more
challenging than it really needs to be.
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Put another way, you can send a poorly written and
executed sales letter to the right people and get decent
results. Send a fabulous sales letter to the wrong people
and it will bomb. That’s why getting the target market
right has to be the first and most important element of
growing your business.

Just remember, EVERYTHING starts with the target
market. Nothing should ever be done until your niches
have been clearly identified.
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Secret Success Strategy No 3

Using All 3 ‘Business Multipliers’

If you drive a car you’ll probably know when you see the
word ‘Turbo’ it means your car is going to perform a lot
better!

Well using the 3 Business Multipliers has the same
effect on your business … it gives it a real boost. To grow
your business successfully and quickly, you must use all
three Business Multipliers, and use them simultaneously.

Do this consistently and you’ll be amazed at the results
you’ll start to see and it’s a sad fact that traditional
marketing either ignores or, even worse, doesn’t  even
recognise this fundamental principle.

Remember, that’s ‘good news’ for you because your
competitors are leaving an open goal for you.

Now  …  Each  Business  Multiplier  is  a  crucial  part
of the jigsaw that determines the size of your business
growth.

And each Multiplier must be combined to
produce the maximum results for you.

So what exactly are the ‘Business Multipliers’?

Let me share them with you.
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BUSINESS MULTIPLIER 1 - Lead Generation
(Getting more qualified leads/enquiries)

Lead generation is the lifeblood of any business.

You must have  a  system  in  place  for  generating  a
constant stream of high-‘quality’ leads (notice the
emphasis I put on ‘quality’) for your business.

Without these high-quality leads your business will
struggle to grow at the rate you want it to!

Why?

Because every business – no matter how good it is
– will lose some customers every year, for any number of
perfectly understandable reasons (and you need to know
that on average a typical business will lose 19% of their
customers per year).

To replace these lost customers, let alone get extra
customers, you first of all need to generate leads.

No leads mean no more new customers – it's as
simple as that!

Plus…

To grow quickly, you’ll need to maximise the
turnover and profit you earn from each of your customers
(Multiplier 3 – see below), and it stands to reason you’ll
need a steady influx of new customers to take your
business to the next level.
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Lead generation is the first part of this process and
is, of course, a crucial stage in the development of your
business.

BUSINESS MULTIPLIER 2 - Sales Conversion
(Generating more customers from your
leads/enquiries)

Once you've generated high-quality leads, your next
important job is to convert them into sales and new
customers.

Sales conversion is a simple system designed to
logically and predictably 'move' the new lead you
attracted in Business Multiplier 1 through to becoming a
new customer instead.

Surprisingly there are some easily identifiable steps
you can take which will help you increase your
conversion of leads into sales.

By  the  way,  I  want  you  to  notice  how  lead
generation and sales conversion are intertwined! There's
no point in being able to generate dozens and dozens of
high-quality leads if you can't convert them into
customers.

Equally, there's no point in being very good at sales
conversion if you can't generate any leads. These two
Multipliers go hand in hand!
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BUSINESS MULTIPLIER 3 – Customer
Maximisation (ethically getting as much profit out of
your customers as possible)

This includes five sub-sections…

Getting your customers to spend more.
Getting them to buy more frequently.
Getting them to refer their friends and family to you.
Getting them to stay loyal to you for longer.
Reducing the number of customers you lose.

So let’s assume you've managed to convert your
lead into a customer. Now you need to hold on to them in
order  to  maximise  the  amount  of  money  you  make,  and
will continue to make in the future.

Actually, Customer Maximisation is by far the
EASIEST and most rewarding Business Multiplier
because once you’ve got a customer it's much simpler to
sell them more and more products or services - as well as
getting a flood of referrals … if you know how!

Please understand Customer Maximisation is
completely DEPENDENT on both ‘Lead Generation’
AND ‘Sales Conversion’ working effectively.

The more customers you get – the easier you’ll find
it to generate an incredible amount of extra profit simply
by following up with a Customer Maximisation
programme.
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Customer Maximisation helps you quickly get the
most  profit  from  your  customers  for  the  least  effort  and
cost.

Can’t be bad, can it?

However,  as  I  said  to  you  earlier,  Customer
Maximisation  remains  a very neglected part of most
businesses, yet the amazing thing is that the results it
gives you are instant.

Something that has always amazed me is why most
of  the  small  businesses  I  see  rely  on  just one of the 3
Business Multipliers – do you have any idea which one
they go for?

You’ve probably guessed.... They rely on Lead
Generation and that’s just madness for 2 reasons.

1. They are throwing away 66% of their potential by
running on one cylinder rather than three.

2. EVEN WORSE, they’ve chosen the most difficult
and most expensive of the three multipliers as
their only way forward!

BREAK-OUT NOTE:

In effect, the three Business Multipliers are the
‘Foundation’ of  the Secret Success Strategies – if that
makes sense?
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Because the three Business Multipliers cover every
strategy you’ll apply to your business, they are extremely
important.

I see a lot of business owners and entrepreneurs being
very focused on generating leads or enquiries for their
businesses, but who then make the mistake of paying little
or no attention to sales conversion or maximising their
existing customers.

Can you see, by just making sure you focus on ALL three
Business Multipliers, just how much more successful
your business would become?

This isn’t rocket science ... this is understanding that your
business – any business  – ALWAYS has three elements to
it:

Lead generation,
Sales conversion,
And customer maximisation.

You ignore any one of these at your peril.
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Secret Success Strategy No 4

How To ‘Turbo-Charge’ ALL 3
Business Multipliers

Some cars have twin turbos and that means they can
go even faster. Secret Success Strategy number 4 shows
you how to bolt another turbo onto your business simply
by using the power of multiple marketing strategies
across all three Business Multipliers.

When you look you’ll see many business owners
use one, maybe two different strategies for business
growth and in most cases these are only lead-generation
strategies. As we agreed earlier, very few business
owners focus on sales-conversion and customer-
maximisation strategies as well.

Business owners who do this are actually making
two very expensive mistakes… Here’s an example of
what can happen when you get this wrong.

A few years ago in the USA, a law was passed that
banned the sending of unsolicited faxes (in the UK we’re
still okay, but there are fax laws in place even here).

Unfortunately there were many companies in the States
who foolishly relied on fax advertising as their sole
method of generating leads.

What happened?
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Many of them were wiped out literally overnight
because they didn’t have at least 3 other business-growth
strategies backing their primary source up.

The lesson here is to make sure you’re using as many
different strategies as you can to generate new customers,
because it adds real strength and stability to your
business.

But using multiple strategies right across the three
Business Multipliers not only gives you strength and
stability, it also turbo-charges your business and means
you’re maximising your sales and profits in every part of
the sales and marketing system.

It might help you to view each marketing strategy as a
separate income stream which needs to make you a profit
in its own right (you shouldn’t be doing it if it doesn’t
make you money, either short-term or long-term). Do this
and it means when you add another marketing strategy
to your business, you’re creating another income
stream … That’s what I call turbo-charging. Here are two
more reasons for doing this.

You make your business immune to other outside
forces beyond your control, such as new competitors
entering your market and even the state of the economy!

People are creatures of habit. They’ll happily respond
to certain marketing strategies (i.e. magazine ads) and not
to others (i.e. sales letters) – even if your message is
exactly  the  same. This means the more strategies you
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use, the more success you’ll see – because you’re offering
customers multiple ways of responding or buying!

Here’s an example. Dell, the computer giant, initially
built their business through direct mail. However, when
the internet arrived they were quick to add online buying
to their strategies. But they still have customers who
will only order via mail or telephone,  and  will never
order online. And conversely, they have customers who
will only order online.

If Dell for some reason stopped one of these channels,
what do you think would happen to their sales and
profits?

Think  about  this  for  a  moment.  I’m  almost  certain  you
have a preferred method of responding/buying. Well it’s
the same for your prospects and customers. You really are
limiting yourself if all you do is offer one or two different
ways of buying or responding.

Believe me ... if all you do right now is launch
half  a  dozen  strategies  in  each  of  the  3  Business
Multipliers, you will see an almost unbelievable
difference in your sales and profits.

BREAK-OUT NOTE:

Another of my favourite sayings is this…

‘The worst number in business is 1.’

This is true across many aspects of your business –
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Having only one supplier
Having only one payment method
Having only one main client or customer
Having only one marketing strategy!

If that ‘One’ thing stops working, for whatever reason –
you are putting your business under considerable
pressure. And you just can’t afford to do that.

That’s why it really is critical for you to have multiple
strategies working across the three Business Multipliers.
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Secret Success Strategy No 5

Maximising Your ‘Lifetime
Customer Value’

Another expensive mistake a lot of business owners
make is to base their marketing decisions on the profit
they expect to make from their first sale  to  a  new
customer.

Let me explain why it’s a mistake to only focus on
the first-sale profit …

To  give  you  an  example,  let’s  assume  on  the  first
sale a new customer pays you £1,000 of which 50% is
profit. This means you would appear to be making £500
profit from a new customer.

However, let’s also assume it actually costs you
£600 to generate this one customer (the cost of your
advertising). Looked at like this we can now see you’re
actually making a loss of £100 on each first sale.

Based on these assumptions, most sane people
would conclude that this approach wasn’t profitable and
would stop using it.

That’s how 99% of business people evaluate their
success – based on the profits they can get from the first
transaction  or  sale  ... and  as  I  said  before,  it  is  a  BIG
mistake.
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Why?

Because one of the great advantages you have when
selling most products or services is the profit you will
also make from repeat business, when customers keep
coming back for more.

Even if you sell a ‘one-off’ product or service, you
can still make a good profit because you can get new
customer referrals from your existing customers which
won’t cost you £600 so will  be profitable right from the
start.

You can also create joint venture relationships with
other businesses to sell non-competing products or
services to your customers and make good profits on
those sales.

All  this  means  your  new  customer  is  actually
worth much, much more to you than the amount of
profit generated on your first transaction.

This extra value is what’s known as ‘Lifetime
Customer Value’ but  it’s  a  fact,  very  few  business
owners  know  about  it,  let  alone use it to drive their
business growth.

To put it simply, ‘Lifetime Customer Value’ is the
average profit a customer generates during the ‘Lifetime’
of their relationship with your business.

To help you get started with this, you can assume 5
years as  a  typical ‘Lifetime’ for a customer, but be
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warned ... this is only an assumption ... you need to find
out what your real customer ‘lifespan’ is as soon as
possible!

Now let’s use the assumption we’ve made to show
you the BIG difference this approach can make for you
…

Let’s say - to make it easy to follow - that another
new customer spends £1,000 on their first purchase but
they go on to spend the same amount with you every year
for five years, making their total spend £5,000.

Let’s also assume the same 50% profit margin,
making your profit over the five years, £2,500. Now take
away the £600 you spent getting your customer in the first
place and you’re left with a ‘Lifetime Customer Value’
of £1,900.

Let’s really stress this point because it’s important
… In this example, you now know each new customer
is really worth a minimum of £1,900.

And remember ... these figures don’t include the
profits you get from any referrals the customer would also
bring you, or joint venture profit opportunities you might
be able to create!

Do you see the difference? All it takes is a simple
shift in your thinking, and you can leverage your business
so much that it astonishes your competitors.

And where does this leverage come from?
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Well, now you know what each customer is really
worth to you, it means you can actually afford to spend
more money attracting new customers in the first place.

This is where the real magic of creating ‘Irresistibly
Attractive Offers’ (which we’ll talk about later) comes
into play.

The ‘Irresistible Offers’ you create make it
impossible for your prospective leads to ignore you, and
as a result you rapidly increase the number of customers
you’ve got.

BREAK-OUT NOTE:

As you’ve probably realised, ‘Lifetime Customer Value’
conveniently fits into Business Multiplier 3.

The good news is, when you calculate the Lifetime Value
of a customer and you use the extra money you now
have to pay for irresistible offers, you’ll find you can
transform the success of your lead generation (Multiplier
1) and sales conversion (Multiplier 2) as well.

‘Lifetime Customer Value’ is one of the few strategies
that will work for you across all 3 Multipliers. That’s why
it’s one of the most potent weapons you can use.

.
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Secret Success Strategy No 6

Understanding Your ‘Unique
Perceived Benefit’

‘Unique Perceived Benefit’???

It’s not a phrase most of us have heard of so you’re
probably wondering what a Unique Perceived Benefit
(UPB for short) is.

It’s simple really. A UPB is just a statement that
makes your business stand out from the crowd and be
DIFFERENT from your competitors in the minds of
your customers and prospects.

Wouldn’t it be great if your business ‘stood out
from the crowd’? Of course it would!!

Your UPB can easily be the one thing that makes
the difference between a very successful business and
one that never reaches its potential!

Occasionally your UPB can be obvious – but in
most cases it needs to be created.

Once you’ve done that, you just need to spread the
word clearly and consistently in a way your marketplace
can’t ignore.

I can't stress enough how important this is to
you.
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How can you expect your prospects or customers to
be able to choose you, over and above any of your
competitors,  if  they  can't  quickly  see  what  it  is  you  do
that’s so unique and so right for them?

Outstanding businesses have been founded on a
UPB alone.  For  example,  here's  one  that’s  very  well
known …

"Red hot pizza delivered to your door in 30
minutes or less – or it’s FREE."

Tom  Monahan  of  Domino’s  Pizza  created  one  of
the most successful fast-food franchises in the world from
the strength of this UPB. Take a moment to notice the
clever things Tom did with his UPB ...

Notice he doesn't say ‘the best-tasting pizza’...
Domino's pizzas are good, but not the best you can get -
what he focuses on is what HIS customers (niche)
really want.

His customers (students living in a 30-minute radius
of  each  Domino’s  outlet)  often  buy  on  impulse  so  they
want ‘food’ delivered quickly, and food that is hot!

Of course they want their pizza to taste good ... but
they’re prepared to ‘accept’ a slight lower quality for the
benefit of having their hot pizza delivered quickly!
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Notice that your UPB is  NOT  about  what  you  do.
It’s about what you can do for your customers.

To create yours, simply …

Find out what your customers want
Find a way to give it to them ...
Then create a simple, easy-to-understand motto,
catchphrase  or  statement  ...  AND  REPEAT  IT
OVER AND OVER AGAIN, UNTIL IT
BECOMES WHAT YOUR BUSINESS IS
KNOWN FOR!

Please Note:

Having a UPB is not the same as having a
USP.  A  Unique Selling Point is great in
theory but in reality most of us don’t have
something that ‘unique’ to shout about.

Your  Unique Perceived Benefit is quite
different, much more powerful and the
easiest way to create one is to combine a
powerful offer with a strong guarantee.

Have a look at the Domino’s Pizza UPB
again and you’ll see what I mean.

A powerful offer ... “Red hot pizza delivered
to your door in 30 minutes or less” –  A
strong guarantee ... “Or it’s FREE”
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Can you think of a powerful offer, or
promise, you could make to your customers
that you’re prepared to guarantee?

If you can ... you’ve just found your UPB!

Here are some additional benefits using a strong
UPB can give you.

A strong UPB stops you being seen by your
customers and prospects as being the same as your
competitors. This is critical.

Why?

Well, if you’re not seen as different ... what do you
think becomes the most important factor prospective
customers base their choice on?

That’s right – price!!!

And we all know a price war ends up with shrinking
profit  margins  and  more  and  more  stress  ... In the long
run unless you have very deep pockets it’s hard to win
a price war.

This is why it’s such great news that as soon as you
create a fantastic, powerful, punchy UPB for your
business, you automatically take yourself out of the
‘price war’ and into the nirvana of higher prices/fees.

I appreciate some of you might feel trapped in a
really price-sensitive market and would really struggle to
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charge more. If this is the case, a strong UPB still helps
you.

When you create one, you’ll find more people
choosing you simply because you appear to be offering
more for the same price ... YOU CAN’T LOSE WITH
A POWERFUL UPB!

BREAK-OUT NOTE:

It is extremely rare to meet a business owner who has a
clearly planned and thought-out UPB.

Once again this plays to your advantage.

 If everyone is doing it – there would be no competitive
advantage for you.

It’s like several years ago when personal injury solicitors
and claims management companies started advertising in
the UK.

Claims Direct were the first to say ‘No Win – No Fee’,
but soon everyone followed. So even though in the early
days Claims Direct had a powerful UPB, it wasn’t long
before everyone was saying the same.

So what was once unique is now common and the power
has gone.
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That’s why you also need to be continually evaluating
your UPB and if you need to change your promise or
your guarantee it’s easy enough to do.

Having said that, the Claims Direct story is very rare, so
the trick is to create a UPB that would make it difficult,
almost impossible, for any of your competitors to imitate
or copy.

42



42

Secret Success Strategy No 7

Discovering ‘The Perfect Price’
In my experience, many businesses charge too little

for their products or services. Discovering the ‘Perfect
Price’ for your products or services is critical and when
you get it right you can make quick, sustainable, and
massive increases in sales and profits.

There are only two factors for you to consider when
setting your price ... Value and Profit.

The good news is, if you concentrate on giving
extraordinary levels of value – your profits will follow ...
just like night follows day!

It’s a fact that most people go about deciding prices in
one of 3 ways ... have a look and see if you’re the same!

When you set your prices...

Do you look at what your competitors charge and
base yours on theirs?
Do  you  base  them  on  the  level  of  confidence  or
self-esteem you have ... so you see yourself either
as ‘value-based’, ‘middle of the road’ or ‘top end’
... and set your prices to match your feelings?
Or do you do a mixture of both ...

All 3 strategies come under the banner of what’s known
as ‘price positioning’.
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Now you might be saying to yourself, “Isn’t ‘price
positioning’ what I should be doing?”

The answer is no you shouldn’t...  it’s the wrong way ...
the very wrong way!

Why? ...

Because when we look ... all the research
shows us that people rarely buy anything
based on price alone.

Yes ... there will always be a small minority
who will only buy the cheapest, but they are
in the minority.

What people really base their buying decision
on is ‘VALUE’.

And ‘price’ and ‘value’ are two very different
things!

Let me explain…

As a general rule, people automatically value your
product or service more, if you charge more (unless it’s
a commodity product like a gallon of petrol, a pint of milk
or a grow bag, for example).

The opposite is also true, charge less and your
product or service is valued less.
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This means if you charge too little, your prospects
will automatically assume you can’t be that good. Is that
want you want?

On the other hand, if you charge high prices you’d
better make sure your customers receive excellent value
from you – because that’s what they’ll expect.

Ultimately it shouldn’t be you who decides how
much people are prepared to pay, because it’s irrelevant
which price point you’re comfortable with.

The vital piece of information you NEED TO FIND
is the ‘perfect price point’ your customers are
comfortable with.

Also you NEED TO FIND ‘the perfect price
point’ to give you the biggest PROFIT (not just turnover)
over the lifetime of your customer’s relationship with
you.

Put simply ... There is a price you can charge for
each of your products or services - that’s almost certainly
not what you’re charging at the moment – which will give
you the maximum amount of profit over the lifetime of a
typical customer.

That’s the ‘perfect price point’.

The next thing to take on board is ... The only
way you can come to this ‘perfect price point’ is by
testing. In simple terms this means having one price for
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the first 10 customers, another price for the next 10 and
another price for the next 10.

You can then quite easily calculate which price
generates the greatest profit for you. Surprisingly it
doesn’t mean the highest price automatically wins.

What you may find is that the higher sales volumes
you can generate at a lower price will in the long run give
you more profits ... but until you test ... you’ll never
really know.

What I hope you’ve gained from this
chapter so far is this ...

As long as you provide real added value,
customers will be attracted to your business
and pay you happily for looking after them.

So please don’t make the mistake of thinking
that price is the main issue in the mind of your
clients or customers.

It’s not!

The only time price becomes an issue, is
when you and all your competitors are viewed
as the ‘same’.

Being seen as the ‘same’ is the real sin.

But when you take the trouble to give real
value to your customers – substantially more
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than your competitors – you leave them with
little  choice  but  to  choose  you  ...  and  often
they’ll be happy to pay you more than anyone
else as well.

Why?

Because they ‘value’ the ‘value’ you’ve
added!

Here’s a real-life example of a man who added
massive value to his customers’ experience ... took
himself out of the price war, sent his profits through the
roof and finally changed his life completely…

The  person  we’re  talking  about  is  a  very  skilled
professional wedding and portrait photographer ... but like
a  lot  us  who  are  good  at  doing something he  was
struggling to grow his business.

Why?

Because he was too busy taking ‘the perfect
picture’ to spend time working out ‘the perfect price
point’.

Does that sound familiar?

He finally saw the light and started applying the
‘the perfect price point’ and the impact it made was so
great ... he’s now retired and living in Dubai ... I told you
these strategies were powerful!
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Anyway ... Before he first started applying ‘the
perfect price point’ he was charging between £350 and
£450 for a wedding.

After just 12 months he was charging from £2,995
right up to £4,995 for his services.

I’m sure you’re wondering how the ****** did he
manage to do that.

I’ll tell you.

All he did was work like mad to find as many ways
as he could to add value to his services.

He’s living proof that when you build extra value
into what you’re offering you’ll often be surprised just
how high your ‘the perfect price point’ can climb when
you test it!

Here’s one last ‘perfect price’ point.

If you feel trapped in a really price-sensitive market
and forced to charge the same as the competition, it’s still
worth looking for low-cost and no-cost ways of adding
value to your product or service. When you do,
customers will flock to you because they are getting so
much more for their money.
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Secret Success Strategy No 8

Using Your ‘Laser-Beam Focus’
This chapter is short and sweet!

To get the best possible results with all your
strategies across each of the Business Multipliers, you
must be laser-beam focused on what each element in
your sales process has to achieve for your business.

Unfortunately many people get ‘clever’ and  try  to
achieve more than one result with each of their marketing
elements. This confuses your prospects ... and confused
prospects don’t take the action you want.

Let me explain …

Let’s assume you’re going to create and send a two-
page sales letter to your target market. Your main
objective for sending the letter is to generate qualified
leads. You’re planning on using a ‘Special Report’ as the
‘offer’.

That’s easy enough to understand, isn’t it? But
here’s where most people go wrong…

Remember, the main objective is to get qualified
leads by offering the Special Report as an incentive,
which means your letter needs to focus completely on the
Special Report and explain in a compelling way why
your prospects should respond.
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That’s your objective ... that’s all that matters.
Sounds simple, doesn’t it!

Sadly, what most people do, instead of keeping
their focus on the main objective, is to complicate
everything by trying to achieve several things at once.

They try to get an appointment or get their prospect
to  phone  ...  and  the Special Report becomes almost
incidental. By losing their laser-beam focus like this they
end up confusing their reader and significantly reducing
the response they get.

You’re not going to make that mistake any more,
are you ... because you know fewer responses mean
fewer sales!

You know you’ve got to keep your message simple
and keep your laser-beam focus on achieving one
objective with each of your marketing pieces.

You know you mustn’t get clever and confuse the
issue because confusion in the mind of your prospect or
customer results in NO ACTION.

BREAK-OUT NOTE:

This clue magnifies the success of EVERY single strategy
you launch and use for your business. Believe me, it’s
very easy to lose track and try and achieve more than one
thing with your individual marketing strategies.
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A little trick I use when creating a strategy for any
business is to write out in big bold letters on a piece of
card exactly what the single most important objective is.
This gives clarity. This ensures if you ever stray off-point
you can quickly come back to the main goal.

And prior to this each chosen strategy has a single main
objective attached to it – to ensure complete clarity.
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Secret Success Strategy No 9

Learning To ‘Educate and
Articulate’

Here’s another expensive mistake that lots of
business owners make. They assume their prospective
customers will make choices based on a small amount of
information.

Sometimes, it’s true they will, but in the majority of
cases your prospects need more information to be able to
act decisively, and choose you instead of your
competitors.

I’m sure you’ve heard the saying “The more you
tell ... the more you sell” ... well in nearly every case ...
it’s true!

So understand this. When a customer is thinking
about buying something from you (whether they are
consciously aware of it or not) one, or a combination, of
the following thoughts will be going through their heads
…

“Do I want this?”
“Will it solve my needs or problems?”
“Am I comfortable buying from you?”
“Is this the right place to buy from?”
“Are you the right person to buy from?”
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“Is this the right price to pay?”
“Is this the right time to buy?”
“How do I pay for it?”
“What if this product or service isn’t right for
me?”

“What if I don’t like it, or I don’t want it?”
“What if I change my mind?”
“How can I be sure I’m getting the best value for
the money I’m about to spend?”

“Why should I do business with you, instead of
any and all other options I have… including
doing nothing at all?”

“What are the mistakes other people make when
buying this type of product or service?”

“How can I avoid making those same mistakes?”

Now what do you think happens if you don’t have
answers to all these thoughts and feelings flying around
inside your prospective customer’s head?

That’s right ... They will go to someone else.

It goes without saying that in order for you to get
BIG increases in sales you have to ‘educate and
articulate’.

Which means you have to spell out simply and
clearly why ...

You charge less,
You charge more,
It performs better,
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Lasts longer,
Is easier to use,
More reliable,
Safer,
Greener,
More flexible,
More attractive,
Easier to dispose of,
Better value…

the list could go on ... and on ... but I’m sure you get
the point!

If you’re still in doubt, go back to the list of
thoughts and questions I gave you a few moments ago
and use  them as  a  prompt  to  create  your  own list  of  the
points you need to have answers for.

By  the  way,  the value of that list of thoughts and
questions that help you understand how to place your
product or service in your customer’s mind ... is worth
1000 times any investment you’ve made in buying and
reading this book, so make sure you go back and really
study it, because this information is important – really
important.

It provides the rationale behind your prospects’
decisions and helps cement the sale.

Often, we think that if we say too much it will bore
people, or turn them off.
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Nothing could be further from the truth.

Tests have proven time after time, that as long as
someone is interested in a product or service, they’re
willing to digest large amounts of information – as long
as the information provided is interesting, informative
and relevant.

The more relevant information you provide, the
easier it becomes for your prospects to make an informed
decision.

And  as  long  as  you ‘Educate And Articulate’
you’ll generate many more sales for your business than
ever before.

BREAK-OUT NOTE:

I think this is one of those things that almost every
business owner fights me about. It just goes against the
grain and doesn’t seem logical that to sell more you have
to say more and write more.

BUT IT IS!!

The key, though, is to make sure at every stage of the
sales process (lead generation through to sales
conversion through to customer maximisation) you are
answering all the possible questions, doubts, concerns,
and potential frustrations a prospect or customer may be
having.
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That doesn’t mean you should go mad and educate and
articulate for the sake of it. Less is definitely more, but
you need sufficient information to cover all the bases.
What I mean by this is, if it only takes one paragraph to
get the job done, fine. Don’t write two.

If it takes two pages to get the job done – fine, don’t write
four. If it takes 12 pages to get the job done – then 12
pages it has to be, but not a word more.

Does that make sense?

If you ask ‘how long should it be?’ – the answer is always
– ‘as long as it takes’.

Also please remember, you don’t have to give all the
information at each stage of your ‘sales cycle’.

As you read earlier, one of the Strategic Success
Strategies is called ‘Laser-Beam Focus’. This means, for
example, if you’re writing a lead-generation advert, the
purpose is simply ‘to generate good-quality enquiries’.

The information you provide only has to generate the
enquiry by giving all the reasons WHY a prospective
customer should respond – nothing else is relevant.

Nothing!

It’s only later where you may need to give more
information about your product or service.
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So when working with business owners, I not only
understand the importance of ‘Educate and Articulate’, I
also know how to apply it and in what ‘quantities’. There
are a number of rules I use to make this whole process
more scientific, and of course I apply the rules at each
stage of the sales cycle.
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Secret Success Strategy No 10

 ‘Adding Sizzle To Your Steak’
You've probably heard what I’m about to share with

you a thousand times but I make no apology for saying it
again.

In your marketing you should talk about the
‘benefits’ your customers will get from using your
product or service and not its features ... yet everyone
persists with trying to sell by using features.

People don’t buy features – they buy ‘benefits’ ...
or ‘what’s in it for me’.

We’ve already established that to maximise your
sales  and  profits,  you  need  to ‘educate and articulate’
your message, but you have to do it in a way that explains
the ‘benefits’ so your prospects find your message
irresistible.

This is what I call ‘Adding Sizzle To Your Steak’.

The good news is, despite what you might think, it’s
relatively simple to do. Try this simple exercise and see
for yourself.

Write a list of all your features and then underneath
each  one  simply  write ‘which means’ ... and then
describe the matching benefits.
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You’ll find turning features into benefits in this way
will  be  easy  to  do  and  well  worth  the  time  it  takes.  To
show you what I mean, let’s take two examples and you’ll
see how it’s done…

First, let’s take something basic you’ll find in every
office like ... a desktop hole punch (if we can get four
benefits out of a very basic inanimate object like this, you
should be able to list lots more for your product or
service, shouldn’t you!)…your features and benefits list
might look like this:

Feature: The hole punch is made of hardened
steel.

Benefit: Which means ... It will last forever. You
will never have to buy another one as
long as you live.

Feature: The base has a plastic cover.

Benefit: Which means ... The base collects all
the punched-out paper, which ensures
your desk stays clean no matter how
often the punch is used.

Feature: The plastic base cover is removable.

Benefit:  Which means ... Once the punch is full
you simply clip off the base and place
the excess waste into your bin. Easy to
empty and it leaves no mess.
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Feature: The punch has a plastic guide for your
paper.

Benefit: Which means ... You simply adjust the
sturdy guide to the size of paper you
want to punch and you’ll get perfect
results every time.

Do you see how we’ve made the hole punch come
alive by using this simple process? It’s gone from being a
boring object we take for granted ... to something we can
respect, value and appreciate.

Now let’s take this to the next level by doing the
same exercise on a typical professional services business
like an accountancy practice. Here are 3 bog-standard
accountancy-practice features turned into powerful
benefits...

Feature: Free advice line.

Benefit: Which means ... You can get proven
business advice without paying for it!

Feature: A wide selection of services.

Benefit: Which means ... You only have to
choose the services that suit your
specific circumstances – therefore you
only pay for what you need and want.
There’s no waste!
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Feature: Open late on Wednesdays.

Benefit:  Which means ... You can come and see
us after work for no extra charge.
Perfect if you’re very busy or you just
can’t get out of the office through the
day. We make it easy for you!

How do you feel now you know you can take the
basic, everyday, run-of-the-mill features you and all your
competitors have probably been using for years and turn
them into something special that makes you stand out?

Do you see how ‘Adding Sizzle To The Steak’
makes  a massive difference and it’s a real opportunity
for you because as we said earlier very few, if any, of
your competitors will be doing it!

Here’s another tip to make even more of this simple
idea.

Once you’ve done this for your service or product,
it’s a good idea to write each benefit on a small postcard-
sized card so you can arrange them in order of
importance, ready for all your marketing strategies!

BREAK-OUT NOTE:

Remember the ‘Unique Perceived Benefit (UPB)’ we
talked about in chapter 6?
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Part of the UPB creation process I go through with my
clients involves running a workshop.  During the UPB
Workshop the first thing we do is create a massive list of
all your features then pick the main ones and convert
them into benefits.

You won’t be surprised to know that this process often
uncovers some really great UPBs.
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Secret Success Strategy No 11

Using The ‘Slippery Slope’
This Secret Success Strategy will amaze you.

I actually think this is one of THE most important
principles you can learn (all the Secret Success Strategies
are special ... but this has extra importance).

Here’s why…

The ‘Slippery Slope’ principle is focused on
getting as many qualified prospects as possible to raise
their  hands  and  say  to  you, ‘I’m interested in your
products or services.’

The key is to make that first time when they step
out onto your slope as painless, risk-free and easy as
possible.

One  of  the  best  ways  of  doing  this  is  by  offering
free ‘Special Reports’ and ‘White Papers’ on subjects
that your prospects will find irresistible.

This method does three things.

First ... It will only attract the right target market
and save you wasting time and money on time-wasters
and people with no interest.
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Second ... It allows you to position yourself in the
minds of your target market as an ‘expert’ so by the time
they take the next step, the most difficult part of your
job is already done.

Third ... It allows you the chance to over-deliver on
the promises you made when you offered the report.
When you do you’ll find it builds massive trust and
makes your prospect far more likely to carry on down
your ‘Slippery Slope’.

By the way, do make sure you over-deliver and
your report is packed full of valuable information ... Let
me stress this point so you really get it ... it’s essential
to ‘give away’ lots of really valuable information in
the beginning.

Remember, giving great value up front, and proving
you’re an approachable expert at the same time, lubricates
your ‘Slippery Slope’ beautifully.

Once you’ve got them on the slope in a grateful and
trusting frame of mind, it’s easy to tempt them further
with free samples, free trials and irresistible offers that
literally stop them thinking about ever wanting to climb
back to the top.

Just keep making it hard for them to say ‘No’ to
the next step.

What you’re doing, by being so good to them, is
almost ‘forcing’ your prospects to become customers.
They can’t stop themselves – they don’t want to stop
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themselves, so they keep sliding down the slope until you
find you’ve got another lifelong valued customer at the
bottom!

The result is many more loyal customers, which in
turn means greater sales and profits.

This all sounds very simple, but this one shift in
thinking will propel your business forward so quickly
you’ll wonder what you’ve been doing before.

Let’s spell it out step by step.

The ‘Slippery Slope’

Step 1

Make  it  very  EASY  for  prospects  to  ‘step  on  to  the
slope’ – giving away free special reports and white
papers is an extremely successful way of achieving
this.

Step 2

Next, when you send out your Special Report to prove
you’re an expert who can be trusted, make sure you
include a special offer to ‘sample’ your products or
services.
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Step 3

When your prospects take you up on your special
offer to ‘sample’ your products or services, you then
send an ‘Irresistible Offer’ which almost ‘forces’
prospects to buy.

Result

Many more prospects convert into customers.
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Secret Success Strategy No 12

Creating ‘Salesmanship-In-Print
Advertising’

In 1905 a relatively unknown copywriter called John E.
Kennedy sent a note to A. L. Thomas, the head of the
very successful Lord & Thomas advertising agency.

The note read…

“I am waiting downstairs and I can tell you
what advertising is.

I know you don’t know.

It will mean much to me to have you know
what it is and it will mean much to you.

If you wish to know what advertising is, send
the word ‘yes’ down by the bell boy” –
signed, John E. Kennedy.

The note would have ended up in the dustbin
if Albert Lasker had not been in the office.

Unknown to Kennedy, Lasker had been
searching for the answer to that question for
seven years.
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Lasker was the rising star at Lord & Thomas, the
third largest ad agency in the world. At the age of 24, he
was made a partner and was paid $52,000 (an absolute
fortune in those days), yet, despite his success, he knew
deep down he didn’t know what advertising was. Neither
could he find anyone else who knew either.

Lasker, starving for an answer, read the intriguing
note and was quick to summon Kennedy up to his office.

In  that  historic  meeting  three  words  were
whispered. Three words that changed the face of
advertising forever.

Those words were…

‘Salesmanship-In-Print’

The concept was so basic and so effective that no
one since has been able to improve on it.

As David Ogilvy said in his brilliant book, “Ogilvy
On Advertising” (1985) ... ‘Albert Lasker made more
money than anyone in the history of the advertising
business and “Salesmanship-In-Print” made millions
for the clients of Lord & Thomas and catapulted them to
the top of the advertising world.’

The real proof can be seen in real-world results.
It’s a fact that the principle of ‘Salesmanship-In-
Print’ has been behind some of the most successful
business people in the world.
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And now it’s your turn to get the benefit!

I’m sure you agree in an ideal world the best
chance you have of selling anything to anyone is ‘face
to face’.

When you present your product face to face you can
listen to the needs and problems of your prospect, see
how they are responding and craft your sales presentation
to hit their ‘hot buttons’.

The drawback with this perfect approach is, it
would cost too much and take too much time to meet all
your prospects face to face.

What’s your alternative?

Well, it is possible to reach hundreds, thousands,
even millions of your prospects or customers with a
number of marketing strategies (such as
newspaper/magazine advertising, sales letters, etc.).

But there’s a problem with this approach we need to
think carefully about.

We’ve agreed already, haven’t we, that a well-
thought-out sales presentation conducted ‘face to face’ is
the best way to generate sales, so why do people insist on
changing that basic approach just because they’re using a
different medium (advertising or direct mail, for
example)?

I  don’t  know why ...  but  I do know that’s exactly
what they do.
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You see it happening time and time again.

People who are good at selling, suddenly go off and
either create conventional ads – or have ads created for
them – that are no better or effective than a bog-standard
common or garden business card.

That’s  why  so  much  money  is  wasted  in
advertising and direct mail. The ads or letters simply
don’t sell. They don’t use ‘Salesmanship-In-Print’ to
achieve the desired result.

In fact, when you use the ‘Salesmanship-In-Print’
principle for all your marketing strategies, you’re actually
in an even better position to achieve great results
consistently,  than  you  or  your  best  salespeople  can
achieve face-to-face!

Why?

There are several reasons …

Your ‘Salesmanship-In-Print’ strategy never gets
sick

Your ‘Salesmanship-In-Print’ strategy is never
late

Your ‘Salesmanship-In-Print’ strategy doesn’t
take breaks

Your ‘Salesmanship-In-Print’ strategy keeps
selling 24 hours a day, 7 days a week
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Your ‘Salesmanship-In-Print’ strategy gives the
perfect presentation every time

Your ‘Salesmanship-In-Print’ strategy attracts
your prospects like bees to honey and ‘forces’ them
to respond

Your ‘Salesmanship-In-Print’ marketing strategy
is like having hundreds, thousands, even millions of
perfect salespeople continually making faultless
presentations to your prospects or customers.

Get this right and your ‘Salesmanship-In-Print’
strategies will make you rich.

BREAK-OUT NOTE:

When you appreciate the best way to sell anything is face
to face, everything suddenly seems very clear.

It’s obvious you can’t get people to buy from you if you
don’t give a well-delivered presentation, and as long as
that principle is carried through in all your marketing
strategies, your success is virtually guaranteed.

When coupled with the next clue ... ‘Direct-Response
Advertising’ ... your advertising becomes an incredibly
successful strategy to use.
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Secret Success Strategy No 13

Only Using ‘Direct-Response
Advertising’

This  is  a  massive  topic  in  itself  –  however,  you  must
understand the difference and importance of using
‘Direct-Response Advertising’ as opposed to ‘Brand
Advertising’, ‘Image Advertising’ or ‘Institutional
Advertising’.

What is the difference?

Institutional, Image and Brand Advertising is the
stuff you see every day. It’s all around you.

It doesn’t sell anything directly – rather, it promotes
the company in an effort to increase name awareness and
familiarity with the ‘brand’ and what it stands for.

You’ll know an institutional ad when you see it
because it will probably have …

The company name as the headline at the top of
the ad…
Very little if any compelling copy in the ad …
A list of products or services provided by the
company…
Lots of white space…
No incentive to call now, and so on ...
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Here’s a simple way I can prove my point about just
how confused most business owners are about what their
advertising is trying to achieve.

Just go and pick up your local copy of the Yellow
Pages® Directory ... do it right now... when you’ve got it,
have a flick through and pick any page you like.

What do you see?

That’s right, institutional ads all over the place.

The sad thing is the companies running those ads
are throwing away thousands of pounds every single day.

You’d think the large advertisers such as Nike,
Coca-Cola, the major banks, and other institutions would
know better, but again they nearly all use institutional
advertising.

This type of advertising is wasteful and not very
effective unless you’ve got a massive marketing
budget, so why do they do it?

Because they think that as long as the company is in
the  minds  of  the  prospects,  when  and if they eventually
decide to buy the type of product or service offered,
they’ll remember the ad and then proceed directly to buy
that particular brand.

Now to be fair, the companies with massive budgets
will eventually produce results but to small and medium-
sized organisations, just like yours, that have to watch
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every penny, the institutionalised advertising approach
can be, and almost always is, catastrophic.

What your advertising must do is sell. It’s as
simple as that.

How will you know if it’s being effective?

Because, when you design your advert that sells,
you’ll do it in a way which forces customers to ‘respond
directly’, to get what they want. They might have to visit
a  website,  call  a  ‘hotline’  phone  number,  or  fill  out  a
coupon and send it in.

All you then do is measure the website hits, the
phone calls to the ‘hotline’, or the number of coupons
sent in and you’ll know if your advert has worked or not.

It’s that simple.

I guarantee as soon as you start writing direct-
response advertising which has …

A powerful headline …
Large amounts of copy written in a very personal
style …
A full list of benefits …
Some testimonials …
A reason to call now …
A free bonus for calling …

you'll notice a dramatic increase in the response
levels you get  - and your profits will go through the roof!
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BREAK-OUT NOTE:

It won’t surprise you to know I’ve discovered over the
years just what it takes to create a ‘perfect’ direct-
response ad.

What may surprise you is that there are a number of
relatively basic fundamentals which, if applied, almost
guarantee the success of an ad.
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Secret Success Strategy No 14

Using The ‘Prospect Follow-Up
Ladder’

What  would  you  say  if  I  told  you  that  with  a  little
more persistence, you could convert up to five times as
many more prospects into customers – would you believe
me?

Of course you would!

And that’s the result you’re going to get when you
start using the ‘Prospect Follow-Up Ladder’.

Let me explain…

The ‘Prospect Follow-Up Ladder’ is the system
you should use to keep in contact with your prospects to
increase the chances of them converting into customers
by up to 500%.

It’s an important part of the ‘Sales Conversion
System’ we talked about in Business Multiplier 2 (if you
remember) and it’s designed to ensure you convert a
higher percentage of your good-quality prospects into
profit-earning customers.

The great thing for you about Prospect Follow-
Up is that very few of your competitors are doing it.
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Some interesting research has been done on the
quality of follow-up that happens in the real world.

When you look, I’m sure you’ll start to see the
opportunity it gives you to get ahead of your competitors.

A recent study conducted by Performark showed
how few companies follow up properly or even at all.

They found that out of 10,000 advertising
enquiries – 22% never received the information
they requested, 45% received the information
more than 65 days  after  their  request,  for 12% it
took more than 120 days  to  receive  their
information, and 87% were never contacted by a
sales representative.

A recent study by Thomas Publishing Company
showed that most salespeople give up too early,
regardless of the industry.

According to the study, 80% of sales to business
are made on the fifth sales call, but only 10% of
salespeople call more than three times.

A recent study conducted by Tom Rayfield, a UK
direct-marketing expert, showed that companies
are very poor at follow-up. Taking 200 randomly
selected advertisers, he replied to them all to
measure follow-up responses.
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To his amazement, the average time taken for
people  to  reply  to  him  was  eight  days,  and 17
companies (8.5%) didn’t even bother to reply!

Dr Jeffrey Lant, the renowned marketing and
research consultant, reasons that most buying
decisions are made after seven contacts over an
18-month period. He calls this the ‘Rule of 7’, and
many more studies support this.

The important thing for you to remember is you
must make  a positive impression on your prospect at
each point of contact. (These points of contact are called
‘Moments Of Truth’ and we’ll be looking at them in
more detail later.)

By doing this you speed up your sales cycle and
keep more of your prospects engaged in it ... resulting in
more sales.

Remember that eventually, if you keep your
communication positive, relevant, interesting, friendly
and value-driven, you’ll make it virtually impossible for
your prospect to refuse you.

But… and it’s a big BUT... if even one of your
points of contact is a less than positive experience for
your prospect, you’ll make it harder to close the sale.

The ‘Prospect Follow-Up Ladder’ is a basic but
very important Secret Success Strategy for you to apply
and understand.
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BREAK-OUT NOTE:

I’m sure you’ll agree with me when I say this Secret
Success Strategy and the research that backs it up is an
astonishing opportunity for us to grab the business our
competitors are wasting.

What it basically means is this – if all you do is follow up
with your prospects in a sensible way, and make sure
each point of contact enhances their experience with you
(Moments Of Truth), you’ll win more business.

The key to follow-up is using the right medium (letter, fax,
e-mail, in-person, telephone, etc.) at each point of
contact.
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Secret Success Strategy No 15

Following ‘The Moving Parade’
Selling your products or service successfully is all

about timing.

Just because someone isn’t interested in buying
today, it doesn’t mean they aren’t going to be interested
tomorrow or next week.

This is the key lesson from ‘The Moving Parade’
Secret Success Strategy. Let me explain.

Let’s pretend for a moment, whether it’s true or not
... you’re really happy with your car and you’ve got no
intention of changing it.

It’s  fair  to  say  that  every  advert,  mail  shot  or  any
inadvertent contact you have with a car dealer or car
manufacturer is going to be of passing interest to you.

This means ... letters from car dealers will probably
go in the bin without a second thought, often branded as
‘junk mail’.

You’ll probably ignore the car adverts and articles
when you pick up your newspaper.

When  the  car  ads  come  on  TV...  you  won’t  really
take any notice.
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You’ve got the picture... you’re not in the market...
you’re not interested ... so all the efforts of the marketers
to attract your attention are simply filtered out by your
subconscious mind.

You just don’t see them.

Now imagine it’s three months later.

You’ve  just  got  a  new  job  and  a  generous  car
allowance goes with it.

You’re in a position to afford something better, and
you’re going to be doing a lot more travelling. Are you
now going to be interested?

You bet!

Suddenly every mailing, advert, or communication
to do with cars of the type you’re thinking of getting will
be noticed by your subconscious and brought to your
attention.

You’re ‘in the market’ for  a  new  car,  you’ll
probably find you’ve got an insatiable appetite to find out
as much as you can (remember Educate & Articulate?).

This happens every single day when people are
buying products and services.

If you don’t keep in touch regularly with your
prospects and customers you’ll never get ‘lucky’ with the
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timing – people move in and out of the market, depending
on changing circumstances.

By keeping in contact at least once a month, the
chances  that  you’ll  hit  the  prospect  at  the  right  time  are
increased tenfold. You will cause yourself to get
‘LUCKY’!

Do this one thing and your sales and profits will
increase.

Please don’t take this point lightly. It’s part of the
reason the ‘Prospect Follow-Up Ladder’ is so powerful.

Taking advantage of The Moving Parade is one of
the simplest yet most rewarding marketing strategies you
can apply to your business.

BREAK-OUT NOTE:

This really is as simple as making sure you keep on
offering your products and services to your prospects and
your customers.

In terms of your prospects, obviously the key here is to
make sure you have carefully selected your target or
niche market(s) – we’ve discussed this already at length.

Then it’s only a matter of timing the point when a
prospect will be ‘in the market’.
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By continually keeping in touch with your prospects,
you’ll always be there to step in and take advantage of
their changing circumstances…

Circumstances like...

Their existing supplier lets them down in some way,
forcing them to change suppliers

They have a disagreement with their existing supplier,
making the relationship uncomfortable and forcing
them to change

Their existing supplier takes them for granted and
showers his attention on getting new customers so
they feel neglected and leave

Their personal circumstances change
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Secret Success Strategy No 16

Using Lots Of ‘Social Proof’
First let’s answer the question ... what is ‘Social

Proof’?

Basically it’s a psychological trigger that’s inherent
in all of us. It’s been present in the gene pool since before
we evolved into human beings ... because nearly all
animals use ‘Social Proof’ to find food, and company,
and to find safety!

That ‘Social Proof’ works so powerfully in humans
is  down  to  the  simple  fact  that  this  instinct  to  follow  -
without conscious thought - the behaviour of other people
who we trust, respect or believe are like us is hard-wired
into our subconscious.

We just assume if other people are doing
something, it’s safe, profitable or wise for us to do it too!

You see this most when we are in an uncertain
situation.

To  show  you  what  I  mean,  let’s  say  you’re  a
football fan and you’re looking for the entrance to a
stadium you’ve never been to before. You see a crowd
heading in one direction so you assume that means they
are going towards the entrance too and you just follow ...
you don’t even analyse it.
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People who buy shares in a feeding frenzy when
prices are rising rapidly and who sell shares in a panic
when prices are falling, are basing their decisions on
‘Social Proof’.

‘Social Proof’ has an even stronger effect when we
are influenced by people who we have a connection with,
or people who we perceive to be similar to us.

It’s a fact that EVERY single person in the world is
continually being exposed to Social Proof, so the $64,000
question is ... how can you use it in your marketing?

How can you use ‘Social Proof’ ethically to
influence your prospects and customers to buy from you
and to keep buying from you? Actually it’s quite easy,
you’ll be pleased to know.

Here are the elements of ‘Social Proof’ you can
use…

Testimonials – The more relevant they are to the
people you’re targeting – the stronger the ‘Social
Proof’ effect will be. The more detail there is in
your testimonials – the stronger the ‘Social Proof’
effect will be.

Case Studies – Again the more relevant the case
studies are to your target market, the better your
results will be.

Evidence – Mention in your marketing how many
people have already bought (be exact, don’t use
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rounded figures because that sounds like you’ve
made it up). Tell them, the people who have
bought ... are ‘just like you’.

Use Association – You don’t even have to say,
‘Look, these people have bought it – so should
you.’ Simply saying things like ‘Here are some of
the people who are already on board’ creates
strong Social Proof.

Create ‘Community’ – Strive to create a ‘group’
or ‘community’ of people within your target or
niche market(s). One of the reasons why Target
Marketing  works  so  well  is  because  you  can  talk
to your target market on their level, using their
language – you’re in effect creating a community
around your business and the services or products
you provide.

Figures And Statistics – The more ‘proof’ you
can use, the better for you. You must provide the
evidence to back all your claims up. Statistics and
figures about the industry you’re in really help to
add credibility to your ‘Social Proof’.

Endorsements – Using celebrity endorsements
(local celebrities work really well) is taking
advantage of ‘Social Proof’. It doesn’t even have
to be a celebrity endorsement. It could be anyone
that’s  well  known  to  your  target  market.
Endorsements work because people say, ‘If it’s
good enough for them – I’ll give it a try.’
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All these elements combine together to make social
proof a really powerful tool for you. Use them well and
watch your profits soar.

BREAK-OUT NOTE:

This ‘Strategy’ really is very important. If you can
demonstrate to your target market that other people ‘just
like them’ have already bought your products or services,
and then back up those statements with the things I’ve
described above, it really will give your sales and profits
a tremendous lift.
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Secret Success Strategy No 17

How To ‘Test, Test, Test Your Way
To A Fortune’

The principle we’re going to talk about now is
called ‘testing’. I do briefly mention it in another chapter,
but we’ll look at it properly here because it’s the best way
to minimise your potential losses and increases your
chances of success at the same time.

To explain why you must test, here’s a quote from
advertising legend John Caples…

“I have seen one advertisement sell 19 times
more than another”

This result was achieved through testing!

Let’s spell this out so we can make sure we
understand the significance of testing ... For the same
cost, one ad outperformed the other by a staggering
1800%.

It is amazing, isn’t it?

Now I’m not saying you’ll automatically achieve
similar increases in response and success for your
business, but I guarantee you’ll see big improvements ...
as long as you test.
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The key at this stage is to appreciate that your first
effort can always be improved.

When you have questions about what’s going to
work best in your marketing ... testing will give you the
answer.

When you get into the habit of testing all your
marketing and advertising strategies, even small
improvements can make a huge difference to your
sales and profits!

The four parameters to test that will give the biggest
increases in your sales results are…

Your lists (collection of names of
people/businesses you target)

Your headlines

Your offers

Your prices/fees

If you test nothing more than these four things, I
can promise your success will multiply!

WARNING WARNING WARNING!!

Before you rush out and start testing everything in
sight, there is one golden rule you must follow.
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ONLY TEST ONE ELEMENT AT A TIME.

This means, for example, if you have an ad you’ve
got consistent measurable results for, try changing the
headline first and keep everything else the same. If the
results improve, it has to be because the new headline was
better. If they get worse, go back to your old headline,
until you find one that gets better results.

Simple, isn’t it!

By  the  way,  I  mentioned  at  the  beginning  of  this
chapter that testing can help you minimise your losses as
well. Let me explain how, because it’s easy to lose money
with the wrong marketing.

Assume you’re about to spend £10,000 on  a  large
display advert in the Yellow Pages® and you took the
chance to test 5 different headlines using Google™
ADWords, which has a very similar response profile to
the Yellow Pages®.

Imagine you discover that one headline
outperforms the others by 50% (again, this sort of
difference is not unusual). Don’t you think, by using this
headline in your large expensive ad, it’s likely your
chances of getting your £10,000 investment back – and of
even making a profit on your advert – have just
improved by very much more than 50%.

Simply put ... not testing the variables to maximise
your return is risky, expensive and foolish.

90



90

BREAK-OUT NOTE:

Many people find it hard to believe that even with an ad
where all you change is the headline – and nothing else –
you can EASILY achieve more than double the response.

One recent fax campaign resulted in just one response for
the first test, then achieved 45 responses for the second
test. That’s a 4400% increase. I could give you many
more examples where incredible turnarounds have
occurred just through testing.

But let’s put these to one side for a moment, because
unless you’ve witnessed this for yourself, I imagine you’ll
be pretty sceptical.

So let’s say you are currently using just three lead-
generation marketing strategies in your business and they
are generating 10, 20, and 24 leads respectively per
month – making a grand total of 54 leads or enquiries for
you.

Imagine through testing you get an improvement of just
25% (which honestly, is very easy to achieve) for each
strategy.

Now you’d be getting 12.5, 25 and 30, a total of 67.5
leads per month and an increase of 13.5. Now depending
on your conversion rates and your profit per sale this
could be worth hundreds, thousands or even tens of
thousands of pounds to you each year... just by testing a
few simple variables.
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Now imagine these sorts of increases across your sales
conversion and customer maximisation areas of your
business – and things start to get exciting – very exciting
– even at relatively low levels of improvement.

And that’s what testing can bring you – exponential
growth with no increase in costs. There are very few
strategies in business that can give you an increased
return whilst REDUCING your expenditure, so don’t
ignore testing – USE IT!
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Secret Success Strategy No 18

Identifying Your ‘Moments Of
Truth’

I mentioned ‘Moments Of Truth’ in Chapter 14 of
this book, but it’s so important for you to get it, in fact to
‘really get it’, that I’m going to paint you a bigger picture
so you can see how it works, where this powerful concept
comes from and how you can use it to devastating effect
to wipe the floor with your competitors.

Jan Carlzon, former CEO of SAS Airlines, wrote a
book called “Moments of Truth” which is filled with
very interesting and powerful lessons on customer service
that we can all learn from.

Of all the books or strategies written on ‘Customer
Service’, I believe this approach stands head and
shoulders above the rest. It really is by far the best (and
only) way to manage your customer relations.

To show you what  I  mean,  I  want  you  to  read  the
following quote from his book, and as you do, I’d like
you to think of your own business and how his comments
could apply to you, your business and your customers.

Carlzon says:

“At SAS, we used to think of ourselves as the sum
total of our aircraft, our maintenance bases, our offices,
and our administrative procedures.
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“But if you ask our customers about SAS, they
won't tell you about our planes or our offices or the way
we finance our capital investments. Instead, they'll talk
about their experiences with the people at SAS.

“SAS is not a collection of material assets but the
quality of the contact [my emphasis here because this is
an important point] between an individual customer and
the SAS employees who serve the customer directly...

“Last year, each of our 10 million customers came
in contact with approximately five SAS employees, and
this contact lasted an average of 15 seconds each time.
Thus, SAS is ‘created’ 50 million times a year, 15
seconds at a time. These 50 million ‘moments of truth’
are the moments that ultimately determine whether SAS
will succeed or fail as a company. They are the moments
when we must prove to our customers that SAS is their
best alternative.

“... We have to place responsibility for ideas,
decisions, and actions with the people who are SAS
during those 15 seconds: ticket agents, flight attendants,
baggage handlers, and all the other frontline employees.”

Wow, that is a profound and powerful way to look
at a business, isn’t it ... and it’s so true.

To me, what he’s saying is ... It doesn’t matter how
smart your premises are, where they are located, or how
great your prices are, if the experience of dealing with
you, your systems or your people is frustrating,
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unsatisfying, boring or even just emotionless, you’re
going to pay the price.

So  what  about  you?  How  do  the “Moments of
Truth” apply to your business?

Can you see that what Carlzon is really saying is
that ‘perception is everything.’

This  means  that  during  each  and  every  moment  of
contact with a customer, a client, a prospect, a vendor…
the experience they are having IS the organisation.

And the same applies to your contact and
relationship with your staff.

You can give them great pay, great facilities, great
holidays and so on, but if their “Moments of Truth”
experiences with you are not positive, consistent and
constructive they won’t stay either ... or if they do, they’ll
be the employees from hell and you’ll wish they would go
away!

The question for you is, what perception are your
customers, prospects and staff getting of you?

Do  they  see  you  as  someone  who  is  just  trying  to
get as much from them as you can, while giving back as
little as possible?

Or do they see you as a friend… someone who is
honestly and sincerely trying to help them get more value
for the money, or have a better experience?
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Are you someone they’ll readily and gladly come to
for advice, help, or answers to their questions? Someone
they’re proud to introduce to their friends and associates?

Remember, their perception of you, your staff and
your systems, is reality to them.

To paraphrase Carlzon: “Your business is ‘created’
with every contact you have with a customer or prospect,
sometimes only 15 seconds at a time. These mini
‘Moments Of Truth’ (both planned and unplanned)
are the moments that ultimately determine whether your
business will succeed or fail. They are the moments when
you must prove to your customers that doing business
with you is their best alternative.”

So just what are these ‘Moments Of Truth’?

Any time a customer comes into contact with any
aspect of your business, however remote, that customer
has an opportunity to form an impression. And that’s a
‘Moment Of Truth’.

When a prospect calls on the phone to get a quote
on a certain product or the answer to a question, it’s a
‘Moment Of Truth’. You, as the business owner, have a
choice of giving them efficient, friendly, speedy service
or - as all too often happens - giving them tinny music, a
recorded message on hold, long delays and letting them
go away totally frustrated.

When someone makes a payment, there’s another
‘Moment Of Truth’.
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The way a customer’s children are treated by you or
your staff while their parent is doing business with you is
another ‘Moment Of Truth’, as is the way you handle or
process a complaint or service issue.

The cleanliness and neatness of your office or
business environment can also contribute to a positive or
negative ‘Moment Of Truth’. Is the environment neat
and well kept, or cluttered and untidy? Is there a food
smell from the staffroom, dead plant leaves on the floor,
spider webs in the corners, fingerprints on the glass door
or windows, and a carpet that needs vacuuming?

What about the look, attitude, friendliness, and
helpfulness of the first person your customers or
prospects meet when they come into your place of
business? Do they contribute to a magical or miserable
‘Moment Of Truth’?

All  of  these,  and  the  many  other  major  and  minor
key points of interaction between you and your customers
and prospects, provide an opportunity for you to shine or
to disappoint. Each is a ‘Moment Of Truth’.

Carlzon’s airline operated in a culture focused on
the product, the package, the engineering, and the
scheduling. All of these are necessary but the customer
must not be incidental to the process.

Carlzon’s achievement was one of marketing.

He put the customer at the centre of the process. So
when  it  came  to  the  time  to  book,  check  in  and  fly  to  a
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destination - the objective was to give the customer a
great experience.

Yes, they had to make the plane fly safely, be on
time and with the baggage going in the same direction as
the customer. These things were essential, but not the
objective. They were incidental to the objective.

So the SAS staff smiled, the food was improved, the
check-in lines were made shorter and faster. The staff
were anxious to avoid problems for customers and if there
was one, to fix it flexibly, creatively, and quickly. And
what a difference it made!

SAS is one of the legendary turnaround stories of
recent times. They discovered the customer. When your
customer interacts in any way with you, it may be a good,
bad or indifferent experience. You know which one it has
to be, if you want to make your business as successful as
it can become.

Now here’s how you can use ‘Moments Of Truth’
in your favour...

Examine the points at which contact with your
business is made and then ask in relation to each point of
interaction, these two simple questions…

“What can we do at this contact point to make the
experience a ‘WOW’ moment?”
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“What are the things at this point of contact that
have the potential to make it a negative
experience?”

By  combining  the  answers  to  both  of  these
questions you can create extremely powerful ‘Moments
Of Truth’ in every interaction with your business.

The fact is, no business can be profitable long-term
without satisfied customers, staff, vendors or owners. But
to merely ‘satisfy’ people is expected these days and will
be taken for granted.

So here’s the blunt truth… If you want your
business to realise the potential it is capable of achieving,
you have to thrill everyone who has contact with it …
and to achieve that takes a continuous process of testing,
refining and improving of your communication and
systems.

BREAK-OUT NOTE:

If you run your business based on Moments Of Truth, I
can honestly say you’ll never, ever have to worry about
money again.

This one strategy is so powerful it will eliminate your
competition and multiply your sales and profits.

As I mentioned above, the key is to make each moment a
fabulous experience – a ‘wow’ experience, as I like to call
it.  And when you do, you’re setting your business up as a
people-centred organisation where everyone will LOVE
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doing business with you. Isn’t that what business is all
about? Achieving this will give your business, and you,
everything you could have dreamt of and more.

And if you have any doubts at all about how vital this is to
a successful and profitable business, just think about two
‘Moments Of Truth’ experiences you’ve had in the last
month.  Think of one good one (where you had a real
WOW moment) and one where you had a negative
experience.

Now think about the future prospects of those two
businesses, and about how you want people to view your
organisation.
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Secret Success Strategy No 19

 ‘W.A.Y.M.I.S.H’
This next Secret Success Strategy goes  hand  in

hand with the ‘Moments Of Truth’ to make a double
whammy that’s so compelling you won’t believe the
difference it will make to your business, any business.

In their excellent book, “WAYMISH… Why Are
You Making It So Hard For Me To Give You My
Money” authors Ray Considine and Ted Cohn identify
several areas where businesses actually make it more
difficult than easy to deal with them. If you’re interested
in creating a highly successful business, I strongly
recommend getting and devouring this book.

Here are the four main elements of WAYMISH
you need to focus on, to make doing business with your
company as easy as possible for your customers…

WAYMISH #1: Making Customers Wait

Having to wait for service is one of the biggest
complaints you’ll hear about any business. It sends a
message to customers that their time doesn’t count... and
neither do they... OUCH!!!!

This means that it makes sense to work by
appointment as much as you possibly can… and make
sure you stick to your appointment times.
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When you’re handling clients who just ‘call in’,
conduct your business with them first.

Then, and only then, if you’ve got time, you can
catch up on social events, gossip and chatter.

WAYMISH #2: Accessibility

How accessible is your business? I don’t necessarily
mean just your location. Here are some of the other things
you need to consider…

Opening times: It still amazes me that many
firms of solicitors close for lunch here in the UK
… it’s madness. Make it easy for your customers.
Ask them when they would prefer you to be
open. Be prepared to change your opening and
closing times. Altering them to suit your
customers, rather than you and your staff, will
make a big difference.

Days Of Business: How  many  days  a  week  are
you open? Unless it’s 7 days a week it’s probably
not enough. Yes, many businesses should consider
opening on a Sunday!  Why? Because you need to
be open on the days your customers are most
likely to visit, or you’ll miss out on a lot of
business. For example, we have a superb fish and
chip shop in the next village to us. It’s closed on a
Monday evening, but it’s amazing how often we
want fish and chips ... yes you’ve guessed ... on a
Monday evening. I wonder if they’ve ever
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thought of asking their customers what days
they’d prefer it to be open?

24/7: Having your own website makes your
business open 24/7. But this only works if your
website doesn’t have its own barriers for
customers to climb over. Most websites are a
lesson in WAYMISH all by themselves – how not
to do it, in a nutshell.

Easy Access To Products/Services: –
Supermarkets understand this completely. They
know that product placement can make huge
differences to the sales they enjoy on certain items
and take advantage of the fact to maximise their
profits. Tesco, for example, charge manufacturers
A LOT OF MONEY for their products to be
placed at waist/eye level on certain aisles because
of  the  difference  it’s  going  to  make  to  their  sales
and profits.

WAYMISH #3: Payment Options

Make sure you have as many payment options as
possible for your customers’ convenience. You really are
restricting your sales if you only offer one or two.

Here’s a real-life experience of mine that illustrates
graphically the price we can pay for not getting
WAYMISH right. It will make any retailers reading this
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weep, but it illustrates my point, so  we  can  all  learn
from it!

“I can vividly remember just a few months ago
badly needing to get a bunch of flowers for my wife and,
having left it rather late, I was feeling stressed as I rushed
into town to buy a bouquet. In fact, stressed is the polite
way of putting it!

“Anyway, my levels of anxiety were reduced when I
discovered the well-established flower shop I was hoping
to get to in time, was still open.

“Then, when I also managed to find the perfect
bouquet for her I tempted fate by thinking … I’m going to
be OK now.

“That was a BIG MISTAKE!

“I got my credit card out to pay and to my
amazement and horror I was told … I’m sorry, sir, we
only accept cash!

“I didn’t have a single penny on me at the time –
so a sale was lost – and I was back in big trouble again!

“When I asked the lady serving me (the owner) why
they didn’t accept credit cards her reply was … ‘It’s
never been a problem.’”

I wonder how many customers she’s lost due to
this naivety?
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Allow your customers to pay by cash, cheque,
credit cards, bank transfer, online payments, etc. The
easier you make it – the more sales you’ll make!

WAYMISH #4: Making It Difficult To Contact
You

Since the rise of the internet, this problem has
grown to almost epidemic proportions.

How often do you find a product or service online,
and before buying it you want to make sure it’s right by
asking a few questions? Then to your disgust you can’t
find any way to get in contact with the supplier.  It’s like
they’ve deliberately hidden their phone number because
they don’t want you to contact them.

This is a prime example of how to lose sales by not
making it easy for people to get in contact with you.

You must parade your phone number, fax
number and e-mail address on all your marketing
strategies.

Don’t make it hard. Make it unbelievably easy for
people to reach you.

OK.

Now it’s time to think about your business. What
are your WAYMISH lapses?
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How are you making it hard for your customers to
give you their money?

By the way … it doesn’t matter whether the
WAYMISH lapses you come up with are of your own
making, or something done by someone else in your
name, or are just the nature of the business you’re in ...
They all count.  And they all cost you money.

BREAK-OUT NOTE:

In many respects WAYMISH is just common sense.
However, it really is surprising how many businesses
really do make it difficult for customers to buy from them.

A good tip is for you to pretend to be a customer and
experience buying from your business. You’ll be surprised
at the results. It stands to reason the easier you make the
buying experience the more sales you’ll make, that’s why
I look at WAYMISH in very fine detail when working
with my clients.
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Secret Success Strategy No 20

Always ‘Keep Selling To Your
Customers’

I know, as a business-growth consultant, I can go
into any business and release thousands of pounds of
hidden turnover and profit, literally overnight.

This  is  NOT  because  I’m  an  expert  marketer,  but
because I know how to tap into the ‘Hidden Diamond
Mine’ that every business – including yours - has.

Why do I say diamond mine?

Because of the lessons we can learn from the story
‘Acres Of Diamonds’ which tells of a man from South
Africa who became so obsessed with finding diamonds,
he went all over the world looking for them.

In  the  process  he  lost  his  money,  his  health  and
his family.

After he died, what became the world’s largest
diamond mine was discovered ... on land he already
owned!! What he wanted most in the world was right
under his nose all the time ... he just didn’t look in the
right place.

What’s  the  moral  of  the  story  for  business  owners
like you?
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Simply this ... It’s time to stop focusing exclusively
on getting more customers.

Realise the real wealth in your business is right
under your nose – it’s in your existing customers.

Once you’ve attracted a new customer it’s your
‘duty’ to enrich their life by giving them…

More value.
More services.
More products.
More benefits.

When you do this you’ll release so much cash that
you will wonder what to do with it all.

Of course Business Multiplier 3 – Customer
Maximisation focuses on this, but because this area of
your business is just so important it deserves to be called
a Secret Success Strategy in its own right!
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Secret Success Strategy No 21

Always ‘Capture Your Customers
Details’

In this day and age you’d think that capturing
customer contact details would be automatic. You’d think
EVERYONE would understand the importance of this
basic principle.

Remember, the hardest and most expensive part of
growing any business is getting the customer in the first
place. Then as long as you apply Business Multiplier 3 –
Customer Maximisation, you’ll optimise the profit from
customers and your business will multiply literally
overnight.

Yet amazingly it’s the opposite that’s true and
many businesses DO NOT capture the contact details
of their customers.

For example, the majority of restaurants, retail
stores and cinemas are terrible at this.

Think about it.

How many times have you been asked for your
contact details by your favourite restaurant?

That’s right ... it’s a rare event, isn’t it?
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What these people don’t understand is that if they
apply some simple strategies, 80% of their customers (or
more) would willingly and happily give them their names
and addresses.

Here’s a simple example of how a restaurant can
quickly and easily capture the names and addresses of the
customers  (by  the  way,  this  type  of  approach  can  be
adapted and used by just about any business)…

Each waiter or waitress simply hands out a contact
card to each customer after they’ve finished their meal,
and explains about the ‘Exclusive Members Club’ (or
whatever you want to call it). This is a free membership
club but joining entitles customers to a number of
benefits.

The card should spell out benefits of joining the
club and ask for the following information.

Name:

Address:

Home Number:

Mobile Number:

E-Mail Address:

Birthday:

A Selection of Opt-In Preferences:
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And Finally The Contact Details Of At Least 3
Friends Or Relatives Who Would Like Free
Membership Too!

The information you get on this card will allow you
to implement several different and very effective things.

An automatic Customer Incentive Reward Scheme
(referral system)

Birthday offers

And of course data capture for effective follow-up

You could also add the following touches to really
boost the results:

A prize  draw could  also  be  held  every  month  (or
every week or two).

One couple could win a gourmet dinner for two
(or whatever is suitable) and everyone else on the
list gets a runner-up prize (free appetiser, bottle of
wine, etc.).

Make sure the offer is valid for one month and ask
customers to bring the letter in for confirmation.

Can you see how easy this is to do?

As I said … This simple approach can be applied
to just about any type of business.
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Capturing customers’ names and addresses must be
one of your main priorities.

Remember they are your ‘Acres Of Diamonds’ …
but if you don’t know who they are, you’ll never be able
to tap into this most lucrative part of your business.

BREAK-OUT NOTE:

I have to say this really does astonish me. Why do
business owners choose not to collect the names and
addresses of their customers? It probably comes down to
two reasons…

Laziness

Ignorance

In most cases, I would say it has to be ignorance, because
if people knew the difference between getting customer
details (and using them to increase sales) and not getting
customer details, they would immediately start collecting
their names and addresses.
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Secret Success Strategy No 22

The Power Of Planning Your ‘Exit
Strategy’

Whether you’ve thought about it or not, the whole
purpose of starting and building a business is to give you
an ‘Exit Strategy’.  Or  at  least  that’s  what  many
successful business owners recognise.

Believing this doesn’t mean your ‘Exit Strategy’
has to be to ‘sell’. There are in fact several ways you can
make a strong ‘exit’ from a business.

The key to unlocking the power of this particular
Secret Success Strategy is to plan for a fantastic future
by deciding what your ‘Exit Strategy’ is, what it looks
like and when it will happen.

Even if you really don’t want to ‘exit’ your business
because you enjoy running it, you’ll find it will pay you
to ‘pretend’ you do!

Why?

Because of the focus and clarity it brings.

When you start out on a journey with a destination
in mind it’s easier to measure whether you’re on course,
make decisions and create, or select the powerful
strategies that will get you where you want to go.
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When you don’t have a destination in mind,
anywhere will do and anywhere can quickly become
nowhere!

A lot of business owners admit to feeling trapped,
going round in circles, simply because all they’ve got to
focus on is what urgently needs doing today.

Go round in circles for long enough and you create
a rut, and we all know what happens in ruts ... that’s right,
you get stuck!

Give yourself an ‘exit strategy’ and you give
yourself ... your bigger picture ... your focus ... your
reason why.

When you’ve got a powerful reason, you have a
target to aim at ... and what’s more, once you reach your
‘exit’ or target, you’ll have the time and money freedom
to decide how you’re going to live your life from then on!

So what are the options open to you ... how can you
make a powerful ‘exit’?

Here are the four main recognised Strategies…

Sell

Float

Hand down to family

Management buy-out/in
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It’s important you realise you can’t start
planning this too soon ... even if you are only just
starting your business!

So if you haven’t done it yet - and you’d be amazed
how many business owners haven’t - you must start
thinking about what your exit will be.

It’s really not a bad outcome, is it?

BREAK-OUT NOTE:

All the stuff you’re reading about in this book may seem
like great business-building advice – and it is, but the
common thread underlying all of it is that all the
strategies have one common goal – to get you to the exit.

And to get you to the exit … on your terms.

It’s the focal point for everything!

I’m a business owner just like you. Nothing is more
important to me than this and nothing should be more
important to you too!
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Secret Success Strategy No 23

Understanding ‘Business Growth Is
Scientific NOT Creative’

One of the great misconceptions is, to be an
‘effective marketer’, you need to be creative.

This is simply not true.

What I hope you’ve realised from reading this book,
is many of the Clues are easy to apply and scientific in
their nature.

Think about it. I’ve said ... Do this. Do that. Add
this. Test this. That’s the message I’ve been giving you.

That’s really what marketing is all about.

Now  I  don’t  mean  to  be  rude  ...  but  I  really  don’t
care if you’re creative or not.

The key to your success is simply to apply the
proven principles and strategies you’ve learned in this
book.

When you apply them to your business, you’ll see
for  yourself  that  business  growth  is  scientific  and  NOT
creative.
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Yes it helps to have a little creativity, but creativity
isn’t what will make you successful.

In fact I’ll go so far as to say that creativity without
the  discipline  of  planning  and  testing will destroy your
business very easily.

Time and time again I’ve seen business owners with
great creative flair and vision run out of time, run out of
money, or simply run out of support and people who
would listen, just because they couldn’t focus on
anything long enough or with enough discipline to  get
an end result.

So don’t worry about creativity.

What’s far more important is  you’re  able  to
actually apply the strategies I’ve shared with you.

And don’t forget, by using the ‘3 Business
Multipliers’, you’re actually putting in place a sales and
marketing system for your business that consistently
produces increased returns.

That’s scientific – not creative!

BREAK-OUT NOTE:

All the strategies I’ve shared with you have been tested
and proven in the field…

All of them can be measured.
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All of them can be improved by using proven steps
and formulas.

I don’t ever say to clients – “I’ll create an advertising
campaign that will increase your awareness and build
your brand and over time your business will grow.”

That’s just too wishy-washy, open-ended, and flawed.

What I do say, is this...

“Everything I apply to your business can be measured
for effectiveness. This means you’ll know ‘to the exact
penny’ how much a strategy costs (if anything) and how
much profit it makes.”

I go on to say…

“When we apply these strategies you’ll see tangible
increases in sales and profits and you’ll see your
business expand.”

Isn’t that why you’ve been reading this book?

To find simple, effective, easy-to-use ways of increasing
your sales and profits?

Well now you know how ... but knowledge on its own is
not enough ... so I’ll take you right back to the message I
gave you at the beginning, before you even saw your first
‘Secret Success Strategy’.
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“If you keep on doing what you’ve always done, you’ll
keep on getting what you’ve always got.”

You’ve got the ‘Secret Success Strategies’ now ... next,
you have to supply the action that makes them so
effective.

If you don’t take action nothing will change, and that
would be a tragic shame.
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PART TWO

The Secret Suicide Strategies
Back at the beginning of this book I promised to let you
into the secret of what NOT to do as well as what to do ...
and now’s the time for you to discover this priceless
information.

I’m sure you remember I said I’d let you in on the Secret
Suicide Strategies that too many business owners follow
like lemmings until they leap off the nearest cliff into the
not  so  friendly  arms  of  their Bank Manager, local Tax
Inspector or  any Disgruntled Suppliers they may owe
money to.

Let’s be clear about this ... the Secret Suicide Strategies
are to be avoided at all costs ...  because  if  you  fail  to
avoid them, all the good work you’ll do will be undone
again, and that’s plain stupid!

It's not that the business owners who do follow the
Secret Suicide Strategies are doing it on purpose.

Of course they don’t.

They’re doing it because they’re doing what almost
everyone else is doing and simply don't realise what a
catastrophic effect it’s having on their business.

Call it ignorance. Call it lack of knowledge. Call it
lack of marketing savvy. Call it what you like. The point
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is that almost every business is wasting hundreds of
thousands of pounds because they’re using these Secret
Suicide Strategies – without even knowing it!

Want more proof that this is going on?

Did you know only 4 out of every hundred
businesses  that  start  every  year,  make  it  past  the  10-
year mark!

Yet despite the almost impossible odds,  I  see
people all the time setting out into the unforgiving world
of business with little or no planning ... and with little or
no awareness of the harshness and cruelty that will come
their way if they try and do without a proper business and
marketing plan.

I know from my experience that the success or
failure of any business is almost entirely down to how
well the business is marketed – and not down to how
good the product or service is – or the quality of the
people in the business!

This may be difficult for you to agree with at the
moment, but as you read carefully through each one of
the following Secret Suicide Strategies you’ll quickly
understand  that  ...  he who markets most effectively –

wins – and wins big!
That’s why some inferior products and services

have stood the test of time.
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Simply because they were (and are) marketed very
well.

A good product or service is nothing without
effective marketing.

So what do I mean by effective marketing?

To be precise, effective marketing is the ability of
the business to consistently and repeatedly get people to
buy the  products  or  services  they  sell  whilst  at  the  same
time extracting as much profit out of each customer over
the duration of the relationship.

When you understand what effective marketing
means, it’s easy to appreciate why businesses all over the
world struggle or don’t do as well as they should…

They simply haven’t found a way(s) to generate
a constant stream of customers and keep them buying
– time after time.

This is WHY businesses fail – or fail to prosper.

Of  course  we’ve  all  heard  the  excuses  and  reasons
struggling businesses give …

We’ve got too much competition

We’re in a price-sensitive market

We can’t get the staff round here
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It’s because of the economic slowdown
/recession

Blah, blah, blah!

But it’s a fact, when a business owner dedicates a
large proportion of their time to effective marketing they
make the business ‘immune’ to outside factors such as
their competitors.

Better still…

Because these Secret Suicide Strategies are SO
common, you just know your competitors will be making
these mistakes all the time and they’re not even aware it’s
happening.

This gives you a real opportunity to do two things.

1. Get ahead by avoiding the Secret Suicide
Strategies yourself.

2. Go one step further and actually turn them to your
advantage.

How?

Just  by  doing  the  opposite  of  each Secret Suicide
Strategy you’ll transform each one into a powerful
marketing opportunity that generates windfall profits for
you the moment you take action!

There’s that word again – ACTION ... just
remember ... nothing happens without it!
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Secret Suicide Strategy No 1

Failing To ‘Match Your Message To
Your Market’

This  may  come  as  a  shock  to  you,  but  it's  true.  Even  if
you think everyone is  a  potential  customer  for  it  ...  you
can’t hope to market your product or service successfully
using a bland vanilla ‘catch all’ marketing message.

To stop making life difficult for yourself and succeed the
way you want to, you need to do two things.

Split everyone into a series of much smaller,
easier to identify niches or target groups and select
the target groups you feel have the most potential.

Then simply do some intelligent research on each
of your chosen target groups ... find out what they
want and when you’ve found out ...  use your
knowledge to create a simple, powerful, attractive
marketing message for each individual group.

Let’s be clear about this because it’s important ... if you
have 3 groups ... do the research and create 3 specific
messages. 6 groups ... 6 messages, and so on.

Just remember each group has to have its own
bespoke message.

It’s called having a Market – Message match.
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When you get it right, your product or service will
become irresistibly attractive and connect with your target
group at a much higher level, and as a consequence you’ll
automatically do more business.

It also stands to reason the groups or niches you choose
must be the groups who can AFFORD your products or
services.

After  all,  there’s  no  point  in  targeting  groups  who  want
and need your product or service if many of them can’t
afford to buy or pay for them!

A  question  I’m  often  asked  is   ... “If I limit my
marketing message to specific target groups, won’t I
be reducing the chances of doing business with more
people?”

This question is quite understandable, but to succeed in
today’s competitive market-place, you need to
concentrate your marketing on a smaller number of well-
chosen target groups or niches, into which you pour all
your marketing resources.

This is because when you take aim at a few smaller
target groups, you’ll find your marketing budget for
acquiring new customers is now spread more intensely on
fewer people.

This means you have ‘more marketing money to spend
per head’ to get your message across AND YOU’RE
ONLY TALKING TO PEOPLE WHO ARE GOING
TO BE INTERESTED.
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Surely now you can see why focusing on smaller niche
markets makes you more successful.

Of course, if you focus on a smaller group you may not
get the occasional dribble of business from other people
or businesses outside the target group.

What you will do though is massively increase the
amount of business you receive from your target group(s)
or niche(s).

This is because you are now specifically and obviously
meeting their needs and requirements.

You’re saying that you are THE company that knows
about their particular situation or problems.

You’re saying, because no other company specifically
meets their needs in this way, you are the logical
company for them to turn to.

Here’s an example that shows you the power of defining
your  market  or  niche  and  telling  them exactly  what  they
want to hear.

Let’s imagine you’re a start-up business and you need an
accountant. How are you going to be feeling?

Are you going to be confident that you know all the tax
and financial wrinkles, pitfalls and problems you may
have  to  deal  with,  or  are  you  more  likely  to  need  some
support and guidance from your accountant?
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Bearing this question in mind, you start your search for an
accountant and the first place you look in is the Yellow
Pages® under the ‘Accountant’ category. Although there
are a number of ads, the first one reads …

‘ABC Chartered Accountants. Tax preparation,
auditing, bookkeeping, payroll services, help for start-
ups, management accounts’, and so on.

The second ad reads…

‘XYZ Chartered Accountants. Specialising in helping
start-ups get their businesses running quickly,
profitably and effectively.’

Which firm of accountants are you likely to choose?

The answer is obvious, but it always amazes me that so
few businesses follow this simple approach!

If you create this bond between you and your niche
market(s) by matching your message to each one, I
guarantee you’ll grow your business to unprecedented
levels. Do it consistently and eventually you will ‘own’
each niche market.

Do  it  consistently  and  you’ll  be  viewed  as  the ‘only’
choice because your product or service is ‘designed’ to
solve the specific problems of those people. An obvious
example is SAGA which serves the over-50s niche
market.
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You can learn a lot from studying how they’ve grown by
specifically targeting this niche. Make sure you notice
they’ve taken the opposite of this Secret Suicide
Strategy to an extreme level because they actually refuse
to do business with you until you’re 50 and fit in their
niche... that truly is niche marketing!

BREAK-OUT NOTE:

So now you know how important it is to choose a target
market and give them a message they’ll find irresistibly
attractive because it’s about them and meeting their
wants and needs. You know it’s called creating a Market
– Message match ... and you know if you get this spot on,
anything is possible.

Get it wrong though and growing your business is going
to be far harder and more challenging than you’d like  ...
so don’t say you haven’t been warned!

Remember, an average piece of marketing material
shown to the right people will still get decent results. But
a fantastic piece of marketing shown to the wrong people
will almost certainly be a disappointing flop.
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Secret Suicide Strategy No 2

Not Having A ‘Sales And Marketing
System’

It’s not often I walk into a business and find a sales
and marketing system in place. What I do see over and
over again is haphazard marketing followed by patchy
sales.

This is caused by the total lack of any structured
marketing system or process.

It may surprise you to learn that sales and marketing
go together like ‘love and marriage’. They  are
interdependent and rely on each other.

To succeed in today’s highly competitive market-
place your business must become a ‘sales and marketing
machine’.

Even if you are ‘The number one expert in your
field’ with the best service or product imaginable, you
will never achieve the results you deserve unless and until
you master sales and marketing.

And that’s good.

Why?

It’s quite simple really. Marketing is all about
generating qualified prospects/leads for the business
(Lead Generation – Business Multiplier 1). Sales is all
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about converting these prospects/leads into customers and
then maximising the profit from each customer (Sales
Conversion and Customer Maximisation).

There are several set stages every business has to
adhere to in order to maximise the effectiveness of both
sales and marketing. No matter what product or service
you sell, you must have these stages in place.

I know you might think your business is different.
But let me ask you two simple questions…

Do you need profitable customers?

Do you need to keep them once you’ve got them
and make sure they keep buying?

You see, every business is the same. They all need a
steady supply of customers and once they’ve got them,
they need to keep them and maximise profit throughout
the duration of the relationship.

Acquiring and keeping customers, whether you’re
an accountant or a printer, involves similar stages.

Ultimately you need to understand that no matter
what product or service you sell – you’re in the business
of ‘sales and marketing’. If you don’t get this then
you’re falling for Secret Suicide Strategy No 2 ... and
that’s not good!
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BREAK-OUT NOTE:

Perhaps the easiest way to understand this is to picture a
car on a mass-production line. It starts off as an empty
body shell but by the time it gets to the end of the line it’s
transformed into a fully working vehicle.

This process is a seamless one where each component is
added at the correct time and correct place.

In a way it’s like a dance with timing and positioning
being vital ... and if one part is left out or fitted
incorrectly, the car produced at the end of the line won’t
work properly or perhaps won’t work at all.

But when everything is fitted correctly and in order, the
car will work beautifully.

There are three reasons why cars are made like this…

It ensures the best results are achieved consistently

It speeds the whole process up considerably

It is the most efficient and productive way to do it

These are the same reasons why you need to create your
own sales and marketing system.

It ensures you get the best results consistently

It speeds up the whole process of growing your
business considerably
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Finally it’s the most efficient and productive way
to do it

Like different designs of car, every business needs a
slightly different set of components but the need for a
system or marketing production line, if you like, is
applicable to every business.

And remember the system or marketing production line
must automatically include all three Business Multipliers
we talked about earlier in the book!

Avoiding this Secret Suicide Strategy is so important for
you I can’t stress it enough. Please don’t fall into the trap
of thinking this doesn’t apply to you or your business.

Please don’t decide it’s not a priority and you’ll get
round to it when you’ve grown the business a bit, or any
other excuse you might come up with.

132



132

Secret Suicide Strategy No 3

Failing To Use ‘Testimonials’

Let’s be honest - selling isn’t easy. Unless a
prospective customer is convinced your product or
service  will  give  them the  result  they  want, they simply
won’t buy.

And what a company says in its marketing blurb
about its products or services is nearly always taken with
a ‘pinch of salt’, isn’t  it?  After  all,  many  of  us  are
sceptics these days, and that healthy scepticism has to be
overcome.

So how can you do it? How can you almost
instantly prove to the prospect you can deliver on your
promises?

It’s actually much easier than you may think. All
you need to do is use ‘customer testimonials’.

Again I can’t tell you how often I see businesses
trying to sell and market their products or services
without the use of testimonials. They make life very, very
difficult for themselves if they don’t use testimonials.

Testimonials have the power to get you new
customers by the bucketful. Here’s a simple example
from a firm of personal injury solicitors…
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“Mrs Low was very understanding and
helpful. She always made time to talk to me
and return my many calls. Nothing was too
much trouble. The home visits were especially
helpful and she worked hard to get the best
results for us.”

Notice the number of benefits in this one
testimonial alone…

Understanding and helpful

Make time to talk

Returned many calls

Nothing was too much trouble

Helpful home visits

Worked hard to get the best result

If you were looking for a personal injury lawyer,
don’t you think this testimonial would make you believe
this firm would do all they could to get you the best
possible result?

And that’s just one of dozens they got, many with
the damages amounts given, just like this one…

“She tried remarkably hard to increase
my claim without my request or pressure and
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managed to convince the insurers to pay an
extra £2,600 on top of my £4,000 claim.”

(Please note:  Always include the full name and
partial address of the person the testimonial is from,
although I haven’t done that here for obvious reasons.)

Just  remember  ...  it’s  impossible  to  have  TOO
MANY testimonials, so find a way to encourage
customers to give you them and make sure you
systematically start collecting and using them.

Use them in all your marketing communications.
Put copies in every place where your prospective
customers will see them – in your offices, in your
reception areas, on your walls.

Blow them up and parade them. Use video,
audio and written testimonials and when you do you’ll
see an immediate and noticeable difference in your
sales and profits.

Ultimately you need to understand that no matter
what product or service you sell – you’ve got to prove
you can deliver on your promises, and testimonials are a
great way of doing it.

If you don’t understand how important this is this
then  you’re  falling  for Secret Suicide Strategy No 3 ...
and that’s not good!
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BREAK-OUT NOTE:
Don’t make the mistake of thinking ‘my customers

won’t give me testimonials’, because if you ask in the
right way ... lots of them will.

All you need is a system with tools like my
‘Testimonials By The Dozen Letter’ which ALWAYS
works well. After all, how do you think customers were
‘persuaded’ to give the testimonials I showed you earlier
in this chapter?

That’s right, they all kindly responded to a
‘Testimonials By The Dozen Letter’ sent out by a client.

Will every client give you a testimonial using a
system like I’ve described?

Of course not ... but enough will to give you all the
proof you’ll ever need to rapidly build a trusting
relationship with your clients and customers.
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Secret Suicide Strategy No 4

Not Having A ‘Risk Reversal Or
Guarantee’ In Place

Listen to me carefully… not doing this really would
be a massive Secret Suicide Strategy.

Believe me ... if all you did after reading this book
was put in place a powerful risk reversal or guarantee,
you'd be staggered by the success it brings you in the
coming days, weeks, months and years.

As  you  know,  a  customer  won’t  see  or  feel  the
benefit of any product or service until after they’ve
bought it.

This means when anyone decides to buy, they are
deciding to take a risk.

It’s logical that it’s this risk that often makes
potential customers hesitate or put off making the
decision. As we’ve seen, testimonials can help, but
there’s something else we can do that magnifies the
effect of testimonials many times over.

All you need to do is lower or even eliminate the
risk all together, the natural consequence of which is that
customers are far more likely to feel comfortable
buying.

You get rid of the risk by giving a powerful risk-
reversal guarantee.
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A risk reversal is nothing more than a simple
method that takes the risk away from the buyer and puts it
firmly on the seller’s shoulders instead.

As soon as you add a risk reversal or guarantee, it…

Removes  the  risks of buying, so you
automatically get more customers.

Automatically makes your business stand out
as being different and better than your
competition.

Adds value to your proposition. Prospects will
value your products or services much more,
because  they’ll  assume that  they  will  live  up  to
expectations (“Otherwise why would they offer
a guarantee if their product or service wasn't
great?”).

The  result  is  a  BIG  increase  in  sales,  and  an
avalanche of new clients or customers!

If you’re going to do this properly what you should
aim to do is guarantee the result or main benefit of your
product or service, and add a ‘penalty’ should the
service or product fail to live up to your promises.

Here’s a simple story that shows how risk reversal
works:

Imagine  a  man  wants  to  buy  a  puppy  for  his
daughter. He responds to two ads in the local newsagent’s
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window. He goes to see the first puppy and it seems ideal.
The owner says to the man,

“If the dog isn’t right for your
daughter, bring it back in one week and I’ll
give you your money back.”

Clearly he appreciated the value of risk reversal but
he didn’t fully understand it!

The man then goes to look at the second puppy…
Again it seems ideal in temperament and looks. Only this
time the owner says  …

“Your daughter is obviously looking
forward to her new puppy and it’s important
that she’s totally happy with it. Please take
the puppy, let your daughter play with it,
look after it, and get to know it. If after three
weeks the puppy is not right for her, bring
the puppy back, and I’ll refund your money
in full and give you £25 for your time, effort
and trouble.”

Now this man really understands risk reversal.

First he extended the ‘trial’ period, which is always
a good idea. He knows that his puppy is a good dog. He
also knows after three weeks the puppy and girl will be
inseparable.

He totally reverses the risk.

The important message for you is …
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The company that reverses the risk automatically
gains the competitive advantage and as a consequence
wins more business – in fact much more business!

Hopefully you now have a basic grasp of risk
reversal and what it can achieve for your business but
when I discuss this with business owners, one question
keeps coming up time after time and it’s this...

“Won’t people try to abuse what I am
offering?”

“Won’t I lose a lot of money?”

The key to successful risk reversal is this – if you
offer a good product or service then you have nothing to
worry about.

If you don’t offer a great product or service then
you should be worrying!!

When you are good at what you do and you give a
strong risk-reversal guarantee you’ll find you will get a
few people  taking  liberties  but  normally  it’s  less than
5%.

Compare that figure to the 40% - 250% increases
that businesses typically achieve when they introduce risk
reversal and you’ll see it’s worth paying the few to get
to the many... so don’t worry about the cost of the 5%,
just see it as part of your marketing budget!

So to summarise this Secret Suicide Strategy for
you.
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If a customer doesn’t see you offering a very strong
risk-reversal guarantee they will probably assume...

You can’t be very good at what you do

You probably don’t keep your promises

It’s unlikely you’ll give them what they are
looking for

It’s not worth taking the risk of buying from you

Is that what you want them to think, or is it time
to consider introducing risk reversal into your
business?

BREAK-OUT NOTE:

This is one strategy that should be mandatory for every
business!
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Secret Suicide Strategy No 5

Not Checking Your
Communications For ‘Spelling

Mistakes And Other Simple Errors’
I have seen an amazing number of

letters/adverts/fliers, etc. that haven’t been checked
properly. They’re riddled with mistakes ... Basic mistakes
of grammar and spelling that could and should have
been avoided.

Why is it so important?

Because every marketing activity you decide to use
has an up-front cost. Some activities such as advertising
and direct mail can cost thousands of pounds of hard-
earned money that must not be wasted, so it’s important
not to make simple and avoidable mistakes!

Mistakes in any form can be very costly.

They make you look sloppy.

They make you look amateur.

They make you look like you don’t care.

Customers who can spell – they do still exist - will
think subconsciously, if your company can’t do
something as simple as getting the spelling right in your
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marketing material, what chance is there they’ll do my
job without making sloppy mistakes!

Are these the feelings and thoughts you want people
to have about your business?

When you’re writing the material for your
marketing, it’s often very hard to see the mistakes
because you’re too close to the project.

That’s why you must get someone else to check
your work before it gets released. Even if you have a tight
deadline – you must never, ever launch a marketing
campaign (no matter how small) until you’ve checked
and double-checked for mistakes.

On the next page, there’s an example of a sloppy
mistake spoiling an ad.
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BREAK-OUT NOTE:

This is just basic ‘housekeeping’. I always make sure my
clients get me or someone they trust to proofread
everything before it’s printed or published.

Failing to do it is certainly a very effective Secret Suicide
Strategy.
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Secret Suicide Strategy No 6

Not Using ‘Headlines’

Not using a powerful headline is the most common
Secret Suicide Strategy I see businesses adopting over
and over again. Just pick up any Yellow Pages
Directory® and have a look at the number of businesses
that have their name as the headline.

It’s absolute madness!
Your headline is your best chance to  capture  a

prospective client’s attention.

It doesn’t matter if we’re talking about a sales letter,
an advert, a leaflet, a brochure, the opening sentence of a
telephone script, and so on ... the critical thing for you to
understand is your headline can be the difference between
failure or incredible success – it’s that important!

If your prospects or customers ignore your headline
– that's it, you've lost them.

They certainly won't start reading your letter, ad,
brochure, etc., or start listening to your telephone script or
radio ad – and you definitely won't get a response or a
sale.

To emphasise the importance of headlines, here are
a couple of quotes from two of the most highly respected
copywriters of all time…

145



145

“If you can come up with a good headline
you are almost sure to have a good ad. But even
the greatest writer can’t save an ad with a poor
headline.” ...  John Caples

“On average five times as many people read
the headline as read the body copy.”  ...   David
Ogilvy

This means if you get your headline right you
almost guarantee your success.

Get  your  headline  wrong  -  and  your  results  will
suffer!

I mentioned looking in the Yellow Pages
Directory® a  few  moments  ago  and  it’s  such  an
important exercise to prove the point I’m making ...  I’m
going to do it for you!

I've just picked up my copy and I'm looking in the
Accountancy section.

These are the ‘headlines’ on the larger display ads
on one page:

- Peirson E.T & Sons

- Powdrill & Smith

- R Garner & Co
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- Richard Pennack

- Sturgess Hutchinson & Co

- Sharpe Langham PLC

- Sharmon Fielding

- S.R. Cox

- Running your own business?

As you can see,  with the exception of the last  one,
the headline for each ad is the name of the business that's
advertising.

Can’t see why it’s a problem?

Try thinking about it this way ... If a prospect is
looking in the Yellow Pages Directory® for a new
Accountant why would they choose to respond to your
name, rather than anyone else’s? Unless you happen to be
a world-famous celebrity or you’ve spent a fortune on
brand recognition marketing, there’s nothing to make
you stand out.

Now imagine the headline wasn’t a name ...
imagine it said...

‘How To Reduce Your Tax Liabilities By 20%
Guaranteed’

Don’t you think the sort of client an Accountant
would love to attract  – you know … the client who can
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afford to pay the bill –  might just be the client who
would be motivated to respond and find out more?

I hope you ‘GET’ this  point  because  so  many
people in business are doing it wrong - when you do it
right, you wipe the floor with them!

Think about it. If all you do in future is lead with a
strong headline on all your marketing material you're
bound to improve the response and success you get many
times over.

Let me give you some practical advice on how to
create strong, effective headlines.

For a start,

‘Strong Effective Headlines Do Four Important
Things…’

They grab attention

They select your target audience

They deliver a complete message

They draw the reader into reading the body
copy (or keep them listening to you, etc.)

The next thing you need to know is creating strong,
effective headlines can be easier than you think  ... if you
base them on some simple and proven ‘Headline
Styles’.
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I've listed seven of the most successful styles here
for you. By applying them to your marketing material
you'll start to see a real difference in the results your
headlines give you.

Here they are...

Benefit headlines (all your headlines should contain
a benefit of some sort)

Two-word or three-word headlines (but remember
long headlines are almost always more successful
than short headlines)

1. Burn Fat Faster ...

2. Get June Free ...

3. Double Bonus Sale ...

4. Oh My God!

5. Gosh ...

6. At Last ...

7. Millionaire Secrets ...

8. If Only…
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Headlines that focus on quick and easy solutions

1. Fast And Simple…

2. Ridiculously Easy …

3. Idiot-Proof…

4. In Just 10 Days…

5. The 7-Minute Workout…

6. The Lazy Man's Way To…

7. Instant, Automatic Results…

8. The Quick And Easy Way To …

Warning headlines

1. Read This Before You …

2. Don't Buy…Until You've Read These
Facts
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Testimonial headlines

1. A Specific-Benefit Written Testimonial
From One Of Your Customers ...

2. “Or It  Can Just  Be  A Headline  In  Speech
Marks  Like  This  Written  Like  A
Testimonial”

Reasons why headlines

1. Seven Reasons Why You Should …

2. 37 Invigorating Reasons …

3. 6 Ways To …

4. 7 Steps …

5. Here's How …
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Offer headlines

1. Put your offer in the headline …

2. Try-Before-You-Buy Carpet Cleaning ...

Can you see all the amazing options you’ve now got
for creating strong effective headlines using the right
choice of headline style?

By the way, have you noticed how I used capital
letters for every word in all the examples you’ve just read
... that’s another insider tip on creating strong effective
headlines for you.

BREAK-OUT NOTE:

Have you got the message now ... If any of your existing
marketing material doesn’t have a headline on it, you’re
losing thousands, hundreds of thousands, even millions
of pounds every year. I guarantee it.

That’s the power of headlines. Your company name,
although something you’re very proud of, means very
little to your prospects or customers. And the sooner you
appreciate and understand this fact the better.
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Secret Suicide Strategy No 7

Failing To ‘Calculate The Cost Of
Losing A Customer’

We’ve already talked about the amazing effect
referrals can have on your business. This ‘positive word-
of-mouth advertising’ is a truly awesome way of
increasing the sales and profits of your business – agreed?

So what happens if the opposite occurs?

Instead of getting ‘good word of mouth’ you get
‘bad word of mouth’.

What effect can this have on your business? If
you’ve not thought about this before, you’re going to be
shocked…

One  customer  who  is  dissatisfied  and  decides  to
leave you can have far-reaching implications for you.
You don’t just lose their business – you run the risk of
losing the business of many other potential customers
as well.

Let me explain this using a simple example…

A friend’s wife had been shopping at Sainsbury’s
for about 10 years. She spent approximately £250 a week
on her grocery shopping (there are five of them - all with
big appetites!). That’s £1,000 every  month.  And  a
massive £12,000 a year.
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Over this ten-year period this loyal customer spent
over £100,000. She was exactly the sort of customer any
of us would want for our business.

When she got pregnant with her fourth child, she
decided, because they now offered one, to use
Sainsbury’s home-delivery service.

Everything started off fine, but after a few weeks
her delivery would arrive and dozens of items were either
missing, or had been replaced by supposedly similar
items that were often exactly the brands or alternatives
she didn’t want.

This meant that she had to physically go into the
store each week to get the items she actually ordered,
which made the whole home-delivery exercise pointless
... but it’s worse that that, it turned what should have been
a convenience into an irritation and a problem.

Now solving customers’ problems can be a great
way to improve loyalty, but did that happen in this case?

No, sadly not …

In fact, after several conversations with the manager
of the store (some were heated, as you can imagine) she
finally came to the conclusion that Sainsbury’s simply
didn’t care!

So they lost a loyal customer who had already spent
over £100,000 with them and would under normal
circumstances have spent tens of thousands of pounds
more.
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But what was the real cost to Sainsbury’s?

Well, on first inspection you’d say straight away
they  lost  business  to  the  value  of £1,000 a  month.  But
here’s where it gets scary…

My friends told this story (with all the juicy details)
to  every  one  of  their  friends.  As  a  result  a  few  of  them
also stopped using Sainsbury’s out of principle.

Heaven knows how many friends they’ve actually
told in total, but because they were so cross it was a lot.

I’m sure you’ve noticed when people get emotional
about something it can escalate and you end up with this
mushrooming effect – where more and more people are
told about the ‘story’.

Eventually it amounts to a huge tide of bad
publicity.

And  it’s  exactly  the  same  when  you  lose  a
customer.

So let’s take a closer look at how this bad word of
mouth could impact on your business.

Just imagine you had a customer who regularly
spends £1,500 per year.

Let’s assume you inadvertently upset them and they
decide to leave.
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If they were to tell 10 other people about that
experience (or not refer those 10 people to your business),
and  each  of  those 10 were to tell six others, the total
number of people affected by your one bad experience
would be 71

(6 x 10 = 60 + 10 = 70 + the original customer =
71).

Now, if  only 25% of those people chose not to do
business with you, that comes to 18 people.

If each of those 18 had similar buying habits your
total lost revenue would be £27,000

(£1,500 x 18 people).

£27,000... all from one bad experience!

But what if those figures are way off, and it’s only
20% of that amount? That’s still a massive £5,400.

A  lot  of  money  for  letting  one  person  leave  your
business unhappy.

And here’s an unfortunate thing…

Sometimes people are unhappy and leave, and you
don’t even know it.

They just get their feelings hurt, feel slighted, or
have something completely unexplained happen, and take
their business somewhere else.
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And you never know.
As  you  can  see,  losing  customers  really  does  impact  on
your sales and profits – and ultimately the value of your
business.

So what do you do about it?

Ensure you treat each of your customers in the
very best way you possibly can.

Ensure you give them all the love, care, attention
and service you can.

Go overboard. Make it nearly impossible for
customers to even consider doing business with
anyone else but you, regardless of price, location,
convenience, or any other reason.

Ensure you become not only the preferred place
to do business with, but the only place customers
and prospects would consider doing business with.

In fact, if you address all the Secret Suicide
Strategies in this book, you will be well on your way to
doing that!
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CONCLUSION

These ‘Secret Suicide Strategies’
Can Seriously Damage Your

Business’ Health

In  part  2  of  this  book  I’ve  given  you  the  7  main
Secret Suicide Strategies businesses use to make life
difficult for themselves – there are of course dozens
more.

Having read them, you must make yourself a
promise and start reversing the effect these Secret
Suicide Strategies are having on your business.

Believe me, when you do, it will have a huge effect
on the performance and the success of your business and
lead you to your profitable ‘exit’ or survival much more
rapidly than you ever expected.

It’s such a waste when business owners just put up
with what they’ve got..

Your feedback or comments are most welcome.
Please send to russ@drainworld.com.
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