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Preeminent: 
� Having paramount rank, dignity, or importance.

VS.

Average: 
� Being about midway between extremes. 
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Webster’s Dictionary Definitions
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Being Preeminent:
 
Bringing out the greatness 
and creating extraordinary 
value for your client



    Becoming “the” most trusted 

advisor, the only visible source to 

turn to your advisor for life. 
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JAY ABRAHAM
 Business Growth Strategist

You are surrounded by simple, obvious 

solutions that can dramatically increase your 

income, power, influence and success. The 

problem is, you just don't see them. 
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Advanced Strategy 

of Preeminence



� Future Pacing

� My wish for you 

� Water Example

� Are you limiting, restricting, impeding, ____?
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❖ Empathy

❖ I feel the way you feel. Understand what my 

problem is.

❖Difference between giving information and giving 

advice. Telling people here’s what you should be 

doing about it and here’s how – specific.
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Strategy of Preeminence 
Talking Points



❖ Help provide people with focus. 

❖Focus is clarity. 

❖Clarity gives power. 

❖Power gives understanding.

❖Understanding gives certainty.

❖Certainty gives trust. 
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Strategy of Preeminence 
Talking Points



❖ Alternative

❖ Leadership.  People don’t trust the system.

❖ You’re not being told the whole truth. Here’s the 

truth as I see it.

❖Most people don’t know what focus is until they’ve 

made it.
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Strategy of Preeminence 
Talking Points



� It’s only a matter of time before the people you want 

to do business with do, so don’t wait for the money to 

change hands to start adding value. 

� Metaphors, Similes, Analysis, Parallels
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Strategy of Preeminence 
Talking Points



Client: a person who engages the professional advice or 
services of another

VS. 

Customer: one that purchases a commodity or service
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Webster’s Dictionary Definitions



❖ Client vs. Customer – they are under your care, 

direction, well being, guidance. 

❖ Who are we communicating to? What problems, 

opportunities are we going to help them deal with?
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Strategy of Preeminence 
Talking Points



❖ How would we have the most positive impact, immediately, 

today? (Story: Gold client)

❖ The message doesn’t have any value unless it makes an 

impact and gets them to take action.

❖ Prospects have to recognize your advice as a solution to a 

huge problem they feel emotionally as well as rationally.
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Strategy of Preeminence 
Talking Points



� Most people fall in love with product instead 
of prospect.

15

Strategy of Preeminence 
Talking Points



❖ It can be either a result or a good or better feeling 

about what they are already doing, or, preferably, 

both.

❖ I want to feel good about myself and the way I have 

conducted myself.
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Strategy of Preeminence 
Talking Points



❖ I want to feel good about my decision and actions.

❖ Look at purpose.

❖ If I were on the receiving end of my sales 

communication/presentation, why would I want 

this? Why would I want to take advantage? What’s 

in it for them/me?

17

Strategy of Preeminence 
Talking Points



❖My proposition/presentation has to answer 

a question that’s already on the client’s 

mind.  But may never have been verbalized 

by them.
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Strategy of Preeminence 
Talking Points



❖ When you conceive of your business as interacting and 

enhancing people’s lives, everything changes, results 

improve.

❖ Most people think, “What do I have to say to get people to 

buy?” They should say, “What do I have to give? What 

benefit do I have to render?”
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Strategy of Preeminence 
Talking Points



❖ Worst thing to do is feel out of control, confused, 

structured. Agent of change/creator of value/value 

contributors.

❖ People don’t want to be average.

❖ People need solutions not strategy. They need someone to 

advocate and address their well being.
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Strategy of Preeminence 
Talking Points



❖ People always pursue their well-being in a logical rational way. 

Isn’t there a better way?

❖ You want to have ideas that make sense and leave people better 

off than they started.

❖ Most people focus on tangible results. Most of the great 

rewards aren’t tangible.
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Strategy of Preeminence 
Talking Points



❖ “Show me” is so much more powerful than “tell me.”

❖ Instead of making conclusive statements, give me ammunition 

that allows ME to come to a conclusion.

❖ You never want to draw the conclusion – you want them to 

take an action that makes a commitment.
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Strategy of Preeminence 
Talking Points



❖ If they don’t take the action themselves, there’s no power 

into it.

❖ People worry about whether THEY stand out, whether 

THEY’RE unique, whether other people will care.

❖ The concept is too difficult for most people to buy into – 

instead give them an example of how things work.
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Strategy of Preeminence 
Talking Points



❖ Let me show you what we do and how our system works so you 

can sign on.

❖ Help me with ANY next business/influential decision.

❖ People are searching for ways to make the next decision better – 

solve their problem today.

❖ Here someone comes aboard for the hope. 
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Strategy of Preeminence 
Talking Points



❖ It has been subject matter focused. Must be individual focused. I 

help the individual through my mastery of the subject matter by 

helping school them on the purpose so they can think better.

❖ We can make people feel comfortable with a lot of things they 

used to be intimidated by.
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Strategy of Preeminence 
Talking Points



� Information VS. meaningful advice

� Helping each person gain greater focus and clarity is 
your daily responsibility, obligation and privilege.  

� A foundation they can trust to commit to your 
instructions and intention.
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Talking points on Preeminence



� “Connectivity”: connecting the dots for them on how 
something needs to be done differently and how it 
looks in the eye of the client. 

� It’s all about helping them be better.

� Put into words the feelings, desires, hopes and non-
desires of people for them to trust you.
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Talking points on Preeminence



� I believe that every business that deserves a better life 
/  future should have it.

� You’re on a mission or crusade every time they go into 
the market.

� The “YOU attitude”: it’s about what YOU want, not us.

� Preeminence is always based on hopefulness: through 
my help, support and guidance you and your business 
will grow and prosper.
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Talking points on Preeminence



� Moral obligation, responsibility and privilege to help 
grow and develop the ability, life, performance and 
impact of every business person under your care.

� Squeeze VS. Grow

� Every communication has to have the most positive 
impact and move people to take greater but more 
effective and productive action.
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Talking points on Preeminence



� Impact is in function on forward moving.

� Your attitude to convey: “Each time I interact with my 
clients, my responsibility is to make them better, more 
effective, more confident, more impactful because I 
was in their lives today”.

� Fall in love with the clients he/she NOT manages, but 
grows and develops.
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Talking points on Preeminence



� Example of the farmer growing and developing the seed.

� On any communication/interaction, think about the 
receiver, not the speaker.

� Wrong question: what do I have to say to make business 
people to make more? VS. Right question: What guidance, 
clarity, direction, better understanding do I have to give 
them to get to use their abilities more effectively?
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Talking points on Preeminence



� Make your clients know THEY matter to you, they are 
relevant and you are committed to them. 

� Use metaphors, similarities, examples, analogies, and 
real life experiences that people can easily 
understand.
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Talking points on Preeminence



� You have to see yourself as a transformer of people’s 
actions and results, and as an agent of constant 
change.

� VALUE CREATOR

� Example about the shadows’ responsibilities to the 
recruit: clinically help the recruit understand all the 
dynamics that are going on the transaction (phone, 
appointment).

� Help the recruit understand the bases, psychology, 
purpose and dynamic that went on the transaction. 
(See Greatness)
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Talking points on Preeminence



� 2 kinds of objections: general objections that occur at 
every sale situation, and unique objections that apply 
to the situation- development, city.

� Look below the surface at all the factors that are 
impacting the result.

� Help them set goals and reverse engineer the actions, 
steps and the accomplishments- both tangible and 
intangible.
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Talking points on Preeminence



� Be their “sounding board” and they must trust us 
enough to open up to us not defensively, but 
constructively.

� Every human being needs guidance to improve and 
progress.

� Guide them to navigate on what’s going on: factors, 
elements and issues, that it’s either making them non-
productive self-destructive, paralyze, ineffective, 
inefficient. 
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Talking points on Preeminence



� Factors, forces, actions, inactions

� People are silently begging to be led 
– but only by someone they trust 

who has “their” best interest. 
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Talking points on Preeminence



� Not to go crush them. Example: boys soccer coach

� Ask the right questions, listen to the answers, and see 
between the lines.

� “You need to hear before being heard.  The biggest 
underutilized skill is listening.”

� Critical reflective thinking- be connected to the person 
in the moment. 
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Talking points on Preeminence



� Default by modeling the most successful people 
categorically. 
◦ Explain example - Deming

� Weakest part of most business people is 
understanding the changes, behaviors in 
communication, attitude, in purpose that they have to 
embrace to create the outcome that they want.

� “ Let’s work together to make that happen”.
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Talking points on Preeminence



� The most instantaneous way to transform 
performance is by changing the strategies they’re 
following, it’ll change the results you’ll get, it’ll change 
the person you become, it’ll change the successes.

� Fly on their own, but constantly, not just support 
them, but challenge them to higher achievement.

� Change Ideology
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Talking points on Preeminence



� Provide strong and consistent transactional follow, we 
can’t just say “How did you do today?

� Understand in each category that you are going to 
analyze, what they do, how they do it, what they see in 
their mind, what happens when they are really in the 
situation, out why they think that way.

40

Talking points on Preeminence



� 10 areas that you are targeting: identify what that is 
and how it works and why it works, and then you 
carefully teach it to others.

� Navy Seals

� Be ruthless. You can’t let people be abstract with their 
answer.
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Talking points on Preeminence



� “ Overcoming the hurdle race” 

� Ask yourself: how many lives am I going to transform 
today? (Homex example)

� You can’t help anyone to be better, unless they openly 
share with you the good and bad.
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Talking points on Preeminence



�  They’ve got to trust you to have their best interest of 
heart.

� Every human being needs guidance to improve and 
progress. (See Greatness)

�  “ Benevolent –tough love”
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Talking points on Preeminence



� Einstein, “Nothing happens until something moves.”

� “You grow, or you die”. (Expound)

� If what you have been doing hasn’t produced the result 
that you want, need or expect, doing it 10 times more 
of it, isn’t probably  isn’t going to make a big 
difference. 

� Critical VS. Linear thinking. Correlations, implications, 
aberrations
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Talking points on Preeminence



� “Most people in life struggle with the wrong fear”.

� Am I really worthy of this goal? VS. Is the goal worthy 
of me?

� Don’t assume they understand why; tell them why, the 
phases, the differences, how it must look when you are 
at the receiving end, let them appreciate why you want 
them to do something different.
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Talking points on Preeminence
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“4 Steps to Greatness” 

and Adding Value using 

The Strategy of Preeminence



� Every human inherently wants to be great. They’re 
programmed in their DNA. They’re programmed to 
perform at optimum capacity.

� Do you really want to be average?  Every human 
being wants to be great. 
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4 Steps to Greatness



� Most people deep down, don’t feel right. That’s why 
there’s dissatisfaction, that’s why there’s unhappiness, 
that’s why we are supposed to be performing, 
achieving at a much higher level, and it doesn’t feel 
right. 

� If you look at the factor, the cause, it’s because we 
have been allowed to operate in a world of mediocrity.
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4 Steps to Greatness



STEP 1:   
� People don’t have an idea, or a picture in their mind’s 

eye of what greatness looks like.

� You need a clear-cut picture of what it looks like, 
almost as a CAT scan, three-dimensional view. What it 
looks like and feels like for the receiving side. From all 
impact VANTAGE points.
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4 Steps to Greatness



STEP 1:   
� We need some kind of reference to know what 

greatness is supposed to look like. Not just one-

dimensionally, but multi-dimensionally, in every 

implication and application of our lives. 
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4 Steps to Greatness



STEP 1: 

� The greatest determinant of greatness, ironically and 

success in the 21st century, is going to be our ability to 

collaborate, creatively and cooperatively with others 

who have pieces of the puzzle we don’t.  

51

4 Steps to Greatness



STEP 1: 
� Greatness is relative. We’re not one size of greatness 

fits all.  

� We just need to figure out what greatness is within us.  

� Remember, you’re programmed for greatness. 
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4 Steps to Greatness
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4 Steps to Greatness

STEP 1: 



STEP 2:  
� You have to figure out what path will get you to a 

better place.  

� There are lots of ways to get an outcome, but there’s 

almost always going to be one way (and it’s going to be 

different for each person) that’s faster, safer and more 

fulfilling. 

54

4 Steps to Greatness



STEP 2:  

� Example: We want to go on vacation. What path is 
going to get me there?

� A lot of people thwart themselves. They choose a path 
that’s ahead of them. 
o Example: Olympic pole vaulter
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4 Steps to Greatness



STEP 2:  

� What path is going to get you there, not just the 
quickest, but the safest and most enjoyable? If it’s 
painful, everything is stretching, and the growing is a 
little bit painful. 

� Optimum isn’t just the highest and best. It’s the 
highest and best path, for you.  
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4 Steps to Greatness



STEP 2:  

� The wonderful thing about the world today, about the 

human being is that we have a lot of paths to get us to 

our greatest outcome.
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4 Steps to Greatness



STEP 3:  

� The third step is having enough confidence and giving 

yourself permission to start walking down the path to 

your greatness in as many different categories as you 

can pursue. 
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4 Steps to Greatness



STEP 3: 

� Don’t try to do everything concurrently, because it will 
diffuse. 

� Figure out where you can make the biggest win for 
yourself first. That’s going to reinforce the worth, and 
you’re going to see such a difference that you’ll want it 
in every other element of your life. 
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4 Steps to Greatness



STEP 4:
� Few people have someone who’s willing to intervene 

and help get them back on track and course-correct. 

� People need someone to believe in them and advocate 
a champion long enough to where the momentum, 
velocity and the force going forward will take over and 
propel you to your greatness.
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4 Steps to Greatness



STEP 4:
� Even if they have enough fortitude, courage, desire or 

perception of what’s on the other side of the 

mountain, to get started, what frequently happens in 

every form of human endeavor is: the first time you try 

something and it doesn’t execute very well, you get 

derailed. 
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4 Steps to Greatness



STEP 4:
� Important: You want somebody who has an 

extraordinary hopefulness for you because he or she 
knows how much more is possible. It doesn’t mean 
they want you to be who you’re not. They want you to 
fulfill your destiny path within your own life. 

� Somebody who’s been there and done that. 
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4 Steps to Greatness



STEP 4:
� You want somebody who’s got an understanding – 

clinically, critically, transactionally and empirically. 

� They have to be able to be PREEMINENT.  Preeminence is 
another way of articulating greatness. 

� A really great mentor has the ability to really see within 
you, what you can be, and what you can be in many 
dimensions. 
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4 Steps to Greatness



1. What is greatness supposed to look like? 

2. How can you get there? What path do you need to take?

3. Have enough confidence and give yourself permission to start 

walking down the path to your greatness in as many different 

categories as you can pursue. 

4. People need someone to believe in them and advocate a champion 

long enough to where the momentum, velocity and the force going 

forward will take over and propel you to your greatness.
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REVIEW: 4 Steps to Greatness



� The real beauty is, giving back. The more you help others, 
the clearer it becomes to you, the more you see the 
dynamic work. 

� What life is all about is the process.  

� Any time you get the chance to spend any time with 
anyone, you come together for any reason, for any amount 
of time, make the other side better off because you were in 
their life, whether it be a moment or not. Our job is to add 
value. 
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4 Steps to Greatness
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Difference between a Mentor 
and A Coach

Meaning of Life =
Process vs. Product End
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The Maven Matrix Manifesto

Being the most trusted advisor, 
go to source, and thought leader



1. Gain Your Market’s Trust

❖ Clearly articulate your market’s hopes, fears, and problems. 

Feel its pain. Identify gaps in service or quality. State the 

problem better than anyone. 
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Maven Matrix 
(11 Tactics)



2. Establish Your Maven Persona 
(See “24 Common Maven Characteristics”)

❖ Memorable personality traits that make the maven 

more human and familiar in the eyes (and more 

importantly the minds) of the marketplace anchor 

your persona in the minds of your market.
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Maven Matrix



3. Vision for the Marketplace

❖  Why the company exists? What is the ultimate goal 

of the maven? What’s the dream/cause that others 

want to be a part of? Shape your vision, hopes, 

dreams. Example: Kinder Reese
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Maven Matrix



4. The Creation Myth

❖  The STORY about the beginnings of the maven and 

their brand (“drive” motivation) – where did it start? 

Why?
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Maven Matrix



5. Predictable Behaviors

❖  Unique things you do or say that your market 
expects. In other words, they are predictable – and 
just like you can predict how a loved one or close 
friend is going to behave, you want the market to 
feel they can predict your behavior.
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Maven Matrix



6. Polarizing Point of View

❖  Views that will resonate with your target clients but 
might offend others. It separates your market into 
believers and non-believers. The denunciation of 
companies and practices in your market that are 

cheating your customers out of the value they should 
expect. 
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Maven Matrix



7. Special Phraseology

❖  Your iconic phrases and terminology that makes you 

utterly unique in your market.

8. Communications Channel

❖  The communication channels that the marketplace grows 

accustomed to when receiving information from you.
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Maven Matrix



9. Velvet Rope

❖  The elements that make your clients, prospects, and staff 

feel special, better than outsiders, part of a special group.

10. Client Evangelists

❖  Techniques to motivate your customers to spread the 

good news of your superior service.
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Maven Matrix



11. Mentor and Advisors

❖  The guides who understand how to anchor you in 

the minds of your prospects as the preeminent 

authority and trusted advisor in your niche. 
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Maven Matrix
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24 Common Characteristics



1. Confident, Tycoon, Big Business Builder 
(i.e: Donald Trump) Workaholic

2. The Puppeteer Behind the Scenes 
  (i.e: Henry Kissinger) Calculated, mysterious

3. The Researcher 
(i.e: Rich Schefren) Curious, hard-working, impulsive, 

and truth finder. 
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24 Common Characteristics



4. The Well-Placed Intelligent Source 
(i.e: Bill O’Reilly) Shows you what’s happening behind the scenes. 

5. The “Self-Made” Man/Woman 
 (i.e: Carl Icahn) Determined, persistent, proud of 

accomplishments, has high expectations of others.

6. The Contrarian 
(i.e: Sam Zell) Distrustful of anything big
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24 Common Characteristics



7. The Eccentric 
(ie: Richard Branson) Enthusiastic, make your own rules. 

8. The Iconoclast 
(i.e: John G. Spurling of University of Phoenix) Not concerned 

with tradition – doesn’t respect authority unless deserved. 

9. The Angry Man 
(i.e: Jim Cramer) Argumentative, self-righteous, excitable 

and sometimes amusing insider
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24 Common Characteristics



10. The Prodigy/Genius 
(i.e: Bill Gates) Introverted, super intelligent, confident 

and aggressive. 

11. The Fun Guy 
(i.e: Terry Bradshaw/Charles Barkley) Optimist, happy, 

sees the good in situations.

12. The Voice/Face Behind the Orchestra
(i.e: Steve Forbes or Chase Revel) Organizer 
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24 Common Characteristics



13. The Synthesizer (i.e: Tony Robbins)

14. The Importer/From One Industry to Another (i.e: Jay 

Abraham)

15. The Outcast: (i.e: Jeffrey Katzenberg)

16. The Common Man: (i.e: Howard Stern)

17. The Intellect (i.e: Newt Gingrich)

18. The Advocate (i.e: Vic Conat)
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24 Common Characteristics



19. The Mad Scientist (i.e: John Kim from Bell Labs)

20. The Supreme Possibility-Optimist 

(i.e: Zig Ziglar)

21. The Futurist (i.e: Faith Popcorn or John Naisbitt)

22. The Absent Minded Professor 

(i.e: Albert Einstein)

23. The Wizard (i.e: Steve Jobs)

24. The Family Man (i.e: John Chambers of Cisco)
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24 Common Characteristics



1. Google, Yahoo and the other search engines will 
automatically send you thousands of new prospects 
for FREE. 

2. You will enjoy a constant flood of free, word-of 
mouth referrals.

3. You will bank hundred of thousands of dollars in 
“FREE MONEY” each year. 
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Seven Benefits Mavenship 
Unlocks For You



4. Creating highly effective online ads will become a 
breeze.

5. Your affiliate sales will skyrocket

6. You will turn your fiercest competitors into the most 
energized and effective sale force imaginable. 

7. Many NEW streams of income suddenly begin flowing 
to you. 
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Seven Benefits Mavenship 
Unlocks For You



1. Counter Programming: Understanding your prospects 

and being willing to respond to and address their fears, 

confusion and needs.

2. Create a central theme to everything that you do.
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7 Lessons to Learn About 
Being a Maven: 



3. Future Pacing. Taking your perspective buyers on a 

journey into the future and the benefits they will 

enjoy. 
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7 Lessons to Learn About 
Being a Maven: 



4. Answer this: Today, is your business designed to 

consistently acquire new clients? Is it designed to keep 

those very same clients for a very long time? You need 

a core product or a flagship product that defines your 

unique positioning. 
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7 Lessons to Learn About 
Being a Maven: 



5. You can self-proclaim your expertise and then assume 

the mantle of defender of any un-served or 

underserved market niche and as long as you can 

deliver on your positioning. 
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7 Lessons to Learn About 
Being a Maven: 



6. Take an inventory of yourself. Before you look outside, 

look inside. What are your unique abilities and gifts? How 

do you harness/optimize?

7. Depict yourself as somebody that sees things at a deeper 

level of analysis, research, relevancy, and understanding 

than anybody else. 

EXPLAIN OPTIMIZATION
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7 Lessons to Learn About 
Being a Maven: 



� The personality building blocks.

� You don’t need all of them. You need the right 

combinations. 
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25 Maven Character Blocks



1. Your trusted advisor for life, this is the personality 

trait of the Maven who wants to help you, wants to 

help you for a lifetime.

2. Here’s what you’re not being told so here’s the truth 

as I see it and what action I think you should take 

because of that. 
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25 Maven Character Blocks



3. Congruity of positioning and communication. 

4. Extolling your own achievements or value. 

5. Listing flaws to prove that you’re human too.

6. You have to start looking at the relationship you’re 

building as a long term investment you’re making in 

the marketplace. 
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25 Maven Character Blocks



7. The Maven trait that recognizes the long-term strategic 

gain that his/her clients are after. 

8. Knowing your own strengths and weaknesses.

9. The preemptive approach. It’s the Maven who shares what 

the industry norms are – but they are the first to do it. 
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25 Maven Character Blocks



10. Celebrate your own strengths and weaknesses. 

11. The maven wants you to control your risk pointing out 

the overlooked risks and dangers, that other people 

don’t share.

12. Use as much research and data as you can. 
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25 Maven Character Blocks



13. Have a clear and easy to identify voice and style. 

14. Acknowledge you’re human. Most people respect and 

relate so much better when you don’t act like you’re 

perfect because it doesn’t exist. 
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25 Maven Character Blocks



15. Challenge the status quo thinking. 

16. Don’t overplay your hand. It means is there’s a 

sequence, an order, a progression that you need to 

develop. 
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25 Maven Character Blocks



17. The maven that reveres their own brand equity and 

continually adds to it and uses it as a vehicle to 

reassure clients and prospects. 

18. The Rothschild Factor

19. Associate with people who have incredible trust and 

respect.
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25 Maven Character Blocks



20. The Maven whose power derives from his group. 

21. Enter into a committed relationship with your 

market.

22. Never minimize your brand.
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25 Maven Character Blocks



23. Acquire the knowledge to specialized partnerships. 

This Maven brings breakthroughs.

24. Hire the best, pay them richly, but pay them strictly 

on performance. 

25. You can be shy and quiet and not be invisible.
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25 Maven Character Blocks



� You have two choices: 
Mediocrity or Mavenship

� “To be or not to be a Maven, that is the 
question.”
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Mavenship 



1. Continuously identifying and discovering hidden assets in your 

business.

2. Mining cash windfalls each and every month out of your 

business

3. Engineering success into every action you take or decision you 

make. 

4. Building your business on a foundation of multiple profit 

sources instead of depending on one single revenue source.
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The 12 Pillars of Strategic Business 
Growth



5.  Being different, special unique and advantageous in the 
eyes of your clients.

6. Creating real value for your clients and employees for 
maximum loyalty and results

7. Gaining the maximum personal leverage from every action, 
investment, time or energy commitment you ever make.

8. Networking/masterminding/brainstorming with like-
minded, success-driven people who share real life 
experiences with you.
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The 12 Pillars of Strategic Business Growth



9.   Turning you into an idea generator and recognized innovator 
within your industry or market.

10. Making “growth-thinking” a natural part of your everyday 
business philosophy.

11. Reversing the risk for both you and your clients in everything 
you do (so the downside is almost zero, and the upside potential 
nearly infinite).

12. Using small, safe tests to eliminate dangerous risks and  
adopting funnel vision instead of tunnel vision in your thinking.
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1. To install yourself in the eyes of your marketplace as 
their most trusted advisor. Never let somebody ever 
buy less than they should, less quantity than they 
should, less quality that they should, with less 
commitment than they should or in less combination 
because they will be the loser, they will not be served 
by doing it. You must see them as your client not as 
your customer. 
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2. Establish your credentials and there are so many ways 

to do it. 

3. Establish your distinctive perspective. 

4. Establish your communication advantage.

5. Establish a primary signature communication vehicle 

that’s used constantly. 
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6. Be able to contrast and compare. 

7. Future pacing.

8. Demonstrate and articulate your market’s needs, 

hopes and fears. Show you understand them – you 

really do feel their pain. 
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9. Take a position, a strong point of view. 

10. Sell leadership. Help the members of your market by 

pushing them.

11. See yourself as an agent of change. 

12. Specialization – in every field people default to 

specialists. 
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13. The right mentors and advisors. 

14. Your own technology. 

15. Creating your proprietary, phraseology or technology. 

Taking certain words and making them your own. 
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1. Future Pacing

2. It’s only a matter of time before the people you want 
to do business with do, so don’t wait for the money to 
change hands to start adding value. 

3. Example: Water half full
4. Storytelling/Metaphors
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 Think about which path YOU want to pursue and how 

you can use these Steve Jobs’ lessons to create your 

own AMAZING life and career while applying 

preeminence.
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� He was the best entrepreneur-ever. You could decide 

to be the best financial planner, or operations 

manager or professional too! 

� Steve Jobs always felt that whatever goal/objective he 

was pursuing—it was like being part of leading a 

revolution. 
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� Steve Jobs asked people, 

“Do you want to spend the rest of your life and career 

merely selling stuff—OR would you rather spend every 

second...of every hour...of every day of the rest of your 

life and career transforming lives and families’ 

futures?” 
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� Jobs was “obsessed” with what he called creating “..the 
most insanely great computer in the world.” What if 
you and your time became obsessed with creating, 
“the most insanely great company of transformation” 
in the entire world?

� Steve Jobs’ work and life had far-reaching effects in 
both culture and industry.
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� Steve Jobs ALWAYS said…  “A lot of times people don’t 
know what they want until you show it to them.”

� Steve Jobs once said, “...My goal is to go beyond what 
everyone else thought possible.” 

� Steve Jobs felt that mediocre effort and work would be 
quickly forgotten. But truly great work...truly great, 
preeminent work will go down in history. 
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� Steve Jobs felt you had to do whatever it takes to 

delight clients. 

◦ IF you thought carefully/ considerately/ preeminently always 

about what it was like to be in your client’s shoes/place—

what a huge difference it could make to how you acted AND 

how well you connected with every prospect/client you ever 

reached. 
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� Steve Jobs refused to cut corners to make 
certain his client received the best possible 
outcome. 

� Steve Jobs was passionate and patient 
about everything he did.
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� Another part of Steve Jobs passion came from his utter 
enjoyment of what he did—and he found his work 
highly worthwhile. 

� Steve Jobs told everyone who ever worked with him:  
YOU MUST WANT TO BE BUILDING SOMETHING 
TOGETHER THAT LASTS!  
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� People drew courage from Steve Jobs’ life, courage 
that fueled and propelled them to redefine who they 
were, how they conducted their careers. 

� Steve Jobs felt that to waste precious time being 
ineffective is a sin.
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� Steve Jobs influenced went well beyond mere techies—
is your influence through all you could be 
accomplishing going well beyond just your job or 
department?

� Steve Jobs gave people the courage to pursue what 
they were most passionate about.

� Steve Jobs’ products touched us all.
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� Steve Jobs redefined the way people communicated 
with one another.

� Steve Jobs wanted to change the world and make it a 
better place for everyone who lived in it. 

� Steve Jobs gave clients products most of them didn’t 
even know that they badly needed. 
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� Steve Jobs took the time to think about things 

differently than anyone else had done. He had more 

clarity. He inspired so many. He created a heightened 

ethos that challenged people to higher standards for 

themselves. His energy and commitment was 

unstoppable.
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� Bottom line?

No matter what your role…no matter what you do...
you have today—right now—the ability (not unlike 
Steve Jobs) to change people’s lives—and those 
changes can lead to massive improvements of the 
quality of our entire world.
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•Do you have the energy, the courage, the 
passion, to never stop caring, contributing 
and growing—growing yourself and growing 
everyone else you impact?

• Are you only interested—like Steve Jobs –in doing 
ONLY truly great at whatever you do?
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� The soul of what I am creating is to rally the spirits and 

passions of quality people like you who want to apply 

The Strategy of Preeminence and do things better, 

differently, more meaningfully for ALL who matter.  
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"Never give in. Never, never, never‐‐in nothing great or 
small, large or petty‐‐never give in, except to 
convictions of honor and good sense. Never yield to 
force. Never yield to the apparently overwhelming 
might of the enemy. "

–Winston Churchill
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� Never give in and never give up
� Fight against mediocrity and commoditization
� Unique Selling Proposition
� Focus on Your Marketplace – not your own self interests
� Make your market, your client, your prospect, your 

recipient of product – the center of attention.
�  It’s not about you – it’s about them
� Fall in love with the people you serve
� Appreciative, empathic, respectful love for who they are 

and where they are in their business and lives
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� Do You Bring Meaningful Value to Others
� Ask for feedback to gauge whether you do or not
� What you think may be appealing, exciting, worthwhile 

your market may find worthless
� Consistently ask yourself, your team etc. – whether 

everything you do or say really adds value
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� Entrepreneurs vs Proprietors 
(Are you a Multiplier or a Diminisher) 

� Story – The Mexican Deli Restaurant
◦ Difference between the two is their commitment (or lack thereof) 

to purposeful innovation
◦ 95% of all small business owners are function as proprietors
⚫ They cower from change and steep themselves deep in the status quo
◦ True entrepreneurs are the driving forces of positive upheaval in 

their industries, markets and business worlds 
⚫ They love change and embrace challenges and sees them as 

opportunities
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◦ An enterprise that does not commit itself to constantly 
innovate inevitable dries up declines then dies

◦ Innovation – anything tangible or intangible that brings 
greater value, benefit, contribution, advantage, enjoyment, 
etc..to a marketplace 

◦ Shift yourself out of the doomed world of business proprietor 
and into the dynamic, vibrant, possibility-based world of 
entrepreneurship
⚫ Any Business owner who tries to hold on to the “status quo” will 

lose ground rapidly
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Become a “Born Again” Entrepreneur

⚫ Become supremely receptive to seeing change in marketing, 
change in consumer buying habits, change in competitive offering 
as an opportunity rather than a threat.

⚫ Continuously evaluate your business and its performance as an 
innovator/value creator in as many critical categories as possible

⚫  Become obsessed (almost) for discovery, development, perfecting 
new things ‐ new ways of marketing, new ways of delivering your 
products/service, new ways of improving the transactional 
experience. 

⚫ See your world differently than your competition.
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• Learn to overcome resistance to innovate, by 

wanting/craving continuous breakthroughs in 

marketing, strategy, innovation, your business 

model, your competitive positioning.

• **   Free your mind to see your challenges as 

“benefits **  
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Five Insights

� Joint Ventures/Alliance Deals allow you to penetrate new 
markets and acquire high quality clients with NO risk or fixed 
investment

� Leveraged Marketing – allows you to create almost unlimited 
profit power by multiplying and magnifying the performance 
yield of everything you do

� Ancillary marketing lets you create multiple, new income 
streams, profit resources by repurposing your brand, 
distribution channels, old buyers or even unsold prospects.
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◦ Change headlines or shift the opening in a sales proposition can 
increase sales response

◦ Preemptive Marketing and Referral Programs
⚫ “block” ALL your other competition from being compared to you

⚫ Turns you from a commodity into proprietary 
⚫ Systematic Referral – generating processes can increase your 

company’s business exponentially ( and decrease marketing and 
acquisition costs)

◦ Up-the-Ante – Look at things From a Strategic Angle
⚫ On your strategy performance, your business model impact, your 

competitive positioning clout. 
⚫ Replace or Adjust underperforming aspects of your business
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� Optimization Performance Enhancement Quotient

◦ Identify the hidden opportunities, overlooked revenue 
streams, underperforming activities you can most 
quickly/meaningfully improve.

◦ Joint ventures, preeminence, leverage marketing, preemptive 
positioning, referral selling, mining ancillary income streams….
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� No one needs to be constrained in their pursuit of 
possibility, purpose, and passion.

� Purpose is having an "ideal" that's infinitely more 
auspicious and transcendent than merely making money. 
It's about doing things that are meaningful, transformative 
and impact the marketplace or society in some positively 
evocative way.

� Passion is the joy, vision, hope for others and animated 
reality ‐‐ you focus all your efforts on manifesting.
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� You always have the ability in all of life to be either the 
victim or the victor

� 98% of your life, career, marriage, financial situation, 
family matters are ALL the result of either things you 
DO or things you DON’T do.

� All we have is today–forward
◦ You can use this infinite opportunity to grow, add value, 

contribute to people and the world
◦ Or you can suck the life emotion and passion out of everyone 

you’re around
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� We are in absolute control of our fates and destinies 
◦ I am NOT a fatalist – if you don’t like something – change it
⚫ Take meaningful corrective action

� It takes critical thinking, courage, 
committed/continuous forward motion and action
◦ As well as course correction
⚫ Many people “fold” the first time they hit resistance, a setback or 

non-success.  You must correct after you experience adversity.
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� Whether you pro-act or react. Whether you initiate or 
contemplate. Whether you feel victimized or 
“empowerized” is totally up to YOU!

� Your fate, your happiness, your prosperity your health 
– it ALL lies in your hands.
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� Business Owners either multiply (their situation, 
resources, opportunities etc.) or they diminish it

◦ Do you increase and multiply the passion, the performance, 
the communication, etc. of your team or do you tear down?
◦ Are you siphoning cash out of your market’s momentum or 

are you adding value?
◦ Are you making a huge positive impact or none at all? 
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◦ Are you a value creator or commerce siphon?
⚫ This is based on purposeful/impactful innovation vs. pure profit 

motivation
◦ Are you truly adding innovative value to your market?

If you can’t answer - then you probably aren’t innovating or 
adding anything meaningful and purposeful to your 
marketplace or your clients’ experience
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� If your goal is ultimately to grow your business by first 
growing yourself then -- first, you must change something 
in your belief systems and how you think.

� As an entrepreneur your team members should be raving 
fans of 3 different groups:
◦ Of a respected client - who’s life they’re going to transform
◦ Of one another so they will collaborate and synergistically 

cooperate.
◦ Of you, so that they will follow your lead because they know you’ll 

have their best interest always at heart.
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7 Questions to ask yourself to decide if you’re a Multiplier or a 
Diminisher

1. Do you regularly look outside your branch, to other branches and other 
reference examples for new ideas, fresh approaches, innovative ways to 
motivate, to maximize and to really grow and develop your people and 
your relationship with your prospects?

2. Are you recognizing and understanding completely the exciting new 
possibilities to develop and grow and support the ability and the effectiveness 
of each one of your team members?

3. Are you open minded and humble enough and able to take breakthrough ideas 
and concepts from other branches, from other coordinators, from other areas 
and utilize them to your maximum advantage to let your branch grow and 
prosper?

144

Multiplier/Diminisher



7 Questions to ask yourself to decide if you’re a Multiplier or a Diminisher

4. Do you make everyone around you feel smarter or appreciated or more capable… by that 
I mean have you giving up to be the smartest man or woman and realize your greatest 
ability is to make others feel competent, respected and capable?

5. Are you able to take a group of talented, passionate people and make them capable to 
work collaboratively in a way that allows them to accomplish things together that could’
ve never reached individually?

6. Do the people working with you says you’re the best boss, best leader, that you are 
helping them grow and develop and that together they feel like they’re accomplishing 
something meaningful?

   7. Have you demonstrated through your leadership, through your preeminent advisory 
connection that you really DO have the capacity to take your people, to take your branch, 
to take your market place, to take your proposition and grow and multiply their success?
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1. Video Services. 

� I’ve been going to some of my competitors for referrals.  One particular 
company in Texas does basically exactly the same thing I do.  We were doing a 
job, a shoot up in our area and the producer came back to us and said, do you 
know anybody down in Texas?  I can't really afford to fly your crew down 
there to do this.  So we went to the other company and they paid us a 
percentage of their price. 

� There was another production company down in Orlando, Florida.  We asked, 
what shows are you dealing with?  And we found out that we were doing 
business with a lot of the same network shows.  We were so far away, being 
1,500 miles, that their customers weren't necessarily going to hire us and our 
customers weren't necessarily going to hire them.  So we were able to pick up 
the telephone and call their customer and say, XYZ Production Company gave 
me your name.  And basically we had an introduction to them. 
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2. Hotel

� We’ve have a very simple referral program.  For every nine people you send to us, we'll give you the 
presidential suite, valued at almost $200. Plus dinner. 

� They talk to an editor of a magazine, they write up an international article.  That triggers another sequence of 
events.  Two, three other national magazines pick it up, write about you.  That one referral regardless of how 
much it cost you to give away that room, to give away that product, to give away that yearly subscription, for 
us easily translated into probably half a million dollars worth of publicity. 

3. Land Sales Company. 

� I was involved with the sales of Rexford Plantation and Indigo Run Plantation on Hilton Head Island in South 
Carolina.  Both Plantations were going to be released simultaneously.  There was a pent up demand and I knew 
that all of the established brokers would probably get most of the sales. 

� The first person I took out and showed property to in Rexford Plantation selected a home site and gave me a 
check.  I refused to take the check unless he filled out a form and gave me at least five referrals and signed a 
release allowing me to call them that night and tell them about his purchase in Rexford Plantation. in 120 days 
I sold 113 lots in Rexford and Indigo Run Plantation.  Of that, 74 were referrals over the phone. 

147

Summary of 93 Referrals



4. Precision Heating and Cooling 

� I've started a duct cleaning service.  And I went to my competitors who also sell heating 
and air conditioning equipment but who do not have duct-cleaning facility.  And I gave 
them a covenant letter not to solicit or interfere with their customer base, but to have 
access into their customers base for the duct cleaning service.  And then, whoever sold 
my service to the customer got a direct percentage on whatever the gross sale of my 
duct-cleaning service cost.  Probably 30% of the work I've done from September until 
now is a result of my competitors introducing my service to their customer base. 

5. Video Service. 

� Somebody dragged me into a National Speakers Association meeting, which now turns 
out to be a major segment of my business that is 100% referral.  Once I got into the 
association and started taking an active role and doing good work, now out of this 
3,500-member association over 500 are active clients.  If you do the math, it's exciting. 
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6. Walk-in Medical Center

� With the schools, we would give tours to the kids, like the emergency room on career 
days.  Then the schools starting sending all the kids who needed school physicals to us. 

� Then I took that concept and said, kids go to camp every summer, They need physicals.  
So we would mail and call the camps.  And it was a service to them because they could 
tell them you can get a physical today, just go right over here. 

� I built relationships with fire, rescue and police departments.  We would do educational 
programs.  And if they had accidental remember one that had someone hurt badly and 
sent to the ER, and they had one who was just walking wounded with a cut-and they 
said we'll go over there. 

� We did workman's comp.  We gave cards to give out to all their employees.  We gave 
them some discount for their own health care.  They would come in a lot of the time 
and give us those cards. 
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7. Consultant. 

� I rely mainly 100% on referrals.  I conducted several seminars for other consultants.  I found 
journalists who understand our business well, and I asked some of my best clients to allow these 
journalists to interview them.  The tape really gave me and my people real deep insight about our 
work from the customer's point of view.  We then offered these tapes to potential clients.  

8. Insurance and Benefits Consulting Group. 

� We serve a very narrow niche in t he marketplace, people who are 55 to late 70's who have a net 
worth of $3 million or more.  And so you can't just say, "Who do you know?" Because the services 
don’t apply to a broad segment of the marketplace.  So what we try to do is make it as easy as 
possible for the people to refer us to people they know who fit that demographic profile. 

� First of all, your referral source has to be one of those people.  And secondly, we, for example, have 
a list of all the landowners in North Carolina that own more than a thousand acres of land.  

� Another thing we'll do is, if I have a particular community that I'm targeting, I will first go to the 
key CPAs and attorneys in town and say, "I'm not asking you for a lead.  I just want to know who are 
the key, wealthy people in this community."
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9. Computer Software Company for Retailers. 

� We get about 35% of our leads from referrals and about 35% from direct mail.  Our market size is 
about 7,500 clients.  What we do is a direct mail piece to all of our prospects every other month.  In 
the interim months we send a personalized letter to our clients, our key prospects-people who are 
in the queue, someplace between demonstration and proposal enclosed-and industry consultants.  
And we try to do a value add with that, whether it be an educational piece or a premium. 

� One of the best things we did was to send Howard Sewell's book Consumers for Life.  Howard is a 
Cadillac dealer from Dallas.  We negotiated to buy five hundred of them at about $3.50. But we 
mailed them out on our direct marketing list and we ended up with doing about $200,000 worth of 
business off of that base list of referrals. 

� So the way we get referrals-I guess we actually give people bribes.  I guess we give them education.  
We try to position ourselves as a value-added resource.  And I guess also part of that is we teach 
all of our sales people to ask for referrals.  I mean, I'm just amazed so many people don't ask.  We 
ask people who elect to go with someone else for referrals.  Because they all know who all is 
looking.  So we found just by having a systematic method of communicating with key consultants 
or clients-which in our case is every other month.  By the way, we have a budget for that of $5.00, 
on the average, over a year.  Per person. 

� So that's $30 per person times 500, or S15,000.  Which is probably one of the best returns we get on 
our marketing dollar today
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10. Photographer. 

� We have a three-step program with our high school seniors.  I photograph about 300 seniors in an eight week 
period every year.  And when the kids call in to initially book, we educate them about the whole process, but we 
also recommend that they bring in their friends at the same time. 

� About half of them bring in someone else.  And we photograph as many as seven, eight kids at a time.  Which 
makes it sort of a zoo in the studio, but each of the kids who comes in then gets a free 11 x 14 of the group shot.  It 
takes nothing away from our individual sale, but those 11 X 14's normally list for $94.  We develop goodwill and get 
the kids in.  Second stage in when the photographs come back, we put in a gift certificate either for a friend of the 
family or a family portrait.  And then after that, when the photographers come back and they're in their hands for 
a few days, I do write them a thank you note.  And you'd be surprised how many people call us back with thank 
you's for the thank You note. 

11. Unknown. 

� We business with institutional investors.  So they're very hard to reach, How do you reach a CEO?  How do you 
reach the top person?  Very difficult for telemarketers to do that, direct mail or anything else.  So by going out to 
retired executives-former regulators, anyone who has contacts with the decision makers-we approach them, 
show them the contract they can sign.  We pay them 10% of the gross production we do.  Because 90% of our 
business is now in non regulated products where we're able to do that.  We can't do it iii the regulated products.  
They get excited.  Now we've got referral people bringing us other referral people who are friends of theirs.  About 
20% of our business is from referrals, but it's growing rapidly.  One customer will average $250,OOO a year.  So, 
you know, 20% of our business now is about $20 million a year. 
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12. Product Development and Marketing Company 

� A source we discovered not too long ago was vendors.  Vendors love to give a referral, because that gets favor 
in their column, and they also generate more distribution for their product. 

13. Consulting Firm for Executive Information Systems. 

� We create graphic systems for executives. if you want to visualize it, Boston Chicken has a map of the US. with 
all the locations of their stores and they click on a location and the statistics related to that location come up.  
Currently, in our industry, a large majority of the marketing dollars goes towards educating our audience, 
executives, about technology Reducing the fear. 

� As a small start-up company, we really couldn't afford to educate our potential buyers so we needed a way 
to, in a sense, let our industry educate our buyers to the point of sale and then strike.  We needed some 
indicator of companies that were going to make the shift to executive automation.  One was the software 
they were purchasing in-house.  A large expense that software companies don't like is having a field sales 
force go and do one-day demos.  So we partnered with the software vendors to go do the one-day demos in 
our geographic area.  And, in return, we get the first crack at all the companies who are at the point of 
purchase. 
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14. Bargaining Business. 

� One of the things that I have used successfully-some of it Jay uses, and he may consider it sales-
but it's offering two for the price of one. or if you have a seminar, this applies to anything where 
there is a participation.  If you have a seminar and you're selling it for $195, you say for three to 
four it's $175 apiece. For five or more it's $150 apiece.  That way you have the people who get the 
brochure going out and doing your selling for you.  And really, that's a referral system on the front 
end. 

15. Tape Resources. 

� We had a system of referrals that seemed to be working.  And I did it rather unscientifically.  
Whenever somebody would call and say, "So and so told me about your business," I would send the 
referee a certificate good for 10% off We have a certificate all printed up, and I would send it out.  
And it would say thanks for referring your friends and associates.  But then, when I was listening to 
your tapes, you know, prior to coming here, I decided to get real scientific about it.  I wanted to find 
out what it cost us to get a customer.  We were figuring it must be about $50 to bring in a new 
customer.  
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16. Industrial and Homeowner Rental Equipment. 

� We deal in large stuff.  Skid loaders.  Trenchers.  Back hoes.  After I had spent all my capital budget, 
one of our competitors decided to go out of business.  It was a father's business; and the son had a 
first love for training military and police.  And he wanted to set up a new company dealing with a 
new targeting system.  So we bought some of their equipment. 

� I asked, "Can we send you and your family on a vacation to Disney World for your customer list?" So 
I got him a corporate American Express Card and told him he could spend S5,500, and he gave us 
the list.  Then I said, "I'll help you put together a new business plan if you'll help us implement this 
customer list.  First, write a referral letter that we can send to all of them.  Secondly, we'll follow 
up with our own packet, And third, we need your contacts and support.  Since you really don't have 
anything for your general manager to do while I'm getting your other business funded, and I've got 
a real problem in terms of losing managers, can he work for me this summer while we're waiting to 
get you up and going?  For about 60% of what he was making before?" Now, he's working for us as a 
manager and helping us in the purchasing area and some marketing, as well.  It's working. 
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17. Automobile Dealer. 

� The luxury car business is a big referral business.  We're about 60% new car referral and about 30% used car 
referral. just to give you an idea, there's 180 Lexus dealers in the country and we're about number twenty.  First 
when we deliver a car to a customer we ask them if it's all right if we, send letters to the neighbors. We keep criss-
cross directories and then we send what we call a beautification letter to the neighborhood and say if you noticed 
your neighbor got a new car, here's where he got it.  If you're interested we'll be happy to come by and show it to 
you. 

� All of our salespeople are totally computerized and have a bank of maybe l00 different letters available.  And we 
do about 300 to 400 letters a day, just normal business. 

� Second, for people who buy, we send a big white thank-you cup to the office.  They walk around with this cup that 
has "thank you" on it, and on the other side it has our name.  So people are always asking, "What is the cup?" And 
we get referrals that way. 

� Third, after about the third week, we call the office asking for referrals.  By that time the cup and things have hit-
so they're using those as instigators to pull referrals. 

� We get and exchange a lot of referrals from other automobile dealers.  We say, "If you've got somebody, Who asks 
about a Lexus, send them to us."  We're not going to bury your product, We won't say bad things about you.  We 
will just explain the thing. The other salesman who refers them looks good because be sent them someplace 
where they've been well taken care of Everybody's polite and everything is nice-so he looks good and we're happy 

� Follow-up is the key Referral is generated from follow-up.  
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18. Apartment Complex. 

� Our industry typically asks residents to refer other potential residents to the apartment 
communities, and generally pay somewhere around $100 to $200 for that referral.  We made a 
game out of it and gave everybody a little card and said, "For the first one, we'll give you $100. and 
we'll go sequentially all the way), up to $900.  If you refer nine people, and every time you refer 
somebody after the ninth, you will receive $900 as a rent credit off of your month's rent. That's 
worked real effectively And we expanded that and said., "We're going to offer you a lifetime 
referral fee.  So that if you live in one of our properties and then you move out-and assuming we 
didn't evict you-then we'll pay you a referral fee of $150 for as long as you live. And that's worked 
also very, very well for us. 

19. Consultant. 

� When the client is a large company, the client itself is a big market.  Earlier this year, we made a 
conscious decision to start asking for referrals within the client organization.  When someone came 
to us with a complaint like, "You know the work we do and we've really helped you.  Would you be 
willing to recommend us to that other person in your organization and to formalize that process?" 
It's worked tremendously.  
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20. Audio Tape-Set Publisher. 

� On the back of all of our business reply envelopes we have an area where we 
ask for referrals.  It's something to the effect of "if there's anybody who you 
think would benefit from the types of programs we offer, give us they're 
name and address and we'll send them a free catalog." We get thousands of 
referrals every year.  A good portion of which turn into customers.  They tend 
to be good customers. 

21. Life Insurance Business. 

� I would have meetings with my clients for their birthdays, And I'd either take 
them out to breakfast or lunch.  And in those meetings I'd sit down with them 
and ask them to tell me how they started their business.  What makes it 
different?  What are some of the things that are different about you?  What 
makes it great? 
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22. Optometrist. 

� I send very simple, blank thank-you notes, which I hand write, to patients who have referred me to other patients.  
If you have "Dr." in front of your name, lay people are really not used to being acknowledged, much less thanked, 
by doctors for doing anything for them.  And so, when you do it, it creates such a large impression on people. 

23. Multi-Level Health Products. 

� I’m accredited by the State of California to give continuing education credits to nurses and, now, certified  nursing 
assistants.  A lot of nursing assistants were calling me because the people in Sacramento, from the main office, 
refer people to me. 

� I also have a tennis coach who is now referring me to other people, too.  And we've worked out a contract so he's 
getting a percentage. 

24. Mortgage Banker. 

� I help attorneys close probate in about half the usual time by making loans to executors, administrators, and 
trustees or trusts.  Referrals are more than 90% of my business.  I consider the attorney my client, and I tell him or 
her so. What I make very clear is that I have a selfish motive for doing a very good job.  It's because I want you to 
be so impressed that you're going to go back to the attorney and tell him or her what a great job I did.  
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25. Real Estate Agent. 

� Referral business is the biggest way to get clients.  I try to educate them right from the 
first appointment how important referrals are to me.  And I let them know that when 
they list their house what typically happens is a sign goes on their house the next day.  
And they're going to go to work and tell their co-workers that they're selling their 
house.  And they're going to come home and their neighbors are going to ask where 
they're thinking of moving.  And their friends are going to ask the same kind of 
questions.  Ultimately, they're going to run into other people thinking of buying or 
selling, real estate. 

� So what we've done is we've been asking right from the first interview for referrals, and 
we ask all the way through the process.  Not just at the end of the sale.  And we're 
usually getting at least one referral from each one of our listings, because now they 
know how important it is.  And we do give them something to thank them after the 
referral, which is good.  We give them a 500 minute calling card, good to call any, here 
in North America.  We don't tell them that until after the referral, then they get the 
gift. We kind of program them that they get something for every referral. 
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26. Holistic Herbal Medical Products. 

� My company is primarily mail order.  I teach natural medicine through the mail.  And I have a 
lot of students internationally I'm also a private membership company, so that when you 
become a member with me you get a little number.  Well, what I did with referrals is I made 
up "thank-you bucks." And all my students have to do is take my brochures and put them in 
health food stores in their local town, put their member number on there, and, any time that 
comes in, I automatically send them "thank-you bucks". 

27. Dance Studios and Instructional Dance Videos. 

� We did a referral program last year.  We gave away free dance lessons or money to people 
who brought me customers. 

28. Mail Packet for Engaged Couples. 

� I capture the names of engaged couples.  And it's given to businesses.  They pay a certain 
amount per month and then they can put something in a packet that goes to an engaged 
couple.  I ask not only for referrals but pes of business are interested.  I've made a sheet, 8-
1/2 x 11, and I've listed all of the possible businesses that are applicable. 
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29. Internet Publisher. 

� I started in business on the Internet in July of 1994, and in July of 1995 1 had a little over 
100,000 customers in 80 countries. 

� I wrote newspaper columns that, at the time, appeared in no newspapers.  And it's very 
entertaining.  What I do is retell what are generally called human interest stories.  I take 
stories out of the newspaper, I retell them and I make some nasty comments on them.  I 
encourage people to forward them by e-mail to whoever they want.  And every single 
piece of e-mail I send out has a marketing message saying, "if you want to get this every 
week, here's how you do it.“

 
30. Cooking Food for People With Allergies. 

31. Insurance and Investments. 

� We have a genuine insurance crisis in California that was fueled by the Northridge 
earthquake in January of 1994.  In June of 1994 there was a moratorium placed on 
homeowner’s insurance within the state.  I am also a licensed insurance broker and we 
created some markets for homeowner's insurance

162

Summary of 93 Referrals



32. Commercial Real Estate. 

� The Society of Industrial and 0ffice Realtors, about 1,400 elite, very accomplished and 
high-reputation realtors all over the country and now all over the world, exists strictly 
for referrals.  And I get referrals from all over the country I give them out, too, We have 
a referral fee format set up, as well. 

33. Coaching Program. 

� One thing I do that I think is valuable: I spend a lot of time with my core clients.  And 
then I'll sit down with them and say, "Let's go over individually who are the people you 
can recommend to i-ne." Then I have them personally call the people they put on that 
referral list.  I get back to the people who gave those referrals so they know what 
happened in the process.  If we get a sale or a new client from their referral, we send 
them a nice gift. 

34. Recruiting Consultant. 
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35. Antenna Company.

36. Training Company 

� I've heard people say how important referrals are.  The statistic is that one referral is 
worth 15 phone calls.  And what we teach is that most people agree on the value of 
referrals, but they have an unfounded or founded fear of rejection for asking for them 
or what they do with them when they get them. 

37. Painting Contractor. 

38. Health Club. 
 
� Fifty percent of my business is based on referral.  When I join up a member and I sit 

them down, the first thing you do is you tour them around and sell them on service and 
results.  I say, "There are two things I ask of you.  First thing is that you come 
consistently to the club and use it.  And the second thing that I ask of you is that when 
you have friends, make sure you refer those fiends over to me so I can take care of 
them." 
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39. Mortgage Business. 

� The referral system is 100% of our business right now.  I am in the top one percent in my industry in the country. 

40. Fitness Club. 

� Our clients are our friends.  We really pamper those people who come to see us.  We give to each one of Dur @-iew 
members-and many times we get requests from our older members as well-invitations. two invitations to invite a 
friend of theirs to come to the club with them.  This is very effective for us because rely 100% on referrals. 

41. Stockbroker. 

� Clients are hesitant to give you referrals.  Because they fear that you might not do a good job for a friend of theirs.  
Or they may lose a lot of money even though you've made money for them. 

42. Complimentary Medicine Practice. 

� I’m a medical doctor.  And it was essentially I 00% referrals through word of mouth.  Patient to patient, family 
member to family member.  We took information on what we did and brought it out to the media, to the 
politicians, to the legal system.  We then were essentially invited into the system by the physicians, and now I get 
referrals from the president of the Canadian Medical Association.
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43. Dentist. 

� We. wait for the compliment before we do any type of asking for referrals, Because if we do it any other way it's 
pushy And so, we have our referrals in holders at every work area and every room on the counter at arm's length 
on both sides. 

44. Service Business. 

� We have high-volume consumer bankruptcy offices.  We're seeking to sell our system to other attorneys 
elsewhere.  Most of you know what Chapter 13 trustee is.  Basically, a person pays their debts out of a Chapter 13 
bankruptcy, to some extent anyway, And they pay a person called the trustee who distrft)utes the money.  Well, 
that trustee works with attorneys and creditors.  He's basically a conduit between the two, and the attorney, of 
course, represents the debtor on the debtor's side. 

45. Furniture Store. 

� We have a multifaceted store in which we sell retail refinishing.  We don't ask for referrals, but that is our backlog 
of work.  It's just referrals.  People just come to use because we delight each and every customer.  I have four guys 
working in the back and we have approximately six weeks worth of work for them, And I don't advertise at all 
when we refinish. 
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46. Unknown

47. Management Training Seminars. 

� I get names and addresses and then I call people and ask how they're using the materials.  And I'll 
make a comment like, "Well, I don't suppose your senior management would be interested in any of 
this." And they'll say, "Oh, no, they really would." And then they start selling me on the referral. 

48. Trainer for an Advertising Agency. 

� I train Realtors on how to do personal marketing.  What I discover is at the end of my presentation-
which is in essence a sales presentation-t-hey are excited about what I do.  When I look at them 
and I say, "Guess what, I'm still in the area.  I'd still love to visit some more people.  Who do you 
know, that would really enjoy this presentation?" I make them look good to their peer group, 
because they're able to say, "You've got to hear this." Usually, I get between two or three referrals 
out of each person. 

� If I get a person who is that excited about what I do, they feed me into other people.  I pick up the 
phone and say, "I talked to so and so.  They told me to call you.  they were really impressed.  Let me 
tell you what I'm here doing.  I'd love to do the same for you." 

167

Summary of 93 Referrals



49. Unknown. 

� What I've.noticed in my practice is that a lot of the results that I've produced come out of where I'm standing and 
the direction of the conversation that gets generated from that position.  At times, when the practice was down, 
what I noticed was that if I was speaking from a position of need-really, coming from a past event-no matter 
what I said, no matter what I communicated, came out really unclear with very little result.  When I'm speaking for 
the possibility of something greater in the future, and talking to them about what can generated for their families, 
what's possible for who they know and it's something that has yet to happen, the results that get produced are 
much greater. 

50. European Skin Care Business. 

� We basically placed ads and said, "Free facials, limited number." And since it's empty anyway, when you start, you 
just give away free and it results in $75.  For every ten people who come for a free facial, a finite I-lun-iber will go 
forward.  And what that total is the average person coming for free is worth $75. 

� Fifty, percent of the people who come buy at least a hundred dollars worth of product.  And if you buy -a 
program-which is six facials with a 33% drop in price-we give you four referral cards.  We put your name on the 
back, and they're for your friends.  And if your friends come in, for every friend that comes in you get a free facial 
if they buy a program.  And we also do that with all the women who work in the department stores who sell skin 
care and cosmetics.  And when the cards come back through, we track back to who had gotten it and we notify 
them.  
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51. Heating and Air Conditioning Replacement Business. 

� We step them through a process that's very orchestrated, erv scripted.  We show them referral letters and we 
explain to them exactly what we're going to do for them with their heating and air conditioning system.  As they're 
looking at these referral letters, we say to them, "Now isn't that the type of letter you'd be willing co write if all of 
the things that we were saving were absolutely true?" And, of course, they answer ye.-. 

� At the end of the presentation after we close the sale-and we're used a lot of assumptive techniques as we close 
that sale the last thing we do is we hand them a business card after we've closed the sale and say thank you.  "No-
%,," we say, "I have a surprise for you.  Your business has been referred to us by such and such, and you get fifty 
dollars off of the price that you've already negotiated and that you thought was a good price.  And further, if you 
get to do this with one of your friends, we'll be paying you fifty dollars for the referral and also giving the same 
fifty dollars to your friend . 

52. Unknown. 

� When I do get referrals-which are the majority of my sales-I call them personally and thank them. t offer ten 
percent off to any of their clients who are referred to us. 
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53. Shooting Range. 
� We give our customers business cards with, printed on the back, "free range time." And they can put their initials, 

and we encourage them to give three or four at a time, because people like to come with their friends or their 
family. 

54. Financial Planner. 

� I explain to people up front the first time I meet them that part of our fee is that I need to get five introductions 
from them.  

55. Bar Code Company. 

� One of them we call Happy Letters.  These are endorsement-type letters.  And we blatantly pay our sales reps SI o 
for each one they can get. 

� "I'd like to have a referral letter.  I'd like to have you write down how to use our product"-and they do.  I've been 
very successful at just asking.  And we take extracts from those and put them into collateral sheets by market 
segment so that we can send out a piece of paper to an industry. 

� And our second referral program is for our resellers.  We have a very complex product to produce and a very long 
lead cycle to close a sale, Sometimes six to eighteen months.  And most resellers, if they get into something they 
don't want to handle all the way through the process, they'll just turn it over to us and we'll give them four 
percent of the revenue for the first year. 
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56. Plastic Surgeon 

57. Life Insurance, Annuities and Mutual Funds. 

� l have, as an investment feature, mutual funds.  I get probably 60-70% of my business as repeat business because 
I've been in the business about 30 years.  And I got a lot of referrals from my present clients primarily because I've 
helped them make money. it's not hard to get people to give you recommendations when you've helped them 
make money themselves.  Any time I make a sale I ask for a referral.  But not just for anybody.  I ask for the 
referral I want-that might be the fellow, down the street who is his competitor.  And I usually ask the direct 
question. 

� Like, "Do you have a brother?" Or if you're in the plumbing business, for instance, "Who is your biggest 
competition?" But I never ask the vague question for a referral.  I always ask a question that a man has to have an 
answer to.  And then usually I ask him, you know, to do some follow up.  Either make a phone call or to write a 
note. 

58. Sales Rep for AT & T 

� 'i u'e referrals 100 % of the time I have two referral systems I use in order to get business.  And I don't have to do a 
lot of cold calling.  The first one-externally I do a referral system where I'm a member of the Chamber of 
Commerce in my area.  And, because I'm really involved in the Chamber of Commerce and people know that I have 
successfully helped other members of the Chamber of Commerce, they automatically give me referrals.  About 
four times a week I get a referral from the Chamber of Commerce.  I have about a 75% closing ratio. 
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59. Unknown. 

� several different businesses that we ask for referrals.  It's probably one of the easiest methods of 
sales we have.  We offer premium incentives to the individuals who give us referrals.  We're very 
aggressive in asking for them and training our sales people to ask for referrals.  About 80% of our 
business comes from referrals. 

60. Carpet Cleaning. 

� For years, we had our technicians trying for referrals as soon as the customer starts to ooh and ahh 
over how well we're cleaning their carpets.  They pass them a strip of three postcards to address 
and fill in and sign to send off.  I've made one change.  My sales staff is now alerting the customer 
that we will be asking for this when they see how good a job we do.  I get a 20% return on this.  At 
$20 a person per year, times 500 people a year that makes a big difference. 

61. Festival Promoter. 

� W en we do our follow-up calls after a festival, we have our telemarketers request a referral from 
each participant.  The best telemarketer can usually do about 75 out of 100.  The worst one will get 
about 30% of our business is referral generated.  Each client can earn between S3,000 and $30.000, 
so the income is not inconsequential. 
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62. Positive Thinking Seminars. 

� I give Weekend seminars and people can reattend if they pay S50, which is an advantage over all other ones.  
Because usually the, have to pay the whole price again.  And if they refer somebody ne"" then it's free for them.  
And also I have 10% value that I give them if they bring new customers without being asked.  And it's been going 
very well. t moved my business from $125,000 a year to double in a single year. 

63. Unknown. 

� I get referrals from car dealership salesmen.  Without compensation.  What they achieve by doing this referral is 
give the customer a lower price.  And give a favor to the customer, does that make sense?  I don't make as much 
profit through this referral.  But 1 get a referral which I never would have seen. 

64. Seminars. 

� We have a very low-key but very profitable referral system.  At our seminars we have a hand-out sheet in the 
folder.  And we offer a free one-year subscription to the network-marketing seminar. We’ll say, "If you have 
anyone in your organization who wasn't here today, and you'd like them to get a one-year subscription.  For each 
hundred people, we probably get 60% who turn in at the seminar with at least one name.  Usually ten, twenty.  We 
get another 10% who will send us hundreds, and sometimes thousands of names after the seminar.  We convert 
30% to 40% of those people. 
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65. Seminars. 
 
� There are a number of different ways that we've done this over -the years.  We have something we call the 
� 14 gold sheet that we use at the end of a seminar.  In a large group like this we would ask each of you to suggest 

people who would be able to come to us and we could help them.  We find in one-on-one sessions that more often 
we get a larger list. 

� I was in an elevator the other day and I 'had a ten-second window of opportunity to pick up a client. He just looked 
like he should be a client.  And he happened to be an environmental attorney.  And we meet just this past week.  
Not only can I help his clients, but he wants me to talk to his managing partner, as well as his marketing director.  
So I think al'. of us need to look at everybody as being a potential referral source. 

66. Customer Appreciation Gifts (helium balloons). 

� My business is all about generating referrals.  I realize that referrals were leverage because I could close twice as 
many of them as a normal cold lead. 

� I started having balloon packages delivered to my customers where they worked after they bought their new car.  
The balloon didn't have advertising, but the),'re sitting at work with a balloon floating overhead.  Everybody thinks 
it's their birthday, asks about it.  They would start bragging about their new car and what a nice person I was for 
sending it. 

 
� And within nine months my business from repeat referral customers increased  and we work with about 800 

companies around the country delivering balloons. 
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67. Personal Injury Claim Settlements

� Typically we deal with an insurance company s claim office.  And our referrals will usually be within 
that same office.  If we're doing business with an adjuster, we will ask for a referral to somebody 
else within that company or that particular office.  And that is usually immediate because it will be 
somebody who's sitting over here.  Not only does it work, but you get the endorsement of the 
person you're working with immediately.  So you've got the referral and the endorsement. 

68. Workshops and Seminars. 

� I ask people for referral letters 'Liefore I do a talk.  Customers could say to his or her friend, his or 
her colleague, "This person is good.  He did a good job fortune and I as a customer will benefit by 
sharing the association." And that's become our full compensation.  I do the very best job I can of 
making my old customer look good.  They appreciate it, and now I get people calling me out of the 
blue with referrals.  That's the compensation that works for me. 

69. Orthodontist. 

� Referrals come  from general dentists.  And instead of us going to visit them, taking them a basket 
of muffins or whatever, now we invite them to our office for what we call a Lunch and Learn. 
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70. Marketing for Cosmetic Surgeons. 

� I’ve done especially in the field of hair transplants, which is one of my specialties send a letter out to the client 
base offering free transplants.  You pay by the transplant.  You pay the gr Say, "If you would bring in a friend, I'll 
give you thirty free grafts.  No charge. 

� It's worked very well.  Out of 600 pieces of mail, we got 100 new clients.  The 600 pieces cost Penn because they're 
all computer generated.  Each client is worth over the long term $30,000. 

� Look at referrals in two ways.  One is our client base.  And the other is a professional referral-I salons.  We can't 
pay them any commission.  But we can buy advertising.  We can pay them a monthly r, We can't split the cash.  But 
we can pay them a rate to advertise.  Basically what I did was start my own oi nization.  And -paid the salons to 
keep my-as a rental fee-to keep my brochures there.  It has worked well. Most of our upper-level clients 
especially in the entertainment field-came through that venture 

 
� I rented space from the hair salons.  And that rent could go up and down.  Depending on the viability the 

advertising medium. 

71. Morgage Business. 

� On our quality control letter that we send out asking them to grade us on how well we did or didn't there's a place 
for three names, referrals.  A couple other things we do is send out a letter once a month all of our old clients.  
Talking, educating them about something that's going on in the mortgage business I call them approximately once 
a quarter to see what's happening. if they have any needs and, again, to give them some value for the phone call. 
Not just to call them up and bug them. 
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72. Photographer. 

� Over the years we built a wedding business that did thousands of weddings by using two referral systems.  The 
brides would come in, we would tell them they could get a couple hundred-dollar -wall Portrait for $2,0 if they 
sent us two more couples who hired us to do their weddings.  Now, most of the couples would take a year or so to 
do this.  So a year later they would not want a photograph of their wedding.  They would want a new one and they 
would buy copies of that for their parents.  They would buy frames, etc., so we would actually make more on the 
referral gift than it costs. 

� The other referral that came from that was to have every bride and groom bring us a list of the names of everyone 
in their wedding party.  All the girls, all the guys.  And we would send them-each one of them thank you letter 
saving thank you for helping us that day.  For- putting up with us and being there early.  And to say thank you we 
would like to give you a portrait of your family 

73. Business Centers (instant offices). 

� That it wasn't really the distribution-owning the distribution-that was important.  It was having the ability to find 
the client or the prospect.  And then create the distribution around that.  So, in addition to the centers we own,, 
about a year ago I formed what we call Alliance Business Center Network.  Which is essentially a group of people in 
our industry I used to think of as competitors that have come together.  We just closed a deal out in Europe where 
we added over 50 locations throughout Europe. 
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74. Executive Recruiter. 

� I specialize in placing engineering and marketing talent with our client companies all over the 
country.  I handle companies up to maybe a thousand people.  I like to work directly with the 
decision makers who are actually doing the hiring.  Our business is based entirely on the referral 
system.  I am always asking people, "Whom do you know who would be qualified for this 
opportunity?" 

75. Physical Therapy 

� It’s a care enough to share program.  Say somebody comes in and they have a back problem and 
I've worked with them for a few days and they’re feeling better.  And I say, "oh, Mrs. Jones, your 
back is doing much better now.  Do you have any friends or relatives who also have a back problem, 
or neck problem, arm problem or leg problem?  We have a screening program here.  We can give 
you a little card and they can come in within the next couple of weeks, and I'll give them a 15-
minute screening and it won't cost them anything.”  Often, of course, almost everybody knows 
somebody with a neck or back problem. 

� If I do it, say, five times a day, two or three people will take cards and one or two win come in.  And 
of those one or two-by conversion rate when they come in-we get about 30% of them. 
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76. Public Relations Firm. 

� I’ve built almost exclusively on referrals.  Most of our client base is conservative, political and 
Republican-type organizations.  And ail of our account reps came from the political community So 
what we developed early on with our initial clients was a very trusting relationship.  Our account 
reps have a very high passion for the work they do.  It's the same passion that our clients have.  
They're both heavily involved in these political issues.  Because of this passion that the employees 
have for the client’s work-Nve've gotten a tremendous amount of referrals.  And they haven't 
hesitated to talk to other organizations about us because they know we go the extra mile.  A 
retainer client can be worth $50,000 a year to us. 

77. Professional Speaker. 

� Most of my business is referrals.  When I do any kind of program-be it a keynote or a seminar-I 
always stop right before the end and have them fill out an evaluation form for the meeting 
planner.  The key part is at the bottom of the form.  There is a space for the name and address 
block, phone number.  There is a place they can check off saying, "Yes, I'm interested in having jerry 
come speak to my organization.  Please send me a pack of materials." Under that it says here is 
somebody else you can contact.  And a place for them to fill out that person's name and address, 
phone number. 
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78. Land Sales Company. 

� We sell affordable land in Arizona or in Colorado to the people in Hawaii. 
 
� But we did find that we wanted to encourage our sales people to get referrals.  And what we came up with was an 

idea where at the time of purchase, we would tell the client, "If you are like most of our clients, you probably want 
your friends and relatives to find out about this opportunity.  Because most of our clients want their friends and 
relatives to end up owning property close to them.  Would you agree?" And of course, they say yes.  At that point 
we say,, "We have a special program we'd like to make available to you.  If you give us the names of ten such 
people, ten referrals, we will give you a discount of X number of dollars right now." And we found that 99% of the 
people take advantage of the program and they give us ten referrals right there.  Possibly about 30% to 40% of 
our business then comes from those referrals. 

� All it takes is the actual following up, which some of the salesmen are excellent at, and some are not. 

79. Mortgage Company. 

� About 60% to 70% of my business comes via referral from about five to six different sources.  My two primary 
sources are real estate agents and previous borrowers I've worked with.  A lot of my real estate agents call and 
pass on a lead to me to have me either pre-qualify or pre-approve them.  And then nothing would ever happen 
with that borrower.  The agent would never find them a house. 
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80. Association. 

� One thing that was very successful in getting referrals was a discount off our annual convention.  If we get a 
referral, the person who sent us the referral will get a gift.  And the gift is $25 to any charity they chose. 

� We had a membership base of about 1,200.  The membership dues were about $275 to $300.  We would generate 
between 40 to 50 leads and convert those into between 30 and 35 memberships. 

81. Vacuum Cleaner Sale. 

82. Photographer. 

� We've implemented a service referral system in our business.  There's about five different steps to completion of 
the delivery of a finished photograph, finished portrait.  In the box with the finished portraits we include a "How 
did we do?" kind of business reply for them to either tell us we did great or tell us we didn't do great.  On the back 
of that we also ask if there are any other friends or relatives who would be also interested in having a portrait 
made.  And if so, could they put their names on there-names and addresses-so we would send them a certificate 
good for a S90 photography session in their name?  And we get the two names of the referrals and the name of the 
referee, and enter those into a computer, which prints out every nice, personalized letter. The data base will also 
printout a very nice looking certificate saying "Good for a complimentary session."  It's dated for "90days from 
today." So whatever today is, It automatically adds 90 days to it.  The teaser on the envelope-if Suzie Cream 
Cheese gave us the name of Bill Smith, we'll say at the bottom of the envelope it will say, "Bill, a gift for you 
enclosed from Suzie Cream Cheese".  So it gets opened every single time. 
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83. Chiropractor. 

� The first day I see a patient, after I've gone through the consultation exam, I explain to them we don't accept 
everybody as a patient.  But if we do accept you as a patient we expect you to refer other patients to us, too, i@ 
we're able to help you.  Is that fair enough?  OK, and then the next day I give a report of findings and I go over 
everything with them.  And I give them a little pamphlet to take with them.  And then also I give them my business 
card with my home phone number.  So if they have any problems they call me.  So this wave, they've got my 
business card with them all the time. if they haven’t referred anybody lately I'll just say, 'Are you mad at me?" And 
they'll say, "No, why?" 

� "Well, I was just wondering because you haven't referred any patients to me lately.  Haven't we helped you?" And 
then on down the road maybe we’ll say to them, "Well, do you have any friends with problems over the years?  
Anybody in your family have any health problems?" And they'll yeah, OK, or if they don't I just leave it at that.  But 
if they do I'll say, "What seems to be the problem" They tell me and I'll say, "OK.  Give me their name and address 
and their telephone and I'll send them some material." Of course, I don't mention who told me about the condition 
because that's patient privilege information.  And we probably run about 25% to 30% referrals, and I want to 
increase that now, too.  Also, if they say they have some friends or relatives who need some care, I'll give them a 
free coupon. 

84. Hearing Aid Dispenser. 

� When I sell a hearing aid, I tell them they can get all their money back if they refer four other people.  The referrals 
have always run a fairly high rate, 25%, 30%, but now they're running 50%, 60%. 

85. Network Marketing Company 
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86. Consultant. 

� I help small businesses improve their profits through a number of various techniques.  One of the ways I get my 
future business and keep it going is through referral technique.  But every client I get, I analyze their contacts and 
their sphere of influence.  For example, I'll look at a company, and if I've done a good job for them and they are 
selling to other businesses, I immediately say to them, "Listen, I just helped you with your business, we can help all 
your customers who also happen to be businesses.  What's that going to do for you?  So why don't we set up a 
marketing program where you endorse me to all of your clients?" That generates a huge amount of business for 
me.  Likewise, if they don't service other businesses.. I sit there and look at them, "Well, what about all your 
vendors?  What about all your suppliers?  They’re all businesses." And I demonstrate to them the benefit it will 
have on their business by even benefiting and doing good things for their suppliers and vendors.  Because it all 
adds to the relationship and the profitability and the effectiveness of their business. 

87. Financing to Probate Estates and Trusts.  

� About 70% comes from secondary referral sources.  On almost of my printed material that goes out, 1 ask, "Is it all 
right for me to refer business to you?" That gets them thinking this guy's looking after their interests. 

� I offer a certificate to attorneys that says "I'll offer a one-hour consultation and I'll review up to three of your 
cases." One of the things that I've learned in surveys is that about 80% of the probate attorneys do between one 
and mentv probates per year.  Which is a surprisingly small number.  So after I'Ne pretty well exhausted the 
number of cases that will fit the conditions of which I tend to like to loan, what I try to do is to push them or to see 
if there are other attorneys who have similar types of clients.  I recently learned that by asking the right question 
and me shutting up and listening, I can hear some pretty good things.
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88. Investment Capital for Real Estate. 

� The majority of homes that we buy are not financed through bank financing.  They're 
financed through investors. They usually get an II% or 12% return on their money.  And 
that's backed 100% by real estate.  But when you're asking somebody to loan $50,000 
to $00,000, even if it's backed 100%, they tend to be a little hesitant.  Especially if they 
don't know the company that well.  So we find referrals by far are our biggest source of 
new investors.  So what we've set up is, for any investor who has got money loaned to 
us, we give them a one percent finders fee for their first year of that money that's 
loaned.  So if somebody loans us $100,000 and they bought that new investor in, they 
get 51,000 up front.  And what we-,,e found is-well, we have one lady that came in and 
invested with us and she was really happy with what we were doing.  Next thing you 
know, seven of her family members were also investing with us.  She was helping them 
out because it was a good investment.  And she was also helping herself out because of 
the referral fee we gave her. 

89. Sales Training 
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90. Financial Planner. 

� I think one of the things that we miss a little bit is that you don't necessarily just have to get referrals directly from your 
current clients, but you can get them indirectly from those clients, also.

91. Reading genius Training Program.
 
� They meet it with a tremendous amount of skepticism, reservation, and withdrawal.  And I charge a very high price for it, as 

well.  At the end of my seminar I say, "How many people here could see applications of getting the genius state into other 
areas of their life?", and everybody raises their hand.  Then I say, "How would you like a free seminar on how to apply it to 
any area of your life?", and everyone raises their hand.  So I say, 'All right, next Tuesday night I'll give you a free seminar on 
how to do that, and I'll let you bring a friend." And the room basically doubles or triples in size.

92. Transpersonal Hydrotherapy Institute. 

� The best way of doing a referral is to really follow through in the moment.  We had at one of our programs a guy -who does, 
at the end of the session, he has banks of phones in the back and he makes everybody-that's the conformation and he does 
it for their own good, so they'll be committed publicly-be makes them call four people.  And three-quarters of his business 
emanates from that.  It's aggressive and it's a paradigm shifting approach, but you might even try that.  That's good 
thinking. 

93. Dentist. 

� Anytime I referred someone to my dentist, he sent me a written thank you note and a lottery ticket.  And I will never forget 
that.  Every patient that was referred you'd end up with a lottery ticket in your mail.  

185

Summary of 93 Referrals



186

THANK YOU

JAY ABRAHAM


