
Blog #1 
 

Q&A With Jay (Part 74) 
 

Words of Wisdom by Jay Abraham 
 
 
 
In this Q&A, I answer the following questions: 
 
* “I have an app that helps business owners. How can I scale?” 
* “How can I better bring my product/service to market?” 
* “I’ve gotten great results for people with my business. I now want to move my 
business to a different geographical area. How could I do it?” 
 
 
Q: “I have an app that helps business owners. How can I scale?” 
 
A: You want to have quantification, validation, and calibration of what the app can 
really do. Get a group of diverse businesses to create an app via deferred cost, 
or a deal, or on a payment plan, or via money back. The money isn’t initially as 
important getting the validation so you can sell results, not conjecture. Also, the 
more the business owner has to be dependent on themselves, the less they will 
do it. You have to figure out all the sub-instructions of how to do what needs to 
be done for them. You want to make the success and viability of what you’re 
doing optimal for the user.   
 
You’re also going to want to know who is out there doing something like what 
you’re doing, how well they are selling it, how they are selling it, what they do 
differently and how well the people who have used it have done with it. Most 
importantly you want to make sure whomever gets the app from you gets enough 
ROI. After all of this, you want to find organizations that already have the profile 
of user you want and partner with them. Depending on your margins, you could 
justify paying partnering entities, organizations, associations, platforms and 
influencers up to half of the yield, particularly if you get residual on it. 
 
 
Q: “How can I better bring my product/service to market?” 
 
A: Find out who already has access to decision makers for some kind of non-
competitive, parallel type of product/service and has a regional, national or even 
multiple local distribution points, and partner with them. Somebody is already 
selling or marketing some other kind of related product/service. Find other 
products/services that already have relationships with those decision makers and 



make them distribution, or revenue, or equity partners. You also want to know the 
projected revenue and profit you can get from these individuals over a time 
period. Once you get in, and you can be the provider for however many number 
of years, you could frontend load the compensation to your partners. Often, this 
approach can be cheaper than hiring sales people or trying to promote without 
relationships. 
 
 
Q: “I’ve gotten great results for people with my business. I now want to move my 
business to a different geographical area. How could I do it?” 
 
A: If you have made a profound impact in people’s lives, some of them should be 
willing (if you ask correctly) to introduce you to a plethora of people they know 
and that their contacts know. Oftentimes, referrals happen episodically and 
randomly. There are interesting, powerful, systematic, and strategic referral 
generating processes that are not rude, selfish or intrusive, but rather are 
effective to have people publicly acknowledge what your product or service has 
done in their life.  
 
Reconnect with those clients you aren’t active with now and tell them from the 
heart: “When you asked me/engaged me to ____________ , it was all important. 
I did everything in my power to give you the result I felt you wanted and needed 
so it would be satisfying, fulfilling and enriching. Now I would like to prevail upon 
you to do something that is very meaningful to me. I want to my business to 
___(Geographic Location)___. I have an incredible business here, but I am not 
known in ___(Geographic Location)___.  I would like to ask of you this: If I added 
meaningful value to you, you can reciprocate by introducing me to at least 3 or 4 
high level people you know (or that they know) that will get me connections to 
___(Geographic Location)___.” You do this, not arrogantly, but with humility, 
humanity and empathy. Also, if they ever need you, you will be there for them.  
 
A second approach is to see if some of these individuals will give you letters of 
introductions. You can profile the type of people that would be equivalent to your 
best clients and, with their approval, send a letter to people in the geographic 
area you want to do business and say with humility, “It would mean a lot to me to 
make a contribution to you. Whether you believe or not that what I am offering 
has value, I assure you when we talk in person or by phone, you will sense 
immediately through the interaction the power of what I believe I can be and bring 
to you.” A third approach is to isolate people of influence and go to them with 
your proven skill offering to buy them a considerable amount of your time in 
exchange for them judging you based on what you do, how you do it and the 
results you produce with the caveat that if you do what you say you will, they will 
engage you and/or refer you to four other equal quality people. 
  



Blog #2 
 

Q&A With Jay (Part 75) 
 

Words of Wisdom by Jay Abraham 
 
 
 
In this Q&A, I answer the following questions: 
 
* “I’m a realtor. What can I do to optimize my current real estate business?” 
* “How can I tap into the luxury/upper-end market for my product/service?” 
* “We sell a low margin manufactured good to distributors and face a lot of 
competition. How can we differentiate our business?” 
 
 
Q: “I’m a realtor. What can I do to optimize my current real estate business?” 
 
A: Here’s something you can do: When somebody moves out, hold a going away 
party for the neighborhood that you fund and sponsor and send invitations. You 
will get a lot of referrals. Then, when they move in, hold a meet and greet for 
them and the neighborhood. If the realtor on the corresponding side isn’t willing 
to do this, do it for their client as well!  
 
On top of this, look at all the people you’ve ever helped and isolate what kind of 
jobs, businesses, organizations or influences they have, and although this is a lot 
of work, you can become the recommended preferred realtor for all of those 
people with their introduction. Another element you can add to this is to go to 
semi-active and inactive realtors and buy the rights to their old clients and give 
them a piece if they still hold their license. Further, figure out every organization, 
entity and influencer who has access to your market and do a deal with them. As 
well, look at every office that is underperforming and do a partnership where you 
get half the growth as long as they have a criteria that is satisfying to you. 
 
 
Q: “How can I tap into the luxury/upper-end market for my product/service?” 
 
A: Who has the influence of the market you want? Sometimes it’s not who you 
think. You want to have relationships with everybody that has relationships with 
everybody you want.  
 
Go to influencers and say, “You have access to the markets we are elevating our 
focus on. You have the capacity over the course of your business lifetime to be 
an invaluable advocate and champion of our products/services. Recommending 



our products/services and connecting to us will be a better outcome for people 
you care about. So, we would like to make an offer to you: We would like to be 
your personal provider. We want to serve you, or someone important to you 
either in your family or life, and we will do it on our side transaction free. We’re 
willing to do this to earn your respect and trust and/or the respect and trust of 
someone important you such as a loved one, employee, employers, etc. and 
have you and them see the level of distinction we bring to it. If you’re not 
satisfied, we don’t deserve, we haven’t earned, and we wouldn’t expect any kind 
of reference. On the other hand, if we blow you and/or your loved one away by 
doing the following: ________________ -- then we would hope that you will refer 
us.” 
 
 
Q: “We sell a low margin manufactured good to distributors and face a lot of 
competition. How can we differentiate our business?” 
 
A: Think of other products and services that either the end user they sell 
to, OR the distributor themselves, would buy, sell or need, and package it 
together with your current manufactured good. Even though it eats into your 
margins, it gives you an advantage and you become proprietary. For example, if 
someone buys $1M from you and you make $100K, and there’s a machine that’s 
$10K that they would use, package the machine with what you sell because you 
want to get more sales and keep the sales you’ve got. In this case, you would 
have cut your profit but given yourself a proprietary advantage.  
 
You can also think about how to help the companies that buy from you to get 
more buyers and more purchases, because if you do that for them they will end 
up purchasing more of your goods and they will see you as the only supplier 
committed to their growth and they will want to give you more business. See 
yourself as their growth partner if their success is your success and their growth 
is your growth. If you can’t help your distributors grow but you can subsidize 
some of their costs or create complimentary products/services, you start 
differentiating yourself and create an advantage for yourself that others don’t 
have. In the beginning you will take a hit doing this. However, if you don’t do 
anything, you know where it’s going – so you’re taking a hit one way or the other. 
Test this approach conservatively. Take one distributor and try it. See if you get 
more of their sales/purchases by doing this and, by doing it, it generates more 
purchases from the end client. If it does, do more of it. If it doesn’t, stop. It’s that 
simple. 
  



Blog #3 
 

Insight Roulette (Part 1) 
 

Words of Wisdom by Jay Abraham 
 
 
 
Insight #1: Whenever we have a premise or assumption and our basis is wrong, 
we often take it as a terrible defeat when we should really be celebrating. The 
market will tell you where to go forward, sideways or adjust. The data speaks. 
There is so much the market will tell you if you trust it with very conservative 
tests. 
 
 
Insight #2: When thinking about how things will turn out, we sometimes worry 
about the outcome and about 80% of the time we divert energy, emotion and 
forward motion to diversionary things. Many people are afraid of simply getting 
started. If they get started, they’re afraid of allowing the positive momentum to 
take them to the end. However, things are not as hard (and usually so much 
more fulfilling) once we get started. We feel empowered. We gain positive pride. 
We increase our self-esteem. Getting started is the step that allows us to conquer 
and take on the world. 
 
 
Insight #3: Are you a sprinter or a marathon runner? So many people in life are 
sprinters. They do well if there’s a hurdle, but they are pretty spent after that. On 
the other hand, marathon runners condition themselves for the long haul. Think 
about the various aspects of your life. Where are you a sprinter? Where are you 
a marathon runner? An analogy to consider: Crock cooking is so much deeper 
than flash searing. 
 
 
Insight #4: I’m fascinated with game theory, variability, and contingency thinking. 
One change in a situation can change everything. Variability changes everything, 
and predictability is really only relevant in a handful of situations. There are many 
aspects where you can’t predict. Having said that, there are certain 
predictabilities – psychologically, economically, etc. – but there is a lot of 
variability that happens when one factor changes or the path someone takes 
changes even modestly. Look at all kinds of things and start to think about how 
different scenarios stimulate and positively and/or negatively impact providers, 
service organizations, and more. 
  



Blog #4 
 

The “YOU Attitude” Exercise 
 

Words of Wisdom by Jay Abraham 
 
 
 
An element that is critical to the Strategy of Preeminence is developing and living 
what is called “The YOU Attitude”. The “YOU Attitude” is about being externally 
focused and listening, hearing and acknowledging the other person. 
 
 
Here’s a useful exercise for you: Record yourself and listen very clearly to 
yourself talk to others and others talk to you. See how often or how infrequently 
people are externally focused versus how often they are focused on themselves. 
When you’re ascertaining this, judge which ones impact you, engage you and 
connect with you the most. 
 
 
This simple sounding exercise will make you greatly aware of how few people are 
externally focused, and how powerful an external focus and “YOU Attitude” is. 
  



Blog #5 
 

Every Interaction Is Never A Waste 
 

Words of Wisdom by Jay Abraham 
 
 
 
I always start with the premise that every human being has value. Every human 
being possesses information, experience, insights, and perspectives that are 
different than yours in one of two ways: 
 
 
1. They have a fascinating alternative reality you can examine… 
– OR –  
2. They have an experiential piece of the life puzzle you’ve never been exposed 
to. 
 
 
I have found that I have never wasted my time on interacting with anybody… 
even people who were shallow or self-consumed. If you ask people enough 
questions and learn how to gain benevolent control of the conversation so it’s in 
everybody’s self-interest, you will always hit pay dirt or a jackpot. However, you 
have to start with the premise that the jackpot is there! 
 
 
It reminds me of the story of the boy who wanted a pony: A boy wanted a pony 
for Christmas. He wakes up on Christmas day and goes to the barn…but there is 
nothing but a great big pile of manure there. Yet, the boy starts smiling and 
getting excited. The boy’s father and mom see this and start shaking their head 
wondering what in the world he’s seeing there. So they ask their son, “Why are 
you so happy?” The boy happily says, “I know if there’s this much manure, there 
must be a pony in here somewhere!” 
 
 
In every interaction, remember: Look for the pony. :) 
 


