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How To Make 2017 Your Best Business Year Ever

Words of Wisdom by Jay Abraham

Since it’s the new year, let’s discuss how to make this year your best business 
year ever… 

We’ll start by discussing strategies that will be valuable to you no matter your 
business size, type, or industry. When thinking about this, realize that you need a 
strong business strategy; you need a strong marketing strategy; you need an 
access vehicle (or multiple vehicles) which are the marketing and selling 
approaches you use to reach your target market; you need a competitive 
position; and you need a system.

So let’s break this down by starting with YOUR STRATEGY…

1. Whatever product or service your sell, you need a business strategy that is the 
focus of how you are going to build and grow your business. The strategy needs 
to include a way you are going to sell in order to build your profits. Maybe you 
only sell one consumable product over and over again. Maybe you sell many 
products with the goal of having your clients buy more. Maybe you sell one very 
expensive product. 

Depending on what your product or service proposition is, you need to determine 
what the business strategy is going to be. Ultimately, it has to be one that is 
going to maximize your time, effort and investment so that you can grow the 
business maximally with the minimum time, effort or expense.

2. One strategy is you sell the first transaction very advantageously. This could 
mean selling with a discount. It could be a package with more bonuses. However 
you do it, the idea is you want to attract a lot of first time buyers who will buy it 
over and over again.



3. If you have a very expensive product or service, you can offer consultations; 
give clients a free tour of your facility; take them to other past buyers who are 
satisfied; show them your team; show them the reasons why your 
product/service offer is superior; and more.

4. Another strategy is to sell many different products and services to the same 
buyer. In doing this, you should find the one product or service that would be the 
most appealing –whether you discount it, package it well, etc. – and create an 
irresistible first-time offer. The reason for doing this is because the sooner you 
can start a buying relationship with your client, the sooner they will buy a second 
time, third time, fourth time and so on, as well as buy all the other products and 
services you offer that are appropriate.  

5. You can create a significant number of partnerships. These would be 
partnerships with complementary companies that have products or services 
which complement yours. You can work out deals with their sales forces. You 
can create partnerships with people online. You can develop partnerships with 
people that sell at trade shows. You can create partnership with people who are 
consultants who can recommend you. The possibilities are endless.

6. Another strategy is to conduct seminars or high-level briefings. To do this, you 
get a partner to invite prospects or you advertise online or offline to bring people 
to a one-day, or two hour, or a 90-minute preview where you share the 
fundamentals of your product, your company and your services, and you close 
certain people there. Everyone else who attends that you don’t close, you can 
have your sales people follow up with them.

7. You can build many levels of referrals and/or endorsements. This requires you 
to start with all your satisfied, active clients or buyers who have people they could 
refer to you. There are many ways to get your happy, trusting clients to tell other 
people about you. It can start with them simply discussing their situation with you, 
and if you can make an offer to them then that's even better.

So, the first thing is you need here is the business strategy you're going to follow. 



What I’ve outlined above are different business strategies for you to think about 
and evaluate compared to whatever strategy you may be using now. As you do 
this, you can see how much better a stronger, more strategic business strategy 
might be for you.

Next, after your business strategy, you need is a proposition, a positioning 
and PREEMINENT ELEMENTS you offer that make your product, service, 
company or technology superior to other people you're competing against. There 
are many elements of this, so let’s break them down too…

1.  When it comes to your positioning, make it all about the prospective buyer – 
not about you. Show them you understand what they're trying to accomplish. Put 
into words what they're trying to achieve. Show them that your product or service 
is designed, built and created to serve them in better ways than the competition. 
Give them reasons why. Provide them with benefits, not just features.

2. Make sure you test. You can test and try out different approaches with 
different groups of prospects or buyers. You can watch, measure, and see which 
approaches pull better or worse. When you do this, you can decide on the best 
approaches. However, this can’t happen if you don't commit to try different 
versions and tests.

3. You need to be able to know who, and where, your best quality of prospect 
and buyer exists. Too many people either wait for word of mouth referrals or they 
waste a lot of money on media that doesn't really have that many of the buyers 
that are going to be best for them. You need to focus your money, message, 
actions and activities on those areas that have the best prospects. You have to 
be able to define who are the most probable, valuable prospects are from 
everything you've done. That requires you analyze your buyer base.

4. You want to make sure you are effectively using online media and the internet. 
So many people are using the Internet and social media to drive, stimulate or 
generate prospects and buyers. You have to have an optimal online strategy that 
is designed to the maximum qualified number of prospects. More people are 
using the internet to research, educate and make buying decisions. So, use this 
to the best of your ability. Start small. Concentrate on the areas that are going to 
be the most probable for success. When, and if, those work to bring you 



profitable business that you didn't have before, you can reinvest that money in 
more online media to grow your presence.

5. You have to build a follow up system that is either online and automatic or 
manual. You have to have an integrated system that is designed to take 
somebody from an interested prospect to a first time buyer. You have to build a 
system of continuous follow up, and each follow up activity has to add more 
value respect for your product, service or company so that you can move people 
through a system of conversion. Some people convert right away; some take two 
months, three months or longer. However, none will convert if you don’t have a 
system that's designed to continuously move unsold prospects forward and 
convert them to buyers.

Now, after all this, the next thing you have to be aware of is your internal, 
cultural, OPERATIONAL STRATEGY. It requires you to look at your business in 
a very interesting modular light that connects everything together. Here’s what 
that means…

1. When your internal operations and culture are working maximally, it means 
everyone in your company understands, and is committed to, the same outcome. 
This outcome is to add the maximum value and attract and retain the best clients. 
When you do this right, you show everyone how they make a difference in the 
success of your business. You treat them with respect. You help them grow and 
develop. You help them understand how to interact with everybody else and help 
them see they are not in a vacuum; they are part of an integrated, connected 
system

2. When your culture is superior, it means you are practicing preeminence. You 
get everybody to see themselves as part of a crusade or a mission. The mission 
is to bring the best value, the best advantages, the best product/service support 
to the buyer forever – or for as long as they're going to buy. When you do this, 
every employee and every team member feels like they're part of the process. 
This rallies and excites everybody, and they end up being very powerful in being 
unified. As such, the buyer sees everyone unified too and because everyone is 
strongly behind the buyer. They're strongly behind why the company products 
services better. They're strongly committed to a higher benefit to the buyer. This 
is something that makes a big difference especially with products and services 



that are commodities where everybody else is selling pretty much the same 
thing, the same way, for the same price. When everybody is more excited, more 
motivated, more respectful and more engaged, you have an advantage.

3. Break down your selling system. It doesn't matter what you sell or how you sell 
it, every company has a selling system – and there are progressive elements. 
Every company has a sales process even if they've never thought about it. You 
need to first identify all the different progressive elements. For example: if you 
have a sales force, you probably get a prospect, then maybe you contact them. 

You may then set an appointment and go to them or they come to you. You 
either try to sell them on the spot or you get all their information and come back 
to them with a proposal. They either accept the proposal or they decline it. 

Then, you have to follow up with them and perhaps sell a lesser amount to them 
or re-activate their enthusiasm. This is just an example, but every business has 
about 10 to 30 different impact points in their existing selling process. Most 
businesses have never identified each one and how they interact. Most 
businesses have never questioned these impact points. Yet, each one of those 
elements can be tested and improved. You can improve the selling approach; 
You can improve the way you secure your appoints; You can improve the way 
your website progresses them; You can improve your follow up; You can improve 
the way you present your proposals; and more. 

Whatever way you sell, you have to break down all the progressive steps that 
normally and automatically occur with almost everybody, and then you break 
them apart and you start questioning them. How well are they REALLY 
performing?  Start looking at better ways to improve each element. If you do, and 
you have 10 or 20 different elements, then each one improve by 10 or 15 percent 
causes the combined result to be hundreds of percent more sales.

Next, we want to ask this question: What is your businesses, products and/or 
services COMPETITIVE ADVANATGE? Do you really have a competitive 
advantage? There are many ways to develop a competitive advantage…

1. You can look at the competitive market, look at what everyone else does and 
do more. This could mean offering longer guarantees; a better money back offer; 
adding more bonuses to the sale; adding technical support for a longer time; 



adding components to your product or service that are designed to be more 
enduring and/or more qualitative; and more. Understand that if you have no 
advantage then you have no reason for people to choose you over anyone else 
except through luck.

2. If you have competitors selling similar products to yours, you have to do 
something different. In doing this you also have to make sure that the strategy 
works to your profit advantage or you're wasting your opportunity. You want to 
use preemptive ways of comparatively showing what's better about your product 
and/or service. You do this not just from a feature perspective, but from the 
vantage point of what's better from a result/performance perspective.

3. You can utilize testing to gain competitive advantage. You can test one 
approach against another, track them, and rotate them to gain advantage. If you 
have sales people, you can have them try one approach against another with 
different buyers. If you do trade shows, you can try testing one approach or 
signage against another for half the day. If you do seminars you can try testing 
multiple approaches and see which one gets the best repeat buyers or upgraded 
buyers. 

As you test various approaches, you want to look at which approaches produce 
the most quantitative and qualitative results. You have to look at correlations and 
implications. You have to analyze your data. It’s been proven that if you test two 
approaches, one will not produce the exact same as the other. One will be better 
and one is going to be worse. 

In this vein, there’s a quote from Socrates that says, “A life unexamined is a life 
not worth living.” I would say that a business where you don’t constantly examine 
and measure all the areas of your business is a business not worth owning. The 
reason for this is because you can't win if you don't really maximize all of the 
areas of your business. Break the areas of your business apart and test them 
one at a time. Think about this: It's taken you years to get to this point in your 
business…so if it takes two or three months to test out a bunch of comparative 
strategies, premises, approaches, positioning possibilities and competitive 
advantages to see which ones work better or worse, then over the rest of your 
business life those two or three months aren’t very long.



4. You can gain competitive advantage by publishing a book that shows your 
expertise in your category of business. You can create it digitally online or print 
up. Further, you can give it away or sell it very modestly as a calling card and a 
differentiator. 

The first thing you want to do is create a manuscript that addresses the issues 
that would educate and impress your target audience. Then you want to give 
examples in the manuscript of scenarios that would show how you and your 
company have dealt successfully with situations your prospect may be facing. 
You want to show them what it's like when they deal with your company so that 
they have an experience in the book. 

Then, you want to invite them to call you or your staff with any questions, issues 
or situations that might be appropriate. You can make this offer available on your 
website, through pay-per-click, by having your sales people give it away, by 
having partners give it to people that are good prospects for your company, and 
more. You want to position the book, if it’s given away, as you buying it as a gift 
to someone who is a good prospect. Make sure to put value on it.

5. To make your products and services distinctive, you have to find something 
different and unique about it. Once you do this, you can focus on getting press. 
Find news media vehicles that are online, offline, on radio, on television, 
websites, platforms, discussion groups and more, and send fascinating press 
releases where you try to make your product/service something really intriguing. 
Find something different about it. Find something about it that makes for 
interesting news reading. Once you do this, make an offer where anybody who is 
interested can call and buy it at a preferential pricing or with preferential terms.

6. You can gain advantage by demonstrating superior results your product or 
your company delivers. You can additionally share endorsements from people 
whose stature is reasonable and who are prominent individuals. Look for people 
where if you share their story it would be impressive and stand out. Another 
version of this is sharing success stories. Have people share people video or 
written stories about how your product, company, service or support was overly 
satisfying. Have them share why they bought from you and why they're glad they 
brought you. Have them talk about any situation that occurred where you or your 
company demonstrated unique advantage. Taking this idea a step further is to 
leverage any press or distinctions you have. If you’ve been written about in the 



press, you can utilize this. Taking this even a step further is when you offer a 
very powerful guarantee and bonus and/or incentive. This addition can make 
your offer superior.

The idea with creating a competitive advantage is that you want to load up all 
these different elements that make your product, service and company more 
credible so that it makes you and your products/services more desirable. This is 
about finding ways to make your product and/or service distinctive.

Now, having stated all this, determine what the first thing you’re going to do is. 
The important thing is to start. If you start applying what I’ve shared with you here 
and you start implementing these strategies and methodologies throughout the 
year, then 2017 can be your best year ever. Make the commitment to be more 
successful, more profitable, and more strategic than you were in 2016 – and I’m 
excited to hear about your success.
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Why Most People Don’t Get Their Outcome

Words of Wisdom by Jay Abraham

Most people can’t get to their outcome because they don’t know what it is. There 
is fascinating research that states how around 95% to 98% of all small 
businesses never reach their goals because they really don’t have goals. They 
have hopes, dreams, abstractions – not goals. 

Let me share an illustrative example: There was a company that grew from 
$1,000 to $650 million with no external financing. Every year they would reverse 
engineer what they were going to do in media, they had hedge strategies if it 
didn’t work as well, they had expansion strategies if it succeeded, and they did 
this planning by every category, media, and marketing they were going to do. 
They monitored and adjusted constantly. They also had a model whereby every 
year they would enter at least one new market, introduce one new product or 
service, and acquire at least one competitor or complimentary business. They did 
this every year, and they grew massively. They had extreme clarity and a 
prejudice toward action as it related to their goals. 

The lesson here is that if you don’t know what you’re trying to accomplish and 
WHY, you won’t get to where you want to be. 
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The Entrepreneurial Power of Outside Collaboration

Words of Wisdom by Jay Abraham

One of the most useful things you can do for your business and life is develop 
collaborative groups in your life from people outside what you do. If all you’re 
doing is collaborating with people from within, they are going to be looking at the 
same thing and trying to just make it a little better. If you look at where real 
breakthroughs come from, they always come from the outside… 

A man named George Thomas was looking for a way for people to apply 
deodorant. He realized he was holding the answer in his hand. George borrowed 
the concept of the ballpoint pen and created roll-on deodorant. 

FedEx borrowed the hub and spoke system the Federal Reserve Bank used to 
clear checks overnight in order to deliver packages overnight. 

The foundation of telecommunication, fiber optics, came from aerospace. 

You want to travel outside your industry and learn how other people think and do 
things. There are higher, faster, better, additional ways to approach problems 
and opportunities. This is, again, why forming a mastermind group of people who 
are at your level (or higher) can be so useful. 

You ought to find a group of ten or twenty people from as many different 
industries as you can and meet in person or online at least once a quarter, and 
preferably once a month. Have an agenda where you share what you are doing. 
Create enough trust and candor with each other where you can all be open. 



If you’re an entrepreneur, understand that you’re a lot more than someone just 
trying to make money. A true entrepreneur is trying to reconcile personal life, 
goals, fulfillment, and purpose. A true entrepreneur is trying to figure out 
contribution, both tangible and intangible. A true entrepreneur is trying to create a 
sustainable enterprise that a market and their team values. They are creating 
meaningful careers for their team. Yet, concurrently, a lot of entrepreneurs don’t 
even know what they are trying to do… 

The first thing to do collaboratively is to verbalize what you’re trying to do. 
Knowing the criteria you are after is critical. If you don’t know what you’re trying 
to do, it’s difficult to do it. Once you determine all the ways you can do it, you 
isolate the most important elements and optimal path. However, everyone needs 
someone to talk to who has perspective that is well-founded in meaningful 
experience. 
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Preemptively Positioning Preeminence

Words of Wisdom by Jay Abraham

If you study preeminence, it is predicated on being seen as the most trusted 
adviser in a certain category – for life. Most people have a delusion where they 
implicitly expect their buyers, clients, and customers to automatically see them in 
this position. From the get-go you want to, and can, make it clear in the following 
way: 

“We grow because you grow. We thrive when you thrive. We prosper when you 
prosper. Consequently, we want to start at the most impactful point in your 
business and/or life right now. This means getting you __________________. 
But that is only the start… 

After we have demonstrated, proven, and added both value and profit to your life 
and business, we will systematically introduce you to a progressive series of 
proven ways to _____________________. Our goal is to create a lifetime of 
security, success, and prosperity for you through all of the products and services 
we provide. 

We will never ask you to even consider anything we haven’t perfected and 
validated in the market. We will always offer it to you in a test-drive way where 
we are always the ones at risk; not you. We ask that you give us enough time to 
perform, but we can stop any time.” 

Don’t be implicit in your preemptive positioning. Be explicit. 
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The Truth About Deal Making: What Every Entrepreneur 
Ought To Know

Words of Wisdom by Jay Abraham

Let me give you a guiding premise: Deals are a dime a dozen. They are more 
plentiful than you can imagine. Once you learn how to do them, you can put 
deals together all day long. 

In the beginning, you want to look not at the biggest yield. Rather, you want to 
look for the easiest success; the highest probability. This gives you validation, 
credibility, and understanding. 

You want to have a criteria you are looking at when you go into a deal. If you 
don’t have distribution or a lot of moving parts that already exist – for example: 
leads, buyers, brand currency, etc. – and you have to create it from scratch with 
your capital or other’s capital, you aren’t doing a deal that has leverage. You are 
engaging in a start-up, and by their nature start-ups have a lower probability of 
succeeding. You don’t want a start-up; you want something that has already 
been validated but hasn’t been optimized. So, you must decide the criteria you 
want to exist in a deal. 

A deal could be you taking something to a far bigger market. It could be re-
purposing or repackaging something. It could involve taking something to a 
different distribution. It could be you bringing something to a market that they 
don’t have. It could be you creating a new product or service. You could go deep 
on the high-end – OR – you could go low on the entry level to make it easier – 
OR – both. The point is: You have to decide what you want the deal to be. 



You don’t want to do anything where you have to push. You want pull. Look for 
set-ups. If you can put people together that already have assets that can be 
utilized, you create immediate value. If you try and take two struggling 
businesses and try and open new accounts from scratch with no momentum, it’s 
a tremendous struggle. In deal making, when you’re going in, you want to weight 
as much to your advantage as possible; not disadvantage yourself. A lot of deals 
sound really cool and you can get excited about a lot of things, so you want to be 
strategic upfront. You have to be very clear in not jumping into anything. Figure 
out what you’re going to do AND what you’re going to do if it doesn’t work out. 

When doing a deal, the person or company you’re doing the deal with ought to 
already have a prejudice toward collaboration. You want to see how they 
respond as a potential profit partner and how much they apply themselves. They 
have to have a super ethical background no matter what side your own is and no 
matter who controls the money. They have to be equitable. They have to have a 
very strong performance history. If somebody isn’t collaborative, responsive, 
respectful, and communicative in the beginning of the honeymoon, it won’t be 
better afterwards. 

In order to get commanding and respectful, reciprocal relevancy, you have to 
establish the rules in the beginning. This doesn’t mean being arrogant, but rather 
simply stating that if you’re going to invest intellectual capital and your most 
precious assets such as opportunity cost, emotion, and time in them, and you 
aren’t going to get paid a monthly guarantee, there needs to be a clear 
understanding of what needs to happen, what you expect, and why you expect it. 
If they are uncomfortable adhering to this, that’s fine. You don’t have to do the 
deal. 

The deal is either very important or it’s not, and you don’t want the other party 
subordinating it. You want to have their commitment. Certain things may take 
time and there can be a grace period, but you must set up the ground rules. You 
don’t want to end up being disappointed because you put your effort in while 
imputing to the other side the same values, importance, and ethos as you, and 
the other party doesn’t deliver. Sometimes you’re dragging someone through the 
process, and they don’t even want to be there. They fight you from the very 
beginning while you hold a delusion that things will be great afterwards. It may 
not even be their fault – if you don’t establish the ground rules, you can’t blame 



them. 

Also, you want to analogize what the deal can mean in utilization, not just in 
percentage terms. It’s one thing to say to someone, “We’ll share 25%.” It’s 
another thing to analogize the deal in terms of utilization. What do they need? Do 
they need more expansion? New equipment? Do they want to open another 
office? Whatever they need, you can say, “this deal can fund it and more. What’s 
that worth to you in income? What’s that worth to you in competitive advantage? 
What’s that worth to you in asset value?” If it’s not worth enough, you shouldn’t 
do the deal. 

Deals can be very seductive, and they can very disappointing. You don’t have 
control of the future and anything that impacts somebody. For example, 
something could happen to disrupt your partners cash flow and maybe now they 
can’t honor their commitment. You must look at stability factors. You have to look 
at how important the deal is to them. You have to decide what you want and why. 
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A Smarter Way To Position Your Book

Words of Wisdom by Jay Abraham

Here’s a smarter path you can take when positioning yourself, your company, 
and your book… 

First: Take your components, distill them down, and write a book. Once the book 
is eminently readable, don’t be a perfectionist. If you are, it will take you several 
years to get your book done. Instead, focus on simply getting your book done. In 
fact, you can even sit down with someone who is a journalist and talk through 
your distillations. Have your thoughts dictated, recorded, transcribed, cleaned up 
by the journalist, and turned into a book. 

Second: Go to all of the influencers, websites, bloggers, platforms, and everyone 
everywhere who has access, influence, and distribution to the target audience 
you want. Send them the book with a really good cover letter. 

Third: Find data that supports your hypothesis. You can even pay someone to 
help get you the data. You want to support your beliefs with data. Look all over 
for news articles, media, research, and more so you can use it in cover letter and 
emails you send to influencers to encourage them to read your book. You can 
also liberally include the data in your book. You want to utilize prominent quotes, 
irrefutable data, and undeniable documentation to influence the market you want. 

Fourth: With your book and data being utilized in the aforementioned ways, you 
want to now get articles, interviews, blogs, and more about your book. Freely 
offer to gift the book to everybody. If they don’t want to put a call to action for 
your book in their media, you can simply give the book away without asking for 
any opt-in. In this respect, you want people to put it everywhere so as to play a 



more strategic game. In this way, you become, and are seen as, the advocate, 
ambassador, and champion for your market. 

Fifth: After you’ve given away many of these books, you can say, “___(#)___ 
number of copies have been read and consumed.” Now you have credibility. You 
can get interviews, articles, blogs, organizations, and become a regular 
contributor. You further build your portfolio of credibility in this way and the 
markets ability to see you as a source they can trust. 
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How To Buy A Declining Business (So You Can Turn It 
Into A Valuable Business)

Words of Wisdom by Jay Abraham

I want to give you an approach for buying businesses, and in the process 
contribute a great benefit to the owner of the business. 

Many businesses get to a point where they are marginal and the owner is 
working for almost nothing or less than nothing. They either eat up their reserves, 
borrow, or have to close. You can help them avert and abate that fate and 
transform an asset in decline into one with considerable value. 

If a business is on the way down or seeing their revenue decline, you can go to 
them and say the following: 

“I want to discuss something with you that you will probably initially react strongly 
to. But just hear me out… 

I believe that your industry is struggling and it will keep struggling. The business 
you have built, the life you have invested in, and the capital you have sunk into it 
is going to yield less and less – and you’re going to work harder and harder. The 
model can’t survive, and you’re going to end up – if you’re not already there – 
working for the business and making very little or no money at all. 
  
I’m not criticizing you; it’s just a statement of fact. 
  
The business is going to have no value, and you are going to see a life, a career, 
and an investment you have made go asunder. 

I would very much like to take over that business and integrate it into mine. You 



can relieve all your overhead and all your costs. I will basically give you ____% 
for the duration of revenue from the client and, more importantly, if you are the 
one that sold all this in the beginning, you can redirect your efforts for us and we 
will give you the same perpetual for every new client you get us. 

I’m offering this to you for a reason: If you don’t find a strategic solution, it’s a bit 
like the definition of insanity. You can do anything you want but the business is 
going to continue eroding and diminishing. Sooner or later you’re going to get to 
the point where you are not making any money. That means you’re not drawing a 
salary. If you have reserves, they are getting eaten. If you don’t have reserves, 
your choices are that of closing the business, selling it for almost nothing or 
borrowing. If the business has no value, the only thing you can borrow against is 
either the receivables billing or your personal assets. 

I respect what you’ve done in our industry. I respect the career you’ve had. I want 
to try and give you a way to not just monetize but fully realize, as much as 
possible, the worth you deserve in asset value. I know, and you know too, you 
can go to any one of hundreds of people and you won’t get an offer that’s even 
meaningful for the business. If I can take away all your overhead, integrate it into 
my system, the revenue is the same, we offer even more value, evolve them to a 
sustainable relationship, and you make ____% -- then you will make more for 
doing nothing than you’re making right now for trying to keep the business afloat. 

Maybe you’re thinking to yourself: “Get Lost!” Well, I would think the same thing if 
the opposite were happening and you came to me. However, I simply ask that 
you think about what I’ve shared. Think about the fact that, although I don’t know 
the condition of the business, we both know the direction of the business. I’m 
trying to give you a way to take all of the stress and effort and relieve you of it 
100%. I’m giving you a way to take all the overhead and obligations and relieve 
you of it 100%. In the beginning, I’ll even hire people to help you properly close 
down the business if necessary. If you’re stuck with a lease, I’ll consider 
subsidizing it for you for a period of time out of the revenue. 

You’re going to make more with my proposition longer, and I will assign it to your 
estate. You can keep it. You can borrow against it. You can sell it. 

You may think I’m gloating on your misery. Quite the opposite. I’m probably the 
only person that has come to you with a very viable and easy to validate way you 
can realize the value you have created before it’s too late. You can be mad at me 
or contemplative, but think about it. 



I’ll follow up with a summary of what I’m willing to do in a couple of analysis so 
you can see what it might mean and what I think we could create based on my 
guesstimates. Then, I’ll call you. When I call, you don’t have to take my call, or 
you can tell me to never call again, or you can say, “Let’s meet and have another 
discussion.”” 
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FORWARD ACTION: A Life Lesson Inspired By My Son

Words of Wisdom by Jay Abraham

Last night I had a really deep, emotional conversation with one of my sons about 
his career and circumstance. My advice to him was to take more forward action. 

When you don’t like the circumstances you’re in – OR – you’re confused about 
what to do… what merit is there in maintaining yourself in a state of uncertainty 
or confusion for more than a short period? Figure out some way or some means 
of getting clarity so you can always be moving forward with the optimal goal of 
elevating and accelerating your forward movement. You have within you the 
capacity to do so. YET… so many of us self-sabotage ourselves by not having 
clarity and not recognizing we have the ability to pursue clarity in some way, 
somehow, and/or with someone. 

Start by identifying what you’re trying to figure out. Break it down to its drivers. If 
you don’t, the probability of resolving it is low. However, if you figure out what the 
drivers are, you have a context. You can then look at those drivers and perhaps 
establish some hierarchy. 

Many people in business and life quietly and desperately dissipate the most 
precious opportunities they have by not recognizing that, at any moment they 
want, they can extricate themselves progressively from the miasma they are 
struggling with. To do so, they – and YOU – have to be willing to not rationalize. 
You have to figure out what you’re dealing with, what the elements driving it are, 
and look at all the ways you can get clarity, answers, truth, and improvement. 

Most people DON’T do this. Most people keep re-living their plight. 



If you’re scared or fearful, you don’t have to worry alone. Talk to somebody you 
respect. Talk to somebody who has maturity and, without being a rah-rah 
optimist, will give you a probability and outcome assessment. The worst thing 
you can do is stay stuck in a self-imposed mental mire. 

Forward action is the most liberating and fulfilling single activity you will ever 
predispose yourself to constantly doing in your life. You really DO have control of 
your destiny. You really CAN extricate yourself from morass, despair, or bad 
environments. However, you can’t if you don’t take forward action, and you can’t 
if you keep contemplating and procrastinating. 
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Always Increase Your Success Probability

Words of Wisdom by Jay Abraham

There’s an ideology I teach that is all about making success a natural part of 
everything you do, every decision you make, every action you take, and every 
effort you take. 

So many people do things ripe with danger and failure when they don’t think 
through how to do what they want to do in slow, safe tranches or sequences. 

They fail to research. They fail to evaluate alternatives. They fail to see how 
different companies operate within a market. 

Think about in your own life: Have you ever taken impulsive actions or made 
illogical decisions? We all have at times. YET…these actions and decisions can 
be SO much more powerful when we think about where there is a higher 
probability of success. Truthfully, we can do so much more to hedge our success 
probability. 

We can prepare more. We can research better. We can put success in our favor 
so we don’t allow ignorance, naivety, or laziness to impede or diminish our 
results. 

By the way, success doesn’t have to be denominated financially! Success can be 
the ability to be free of stress, free of anxiety, free of worry… 

Here’s what I want you to think about: What can you do to make success a 
higher probability? 



There’s a great quote by Fran Tarkenton: “There are no silver bullets. The 
number one thing is that you have got to work hard.” 

If you look at what occurs in your life, about two or three percent of things are 
acts of God. However, all your other results are pretty much the result of actions 
or inaction you take or don't, decisions you make or avoid making, and/or factors, 
forces, dynamics you either proactively control or you let control you. 

You CAN harness probability. You CAN harness conservatism. You CAN 
harness examination, evaluation, and interpretation. 

Having said that, I can’t do it for you; you have to do it for yourself – and I want 
you to do it for yourself. Reflect on what I’ve shared with you here. Let it gestate. 
Let it take root in your mind, in your heart, and in your soul. 
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Probing Processes For Pleasure: A Mind-Expanding 
Perspective

Words of Wisdom by Jay Abraham

I think all the time about processes. Here’s what I mean: If you drive down the 
street, or if you look around your house, or if you go anywhere and ask yourself, 
“What are the processes they use here?” – it’s fascinating.

For example: The other day I was driving somewhere and I saw a huge truck that 
had signage on it communicating laundering for hotels. I started thinking to 
myself, “What’s the check-in process? What is the housekeeping process? What 
is the food service process? What is the parking process? What are their other 
service processes?” 

Then, when I was driving home, I was thinking about other processes. Packaging 
processes. Distribution processes. Coordination processes. My office is on an 
airport on a runway, and I was wondering how they coordinate all the planes with 
the other airports. I know there is air traffic controls, sequencing, certain times 
when planes fly in – but I’m endlessly and hopelessly curious. (Right now, I'm 
looking at a bottle of water. I think to myself, “How do they get the bottle design? 
How is it made? What are the differences in rigidity? How do they get the labels 
on? How is the water bottled? How do they seal them?”)

Now, you may think to yourself you don’t want to know this…BUT…I think 
you DO want to know those things. It stimulates the connectivity of your mind. 
Nothing happens without a driving process. The larger and the more successful 
and important something is, the more the process has to be systematic. In fact, 
most small businesses stay small because they don’t operate this way. Anything 
big has to figure out how to keep regenerating. They have to figure out how to 
get things to market, how to package and more. Everything behind that requires 



multiple product and/or service providers – and you have to ask yourself how 
those work.

As I said, I’m hopelessly curious. Why? I find it fascinating. I want to try and 
understand how things work.

My wife and I have season tickets for a professional basketball team. When my 
wife goes with me, she watched the game. I’m looking at how they change the 
electronic boards. I’m thinking about how they change the court from a basketball 
court to an ice hockey rink to a venue for a concert. I’m wondering how they get 
the food in. I’m wondering how they staff differently for different occasions. I’m 
wondering about all kinds of interesting, critical thinking questions. All this makes 
my mind (and can make YOUR mind) richer in its connectivity.

I always want to know the totality of the process for anyone I help. When I'm 
sitting on an airplane or I'm having a cocktail party discussion, I want to know the 
processes of other people. It gives me knowledge of how people think. It gives 
me knowledge of systems that are very sophisticated and streamlined and 
sometimes variable. I would encourage you to start looking at anything and 
everything.

Start looking at your business and personal life more closely. Look at your house, 
apartment and/or office. Look at the people who deliver raw or finished good to 
you. How does it get there? How is it processed? What’s the system? How many 
different providers are there? How is it coordinated?

This sort of thinking can expand your mind probably more than anything you can 
image!
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MULTIPLIER or DIMINISHER: Which One Are YOU?

Words of Wisdom by Jay Abraham

I’m fascinated, curious, intrigued, impressed, and sometimes surprised by the 
different perspectives people have on the same thing. If you realize that the key 
to business is connection, collaboration, contribution, and opening your mind to 
the fact that no two people see life in the same way – it will change the way you 
see life. That’s the wonderment. That’s the fascination. That’s the joy. It’s also 
the opportunity… 

People often fight alternative processes because they are so inured, ingrained, 
and calcified in their reference model. If you can break free from that and give 
yourself flexibility, you can experience a profound transformation. Flexibility is the 
key to surviving and thriving. Most people don’t allow flexibility into their lives, 
and there is a tragedy in that because rigidity is such a limited place to live your 
life from. 

In the spirit of being more reflective and more flexible, my colleague, Robert 
Hargrove, has a document in which he asks business owners to ask 
themselves: "Are You a Multiplier or Diminisher?" He explains how a diminisher 
can take the brightest people in the world and make them ineffective, while a 
multiplier can take someone who isn’t the brightest and get them to perform 
extraordinarily… 

Now, I want to ask YOU this same question: "Are YOU a Multiplier or 
Diminisher?" 

I’d like you to think reflectively about every facet of your life… 



If you run a business: 

• Does your business multiply benefit for your buyer?
• Does your business multiply the experiences for your team?
• Does your business grow and develop your team?
• Does your business make doing business with your company easy and 

meaningful?
• Does your business matter in terms of what you do for your audience?

If you're a team member: 

• Does your effort multiply or diminish what you do?
• Does the way you do what you do multiply or diminish what you do?
• Does WHY you do what you do multiply or diminish what you do?
• Are YOU a multiplier or are you a diminisher?
• Are you constantly growing and developing people around you and making 

people better because you’re in their life, or not?

How about in your personal life: 

• As a friend… as a parent… as a lover… to your loved ones… are you a 
multiplier or a diminisher?

• Are you trying to pull people down or hoist them up?
• Are you adding value?
• Are you somebody that makes life better because you’re in it?

After taking inventory, consider these sobering introspective questions: 

• What is your ideology?
• What are your belief systems?
• What is your life and/or business strategy?
• What is the guiding, overarching game you’re playing – and WHY?
• What are the processes and procedures you live by? Are they congruent with 

who you are? Are they consistently applied? Are they the highest and best 
performing?

• How are you using your human capital (time and effort) and intellectual capital 



(your brain and your capacity to think differently)? Are you using it wisely?
• What is your philosophy on relationships, both personally and professionally?
• What is your philosophy in your relationships with your loved ones? Your 

children? Your friends? Your community? The world?
• What is it you want most that you don’t have now from your career and/or 

business? From your personal life? From being on this earth? And WHY?

THIS IS YOUR LIFE! I want to permanently, profoundly and, hopefully, deeply 
change, expand, and positively alter the fate and destiny of your life. I want to 
help you redefine who you are, what you are, where you are, why you are, and 
what you’re going to be – and it’s a wonderful opportunity, privilege, and 
responsibility. All of this is also a useful point of reflection so you can better 
understand yourself. 
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Is Your Product/Service/Business REALLY Distinctive, 
Dimensional, and Different?

Words of Wisdom by Jay Abraham

I’ve been exposed to such a diversity of ways of thinking and I look at things from 
a 360-degree perspective. What I’ve found is that people sometimes think there’s 
only one solution or approach – and they default to what everyone in their 
industry does or what they have tactically been taught. Yet, the truth is, there is a 
myriad of ways to come at anything! There is no law imposed on you limiting all 
the ways you can come at a problem or opportunity… 

Let me give you a 3-D thinking exercise that is all about thinking differently, more 
inventively, and more dimensionally:  Think about the names companies give to 
their products and services. Think about what those names connote in your mind. 
Most of them, if they are successful, connote a very distinctive, actionable 
differentiation and/or a dimension that makes the product or service unique and 
more elevated than everything else. Think of all the cool dimensions and visual 
imaging people give to everything from a jet airplane, to a training program, to a 
condominium…and just explore these things. 

Now, come back to what you do and ask yourself this question: 

Do you ascribe to your product, service, and/or business that kind distinction, that 
kind of expression of a result, and/or that kind of dimensional superiority?

As you answer, be honest. The only person you have to account to in your life is 
the man or woman in the mirror – YOU. 
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SALES CHECKLIST 101: Sales Message Fundamentals 
Every Sales Person Needs To Remember

Words of Wisdom by Jay Abraham

Talk to people as individuals – not sterilely. When someone visits your website or 
reads your communication, you want them to feel like you understand what they 
are doing better than anyone else. They may have been checking out a lot of 
different people, so you can tell them that you respect that they are at your site or 
are reading your communication now. Assure them that what you have is the 
best product, solution, package, services, etc.

Explain why. Maybe you understand what they need and so you have designed 
or sourced your product/service so it provides greater benefit, solution, 
advantage, and so on. Whatever the case may be for you, you must explain 
the reason why they should be buying from you and not anyone else – including 
the reason why they ought not delay the purchase. Your reason why must be 
credible. You have to understand their need better, create a better 
product/service, stand behind said product/service in a better way, give them a 
better value, offer better performance, etc.

Focus on the benefits, not the features. People don’t really buy features. You 
want to show them why the features will produce benefits.

Give people some kind of risk reversal. It depends on the product, however the 
risk can be that if the product fails you will repair it and give them a loaner while 
you fix it – OR – the risk may be that if they can find a product that performs 
better with all the benefits of your product, you will match the price – OR – the 
risk may be that you will provide technical support for a longer period of time – 
OR – the risk may be that you will deliver the product for less. These are just a 



few possibilities. There are many variants of risk and reversing the risk.

Add a bonus that doesn’t cost you a lot of money but has a high value in 
perception. If everybody else is selling basically the same thing for about the 
same price, and you offer a bonus product, service, component, or item, it makes 
your offer proprietary.

Prove your claim. Proof can be produced via many components – and preferably 
you use multiple ones. You can have video interviews of successful, happy 
consumers who will confirm your proposition; have an article written about you 
and cite it; you can have unique buyers, endorsers, or groups make supporting 
statements about your product or service; you can take whatever negatives exist, 
and instead of avoiding them, embrace them and deal with the negatives in a 
positive way; and a lot more proof possibilities.

Have a place in your messaging or website that talks about the kinds of 
consumers you specialize in. Describe every type of person that would be a right-
fit for your product or service. For example, you might say, “We sell 
___________. Let us share with you the kind of people who we specialize in: 
_________________________.” Go through every situation possible, but 
individualize them so your target market can relate and feel as though they 
are your kind of buyer.
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HOW DID THEY CREATE THAT: A Deeper Look Into 
The Greatness That Is Demonstrated All Around You

Words of Wisdom by Jay Abraham

I believe that every human being is ingrained in their DNA to be great. 

Great in their business; Great as a team member; Great as a human 
being; Great as a father; Great as a mother; Great as a lover; Great as a friend; 
Great as a contributor. 

Yet, very few people realize this greatness. Why? Four reasons: First, they don’t 
have an idea or a picture in their mind’s eye of what greatness looks like. 
Second, they do not really know the best, safest, most effective path to get to 
greatness. Third, they don’t have enough self-confidence in themselves to set out 
on, or pursue, the path to greatness. Fourth, they don’t have enough conviction 
and commitment to identify the path to greatness. 

Now, when you think about greatness, there are some interesting ways to 
comprehend it. You can view it as greatness in humanity… greatness in 
entrepreneurship… greatness in sports…and so on. You can look at great people 
and see what they do differently. You'll find a lot of them had mentors and 
coaches. In this respect you discover that process training is the only way you 
can geometrically and perpetually grow. If you don’t keep revisiting, embracing, 
and progressing in whatever you're trying to achieve, your growth will stagnate 
and regress. 

Inside the concept of greatness, you can look at great achievers in any category 
and do a study of their biography or you can look at an obituary and see what 
their life was all about. However, there's another way to think about greatness – 



and I’ll illustrate this second way by giving you an example from my life. 

I am deeply impacted by inanimate demonstrations of greatness. When I see a 
building that is magnificent, I think about what it took to design it. I think about 
how you figure out all the internal components from the wiring to the plumbing to 
the elevators and more. When I see a large piece of equipment – for example, a 
piece of Caterpillar earthmoving equipment – and I see tires that are taller than I 
am and parts that are quadruple the size of normal parts...when I see this, I think 
of how they make it. I’m impressed by it. 

I think of the fact that any product we look at whether in our offices, homes, cars, 
or anywhere we are, someone had to design the equipment. Someone had to 
design the protocols. Somebody had to design the tools or the dies. 

When you get granular and start thinking about all the wonderful and interesting 
ways people have had to exercise their cerebral capacity to solve problems and 
create opportunities – and that without that ability there would be no affordability 
for almost any of this – it’s fascinating. 

I was in San Francisco visiting The Golden Gate Bridge, and I was thinking about 
the process, the people, the lives, and the vision that were involved in its 
creation. Even more expansively, if you look at a city, somebody had to design it 
too. 

When you look at any kind of a business, life, service, and/or situation, ask: “How 
did they create that? How did they figure that out?” 

I want YOU to start looking at inanimate objects and think about what goes on 
there, how it's created, and what processes have to be invoked to produce it. You 
might start thinking about the processes to create a tire, and then consider what 
has to occur to put that tire on a wheel, and then put that wheel on a machine. 
Then you can ask yourself how, for example, Rolls Royce builds a motor or how 
another company assembles a plane.  



Here’s another instructive example from my life: Every time a sports game is 
going on, I'm not watching the game. I’m looking at the signage and wondering 
who figured that out. I'm looking at the stadium wondering how they turn a 
basketball stadium into a hockey stadium, a hockey stadium into a venue for a 
singer, a venue for a singer into an awards ceremony and so on. I'm looking at 
the configuration and wondering why they did it. I'm wondering what kind of mind 
can conceptualize that and where they started. 

When you start thinking about these kinds of questions, they're not designed to 
be vital intellectual diversion; they're designed to get you to think about 
integration of activities to results. They are designed to get you to retrospectively 
and regressively thinking about the fact that if you want a certain outcome you 
need to think about what steps have to occur first, second, third, and so on to 
produce it. This is about opening your mind to all kinds of realities that 
demonstrate that greatness is occurring, has occurred, and will continue to occur 
everywhere. Truthfully, it’s tragic if you don't embrace this yourself because this 
greatness is demonstrated in everything you experience in your life. I want you to 
really think about that. 

Once you start questioning things, you may not get answers. However, don't 
allow all the things that are going by your life to be a blur. Don’t allow the opaque 
vestiges of life to just pass you by. Stop, respect, and inspect what is 
represented there as far as achievement, and then extrapolate that to your own 
life and where you have achieved. Do this and you will expand your intellect and 
appreciation for everything. 
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Being Smarter About Your Media

Words of Wisdom by Jay Abraham

Some forms of media don’t work as well as they used to. However, if you can buy 
the advertising space very inexpensively, they can work. For example: Consider 
radio ads. When a radio ad isn't used, it expires. If you could get that space at 20 
percent of the normal cost, ads that wouldn’t usually work can now be made to 
work. 

You have to ask yourself: "What media has the highest concentration of the 
specific type, kind, and profile of buyer I want?" 

A lot of people make the mistake of buying advertising that reaches a million or 
10 million people …but there're only a thousand of those individuals who could 
be prospects. As such, they're wasting the majority of their investment get a tiny 
number of right-fit prospects. You're better off focusing on the highest 
concentration of the most desirable profile of buyers even if it's not as big. 

For instance, take a specialty magazine or specialty web site. If they only have 
10,000 total prospects but 80 percent of the people on that site or in that 
magazine are high quality prospects, and on a larger site they have 80,000 total 
prospects but only 1 percent are high quality prospects, then you’re better off 
going with the 10,000. 

You have to look at who your primary prospect is. Who has them? Where do they 
go? What do they watch and/or listen to more than anything else? Once you 
figure this all out, you have to get an advantageous price on desirable media. 
You have to pick not just the media that reaches your market but be willing to pay 
for the best segment or component. 



27 Power Blogs – #16

16 Safe Strategies For Ramping Up Your Revenue

Words of Wisdom by Jay Abraham

Strategy #1:  Find other businesses that already have the target audience you 
want and are complementary; not competitive. Work out an arrangement with 
them where they introduce your non-competitive product and service to their 
audience. Give them an ongoing share of the sales to their market. Not only will 
this help you build clients, but you only pay the other company based on the 
results and money they generate for you. 

Strategy #2: Find easy, low cost ways to start relationships with the target 
audience(s) you want so you have a new product. For example, you might offer 
to start the relationship with a special report on how your target market can get 
the benefit or result they are pursuing in their life. That could be a way of starting 
a relationship. You want to think through the easiest way to get the trust of the 
market you want to reach for your product or service. 

Strategy #3: If your product or service has superior advantages in terms of price 
or performance – penny for penny, dollar for dollar, year for year – then you can 
make comparisons both offline and online. You can explain how if a prospective 
customer is getting ready to buy your type of product or service, comparatively 
speaking, your product or service has superior advantage, and you delineate and 
denominate that advantage. 

Strategy #4: Go to companies that sell products or services that are sold 
concurrently, before or after yours, and offer to package your product or service 
along with it. 



Strategy #5: Find salespeople who work for other companies that are not 
competitive but sell to the same markets you want to sell to. This can be 
distribution, direct-to-consumer, direct-to-business, etc. and give the salespeople 
three, four, or five times what they would normally make for selling your product 
or service. You won't make as much profit, but if it’s a product or service people 
buy again and again, you will make all the money on the backend of the 
repurchase. If it's a one-time sale, you will get quality companies and/or 
individuals using it and talking about it. 

Strategy #6: Before you release new products or services, send out provocative 
articles and press releases. Try to get everyone of influence you can – 
magazines, newspapers, radio stations, web sites, podcasters – to start talking 
about your new product that will be available in a month or two. Find interesting 
and stimulating and provocative elements about it. In this way, you start building 
anticipation before it comes out by orchestrating a stimulating, provocative, and 
intriguing media campaign. 

Strategy #7: Secure distribution sources. Get them to start talking about your 
products and services to their markets, buyers, and audience. 

Strategy #8: Have contests you run online or that you run via partnership with 
other websites. Have people an essay (100 words of less) as to why they should 
get the prize you put up. 

Strategy #9: Get a spokesperson that is known or has an impressive current or 
former job title. Have them endorse your product or service. 

Strategy #10: Make sure your salespeople are trained on how to sell before you 
train them on how to sell your product or service. Train your salespeople in 
consultative selling. 



Strategy #11: Many people hire anybody who is available. The problem is they 
are not compatible. Make your success more probable by hiring people who have 
successfully made a living selling to the same kind of people you sell to. 

Strategy #12: Make your salespeople as effective and efficient as possible by 
helping them get leads. Don’t leave it up to them to figure it out. 

Strategy #13: Go to a company that already has salespeople calling on the 
same market you want to reach. Work out a partnership with them for a 
temporary period of time where their salespeople take on your product or service. 
When you build up a big enough sales stream you can take it in-house or you 
can let them continue to be your sales force. 

Strategy #14: Develop many different sources and approaches at the same 
time. When you this you put in motion and gain a lot of force and power working 
for you. 

Strategy #15: Study your direct and indirect competitors. Go online to look at the 
advertisements. Look at the websites. Look at the sales approaches. If you want 
to be successful, you have to know what the direct and indirect competition is 
doing. 

Strategy #16: Constantly examine and re-examine your business. Look at all the 
alternative product and services you are competing against. Look at your current 
business processes and operations. Never get complacent. 
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Learn Collaboration

Words of Wisdom by Jay Abraham

To really hear another person means to objectively listen to what someone says 
and hearing it from their vantage point. When you listen to anybody else, you 
have to be committed to very carefully examining, evaluating, appreciating, 
recognizing, understanding, and acknowledging how they see life. You don’t 
have to agree with them, but you have to acknowledge them.

No two people see life the same way. They don’t even define words the same 
way. Confrontation produces rigidity and resistance. Collaboration and 
empowerment to others produces openness and a willingness to consider 
alternatives. You have to be masterful at collaboration.

I never try and really tell clients what to do. I simply go through the logic of what 
they are doing and I ask them questions that are self-evident. The first part of 
preeminence is that people feel you understand what they are feeling and doing. 
It’s about appreciating them. What they are doing may not be, in your opinion, 
the right thing, but you appreciate why they think it is.

You have to appreciate that nobody does something stupid purposefully, so they 
must believe what they are doing. YOUR job is to think about what they are 
doing, how they are doing it, and why – understand it. From that vantage point, 
you can start to identify easier, faster, better alternatives. In collaboration, you 
want to help THEM be the ones who decide, so the power is in THEM making the 
decision. This way, you’re not critical; you’re respectful.
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Reflecting On Your Success, Happiness and Joy

Words of Wisdom by Jay Abraham

When it comes to success and happiness, you have to start backwards. 
Meaning, you have to know what success and happiness mean to you. Success 
and happiness are two different things. If you don’t know because you’ve never 
slowed down and taken the time for it, you ought to.

Money alone won’t do it. More cars. More houses. More toys. They are fun and 
they are cool, but they don’t change your life. They don’t transform you. At the 
end of the day, if you are your business and you have nothing else, it’s a very 
vacuous life.

Be honest, sincere, and reflective: What gives you joy? You should only get 
involved in opportunities, vehicles, and activities that satisfy your own criteria. 
The criteria could be making a lot of money, but with people who are fascinating, 
fun, aspirational, admirable, and respectful. Only YOU can decide on your own 
criteria. So, get clear.

On your deathbed you’re really not going to wish you had made another hundred 
million dollars. You’re going to be reflecting on the joys of the richness of your 
life. Cool, expensive things are great and fun, but it really doesn’t change your 
life. You have to have a balance of humanity and humility. You've got to have an 
insatiable curiosity for appreciating, observing, and learning from others. There’s 
an adage that says, “If you’re the smartest person in the room, you’re in the 
wrong room.” You want to be in an environment of growth.

You want to be growing the benefits, contributions, and value to the market. You 
want to be growing the people you interact with. You want to be growing yourself 
in the process.



It’s not wrong to simply focus on the business. However, again, you have to 
decide what gives you joy. As I’ve gotten older, I’ve gotten more humility and 
humanity. I’ve never lost my sense of passion, purpose, and possibility. Without 
passion for what you’re doing, who you are doing it for, and for what IT is doing, 
it’s hard to achieve greatness.

So, ask yourself: “What gives me joy? What does success mean to me? What 
does happiness mean to me?”
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What Is THEIR Definition?

Words of Wisdom by Jay Abraham

I recently finished a $25,000-per-person, intensive, 3-day makeover at my beach 
house. It was very interesting because we would stop people throughout the day 
and ask them, “What is your definition of THAT word? What does THAT phrase 
mean to you?” 

Consider some of the following words and ideas: 

Security

Happiness

Wealth

Joy

Bliss

Success

Dominance

Goodness

You can start experimenting with the many different ways and words different 
people have for the same thoughts. You may think everyone is hearing and 
interpreting these thoughts the same way… but they aren’t. If you start exploring 
this, it will give you a great awareness of WHY you have to appreciate, examine, 
evaluate, recognize, acknowledge, and seriously consider all the diverse 
interpretations and nuanced realities that make up the kaleidoscope that is your 



buyer base, employer base, vendor base, friendship base, family base, and 
more. 

Think about the people you come in contact with in the course of a day, a week, 
a life and – without being awkward – see what their definitions are of different 
words. 
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Q&A With Jay (Part 44)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “I have an expertise that is proprietary, but I’m just getting started offering it in 
the marketplace. What approach should I take?” 

* “How can I find companies that have products/services, connect them to 
companies that have potential buyers, and control the deal in the middle?"

* “I’m trying to get my business to be profitable, but it’s been a struggle. How do I 
know if I’m even in the right business and what can I do to make it profitable?” 

Q: “I have an expertise that is proprietary, but I’m just getting started offering it in 
the marketplace. What approach should I take?” 

A: There are many approaches, however here’s the key: The more you can 
denominate the quantifiable and comparable impact you and your methodology 
can have in percentages, dollars, what those dollars mean, savings, increase in 
yield, people productivity, value to the business, and so on, the more you can sell 
what you do. 

The majority of businesses do not optimize many of their activities, systems, 
processes, and procedures… yet, the leverage that is possible if you take each 
area of the business and improve them can be hundreds, even thousands, of 
percent higher. The key, again, is that you have to be able to sell the micro, not 
just the macro. You have to sell all the implications that are possible from the 
same effort, staff, machines, time and so on. If you take that approach, you can 
sell it. 

Q: “How can I find companies that have products/services, connect them to 



companies that have potential buyers, and control the deal in the middle?” 

A: Identify the provider and distribution outlets. Go to the distribution first and tie 
up a deal. Say to them. “If I can provide you with products/services that are 
perfectly aligned with your market and that your clients are going to want and buy 
anyhow from someone and that can give you very significant profits in a way that 
is turnkey – and it only augments and compliments, never supplants, what you 
do – will you agree to test it? If the test is profitable, would you agree to continue 
and give me the ability to do this? I can’t go to the effort unless you agree, and 
you should agree because there is no downside.” 

Get this in writing. Once you do, go to the other side (the provider) and say, “I 
have agreements with ___(#)___ companies that will do this. They are looking for 
me to supply them. I’ve got the perfect distribution source. We can try it very 
quickly and it either works or it doesn’t. However, I won’t try it unless I get an 
agreement where if it works you agree to continue or it’s not worth it to me.” 

If you are new to this and you lack confidence, you might be scared of being 
asked whether you’ve done this before. If they ask you if you’ve done this before, 
just say, “No, have you? I understand it and I’ve already got the agreements from 
the distribution. Do you need somebody who has done it OR do you need 
somebody who has got it? I’ve got ___(#)___ distribution commitments. They 
want me to source it. I can source your product/service or somebody else’s. I’m 
going to you and giving you a proposition that will take your product/service into a 
different channel – and if it works you’re going to get revenue, new buyers and 
cash. If it doesn’t work, I lose; you don’t. There’s no downside for you.” They key 
here is to tie up the distribution and only then getting the product/service. 

Q: “I’m trying to get my business to be profitable, but it’s been a struggle. How do 
I know if I’m even in the right business and what can I do to make it profitable?” 

A: First, ask yourself a sobering question: “Is this commitment the highest and 
best use of my time, ability, marketing, knowledge, and asset building 
capabilities?” Depending on your age and goals, you have to determine whether 
what you’re doing is the highest and best use of your time, passion, talent, and 
efforts. 

If it is, then you have to look at how you’ve been trying to grow it. Have you been 
marketing? Has your marketing been effective? Have you implemented referral 



systems? Do you have a Power Parthenon of multiple access points? Do you 
understand the Lifetime Value/repeat value of your buyers? Are you spending 
money to acquire people and then making your revenue on their sustainability? 

Most people think they’ve tried everything. The truth is most people haven’t even 
scratched the surface of everything that can be done and they have really 
actually done very little. When people express exasperation, after some deep 
queries, it often results in the reality that they haven’t pursued anywhere close to 
the multitude of options available or tested different approaches within those 
options. A lot of people delude themselves into thinking they’ve done everything 
they can, in every way they can. However, you have to factor in whether the 
upside is worth doing a lot. Where can it get you if you do really well? If you 
double or even triple the business, is it worth having? Do you want a business 
you have to work hard for, or a business that will work hard for you?  Do you 
want a business that has value and scalable revenue that can be sold? 

If you don’t really know and what you’re doing is just an abstract labor of passion 
or a default because there was nothing better or nothing else to do, you have to 
so some soul searching. Remember also that when you’re trying to build a 
business there are five kinds of wealth creation. There’s current income, future 
income, opportunistic income, psychic income and asset based income. If you 
don’t try and incorporate most or all of those into whatever your model is you are 
going to be a slave to the enterprise and it won’t be a lever for you. 
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Q&A With Jay (Part 51)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “My company is changing the way we work with our clients. How do we position 
what we do in a way that doesn’t turn people off?” 

* “What is the most ethical and preeminent way to create an upsell for my 
product/service?”

* “I want my clients to refer more people to me. How do I incentivize them to do 
this?” 

Q: “My company is changing the way we work with our clients. How do we 
position what we do in a way that doesn’t turn people off?” 

A: You can first tell your clients that you are gratified they turned to you. Then 
you can say, “If our schedule would allow, we would be so thrilled to do an 
exceptional job for you. Right now, because of the qualitative disciplines we 
impose on ourselves, here is how we are working with our clients: 
_____________________________________. If your job meets the criteria of 
how we work with clients, we would love to discuss it. If you have to give the job 
to another company because it’s important and timely, we hope in the not too 
distant future, when you have another job, that you would turn to us again. We 
wish we could accommodate you and we love when people come to us and 
appreciate the standards we set.” 

Q: “What is the most ethical and preeminent way to create an upsell for my 
product/service?” 

A: You can say, “After our clients/students have done the foundational 



product/service we offer, the majority of them advance to _____(your 
product/service upsell)_____. In light of this, we offer a practical alternative: You 
can commit to both, and if you decide at the end of the foundation that you don’t 
want to go forward, you will get a pro rata, but we will give you a very meaningful 
discount. The reason for this is because we don’t have to expend the selling 
effort, time, and follow-up. So it’s to your advantage. However, you are in no way 
obligated if you decide by the end of the foundation that it is enough or you don’t 
want to go further.” 

You could go back to the client/student when they are halfway through your 
foundational product/service and say to them, “Hopefully the product/service has 
exceeded your expectations. More hopefully, it has redoubled your desire to want 
to master _____(your product/service topic)_____. If that is true, you’re going to 
want to move on to _____(your product/service upsell)_____. We have a very 
attractive arrangement we’ve sent to our foundational clients/students. If, before 
the end of the product/service, you have decided to go forward rather than wait 
and have to enroll at the full $_______ price – if you wish to pre-enroll now 
before the foundational product/service is over, then you can for $_______. 

We are doing this because ___% of our clients/students go forward and we want 
to make you the most successful we can. If you’re confident you are going to go 
forward, or if you think you will, you are probably better off committing now 
because if you decide up until the end of the foundational product/service you 
want to stop, you are welcome to let us know and we will refund the differential, 
but by pre-enrolling you will get a savings of $_______.” 

Q: “I want my clients to refer more people to me. How do I incentivize them to do 
this?” 

A: First, depending on your profit margins, determine how much you might be 
willing to share with your clients. Invite several of your clients to a lunch or do a 
presentation for them and, via before and after imagery, show them what you do. 

Tell them the benefits of your product/service at work in their life and the result 
they can expect and/or have already experienced. Ask them from a logical 
standpoint who they know who needs what your product/service delivers. Tell 
them honestly that you don’t want to provide products/services to people who 
don’t need it, but state who and why the ideal referral is likely to come from them. 



Simply suggest to them that as they come across your ideal client and when they 
see someone who could utilize your product/service, that they suggest that they 
call you. Explain what the average cost of the product/service is, but since you 
are grateful for referrals and generous with referrals that you would be glad to 
acknowledge their trust in you for any client that engages you by rewarding them 
for the referral – and then give them options for referring people. 
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Q&A With Jay (Part 54)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “I deliver products/services for other businesses, and I want to work directly 
with the customer. How could I go about doing this?” 

* “What’s the best way to approach partners and show them the value of a 
partnership?”

* “I’m having trouble identifying my unique selling proposition. How do I define my 
core strengths and build a service around that?” 

Q: “I deliver products/services for other businesses, and I want to work directly 
with the customer. How could I go about doing this?” 

A: If you're not prohibited, you could go to the business and say, "I'm going to 
solicit the clients, but if any business comes to me I'll give you ___% forever of 
anybody that comes." In this sense, you can be generous with them. 

Then you can call the clients and say, "You used our services before. I hope it 
was one of the best experiences you've had. We would like to have you frequent 
our business, so we would like to extend a ___% inducement on your next 
purchase. Here's a code. You go online and you can download a coupon to 
submit when the product/service is delivered." When you deliver the 
service/product you can also put something in the package if it's not an ethical 
and/or legal breach of your agreement. 

If it's the first time they've ordered you can say, "This is the first time you've 
ordered and we don't want it to be the last. So we want to induce you. Here's a 
coupon that gives you ____________." If they've ordered more times you can 
say, "This is the __(#)__ time you've had us deliver to you. We are flattered. We 



want to reward and acknowledge you because we want you to stay a satisfied 
client and we want to show our gratitude. We not only appreciate it but we value 
you." 

Q: “What’s the best way to approach partners and show them the value of a 
partnership?” 

A: You have to do it with diplomacy. You can say, "We represent ____(some 
percentage)____ of the income of the average ____(client type you work 
with)____ . We are very discriminating. We've heard good things about you and 
we have a very simple request: We want people who will reciprocate. We could 
become all your business, but you have past clients, current clients and future 
clients. We think it's only fair that if we're going to give you an income that you 
can refer us to your better clients and share with them that we can do any of a 
number of things for them such as: ___________________________. But unlike 
our relationship with you where we ask for nothing, we would give you 
_____(some percentage)_____ of the revenue from any jobs we get from your 
clients." If you do this, just make sure that you don't lower the standards and 
quality of your work. 

If a partner isn't valuing you, you could say, "We really appreciate you, but you 
were you were at the same level as two other providers, their reputation is just as 
good and their reliability is just as good. If you think about it, you're getting an 
income for no marketing costs. Most people have marketing costs and/or selling 
costs. We are happy to help you, but we don't think it's unreasonable to ask you 
to reciprocate particularly since we will reward you and we don't ask anything of 
you. We pay your rates and we pay them promptly and we think that's a valuable 
relationship that should be deserving of reciprocity. 

If you don't feel comfortable reciprocating if we turnkey it for you, that is fine, but 
we probably will find a vendor who will reciprocate because today we think the 
world is about collaboration and reciprocation. As I said, we've never, and we will 
never, ask you for a penny off of your fee. But we will ask you to introduce us to 
your better clients and encourage them to at least secure from us bids, quotes, 
perspectives and ideas, but we'll never ask you to do it on the same way we do it 
with you. We will give you an acknowledgment of _____(some percentage)_____ 
for any business that you help generate, and if it's a big job it could be __($)__ or 
even __($)__dollars to you, and we're fine to do it. But we never want to 
compromise and we never want to argue or hold back on payment. If you don't 



feel comfortable doing it, it's okay, but you can't be upset if we find an alternative 
who is as loyal, capable and qualitative but reciprocal." 

Q: “I’m having trouble identifying my unique selling proposition. How do I define 
my core strengths and build a service around that?” 

A: You can go out and collect a lot of testimonials. You can put those 
testimonials together and create a book. You can even define the process you 
use so that you can make it proprietary like Schlitz beer did as described by 
Claude Hopkins. 

One of the best things you can do is say to your prospects and clients that there 
are a thousand of businesses in your field, and that while you don't know them 
all, you know many of them. Further, you can say how these businesses are run 
by fine men and women, and that they are dedicated, professional and won't do a 
bad job for the client or prospect. 

You can go on to explain how you elevate the concept of your 
craft/product/service to almost an art form. Then, delineate and quantify how you 
do this. Tell your prospects and clients how they should talk to any of delightfully 
appreciative clients you have helped. Tell your prospects and clients that you 
can't tell them who to choose or who is best, but you can tell them everything you 
do is many times more than you have to and that you do it at a much higher level 
of commitment, discipline, attention and time than anyone else. Lay out your 
criteria. If your criteria is something the client or prospect would love to have an 
experience with, then you would love to help them. 
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Q&A With Jay (Part 63)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “How do I organize and discriminate between all the opportunities available to 
me?” 

* “I tried generating leads for my business online, but it didn’t work. What should I 
do to re-focus my marketing plan?”

* “How can I go about hosting a podcast or web-based show to attract my target 
market and brand myself?” 

Q: “How do I organize and discriminate between all the opportunities available to 
me?” 

A: First you have to understand the concept of optimization, which has to do with 
your highest and best use of time, effort, and opportunity. Highest and best use 
isn't just what's going to pay off the most; it’s also what's going to produce the 
highest probability of a win or a success with the least chance of failure and least 
amount of risk. 

As opportunities become evident to you, put them on a board and create a 
matrix. The matrix can parse out the opportunity’s applicability, do-ability, and 
ease of implementation. Not only that, but by doing so, you also alleviate all the 
clutter in your mind by organizing it into this matrix – thus, you are no longer 
intimidated by the disorganized contents of your mind which oftentimes make it 
seem like you have to move boulders and climb mountains. 

Once you have this matrix, you establish the criteria you impose and then divide 
and conquer. Also, don’t start off trying to go for the proverbial grand slam; go for 
something that has a high probability of getting you on base and getting you a 



win. Start with an opportunity that is easy and validates success. In this way, you 
reinforce your own faith in yourself to implement. Also remember: Having options 
and opportunities is a heck of a lot better than to not. It’s simply a matter of 
developing discrimination and optimization. 

Q: “I tried generating leads for my business online, but it didn’t work. What should 
I do to re-focus my marketing plan?” 

A: Start trying to generate referrals and put referral strategies in place. Second, 
figure out who else in your community serves your market. If you start making a 
list of the other providers, products, or services that most probably reach your 
audience and you see if you can arrange some kind of a collaboration, that could 
be very successful for you. As it relates to online lead generation, check in your 
community and see how many searches there are for your service or product 
category and see what each search costs to determine viability. There might be 
web sites that have your market visiting them already. Also, you might create a 
report on how to choose your type of product or service, questions people should 
be asking, and what to expect when someone gets your type of product or 
service. 

Q: “How can I go about hosting a podcast or web-based show to attract my target 
market and brand myself?” 

A: You need two things to make it work. If you don’t drive it, it isn’t going to do 
anything. If you don't have a process in the beginning of getting enough critical 
mass and velocity, you'll be heartbroken if you put a lot of money and time into it. 
However, if you can drive it into critical mass, it’s worthwhile. To drive it you can 
interview cool people who have influence, distribution, and reach and have them 
tell everyone to listen to or put it on their website. You can also chop up the 
recordings, put it all over the place and use it in a multitude of different ways. 
Ultimately, you have to have an integrated strategy that incorporates not just the 
quality and the provocativeness of the interviews, but also the ability to reach and 
source enough critical mass of new listeners. You have to get them engaged with 
you and break through the morass and the maddening crowd of alternatives.  
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Q&A With Jay (Part 64)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “What are the best money making business opportunities or industries today?” 

* “I’m trying to penetrate a market that is highly saturated, with brands people 
already trust, and with a product that has low repetitive use. What would you 
recommend?”

* “How can I use barter and what are the industry standards surrounding it?” 

Q: “What are the best money making business opportunities or industries today?” 

A: First of all, I would look for opportunities and industries where you sell highly 
repetitive, recurring services, because once you sold them you have that buyer 
or client for years to come and you can ethically upgrade them into different 
service propositions. You can create your own sub-business where you get all 
the perpetual renewals in something. If you can find ways that you can get 
control of the residual and not just the frontend, and you can sell it and you can 
control it, that could be very interesting. Looking into commodity services could 
also be interesting in that you could give an advantage or a proprietary benefit to 
it. If you have the mindset that you are going to get control of something that is 
going to be your recurring income stream asset, it would be very beneficial to 
you. 

Q: “I’m trying to penetrate a market that is highly saturated, with brands people 
already trust, and with a product that has low repetitive use. What would you 
recommend?” 

A: Find something you can win at. This doesn’t mean I can't give you strategies 



to make it marginally viable, but why do that? With the same energy, effort, 
capital, and time you’re exerting now, you could create something you love that 
could be an asset. Extrapolate and determine what the highest and best use of 
your ability, resources, passion, and time is. 

Why choose a route that's going to frustrate you and require a lot of your 
resources to just do modest when you can reboot and find something that you 
probably have a talent for, an interest in, or an ability in that you could do much 
better with. 

Look for niches, or multiple niches, that you can own. Look for people that have 
products or services that aren’t selling in niches, and instead of having to create 
the product or service and spending a fortune trying to develop it, you can get 
control of what somebody has already done and sell it online and/or offline with 
unique distribution and packaging. Plus, you can do this with multiple different 
products and services. 

Q: “How can I use barter and what are the industry standards surrounding it?” 

A: There are many interesting ways to use barter. You can trade somebody and 
represent someone in the middle and take 10% or 20% on both sides. You can 
trade somebody and take the cash conversion. There's all kinds of ways to do it. 
As far as industry standards, there is no standard. It’s whatever you want to give 
somebody. If you're not going to pay them a salary and you don’t give them very 
clear cut instructions, guidelines, and directions, no matter what or how you pay 
them they will probably fail because, while barter is wonderful, it can be complex 
in the beginning. Ultimately, you want to try and pay more to incentivize 
somebody, particularly if they're doing something for you and you’ve got no risk 
or downside and you make money on everything they do. 
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Q&A With Jay (Part 66)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions: 

* “My business has a media partnership/deal with a big player in my industry. 
How can I find more deals like this?” 

* “I’m trying to help my clients raise money, but am struggling to close investors. 
What can I do?”

* “What parameters or elements can I evaluate to determine if one business will 
be more profitable or easier to expand than another?” 

Q: “My business has a media partnership/deal with a big player in my industry. 
How can I find more deals like this?” 

A: First of all, work what you got. Many people get multiple deals and they don’t 
work the deals they already have. If you have a deal with a major player in your 
industry, look at all the different ways you can work it. You can have them joint 
venture with you to run articles or ads. You can have them sponsor webinars. 
You can have them co-facilitate seminars you do. You can have them send out a 
document you put together. 

If you already have a major player, don’t go to deal number six, seven, or eight 
until you can perfect what you got. Develop a multitude of ways to access their 
media. Do articles. Offer to publish a special report. Don't be cheap and don't be 
quick. Go deep and wide. You should be able to access their affinity group and 
membership from 10 different ways. You’ve got a long way to go before you 
exhaust that. Mine and maximize what you've already got. It’s great to have a 
relationship with a major player in your industry, so try to go deep, wide, and 
explore multiple vector points. 



Q: “I’m trying to help my clients raise money, but am struggling to close investors. 
What can I do?” 
  
A: First, make sure your selection, discrimination, and denomination of what you 
really want is in alignment. Second, don’t chase desperation deals or startup 
deals. If you don’t have a great relationship with a venture capitalist or angel 
investor, you’re going to be spinning your wheels if they are startup deals. 

Instead, find deals that are good deals, that are already validated and the market 
has already validated. Set up an arrangement that protects the interest of the 
investor like with tranches where certain milestones, benchmarks, and/or money 
comes in, and more doesn’t come in until the next level. Go to angel investor and 
venture capitalists and see what they've invested in and why. Learn what their 
investment criteria is. 

Also, develop close personal relationships. Go beyond email and pick up the 
phone and say, “I want to find deals for you that you want to invest in. Help me 
be an asset to us both.” It’s not an overnight process and it’s not necessarily 
easy. Another approach here is that you could go to companies that have trouble 
getting cash and you can provide them with equivalent services for a small 
upfront fee and a success fee. That may be a lot easier for you.  

Q: “What parameters or elements can I evaluate to determine if one business will 
be more profitable or easier to expand than another?” 

A: A company that has a lot of critical mass, velocity, motion, and momentum, 
such as prospects, sales people, buyers who don't buy everything, distribution 
channels, and so on are a lot easier to leverage up than companies that don't. If 
you take businesses that don’t have this sort of set-up, you got to work just as 
hard to get, say, 2x results as you do take someone who already these things in 
place and get 20x the result. One (the later) is asymmetric while the other is 
linear, but it’s the same effort. 

You’ve got to look objectively at who has got a lot of untapped intangible assets 
that can be used better and monetized. You’ve got to look at who has got a lot of 
activities that are underperforming. You’ve got to look at who has got a lot of 
inquiries, buyers, ex-buyers, and/or inactive buyers who could be monetized 
differently with different products, services, and/or propositions. You’ve got to 



look at who has got a lot of distribution channels that could be used for other 
purposes. These are probably good places to start. 
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Q&A With Jay (Part 67)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions:

* “I’m in a crowded market with lots of competition. How can I stand out?”

* “How do I market and sell my product/service/company if I’m not comfortable 
with marketing and selling?”

* “What are some ways I can monetize the expertise platform I’m building?”

Q: “I’m in a crowded market with lots of competition. How can I stand out?”

A:  Understand that the people you serve are sometimes struggling and stressed 
looking for qualitative alternatives. If you realize this, you can start providing 
really cool support and assistance in all sorts of different and unique ways. 
Become the one provider that is concerned with making them more successful. 
Provide them with enormous and expansive holistic value. If you help the people 
in your market become more successful, they’ll be in a better position to 
appreciate, buy, and use of your products and/or services and you will stand out.

Q: “How do I market and sell my product/service/company if I’m not comfortable 
with marketing and selling?”

A: Go to your intention first. You have to ask yourself if the foundation of your 
product, service, or company is meaningful and a superior value. If it isn’t, the 
greatest marketing or selling won’t matter because people will find out. You won’t 
have a problem crafting marketing and positioning if you are discriminating about 
offering something preeminent. This means offering the best value, outcome, 
protection, service, support, and so on for whatever you offer. People buy 
advantage, value, protection, a sense of connection, and more when they see 



your company looking out for their best interest in whatever price, application, or 
category you target. You can’t generate sustaining sales for a business founded 
on an inferior offering to the market.

Q: “What are some ways I can monetize the expertise platform I’m building?”

A: You could take your platform and let trainers, consultants, and coaches 
advertise for free on it. In exchange, you get the people that register onto your 
platform, as well as a share of any sales that result. You could create a portal or 
guide to whatever it is you are doing, let everyone run a valuable ad for 
themselves on it and promote it. When search engines index the expertise 
pages, when visitors come to the pages via the search engines, you have them 
register or opt-in. You can then communicate with these individuals, and if 
anyone buys any of the experts products or services then you have a deal where 
you automatically get 10% to 20% of the revenue generated.
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Q&A With Jay (Part 73)

Words of Wisdom by Jay Abraham

In this Q&A, I answer the following questions:

* “I know other people who have my ideal clients, but I’m uncomfortable 
approaching them. How can I do it?”

* “I’m having trouble filling my weekly/bi-weekly/monthly event/meeting/class. Do 
you have any advice?”

* “How do I shift the perception people have of my practice so that it is unique 
and differentiated in their eyes?”

Q: “I know other people who have my ideal clients, but I’m uncomfortable 
approaching them. How can I do it?” 

A: Contact them and say the following, “You may know me by reputation. I know 
of you and I’m impressed with what you do. I’m introducing myself to you 
because I would love to become your trusted reference. I know I have to earn 
your trust, and I have to do it by proving the quality and satisfaction. 

I will do this over the next few months. I can do this by having satisfied clients call 
your office. I also want to add more value to you than anyone else. I believe we 
are in a challenging world of business today. We have steep competition, price 
pressures, government difficulties – and I want to help everyone who helps me 
be the best, most successful, most fulfilled professional possible. 

So, over time, I’m going to provide you with really insightful, qualitative expertise 
on a broad array of things such as: ________________________. I will call you 
every month to have a meaningful discussion about what YOU are doing, and I’m 
hopeful that over time I will earn the right for you to give me at least one or two 
audition cases and you can see how I perform.” 



When you provide them expertise, get all kinds of information for them that deals 
with the holistic side of their business. This means not just professional 
pressures, but information on managing people, hiring people, inspiring people, 
investing wisely, performance enhancement and more.

Q: “I’m having trouble filling my weekly/bi-weekly/monthly event/meeting/class. 
Do you have any advice?”

A: Go to organizations and groups and offer to buy enough product or service in 
enough length of usage to get them positively addicted and acclimated to it. Say 
to them, “Somebody has to take the first step and make the first investment. This 
concept/product/service is unique because __________________. If you’ve 
never experienced it, you won’t know. So, if you will give me a commitment that 
you will come at least (____ times a week/ ____ a month) for (_____ weeks 
straight / _____ months straight), we will buy you the experience. No other 
catches. We are confident enough in the concept/product/service, and you are 
worthy enough of our investment. Long before the experience is over, you will 
want to sustain it because you will see such a wonderful impact.”

Q: “How do I shift the perception people have of my practice so that it is unique 
and differentiated in their eyes?”

A: You have to introduce to them a more profound appreciation for the problem, 
cause, and root. You do it by taking a stance. Being preeminent is not about 
being timid or arrogant. It’s about being so confident, respectful and passionate 
about what you know to be true and what you know to be the best solution for 
them that you can’t compromise the integrity of your beliefs. 

You can say to them, “I have a very unique practice. There are many fine 
colleagues of mine who will gladly accommodate you, gladly address your short-
term problem and will figuratively cut off the top without going to the root. I wish I 
could do that, but I know how limited a benefit you would get. Worse, the problem 
will manifest in other ways or come back. I don’t practice that way. If you want 
me to work with you, I can promise you I will treat you and anyone else you bring 
to me as if you were my own family. Look at all the people we serve and ask 
them about the kind of enduring results they’ve gotten from me. I will not allow 
you to have anything done that isn’t designed to completely deal with the totality 



of the cause of the problem and address all the other negative implications that 
can occur. It’s a much deeper, more powerful, more permanent way to help you. 

If that’s not what you want, I can easily refer you to other people. I don’t deal with 
people on a superficial level or treat a problem without dealing with the totality of 
the cause and all the implications. I cannot in good moral conscience allow you 
to carry maladies, afflictions and root problems that are going to cause you 
enormous sustainable and expanded misery and discomfort. 

So, if you want someone who can morally and ethically deal with just the 
moment, here are the yellow pages. I won’t be offended. I can’t sell you. But I 
can protect you. I can support you. I can, in a far more enduring way, help you 
resolve your issues. I can dramatically enhance your life. BUT, I can’t and won’t 
do what most people do which is: ___________________.  

However, if you want me, I will treat you the way that is best for you. I’m 
committed to being your most trusted advisor for life. If you’re going to stay with 
me and I’m going to commit my life to your betterment, then as you see vivid, 
dramatic, demonstrable proof of how wonderful my treatment/solution/service is, 
you will refer quality people to me who grasp what I am all about. I expect that. 
It’s a disservice to them to not know how much more is possible.” 

You’re not going to win all the time, but that’s fine. You have to believe in your 
heart that the right people will resonate. You have to have everyone on your 
team be in alignment. You have to have your position clearly articulated, and you 
have to be confident about it. You have to become compelling enough, 
compassionate enough, empathic enough and leadership-oriented enough to 
gain their respect and show them that you are looking at things differently. There 
has to be an acknowledgement that there is more to the issue than just 
symptoms and that relieving the symptom is not going to alleviate the problem. 
You have to have them see that someone who cares, is committed to them for 
life, and cares deeply enough to not accept them if they don’t want to accept 
what is in their best interest, is somebody they probably want in their life.


