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How To Quickly Increase Your Self-Confidence Tenfold 
 

Words of Wisdom by Jay Abraham 
  
 
 
Here’s a perspective for you to consider: Self-confidence comes not just from 
intention, but external focus.  
  
When things are about us, and we inwardly focus, we tend to become very self-
conscious. Yet, when we don’t worry how we’re coming across, we tend not to 
overanalyze. The easiest way to eliminate, or at least mitigate, self-limiting 
thoughts is to redirect yourself externally. Don’t even think about how you are 
coming across. Get into the moment. 
  
Get connected at such a deep level in focusing on adding betterment, listening, 
hearing, acknowledging, and trying to understand the other person’s reality. 
  
I think you’ll find if you play around with this, and let it become natural and 
comfortable, it will be very powerful. 
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Optimizing Your Life 
 

Words of Wisdom by Jay Abraham 
  
 
 
In our journey towards growth, development, and success, it’s important to 
consider how we use our time, our opportunity cost, and our energy. It’s 
important to ask ourselves whether we are playing a game that is tactical or 
strategic; whether we are doing things erratically or episodically; whether we 
have a system that is designed to grow us and advance us meaningfully. Yet, at 
the same time, you want to be flexible and be able to deviate. 
  
The most wonderful, and shocking, reality of our lives – no matter whether we 
live to be 100 years old or we are prematurely taken off this earth undeservedly – 
is that the moment we are born until the moment we are no longer here, we have 
to live with ourselves. We can’t escape ourselves. So, you better like yourself 
and you better understand yourself. 
  
When I teach preeminence, it states that you have a moral responsibility to 
yourself to know the consequences, implications, and cost/benefit of certain 
decisions, actions, and utilizations of your time, effort, relationships, and more. 
Once you know this, you have the right to dis-acknowledge it as long as you 
understand the price you pay for action/inaction, decision/indecision, and time 
usage. 
  
One of the things I believe is that it requires an enormously higher amount of 
energy, time and commitment to do nothing or avoid doing something productive 
than it does to do it. 
  
If you can identify elements of your time usage, energy usage, resource usage, 
intellect usage, emotional usage, or dissipation therein, and you can adjust this 
by 10-15% over the course of your life, it’s profound. 
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Expand What’s Possible Through Educational Wealth 
 

Words of Wisdom by Jay Abraham 
  
 
 
Wealth is denominated in many forms. Monetary denominations are only one of 
them. Expanding your sense of what’s possible (and your worldview) through 
education is wealth that’s available to you right now. 
  
For example, the investment channels are a great education in interpretive 
perspectives on so many elements of commerce, economy, and interaction. 
Irrespective of what anybody’s investment recommendations are, if you listen to 
the analysis and you can transcend the specific investment advice and focus on 
the assessment and interpretation, it’s fascinating. Personally, I don’t know 
sports well. However, when I watch a major sporting event and hear the 
commentary, I listen to how they see it and how they are looking at it. You gain 
greater perspective by listening to how people articulate and see what is going 
on from a whole different vantage point. It makes everything come dimensionally 
alive! 
  
By doing this, you can utilize it as a springboard to exploring all kinds of things in 
life. It will give you insights. It will give you perspectives other than your own. 
Getting more of what you’ve got is a self-limiting path in a life, career, and 
relationship where things don’t stay static. Not everything you encounter is going 
to be congruent with your belief system, however that’s where growth resides: in 
things that aren’t congruent with your current belief system. It’s your choice 
whether you evaluate, expand, or re-confirm your belief system. 
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Q&A With Jay (Part 76) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “What should I look for in a mentor?” 
 

• “I’m trying to gain more collaboration with people. What’s an approach I 
can take to get more buy-in?” 

 
• “How do I best explain to my target market that my businesses is different 

from competitors?” 
  
 
Q: “What should I look for in a mentor?” 
  
A: First, let me differentiate between a Coach, a Mentor, and a Masterful 
Thinking Partner. A lot of times a Coach will ask you what your goal is and they 
will work backwards towards your goal. Most great Coaches may not be great 
players, but they really understand the dynamics, strategies and tactics, and how 
to explain, instill, and install them. A Mentor is someone who has been more 
expansive on the frontlines of your endeavor, knows what’s possible, and they 
won’t allow you to limit or restrict your goals to just what you want if they know 
you are capable of many times more than that. A Masterful Thinking Partner 
does this too but also has the ability to integrate a lot of the thinking around other 
issues you may or may not acknowledge that are integral to the success you 
want.  
 
In all cases, ask: “Have they done it?” If so, at what level of success? Who have 
they done it for? What was the result? Can you talk to the people they have done 
it for? What is their style? How do they work with you? Why do they utilize that 
style? Why does that style produce more success? What are their beliefs? You 
want to interview as many individuals as you can and see where there is 
commonality and where there is disparity. Look at cost and determine why one 
individual costs more than another. Remember too that some of the most gifted 
individuals aren’t currently rendering their services. You also want to look at 
people who might be retired and who have done great things, might be bored 
and want to be engaged. Ultimately, you have to know what you want 



and why you want it. If you don’t know with clarity what you want and the 
outcome you’re after, you can’t possibly get to the result. 
  
 
Q: “I’m trying to gain more collaboration with people. What’s an approach I 
can take to get more buy-in?” 
  
A: You can say the following to the individuals/group you’re trying to collaborate 
with: “I’m interested in seeing how you are viewing the situation and how you 
understand the (deal/problem/opportunity). I’m interested in knowing what you 
think the direction we need to go in is and why. Together we can examine the 
pros, the cons, advantages, and disadvantages. I realized that if I just talk about 
my view, I’m doing a disservice to the company, the outcome, and to us – it limits 
my sense of solution and/or strategy to what I know and my assumptions, which 
may or may not be correct. We want to create the strongest, most powerful 
hybrid to propel us up, and the best solutions, strategies, and breakthroughs 
come from a unified group coming at this from different places working together 
for a common goal. So, let’s give that a try.” 
  
 
Q: “How do I best explain to my target market that my businesses is 
different from competitors?” 
  
A: You need a proprietary spin if you want to be seen as differentiated. If you 
have a powerful distinction in the way you do things or the outcome you provide, 
you need to convey it to your target market. You could differentiate in the way 
you accelerate or expand results, and name the result. You could create 
variations and modifications on what you normally do and, again, give it a 
proprietary name. You want to start identifying yourself with a proprietary 
distinction. In addition to this, start writing about why what you do is different and 
superior and why it has advantages to certain applications. 
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Q&A With Jay (Part 77) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “How do I create a successful blog?” 
 

• “I want to license a process from a company. How could I approach 
them?” 
 

• “If I have an opportunity to do a lucrative project – OR – do something that 
brings me joy and fulfillment, but not as much monetary compensation, 
how do I decide what to do?” 

  
 
Q: “How do I create a successful blog?” 
  
A: The key to a blog is threefold:  

1. You need valuable content.  
2. You need it to be shared.  
3. You need distribution.  

 
The more you can get it viral or a lot of distribution to start with, the higher 
probability it will be successful. You also need to be a readable writer, and it has 
to be written in the context of the reader. Your blog and posts have to be 
animated – not static. They need to give transactional ideas the reader can use.  
 
A big key is that you have to be able to get it into distribution with people that 
have a lot of followers. Master a proprietary distinction. Give it an incredible 
name. Work on making it so interesting and readable. Every blog you write, give 
the reader an action step they can take to see some result or distinct outcome. 
  
 
Q: “I want to license a process from a company. How could I approach 
them?” 
  
A: You can state in an authoritative, non-hyperbolic letter the following: “You’re 
superior to everyone else. That tells me you have got at least one, and probably 
multiple, processes in everything from (marketing, to selling, to distribution, to 
cash flow management, to customer service, etc…) that outperforms the 



normality in your industry. If you’re not (regional/national/ international), I’d love 
to take your superior performance distinctions and license them to companies in 
the same and/or related and/or complimentary industries outside of your 
marketing area. I’d like to discuss this with you…”. 
  
 
Q: “If I have an opportunity to do a lucrative project – OR – do something 
that brings me joy and fulfillment, but not as much monetary 
compensation, how do I decide what to do?” 
  
A: There is no shame in integrating the two. Earning money and profit is a reward 
for contribution. Some people game the system, but most people sincerely 
become successful, prosperous, and wealthy as a reward for value they create 
for others. If you re-contextualize your value system by saying you want to do 
meaningful projects that always add more value than you take, and you look at 
projects from the context of adding value above and beyond simply money-
making, you will be serving people. Assuming you have the resources to do the 
project, the more people you reach and help, the more value you contribute. If 
you’re committed to adding value, you can add value to tens, hundreds, 
thousands – even tens of thousands of people. This is the mindset I would 
encourage you to have. 
  
  
  



Attack of the Killer Blogs – Blog #6 
 

Q&A With Jay (Part 78) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “I’m in a commodity business with decreasing margins. How can I position 
and differentiate myself as a preeminent provider?” 
 

• “How do I capture a potential client’s attention so they ask me what I do or 
what I could do for them?” 
 

• “What could my company do to more effectively and efficiently enter a 
high-end product market and build our brand?” 

 
 
Q: “I’m in a commodity business with decreasing margins. How can I 
position and differentiate myself as a preeminent provider?” 
  
A: Don’t compete on discounts. Be market competitive, but add educational and 
advisory tools to help them grow their business. You can say to your market, 
“Stay with us, and we will invest millions of dollars of resources in you – GRATIS 
– to help you grow your business. We’ll help you be a better 
(marketer/manager/value creator/etc…)” Show them that saving a small 
percentage in cost is probably moot if you can give them an extra (x)% in sales 
and/or (y)% more profitability. 
  
 
Q: “How do I capture a potential client’s attention so they ask me what I do 
or what I could do for them?” 
  
A: You can authentically have a Socratic interview. If you know about them or if 
you know somebody who knows them, you can be introduced to them. Express 
to them how you’d love to know what they do. Be curious. Start asking Socratic 
questions that get them talking about themselves. Show that you have an 
understanding of their business. Ask questions that demonstrate and showcase 
your understanding of elements of business growth and marketing. When they 
ask you about what you do, you can tell them what you do and who you do it for. 
Theoretically, if you really possess knowledge, understanding, and interest that is 
penetrating, provocative, and evocative, they’ll be interested in talking more to 



you and you can set something up. Then, follow up with them and express to 
them how you enjoyed the conversation with them. Isolate some of the insights 
you particularly enjoyed to show them you listened, heard them, and it was 
relevant. Then say how you would love to continue the discussion. 
  
 
Q: “What could my company do to more effectively and efficiently enter a 
high-end product market and build our brand?” 
  
A: If you’re just developing your brand, you can shortcut the process by 
partnering with a premium brand that has a similar stature. You can create co-
branding with a royalty agreement. This is one way you can capitalize on an 
already existing premium brand. Find someone who already has a premium 
brand in a niche/niches that would be associatively relevant to your product. 
Rather than spending a lot of money and time building your own brand from 
scratch, you can shortcut the process and, again, find somebody who has an 
incredible high-level premium brand and work a deal to license their brand name, 
utilize their distribution, and give them a royalty or make them a partner. 
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Q&A With Jay (Part 79) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “What is the importance of Risk Reversal?” 
 

• “We have raving fans/clients. How do we best introduce a brand new 
product/service that we haven’t had anyone use yet?” 
 

• “How can I more holistically connect and expand my relationship with my 
target market?” 

  
 
Q: “What is the importance of Risk Reversal?” 
  
A: Risk Reversal puts you on a higher performance trajectory and level. It brings 
out the greater part of you. It brings out a far more connective basis because you 
have to explain it, prove it, believe it, and deliver. This actually segues into being 
preeminent. You want to be your client’s most trusted advisor. You want to keep 
your clients performing at a competitive advantage. It’s a responsibility you have 
to them. Whenever any two parties come together to transact business, one side 
is always asking the other to assume most or all of the risk. Reducing or 
eliminating the element of risk preeminently on the part of your buyer will not only 
make them more inclined to say yes to you, but it also one of the ways you look 
after your clients best interest. 
  
 
Q: “We have raving fans/clients. How do we best introduce a brand new 
product/service that we haven’t had anyone use yet?” 
  
A: You go to your client base and you can say, “You know us as a company that 
has looked out for your best interest for (x) years. We both know that without 
(Describe Result/Outcome of New Product/Service), you will be underperforming. 
So, we are developing this new product/service for you. We have engineered this 
after carefully studying the best performing practices and we have developed it to 
do the following for you: _______________. As a trusted provider, we believe 
over the next (y) months of disseminating this, you will start seeing meaningful 
results. If we/the product/the service doesn’t produce those, we will do the 



following: _______________. There is no one else you can turn to that has the 
knowledge, relationship, and cares more about your well-being and success.” 
  
 
Q: “How can I more holistically connect and expand my relationship with 
my target market?” 
  
A: You can create quality template-like “doughnuts” that are modified with 
different applications. Human beings are not just product and service buyers. He 
or she is a father, mother, husband, wife, etc. that has other interests, needs, 
frustrations, hopes, and dreams. Focus on having part of your communication 
deal with the totality. Send them ideas on how to reduce stress. Give them ways 
to get their mind more focused. Share with them insights into how to optimally 
perform in both their career AND life. Send them an article on how to get their 
blood pressure down. Send them knowledge on how to get their team members 
to be more collaborative. These are universal – simply modify the center of it. 
Once you create a bunch of things like this, you can use them over and over 
again. 
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Q&A With Jay (Part 80) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “How do I mine more yield out of my database?” 
 

• “I’m a salesperson but I want to leverage my selling skills. What can I do?” 
 

• “How can I position myself to get referrals more easily?” 
  
 
Q: “How do I mine more yield out of my database?” 
  
A: Most organizations don’t even have one formalized, systemized referral 
generating process. We’ve identified 93 referral-generating systems. You want to 
communicate to your clients that because they are valued that you want them to 
always feel comfortable recommending to anyone in their lives that could utilize 
your product or service to talk to you. Explain how you will give them your most 
expert, reasoned, and experienced recommendations and advice whether they 
avail themselves of your product/service or not. Again, you want them to feel 
comfortable telling others to talk to you. You want to liberate them and have them 
know you are there for them. Give them scenarios. Paint a picture. The more you 
do this, the more people will refer. 
  
 
Q: “I’m a salesperson and I want to leverage my selling skills. What can I 
do?”  
  
A: Look for products, companies, and/or industries that don’t optimize their leads, 
prospects, or visitors with a good sales approach. Negotiate the rights to that 
distribution channel and test it to see where you excel. In this way you are 
negotiating a long-term right that is sustainable. You don’t have to just work on 
commission as a salesperson if a company has a constant supply of undermined 
and underutilized leads, prospects, or visitors. If you get control of this in a long-
term deal, you don’t need the commissions because you could get half the profits 
for the same effort. Plus, once you perfect this process you can implement it with 
other companies. 
  
 



Q: “How can I position myself to get referrals more easily?” 
  
A: Starting today, anytime anyone comes to you, explain how your business is 
100% referral-based (if it is). Explain how you’ve gained the reputation, respect, 
and satisfaction of your clients so they are constantly referring quality people like 
themselves. Tell them that you hope they feel the same after they’ve experienced 
your product/service. Explain how you exist to serve your clients and anyone 
important to them. In this way, you start programming people to refer. You could 
also prepare anonymized case study booklets you disseminate. Based on what 
you know about your clients you could also source really cool information. For 
example, if they have kids entering college, you could find information on how to 
get college tuitions reduced. You can also put together an event where you bring 
together happy clients. Have more continuous interaction that transcends 
normality and makes you more top of mind. This will help clients see you in a 
more holistic, integrative way. 
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Q&A With Jay (Part 81) 
 

Words of Wisdom by Jay Abraham 
  
 
 
In this Q&A, I answer the following questions: 
 

• “What’s the best approach I can take to let people know my company 
exists and that we can help them?” 
 

• “How can I position my company positively, relative to competitors?” 
 

• “What can I do to strengthen the relationship between me and my clients?” 
  
 
Q: “What’s the best approach I can take to let people know my company 
exists and that we can help them?” 
  
A: Invite every organization that has the categories you want and become their 
recommended provider. Have them provide you with two or three people to do 
pilot programs or products for whether you get paid or not. Then have them do 
an integrative long-term collaboration where you create documents and 
publications and they promote special events and webinars for you. These can 
be co-branded, industry specific, or application specific. Further, you can have 
assessments people take. Create deep relationships with these organizations 
and own the access. In this way you could, for example, become the weekly 
columnist for hundreds of trade publications or the recommended expert and/or 
company by hundreds of organizations. 
  
 
Q: “How can I position my company positively, relative to competitors?” 
  
A: You have to educate your prospects and establish the buying criteria. Help 
them understand how they should judge, choose, and engage someone in your 
field. Give them a list of questions to ask and what answers they should listen for. 
Then, give them your answers on the issues you presented to them. Show them 
how to evaluate a company. Show them how to evaluate performance. Tell them 
what they can expect in terms of results once you are at work with them as a 
client. Explain what your risk reversal is if you don’t perform, and compare that 
relative to what other companies offer. 
 
  



Q: “What can I do to strengthen the relationship between me and my 
clients?” 
  
A: Make sure you have meaningful dialogue with clients – one that always adds 
value. It can’t just be lip service. Always teach them something. Always share 
insight. Always share information they can validate. Do things to expand their 
knowledge base. Reiterate to them that your philosophy is to invest deeply and 
meaningfully in them. Explain to them how you live or die by the consistency and 
quality of results you produce for them – above and beyond anyone else in the 
marketplace. Always do things to show that you are thinking about them. 
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The Bundling Breakthrough 
 

Words of Wisdom by Jay Abraham 
  
 
 
If you know that your buyer is going to purchase other products or services 
before, during, or after your product or service that logically compliments it, then 
you should do one of two things: Either create the products or services – OR – 
structure partnerships, strategic alliances, private label deals, and/or royalty 
deals where you add these products and/or services. 
  
Here’s why: If you don’t, you’re doing your market a disservice. If you do, you will 
be negotiating for them a higher performing product/service than they would 
likely choose on their own. By looking out for their best interest in terms of 
products/services that can serve them, the relationship deepens because you’re 
playing a long-term game. You will be positively enhancing the outcome and 
advantage for your client.  
 
Plus, you can double, triple, or even quadruple your profit on each sale with this 
one breakthrough. How? Because you can price a PACKAGE far more 
advantageously – especially if you quantify your average sales, margins, and 
savings your clients can gain. Also, by integrating packages, you have the ability 
to turn a one-time buyer into an ongoing buyer from who you have residual 
income from if you bundle-in repetitive purchase products and services with a 
one-time purchase product or service. 
  
Many people get hung up on what they sell without realizing their clients will be 
buying other products and services from somebody. If you really want to be 
preeminent and be the most trusted advisor to your client for life, you have a 
moral responsibility, opportunity, and privilege of providing them with ALL the 
complimentary products and services. This can turn any one-shot business into a 
perpetual one. It can transform the ultimate asset value of your business. 
  
If you do this continuously, you will be doubling or even tripling the same effort, 
the same client, and the same interaction. 
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The Point of Sale Primer 
 

Words of Wisdom by Jay Abraham 
   
 
 
When a client has already decided to purchase from you, you have the ethical 
ability to add other elements very credibly at the point of sale. 
  
Let me give you an example: At the point of sale you can mention their eligibility 
to get another item at a discount or in quantities with their purchase. Many 
successful businesses do this because it works. It’s a good value for the 
consumer, but the incremental profit in the upgrade is profitable for the business 
owner too. You can add variations of this to YOUR business. Some businesses 
have an approach of having impulse items that are needed, wanted, or 
interesting that can be added at the point of sale. 
  
I remember being in a K-Mart in Melbourne, Australia watching how people sold. 
There was an older woman pushing around a portable blue light. Any time the 
blue light went on, there was a “blue light special”. You could buy whatever was 
there for a discount as long as you had bought something at full price. The crowd 
flocked to it! It was very interesting, and another example of point of sale 
purchasing. 
  
With a little bit of analysis, you can determine what your average unit of sale by 
product purchase, category, source, and/or application. Once you do, you can 
optimize your selling process with a viable point of sale offer and attain even 
higher and better use on your time and effort. 
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One Simple Change Any Entrepreneur Can Safely Test To 
Increase Their Profits 

 
Words of Wisdom by Jay Abraham 

  
 
 
There is no law that says you have to price every product you sell at the same 
margin. Yes, there are certain products that are very price sensitive such as milk 
or bread. Yet, there are certain complimentary products and services where price 
is not critical. Many products and services sell at premium prices. 
  
Here’s a short story to illustrate the point: There is a prominent psychologist 
named Robert Cialdini who wrote the book “Influence” and who studied a woman 
selling jewelry. She had a big collection of jewelry that wasn’t selling. She 
decided she was going to sell the entire old inventory and get rid of it. She left a 
note to her manager to mark everything down by half. The manager 
misperceived the note and DOUBLED all the prices…and almost everything sold! 
  
In my sector, people sold their services for $150/hour. I started at $2,000/hour. I 
raised it five to ten years later to $5,000 based on my successes. I raised it ten 
years later to $100,000/day. If I can command that type of money because of my 
unique skillset and unique success stories, YOUR unique skillset and unique 
success stories deserve being looked at too. You might be unintentionally 
sabotaging yourself by trying to compete as a commodity. You have to evaluate 
this. 
  
There are certain products and services where the consumer has a certain 
mindset of value correlation, quality correlation, premium performance 
correlation, or prestige correlation, and you have the right to conservatively test 
and experiment your pricing. Adding another 40% to your price might lose you 
20% of your buyers, but if it doesn’t and only loses you a small amount but 
increases your profit per transaction by 25%-30%, it could be worth a lot to you. 
It’s one simple change any entrepreneur can safely and conservatively test to 
increase their profit.  
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The Referral System Fast Track (Plus: A $150 Gift For 
YOU) 

 
Words of Wisdom by Jay Abraham 

  
 
 
Most entrepreneurs have a lot of new business come from word of mouth or 
referrals. If any meaningful portion of your business emanates or is generated 
from referrals or word of mouth, you want to implement a formalized, systemized, 
strategic referral generating process that is utilized all the time. 
  
Most people who get referrals don’t understand something very simple: You can 
multiply your referrals many times over by having a guiding force that helps 
people identify other people that would be good prospects and contacting them. 
Instead of ad hoc, episodically, occasionally or intermittently getting referrals, you 
could be consistently generating referrals if you implement a referral generating 
system. 
  
The majority of people who get a lot of business from referrals waste a lot of 
money on external marketing that pulls very little. External marketing is asking 
someone who doesn’t know you and who you don’t know to start the first, outer 
periphery of trust building. Compare that to a referral generated prospect. They 
are coming from someone they trust and respect and who is already dealing with 
you. They are coming ready to buy. They are coming ready to entrust their 
transaction to your credibility and ethics. 
  
Think about this: A referral generated prospect buys sooner, negotiates less, 
buys more often, buys larger units, is more enjoyable to deal with, refers more 
people, is more profitable and costs you almost nothing. An externally generated 
prospect costs you a lot of money, takes a long time to convert and doesn’t last 
as long on a residual value basis. You need to establish at least one (and 
preferably many) referral generating processes. 
  
We’ve identified 93 referral-generating approaches that different companies use 
to generate significant portions of business. These referral-generating 
approaches are formalized, systemized and strategic, yet most people don’t even 
have one. We’ve distilled these referral systems down for you and you can 
access them here – a $150 value – gratis. 
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https://s3-us-west-2.amazonaws.com/jayabrahamassets/Programs/93+Referral+Systems+Audios+%2B+Workbook+%2B+Summary.zip


 
Use THIS Strategy To Increase How Often Your Clients 

Buy From You 
 

Words of Wisdom by Jay Abraham 
  
 
 
If you want to increase the frequency with which clients purchase from you, 
here’s a simple solution: Develop a backend line of products and services. This 
will extend, enhance and take your clients further down the path toward the 
outcome they want.   
  
How do you do this? You don’t have to put your capital into it. You don’t even 
have to manufacture it. All you have to do is gain functional control through your 
distribution and maintain meaningful quality control. Don’t just choose products 
and services that will give you the most profit. Choose the products and services 
that are reasonably profitable, but default first to the best performing and best 
quality. If you’re not premium, you want the best within the category of the market 
segment you’re targeting. 
  
Some simple examples: If you sell home improvement, you can easily make 
arrangements to represent other home improvements because many people will 
buy them before, during, after or at the same time. If you sell business building 
and profit improving methodologies, you can make arrangements with people 
who only sell life improvement since, again, people will buy these methodologies 
before, during, after, or at the same time as it is complimentary. Just ask 
yourself: What do my clients purchase before, during, after or at the same time 
as my product/service? 
  
You can take your buyer and find complimentary products or services that are 
either extensions of what they initially bought OR are within the realm/scope of 
what their buying influences are. Make a comprehensive list of all the other 
things your client buys. Talk to your buyers and ask him or her what else they 
buy and which vendors they are disappointed with. This will give you a strong 
sense of where the opportunity is. Then, make alliances with different people 
who do this. 
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Having Client Communications That Are Heartfelt, 
Sincere and Valuable 

 
Words of Wisdom by Jay Abraham 

  
 
 
Every entrepreneur should be communicating with their clients by phone, email, 
social media, handwritten letter, visits and more to maintain a positive 
relationship. The richer the relationship, the longer the purchase frequency and 
duration. 
  
There is a caveat to this: You have to communicate value. You can’t just call 
them trying to hustle business. You must have a heartfelt sincerity about their 
best interest. You have to listen to them when interacting with them. You have to 
send them valuable ideas, information, education and knowledge when 
communicating with them. Think of their life and business holistically – not just 
one segment of their life or business. Your communications must have value and 
relevancy to them. 
  
The more you communicate with your clients, the stronger and richer the bond 
will be and the longer the duration of the buying relationship will be. This will 
cause your clients to be more open minded and trusting toward buying additional 
products and services that are complimentary or extensions of the categories 
they buy. 
  
  
  



Attack of the Killer Blogs – Blog #16 
 

Seller Beware: All Buyers Are Not Equal 
 

Words of Wisdom by Jay Abraham 
  
 
 
Very early in my career I learned to identify the value of a source, proposition and 
residual lifetime value of a buyer. What I realized, and what you will come to 
realize, is that all buyers are not worth the same. You have to know you’re your 
different calibers, types, and sources of buyers are worth. Why? Simple: You 
don’t want to put the same opportunity cost or investment in the wrong source. 
  
For example, if one source of buyer brings in a profitable sale that never repeats, 
and another source brings in a less profitable sale that repeats ten times, you 
need to recognize this. You can then spend more money on the long-term source 
or a blended combination. You do this because you want to build for the future 
and not simply pay for your fixed overhead today. 
  
You ought to do a bit of forensic examination on the anatomy of your buyers. 
Isolate different calibers and types of buyers that have come from different 
sources. For example, you might have buyers from tradeshows, advertising 
publications, online search, media, referrals, etc. Look at the initial transaction 
they did and the corresponding profit, and then look at the path of purchase they 
took. 
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Three Ways to Reverse Risk (A Classic 2005 Reprinted 
Article from Jay’s Archives) 

 
Words of Wisdom by Jay Abraham 

  
 
 
How exactly do you reverse risk? It's important to realize that risk reversal is a 
promise to your customer: "If you're not happy, I'll do whatever it takes to make 
you happy." Most companies that use risk reversal offer a simple money-back 
guarantee. That's one way to do it, but there are other, even better ways... 
  
Although the number of potential risk-reversing offers is limitless, there are three 
basic types: 
  
1. Total monetary risk reversal: The most common type of total risk reversal is 
the money back guarantee, in which the seller promises to refund the buyer's 
money should the product or service not live up to expectations. A stronger (and 
more advantageous) variation is the "free trial" offer, in which the buyer does not 
spend any money up front. Instead, the buyer pays only after he or she has 
received, examined, and evaluated the product or service over a period of time 
(e.g., 30 days). 
  
If you offer a risk-free guarantee in your business or you're thinking of adopting 
one, let me stress the following advice: Denominate what you're guaranteeing. 
So many businesses simply say, "Satisfaction guaranteed or your money back," 
or "You don't pay unless you're satisfied." But what does that mean? 
  
The problem with these generic statements is that you force the customer to 
figure out what "satisfaction" should look like. It's much more effective to 
dimensionalize exactly what the customer can expect from the product or 
service. Speak in terms of specific performance measures. 
  
For example, suppose you're selling vitamins or some kind of nutritional 
supplement. Don't simply say to your customers, "Your satisfaction is guaranteed 
- or your money back." Instead, say, "If you buy a 60-day supply of this vitamin, 
we fully expect you to feel more energy, focus at a higher level, lower or 
eliminate altogether your sense of anxiety or stress, sleep more soundly, think 
more clearly, and work more productively - getting more things done in four 
hours than you used to get done in a day. If that doesn't start occurring before 
the 60th day of diligently using this regimen, you are fully entitled to a complete 
refund." 



  
Do you see how much more concrete that is? You have denominated the 
outcome. You have painted a vivid picture in the mind of the prospective 
customer of exactly what satisfaction should look like. Specifics such as these 
will give your guarantee credibility and measurability - and make your business 
stand out in the process. 
  
2. Better than total risk reversal: In this approach, the seller not only guarantees 
a complete refund if the buyer is dissatisfied, but also offers a bonus incentive 
that the buyer retains even if he or she seeks a refund. The bonus is usually a 
product or service that complements the primary focus of the transaction, 
although it could be something totally different. 
  
For example, a magazine publisher may offer a duffel bag or camera as a bonus 
gift with a paid subscription. If the subscriber opts to cancel, he or she receives a 
full refund and also keeps the gift. The customer is given the privilege of keeping 
the bonus in exchange for their time, consideration, and efforts. 
  
The better than risk-free transaction acknowledges and rewards the customer or 
client for having enough faith to commit to purchase, incorporate, and use your 
product or service in their life or their business. By adopting a better than risk-
free proposition, you dramatically increase the appeal of the offer, because 
there's a bonus incentive on top of a risk-free deal. 
  
3. Emotional risk reversal: With "emotional" risk reversal, you take steps to 
increase your potential customer's level of confidence (and reduce their fear) 
before they purchase. This type of risk reversal is often practiced by businesses 
and professionals for whom complete monetary risk-reversal simply isn't 
practical. 
  
For example, if you're a Realtor, it may be impossible to offer a 100% money-
back guarantee on every house or piece of commercial real estate you sell - but 
that doesn't mean you can't reverse risk for your clients. 
  
Using an emotional risk-reversal approach, you could urge prospective clients to 
first contact a dozen or so of your past customers. Your prospects could ask 
these previous clients about their overall satisfaction with your knowledge, skill, 
and commitment. By learning this information up front, your potential client gains 
confidence in you and faces substantially less risk than if he or she knew nothing 
about you. 
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The Power in Partnering 
 

Words of Wisdom by Jay Abraham 
  
 
 
You can grow your business monumentally by orders of magnitude by 
establishing host beneficiary relationships or “Power Partnering”. You do this by 
finding other enterprises and organizations that have the same profile of buyer 
you do, and you partner with them. You partner with them by getting them to see 
the integrity and value you provide. You then work out an arrangement with them 
where they are generously rewarded. 
  
I have helped my clients engineer joint ventures and relational capital 
arrangements where we were able to use the credibility, distribution channel, 
sales-force, database, brand and more, and ascribe it to us. They would tell 
everyone about us via endorsement, and then encourage them to examine a 
relationship with us. The first time I ever did it was in the financial services 
industry. We set up long-term arrangements with investment newsletters. The 
byproduct was $2 billion in sales generated for almost no frontend investment. 
The second time I did it was for myself, and we did $250 million in about a 3-year 
period for, again, almost no investment. 
  
To start implement relational capital today, answer these questions: Who already 
has access to the market I want? Who already has the distribution I want? Who 
already has the credibility I want? Make a list and you can engineer profitable 
partnerships that could transform your business. 
  
 


